
“Basic’ skills are 
lacking in young 
generation[s]’. 
How can visual 
communication 
solutions solve 
this?
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The focus of this report is to explore why 

Generation Y are perceived to have many 

faults in the media’s eyes, Lutz kindly presents 

his opinions through Forbes and says that 

‘Generation Y [are] going nowhere, and they’re 

fine with it’ (Lutz, 2012). ‘Each generation 

complains about the next’ (Parsons, 2012), 

this behaviour has been documented as a 

‘seemingly never-ending cycle of generational 

clashes and the juvenoia that typically 

accompanies it’ (Theirer, 2012). A recent 

comment about younger generations sparked 

the interest for this report was “basic’ skills 

are lacking in young generation[s]’ (Modern 

Survival Blog, 2012). What are these ‘basic 

skills’ that younger generations are lacking in? 

This is what this report intends to find out; it 

explores none key stage skills that are needed 

to survive in the 21st century. Generation 

Y’s eating and drinking habits, their health – 

general and sexual -, their financial knowledge 

and whether they have any first aid skills will be 

explored because these are the basic living 

skills (Hoyt, n.d. and RedCross.org, 2013). Also 

Generation Boomerang and Narcissism will be 

investigated, as they are popular topics within 

the media. A questionnaire was distributed 

to identify Generation Y’s abilities when living 

independently as well as finding out what 

they think should change for the younger 

generation (if anything) so they are not in the 

same predicament. Recommendations are 

made at the end of the report to combat 

any problems that Generation Y have 

acknowledged and want changing for the  

next generation.
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The methods that will be used to conduct this 

research project are questionnaires to find out 

some statistics and to see the understanding 

of Generation Y’s knowledge of basic skills. 

The questionnaires was sent out via Facebook 

and it consists of categorical, multiple choice, 

and Likert-scale questions (Mcmillan and 

Weyers, 2010 page 112-113). The results will 

be compared with the studies that have been 

talked about previously (Cude, 2006, Manton, 

2006, Hickman, 1999 and Hunt, 1997) as well 

as other studies. Surveymonkey.net was 

used for the questionnaire as the reviews 

were positive (Kyrnin, 2012) and it is a popular 

survey engine. The only downfall for using 

Survey Monkey is that after 10 questions the 

researcher has to pay for more, but with that 

extra money they receive more security and 

Excel export and printable PDFs, which will be 

helpful. The questions that were distributed 

(see Questionnaire, page 27) would aid 

the research and help to understand what 

people think of themselves and the issues 

that I have put in front of them. A pilot study 

enabled the questions to be check so they 

made sense. Some of the initial questions 

did have problems, as they were not easy 

to understand, some could lead people 

to answer a question differently from their 

own opinions, which would have hindered 

the research so they were changed. The 

demographics that were chosen to define 

people were: gender, age, ethnicity, marital 

status, and whether they are employed and/or 

a student. These demographics were chosen 

because they should help define whom needs 

the most help (if any) with the issues put in 

front of them.

The questionnaire was distributed through 

Facebook because it is easy and accessible 

to many. Companies post surveys on their 
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A focus group was going to take place but 

due to time restraints this will not happen 

during this section of the Personal Project. 

The focus group will have average age of 20, 

mixed genders and ethnicities around Bolton 

- to help with marketing the end product so it 

will appeal to the target audience.

Also secondary research will be conducted to 

support the primary research.

Facebook walls because it improves their 

response rates due to the convenience that 

the users have (Smart Survey, 2013), therefore, 

so it would help to  get more responses. At 

first the questionnaire was on some Facebook 

groups and Facebook walls to see if those 

who are part of that community kind enough 

to take it. To enhance the demographic 

Facebook was trawled for University pages 

that are open to those who wish to post on it. 

The universities Facebook pages that were 

posted on were Nottingham Trent University, 

Keele University, Bath Spa University, 

Leeds Metropolitan University, Manchester 

Metropolitan University, Royal Holloway 

University, University of Birmingham, Queen 

Mary University of London, Derby University 

and the University of Bolton Student Union Loft 

Bar page. Unfortunately some of the posts 

were taken down before many people could 

take the survey.

Secondary Research
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‘Basic’ skills are lacking in young generation[s]’ 

(Modern Survival Blog, 2012), which makes 

them ‘unable to ‘make it’ on their own’ 

(Abraham and Studaker-Cordner, 2013). They 

cannot live independently because they 

‘haven’t been taught how’ (Parsons, 2012). This 

is because Generation X and before have 

taught their children that everything is possible 

and they have sheltered them from the harsh 

truths (Huffington Post, 2013).‘Overtime kids 

have stopped learning to solve problems 

(Abraham and Studaker-Cordner, 2013). But by 

doing this it has raised a generation of people 

who are ‘ill-equipped to cope’ on their own 

because they didn’t have the chance to learn 

the necessary skills as a child (Abraham and 

Studaker-Cordner, 2013). The skills - other 

than personal ones like problem solving - 

that Generation Y and Z are missing are: not 

knowing how to cook for themselves, not 

knowing how to budget, not knowing how 

to look after their health and relationships, 

and basic first aid, these can all be taught in 

schools, some are but there is no set time on 

what the students learn and how they learn it 

(Dept Edu, 2013).

Boomerangs

Generation Y has a nickname of the 

‘Boomerang Generation’ (Cumming, 2013) 

as the young adults go back to their parents 

home after trying to live independently. 3.2 

million of 20-to-34 year olds are living at 

home and ‘around a third of young men live 

with their parents’ (Cumming, 2013) this is a 

28% increase since 1997 (Goulding, 2013). 

Cumming goes on to state that the shift in 

the economics has created the boomerang 

trend, because in 25 years the ‘ratio of house 

price to average earnings has risen from 5.7 

to 7.7…Rent has risen accordingly’ (Cumming, 

2013) but for young adults it is difficult for them 

to live independently because rent prices 

skyrocket and the job opportunities are slim 

(Goulding, 2013). With a mass of students 

in debt it is no wonder why so many young 

people go back to live with their parents, it is 

out of ‘financial necessity’ (Goulding, 2013).

However, Parsons disagrees with Cumming 

and Goulding when she argues that ‘today’s 

young generation is over-indulged’ and that 

Generation Y have ‘opted to see themselves 

as adolescents far past their teenage years’ 

(Parsons, 2012), indicating that boomerangs 

are self absorbed, comfort driven adults that 

have not grown up. The academic pressure 

of getting good grades and going to good 

universities are all that Generation Y aspire too 

(Parsons, 2012), their parents and teachers say 

they this generation is brilliant and capable 

(Ablow, 2013). Therefore, young adults have 

become bemused that the world is not 

offered on a plate so many young people 

instead continue to study, travel and they ‘are 

reluctant to make an emotional commitment 

to the opposite sex’ (Parsons, 2012). 

Comparing British young adults to Chinese 

and Indian young adults with their attitudes 
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towards working hard in education to get a 

good job seems that the Chinese and Indian 

do it ‘in order to entre careers that enable 

them not only to raise their own families but to 

take care of their parents, too’ (Parsons, 2012). 

Parsons has written this statement to convey 

that the Chinese are doing something right 

and that the western young adults should have 

the same work ethic. However, Parsons has 

just contradicted herself because she stated 

previously that it is wrong for children and 

parents to be living together yet that is what 

she thinks should happen (Parsons, 2012).

Parsons articulates that the younger 

generations have a sense of entitlement 

coupled with a paralyzing fear of failure’ (2012). 

Psychologists Ablow and Twenge agree with 

Parsons statement and would declare that 

Generation Y are narcissists. 

