
Week 33
Date: Day 1 161 Day 2 162 Day 3 163 Day 4 164 Day 5 165

Made You Look pp. 2–13 pp. 14–24 pp. 25–38 pp. 39–53 pp. 54–68

Week 34
Date: Day 1 166 Day 2 167 Day 3 168 Day 4 169 Day 5 170

Made You Look pp. 69–89 pp. 90–99 pp. 100–117 pp. 118–126 pp. 127–142

Week 33, Day 1

Made You Look | pp. 2–13

To Discuss After You Read

1. According to the author, what is advertising? How do 
you define it?  advertising: anything someone does 
to get your attention and keep it long enough to tell you 
about what they’re selling, or trickery used to shut down 
your brain long enough for you to open your wallet. I 
might define advertising simply as something done to get 
a sale

2. The author states that many “magnificent promises” are 
outrageous claims. Give two examples of products that 
sound better than they really are.  I like the example 
of sugar cereal with vitamins added: “Part of a complete 
breakfast!” (without mentioning that the rest of the break-
fast is eggs, orange juice, and a whole grain bagel with 
cream cheese—the nutritious stuff). Often real estate 
descriptions are a bit more enthusiastic than they should 
be: “Near great schools” (that might be in the neighboring 
district, and, therefore, of no use to the home buyer), “New 
roof” (without mentioning that the old roof leaked for 
several years); “easy to maintain yard” (because there is no 
grass or plants, only rocks)

3. Find two examples of logos. Do the logos clearly 
remind you of the company they represent?  an-
swers will vary: the Sonlight logo shows sun and an open 
book—seems appropriate to me. The Nike swoosh is 
much more free form, but I think it seems energetic, mov-
ing—and instantly recognizable

4. On page 13, the book suggests counting how many 
commercial messages you see in a day. That seems 
unrealistic. Instead, take the next five minutes and 
count the number of ads you see in your bedroom or 
schoolroom.  without moving from my chair, I counted 
25, mostly book publishers’ logos on book spines, but also 
a movie still postcard on the wall, logos on several receipts 
on my desk, a restaurant children’s menu that my son 
colored on, and a few others

Week 33, Day 2

Made You Look | pp. 14–24

To Discuss After You Read

5. Do the Try this at home on page 18.  

1. I think usually ads don’t deal specifically with either facts 
about the product or appeal to emotions. Instead, they 
promise benefits. Meaning, a minivan ad wouldn’t state 
the specific dimensions and the details of how the airbag 
deploys (facts about the product) or show a middle aged 
couple happily dancing on the lawn as they water the car 
(emotions). Rather, the minivan ad would talk about how 
many people the car could hold, and how safe it is; the 
great gas mileage you get while packing eight people, a 
dog, and camping gear into it. Benefits to the customer: 
what every ad should have.

2 & 3. I most notice and enjoy advertising about some-
thing I’m interested in—the ads in homesteading maga-
zines pique my interest much more than the health care 
and retirement ads in Reader’s Digest. I enjoy some movie 
previews, and ads that interest me.

4. I think I usually ignore unbelievable ads—at least, I can’t 
think of any.

5. I can’t think of anything I’ve bought just based on an 
advertisement: I usually try to get a second opinion or find 
out more information. Or I search out a product based 
on a need. (I wouldn’t buy a waterproof coat because 
I saw it in a flyer; I’d buy it because I thought I needed 
one and then saw it in a flyer.) The ads that most make 
me want to buy something are those that promise “the 
whole shebang.” I had a cooking magazine subscription 
one year, and the offer of the first ten years of issues, all 
nicely bound by year, was almost more than I could resist. 
The chance to own a complete set of something I like or 
enjoy is compelling for me, whether Lego rescue vehicles, 
healthy cookbooks, or mystery novels.

