Television Advertisement Analysis Worksheet
Advertisement: Citroën C4 dancing transformer (length: 30 s)
	Context
	Notes

	Product name
	Citroën C4

	Product type
	Small family car

	Competing products
	Ford Focus, Renault Mégane, Skoda Octavia, Toyota Corolla, Vauxhall Astra, Volkswagen Golf, etc.

	Competing campaigns
	As above

	Placement of ad (channel, time, programme)
	Peak time ITV1

	Target audience(s)
	Younger adults and adults with family – evidenced by emphasis on technology, musical genre and break dancing – ad has evident appeal for kids who may ‘influence’ decision on new car

	Regulation
	Self-regulatory body Advertising Standards Authority (ASA) ensures advertisements are ‘legal, decent, honest and truthful’ and do not mislead or cause harm or serious or widespread offence.

	Text
	

	Setting(s)
	Modern city connoting newness (new car, new technology)

	Time
	Present: connotes modern

Dawn – connoting a new start with a new car

	Intertextual references
	Transformer toys; “The Iron Giant”; dance music; break dancing 



	Significant image & sound elements; repeated motifs
	Realistic image of car transforming into robot makes you ask how did they do that? It is an animation which does not look like an animation. 

	Mood
	Music and dance connotes excitement of clubbing

	Story

	A car transforms into a break-dancing robot and back again 

	Product information
	Model name, image, hi-tech.

	Product/brand image
	Looks like a dull car but this is what it feels like to own one i.e. a Citroën C4 is happiness. C4 as vibrant technological miracle (like the animation in the ad)

	Absences
	Ignores cost, pollution, running costs, faults 

	Preferred meaning
	The technologically advanced Citroën C4 makes you happy

	Ideology
	

	What does the ad say about gender, age, class, place, ethnicity, lifestyle, technology, …?
	Technology is exciting and makes us happy



	How does product attempt to satisfy human needs?
	Humans need to be happy

Your car can bring you happiness




Demographic Data

	
	Ford
	Vauxhall 
	French 
	Japanese 
	German 

	Gender 
Male 

Female 
	63 

37 
	46 

54 
	45 

55 
	52 

48 
	57 

43 

	Age 
17-34 

35-54 

55+ 
	27 

48 

25 
	22 

54 

24 
	31 

41 

28 
	15 

42 

42 
	25 

46 

29 

	Social grade 
AB 

C1/C2 

DE 
	26 

60 

13 
	29 

48 

21 
	33 

51 

15 
	42 

42 

13 
	52 

40 

7 

	Working status 
Working 

Not working

Retired 
	70 

30 

20 
	70 

30 

21 
	73 

27 

15 
	63 

36 

31 
	77 

23 

18 


Source: OFT Survey 2003 (error +4%)
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