On the other hand, a survey suggests that 

there is a rise in University students living at 

home while studying due to cutting down 

on costs (BBC NEWS, 2009). As the tuition 

fees have risen it is expected that over ‘half 

of university students will live at home with 

their parents by 2020’ (Kelly, 2011), combining 

the latter with a decline of students going 

into ‘higher education will lead to a drop in 

property prices and retail markets’ (Kelly, 2011). 

This increase of the student loan will have a 

‘significant effect on the nation’s economy, 

hindering borrowers’ ability to qualify for home 

and automobile loans, save for retirement, and 

pursue entrepreneurial ventures’ (Bidwell, 2013).

Narcissits

According to the Oxford Dictionary narcissism 

means an ‘excessive interest in or admiration 

of oneself and one’s physical appearance’. The 

Psychological appearance of narcissism is 

‘extreme selfishness, with a grandiose view of 

one’s own talents and a craving for admiration, 

as characterizing a personality type’ (Oxford 

Dictionary, 2010, 2012).

The American Freshman Survey, ‘which has 

accumulated data for the past 47 years from 

9 million young adults, reveals that college 

students are more likely than ever to call 

themselves gifted and driven to succeed’ 

(Ablow, 2013). Ablow cites the psychologists 

Jean Twenge that the tendency for narcissism 

in students has gone up 30% in the last 30 

years (2013). But this is not unexpected, as 

psychologists have been examining at the 

pernicious effect of media and technology 

on younger generations (Ablow, 2013). 

Facebook, Twitter, other social media sites 

as well as video games will boost egos so 

people believe that they are the best and 

enable ‘their own fictionalized life stories’ 

as ‘faux celebrities’ (Ablow, 2013) creating 

narcissists full of false pride, who do not have 

stable self-esteems and feel empty and                  

worthless (Ablow, 2013).

Following on from Twenge’s findings a 

debate hosted by Fox Live and presented by 

Megyn Kelly on 7th January 2013 to discuss 

how a generation of narcissists could have 

occurred. The guests on the show were 

Lyss Stern – parenting blogger and author, 

Jason Dorsey – Generation Y speaker and 

author and Dr. Henry Cloud – psychologist 

and author. Stern stated that this young 

generation “have a sense of entitlement” 

and that parents have the “opportunity and 

responsibility to start, at home, from an early 
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age teaching their children that hard work will 

pay off in the end.” Everyone present agreed 

but Dorsey blamed the parents of Generation 

Y for mollycoddling the generation and telling 

them they ‘are great’. Dr. Cloud added that 

Generation Y’s “self appraisal is higher than 

appraisal of people around them” meaning 

that they regard themselves higher than other 

generations perceive them as. Due to this 

the generation work less but the number of 

people who say that they want to “succeed 

is much higher”, Stern adds to what Kelly just 

stated that Generation Y is too lazy, too picky 

and too bossy.

All of the above came to light with Jean 

Twenge’s cross-generational data, as 

she discovered that there are ‘signs of 

a narcissism crisis’ and ‘that younger 

generations are increasingly entitled, self 

obsessed and unprepared for the realities 

of adult life’ (Quenqua, 2013).  Twenge puts 

attributes this to the rise of social networking 

and parents indulging their children too much 

(Quenqua, 2013). However, Jeffery Jensen 

Arnett, a professor in psychology and a 

‘passionate defender of the socially networked 

“iGeneration”’, says that Twenge ‘is inviting 

ridicule to a group of people about which 

there are already negative stereotypes’ and 

that this generation of so-called narcissists 

are ‘more thoughtful and civic-minded than its 

predecessors’ (Quenqua, 2013). 

Food

More and more people are buying ready 

meals each day for their evening meal, and 

with an industry worth ‘£2.6 billion’ (BBC 

News, 2013) that won’t go away by itself. 

Ready-meals have been popular in the UK 

since the mid-1970s thanks to the freezer. 

They were advertised as easy, convenient and 

cheap, which is still true today, but sometimes 

minus the cheap. Iceland was one of the first 

supermarkets to offer frozen foods, at first it 

was loose frozen foods, but in 1979 Iceland 

opened its purpose built freezer centre in 

Manchester. There they sold their developed 

frozen food brand. Over the years, Iceland has 

become the nations frozen food king with 800 

stores nation wide (Iceland, 2013).

Over time people wanted a better quality 

ready meals and thanks to Marks & 

Spenser’s the chilled ready meals industry 

was revolutionized, ready meals become 

even more popular and fresher. Today they 

are advertised a ‘fine dining’ but they’re still 

‘nutritiously chaotic’ (BBC News, 2013). 

Takeaways are another easy option for people 

with a busy lifestyle. In 2012 mealsfromscratch.

com investigated the British public and their 

eating habits to see if their fresh home cooked 

food in a ready meal style has a market. To 

present this to investors and the public they 

created an info-graphic stating all of the facts 

and statistics that they have accumulated 

from many sources. The facts and statistics 

are staggering and the most people who 

eat takeaways and ready meals want to eat 

healthily and cook their own meals. In 2013 

vouchercodes.co.uk did a survey of 2,000 UK 

adults on takeaway consumption their findings 

shocked the nation as an ‘average Brit is now 

spending £1,320 a year on fast food, buying 12 

meals every month’ which is the equivalent to 



1514

£110 a month spent on takeaways (McCann, 

2013). Men were the worst as they ate on 

average 151 takeaways in a year and women 

had 126 (McCann, 2013). The age category 

‘who send as much as £2,626.92 a year’ are 

people aged between 25-34 (McCann, 2013). 

The reasoning behind this is that ‘they don’t 

have the time or inclination to cook at home’  

(McCann, 2013).

‘As a nation we are cooking less and less’ 

(BBC Good Food, n.d) and the reason why 

children aren’t learning how to cook is 

because their parents lack in the knowledge 

of cooking and ‘42% of parents repeat the 

same 7 meals’ (Daily Mail Reporter, 2013). With 

all the unhealthy food out there, children prefer 

these to healthy foods like salad. Morrison’s 

and Sainsbury’s have campaigns like ‘Live 

Well for Less’ and ‘Feed Your Family for a 

Fiver’ to show the nation that ready meals 

aren’t always the cheapest option (Evans, 

Scratch, 2012

2012 and Sainsbury’s, n.d). And by cooking 

themselves, they know what they are feeding 

their family, plus it is nutritious. There are other 

tricks that the supermarkets tell its customers 

about like, cooking in bulk and to buy the basic 

ranges. But there are times and places for 

ready meals, at times it is cheaper to buy the 

ready-made meal like Lasagna than cooking 

from scratch (Evans, 2012).

Jamie Oliver’s most recent TV programme 

Jamie’s Money Saving Meals is about inspiring 

the nations ‘to eat better and spend less on 

their weekly food bills’ (Channel 4). Oliver 

wants to prove that ‘it is possible to eat like a 

king no matter what the budget’ and waste 

less (Channel 4). A review by the telegraph 

said that Oliver created ‘what looked like 

absolutely delicious food at impressive 

Oliver, 2013
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budget prices’ and that as families we do 

waist a lot of food so ‘why shouldn’t he want to 

change it? (Michaels, 2013)

Even though we are being taught how to 

conserve money and food by supermarkets 

and celebrity chefs, there is still a lot of wasted 

food. 15 million tonnes of food are thrown 

away each year and ‘almost 50% comes from 

our homes’ (Love Food Hate Waste, 2013) 

that is 7.2 million tonnes and supermarkets 

waste 3.2 million tonnes.  Tesco has revealed 

that they ‘generated almost 30,000 tonnes 

of food waste in the first six months of 

2013’ and 41% was from bakery goods and 

21% was fruit and vegetables (BBC News, 

2013). Learning to store food properly and 

extending display dates could prevent this 

food wastage (Love Food Hate Waste, 2013). 

