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Chapter 1 

Introduction to Advertising Management  

 

Advertising management is a career path in the advertising industry. Advertising and promotions 

managers may work for an agency, a PR firm, a media outlet, or may be hired directly by a 

company to develop branding for the company's product or service. This position can include 

supervising employees, acting as a liaison between multiple agencies working on a project, or 

creating and implementing promotional campaigns. 

Regarding terminology, while advertising is the promotional campaign itself, advertising 

management can address the whole process - the function of marketing starting from market 

research continuing through advertising, leading to actual sales or achievement of objective, 

potentially including evaluation of the entire cost-benefits to the company involved. 

Ad management incorporates various specialized sub-functions like media strategy, message 

strategy, media planning, media buying etc. 

While advertising management is an inseparable part of the marketing department, the marketing 

department of an organisation is often concerned more with market research and evaluation of 

results, and some parts of the advertising management can be outsourced to specialized 

advertising agencies. For example the media buying may be done in bulk by these ad agencies on 

which they receive discount/commission, that goes into their earning. 

It involves designing which strategies to be adopted in order to influence the public, i.e. media 

selection and deciding on the aspect to be advertised based on the image of the company and the 

present marketing objective. 

Advertising or advertizing in business is a form of marketing communication used to encourage, 

persuade, or manipulate an audience (viewers, readers or listeners; sometimes a specific group) 

to take or continue to take some action. Most commonly, the desired result is to drive consumer 



behavior with respect to a commercial offering, although political and ideological advertising is 

also common. This type of work belongs to a category called affective labor. 

In Latin, ad vertere means "to turn toward." The purpose of advertising may also be to reassure 

employees or shareholders that a company is viable or successful. Advertising messages are 

usually paid for by sponsors and viewed via various traditional media; including mass media 

such as newspaper, magazines, television commercial, radio advertisement, outdoor advertising 

or direct mail; or new media such as blogs, websites ortext messages. 

Commercial advertisers often seek to generate increased consumption of their products or 

services through "branding", which involves associating a product name or image with certain 

qualities in the minds of consumers. Non-commercial advertisers who spend money to advertise 

items other than a consumer product or service include political parties, interest groups, religious 

organizations and governmental agencies. Nonprofit organizations may rely on free modes of 

persuasion, such as a public service announcement (PSA). 

Modern advertising was created with the innovative techniques introduced with tobacco 

advertising in the 1920s, most significantly with the campaigns of Edward Bernays, which is 

often considered the founder of modern, Madison Avenue advertising. 

 In 2010, spending on advertising was estimated at $142.5 billion in the United States and $467 

billion worldwide  

Internationally, the largest ("big four") advertising conglomerates are Interpublic, 

Omnicom,Publicis, and WPP.  

History 

Egyptians used papyrus to make sales messages and wall posters. Commercial messages and 

political campaign displays have been found in the ruins of Pompeii and ancient Arabia. Lost and 

found advertising on papyrus was common in Ancient Greece and Ancient Rome. Wall or rock 

painting for commercial advertising is another manifestation of an ancient advertising form, 

which is present to this day in many parts of Asia, Africa, and South America. The tradition of 



wall painting can be traced back to Indian rock art paintings that date back to 4000 BCE.[10] 

Out-of-home advertising and billboards are the oldest forms of advertising. 

As the towns and cities of the Middle Ages began to grow, and the general populace was unable 

to read, instead of signs that read "cobbler", "miller", "tailor", or "blacksmith" would use an 

image associated with their trade such as a boot, a suit, a hat, a clock, a diamond, a horse shoe, a 

candle or even a bag of flour. Fruits and vegetables were sold in the city square from the backs of 

carts and wagons and their proprietors used street callers (town criers) to announce their 

whereabouts for the convenience of the customers. 

As education became an apparent need and reading, as well as printing, developed advertising 

expanded to include handbills. In the 18th century advertisements started to appear in weekly 

newspapers in England. These early print advertisements were used mainly to promote books 

and newspapers, which became increasingly affordable with advances in the printing press; and 

medicines, which were increasingly sought after as disease ravaged Europe. However, false 

advertising and so-called "quack" advertisements became a problem, which ushered in the 

regulation of advertising content. 

19th century 

Thomas J. Barratt from London has been called "the father of modern advertising". Working for 

the Pears Soap company, Barratt created an effective advertising campaign for the company 

products, which involved the use of targeted slogans, images and phrases. One of his 

slogans,""Good morning. Have you used Pears' soap?" was famous in its day and well into the 

20th century. Under Barratt's guidance, Pears Soap became the world's first legally registered 

brand and is therefore the world's oldest continuously existing brand. 

An advertising tactic that he used was to associate the Pears brand with high culture and quality. 

Most famously, he used the painting Bubbles by John Everett Millais as an advertisement by 

adding a bar of Pears soap into the foreground. (Millais protested at this alteration of his work, 

but in vain as Barrat had bought the copyright. Barratt continued this theme with a series of 

adverts of well groomed middle-class children, associating Pears with domestic comfort and 

aspirations of high society. 



Barrat established Pears Annual in 1891 as a spin-off magazine which promoted contemporary 

illustration and colour printing and in 1897 added the Pears Cyclopedia a one-volume 

encyclopedia. From the early 20th century Pears was famous for the annual "Miss Pears" 

competition in which parents entered their children into the high-profile hunt for a young brand 

ambassador to be used on packaging and in consumer promotions. He recruited scientists and the 

celebrities of the day to publicly endorse the product. Lillie Langtry, a British music hall singer 

and stage actress with a famous ivory complexion, received income as the first woman to 

endorse a commercial product, advertising Pears Soap. 

Barratt introduced many of the crucial ideas that lie behind successful advertising and these were 

widely circulated in his day. He constantly stressed the importance of a strong and exclusive 

brand image for Pears and of emphasizing the product's availability through saturation 

campaigns. He also understood the importance of constantly reevaluating the market for 

changing tastes and mores, stating in 1907 that "tastes change, fashions change, and the 

advertiser has to change with them. An idea that was effective a generation ago would fall flat, 

stale, and unprofitable if presented to the public today. Not that the idea of today is always better 

than the older idea, but it is different - it hits the present taste." 

As the economy expanded across the world during the 19th century, advertising grew alongside. 

In the United States, the success of this advertising format eventually led to the growth of mail-

order advertising. 

In June 1836, French newspaper La Presse was the first to include paid advertising in its pages, 

allowing it to lower its price, extend its readership and increase its profitability and the formula 

was soon copied by all titles. Around 1840, Volney B. Palmer established the roots of the 

modern day advertising agency in Philadelphia. In 1842 Palmer bought large amounts of space in 

various newspapers at a discounted rate then resold the space at higher rates to advertisers. The 

actual ad – the copy, layout, and artwork – was still prepared by the company wishing to 

advertise; in effect, Palmer was a space broker. The situation changed in the late 19th century 

when the advertising agency of N.W. Ayer & Son was founded. Ayer and Son offered to plan, 

create, and execute complete advertising campaigns for its customers. By 1900 the advertising 

agency had become the focal point of creative planning, and advertising was firmly established 



as a profession.  Around the same time, in France, Charles-Louis Havas extended the services of 

his news agency, Havas to include advertisement brokerage, making it the first French group to 

organize. At first, agencies were brokers for advertisement space in newspapers. N. W. Ayer & 

Son was the first full-service agency to assume responsibility for advertising content. N.W. Ayer 

opened in 1869, and was located in Philadelphia. 

20th century 

Advertising increased dramatically in the United States as industrialization expanded the supply 

of manufactured products. In order to profit from this higher rate of production, industry needed 

to recruit workers as consumers of factory products. It did so through the invention of mass 

marketing designed to influence the population's economic behavior on a larger scale. In the 

1910s and 1920s, advertisers in the U.S. adopted the doctrine that human instincts could be 

targeted and harnessed – "sublimated" into the desire to purchase commodities. Edward Bernays, 

a nephew of Sigmund Freud, became associated with the method and is now often considered the 

founder of modern advertising. The tobacco industry was one of the firsts to make use of mass 

production, with the introduction of the Bonsack machine to roll cigarettes. The Bonsack 

machine allowed the production of cigarettes for a mass markets, and the tobacco industry 

needed to match such an increase in supply with the creation of a demand from the masses 

through advertising. The tobacco companies pioneered the new advertising techniques when they 

hired Bernays to create positive associations with tobacco smoking. 

 Advertising was also used as a vehicle for cultural assimilation, encouraging workers to 

exchange their traditional habits and community structure in favor of a shared "modern" lifestyle. 

An important tool for influencing immigrant workers was the American Association of Foreign 

Language Newspapers (AAFLN). The AAFLN was primarily an advertising agency but also 

gained heavily centralized control over much of the immigrant press.  

At the turn of the 20th century, there were few career choices for women in business; however, 

advertising was one of the few. Since women were responsible for most of the purchasing done 

in their household, advertisers and agencies recognized the value of women's insight during the 

creative process. In fact, the first American advertising to use a sexual sell was created by a 



woman – for a soap product. Although tame by today's standards, the advertisement featured a 

couple with the message "The skin you love to touch". 

On the radio from the 1920s 

In the early 1920s, the first radio stations were established by radio equipment manufacturers and 

retailers who offered programs in order to sell more radios to consumers. As time passed, many 

non-profit organizations followed suit in setting up their own radio stations, and included: 

schools, clubs and civic groups.  

When the practice of sponsoring programs was popularized, each individual radio program was 

usually sponsored by a single business in exchange for a brief mention of the business' name at 

the beginning and end of the sponsored shows. However, radio station owners soon realized they 

could earn more money by selling sponsorship rights in small time allocations to multiple 

businesses throughout their radio station's broadcasts, rather than selling the sponsorship rights to 

single businesses per show. 

Public service advertising in WW2 

The advertising techniques used to promote commercial goods and services can be used to 

inform, educate and motivate the public about non-commercial issues, such as HIV/AIDS, 

political ideology, energy conservation and deforestation. 

Advertising, in its non-commercial guise, is a powerful educational tool capable of reaching and 

motivating large audiences. "Advertising justifies its existence when used in the public interest – 

it is much too powerful a tool to use solely for commercial purposes." Attributed to Howard 

Gossage by David Ogilvy. 

Public service advertising, non-commercial advertising, public interest advertising, cause 

marketing, and social marketing are different terms for (or aspects of) the use of sophisticated 

advertising and marketing communications techniques (generally associated with commercial 

enterprise) on behalf of non-commercial, public interest issues and initiatives. 



In the United States, the granting of television and radio licenses by the FCC is contingent upon 

the station broadcasting a certain amount of public service advertising. To meet these 

requirements, many broadcast stations in America air the bulk of their required public service 

announcements during the late night or early morning when the smallest percentage of viewers 

are watching, leaving more day and prime time commercial slots available for high-paying 

advertisers. 

Public service advertising reached its height during World Wars I and II under the direction of 

more than one government. During WWII President Roosevelt commissioned the creation of The 

War Advertising Council (now known as the Ad Council) which is the nation's largest developer 

of PSA campaigns on behalf of government agencies and non-profit organizations, including the 

longest-running PSA campaign, Smokey Bear. 

Commercial television in the 1950s 

This practice was carried over to commercial television in the late 1940s and early 1950s. A 

fierce battle was fought between those seeking to commercialise the radio and people who 

argued that the radio spectrum should be considered a part of the commons – to be used only 

non-commercially and for the public good. The United Kingdom pursued a public funding model 

for the BBC, originally a private company, the British Broadcasting Company, but incorporated 

as a public body by Royal Charter in 1927. In Canada, advocates like Graham Spry were 

likewise able to persuade the federal government to adopt a public funding model, creating the 

Canadian Broadcasting Corporation. However, in the United States, the capitalist model 

prevailed with the passage of the Communications Act of 1934 which created the Federal 

Communications Commission (FCC). However, the U.S. Congress did require commercial 

broadcasting companies to operate in the "public interest, convenience, and necessity". Public 

broadcasting now exists in the United States due to the 1967 Public Broadcasting Act which led 

to the Public Broadcasting Service (PBS) and National Public Radio(NPR). 

In the early 1950s, the DuMont Television Network began the modern practice of selling 

advertisement time to multiple sponsors. Previously, DuMont had trouble finding sponsors for 

many of their programs and compensated by selling smaller blocks of advertising time to several 



businesses. This eventually became the standard for the commercial television industry in the 

United States. However, it was still a common practice to have single sponsor shows, such as 

The United States Steel Hour. In some instances the sponsors exercised great control over the 

content of the show – up to and including having one's advertising agency actually writing the 

show. The single sponsor model is much less prevalent now, a notable exception being the 

Hallmark Hall of Fame. 

Media diversification in the 1960s 

In the 1960s, campaigns featuring heavy spending in different mass media channels became 

more prominent. For example, the Esso gasoline company spent hundreds of millions of dollars 

on a brand awareness campaign built around the simple and alliterative theme Put a Tiger in 

Your Tank. Psychologist Ernest Dichter and DDB Worldwide copywriter Sandy Sulcer learned 

that motorists desired both power and play while driving, and chose the tiger as an easy-to-

remember symbol to communicate those feelings. The North American and later European 

campaign featured extensive television and radio and magazine ads, including photos with tiger 

tails supposedly emerging from car gas tanks, promotional events featuring real tigers, 

billboards, and in Europe station pump hoses "wrapped in tiger stripes" as well as pop music 

songs. Tiger imagery can still be seen on the pumps of successor firm Exxon Mobil. 

