Merchants of Cool Viewing Questions:  Ch.3 Sec. : American Free Enterprise System:  Marketing to Teenagers!!!
Due:  Friday May 10, 2013 in class!!!  Paragraph form, Times New Roman, Font 12, Double Spaced
1. Personal effects of Marketing.  How does marketing affect you?  How does it affect your desire for consumer goods?  Your sense of happiness?  Your acceptance by your peers, e.g., whether they think you are “cool”?  Your identity and vision of yourself?  Is media a just a mirror?
2. Mook & Midriff at Monroe?  To what extent is the Mook (boy stuck in adolescence, crude) and the Midriff (adolescent girl act and dress like adults) normative at James Monroe High School?  Why are girls promoted to a kind of adult status and boys demoted back to adolescence for life?  What does this say about gender and the media?
3. Your Critique of Documentary.  How does this account of the influence of marketing measure up against your own experience as a teen and as an adult?  What did the film get right and what did it miss?
4. Colonization.  Why do the Frontline producers use the term “colonize” to describe what advertisers are doing to teens?  Give examples.

5. Globalization & Effects of U.S. Media.  What effect does exporting of U.S. entertainment (movies, video games, brands, technology) and consumer culture have on countries outside the U.S. (third world countries, Muslim countries, etc.)?  Homogenization of global cultures?  A Wal-Mart and McDonald’s in every city?  Example.  After U.S. soap operas are introduced to the Philippines, a dramatic increase in eating disorders begins in a nation where it was virtually non-existent and with women whose body types would never look like the TV stars.
6. Marketing Values. What are some of the values that marketing promotes most consistently?
7. Moral Guidelines for Marketing.  What ethical concerns or questions do you have with the marketing practices portrayed in the Merchants of Cool?  Is it ok to accept payment to go to parties and promote products? (Sprite and  Red Bull examples).  What about people who sell the right to be branded—tatooed with a company logo?  What are the moral obligations of marketers?  Is it possible to accept a job in marketing and succeed while being morally virtuous in your work?
8. Media Concentration.  What difference does it make that media is concentrated in about 5 companies or so?  (Clear channel radio stations—“Alice”—who decides what music can be played?)
9. Solutions/Responses.  What solutions would you propose to the problems presented in the documentary?  Should we have “advertising free zones”?  What would be their value?