4.4 million tonnes of this food wastage is 

avoidable, which is why the Love Food Hate 

Waste organization and the Women’s Institute 

(WI) are trying to achieve this, so far 50% of 

household food wastage has been cut down                        

(Love Food Hate Waste, 2013).

Finance

Generation Y and finance do not mix, this 

is down to many reasons, most blame 

governments for not teaching them as 

children in school and others blame their 

parents (Urban Land Institute, 2013). The 

Urban Land Institute (2013), Edgar Manton 

et al (2006), Brenda J. Cude et al (2006) 

and Yahoo Finance (2013) who all say that 

Generation Y have no finance knowledge. This 

is mainly down to the fact that the majority 

of Generation Y have grown up with financial 

security, therefore, they are not driven by it 

and their parents continue to look after them 

well into their twenties (Urban Land Institute). 

Manton et al (2006) and Crude et al (2006) 

found out (in their different researches) that 

around 76% of college undergraduates in the 

US have credit cards and 47% have more 

than four, and in some cases their parents 

pay off the debt. Chen adds to this debate by 

saying that ‘when individuals cannot manage 

their finances, it becomes a problem for 

society. This challenging issue needs to be           

addressed’ (Chen, 1998).

Seven American States have realised that the 

younger generations of the population are 

‘woefully uninformed about how to address’ 

(Yahoo Finance, 2013) financial matters. 

Therefore, they have made ‘personal finance 

… a requirement for high school graduation’ 

(Crude et al., 2006). Georgia, one of the 

seven States have taken the matter further 

and ‘revised the statewide curriculum for 

[Kindergarten] through to [Grade] 12 to require 

that personal finance concepts be taught’ 

and at High School it ‘counts as 15% of the 

students final grade’ (Crude et al., 2006).

However, Economist Annie Lowrey for The 

New York Times say that Generation Y’s 

‘relationship with money seems quite simple. 
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They do not have a lot of it, and what they 

do have, they seem reluctant to spend it’ 

(Lowery, 2013). Even though Generation Y has 

the reputation of being materialized, there 

are new surveys stating that the Millennials 

are ‘not looking to gorge’ themselves with 

material items (Lowrey, 2013). Instead they 

‘are cheap underconsumers who are bad for 

the economy’. (Dries, 2013) As fewer cars and 

houses are being brought, credit card debt 

has gone down and people are not ‘spending 

beyond their limited means’ (Lowrey, 2013). 

Neil Howe has said that Generation Y have 

a ‘risk aversion’ that has been present ‘since 

they were teenagers’ (Lowrey, 2013). Alcohol 

and drug use has been declining as well as 

sex and according to Howe this is down to 

the ‘risk aversion’ (Lowrey, 2013).  But Ablow 

believes the very opposite and says that 

‘young people are higher on drugs than 

ever, drunker than ever, smoking more, 

tattooed more, pierced more and having 

more and more and more sex’ all because 

it makes young adults feel special and that it 

will distract themselves from feeling empty 

inside (Ablow, 2013).

‘Millennials are the best-educated generation 

ever’ (Lowrey, 2013) but half of Economist 

believe that Generation Y will not be 

richer then their parents due to the recent   

recession this is because the last recession 

in the 1980s left a generation of young adults 

whose unemployment rate up graduation was 

high and ‘those workers never really’ made up 

the money that they lost (Lowery, 2013). This 

half of the economists worry that ‘the same 

pattern is repeating itself and the ‘immerging 

income gap is compounding into a wealth 

gap’  (Lowery, 2013).

Researches have stated that Generation X 

and Y ‘ have assumed less wealth than their 

parents had when they were young’ and 

that ‘the average net worth of someone 

[aged between] 29 to 34 has fallen 21 

percent since 1983’ when it has more 

then doubled for someone aged 56 to 64 

(Lowery, 2013). Therefore, economists are 

worried the people aged 40 or younger will 

face ‘shakier retirements than their parents’ 

(Lowery, 2013) and these Generations will 

be the first generations to be worse off than 

their parents (Griffiths, 2013, page 27). And 

51% (Boffey, 2013) of ‘parents believe that 

their children will be financially worse off 

than them in the future’ earning £25,000 at 

the age of 35 (Philipson,2013), only 26% of 

parents are optimistic that their children would 

be better off than they are (Boffey, 2013).

But ‘their challenge may just be to preserve 

that advantage for their own children’          

(Lowery, 2013).

However, other economists state that ‘the 

children of today will be far better off than 

any previous generation’ (Griffiths, 2013, page 

27).  They have a ‘wider array of opportunities’ 

and economic ‘growth is coming back’ 

(The Sunday Times, 2013, page 26). Even 

though the 1980s recession was bad the 

Baby Boomers have still managed to do well 

for themselves because of the economic 

growth of the 1990s and early 2000s so 

the younger generations now shouldn’t 

have a problem (The Sunday Times, 2013, 

page 26). This is because of technological 

advances, which will ‘continue to improve for 

several more generations’ as ‘technological 

growth leads to most economical growth[s]’                 

(Griffiths, 2013, page 27). 

Sir Dilnot explained that ‘we are twice as 

well off as we were 30 years ago and five 

times as well off as we were in the early 20th 
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century’ and thus is not going to change 

anytime soon (Griffiths, 2013page 27). Peoples 

expectations have evolves for themselves 

and their children when it come to matters 

like leaving home. Half of the population in the 

early 20th century lived with six people under 

one roof; now only 1 in 20 do so. Moving out 

has become a right of passage into the adult 

world (some say) as the young adults have 

material status. But Dilnot had stated that these 

things do ‘not make us happier’ and those we 

are lonelier than ever. Life has improved and 

the majority of the population it will continue to 

(Griffiths, 2013, page 27). 

Health

In 1997 a national survey went out to children 

in public schools between the ages on 11 

and 16 years old to determine their attitude 

towards health. The survey covered many 

topics from general health to sexual health. 

They found out that the older the students 

were the more experimental they were 

(Haselden et al., 1999).

The general health part of the survey covered 

areas like the student’s own opinions of 

themselves, diet, smoking and alcohol.  

27% of Year 7s (11- 12 year olds) believed 

themselves to be very healthy whereas 17% of 

Year 11s (15-16 year olds) believed the same; 

conveying that when people get older they 

tend to become more honest about their 

lifestyle choices. When asked about recent 

intake of self-medication 53% of the students 

admitted to taking some form of medicine 

to cure a headache in the previous month 

(Haselden at al., 1999, page 18). The diet of the 

said students is varied as 6 out of 10 ate fruit 

each day while another 6 out of 10 ate crisps, 

chocolate, sweets and drank cola on a regular 

basis. Plus a big proportion of the student 

snacked between meals the day before the 

survey (Haselden et al., 1999, page 82).

45% of the school students admitted that they 

have tried a cigarette, 48% were female and 

41% were male, the proportions in the year 

groups increased with age and many of the 

smokers disliked school and tended to be the 

rebellious type. 19% of the group were current 

smokers, the female percentage was greater 

than the males for casual smoking while 

heavy smokers (40 cigarettes per day) tended 

to be male. 61% of the current smokers want 

to give up the habit. Those who smoked 

were more likely to a regular alcoholic drinker 

compared to those who did not. The older the 
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student, the more likely they are to have tasted 

alcohol with 96% of Year 11s having done so. 