Cable television from the 1980s 

The late 1980s and early 1990s saw the introduction of cable television and particularly MTV. 

Pioneering the concept of the music video, MTV ushered in a new type of advertising: the 

consumer tunes in for the advertising message, rather than it being a by-product or afterthought. 

As cable and satellite television became increasingly prevalent, specialty channels emerged, 

including channels entirely devoted to advertising, such as QVC, Home Shopping Network, and 

ShopTV Canada. 

On the Internet from the 1990s 

With the advent of the ad server, marketing through the Internet opened new frontiers for 

advertisers and contributed to the "dot-com" boom of the 1990s. Entire corporations operated 



solely on advertising revenue, offering everything from coupons to free Internet access. At the 

turn of the 20th to 21st century, a number of websites, including the search engine Google, 

started a change in online advertising by emphasizing contextually relevant ads based on an 

individual's browsing interests. This has led to a plethora of similar efforts and an increasing 

trend of interactive advertising. 

The share of advertising spending relative to GDP has changed little across large changes in 

media. For example, in the US in 1925, the main advertising media were newspapers, magazines, 

signs on streetcars, and outdoor posters. Advertising spending as a share of GDP was about 2.9 

percent. By 1998, television and radio had become major advertising media. Nonetheless, 

advertising spending as a share of GDP was slightly lower – about 2.4 percent. 

A recent advertising innovation is "guerrilla marketing", which involves unusual approaches 

such as staged encounters in public places, giveaways of products such as cars that are covered 

with brand messages, and interactive advertising where the viewer can respond to become part of 

the advertising message. Guerrilla advertising is becoming increasingly more popular with a lot 

of companies. This type of advertising is unpredictable and innovative, which causes consumers 

to buy the product or idea. This reflects an increasing trend of interactive and "embedded" ads, 

such as via product placement, having consumers vote through text messages, and various 

innovations utilizing social network services such as Facebook or Twitter. 

The advertising business model has also been adapted in recent years. A new development is 

media for equity. Here, advertising is not sold, but provided to start-up companies in return for 

equity. If the company grows and is sold, media companies receive cash for their shares. 

Domain owners (usually those who buy domains as an investment) sometimes "park" their 

domains and allow advertising companies to place ads on their sites in return for a per-click 

payment. 

 

 



Chapter 2 

Type of Advertising 

Virtually any medium can be used for advertising. Commercial advertising media can include 

wall paintings, billboards, street furniture components, printed flyers and rack cards, radio, 

cinema and television adverts, web banners, mobile telephone screens, shopping carts, web 

popups, skywriting, bus stop benches, human billboards and forehead advertising, magazines, 

newspapers, town criers, sides of buses, banners attached to or sides of airplanes ("logojets"), in-

flight advertisements on seatback tray tables or overhead storage bins, taxicab doors, roof 

mounts and passenger screens, musical stage shows, subway platforms and trains, elastic bands 

on disposable diapers, doors of bathroom stalls, stickers on apples in supermarkets, shopping cart 

handles (grabertising), the opening section of streaming audio and video, posters, and the backs 

of event tickets and supermarket receipts. Any place an "identified" sponsor pays to deliver their 

message through a medium is advertising. 

Television advertising / Music in advertising 

The TV commercial is generally considered the most effective mass-market advertising format, 

as is reflected by the high prices TV networks charge for commercial airtime during popular TV 

events. The annual Super Bowl football game in the United States is known as the most 

prominent advertising event on television. The average cost of a single thirty-second TV spot 

during this game has reached US$3.5 million (as of 2012). Some television commercials feature 

a song or jingle that listeners soon relate to the product. Virtual advertisements may be inserted 

into regular television programming through computer graphics. It is typically inserted into 

otherwise blank backdrops or used to replace local billboards that are not relevant to the remote 

broadcast audience. More controversially, virtual billboards may be inserted into the background 

where none exist in real-life. This technique is especially used in televised sporting events. 

Virtual product placement is also possible.  

Infomercials 

An infomercial is a long-format television commercial, typically five minutes or longer. The 

word "infomercial" is a portmanteau of the words "information" and "commercial". The main 



objective in an infomercial is to create an impulse purchase, so that the consumer sees the 

presentation and then immediately buys the product through the advertised toll-free telephone 

number or website. Infomercials describe, display, and often demonstrate products and their 

features, and commonly have testimonials from consumers and industry professionals. 

Radio advertising 

Radio advertising is a form of advertising via the medium of radio. Radio advertisements are 

broadcast as radio waves to the air from a transmitter to an antenna and a thus to a receiving 

device. Airtime is purchased from a station or network in exchange for airing the commercials. 

While radio has the limitation of being restricted to sound, proponents of radio advertising often 

cite this as an advantage. Radio is an expanding medium that can be found not only on air, but 

also online. According to Arbitron, radio has approximately 241.6 million weekly listeners, or 

more than 93 percent of the U.S. population. 

Online advertising 

Online advertising is a form of promotion that uses the Internet and World Wide Web for the 

expressed purpose of delivering marketing messages to attract customers. Online ads are 

delivered by an ad server. Examples of online advertising include contextual ads that appear on 

search engine results pages, banner ads, in text ads, Rich Media Ads, Social network advertising, 

online classified advertising, advertising networks and e-mail marketing, including e-mail spam. 

New media 

Technological development and economic globalization favors the emergence of new and new 

communication channels and new techniques of commercial messaging. 

Product placements 

Covert advertising, is when a product or brand is embedded in entertainment and media. For 

example, in a film, the main character can use an item or other of a definite brand, as in the 

movie Minority Report, where Tom Cruise's character John Anderton owns a phone with the 

Nokia logo clearly written in the top corner, or his watch engraved with the Bulgari logo. 

Another example of advertising in film is in I, Robot, where main character played by Will 



Smith mentions his Converse shoes several times, calling them "classics", because the film is set 

far in the future. I, Robot and Spaceballs also showcase futuristic cars with the Audi and 

Mercedes-Benz logos clearly displayed on the front of the vehicles. Cadillac chose to advertise 

in the movieThe Matrix Reloaded, which as a result contained many scenes in which Cadillac 

cars were used. Similarly, product placement for Omega Watches, Ford, VAIO,BMW and Aston 

Martin cars are featured in recent James Bond films, most notablyCasino Royale. In "Fantastic 

Four: Rise of the Silver Surfer", the main transport vehicle shows a large Dodge logo on the 

front. Blade Runner includes some of the most obvious product placement; the whole film stops 

to show a Coca-Cola billboard. 

Press advertising 

Press advertising describes advertising in a printed medium such as a newspaper, magazine, or 

trade journal. This encompasses everything from media with a very broad readership base, such 

as a major national newspaper or magazine, to more narrowly targeted media such as local 

newspapers and trade journals on very specialized topics. A form of press advertising is 

classified advertising, which allows private individuals or companies to purchase a small, 

narrowly targeted ad for a low fee advertising a product or service. Another form of press 

advertising is the Display Ad, which is a larger ad (can include art) that typically run in an article 

section of a newspaper. 

Billboard advertising 

Billboards are large structures located in public places which display advertisements to passing 

pedestrians and motorists. Most often, they are located on main roads with a large amount of 

passing motor and pedestrian traffic; however, they can be placed in any location with large 

amounts of viewers, such as on mass transit vehicles and in stations, in shopping malls or office 

buildings, and in stadiums. 

Mobile billboard advertising 

Mobile billboards are generally vehicle mounted billboards or digital screens. These can be on 

dedicated vehicles built solely for carrying advertisements along routes preselected by clients, 

they can also be specially equipped cargo trucks or, in some cases, large banners strewn from 



planes. The billboards are often lighted; some being backlit, and others employing spotlights. 

Some billboard displays are static, while others change; for example, continuously or 

periodically rotating among a set of advertisements. Mobile displays are used for various 

situations in metropolitan areas throughout the world, including: Target advertising, One-day, 

and long-term campaigns, Conventions, Sporting events, Store openings and similar promotional 

events, and Big advertisements from smaller companies. 

In-store advertising 

In-store advertising is any advertisement placed in a retail store. It includes placement of a 

product in visible locations in a store, such as at eye level, at the ends of aisles and near checkout 

counters (aka POP – Point of Purchase display), eye-catching displays promoting a specific 

product, and advertisements in such places as shopping carts and in-store video displays. 

Coffee cup advertising 

Coffee cup advertising is any advertisement placed upon a coffee cup that is distributed out of an 

office, café, or drive-through coffee shop. This form of advertising was first popularized in 

Australia, and has begun growing in popularity in the United States, India, and parts of the 

Middle East. 

Street advertising 

This type of advertising first came to prominence in the UK by Street Advertising Services to 

create outdoor advertising on street furniture and pavements. Working with products such as 

Reverse Graffiti, air dancers and 3D pavement advertising, the media became an affordable and 

effective tool for getting brand messages out into public spaces. 

Sheltered Outdoor Advertising 

This type of advertising opens the possibility of combining outdoor with indoor advertisement by 

placing large mobile, structures (tents) in public places on temporary bases. The large outer 

advertising space exerts a strong pull on the observer, the product is promoted indoor, where the 

creative decor can intensify the impression. 

 



Celebrity branding 

This type of advertising focuses upon using celebrity power, fame, money, popularity to gain 

recognition for their products and promote specific stores or products. Advertisers often 

advertise their products, for example, when celebrities share their favorite products or wear 

clothes by specific brands or designers. Celebrities are often involved in advertising campaigns 

such as television or print adverts to advertise specific or general products. The use of celebrities 

to endorse a brand can have its downsides, however. One mistake by a celebrity can be 

detrimental to the public relations of a brand. For example, following his performance of eight 

gold medals at the 2008 Olympic Games in Beijing, China, swimmer Michael Phelps' contract 

with Kellogg's was terminated, as Kellogg's did not want to associate with him after he was 

photographed smoking marijuana. Celebrities such as Britney Spears have advertised for 

multiple products including Pepsi, Candies from Kohl's, Twister, NASCAR, Toyota and many 

more. 

Consumer-generated advertising 

This involves getting consumers to generate advertising through blogs, websites, wikis and 

forums, for some kind of payment. 

Aerial advertising 

Using aircraft, balloons or airships to create or display advertising media. Skywriting is a notable 

example. 

  

 

  

 

 

 



Chapter 3 

Advertising a Component of IMC 

 

Integrated Marketing Communication (IMC) is a term that emerged in the late 20th century 

regarding application of consistent brand messaging across myriad marketing channels. The term 

has varying definitions and the differences can play a part in how IMC is viewed and used: 

1. The first definition for integrated marketing communication came from the American 

Association of Advertising Agencies (also 4A's) in 1989, defining IMC as "an approach 

to achieving the objectives of a marketing campaign through a well-coordinated use of 

different promotional methods that are intended to reinforce each other." The 4A's 

definition of IMC recognizes the strategic roles of various communication disciplines 

(advertising, public relations, sales promotions, etc.) to provide clarity, consistency, and 

increased impact when combined within a comprehensive communications plan. 

Basically, it is the application of consistent brand messaging across both traditional and 

non-traditional marketing channels. 

2. The Journal of Integrated Marketing Communication from the Medill School of 

Journalism at Northwestern University refers to IMC as "a strategic marketing process 

specifically designed to ensure that all messaging and communication strategies are 

unified across all channels and are centered around the customer." IMC is used 

practically to allow one medium's weakness to be offset by another medium's strength, 

with elements synergized to support each other and create greater impact.  

3. A more contemporary definition states, "True IMC is the development of marketing 

strategies and creative campaigns that weave together multiple marketing disciplines 

(paid advertising, public relations, promotion, owned assets, and social media) that are 

selected and then executed to suit the particular goals of the brand." Instead of simply 

using various media to help tell a brand's overall story, with IMC the 

marketing leverages each communication channel's intrinsic strengths to achieve a 

greater impact together than each channel could achieve individually. It requires the 

marketer to understand each medium's limitation, including the audience's 

http://en.wikipedia.org/wiki/American_Association_of_Advertising_Agencies
http://en.wikipedia.org/wiki/American_Association_of_Advertising_Agencies
http://en.wikipedia.org/wiki/American_Association_of_Advertising_Agencies
http://en.wikipedia.org/wiki/Public_relations
http://en.wikipedia.org/wiki/Medill_School_of_Journalism
http://en.wikipedia.org/wiki/Medill_School_of_Journalism
http://en.wikipedia.org/wiki/Medill_School_of_Journalism
http://en.wikipedia.org/wiki/Northwestern_University


ability/willingness to absorb messaging from that medium. This understanding is 

integrated into a campaign's strategic plan from the very beginning of planning - so that 

the brand no longer simply speaks with consistency, but speaks with planned 

efficacy. This concept inherently provides added benefits that include: a 

singular/synchronized brand voice and experience, cost efficiencies generated through 

creativity and production, and opportunities for added value and bonus. 

