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fit into sentence 

Add reference  
= where from 
 

 Harvard/APA 
(sur/name,  
year,  
p./pp.) 
 

MLA 
(sur/name  
page number) 
 

1. according to 
+ name/noun,  

+ sentence 

2. name/noun 
   + verb (+ that)     

   + sentence 

3. As + name/noun 
+ verb, 
+ sentence 

(=agree!) 

4. Nothing! 

According to Robbins (2003, p.103) states that children watch too few 
advertisements to be influenced by them. X  
 

1. According to Robbins (2003, p.103), children  
watch too few advertisements to be influenced by them. 
 

According to Colby (2002), taxes should rise by 11%. 
 

2. A recent study (Robbins, 2003, p.103) found that children  
watch too few advertisements to be influenced by them. 
 

Colby (2002) suggested taxes should rise by 11%. 
 

3. As Robbins (2003, p.103) states, children watch too few advertisements 
to be influenced by them. 
 

As Colby (2002) stated, taxes should rise by 11%. 
 

4. Children spend less than 2% of their waking time watching adverts 
(Robbins, 2003, p.103). 
 

Taxes should rise by 11% (Colby, 2002). 
 
 
 

 

MHRA 
superscript no.1 
1. footnote 
(use ‘references’/  
‘insert footnote’  in 
Word, and just 
number 1, 2, 3... 

throughout essay) 
 

1st refer to author 
= full details, name 
not reversed, 
p./pp. 
 

2nd/3rd etc.  
= surname, p./pp. 
 

same as above  

= Ibid., p./pp. 

Harvard/APA 
Work by Robbins (2003) has been useful in this area.    
 

Recent research (Robbins, 2003) has been useful in this area.   
 

As a recent study pointed out (Robbins, 2003, p.103), ‘most children 
between three and thirteen spend only 1.4% of their waking time watching 
television advertisements’. 
 

MLA 
Work by Robbins has been useful in this area.    
  
Recent research (Robbins) has been useful in this area.   
 

As a recent study pointed out (Robbins 103), “most children between three 

and thirteen spend only 1.4% of their waking time watching television 
advertisements”. 
 

MHRA   
As a recent study pointed out, children only in fact spend 1.4% of their time 
watching adverts.1  That said, a third of all advertising is aimed at them,2  

and presumably businesses expect to increase sales as a result; hence 
despite the low percentage, there must be an impact. Robbins has 

suggested the main effect is emotional, with children associating happiness 
with material possessions.3  Traditionally, happiness is linked to security 
and fulfillment, so this might be problematic for society, and statistics do 
suggest that self-esteem in young children in consumer societies is 
dropping alarmingly.4 

 
_____________________ 

 

1. Rachel Robbins, Advertising in the Spotlight (Bristol: Yeovil Press, 2003), p.103. 
2. Ben Shah and Sara McQueen, Working the Night Shift (Oxford: Parador, 2003), p.4. 

3. Robbins, pp.90-1. 
4. Ibid., p.94. 
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  match bibliography 
e.g. names, year 

NB no first 
names/titles 

Reference =  
where not who! 
 

in/as cited in 
 

et al.  

A recent study found children watched approximately 22 000 ads a year 
(Lee, Gerald and Jessop, 2013, p.23). / (Lee, Gerald and Jessop 23). /  3 
_________ 
3. Lee, Gerald and Jessop, p.23. 

 
A recent study found children watched approximately 22 000 ads a year 
(Lee et al., 2013, p.23).  
 
Geffens argued that children under the age of three cannot distinguish 
between reality and advertising (in/as cited in Cox, 2012, p.234). 
 

 
 
 

 
Quoting,  
reference and  
bibliography 

relationship 

in-text example 
Harvard 
According to a recent study (Shah 
and McQueen, 2003, p.4), 33% of 

advertising is aimed at children 
under 10 years old. 
 

APA 
According to a recent study (Shah 
& McQueen, 2003, p.4), 33% of 
advertising is aimed at children 

under 10 years old. 
 

MLA 
According to a recent study (Shah, 
and McQueen  4), 33% of 
advertising is aimed at children 
under 10 years old. 
 

MHRA 
According to a recent study, 33% 
of advertising is aimed at children 
under 10 years old. 1/2 

_____________ 
1.Ben Shah and Sara McQueen, Working the 

   Night Shift (Oxford:Parador, 2003), p.4. 
2. Shah and McQueen, p.4. 

 
 

  
 
 

 

bibliography entry 
Harvard 
Shah, B., and McQueen, S. (2003) 
Working the Night Shift. Oxford: 

Parador. 
 
  

APA 
Shah, B. & McQueen, S. (2003). 
Working the Night Shift. Oxford: 
Parador. 

 
  

MLA 
Shah, Ben and Sara McQueen. 
Working the Night Shift. Oxford: 
Parador, 2003. Print. 
 
 

MHRA 
Shah, Ben and Sara McQueen, 
Working the Night Shift (Oxford: 
Parador, 2003) 

 

No references can 
be plagiarism!   
= using someone 
else’s work/words 
...but without 

giving them credit! 

Is it general 
knowledge?               
= no reference 
 

(see ‘referencing 1’ for original text by R. Robbins) 
Advertising is a feature of modern life, but opinion is divided over what 
impact, if any, it has on children. There is some evidence that it is not as 
influential as many people think as adverts are far less important in 
children's lives than is thought, given that those between the ages of three 
and thirteen spend less than 2% of their day watching them. X 
 

 
 

 

Dublin is one of the wettest cities in Europe.  (no reference needed) 
Dublin is one of the wettest cities in Europe, with 80mm of rainfall a year 
(Meteorological Office, 2012, p.67).    (reference needed) 
 
 

 

Position of 
reference 
 

As a recent study pointed out (Robbins 103), “most children between 3 and 
13 spend only 1.4% of their time watching television advertisements”.  
 

As a recent study pointed out, “most children between 3 and 13 spend only 

1.4% of their time watching television advertisements” (Robbins 103).   
 
As Robbins pointed out, “most children between 3 and 13 spend only 1.4% 
of their time watching television advertisements” (103).   
 
 
 