The age of the drinker correlates with the 

likelihood of them being a heavy drinker and 

has been drunk more than once. The most 

popular drink with this age group is alcopops 

while wines is the least likely (Haselden et al., 

1999, page, 124-125, 138).

Health issues in Generation Y and Z are 

shocking. Unhealthy food has created a rise 

in Non-Alcoholic Fatty Liver Disease (NAFLD), 

10% of the American teenage population 

have this disease and that number is triple 

the amount it was 10 years ago (Huf, 2012). 

The UK populations obesity is rising with only 

34% of men and 39% of women who have 

a health Body Mass Index (BMI) during 2011 

(NHS, 2013). In 18 years obesity has risen 

considerably as in 1993 the percentage of 

the population who were obese was ‘3% of 

men and 16% of women’ and in 2011 it was 

‘24% for men and 26% for women’ (NHS, 

2013). Obesity causes high blood pressure 

as found in 53% of men and 44% of women 

in 2011 (NHS, 2013), it could also cause heart 

disease, some types of cancer, stroke and 

Type 2 diabetes (NHS, 2012).  It has been 

found that moderate obesity can reduce ‘life 

expectancy by 3 years, and severe obesity, 

… can shorten a persons life by 10 years’                                                  

(University of Oxford, 2009).

Alcoholic related liver disease is on the rise 

as well as in England, Scotland and Ireland 

where in other countries like France it is going 

down. People in their 20s are being treated for 

cirrhosis of the liver, for them to be having this 

problem in their 20s it means that they started 

to heavily drink in their mid-teens (Reilly, 2013).

As well as the survey stated above taken in 

1997 there was also a several other surveys 

for all age groups regarding sexual health 

throughout the nation. According to the 

Health Update: Sexual Health reported the 

medium age of first sexual intercourse for 

the then ‘16 – 24 year olds was 17 years of 

age. Over half of 16-19 year olds reported 

on having had sexual intercourse’ (Hunt et 

al., 1997, page 3). 86% of 16-19 year old men 

reported on using one form of contraception 

during their first intercourse while the 91% 

of 16-19 year old women stated the same 

(Hunt et al., 1997, page 3). Both reports have 

stated concern about the lack of sexual 

health knowledge of young adults and that 

these age groups feel that they are not 

being taught about sexual health sufficiently                                                            

(Hunt et al., 1997 and Haselden et al., 1999).

Generation Y has a reputation of being 

sexually explicit and reckless. As stated above 

the medium age of first sexual intercourse 

in 1997 was 17 years of age and 10 years 

later in 2009 it was 18 in the UK (ChartsBin, 

2009). However, Durex conducted a global 

survey in 2005 and stated that the average 

age of first sexual experience is 16 and that 

sexual health education should start at 11 and 

66% of people questioned believed that the 

education should start before teenage years 

(Durex, 2005). Young adults at University tend 

to let loose and they do not think about the 

consequences; and now in America one 

in four students have an STD.  ‘Only 54% of 

students regularly use condoms’ and ‘19 

million new sexually transmitted infections 

occur each year, almost half among 15- to 

24-year-olds.’ (Waters, 2012).  Those who have 

contracted an STD will have to live with the 

consequences for the rest of their lives, as will 

their future sexual partners (Waters, 2012).
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First Aid

Knowledge of personal health is important but 

so is knowing basic first aid like the recovery 

position, cardiopulmonary resuscitation (CPR), 

knowing what to do if someone is injured 

or burned. These are some of the skills that 

the Labour Party (Juliehilling.org.uk, 2013), 

British Red Cross and St John’s Ambulance 

are campaigning for to be in the National 

Curriculum. This has been going on for years 

but the recent statistics have shocked many 

people into this movement. These statistics 

are as follows: 98% of parents and teachers 

and 91% of pupils want first aid to be taught 

in school (Redcross.org.uk, 2013), 59% of 

the population don’t know what to do in an 

emergency and 24% would do nothing and 

just wait for an ambulance. 70% of school 

children do not know what to do if someone 

they knew was hurt and so on (www.sja.org.

uk, 2013).  CPR dates all the way back to 1740 

and still the majority of the UK population 

don’t know how to perform it (Thefistaidzone.

co.uk, 2013).  This behavior costs up to 

150,000 people their lives each year, when 

someone knowing the basics could have 

saved them (www.sja.org.uk, 2013). 

Charities like St John’s Ambulance, the British 

Red Cross and the Royal Life Saving Society 

(RLSS) can only do so much to get the 

nation to help itself. They can shock people 

into thinking twice about not knowing basic 

first aid through advertising campaigns like 

‘Helpless’ (2012) and ‘Save the Boy’ (2013), 

which are St John’s Ambulance campaigns 

designed by Bartle Bogle Hegarty (Williams, 

2013). ‘Save the Boy’ is an interactive advert 

where the audience a can go online and 

learn how to save the boy’s life; it encourages 

them to learn basic first aid interactively so 

they will hopefully want to learn more and             

become a lifesaver. 

The British Red Cross did their own 

campaign called ‘Life. Live it’ which is aimed 

at teenagers and young adults. It shocks 

the viewer to think that one simple act like 

the recovery position can save someone’s 

life after they have drunk too much. The 

advert splits the screen so there are parallel 

universes next to each other so the onlookers 

can whiteness the difference of knowing first 

aid can make (Redcross.org.uk, n.d).

Understanding emotional and shock 

advertising will aid any advertiser in creating 

a campaign that speaks to their intended 

audience. ‘Every ad generates and emotional 

response because everything we encounter 

in life generates and instinctive emotional 

response’ which is ‘hardwired into our brains’ 

(Hollis, 2010).  The tone of voice used in 

advertising defines the brands personality 

(Forest Time and Demand Media, n.d.). 

For example, the John Lewis Christmas 

adverts are the most renowned tear jerking 

adverts outside of charity appeals (Writer, 

2013) this ithis works because they use their 

conceptual maps that are similar to their 

audiences to communicate their company’s              

message (Hall, 1997).

St Johns Ambumlance, 2013

British Red Cross, 2011
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Shock v Emotional 
Advertsing

Shock and emotional advertising use different 

types representation to get their message 

across. First, the reflective approach is when 

‘meaning is thought to lie in the object, 

person, idea or event in the real world’ so it is 

when language – body or spoken – reflects 

or imitates ‘the truth that is already there 

and fixed in the world’ (Hall, 1997, page 24). 

Second, the intentional approach is when the 

speaker or author ‘imposes his or her unique 

meaning on the world through language. 

Words mean what the author intends them 

to mean’ (Hall, 1997, page 25). Lastly, the 

constructivist or constructionists approach 

is when meanings have been constructed 

into concepts and signs (Hall, 1997). Charity 

adverts tend to use either a reflective or 

intentional approach of representation. This is 

because they mirror what happens in the real 

world or impose what they think will happen if 

the public help them.

Shock and emotional advertising incorporates 

two types of gaze theories: intra-diegetic and 

bystander. Intra-diegetic gaze this is when 

the viewer is situated in a position where they 

are looking from a point of view thus making 

them a bystander. A bystander that is helpless 

because they are looking into another world 

and can’t do anything to help so it makes 

the audience think about what they can do. 

(Chandler, 2000).

The First Aid adverts spoken about previously 

use the representational theory stated earlier. 

All three use a reflective approach because 

the action simulates what happens in the real 

world; people dying unnecessarily when the 

protagonists lives could have been saved 

by a simple procedures; which is explained 

to the audience through visual and spoken 

language (Hall, 1997). The camera uses a point 

of view angle to place the audience in the 

events making them feel helpless and guilty 

because they cannot do anything to help the 

protagonists: as a result it employs an intra-

diegetic gaze (Chandler, 2000).