Components of Integrated Marketing Communication  

IMC weaves diverse aspects of business and marketing together. These include: 

 Organizational culture 

 The organization's vision and mission 

 Attitudes and behaviors of employees & partners 

 Communication within the company 

 Four P's 

 Price, pricing plans, bundled offerings 

 Product (product design, accessibility, usability) 

 Promotion 

 Place (point of purchase, in-store/shopper experience) 

 Advertising 

 Broadcasting/mass advertising: broadcasts, print, internet advertising, radio, 

television commercials 

 Outdoor advertising: billboards, street furniture, stadiums, rest areas, subway 

advertising, taxis, transit 

 Online advertising: mobile advertising, email ads, banner ads, search engine result 

pages, blogs, newsletters, online classified ads, media ads 

 Direct marketing: direct mail, telemarketing, catalogs, shopping channels, internet 

sales, emails, text messaging, websites, online display ads, fliers, catalog distribution, 

promotional letters, outdoor advertising, telemarketing, coupons, direct mail, direct 

selling, grassroots/community marketing, mobile 

 Online/internet marketing 

http://en.wikipedia.org/wiki/Organizational_culture
http://en.wikipedia.org/wiki/Four_P%27s
http://en.wikipedia.org/wiki/Advertising
http://en.wikipedia.org/wiki/Direct_marketing


 

 E-commerce 

 Search engine optimization (SEO) 

 Search engine marketing (SEM) 

 Mobile Marketing 

 Email marketing 

 Content marketing 

 Social Media ( Facebook, Twitter, LinkedIn, Google +, Foursquare, Pinterest,     

YouTube, Wikipedia, Instagram) 

 Sales & customer service 

Sales materials (sell sheets, brochures, presentations) 

Installation, customer help, returns & repairs, billing 

 Public Relations 

Special events, interviews, conference speeches, industry awards, press conferences, 

testimonials, news releases, publicity stunts, community involvement, charity 

involvement & events 

 Promotions 

Contests, coupons, product samples (freebies), premiums, prizes, rebates, special events 

 Trade shows 

Booths, product demonstrations 

 Corporate philanthropy 

Donations, volunteering, charitable actions 

http://en.wikipedia.org/wiki/E-commerce
http://en.wikipedia.org/wiki/Customer_service
http://en.wikipedia.org/wiki/Public_Relations
http://en.wikipedia.org/wiki/Trade_shows
http://en.wikipedia.org/wiki/Philanthropy


When these diverse aspects of business and marketing are weaved together properly an effective 

campaign can be achieved. Effective campaigns are demonstrated on the Integrated Brands 

showcase which recognizes brands that are innovative, strategic and successfully growing their 

sales. By effectively leveraging each communication channel greater impact can be achieved 

together than achieved individually.  

Origins 

First defined by the American Association of Advertising Agencies in 1989, IMC was developed 

mainly to address the need for businesses to offer clients more than just standard advertising. The 

4As originally coined the term the "new advertising," however this title did not appropriately 

incorporate many other aspects included in the term "IMC" - most notably, those beyond 

traditional advertising process aside from simply advertising.
 

Overall, an influx of new marketplace trends in the late 20th century spurred organizations to 

shift from the standard advertising approach to the IMC approach: 

 Decreasing message impact and credibility: The growing number of commercial 

messaging made it increasingly more difficult for a single message to have a noteworthy 

effect. 

 Decreasing costs of databases: The cost of storing and retrieving names, addresses and 

information from databases significantly declined. This decline allowed marketers to reach 

consumers more effectively. 

 Increasing client expertise: Clients of marketing and public relations firms became 

more educated regarding advertising policies, procedures and tactics. Clients began to realize 

that television advertising was not the only way to reach consumers. 

 Increasing mergers and acquisitions of agencies: Many top public relations firms and 

advertising agencies became partners or partnered with other communication firms. These 

mergers allowed for more creativity, and the expansion of communication from only 

advertising, to other disciplines such as event planning and promotion. 

 Increasing global marketing: There was a rapid influx in advertising competition from 

foreign countries. Companies quickly realized that even if they did not conduct business 

outside their own country, they were now competing in global marketing. 

http://en.wikipedia.org/wiki/Event_planning
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 Increasing media and audience fragmentation: With the exception of the decline of 

newspapers, media outlets, such as magazines and television stations, increased dramatically 

from 1980 to 1990. Additionally, companies could use new technologies and computers to 

target specialized audiences based on factors such as ethnic background or place of 

residence. 

 Increasing number of overall products: Manufacturers flooded retailers with a plethora 

of new products, many of which were identical to products that already existed. Therefore, a 

unique marketing and branding approach was crucial to attract customer attention and 

increase sales. 

Model & Stages 

IMC, models of the IMC approach vary according to the source cited. Frequently, models stress 

the importance of blending various marketing tools to maximize the customer experience and 

value. IMC models also often emphasize the lack of a specific hierarchy of importance in the 

IMC stages: all components of the model play an equally important role and a company may or 

may not choose to immediately implement any or all of the integration strategies.
 

Stage one: Awareness: Knowledge of changing business, social, political and cultural 

trends creates the demand for a new approach to marketing. 

Stage two: Image integration: Having a consistent image, message and feel to an 

organization is crucial. The image reflected in corporate symbols serves as an important 

element for maintaining consistency in an organization. 

Stage three: Functional integration: Analyzing the strengths and weaknesses of each 

functional area of communication (public relations, event planning, media, etc.), and 

determining how the different areas can come together to create an effective campaign. 

Stage four: Coordinated integration: All communication functions become equal in their 

potential to influence company marketing efforts and many integration barriers cease to 

exist. 



Stage five: Consumer based integration: The elements of the different communication 

functions begin to work together. The campaign begins to achieve greater marketing 

effectiveness because only fully targeted consumers are exposed to the strongest and most 

effective forms of marketing and media. 

Stage six: Stakeholder based integration: Beyond just the customer, there are stakeholders 

who depend on the positive outcome of marketing campaigns. Companies carefully identify 

stakeholders, determining who can or will be affected by the success or failure of their 

campaign. At this stage of integration, the IMC expands from a sales-driven goal to a 

broader communication goal. This means that a company needs to enhance past marketing 

efforts through clear, correct and open communication between all parties involved. 

Stage seven: Relationship management integration: A fully integrated communication 

strategy exists that brings customers and stakeholders into direct contact with the business. 

Schultz and Schultz identified four levels of IMC through which organizations appear to 

progress. These stages are not discrete, finite stages with well-defined boundaries Ultimately, 

however, to be truly integrated an organization needs to demonstrate competency in the activities 

and requirements of each of the four levels.
 

Tactical Coordination and Marketing Communications Initial IMC focus is on the tactical 

coordination of diverse marketing such as advertising, promotion, direct response, public 

relations, and special events. This level focuses on delivering ―one sight, one sound‖ via 

marketing communication.
 

Redefining the Scope of Marketing Communication The organization begins to examine 

communications from the customer‘s point of view. Marketing communication begins to give 

consideration to all sources of brand and company contact a customer has with the product or 

service. Management broadens the scope of communication activities to encompass and 

coordinate internal marketing employees, suppliers, and other business partners and align with 

the existing external communication programs.
 

Application of Information Technology An organization‘s application of empirical data using 

information technology to provide a basis identity, value, and monitor the impact of integrated 

internal and external communication programs to key customer segments over time.
 



Financial and Strategic Integration The emphasis shifts to using the skills and data generated 

in the earlier stages to drive corporate strategic planning using customer information and 

insights. Organizations re-evaluate their financial information infrastructure.  

 

The Growing Importance of Integrated Marketing Communications 

Integration has become an essential concept in marketing because technological advances have 

changed how business stakeholders interact. Marketing theory that was established during the 

discipline‘s formative years has been overtaken by the complexities of real-time, multimodal, 

multi directional communication.  

A few examples help illustrate the growing importance of integration: 

Search marketing: When someone is considering buying a product or service they will often 

conduct an online search. What they find, on Google and other search engines, as well as 

information from news sites, review sites, directories, videos and place-based searches, are 

presented together, so like it or not, there is a level of integration. The online experience will 

affect their attitudes towards a brand and their behavior. Marketers therefore need to concern 

themselves with making sure their brand is found ahead of competitors' and then ensuring their 

audience has a positive and helpful experience. 

Accessibility & convenience: Consumers expect information and services that relate to a brand 

to be conveniently accessible via its website. For instance when a consumer visits Virgin.com 

they are able to book a flight, manage their money, top up their mobile phone plan or find up-to-

date news about the company.  

Aggregation of information and services: The traditional demarcation between a company, its 

suppliers and customers has become confused. For instance the Apple iTunes app store 

aggregates software and information from app makers, along with reviews provided by 

consumers. Product promotion, delivery, service and information from many different sources 

are seamlessly presented together. 

Social media: Traditionally businesses were largely in control of their brand communications. 

Now brand communications are multidirectional as consumers can easily share, comment and 

create content. Brands can use this to their advantage by creating appealing content. For instance 

http://en.wikipedia.org/wiki/Google
http://en.wikipedia.org/wiki/ITunes


Unilever‘s campaign for Dove, The Dove Real Beauty Sketches went viral with over 54 million 

views on YouTube.  

Growth of mobile: The growing penetration of smart phones with fast internet connectivity 

means that marketers need to take into consideration integration between the online experience 

and place-based experiences. For instance when a consumer downloads the Target app they are 

able to receive coupons to their mobile phone and redeem them at the checkout by presenting the 

coupon barcode to the cashier.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Chapter 4 

Objectives and Importance of Advertising 

 Advertising is the best way to communicate to the customers. Advertising helps informs the 

customers about the brands available in the market and the variety of products useful to them. 

Advertising is for everybody including kids, young and old. It is done using various media 

types, with different techniques and methods most suited. 

Let us take a look on the main objectives and importance of advertising. 

Objectives of Advertising 

Four main Objectives of advertising are: 

 Trial 

 Continuity 

 Brand switch 

 Switching back 

Let‘s take a look on these various types of objectives. 

1. Trial: the companies which are in their introduction stage generally work for this 

objective. The trial objective is the one which involves convincing the customers to buy 

the new product introduced in the market. Here, the advertisers use flashy and attractive 

ads to make customers take a look on the products and purchase for trials. 

2. Continuity: this objective is concerned about keeping the existing customers to stick on 

to the product. The advertisers here generally keep on bringing something new in the 

product and the advertisement so that the existing customers keep buying their products. 

3. Brand switch: this objective is basically for those companies who want to attract the 

customers of the competitors. Here, the advertisers try to convince the customers to 

switch from the existing brand they are using to their product. 

4. Switching back: this objective is for the companies who want their previous customers 

back, who have switched to their competitors. The advertisers use different ways to 



attract the customers back like discount sale, new advertise, some reworking done on 

packaging, etc. 

Basically, advertising is a very artistic way of communicating with the customers. The main 

characteristics one should have to get on their objectives are great communication skills and very 

good convincing power. 

Other objectives: 

A number of goals and objectives are employed in advertising and can be both short or long term 

in nature. Short-term goals and objectives pertain to the ad copy itself. Ads are designed to 

introduce certain concepts and must also be convincing. Long-term advertising goals pertain to 

desired effects. The key to successful advertising is knowing how much to allocate toward 

specific types of advertising. You also need to properly identify your target audience so you are 

reaching the right consumers. 

Getting Attention 

One short-term goal and objective in advertising is getting people's attention. Use highly 

readable print in your ads. Color, diagrams and pictures can also attract the attention of users, 

particularly if they are highly relevant. For example, gold is often used to represent a premium or 

expensive brand of liquor. One of the best ways to attract attention in print advertising is to use a 

strong headline. Make a statement that attracts the right type of reader, and include at least one 

benefit in the heading to pull the reader into the ad. For example, the heading "Start Earning a 

Higher Salary Today" appeals to readers who feel they aren't making enough money. Use sounds 

and jingles to attract attention in your radio and television ads. 

Prompting Immediate Action 

Your print and other types of advertising must also prompt people to act immediately. Include a 

coupon in your ad to get people to try your product at the store. Include a deadline on your 

coupon so people know the offer is only good for a short time period. Offer a free trial of your 

product, or provide something free along with the product. For example, a small mail order 

publishing company may offer a free book on investing if you buy its financial newsletter. Offer 

multiple products for the price of one. Another strategy is to state that you have a limited supply 

of products available. 



Replacing Lost Customers 

Small companies use advertising to replace lost customers. Your customers may switch brands, 

move away, or die, which is why advertising on a continuous basis is imperative. Increase the 

advertisements that are producing customers and orders, and drop ineffective ads. Look for new 

ways to advertise, including social media sites like Twitter and Facebook. 

Building Sales and Profits 

Advertising is designed to increase sales and build profits gradually, according to the U.S. Small 

Business Administration. People must try your products or services before they become repeat 

users. They may also tell their friends and family, which is additional advertising for you. The 

key to building sales and profits is to gradually increase your advertising over time. Many small 

companies budget their advertising by allocating a certain percentage of sales toward it. 

Building Brand Awareness 

Small companies also advertise to build brand awareness, which is when people know a 

particular brand is yours. Brand awareness is usually calculated as a percentage. For example, if 

1,000 people out of 10,000 in a market can identify your brand, your brand awareness is 10 

percent. Your primary objective in building brand awareness is to make people think of your 

brand first when they are ready to purchase. 

