Worksheet for Analysis of an Advertisement
Prepare a written report on your assigned ad by answering these questions about it

Advertisements are a valuable primary source for information about the past. Students will enjoy
seeing how the styles of advertisements have changed over time.

Class Activity: Students can analyze the advertisement in small groups or as a whole class, using
the following questions. The questions can be written on the board as a guide or printed out as a
worksheet.
e How does the advertisement attempt to get your attention?
What is it an advertisement for?
Who is the target audience for this product?
List the information the advertisement provides about the product.
How does the advertisement try to convince you to buy this product?
How is the name of the product significant?
What images has the advertiser chosen to use? Why?
What information do you think has been left out of this advertisement? Why?
Rate this advertisement on its effectiveness — does it catch and keep your attention? If
you were in the market for this type of product, would you purchase a policy from this
company? Why or why not?
e What would you change about the ad?
e Would you say people were more gullible or suggestible during the time this
advertisement was first used? Explain why or why not.

You may need to spend a little class time defining unfamiliar terms or concepts.

Have students find current advertisements in newspapers, magazines, and telephone books. Have
them suggest ways the advertisements are the same and/or different today (possible answers:
number, variety, and type of fonts; color printing; use of photographs and drawings; amount of
text to read, etc.).

Would this advertisement be successful today? Why or why not? Why is it so different from
modern advertisements? (possible answers: target audiences have different levels of sophistica-
tion; technology allows the addition of color, more complex images and photographs, as well as
phone numbers, fax numbers, e-mail addresses.)

Ask students to pretend they are considering purchasing a similar product and to make a list of
advantages and disadvantages they see in purchasing the item from this company. Before making
a decision, what additional information would they need? Why is that information not included
in the advertisement?

Follow-up Activity 1: Working alone or in small groups, have students choose and cut out
magazine and phone book ads that they find eye-catching or appealing, and ask them to explain to
the class what elements of the ad they think are most effective.

Follow-up Activity 2: Working alone or in small groups, have students design a full-page

advertisement for this product that would incorporate some of the elements the class identified in
the previous exercise. They should choose a target audience, name some of the advantages of the
product, and specify how it would make life easier or more comfortable for their target audience.



Using Primary Documents in the Classroom
Lesson Plan: Studying Advertisements (Crane, Breed & Co.)

Advertisements are a valuable primary source for information about the past. Show students the
advertisement for “Crane, Breed & Co.” from the 1868 Nashville City Directory. (Note: a city
directory is similar to a modern phone book, but existed long before people had telephones).

Class Activity: Students can analyze the advertisement in small groups or as a whole class, using
the following questions. The questions can be written on the board as a guide or printed out as a
worksheet.

e What first catches your eye in this advertisement?
What are some of the ways the advertisement attempts to get your attention?
What is it an advertisement for? How can you tell?
List the information the advertisement provides about the caskets the company sells.
How does the advertisement tries to convince you to buy this product?
What is suggested by the word “patent”?
What burial problems does the ad say this product will correct?
Where is this company located? Why are they advertising in a Nashville directory?
Who would be the target audience for this ad?
How does this advertisement appeal to grieving families? Do you find it insensitive in
any way?
e What would you change about the ad?

Students may share their answers with the other groups. Are modern advertisements as graphic in
their details as this one? What modern advertisements could be compared with this one?

Have students find current advertisements in newspapers, magazine, and telephone books. Have
them suggest ways that advertisements for the funeral industry are the same and different today
(possible answers: number & type of fonts; color printing; use of photos & drawings; amount of
text to read, greater sensitivity to family members, etc.)

Would this advertisement be successful today? Why or why not? Why is it so different from
modern advertisements? (possible answers: target audiences have different levels of expectation
and sophistication; technology allows the addition of color, more complex images and photos;
use of phone numbers, fax numbers, e-mail addresses.)

Ask students to pretend they are considering purchasing a casket for their Aunt Minerva and, in
small groups or as a whole class, to brainstorm a list of advantages and disadvantages they see in
purchasing the casket from this company. Before making a decision, what additional
information would they need? Why is that information not included in the advertisement?

Follow-up Activity 1: Have students choose and cut out magazine and phone book ads that they
find eye-catching or appealing, and ask them to explain to the class what elements of the ad they
think are most effective.

