SUMMER SCHOOL 7: Advertising & Race
The podcast begins with how hiring Tom Burrell to the mailroom was such a huge decision made at the time in light of the in-depth racism across institutions. In 1961 most of the ads developed were on-size fit, all with the intent to generalize the population and not have any specific traits associated with a respective community. He was hired in a different company as the first Black copy supervisor in his adventure and interest in writing. He instilled the need for the ads to interact with the audience and introduced black people to participate in the ads. The primary reason why big brands avoid involving the Black community in their ads was they preferred to use nostalgia in their adverts to promote remembering the good old days. But for most black communities, this was not fun as they had been enslaved.
Big brands such as McDonald's' at the onset were aggressive to grow, and given most of their clients were Caucasians; they sort to gets Tom's marketing view on how best the company can start to incorporate the black community. He effectively managed to the tailor-make black community in their distinctive forms and not portray them as dark-skinned white people who bore incredible results for McDonald's.  He sought to promote positive realism throughout Toms advertising career, which made him consider dropping some of his big cigarette sponsors.
[bookmark: _GoBack]The Civil Rights Act of 1964 was designed to end discriminatory businesses, given it banned racial discrimination on all public grounds, including ads placed. Thus, companies must develop the proper mind set when targeting black communities as they provide a vast market. Giant companies such as Coca-Cola or Burger King can create a narrative on advertising, making it difficult for other companies to challenge. Thus, it is integral for global brands to carry the correct narratives, especially for the minority communities such as the African American community. 