Importance of Advertising 

Advertising plays a very important role in today‘s age of competition. Advertising is one thing 

which has become a necessity for everybody in today‘s day to day life, be it the producer, the 

traders, or the customer. Advertising is an important part. Lets have a look on how and where is 

advertising important: 

1. Advertising is important for the customers 

Just imagine television or a newspaper or a radio channel without an advertisement! No, 

no one can any day imagine this. Advertising plays a very important role in customers 

life. Customers are the people who buy the product only after they are made aware of the 

products available in the market. If the product is not advertised, no customer will come 

to know what products are available and will not buy the product even if the product was 



for their benefit. One more thing is that advertising helps people find the best products for 

themselves, their kids, and their family. When they come to know about the range of 

products, they are able to compare the products and buy so that they get what they desire 

after spending their valuable money. Thus, advertising is important for the customers. 

2. Advertising is important for the seller and companies producing the products 

Yes, advertising plays very important role for the producers and the sellers of the 

products, because 

 Advertising helps increasing sales 

 Advertising helps producers or the companies to know their competitors and plan 

accordingly to meet up the level of competition. 

 If any company wants to introduce or launch a new product in the market, 

advertising will make a ground for the product. Advertising helps making people 

aware of the new product so that the consumers come and try the product. 

 Advertising helps creating goodwill for the company and gains customer loyalty 

after reaching a mature age. 

 The demand for the product keeps on coming with the help of advertising and 

demand and supply become a never ending process. 

3. Advertising is important for the society 

Advertising helps educating people. There are some social issues also which advertising 

deals with like child labour, liquor consumption, girl child killing, smoking, family 

planning education, etc. thus, advertising plays a very important role in society. 

 

 

 

 

 



Chapter 5 

Process of Advertising 

―Mass demand has been created almost entirely through the development of Advertising‖ For 

the development of advertising and to get best results one need to follow the advertising 

process step by step. 

The following are the steps involved in the process of advertising: 

1. Step 1 - Briefing: the advertiser needs to brief about the product or the service which 

has to be advertised and doing the SWOT analysis of the company and the product. 

2. Step 2 - Knowing the Objective: one should first know the objective or the purpose of 

advertising. i.e. what message is to be delivered to the audience? 

 

3. Step 3 - Research: this step involves finding out the market behavior, knowing the 

competitors, what type of advertising they are using, what is the response of the 

consumers, availability of the resources needed in the process, etc. 

4. Step 4 - Target Audience: the next step is to identify the target consumers most likely to 

buy the product. The target should be appropriately identified without any confusion. For 

e.g. if the product is a health drink for growing kids, then the target customers will be the 

parents who are going to buy it and not the kids who are going to drink it. 

5. Step 5 - Media Selection: now that the target audience is identified, one should select an 

appropriate media for advertising so that the customers who are to be informed about the 

product and are willing to buy are successfully reached. 

6. Step 6 - Setting the Budget: then the advertising budget has to be planned so that there 

is no short of funds or excess of funds during the process of advertising and also there are 

no losses to the company. 

7. Step 7 - Designing and Creating the Ad: first the design that is the outline of ad on 

papers is made by the copywriters of the agency, then the actual creation of ad is done 

with help of the art directors and the creative personnel of the agency. 



8. Step 8 - Perfection: then the created ad is re-examined and the ad is redefined to make it 

perfect to enter the market. 

9. Step 9 - Place and Time of Ad: the next step is to decide where and when the ad will be 

shown. 

The place will be decided according to the target customers where the ad is most visible 

clearly to them. The finalization of time on which the ad will be telecasted or shown on 

the selected media will be done by the traffic department of the agency. 

10. Step 10 - Execution: finally the advertise is released with perfect creation, perfect 

placement and perfect timing in the market. 

11. Step 11 - Performance: the last step is to judge the performance of the ad in terms of the 

response from the customers, whether they are satisfied with the ad and the product, did 

the ad reached all the targeted people, was the advertise capable enough to compete with 

the other players, etc. Every point is studied properly and changes are made, if any. 

If these steps are followed properly then there has to be a successful beginning for the product in 

the market. 

Advertising Techniques - Most Common Techniques Used by the Advertisers 

Today every company needs to advertise its product to inform the customers about the product, 

increase the sales, acquire market value, and gain reputation and name in the industry. Every 

business spends lot of money for advertising their products but the money spent will lead to 

success only when the best techniques of advertising are used for the product. So here are some 

very common and most used techniques used by the advertisers to get desired results. 

1. Emotional Appeal 

This technique of advertising is done with help of two factors - needs of consumers and 

fear factor. Most common appeals under need are: 

 need for something new 

 need for getting acceptance 

 



 need for not being ignored 

 need for change of old things 

 need for security 

 need to become attractive, etc. 

Most common appeals under fear are: 

 fear of accident 

 fear of death 

 fear of being avoided 

 fear of getting sick 

 fear of getting old, etc. 

2. Promotional Advertising 

This technique involves giving away samples of the product for free to the consumers. 

The items are offered in the trade fairs, promotional events, and ad campaigns in order to 

gain the attention of the customers. 

3. Bandwagon Advertising 

This type of technique involves convincing the customers to join the group of people who 

have bought this product and be on the winning side. For e.g. recent Pantene shampoo ad 

which says ―15crores women trusted Pantene, and you?‖ 

4. Facts and Statistics 

Here, advertisers use numbers, proofs, and real examples to show how good their product 

works. For e.g. ―Lizol floor cleaner cleans 99.99% germs‖ or ―Colgate is recommended 

by 70% of the dentists of the world‖ or Eno - just 6 seconds. 

5. Unfinished Ads 

The advertisers here just play with words by saying that their product works better but 

don‘t answer how much more than the competitor. For e.g. Lays - no one can eat just one 



or Horlicks - more nutrition daily. The ads don‘t say who can eat more or how much 

more nutrition. 

6. Weasel Words 

In this technique, the advertisers don‘t say that they are the best from the rest, but don‘t 

also deny. E.g. Sunsilk Hairfall Solution - reduces hairfall. The ad doesn‘t say stops 

hairfall. 

7. Endorsements 

The advertisers use celebrities to advertise their products. The celebrities or star endorse 

the product by telling their own experiences with the product. Recently a diamond 

jewellery ad had superstar Amitabh Bacchan and his wife Jaya advertising the product. 

The ad showed how he impressed his wife by making a smart choice of buying this 

brand. Again, Sachin tendulkar, a cricket star, endorsed for a shoe brand. 

8. Complementing the Customers 

Here, the advertisers used punch lines which complement the consumers who buy their 

products. E.g. Revlon says ―Because you are worth it.‖ 

9. Ideal Family and Ideal Kids 

The advertisers using this technique show that the families or kids using their product are 

a happy go lucky family. The ad always has a neat and well furnished home, well 

mannered kids and the family is a simple and sweet kind of family. E.g. a dettol soap ad 

shows everyone in the family using that soap and so is always protected from germs. 

They show a florescent color line covering whole body of each family member when 

compared to other people who don‘t use this soap. 

10. Patriotic Advertisements 

These ads show how one can support their country while he uses their product or service. 

For e. g some products together formed a union and claimed in their ad that if you buy 

any one of these products, you are going to help a child to go to school. One more 



cellular company ad had a celebrity showing that if the customers use this company‘s sim 

card, then they can help control population of the country. 

11. Questioning the Customers 

The advertisers using this technique ask questions to the consumers to get response for 

their products. E.g. Amway advertisement keeps on asking questions like who has so 

many farms completely organic in nature, who gives the strength to climb up the stairs at 

the age of 70, who makes the kids grow in a proper and nutritious ways, is there anyone 

who is listening to these entire questions. And then at last the answer comes - ―Amway : 

We are Listening.‖ 

12. Bribe 

This technique is used to bribe the customers with some thing extra if they buy the 

product using lines like ―buy one shirt and get one free‖, or ―be the member for the club 

for two years and get 20% off on all services.‖ 

13. Surrogate Advertising 

This technique is generally used by the companies which cannot advertise their products 

directly. The advertisers use indirect advertisements to advertise their product so that the 

customers know about the actual product. The biggest example of this technique is liquor 

ads. These ads never show anyone drinking actual liquor and in place of that they are 

shown drinking some mineral water, soft drink or soda. 

These are the major techniques used by the advertisers to advertise their product. There are some 

different techniques used for online advertising such as web banner advertising in which a 

banner is placed on web pages, content advertising using content to advertise the product online, 

link advertising giving links on different sites to directly visit the product website, etc. 

 

 

 



Chapter 6 

Media & Advertising Approaches 

 

Increasingly, other media are overtaking many of the "traditional" media such as television, radio 

and newspaper because of a shift toward consumer's usage of the Internet for news and music as 

well as devices like digital video recorders (DVRs) such as TiVo. 

Digital signage is poised to become a major mass media because of its ability to reach larger 

audiences for less money. Digital signage also offers the unique ability to see the target audience 

where they are reached by the medium. Technological advances have also made it possible to 

control the message on digital signage with much precision, enabling the messages to be relevant 

to the target audience at any given time and location which in turn, gets more response from the 

advertising. Digital signage is being successfully employed in supermarkets. Another successful 

use of digital signage is in hospitality locations such as restaurants and malls. 

Advertising on the World Wide Web is a recent phenomenon. Prices of Web-based advertising 

space are dependent on the "relevance" of the surrounding web content and the traffic that the 

website receives. 

Reasons for online display advertising: Display ads generate awareness quickly. Unlike search, 

which requires someone to be aware of a need, display advertising can drive awareness of 

something new and without previous knowledge. Display works well for direct response. Display 

is not only used for generating awareness, it‘s used for direct response campaigns that link to a 

landing page with a clear ‗call to action‘. 

E-mail advertising is another recent phenomenon. Unsolicited bulk E-mail advertising is known 

as "e-mail spam". Spam has been a problem for e-mail users for many years. 

A new form of advertising that is growing rapidly is social network advertising. It is online 

advertising with a focus on social networking sites. This is a relatively immature market, but it 

has shown a lot of promise as advertisers are able to take advantage of the demographic 



information the user has provided to the social networking site. Friendertising is a more precise 

advertising term in which people are able to direct advertisements toward others directly using 

social network services. 

As the mobile phone became a new mass media in 1998 when the first paid downloadable 

content appeared on mobile phones in Finland, it was only a matter of time until mobile 

advertising followed, also first launched in Finland in 2000. By 2007 the value of mobile 

advertising had reached $2.2 billion and providers such as Admob delivered billions of mobile 

ads. 

More advanced mobile ads include banner ads, coupons, Multimedia Messaging Service picture 

and video messages, advergames and various engagement marketing campaigns. A particular 

feature driving mobile ads is the 2D Barcode, which replaces the need to do any typing of web 

addresses, and uses the camera feature of modern phones to gain immediate access to web 

content. 83 percent of Japanese mobile phone users already are active users of 2D barcodes. 

Some companies have proposed placing messages or corporate logos on the side of booster 

rockets and the International Space Station. 

Unpaid advertising (also called "publicity advertising"), can provide good exposure at minimal 

cost. Personal recommendations ("bring a friend", "sell it"), spreading buzz, or achieving the feat 

of equating a brand with a common noun (in the United States, "Xerox" = "photocopier", 

"Kleenex" = tissue, "Vaseline" = petroleum jelly, "Hoover" = vacuum cleaner, and "Band-Aid" = 

adhesive bandage) – these can be seen as the pinnacle of any advertising campaign. However, 

some companies oppose the use of their brand name to label an object. Equating a brand with a 

common noun also risks turning that brand into a genericized trademark – turning it into a 

generic term which means that its legal protection as a trademark is lost. 

From time to time, The CW Television Network airs short programming breaks called "Content 

Wraps", to advertise one company's product during an entire commercial break. The CW 

pioneered "content wraps" and some products featured were Herbal Essences,Crest, Guitar Hero 

II, CoverGirl, and recently Toyota. 



Recently, there appeared a new promotion concept, "ARvertising", advertising on Augmented 

Reality technology. 

Controversy exists on the effectiveness of subliminal advertising (see mind control), and the 

pervasiveness of mass messages (seepropaganda). 

Rise in New Media 

With the Internet came many new advertising opportunities. Popup, Flash, banner, Popunder, 

advergaming, and email advertisements (all of which are often unwanted or spam in the case of 

email) are now commonplace. Particularly since the rise of "entertaining" advertising, some 

people may like an advertisement enough to wish to watch it later or show a friend. In general, 

the advertising community has not yet made this easy, although some have used the Internet to 

widely distribute their ads to anyone willing to see or hear them. In the last three-quarters of 

2009 mobile and internet advertising grew by 18.1% and 9.2% respectively. Older media 

advertising saw declines: −10.1% (TV), −11.7% (radio), −14.8% (magazines) and −18.7% 

(newspapers). 

Niche marketing 

Another significant trend regarding future of advertising is the growing importance of the niche 

market using niche or targeted ads. Also brought about by the Internet and the theory of The 

Long Tail, advertisers will have an increasing ability to reach specific audiences. In the past, the 

most efficient way to deliver a message was to blanket the largest mass market audience 

possible. However, usage tracking, customer profiles and the growing popularity of niche 

content brought about by everything from blogs to social networking sites, provide advertisers 

with audiences that are smaller but much better defined, leading to ads that are more relevant to 

viewers and more effective for companies' marketing products. Among others, Comcast 

Spotlight is one such advertiser employing this method in their video on demand menus. These 

advertisements are targeted to a specific group and can be viewed by anyone wishing to find out 

more about a particular business or practice at any time, right from their home. This causes the 

viewer to become proactive and actually choose what advertisements they want to view.  