There are extremes of emotional advertising 

like the Save The Children appeals (Mumsnet.

com, 2012) which without fail prompts the 

audiences tear ducts to start but there are 

other forms of emotional adverts it could be 

annoying, make them laugh or even shock 

them (Hollis, 2010). Save the Children use an 

intentional representation because it imposing 

their beliefs on to the audience (Hall, 1997), 

which are intern accepted by the audiences 

because they have similar conceptual 

maps in their minds, this allows the 

company’s messages to communicate their                                         

meaning (Hall, 1997).

Some campaigns like the Change4Life 

campaigns use rationale to get the message 

across but it was cleverly done so it shocked 

the audience by showing them the ‘emotional 

consequences’ of an unhealthy life style, 

which ‘made the parents want to do what 

is best for their children’ (Campiagnlive.

co.uk, 2013). However, there are some critics 

about the Change4Life campaign because 

according to Health Survey for England 

published at the time does ‘not support the 

governments claims’ in the advert as there 

was ‘no significant change in the Body Mass 

Index’ for children (Basham and Luik, 2013). 

Therefore, people have questioned the need 

Save the Children, 2009
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for such a campaign. Despite the criticism 

after one year the Change4Life campaign 

achieved 1,992,456 responses about the 

campaign and 413,460 families subscribed 

to the Change4Life resources (DH, 2010). 

Again this campaign takes an intentional 

approach to the way it is represented. The 

NHS imposes its view on the world that their 

audience is living in today, which as shown 

above many people agreed with (Hall, 1997).

because it was new, and people weren’t 

expecting it. Plus ‘the message became 

so deeply lodged into a persons sub-

consciousness that they are eventually forced 

to act upon it.’ (Williams, 2013). Now in 2013 

shock advertising sill works but it has to be 

so bad the audience wants to change the 

channel this is because the 

Younger generations have grown 

up with gory, sexual, and obscene 

material…[so] it’s hard to “shock” an 

audience  when they have been 

exposed to shocking advertisements 

and messages…Agencies in the past 

have sensationalized scenarios in their 

campaigns, resulting in the public 

believing that what they’re doing ‘isn’t 

that bad (emerging-advertising-media.

wikispaces.com, 2013)

Shock Advertising is used for Anti-Smoking 

Adverts because academic research has 

NHS,  2011

Shock advertising has been around since 

the 1970s/1980s and it was really effective 

provided information shows that  ‘graphic, 

hard-hitting anti-tobacco ads are effective’, 

and that if advertisements arouse strong 

negative emotions they will be more 

successful (tobaccofreeflorida.com, 2012). 

The anti-smoking adverts that had the most 

response in finding out how to quite, were 

the ones with a shocking personal appeal 

from smokers that have had ‘serious health 

consequences’ (tobaccofreeflorida.com, 

2012) as it had an emotional connection to the 

current smokers. The Tobacco Free Florida 

was a successful campaign because since 

the campaign was launched in 2007 ‘there 

are more than 500,000 fewer adult smokers 

in Florida’ (tobaccofreeflorida.com, 2012). As 

well as adults numbers decreasing so has 

Florida’s youth as ‘there are 70,000 fewer 

youth exposed to second-hand smoke’ 

saving a generation from toxins that could 

cause cancer (tobaccofreeflorida.com, 2012).

However, an Australian study in 2007 stated 

that ‘smoking ads ‘do not always work’ 

as they can have the opposite effect and 

‘encourage people to keep smoking’ 

because smokers are ‘tired of being dictated 

Tobacco Free Florida, 2013

Tobacco Free Florida, 2013
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to’ (BBC News, 2007). Also if these ads are 

broadcasted before or during a programme 

with celebrities smoking then it just 

‘glamourised smoking’  (BBC News, 2007).

The University of Pennsylvania studied the 

correlation between the communication 

and biology of the human brain with regards 

to anti-smoking campaigns. Their research 

shows how ‘brain activity can dictate how 

a smoker will respond to the content and 

format of a televised ad’ (Akpan, 2013). Public 

service announcements (PSAs) often 

focus on two basic elements: its 

‘argument strength’ (how persuasive is 

its message?) and its ‘sensation value’ 

(does it have enough special effects?). 

Smokers have long been considered 

to be sensation/thrill seekers, so for 

decades, PSAs have often tried to 

engage this trait with vivid imagery and 

gripping soundtracks. The results have 

been mixed. While smokers are more 

likely to recall flashier ads, there has 

been limited success with convincing 

individuals to actually quit. (Akpan, 2013)

The dorsal medical prefrontal cortex 

(dmPFC) is an area in the brain that could 

‘predict whether a person would eventually 

reduce their cigarette consumption’ (Akpan, 

2013) and the greatest dmPFC brain activity 

was activated when the commercials 

has a strong arguments, even without 

special effects (Apkan, 2013). ‘Thus, greater 

activation in dmPFC predicts long-term                   

outcomes’ (Akpan, 2013).

The Brooke Animal Hospital did not cross any 

ASA lines with their ‘Help the Little Donkey’ 

emotional TV appeal, but they still received 

complaints about it. This was because some 

people felt that the advertisement could be 

emotionally damming for children (Walker, 

2008). The ASA ruled out these complaints 

because the appeal did not contain any 

‘graphic scenes of mistreatment and it 

conveyed a positive message about the 

work of the charity’ (Walker, 2008). Due to this 

thought and possibly other factors the charity 

did not receive ‘sufficient donations’ and said 

that they would not air the appeal during that 

time slot again (Walker, 2008). The Brooke 

Animal Hospital used a reflective approach 

to their representation of themselves 

because they mirrored what their charity 

does for people and animals in 3rd World          

Countries (Hall, 1997).

Another charity that uses tear jerking 

emotional advertisements to accumulate 

funds is WaterAid. The common 

denominator for WaterAid’s appeals is using 

deprived and malnourished children whom 

many people cannot help but feel sorry for. 

WaterAid’s Big Dig campaign raised over 

£1 million in just 4 weeks and the British 

Government doubled that amount of money 

raised at a certain point. This campaign was 

to bring safe and clean water into the rural 

villages of Malawi (The Good Company, 

2012). This was a successful campaign for 

WaterAid as they are now finishing off what 

they set out to do in Bokola and Kaniche, the 

campaign id still going strong and still raising 

money for the less fortunate (WaterAid).  This 

campaign used an intentional approach to 

the way they represented their goal because 

they were imposing their belief and goals 

to the audience (Hall, 1997). Due to that fact 

Brooke Animal Hospital, 2009
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that the audience have a similar view to the 

charities they were successful.

Standards Agency (ASA) (Anonymous, 

1999). The ASA have stated that the trick 

to successful shock adverting is to ‘create 

something that moves people without 

shocking them into thinking there’s nothing 

they can do: to stand out without alienating 

potential support’ (Anonymous, 1999). The 

WWF and The British Heart Foundation 

have got this balance wrong in the past and 

they had to retract their campaigns (MAIER, 

2003), however, they still defend the use 

of this tactic by ‘saying that the approach 

is justified provided it provokes healthy 

discussion about an issue and isn’t used   

indiscriminately’ (Maire, 2003).

From 1999 to 2009 the NSPCC ran a 

campaign called Full Stop, the campaign 

used clever tactics to get the awareness 

of child abuse out into the public domain. 

