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SK Bedding advertises its ‘Dreamiand’ mattress with a
portrait of Bush collaged among photos of burned babies,
bu Ghraib, under

flag-drap
‘ r the wicked?’, the

using adver
ment isare

the free world woul
with murderous dictators gives one pause.
an anomaly OF is this how people view the United States

and its leader?
Politics and commerce are not such strange bedfellows
after all. A campaign fo per Milenio may not
be such an overt condemnation of Bush as SK Bedding’s,
but its conceptual conceit force i
The campaign’s big idea is based on a
B = C). For example, Tidel Castro +
Hugo Chavez. Another shows a gorilla + razor = Arnol\d

Schwarzenegger. The piece de resistance shows \
Homer Simpson + owling) Bush. The,
itions here are ver ing. Likewise ads

in Great Britain

juxtapos
for Paintpark, & recreational yenue in Gre
for paintbaii shooting, uses characters wearing Bush,
Saddam and Bin Laden masks - the concept is pretty
obvious. While the image is benign enough, under the Dogoga),
headline ‘War Games: Recruit your Company For & Game e dopy Busp
of Paintball’, the idea that Bush is thrown together with ,:w"ree iminag ,
Another odd one 'ie) Dog hoagy Dogy Jind
Advery ding g, ans
exico ¢ g Ag &

gaddam is disturbingly humorous.

is the series of poster—iike i ents for Dogotel,

a Mexican kennel, playing off the Mexican translation
of the word dogotel, meaning 10w life’. Bush, Bin Laden
and Castro are rendered separately in incriminating
vignettes. The Bush iteration, admittedly & shoddy render-
ing, shows him against mushroom clouds and missiles.



Other advertisements are less about being critical of Bush

than exploiting his familiar face. The SIC News Channel'’s

campaign shows various world leaders having conversa-

tions where & fly is on the nose of one of the conversers

(i.e. on George W Bush) - it's hard to say what the point of

that one is. In the ad for 1PPU, & label printel: Bush is arm-

jin-arm with a smiling Tidel Castro, which, of course, is just

plain silly. And speaking of silly, to promote its smaller

size newspaper the German Welt KompaRt campaign shows

paby versions of world leaders, such as Bush, Angela

Merkel and Pope Benedict, under the headline ‘BIG NEWS.

Small gize’. The World Association for Newspapers cam-

paign pairs world foes together: under ‘Hide & Seek’ is &

collage of Bush seeking out Bin Laden.

he most damning ads are predictably from the pohtical

advocacy organizations, such as Amnesty International,
which for one campaign produced a series of enlarged com-
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xplanatio? b Y mes - including those in Myanmar, Iran and Zimbabwe ~ K < :
- ing AgenSY: olabuenas? with portraits of their leaders. The last stamp in the series,  gignews 3 e st
';‘:’:‘:\‘_“:“r ; o to ‘Stamp out torture’, includes President Bush. Another ihe new 8¢ o
Executive o Divecto” Amnesty campaisn, for the ‘Make Some Noise for Human » y: JunE VOO Watt,
ua Olabuenas?” ““g“:‘: ;’e‘:‘raﬂ Rights’ concert, includes photographs of world leaders ~ Adertising AE°
creative D‘"?c\:‘é‘:“,:co\'m. \liana Sotis: The ad for ATRO plenders may not be as biting as this including Bush, Kim Jong-il and Mugabe — holding their Germaty
':‘Y‘t“\"‘.:::“" but is decidedly humiliating. 1t shows & photo of President ears. Andin Amnesty’s “The Power of Your Voice' campaign,
cemwﬂ wigue! Rocha %%‘ George Bushlina blender with a picture of Alfred Bush is linked to Presidents Putin and Ahmadineiad.
::‘3-:'2: ot _smck,ﬂec““ Colin UNA Bygy, =R —— %1Ne§rrc11ap; nezlct to tb&l bler;lder, pfrésumab}lgy aflte.r it ﬁras Nevex::1 beftokr)'e in the gistory of adve{tisinig hast an A;nerican
i = ended, is a glass with a photo 0 corge Bush in @ presiden een used SO recurrently an portraye in
% fairness, they also have & similar one with Bill Clinton). this kind of advertising (even going back to the nineteenth
The Marmite Squeezy syrup ad shows @& chocolate century)- One reason may be the increase in ‘gocial com-
portrait of W with the tagline “You either love it or hate it’ mentary’ ads by companies such as Benetton, Kenneth
(meaning the syrup, of course)- That's pretty benign, but Cole, Ben & Jerry’s, and others. Maybe another reason is
the Lipton Tea advertisements, however, are surprisingly that, as @ form of entertainment, advertising is taking
irnpertinent: in its parody of a newspaper front page more rule-busting chances. Still, one wonders if US policy
(titled The Daily Focus) & lead story with a photograph of had not lost its long-held positive stature, and President
Bush drinking water sits next to the headline ‘George Bush were more popular clsewhere in the world, would
W Bush successfuny names all 50 US states’. A similarly this trend be happening today? What's most telling is that

goofy photograph of Kim J ong-il as a Pee-Wee Herman- advertising reflects what the masses know and understand;
lookalike accompanies the headline ‘Kim Jong-il Chooses in this crop of campaigns, apparently, the world seems
not to Spank His Dog’. While these stories are more silly to hold this leader of the free world in fairly low esteem.
than offensive, the idea that Bush has parity with Kim is
of interest. Conversely the ad for Cape Times newspaper
lands a more directly offensive blow. Its papier-maché
offigy of W under the heading ‘Public enemy No. 1?’is a
pretty strong indictment. While Egoista magazme’s ‘Bushit’
advertisernent simply takes a swat, showing W with a splat
of pigeon poop on his shoulder with the caption Since
1945 there have been only 26 days of peace in the world'.
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