Google Ad Sense is a perfect example of Niche marketing. Google calculates the primary 

purpose of the website and adjusts ads accordingly. They use key words on the page (or even in 

emails) to find the general ideas of topics disused and places ads that will most likely be clicked 

on by viewers of the email account or website visitors. Google has pioneered an ingenious 

method of putting ads right where they need to be. 

Crowd sourcing 

The concept of crowd sourcing has given way to the trend of user-generated advertisements. 

User-generated ads are created by consumers as opposed to an advertising agency or the 

company themselves, most often they are a result of brand sponsored advertising competitions. 

For the 2007 Super Bowl, the Frito-Lays division of PepsiCo held the Crash the Super Bowl 

contest, allowing consumers to create their own Doritos commercial. Chevrolet held a similar 

competition for their Tahoe line of SUVs. Due to the success of the Doritos user-generated ads in 

the 2007 Super Bowl, Frito-Lays relaunched the competition for the 2009 and 2010 Super Bowl. 

The resulting ads were among the most-watched and most-liked Super Bowl ads. In fact, the 

winning ad that aired in the 2009 Super Bowl was ranked by the USA Today Super Bowl Ad 

Meter as the top ad for the year while the winning ads that aired in the 2010 Super Bowl were 

found by Nielsen's BuzzMetrics to be the "most buzzed-about". 

This trend has given rise to several online platforms that host user-generated advertising 

competitions on behalf of a company. Founded in 2007, Zooppa has launched ad competitions 

for brands such as Google, Nike, Hershey's, General Mills, Microsoft, NBC Universal,Zinio, and 

Mini Cooper. Crowd sourced advertisements have gained popularity in part to its cost effective 

nature, high consumer engagement, and ability to generate word-of-mouth. However, it remains 

controversial, as the long-term impact on the advertising industry is still unclear.  

Global advertising 

Advertising has gone through five major stages of development: domestic, export, international, 

multi-national, and global. For global advertisers, there are four, potentially competing, business 

objectives that must be balanced when developing worldwide advertising: building a brand while 

speaking with one voice, developing economies of scale in the creative process, maximising 



local effectiveness of ads, and increasing the company‘s speed of implementation. Born from the 

evolutionary stages of global marketing are the three primary and fundamentally different 

approaches to the development of global advertising executions: exporting executions, producing 

local executions, and importing ideas that travel.  

Advertising research is key to determining the success of an ad in any country or region. The 

ability to identify which elements and/or moments of an ad contribute to its success is how 

economies of scale are maximised. Once one knows what works in an ad, that idea or ideas can 

be imported by any other market. Market research measures, such as Flow of Attention, Flow of 

Emotion and branding moments provide insight into what is working in an ad in any country or 

region because the measures are based on the visual, not verbal, elements of the ad.  

Foreign public messaging 

Foreign governments, particularly those that own marketable commercial products or services, 

often promote their interests and positions through the advertising of those goods because the 

target audience is not only largely unaware of the forum as a vehicle for foreign messaging but 

also willing to receive the message while in a mental state of absorbing information from 

advertisements during television commercial breaks, while reading a periodical, or while passing 

by billboards in public spaces. A prime example of this messaging technique is advertising 

campaigns to promote international travel. While advertising foreign destinations and services 

may stem from the typical goal of increasing revenue by drawing more tourism, some travel 

campaigns carry the additional or alternative intended purpose of promoting good sentiments or 

improving existing ones among the target audience towards a given nation or region. It is 

common for advertising promoting foreign countries to be produced and distributed by the 

tourism ministries of those countries, so these ads often carry political statements and/or 

depictions of the foreign government's desired international public perception. Additionally, a 

wide range of foreign airlines and travel-related services which advertise separately from the 

destinations, themselves, are owned by their respective governments; examples include, though 

are not limited to, the Emirates airline (Dubai), Singapore Airlines(Singapore), Qatar Airways 

(Qatar), China Airlines (Taiwan/Republic of China), and Air China (People's Republic of China). 

By depicting their destinations, airlines, and other services in a favorable and pleasant light, 



countries market themselves to populations abroad in a manner that could mitigate prior public 

impressions. 

Diversification 

In the realm of advertising agencies, continued industry diversification has seen observers note 

that ―big global clients don't need big global agencies any more‖. This is reflected by the growth 

of non-traditional agencies in various global markets, such as Canadian business TAXI and 

SMART in Australia and has been referred to as "a revolution in the ad world". 

New technology 

The ability to record shows on digital video recorders (such as TiVo) allow users to record the 

programs for later viewing, enabling them to fast forward through commercials. Additionally, as 

more seasons of pre-recorded box sets are offered for sale of television programs; fewer people 

watch the shows on TV. However, the fact that these sets are sold, means the company will 

receive additional profits from the sales of these sets. 

To counter this effect, a variety of strategies have been employed. Many advertisers have opted 

for product placement on TV shows like Survivor. Other strategies include integrating 

advertising with internet-connected EPGs, advertising on companion devices (like smart phones 

and tablets) during the show, and creating TV apps. Additionally, some like brands have opted 

for social television sponsorship. 

Advertising education 

Advertising education has become widely popular with bachelor, master and doctorate degrees 

becoming available in the emphasis. A surge in advertising interest is typically attributed to the 

strong relationship advertising plays in cultural and technological changes, such as the advance 

of online social networking. A unique model for teaching advertising is the student-run 

advertising agency, where advertising students create campaigns for real companies.  

Organizations such as American Advertising Federation and AdU Network partner established 

companies with students to create these campaigns. 



Chapter 7 

Advertising Budget 

 

Advertising Budget is the amount of money which can be or has to be spent on advertising of the 

product to promote it, reach the target consumers and make the sales chart go on the upper side 

and give reasonable profits to the company. 

An   advertising   budget   reflects   the   importance   given   to   the   function   of advertising 

within a company. The budgeting process is the responsibility of the top management along with 

the marketing manager. 

The advertising budget is  both  a  planning and control  device. There are  many managerial 

 functions   that  are  performed  through  the  process   of  budgeting. Managerial  goals   are 

 discussed   and   are  synchronized   with   marketing   and advertising  objectives.  This 

 provides  a  forum  of  communication  that  resolves conflicts and sets the priorities for the 

communication plan of the company. 

An   advertising    budget   is   a   plan   that   sets   a   limitation on   advertising expenditures,  

 states   how   expenditure   will   be allocated   and   controls    the dispersement of expenditure 

over a designated period of time. 

The process of budgeting is therefore a decision making process that divides the total  

 appropriation  under  different  expenses  heads.  For  example  if  the  total advertising  budget 

for launching a new product is rupees two-three crores, then deciding  that  1.5crores  will  be 

 spent  on  the  national  media,  is  a  budgeting decision. 

 Who Decides The Advertising Budget 

It is the primary responsibility of the advertising manger to prepare draft budget proposals. It is 

his  duty to access  the needs of the company with respect to the challenges posed by the market. 

He also takes into account the cost of the media, creative and actual production, while preparing 

the proposals. This draft budget then   becomes  the  basis   of  discussion   between  the 

 marketing  manager  and advertising   manager  and  sometimes,  even  the  advertising  agency 



 (especially when the agency  has a  long term  relationship  with  the company. This result in 

final budget plan that is then recommended to the top management for approval. Though this is 

the most scientific process of arriving at the advertising budget, it is sometimes not followed, 

especially by small advertisers. In such circumstances the top    management     may    decide    

upon     the    amount     to    be    spent    (budget appropriation) and the advertising  manager 

will  then plan how to allocate this sum between different expenditure heads. 

Factors Affecting Advertising Budget 

Before finalizing the advertising budget of an organization or a company, one has to take a look 

on the favorable and unfavorable market conditions which will have an impact on the advertising 

budget. The market conditions to watch out for are as follows: 

 Frequency of the advertisement 

 Competition and Clutter 

 Market Share of the Product 

 Product Life Cycle Stage 

Frequency of the Advertisement 

This means the number of times advertise has been shown with the description of the product or 

service, in the granted time slots. So here, if any company needs more advertising frequency for 

its product, then the company will have to increase its advertising budget. 

Competition and Clutter 

The companies may have many competitors for its product. And also there are plenty of 

advertisements shown which is called clutter. The company has to then increase their advertising 

budget. 

 



Market Share 

To get a good market share in comparison to their competitors, the company should have a better 

product in terms of quality, uniqueness, demand and catchy advertisements with resultant 

response of the customers. All this is possible if the advertisement budget is high. 

Product Life Cycle Stage 

If the company is a newcomer or if the product is on its introduction stage, then the company has 

to keep the budget high to make place in the market with the existing players and to have 

frequent advertisements. As the time goes on and product becomes older, the advertising budget 

can come down as then the product doesn‘t need frequent advertising. 

Methods of Setting The Advertising Budget 

 

One of the most difficult tasks facing advertisers and ad agencies is the decision on the optimum 

money to be spent on advertising. Advertisers want to minimize expenditure  and   maximize  

 the   returns.   Though   advertising   expenditure   is considered to be an investment, its 

utilization has to be intelligent and profitable. 

Though   there  are  several  accepted  methods   of  arriving  at  the  budget,  the individual 

brand budget will depend upon several factors  such as  profitability, marketing objective and 

competitor‘s  position. The various  methods, which are used, for setting advertising budgets are: 

1.  Percentage of sales method 

2.  Unit of sales method 

3.  Task and objective method 

4.  The competitive parity method 

5.  Brand history method 

6.  All you can afford method 



7.  The break even method 

8.  The quantitative method 

9.  Share of voice method 

  

Each of these methods has certain advantages and disadvantages. In reality, a combination of 

these methods will be used. 

 Percentage Of Sales Method 

The percentage of sales method is the most widely used widely used method of setting   the  

 appropriation,   although  it   has   been   criticized   by   many.   The percentage is based on the 

past years‘ sales or on estimated sales for the coming year or on some combination of these two. 

This is simplest method, as it requires little  decision  making. Many companies  in India use this 

 method to arrive at a tentative budget appropriation. But this method suffers from a basic 

drawback in that  it  does  not  take  into  account  any  specific  need  of  the  market  situation. 

Moreover, when  past  sales  are used  to arrive  at  the current  year‘s  budget, the figure  may 

 have  more  historical  value  rather  than  current  utility.  Advertising leads to sales and the 

amount of advertising expenditure depends upon the sales target and therefore, when the 

percentage of future sales is used the estimates are more realistic. 

In  conclusion   one  can   say   that  this   method   is  not  appropriate  as   market situations 

change rapidly and past sales alone are not an effective indicator of the company‘s 

communication needs. 

 Unit Of Sales  Method 

The  unit  sales  method also  relates  the advertising  expenditure  of sales.  In  this approach, a 

 percentage of the price of each unit of the item sold  is allocated to advertising. Thus a soap 

manufacturer might budget that a cake of soap costing Rs.6/- will have Rs.1.50 as the advertising 

expenditure. Thus, if the manufacturer sells  one  lakh  units,  his  expenditure  on  that  brand 

 will  be  Rs.  1.5  lakh.  This approach   is   useful   as   it   links   the   price   of   a   brand   with  



 its   advertising expenditure. This  approach is simple to plan and execute. However, it does not 

lead to  efficient  marketing since past sales  determine how  much a  firm should spend  on 

 advertising,  when  in  fact  advertising  is  a  tool  to  create  sales  and expand  markets.  This 

 also   assumes  that  the  advertiser  is  satisfied  with  the current  rate  of  growth  in  sales. 

 This  is  rarely  so,  as  every  advertiser  aims  at improving the rate of growth. 

In an extreme situation if sales go down, a firm following this method will also reduce 

 advertising  expenditure.  This  will  be  disastrous  for  the  company  as  it may lose its market 

rapidly to competitors. 

In conclusion the unit of sales and percentage of sales method are not suitable to a dynamic 

 market situation. However they are useful guides  to give  direction to planners  who  use  them 

as  a  basis  for deciding  the ad  budget,  in  combination with other methods. 

 Task  Objective Method 

This method is gaining more popularity because it provides a more logical basis for  deciding 

advertising appropriation. The objective  task  method  concentrates on  the  

 marketing/advertising  objectives   that  are  pre-decided   and  ask  these questions:  what  is  the 

 role  of  advertising  in  obtaining  these  objectives?  How much should we spend to achieve 

these objectives? 

Thus  under  this  method  a  company  launching  a  new  product  will  decide  to spend more 

money as it has to create immediate awareness amongst consumers.( for  example  Ranbaxy  will 

 spend  more  on  its  new  product  Olesan).  For  an existing  well  know  brand,  the  company 

 may  spend  less  on  advertising  (for example Ranbaxy will spend less to advertise its product 

Garlic Pearls.) 

As it is obvious in the above example, the objective  task approach directs the efforts of 

manufactures to think through the objective while setting the budget. 

There   is  one   problem   involved   in   the  use   of   this   method   of   setting   the 

appropriation and  that is: how does  one  determine  just how  much  advertising and  what  type 

 of  advertising  will  achieve  the  stated  objectives.  The  present methods  of  research do not 



give a direct link between advertising  expenditures and   achievement   of   the   objectives.  

 Until   more   sophisticated   methods   are developed  managers will have to face this problem 

of uncertainty while deciding the optimum budget. 