It was a successful campaign because the 

Water Aid, 2012

Even though emotional advertisements do 

get donations and awareness out to the 

public ‘many charity advertisers feature 

graphic and shocking images to attract 

attention to their cause’ but they need to 

have a balance to keep the public on their 

side (Anonymous, 1999). ‘Some charities 

end up offending the very people whose 

support they need’ as they crossed the 

line, which usually happens when images 

of death are shown and they ‘provoke 

the most complaints ‘to the Advertising 

NSPCC managed to help more the 750,000 

children, young people and families’ in 7 

years (NSPCC, n.d). The First Full Stop advert 

was ‘Don’t Look’, the advert was cunning 

because the audience never saw any of 

the abuse, and they only heard voices. 

Childhood objects and icons (famous 

people at the time) have their hands over 

their eyes as they do not want to see what 

is happening to the children, just like the 

majority of the public. The advert motivated 

people to help the NSPCC stop this as 

they realized that it could all be prevented 

(Anonymous, 1999). The representation 

that the NSPCC used for their campaign 

was reflective because they showed what 

happens behind closed door and that it 

could be prevented if people opened their 

eyes (Hall, 1997).

There was another campaign launched 

at the same time for Barnardo’s called 

‘Giving Children Back Their Future’, the 

most memorable poster from this print 

campaign was the ‘heroin baby’. The 

campaign ‘aimed to show what potentially 

disastrous adulthoods await many of the 

disadvantaged and vulnerable young 

people’ (Barnoardo’s) can be if children live 

with abuse and neglect. They essentially 

become an adult with an ‘empty future’ 

(The Guardian, 2000). The ‘heroin baby’ 

did receive some complaints but the ASA 

said that ‘the advertisers used the image to 

NSPCC, 1999
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raise awareness of the seriousness of drug 

abuse and the action that could be taken 

to prevent it’ and that they were trying to 

‘convey a ‘serious and important message” 

but Barnardo’s did change the image to a 

happier child (The Guardian, 2000). Due to 

the controversy awareness was made for 

Barnardo’s as people were talking about it, 

so it was a successful campaign. Barnardo’s 

used a constructive approach for their 

campaign because the language they used 

constructed a specific meaning, that the 

charity and the people they help, needs the 

public’s help to stop the cycle (Hall, 1999).
Barnardo’s,  2001

Primary Research
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Results and 
Analysis

Even though 50 people started the 

questionnaire only 38 respondents 

completed it. 6 people did not go past 

the first 6 questions (first page), 3 people 

didn’t go past question 9, 3 respondents 

left the questionnaire after question 30. 

Some people avoided some questions, 

as they were not mandatory. None of the 

questions were made mandatory because 

on occasion a respondent could click a box 

to move on without expressing their true 

opinion. One reason why the respondents 

may have left the questionnaire early could 

be attributable to underestimating the time 

needed to complete it.

The first page of questions was all about 

defining the demographics of respondents. 

There were 31 women and 19 men who 

started the questionnaire but only 22 women 

and 16 men completed the questionnaire, 

Luce, n.p

Luce, n.p

37

which means that more women dropped 

out than men. There was a variety of ages 

with the majority of participants being 

between the ages of 18-21, except for one 

respondent was ‘37 or Older’ so they are 

from Generation Y but the insight given 

would be helpful. 86% of respondents were 

‘British’ or ‘White British’, 8% ‘White other’, 

4% ‘White Irish’ and 2% ‘Pakistani’. The lack 

of variation of ethnicity was likely to be down 

to the way the survey was distributed, as 

those who were linked to the Facebook 

Pages that the questionnaire was distributed 

on were British. 50% of respondents said 

that they were employed and 73.46% said 

that they were a student. This conveys that 

23.47% of students work and learn together 

for financial reasons. 94% of respondents 

were single which would be down to the age 

groups of respondents.

The second set of questions were about the 

relationships the respondent’s had with their 

parents. 72.73% of respondents said that their 

parents were ‘Occasionally’ controlling when 

they were growing up, 11.36% said that their 

parents were very controlling while 15.91% 

said that their parents were not controlling 

at all. Over half of the respondents, 56.82% 

said that they were currently living with their 

parents and 11.63% have moved out of their 

parents house and then moved back in due 

Question 7 (Luce, n.p)
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to various reasons such as they had ‘split 

up with the boyfriend’ and it is ‘cheaper 

than living alone’. This conveys that people’s 

relationships with their parents are still 

strong and that the reasons for becoming 

a boomerang are financial, disagreeing with                        

Parsons  (2012) argument.

The third section of the survey was on 

people’s food habits 92.5% of respondents 

said that their parents cooked regularly 

through their childhood. Currently, there 

was more of a variety of answers to how 

many times they eat with their family in a 

week. The highest percentage was 17.07%, 

which was for both 5 and 7 times per week. 

29.27% reported that they ate ready-meals 

and takeaways once a week, 26.83% stated 

3 times a week, 24.39% said twice a week, 

while 17.07% declared that they do one ate 

ready-meals or takeaways. Most of the 

respondents (39.02%) reported that they ate 

1-4 unhealthy snacks per week, only 4.88% 

stated that they did not eat unhealthy items 

but no-one exceeded 12 unhealthy items in 

a week, which is less than 2 a day. 82.93% 

of respondents snack between meals and 

chocolate was the most popular snack and 

healthier items like fruit, salads, yogurts and 

cheese were the least popular. This data 

reinforces the secondary research because 

more people eat read-meals and takeaways 

than they cook for themselves especially the 

younger generations.

Question 11 (Luce, n.p)

Food Technology was taught to 80.49% of 

respondents in school, the majority had 2 

hours per week but the amount of weeks 

spent on the subjects were varied, there 

was a consensus of the respondents being 

taught about food in Year 7,8 and 9. 84.62% 

believed that Food Technology should 

be taught in schools for longer periods 

of time because it ‘helps you in later life’; 

‘some people don’t have the privilege of 

learning to cook at home’, it is a ‘basic skill’ 

that everyone should have. However, some 

people did not agree with this as they 

commented that it is ‘useless’ and that ‘it is 

what your parents should teach you’. One 

respondent was kind enough to contrast 

the German Students to British Students 

eating habit by stating that ‘British people 

often eat unhealthy food…[the Germans] 

eat a lot more vegetables and don’t have 

ready meals in the fridge, the English do’. 

This shows how unhealthy some British are 

compared to other cultures.

The forth section of the survey was to 

determine peoples views, knowledge 

and where their financial knowledge has 

come from. 87.80% of respondents stated 

that they had learned about finance from 

their parents and 82.93% acknowledged 

their parent’s financial situation but only 

19.51% said that they had learned about 

Question 13 (Luce, n.p)
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finance in school. Therefore the majority 

of financial knowledge for the younger 

generations comes from their parents. 

The respondent’s behaviour with money 

seemed to be responsible, as 65.85% had 

not been overdrawn on their bank account 

and those had paid it off themselves. 77.5% 

had not owned a credit card or store card. 

Those who do had one paid it off regularly. 

63.41% of respondents had insurance and the 

majority owned car and phone insurance. Out 

of the 12.5% of homeowners only 2.5% had 

help from their parents to put a deposit down. 

Therefore these people were responsible 

with their money, which supports Lowery 

(2013) and Dries (2013) argument but it does 

support Cude’s et al (2006). research as the 

majority of respondents leaned about finance 

from their parents.

The fifth part of the survey was about the 

respondent’s knowledge of general and 

Question 21 (Luce, n.p)

Question 24 (Luce, n.p)

sexual health. Only 7.89% did not do any 

form of exercise in a week. 39.47% stated 

that they drank alcohol on a regular basis 

and 13.51% drank more than 11 units per 

week. But 52.63% of respondents admitted 

to binge drinking and 10.53% said that they 

binge drank more than 5 times a month. 