6. I watched television a bit as a child, and remember feel-
ing terribly irked by the number of commercials.

6. Why do advertisers focus on sales to kids?  because 
young people in North America spend $180 billion on non-
necessities each year; because young people influence 
adults in both large and small purchases; and because a 
customer gained as a child could be a life-long customer, 
and, thus, highly profitable

Week 33, Day 3

Made You Look | pp. 25–38

To Discuss After You Read

7. What is your opinion on ads in school?  answers will 
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vary: I think the arguments against school advertising 
(on page 35) are more compelling than the Channel One 
arguments for school advertising

Week 33, Day 4 

Made You Look | pp. 39–53

To Discuss After You Read

8. List a product mascot that you recognize.  Joe Camel, 
Michelin Man, Disney’s Mickey Mouse

9. Do the ads you see use stereotypes? How do the char-
acters compare to the people in your neighborhood?  
the individuals in ads are usually have better haircuts, 
more svelte figures, and heavier makeup than the people 
in my neighborhood. My current neighborhood is ex-
tremely homogeneous, so ads are usually more diverse 
than where I live

Week 33, Day 5

Made You Look | pp. 54–68

To Discuss After You Read

10. Look through a magazine or newspaper and see how 
many examples of the persuasive words: new, quick, 
improved, now, amazing, suddenly, easy and intro-
ducing you can find.  answers will vary: in the May 
2008 Costco Connection, I found the following: exclusive, 
unlimited, latest innovation, #1 brand, value, quality, con-
venience, exceptional comfort, plush, remodeled, latest, 
tough, new, save

11. Do the Try this at home on page 59.  although I haven’t 
yet checked labels to see what company produces canned 
goods and detergents, I have noticed that often the more 
expensive cans have more additives than the cheaper 
cans (like a higher priced tomato sauce might have sugar 
and preservatives included, whereas a cheaper one might 
have just tomatoes and water). Also, Clorox acquired 
the “healthy” brand Burt’s Bees. So you have a chemical 
company buy a company whose slogan is “Earth Friendly 
Natural Personal Care for The Greater Good.” Interesting

12. What brands are on your clothes right now? Did you 
choose that article of clothing because of the quality or 
was it the brand’s image?

Week 34, Day 1

Made You Look | pp. 69–89

To Discuss After You Read

13. If you watch television, do the Try this at home on 
page 88.

14. Why would guerrilla marketing be effective? Do you 
think it is moral?  Guerrilla marketing mimics word 
of mouth advertising rather than the standard obvious 
promotional marketing. I give greater weight to product 
recommendations from friends than I do to ads. Person-
ally, I don’t have a problem with this tactic—it does make 
me wonder, though, if it can possibly be an effective 
form of marketing. Does the hiring company really earn 
enough extra sales to make it worth their while?

Week 34, Day 2

Made You Look | pp. 90–99

Week 34, Day 3

Made You Look | pp. 100–117

To Discuss After You Read

15. Find a magazine or TV program designed especially for 
kids and pay attention to the commercials or ads. See 
if you notice the advertisers obeying—or not obey-
ing—the rules. Are they using language that exag-
gerates, or showing a situation that suggests you’ll be 
more popular if you own their product? Check their 
approach against the rules listed.  I found an ad for 
National Geographic Little Kids magazine. It says “ 1 Year 
for only $15! For ages 3-6. Order Now” which follows all 
the rules. It doesn’t claim anything else and only shows a 
picture of the magazine. The order form also clearly states 
“If you are under 18 years old, your parent or guardian 
must fill our this subscription form for you.”

Week 34, Day 4

Made You Look | pp. 118–126

To Discuss After You Read

16. Describe the differences between Consumer Power, 
Companion Power, and Complaint Power.  consumer 
power: voting with your money, either by buying or 
boycotting. companion power: telling friends about a 
bad or good product, so their money-votes add to yours 
and create a stronger message to the manufacturer. 
complaint power: telling a company directly why you are 
disappointed

Week 34, Day 5

Made You Look | pp. 127–142

To Discuss After You Read

17. Take one ad and ask yourself the four questions on 
page 142. Is the product as interesting?  n

©
20

13
 b

y 
So

nl
ig

ht
 C

ur
ric

ul
um

, L
td

. A
ll 

rig
ht

s 
re

se
rv

ed
.

20th Century World History | Parent Guide | Made You Look | Curriculum Update | 2 