 The Competitive Parity  Method: 

This is the most controversial method and few executives admit that they use it while  preparing 

 the  budget.  In  this  approach  an  advertiser  bases  his  budget decision  primarily  on  the 

expenditures  of competitors.  That  is  they  try to  keep pace with their competitor‘s advertising 

budgets. This method could be useful in deciding individual  brand ad expenditures.  It has  the 

advantage of recognizing the importance of  competitors  and  ensure  that the competitors  do 

 not increase their ad expenditure to a  level that affects the advertiser‘s sales. But the approach 

has  disadvantages.  Firstly  your  objective  may  be  different  from  that  of  your competitors. 

 And   secondly   it   assumes   that   your  competitors   are  spending optimally. It also maintains 

the  present  market position rather than bringing any positive change for the company. If  you 

want to overtake your competitors you may have to spend more than them and spend this money 

more efficiently. 

 Brand  History Method 

Under this method the brand‘s product life cycle is considered while setting the budget.  Thus  a 

 brand  at  the  introductory  or  pioneering  stage  will  use  more advertising  appropriation  than 

 an  established  brand.  Brands  that  are  facing  a decline may also use more advertising to add 

new life into it. For example Close Up,  the  toothpaste  manufactures  by  Hindustan  Lever  had 

a  stagnating  market share till  recently. In 1990 its spent Rs. 3.45 crore on television advertising 

with its  new theme  close up: ―a  mouth  wash  in  tingling  red and blue colours‖.  The result 

was that close  up has over taken Promise and is now number two in the toothpaste market 

behind Colgate. 

  

 

 



All You Can Afford  Method 

 

This approach means that the advertising budget will be decided on the basis of whatever money 

is left after all other fixed and unavoidable expenses have been allocated.  This  method  seems 

 to  be  illogical  and  unambitious  but  conservative management   use   this   method   as   it   is  

 safe   and   ensure   that   there   is   no overspending.  New  entrepreneurs  have   no  other 

 option  but  to  follow   this method when they are short of funds. 

 The Break  Even Method 

The  break  even  or  the  marginal  analysis  method  attempts   to  quantify  the advertising 

spending level that will offer an organization the highest additional gross profits. That is the firm 

continues to spend on the advertising as long as the incremental  expenditure  are  exceeded  by 

 the  marginal  revenue  they  generate, thus maximizing the gross profits of the firm. 

This method has an advantage because it helps in diagnosing any problem, that is  when the 

company is overspending or under spending. But it suffers from the disadvantage  of  limited 

 research  techniques  that  cannot  isolate  the  effect  of advertising  on  marginal  revenues  and 

 gross  profits.  Other  activities  such  as personal  selling  and  sales  promotions  also  influence 

 the  revenue  earned  by  a company. Moreover, it assumes  that there is an immediate effect of 

advertising expenditure. This is possible in direct mail advertising. In most other advertising 

there  is a carryover effect that is a potential consumer may be influenced by the ad, in the 

 month  of June  but may  make a  purchase  in December.  Advertising may also attract  

customers  who  become loyal customers  for several  years.  The immediate  purchase  measures 

 up  to  only  a  small  part  of  the  value  the  firm enjoys  from  such  continuous  purchases. 

 This  drawback  can  be  overcome  by using the experimental method. 

In   the   experimental   method   varying   advertising   expenditures   are  used   in different 

cities. For example the advertising expenditure in Pune may be greater than  the advertising 

expenditure in Hyderabad. Then sales in the two cities are compared to find out which is 

optimum level of expenditure. 

 



Chapter 8 

Criticism of Advertising 

Advertising is a form of communication intended to persuade an audience to purchase products, 

ideals or services. While advertising can be seen as necessary for economic growth, it is not 

without social costs. Unsolicited commercial email and other forms of spam have become so 

prevalent that they are a major nuisance to users of these services, as well as being a financial 

burden on internet service providers. Advertising increasingly invades public spaces, such as 

schools, which some critics argue is a form of child exploitation. Advertising frequently uses 

psychological pressure (for example, appealing to feelings of inadequacy) on the intended 

consumer, which may be harmful. 

Hyper -Commercialism 

Criticism of advertising is closely linked with criticism of media and often interchangeable. 

Critics can refer to advertising's 

• audio-visual aspects (cluttering of public spaces and airwaves) 

• environmental aspects (pollution, oversize packaging, increasing consumption) 

• political aspects (media dependency, free speech, censorship) 

• financial aspects (costs) 

• ethical/moral/social aspects (sub-conscious influencing, invasion of privacy, increasing 

consumption and waste, target groups, certain products, honesty) 

As advertising has become prevalent in modern society, it is increasingly being criticized. 

Advertising occupies public space and more and more invades the private sphere of people. ―It is 

becoming harder to escape from advertising and the media. Public space is increasingly turning 

into a gigantic billboard for products of all kind. The aesthetical and political consequences 

cannot yet be foreseen.‖ Hanno Rauterberg in the German newspaper Die Zeit calls advertising a 

new kind of dictatorship that cannot be escaped.  



Ad creep says, "There are ads in schools, airport lounges, doctors offices, movie theaters, 

hospitals, gas stations, elevators, convenience stores, on the Internet, on fruit, on ATMs, on 

garbage cans and countless other places. There are ads on beach sand and restroom walls.‖ ―One 

of the ironies of advertising in our times is that as commercialism increases, it makes it that 

much more difficult for any particular advertiser to succeed, hence pushing the advertiser to even 

greater efforts.‖ Within a decade advertising in radios climbed to nearly 18 or 19 minutes per 

hour, on prime-time television the standard until 1982 was no more than 9.5 minutes of 

advertising per hour, today it is between 14 and 17 minutes. With the introduction of the shorter 

15-second-spot the total amount of ads increased even more. Ads are not only placed in breaks 

but also into sports telecasts during the game itself. They flood the Internet, a growing market. 

Other growing markets are product placements in entertainment programming and movies where 

it has become standard practice and virtual advertising where products get placed retroactively 

into rerun shows. Product billboards are virtually inserted into Major League Baseball broadcasts 

and in the same manner, virtual street banners or logos are projected on an entry canopy or 

sidewalks, for example during the arrival of celebrities at the 2001 Grammy Awards. Advertising 

precedes the showing of films at cinemas including lavish ‗film shorts‘ produced by companies 

such as Microsoft or DaimlerChrysler. "The largest advertising agencies have begun working to 

co-produce programming in conjunction with the largest media firms",creating Infomercials 

resembling entertainment programming. 

Opponents equate the growing amount of advertising with a "tidal wave" and restrictions with 

"damming" the flood. Kalle Lasn, one of the most outspoken critics of advertising, considers 

advertising ―the most prevalent and toxic of the mental pollutants. From the moment your radio 

alarm sounds in the morning to the wee hours of late-night TV microjolts of commercial 

pollution flood into your brain at the rate of around 3,000 marketing messages per day. Every 

day an estimated 12 billion display ads, 3 million radio commercials and more than 200,000 

television commercials are dumped into North America‘s collective unconscious‖. In the course 

of his life the average American watches three years of advertising on television.  

Video games incorporate products into their content. Special commercial patient channels in 

hospitals and public figures sporting temporary tattoos. A method unrecognisable as advertising 

is so-called ‗‘guerrilla marketing‘‘ which is spreading ‗buzz‘ about a new product in target 



audiences. Cash-strapped U.S. cities offer police cars for advertising. Companies buy the names 

of sports stadiums for advertising. The Hamburg soccer Volkspark stadium first became the 

AOL Arena and then the HSH Nordbank Arena. TheStuttgart Neckarstadion became the 

Mercedes-Benz Arena, the Dortmund Westfalenstadion is the Signal Iduna Park. The former 

SkyDome in Toronto was renamed Rogers Centre. 

Whole subway stations in Berlin are redesigned into product halls and exclusively leased to a 

company. Düsseldorf has "multi-sensorial" adventure transit stops equipped with loudspeakers 

and systems that spread the smell of a detergent. Swatch used beamers to project messages on 

the Berlin TV-tower and Victory column, which was fined because it was done without a permit. 

The illegality was part of the scheme and added promotion. Christopher Lasch states that 

advertising leads to an overall increase in consumptionin society; "Advertising serves not so 

much to advertise products as to promote consumption as a way of life."  

Constitutional Rights 

In the US, advertising is equated with constitutionally guaranteed freedom of opinion and 

speech. Therefore any attempt to restrict or ban advertising is almost always considered to be an 

attack on fundamental rights. 

―Currently or in the near future, any number of cases are and will be working their way through 

the court system that would seek to prohibit any government regulation of... commercial speech 

(e.g. advertising or food labelling) on the grounds that such regulation would violate citizens‘ 

and corporations‘ First Amendment rights to free speech or free press.‖ 

 An example for this debate is advertising for tobacco or alcohol but also advertising by mail or 

fliers (clogged mail boxes), advertising on the phone, in the Internet and advertising for children. 

Various legal restrictions concerning spamming, advertising on mobile phones, when addressing 

children, tobacco, alcohol have been introduced by the US, the EU and other countries. 

McChesney argues, that the government deserves constant vigilance when it comes to such 

regulations, but that it is certainly not "the only antidemocratic force in our society. Corporations 

and the wealthy enjoy a power every bit as immense as that enjoyed by the lords and royalty of 

feudal times" and "markets are not value-free or neutral; they not only tend to work to the 



advantage of those with the most money, but they also by their very nature emphasize profit over 

all else. Hence, today the debate is over whether advertising or food labelling, or campaign 

contributions are speech... if the rights to be protected by the First Amendment can only be 

effectively employed by a fraction of the citizenry, and their exercise of these rights gives them 

undue political power and undermines the ability of the balance of the citizenry to exercise the 

same rights and/or constitutional rights, then it is not necessarily legitimately protected by the 

First Amendment." "Those with the capacity to engage in free press are in a position to 

determine who can speak to the great mass of citizens and who cannot". 

Georg Franck at Vienna University of Technology, says that advertising is part of what he calls 

"mental capitalism", taking up a term (mental) which has been used by groups concerned with 

the mental environment, such as Adbusters. Franck blends the "Economy of Attention" with 

Christopher Lasch‘s culture of narcissism into the mental capitalism: In his essay "Advertising at 

the Edge of the Apocalypse", Sut Jhally writes: "20th century advertising is the most powerful 

and sustained system of propaganda inhuman history and its cumulative cultural effects, unless 

quickly checked, will be responsible for destroying the world as we know it.  

Costs 

Advertising has developed into a billion-dollar business. In 2006, 391 billion US dollars were 

spent worldwide for advertising. In Germany, the advertising industry contributes 1.5% of the 

gross national income. Advertising is considered to raise consumption. 

Attention and attentiveness have become a new commodity for which a market developed. "The 

amount of attention that is absorbed by the media and redistributed in the competition for quotas 

and reach is not identical with the amount of attention, that is available in society. The total 

amount circulating in society is made up of the attention exchanged among the people 

themselves and the attention given to media information. Only the latter is homogenised by 

quantitative measuring and only the latter takes on the character of an anonymous currency." 

According to Franck, any surface of presentation that can guarantee a certain degree of 

attentiveness works as magnet for attention, for example, media which are actually meant for 

information and entertainment, culture and the arts, public space etc. It is this attraction which is 

sold to the advertising business. The German Advertising Association stated that in 2007, 30.78 



billion Euros were spent on advertising in Germany, 26% in newspapers, 21% on television, 

15% by mail and 15% in magazines. In 2002 there were 360,000 people employed in the 

advertising business. The Internet revenues for advertising doubled to almost 1 billion Euros 

from 2006 to 2007, giving it the highest growth rates. 

Spiegel-Online reported that in the US in 2008 for the first time more money was spent for 

advertising on Internet (105.3 billion US dollars) than on television (98.5 billion US dollars). 

The largest amount in 2008 was spent in the print media (147 billion US dollars). Not included 

are indirect advertising campaigns such as sales, rebates and price reductions. Few consumers 

are aware of the fact that they are the ones paying for every cent spent for public relations, 

advertisements, rebates, packaging etc., since they ordinarily get included in the price 

calculation. 

Influence 

The most important element of advertising is not information but suggestion – more or less 

making use of associations, emotions and drives in the subconscious, such as sex drive, herd 

instinct, desires such as happiness, health, fitness, appearance, self-esteem, reputation, belonging, 

social status, identity, adventure, distraction, reward, fears such as illness, weaknesses, 

loneliness, need, uncertainty, security or of prejudices, learned opinions and comforts. "All 

human needs, relationships, and fears – the deepest recesses of the human psyche – become mere 

means for the expansion of the commodity universe under the force of modern marketing. With 

the rise to prominence of modern marketing, commercialism – the translation of human relations 

into commodity relations – although a phenomenon intrinsic to capitalism, has expanded 

exponentially." Cause-related marketing in which advertisers link their product to some worthy 

social cause has boomed over the past decade. 