16.67% of respondents currently smoke and 

the majority of the smoker respondents 

smoke 2-3 packets a week. 87.18% of 

respondents learnt about general health in 

school. The past few section of the survey 

show that the majority of respondents did 

respect themselves through their food, drink 

and exercise habits. These results comply 

with the secondary research about alcohol 

consumption a but not when it comes to the 

exercise and smoking habits because these 

people seem quite healthy by the answers 

they chose.

The attitudes towards Sexual health were 

very conscious, 94.86% did not contract 

an STD in that past 24 months but 2.56% 

of respondents wished not to answer the 

question. The average sexual partner in the 

past 12 months was 1, and 0 followed closely 

conveying that the respondents respected 

themselves and their partners. 97.44% 

reported that they were taught sexual health 

in school, some said that they learned ‘to 

be responsible’, how to ‘use a condom’, how 

to ‘practice safe sex, knowledge of periods 

and natural body development’ and that it is 

their ‘own responsibility to take care for both 

[their] sexual and general health’. However, 

others did not agree one reported that ‘the 

internet was [their] tutor’. 66.67% said that 

up-to-date films, to tackle ‘controversial 

subjects like homosexuality’ and STDs, to 

do ‘more group work’ to bring in Doctors 

and Nurse to talk about sexual health at 

an earlier age, could improve the sexual 

health classes. One person elaborated by 

stating that the classes should ‘discourage 

teenagers from having children by using 
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shock tactics, dangers of childbirth, cost of 

children etc. In my opinion, those classes 

were too “nice” and a lot of people weren’t 

put off or didn’t care about the risks’. But 

other respondents reported that there 

was nothing anyone could do to improve 

the classes. What the respondents have 

reported about the education of sexual 

health supports the secondary research but 

their personal sexual health is not as animal 

like as the research portrayed them to be.
The last set of questions was on first aid, 

this was to determine what people know 

and think about it. 71.05% of respondents 

had learned first aid and from a variety of 

courses, some were for work and others 

learned through ‘scouts’ and ‘school’.  81.58% 

could perform the recovery position and 

40.96% knew what CPR (Cardiopulmonary 

Resuscitation) stands for, those who did 

not know the meaning stated that they 

could perform it. The correct CPR ratio was 

Question 40 (Luce, n.p)

Question 39 (Luce, n.p)

30:2 which 87.5% of people got correct. 

The majority of respondents know how to 

attend to a cut and burn, but only 12.80% 

knew how to treat a person who is choking 

but 17.92% knew roughly what to do. 97.37% 

of respondents acknowledged that it is 

important to knew first aid and 94.74% said 

that it should be taught in school, some 

respondents stated that ‘it could save 

someone’s life’ and it will help people ‘to 

be ready for any situation that may arise’. 

Those who did not think that first aid is 

important stated that it ‘is what Hospitals and 

Paramedics are for’. This consensus shows 

that there is support for first aid to be taught 

to children. Parts of this research supports 

the secondary research like their knowledge 

of the procedure for someone who is 

choking is low and people do want the 

skill to be taught in schools but other parts 

contradict the secondary research.

All of these results are fascinating because 

the answers are varied. Some of the 

results substantiate parts of the secondary 

research while others do not. This could 

be down to the quantity of the participants 

who completed the questionnaire, their 

personalities and background. Also some 

of the secondary research is from America, 

which has a similar, but different culture so 

that might be visible, furthermore other parts 

of the research was over 5 years old so it 

could be out of date. Any of these reasons 

and more could explain the difference in 

primary and secondary results.

Question 52 (Luce, n.p)
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If this questionnaire was distributed again 

then some of the questions would change, 

because they did not give anything to the 

research, even though they were interesting. 

Also some questions will be added like 

‘were you prepared for university?’ to gain 

insight on how the respondents perceive 

themselves when entering independent life. Conclusion & 
Recommendations
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In conclusion every supposed problem 

is linked together. Both sets of research 

- primary and secondary - support each 

other but not wholly. ‘Boomerangs’ only 

become ‘boomerangs’ for financial reasons, 

therefore they are responsible with their 

money it is just ‘cheaper than living alone’ 

and not because it is ‘comfy’ (Parsons, 

2013). With the tuition fees raising this will 

happen more often and in 2020 over half of 

the student population will go to a university 

close to home (Kelly, 2012). Generation Y’s 

knowledge about finance comes from 

their parents; the primary research conveys 

that they are responsible with their money. 

Unfortunately, according to Lowery (2013) 

and other economists the future economy 

is not looking promising for the younger 

generations because they fear that history 

is repeating itself (after the 1980s recession). 

However, other economists like Dilnot 

(Griffiths, 2013, page 27) don’t believe this, 

they have stated that ‘the children of today 

will be far better off than any previous 

generation’ as the economy looks strong 

and will continue to grow (Griffiths, 2013, 

page 27). The economy will affect the 

price of food so the nations population will 

have to get smarter with their eating habits, 

some people need to learn how to cook 

instead of spending over £1,000 a year on 

takeaways and ready meals (McCann, 2013 

and Scratch, 2012). These eating habits 

are causing people to be over weight and 

occasionally unhealthy but the respondents 

to the questionnaire seem to be health 

conscious except when it comes to their 

alcohol intake which a raising problem 

in todays young adults (Reilly, 2013). The 

secondary research said that only 59% of 

the population could help someone in an 

emergency (www.sja.org.uk, 2013) and the 

primary research does support that as 

in some areas they are not as confident 
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as others. The majority of the population 

believes that it is an important skill to have 

because it could mean life or death for 

someone that they love. This contradicts 

some psychologist’s views that Generation 

Y and younger are narcissists (Ablow, 2013, 

Kelly. M, 2013 and Quenqua, 2013) because 

to have the inclination to think of others and 

not just themselves shows that they do not 

regard themselves too highly. However, 

there are people in the world who are 

narcissists (Ablow, 2013, Kelly. M, 2013 and 

Quenqua, 2013).

On the advertising side of this report there 

are two main ways to grab the publics 

attention this is either using emotional or 

shock techniques. Emotion is in every form 

of advertising as the human brain ‘generates 

and instinctive emotional response’ to 

everything that humans come across in 

their lifetime (Hollis, 2010). The extremes of 

this would be the tear jerking adverts from 

John Lewis to shock charity appeals like the 

NSPCC’s Don’t Look but there is one other 

the rational advert like the Change4Life as 

that doesn’t tell the audience what they 

should do it leaves that up to the viewer 

to decide.  All of these techniques are 

successful for their purpose.

For the second half of this Personal Project 

the research needs to have a creative 

solution. As all of the main subjects have 

been tackled in the past the best course of 

action would be to signpost the problems 

to a solution already out in the public 

domain. This could be done in many ways, 

from creating an application or game, both 

would be interactive and educational plus 

the audience is likely to have fun and learn 

without thinking about it, therefore the 

audiences subconscious would prompt 

them to become more aware of what 

they are up to and how they look after 

themselves. Another solution could be TV 
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mini series that is aimed at young adults 

and teenagers, this will have an engaging 

tome that might have a comical side, it will 

not lecture the audience because that will 

not help anyone so taking a leaf form the 

Change4Life campaign. With this there 

could be a road show of events going 

from school-to-school or town-to-town 

to educate people in a childish manner 

and one where the audience is likely to be 

engaged. With the going from school-to-

school there could also be an educational 

but interactive/comic packs containing 

material that could help people learn the 

necessary skills deemed previously. And 

of course there is the ever trust worthy 

poster campaign this could either be out on 

the streets, in certain areas of the nation or 

towns or just in schools. The USP (Unique 

Selling Point) could be to become more 

sexually attracted to the gender they prefer, 

or to be more popular with their friendship 

group because it is perceived to be a gift to 

be able to look after themselves.