Follow-up Activity 2: Working alone or in small groups, design a full-page advertisement for
this product that would incorporate some of the elements the class identified in the previous
exercise. Be sure to designate a target audience for the product and direct the advertising to
appeal to that group in particular.



E L TARBOX & BRO., Jewelers and Repairers, Engraving and Stencil Cutting. See Page 108,
ﬂ'

lmummthe!inahﬂllaulhlnmr&mﬂu See p. 80,
224 KNGS MASHVILLE CITY DIRECTORT.

e — - L e o e

M. JI. CRANE A, I, BREELD W. J, BREED.

CRANE, BREED & CO,,

FPATEE N T

NERALEIC BURIHL CANEA

BT D

T RERSKEETS

ummmmnn.

o

Commlning il the maost pecent Improvemenis ; sdapled o the aljustmenl of dibbsfreling,
decslorizieg ared embalming applisnors; arelsblcally aeed elegsanily nsitsed ;
protact II-,|: from oontagien and intrushon ; sdegded 1o (Pans s

tion; [ndisprasabin dor vaulin; perfecily sir-tight, el
EE:IIIIHIIE m EHEMTIHHS-

mmmm

K By e S iy < e g —

Of & greal vacledy of deslgne, and of superior materlal and workmanship, to s lurger
eatenl thah by ciber eatalilshmenl b U werkd.

A LARGE STOCE OF COFFIN TRIMMINGS,

CONSTANTLY ON HAND, AND EVERY VARIETY OF

UNDERTAEKERS’ EA.RIIWLRE

ADDRESS X
CRANE, BREED & CO,,

Eighth Strect, 2% Squares West of Freeman 8t., Cloclonati, 0., |
Cr, 50 Magazine Street, New Orleans, La




Using Primary Documents in the Classroom

Lesson Plan: Studying Advertisements (The Indian Doctor’s Cures)

Advertisements are a valuable primary source for information about the past. Show students the
advertisement for “The Indian Doctor’s Cures” from the 1868 Nashville City Directory. (Note: a
city directory is similar to a modern phone book, but existed long before people had telephones).

Class Activity: Students can analyze the advertisement in small groups or as a whole class, using
the following questions. The questions can be written on the board as a guide or printed out as a
worksheet.

How does the advertisement attempt to get your attention?

What is it an advertisement for? How can you tell?

List the information the advertisement provides about the product.

How does the advertisement try to convince you to buy this product?

Why do you think a special deal is offered to clergymen?

Why are the agents from other cities listed as well as the company officials?

Where is the main office of this company located? What do you know about that particular
address?

Students may share their answers with the other groups. Discuss the various illnesses and
disorders mentioned in the advertisement. Are modern advertisements as graphic in their details
as this one? What modern advertisements could be compared with this one?

The following background information may be shared with your students:

Many physicians of the period believed that all disease was caused by an over-stimulation of the
nerves and blood and used what they called *““heroic medicine’ (bleeding, blistering, purging,
and vomiting) to restore the natural balance. Surgeons did not use antiseptic procedures — rarely
even washing their hands before operating — and many patients died from the “cure.” An Indian
Doctor (generally not a Native American), also known as a *“ botanical practitioner,”” was more
like today’s modern herbalists. Although the name suggests that these healers had learned their
medical skills from the natives, most of their knowledge had come with them from Europe.

Have students find current advertisements in newspapers, magazine, and telephone books. Have
them suggest ways medical advertisements are the same and different today (possible answers:
number & type of fonts; color printing; use of photos & drawings; amount of text to read, etc.)

Would this advertisement be successful today? Why or why not? Why is it so different from
modern advertisements? (possible answers: target audiences have different levels of expectation
and sophistication; technology allows the addition of color, more complex images and photos;
use of phone numbers, fax numbers, e-mail addresses; the City Directory would be consulted
more often than a typical magazine, so the ad didn’t need to be so eye-catching.)

Ask students to explain why someone would choose an “Indian Doctor” over a more conventional
physician. Before making a decision, what additional information would they need? Should
additional information be included in the advertisement?



Follow-up Activity 1: Have students choose and cut out magazine and phone book ads that they
find eye-catching or appealing, and ask them to explain to the class what elements of the ad they

think are most effective.

Follow-up Activity 2: Working alone or in small groups, design a full-page advertisement for
this product that would incorporate some of the elements the class identified in the previous
exercise. Be sure to designate a target audience for the product and direct the advertising to

appeal to that group in particular.
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