Advertising uses the model role of celebrities or popular figures and makes deliberate use of 

humor as well as of associations with color, tunes, certain names and terms. These are factors of 

how one perceives himself and one's self-worth. In his description of 'mental capitalism' Franck 

says, "the promise of consumption making someone irresistible is the ideal way of objects and 

symbols into a person‘s subjective experience. Evidently, in a society in which revenue of 

attention moves to the fore, consumption is drawn by one's self-esteem. As a result, consumption 



becomes 'work' on a person‘s attraction. From the subjective point of view, this 'work' opens 

fields of unexpected dimensions for advertising. Advertising takes on the role of a life councillor 

in matters of attraction. The cult around one‘s own attraction is what Christopher Lasch 

described as 'Culture of Narcissism'.‖  

For advertising critics another serious problem is that, "the long standing notion of separation 

between advertising and editorial/creative sides of media is rapidly crumbling" and advertising is 

increasingly hard to tell apart from news, information or entertainment. The boundaries between 

advertising and programming are becoming blurred. According to the media firms all this 

commercial involvement has no influence over actual media content, but as McChesney puts it, 

"this claim fails to pass even the most basic giggle test, it is so preposterous."  

Advertising draws "heavily on psychological theories about how to create subjects, enabling 

advertising and marketing to take on a 'more clearly psychological tinge'. Increasingly, the 

emphasis in advertising has switched from providing 'factual' information to the symbolic 

connotations of commodities, since the crucial cultural premise of advertising is that the material 

object being sold is never in itself enough. Even those commodities providing for the most 

mundane necessities of daily life must be imbued with symbolic qualities and culturally endowed 

meanings via the 'magic system' of advertising. In this way and by altering the context in which 

advertisements appear, things 'can be made to mean 'just about anything' and the 'same' things 

can be endowed with different intended meanings for different individuals and groups of people, 

thereby offering mass produced visions of individualism.‖  

Before advertising is done, market research institutions need to know and describe the target 

group to exactly plan and implement the advertising campaign and to achieve the best possible 

results. A whole array of sciences directly deal with advertising and marketing or are used to 

improve its effects. Focus groups, psychologists and cultural anthropologists are ‗‘‘de rigueur‘‘‘ 

in marketing research‖. Vast amounts of data on persons and their shopping habits are collected, 

accumulated, aggregated and analysed with the aid of credit cards, bonus cards, raffles and 

internet surveying. With increasing accuracy this supplies a picture of behaviour, wishes and 

weaknesses of certain sections of a population with which advertisement can be employed more 

selectively and effectively. 



The efficiency of advertising is improved through advertising research. Universities, of course 

supported by business and in co-operation with other disciplines, mainly Psychiatry, 

Anthropology, Neurology and behavioural sciences, are constantly in search for ever more 

refined, sophisticated, subtle and crafty methods to make advertising more effective. 

―Neuromarketing is a controversial new field of marketing which uses medical technologies such 

as functional Magnetic Resonance Imaging (fMRI)—not to heal, but to sell products. 

Advertising and marketing firms have long used the insights and research methods of 

psychology in order to sell products, of course. But today these practices are reaching epidemic 

levels, and with complicity on the part of the psychological profession that exceeds that of the 

past. The result is an enormous advertising and marketing onslaught that comprises, arguably, 

the largest single psychological project ever undertaken. Yet, this great undertaking remains 

largely ignored by the American Psychological Association.‖ Robert McChesney calls it "the 

greatest concerted attempt at psychological manipulation in all of human history."  

Media & Corporate Censorship 

Almost all mass media are advertising media and many of them are exclusively advertising 

media and, with the exception of public service broadcasting are privately owned. Their income 

is predominantly generated through advertising; in the case of newspapers and magazines from 

50 to 80%. Public service broadcasting in some countries can also heavily depend on advertising 

as a source of income (up to 40%).In the view of critics no media that spreads advertisements 

can be independent and the higher the proportion of advertising, the higher the dependency. This 

dependency has ―distinct implications for the nature of media content…. In the business press, 

the media are often referred to in exactly the way they present themselves in their candid 

moments: as a branch of the advertising industry.‖  

In addition, the private media are increasingly subject to mergers and concentration with 

property situations often becoming entangled and opaque. This development, which Henry A. 

Giroux calls an ―ongoing threat to democratic culture‖, by itself should suffice to sound all 

alarms in a democracy. Five or six advertising agencies dominate this 400 billion U.S. dollar 

global industry. 



―Journalists have long faced pressure to shape stories to suit advertisers and owners …. the vast 

majority of TV station executives found their news departments ‗cooperative‘ in shaping the 

news to assist in ‗non-traditional revenue development.‖ Negative and undesired reporting can 

be prevented or influenced when advertisers threaten to cancel orders or simply when there is a 

danger of such a cancellation. Media dependency and such a threat become very real when there 

is only one dominant or very few large advertisers. The influence of advertisers is not only in 

regard to news or information on their own products or services but expands to articles or shows 

not directly linked to them. In order to secure their advertising revenues the media have to create 

the best possible ‗advertising environment‘. Another problem considered censorship by critics is 

the refusal of media to accept advertisements that are not in their interest. A striking example of 

this is the refusal of TV stations to broadcast ads by Adbusters. Groups try to place 

advertisements and are refused by networks.  

It is principally the viewing rates which decide upon the programme in the private radio and 

television business. ―Their business is to absorb as much attention as possible. The viewing rate 

measures the attention the media trades for the information offered. The service of this attraction 

is sold to the advertising business‖ and the viewing rates determine the price that can be 

demanded for advertising. 

―Advertising companies determining the contents of shows has been part of daily life in the USA 

since 1933. Procter & Gamble (P&G) …. offered a radio station a history-making trade (today 

known as ―bartering‖): the company would produce an own show for ―free‖ and save the radio 

station the high expenses for producing contents. Therefore the company would want its 

commercials spread and, of course, its products placed in the show. Thus, the series ‗Ma Perkins‘ 

was created, which P&G skilfully used to promote Oxydol, the leading detergent brand in those 

years and the Soap opera was born …‖ 

While critics basically worry about the subtle influence of the economy on the media, there are 

also examples of blunt exertion of influence. The US company Chrysler, before it merged with 

Daimler Benz had its agency (PentaCom) send out a letter to numerous magazines, demanding 

that they send an overview of all the topics before the next issue was published, to ―avoid 

potential conflict‖. Chrysler most of all wanted to know if there would be articles with ―sexual, 

political or social‖ content, or which could be seen as ―provocative or offensive‖. PentaCom 



executive David Martin said: ―Our reasoning is, that anyone looking at a 22.000 $ product would 

want it surrounded by positive things. There is nothing positive about an article on child 

pornography.‖ In another example, the USA Network held top-level‚ off-the-record meetings 

with advertisers in 2000 to let them tell the network what type of programming content they 

wanted in order for USA to get their advertising.‖ Television shows are created to accommodate 

the needs of advertising, e.g. splitting them up in suitable sections. Their dramaturgy is typically 

designed to end in suspense or leave an unanswered question in order to keep the viewer 

attached. 

The movie system, at one time outside the direct influence of the broader marketing system, is 

now fully integrated into it through the strategies of licensing, tie-ins and product placements. 

The prime function of many Hollywood films today is to aid in the selling of the immense 

collection of commodities. The press called the 2002 Bond film ‗Die Another Day‘ featuring 24 

major promotional partners an ‗ad-venture‘ and noted that James Bond ―now has been ‗licensed 

to sell‘‖ As it has become standard practice to place products in motion pictures, it ―has self-

evident implications for what types of films will attract product placements and what types of 

films will therefore be more likely to get made‖.  

Advertising and information are increasingly hard to distinguish from each other. ―The borders 

between advertising and media …. become more and more blurred…. What August Fischer, 

chairman of the board of Axel Springer publishing company considers to be a ‗proven 

partnership between the media and advertising business‘ critics regard as nothing but the 

infiltration of journalistic duties and freedoms‖. According to RTL Group former executive 

Helmut Thoma ―private stations shall not and cannot serve any mission but only the goal of the 

company which is the ‗acceptance by the advertising business and the viewer‘. The setting of 

priorities in this order actually says everything about the ‗design of the programmes‘ by private 

television.‖ Patrick Le Lay, former managing director of TF1, a private French television 

channel with a market share of 25 to 35%, said: "There are many ways to talk about television. 

But from the business point of view, let‘s be realistic: basically, the job of TF1 is, e. g. to help 

Coca Cola sell its product. (…) For an advertising message to be perceived the brain of the 

viewer must be at our disposal. The job of our programmes is to make it available, that is to say, 



to distract it, to relax it and get it ready between two messages. It is disposable human brain time 

that we sell to Coca Cola.‖  

Because of these dependencies, a widespread and fundamental public debate about advertising 

and its influence on information and freedom of speech is difficult to obtain, at least through the 

usual media channels: it would saw off the branch it was sitting on. ―The notion that the 

commercial basis of media, journalism, and communication could have troubling implications 

for democracy is excluded from the range of legitimate debate‖ just as ―capitalism is off-limits as 

a topic of legitimate debate in US political culture‖.  

An early critic of the structural basis of US journalism was Upton Sinclair with his novel The 

Brass Check in which he stresses the influence of owners, advertisers, public relations, and 

economic interests on the media. In his book ―Our Master's Voice – Advertising‖ the social 

ecologist James Rorty (1890–1973) wrote: "The gargoyle‘s mouth is a loudspeaker, powered by 

the vested interest of a two-billion dollar industry, and back of that the vested interests of 

business as a whole, of industry, of finance. It is never silent, it drowns out all other voices, and 

it suffers no rebuke, for it is not the voice of America? That is its claim and to some extent it is a 

just claim...‖ 

It has taught us how to live, what to be afraid of, what to be proud of, how to be beautiful, how to 

be loved, how to be envied, how to be successful.. Is it any wonder that the American population 

tends increasingly to speak, think, feel in terms of this jabberwocky? That the stimuli of art, 

science, religion are progressively expelled to the periphery of American life to become marginal 

values, cultivated by marginal people on marginal time?"  

Culture & Sports 

Performances, exhibitions, shows, concerts, conventions and most other events can hardly take 

place without sponsoring. The increasing lack arts and culture they buy the service of attraction. 

Artists are graded and paid according to their art‘s value for commercial purposes. Corporations 

promote renowned artists, thereby getting exclusive rights in global advertising campaigns. 

Broadway shows like ‗La Bohème‘ featured commercial props in their sets. 



 Advertising itself is extensively considered to be a contribution to culture. Advertising is 

integrated into fashion. On many pieces of clothing the company logo is the only design or is an 

important part of it. There is only a little room left outside the consumption economy, in which 

culture and art can develop independently and where alternative values can be expressed. A last 

important sphere, the universities, is under strong pressure to open up for business and its 

interests. 

Competitive sports have become unthinkable without sponsoring and there is a mutual 

dependency. High income with advertising is only possible with a comparable number of 

spectators or viewers. On the other hand, the poor performance of a team or a sportsman results 

in less advertising revenues. Jürgen Hüther and Hans-Jörg Stiehler talk about a ‗Sports/Media 

Complex which is a complicated mix of media, agencies, managers, sports promoters, 

advertising etc. with partially common and partially diverging interests but in any case with 

common commercial interests. The media presumably is at centre stage because it can supply the 

other parties involved with a rare commodity, namely (potential) public attention. In sports ―the 

media are able to generate enormous sales in both circulation and advertising.‖ 

 ―Sports sponsorship is acknowledged by the tobacco industry to be valuable advertising. A 

Tobacco Industry journal in 1994 described the Formula One car as ‗The most powerful 

advertising space in the world‘. …. In a cohort study carried out in 22 secondary schools in 

England in 1994 and 1995 boys whose favourite television sport was motor racing had a 12.8% 

risk of becoming regular smokers compared to 7.0% of boys who did not follow motor racing.‖ 

Not the sale of tickets but transmission rights, sponsoring and merchandising in the meantime 

make up the largest part of sports association‘s and sports club‘s revenues with the IOC 

(International Olympic Committee) taking the lead. The influence of the media brought many 

changes in sports including the admittance of new ‗trend sports‘ into the Olympic Games, the 

alteration of competition distances, changes of rules, animation of spectators, changes of sports 

facilities, the cult of sports heroes who quickly establish themselves in the advertising and 

entertaining business because of their media value and last but not least, the naming and 

renaming of sport stadiums after big companies. ―In sports adjustment into the logic of the media 

can contribute to the erosion of values such as equal chances or fairness, to excessive demands 

on athletes through public pressure and multiple exploitation or to deceit (doping, manipulation 



of results …). It is in the very interest of the media and sports to counter this danger because 

media sports can only work as long as sport exists.  

Public Space 

Every visually perceptible place has potential for advertising. Especially urban areas with their 

structures but also landscapes in sight of thoroughfares are more and more turning into media for 

advertisements. Signs, posters, billboards, flags have become decisive factors in the urban 

appearance and their numbers are still on the increase. ―Outdoor advertising has become 

unavoidable. Traditional billboards and transit shelters have cleared the way for more pervasive 

methods such as wrapped vehicles, sides of buildings, electronic signs, kiosks, taxis, posters, 

sides of buses, and more. Digital technologies are used on buildings to sport ‗urban wall 

displays‘. In urban areas commercial content is placed in our sight and into our consciousness 

every moment we are in public space. The German Newspaper ‗Zeit‘ called it a new kind of 

‗dictatorship that one cannot escape‘. Over time, this domination of the surroundings has become 

the ―natural‖ state. Through long-term commercial saturation, it has become implicitly 

understood by the public that advertising has the right to own, occupy and control every inch of 

available space. The steady normalization of invasive advertising dulls the public‘s perception of 

their surroundings, re-enforcing a general attitude of powerlessness toward creativity and 

change, thus a cycle develops enabling advertisers to slowly and consistently increase the 

saturation of advertising with little or no public outcry.‖  

The massive optical orientation toward advertising changes the function of public spaces which 

are utilised by brands. Urban landmarks are turned into trademarks. The highest pressure is 

exerted on renown and highly frequented public spaces which are also important for the identity 

of a city (e.g. Piccadilly Circus, Times Square, Alexanderplatz). Urban spaces are public 

commodities and in this capacity they are subject to ―aesthetical environment protection‖, mainly 

through building regulations, heritage protection and landscape protection. ―It is in this capacity 

that these spaces are now being privatised. They are peppered with billboards and signs, they are 

remodelled into media for advertising.‖  

 

 



Sexism, discrimination and stereotyping 

―Advertising has an ―agenda setting function‖ which is the ability, with huge sums of money, to 

put consumption as the only item on the agenda. In the battle for a share of the public conscience 

this amounts to non-treatment (ignorance) of whatever is not commercial and whatever is not 

advertised for. 