For this to be possible a sponsor will have 

to be found, this could be the BBC as their 

objects are to inform and educate the public 

and they are a public service broadcaster. 

Or it could be Virgin Media because they 

have a broad branch that covers many areas 

in which Generation Y are interested in. The 

possibilities are endless. 
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Glossary

Generations

•Baby Boomers - 1946-1964 (Investopedia, 

n.d)

•Boomers II – 1955-1965 (Schroer, n.d)

•Generation Boomerang – ‘Adult that 

has moved back in with his or hers 

parents instead of living independently’ 

(Investopedia, n.d)

•Generation X -1966-1976 (Schroer, n.d)

•Generation Y – 1977-1994 (Schroer, n.d)

•Generation Z – 1995 – 2012 (Schroer, n.d)

•iGeneration – ‘children and teens born in 

the new millennium and are defined by their 

technology and media use, their love of 

electronic communication, and their need to 

multitask.’ (Rosen, 2010)

•Millennials – ‘a person reaching young 

adulthood around the year 2000’ (Oxford 

Dictionary, 2010, 2012) a.k.a Generation Y

Other Terms

•Cardiopulmonary Resuscitation (CPR) 

– ‘emergency medical procedures for 

restoring normal heartbeat and breathing 

to victims of heart failure, drowning, etc.’ 

(Oxford Dictionary, 2010, 2012)

•Economics – ‘relating to economics or the 

economy… [it is] considered in relation to 

trade, industry, and the creation of wealth’ 

(Oxford Dictionary, 2010, 2012)

•Economists – ‘an expert in economics’ 

(Oxford Dictionary, 2010, 2012)

•Economy – ‘the state of a country or region 

in terms of the production and consumption 

of goods and services and the supply of 

money’ (Oxford Dictionary, 2010,2012)

•Juvenioa - an exaggerated fear of the 

effects of social change on youth (Collier, 

2013)

•Narcissism - an ‘excessive interest in or 

admiration of oneself and one’s physical 

appearance’ (Oxford Dictionary, 2010, 2012)

•STD - ‘a sexually transmitted disease’ 

(Oxford Dictionary, 2010, 2012)

•STI – ‘a sexually transmitted infection’ 

(Oxford Dictionary, 2010, 2012)
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Questionnaire

Demographics

1. What is your Gender?

Male

Female 

Other

2. What is your age?

16-18  

18-21  

21-25

3. Which Ethnic group do you preserve 

yourself part of?

Bangladeshi

Black

Black Caribbean  

Black African

British

Chinese 

4. Are you employed?

Yes

No

5. Are you a student at University?

Yes

No

6. What is your marital status?

Single

Married

Separated

Divorced

26-30

31-26

Indian  

Pakistani 

Other Asian 

White 

British 

White 

Irish  

White Other

Parents

7. In your opinion how over barring were 

your parents/ guardians when you were        

growing up?

None 

Occasionally 

Very 

Extremely

8. Do you live with your parents/guardians?

Yes

No 

9. Have you moved out of your parents/ 

guardians home (University Halls doesn’t 

count/ student rented accommodation) and 

then moved back in?

Yes

No

10. Why did you move back to your 

parent’s/ guardian’s home?

Food

11. Did your parents/guardians cook regularly 

through your childhood?

Yes

No

12. How many times do you eat together as 

a family in a week?

0

1

2

3

4

13. How many times would you say that you 

eat a ready-meal or takeaway in a week?

0

1

2

3

4

5

6

7

8+ 

5

6

7

8+ 
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14. How many unhealthy items do you eat in 

a week?

0

1-4

5-8

15. Do you snack between meals?

Yes 

No

16. What is the most likely snack that you 

would go for?

Crisps

Chocolate

Biscuits

Sweets

Other (Please specify):

17. Did you learn Food Technology in 

School? Which school years were you 

taught this skill?

Yes

No

Years:

18. How many hours per week were you 

taught Food Technology?

0

1

2

3

19. How many weeks out of the school year 

were you taught Food Technology?

1-4

5-8

9-12

9-12

13-16

17+

Fruit

Yogurt

Salads

Cheese 

4

5

6+

13-16

17-21

22+

20. Do you think that Food Technology 

should be taught more often in schools? 

Why?

Yes

No

Why?

Finance

21. Have you learned about finance from 

your parents/guardians?

Yes

No

22. Do you know about your parents/

guardians financial situation?

Yes

No 

23. Did you learn about finance in school?

Yes 

No

24. Have you ever been over-drawn in your 

bank account?

Yes

No
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25. If you were over-drawn how was it         

paid off?

I paid it

Family member paid it

26. Have you ever owned a credit card or 

store card?

Yes

No

27.How was this charge paid off?

I pay it off regularly

Family member pays it for me

Don’t pay it off

Not Applicable

28. Do you own any insurance?

Yes

No

29. What type of insurance do you own?

Building and Contents

House Insurance

Phone Insurance

Life insurance

Accident or health insurance

Car insurance

Pet insurance

Other: 

Not applicable

30. If you own a home did your parents/

guardians help with the mortgage? 

Yes

No

Not Applicable

Friends paid it

Not applicable

Health

31. How many hours of exercise do you do 

in a week?

 0

1-3

4-6

32. Do you drink alcohol on a regular basis? 

Yes 

No

33. How many units do you consume in a 

week?

0

1-2

3-4

5-6

34. Do you binge drink?

Yes

No

35. How many times do you binge drink in a 

month?

0

1

2

36. Do you smoke?

Yes

No

37. How many packets do you smoke in a 

week?

0-1

2-3

3-4

4-5

7 -9

10+

7-8

9-10

11+

3

4

5+

5-6

6-7

7-8

8+
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38. What is your attitude towards sexual 

health?

Don’t think about it 

1

2

3

4 

Very conscious  5  

39. Have you contracted an STD in the past 

24 months?

Yes

No

Don’t wish to answer

40. How many sexual partners have you had 

in the past 12 months?

0

1

2

41. Did you learn about general health in 

school?

Yes

No

42. Did you learn about sexual health in 

school?

Yes 

No

43. What did you take away anything from 

the above classes?

44. Could these classes be more 

successful? Any suggestions?

Yes

No3

4

5+

First Aid

45. Have you ever been taught First Aid? By 

whom?

Yes

No

(Please state organization)

46. Could you preform the recovery 

position?

Yes 

No

47. What does CPR stand for?

48. What is the compression to breath ratio 

for CPR?

30:2

30:0

49. Would you know how to attend to a cut 

so it won’t become infected?

Yes

No

50. Would you know how to attend to a 

burn?

Yes

No

51. Which of these would you do if someone 

were choking? (choose more than one)

Ask them if they are choking

Ask them to cough

5 back thrusts 

5 Abdominal Thrusts 

Check their mouth 

Up to 5 back thrusts 

Up to 5 Abdominal Thrusts  

60:2

60:0
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52. Do you think learning First Aid is 

important? Why?

Yes

No

Why? 

53. Would you support First Aid to be 

taught in schools?

Yes

No

54. Could I contact you regarding these 

questions for an interview? Of so please 

leave your name email and phone number. 

Yes

No

Charts for all of the results can be found in 

Luce n.p 
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