With increasing force advertising makes itself comfortable in the private sphere so that the voice 

of commerce becomes the dominant way of expression in society.‖ Advertising critics see 

advertising as the leading light in our culture. Sut Jhally and James Twitchell go beyond 

considering advertising as kind of religion and that advertising even replaces religion as a key 

institution.  

"Corporate advertising (or commercial media) is the largest single psychological project ever 

undertaken by the human race. Yet for all of that, its impact on us remains unknown and largely 

ignored. When I think of the media‘s influence over years, over decades, I think of those 

brainwashing experiments conducted by Dr. Ewen Cameron in a Montreal psychiatric hospital in 

the 1950s (see MKULTRA). The idea of the CIA-sponsored "depatterning" experiments was to 

outfit conscious, unconscious or semiconscious subjects with headphones, and flood their brains 

with thousands of repetitive "driving" messages that would alter their behaviour over 

time….Advertising aims to do the same thing." 

 Advertising is especially aimed at young people and children and it increasingly reduces young 

people to consumers. For Sut Jhally it is not ―surprising that something this central and with so 

much being expended on it should become an important presence in social life. Indeed, 

commercial interests intent on maximizing the consumption of the immense collection of 

commodities have colonized more and more of the spaces of our culture. For instance, almost the 

entire media system (television and print) has been developed as a delivery system for marketers, 

and its prime function is to produce audiences for sale to advertisers. Both the advertisements it 

carries and the editorial matter that acts as a support for it celebrate the consumer society. The 

movie system, at one time outside the direct influence of the broader marketing system, is now 

fully integrated into it through the strategies of licensing, tie-ins and product placements. The 

prime function of many Hollywood films today is to aid in the selling of the immense collection 



of commodities. As public funds are drained from the non-commercial cultural sector, art 

galleries, museums and symphonies bid for corporate sponsorship.‖ In the same way effected is 

the education system and advertising is increasingly penetrating schools and universities. Cities, 

such as New York, accept sponsors for public playgrounds. ―Even the pope has been 

commercialized … The pope‘s 4-day visit to Mexico in …1999 was sponsored by Frito-Lay and 

PepsiCo. The industry is accused of being one of the engines powering a convoluted economic 

mass production system which promotes consumption. As far as social effects are concerned it 

does not matter whether advertising fuels consumption but which values, patterns of behaviour 

and assignments of meaning it propagates. Advertising is accused of hijacking the language and 

means of pop culture, of protest movements and even of subversive criticism and does not shy 

away from scandalizing and breaking taboos (e.g. Benneton). This in turn incites counter action, 

what Kalle Lasn in 2001 called ‗‘Jamming the Jam of the Jammers‘‘. Anything goes. ―It is a 

central social-scientific question what people can be made to do by suitable design of conditions 

and of great practical importance. For example, from a great number of experimental 

psychological experiments it can be assumed, that people can be made to do anything they are 

capable of, when the according social condition can be created.‖ 

 Advertising often uses stereotype gender specific roles of men and women reinforcing existing 

clichés and it has been criticized as ―inadvertently or even intentionally promoting sexism, 

racism, heterosexualism, ableism, ageism, et cetera… At very least, advertising often reinforces 

stereotypes by drawing on recognizable "types" in order to tell stories in a single image or 30 

second time frame.‖ Activities are depicted as typical male or female (stereotyping). In addition, 

people are reduced to their sexuality or equated with commodities and gender specific qualities 

are exaggerated. Sexualized female bodies, but increasingly also males, serve as eye-catchers. 

In advertising, it is usually a woman that is depicted as 

• a servant of men and children that reacts to the demands and complaints of her loved ones 

with a bad conscience and the promise for immediate improvement (wash, food) 

• a sexual or emotional play toy for the self-affirmation of men 

• a technically totally clueless being that can only manage a childproof operation 



• female expert, but stereotype from the fields of fashion, cosmetics, food or at the most, 

medicine 

• as ultra thin 

• doing ground-work for others, e.g. serving coffee while a journalist interviews a 

politician 

A large portion of advertising deals with the promotion of products in a way that defines an 

"ideal" body image. This objectification greatly affects women; however, men are also affected. 

Women and men in advertising are frequently portrayed in unrealistic and distorted images that 

set a standard for what is considered "beautiful," "attractive" or "desirable." Such imagery does 

not allow for what is found to be beautiful in various cultures or to the individual. It is 

exclusionary, rather than inclusive, and consequently, these advertisements promote a negative 

message about body image to the average person. Because of this form of media, girls, boys, 

women and men may feel under high pressure to maintain an unrealistic and often unhealthy 

body weight or even to alter their physical appearance cosmetically or surgically in minor to 

drastic ways. 

The EU parliament passed a resolution in 2008 that advertising may not be discriminating and 

degrading. This shows that politicians are increasingly concerned about the negative impacts of 

advertising. However, the benefits of promoting overall health and fitness are often overlooked. 

Men are also negatively portrayed as incompetent and the butt of every joke in advertising. 

Children and adolescents 

Business is interested in children and adolescents because of their buying power and because of 

their influence on the shopping habits of their parents. As they are easier to influence they are 

especially targeted by the advertising business. 

Children ―represent three distinct markets: 

1. Primary Purchasers ($2.9 billion annually) 

2. Future Consumers (Brand-loyal adults) 



3. Purchase Influencers ($20 billion annually) 

Kids will carry forward brand expectations, whether positive, negative, or indifferent. Kids are 

already accustomed to being catered to as consumers. The long term prize: Loyalty of the kid 

translates into a brand loyal adult customer‖ 

 "Kids represent an important demographic to marketers because they have their own purchasing 

power, they influence their parents' buying decisions and they're the adult consumers of the 

future."  Advertising for other products preferably uses media with which they can also reach the 

next generation of consumers. ―Key advertising messages exploit the emerging independence of 

young people‖. 

Children's exposure to advertising 

The children‘s market, where resistance to advertising is weakest, is the ―pioneer for ad creep‖. 

One example is product placement. ―Product placements show up everywhere, and children 

aren't exempt. Far from it. The animated film, Foodfight, had ‗thousands of products and 

character icons from the familiar (items) in a grocery store.‘ Children's books also feature 

branded items and characters, and millions of them have snack foods as lead characters. 

The average Canadian child sees 350,000 TV commercials before graduating from high school, 

spends nearly as much time watching TV as attending classes. In 1980 the Canadian province of 

Quebec banned advertising for children under age 13. ―In upholding the consititutional validity 

of the Quebec Consumer Protection Act restrictions on advertising to children under age 13 (in 

the case of a challenge by a toy company) the Court held: ‗...advertising directed at young 

children is per se manipulative. Such advertising aims to promote products by convincing those 

who will always believe.‘‖ Norway (ads directed at children under age 12), and Sweden 

(television ads aimed at children under age 12) also have legislated broad bans on advertising to 

children, during child programmes any kind of advertising is forbidden in Sweden, Denmark, 

Austria and Flemish Belgium. In Greece there is no advertising for kids products from 7 to 22 h. 

An attempt to restrict advertising directed at children in the US failed with reference to the First 

Amendment. In Spain bans are also considered undemocratic.  



Web sites targeted to children may also display advertisements, though there are fewer ads on 

non-profit web sites than on for-profit sites and those ads were less likely to contain enticements. 

However, even ads on non-profit sites may link to sites that collect personal information.  

Food advertising 

Makers sweets, ice cream, and breakfast foods often aim their promotion at children and 

adolescents. For example, an ad for a breakfast cereal on a channel aimed at adults will have 

music that is a soft ballad, whereas on a channel aimed at children, the same ad will use a catchy 

rock jingle of the same song to aim at kids. ―The marketing industry is facing increased pressure 

over claimed links between exposure to food advertising and a range of social problems, 

especially growing obesity levels.‖ "Fast food chains spend more than 3 billion dollars a year on 

advertising, much of it aimed at children...Restaurants offer incentives such as playgrounds, 

contests, clubs, games, and free toys and other merchandise related to movies, TV shows and 

even sports leagues." These businesses are constantly reaping the benefits of this child 

manipulation. In 2006 forty four of the largest U.S food industries spent about 2billion dollars on 

advertising, which mainly consisted of unhealthy, sugary and fatty foods. Such massive 

advertising has a detrimental effect on children and it heavily influences their diets. Extensive 

research proves that most of the food consumed between ages of 2–18 is low in nutrients. Facing 

a lot of pressure from health industries and laws, such as Children's Food and Beverage 

Advertising initiative, food marketers were forced to tweak and limit their advertising strategies. 

Despite regulations, a 2009 report shows that three quarters of all food advertising during 

children's television programs were outside of law's boundaries. Government attempts to put a 

heavy burden on food marketers in order to prevent the issue, but food marketers enjoy the 

benefits of the First Amendment which limits government's power to prevent advertising against 

children. Federal Trade Commission states that children between the ages of 2-11 on daily 

average see 15 food based commercials on television. Most of these commercial involve high 

sugar and high fat foods, which adds to the problem of childhood obesity. An experiment that 

took place in a summer camp, where researches showed food advertisements to children between 

ages 5–8 for two weeks. The outcome-what kids chose to eat at a cafeteria were the ads they saw 

on TV over the two weeks.  

 



Cigarettes and alcohol advertising 

In advertisements, cigarettes ―are used as a fashion accessory and appeal to young women. Other 

influences on young people include the linking of sporting heroes and smoking through sports 

sponsorship, the use of cigarettes by popular characters in television programmes and cigarette 

promotions. Research suggests that young people are aware of the most heavily advertised 

cigarette brands.‖ Alcohol is portrayed in advertising similarly to smoking, ―Alcohol ads 

continue to appeal to children and portrayals of alcohol use in the entertainment media are 

extensive‖. The consumption of alcohol is glamorized and shown without consequences in 

advertisements, music, magazines, television, film, etc. The advertisements include alcoholic 

beverages with colorful packaging and sweet tasting flavors, catering to the interests and likes of 

children and teens. The alcohol industry has a big financial stake in underage drinking, hoping to 

gain lifelong customers. Therefore, the media are overrun with alcohol ads which appeal to 

children, involving animal characters, popular music, and comedy. 

 ―Kids are among the most sophisticated observers of ads. They can sing the jingles and identify 

the logos, and they often have strong feelings about products. What they generally don't 

understand, however, are the issues that underlie how advertising works. Mass media are used 

not only to sell goods but also ideas: how we should behave, what rules are important, who we 

should respect and what we should value.‖ 

 Opposition & Compaigns against advertising 

According to critics, the total commercialization of all fields of society, the privatization of 

public space, the acceleration of consumption and waste of resources including the negative 

influence on lifestyles and on the environment has not been noticed to the necessary extent. The 

"hyper-commercialization of the culture is recognized and roundly detested by the citizenry, 

although the topic scarcely receives a whiff of attention in the media or political culture." 

 "The greatest damage done by advertising is precisely that it incessantly demonstrates the 

prostitution of men and women who lend their intellects, their voices, their artistic skills to 

purposes in which they themselves do not believe, and …. that it helps to shatter and ultimately 

destroy our most precious non-material possessions: the confidence in the existence of 

meaningful purposes of human activity and respect for the integrity of man." 



"The struggle against advertising is therefore essential if we are to overcome the pervasive 

alienation from all genuine human needs that currently plays such a corrosive role in our society. 

But in resisting this type of hyper-commercialism we should not be under any illusions. 

Advertising may seem at times to be an almost trivial if omnipresent aspect of our economic 

system. Yet, as economist A. C. Pigou pointed out, it could only be ‗removed altogether‘ if 

‗conditions of monopolistic competition‘ inherent to corporate capitalism were removed. To 

resist it is to resist the inner logic of capitalism itself, of which it is the pure expression."  

"Visual pollution, much of it in the form of advertising, is an issue in all the world's large cities. 

But what is pollution to some is a vibrant part of a city's fabric to others. New York City without 

Times Square's huge digital billboards or Tokyo without the Ginza's commercial panorama is 

unthinkable. Piccadilly Circus would be just a London roundabout without its signage. Still, 

other cities, like Moscow, have reached their limit and have begun to crack down on over-the-top 

outdoor advertising. 

 "Many communities have chosen to regulate billboards to protect and enhance their scenic 

character. The following is by no means a complete list of such communities, but it does give a 

good idea of the geographic diversity of cities, counties and states that prohibit new construction 

of billboards. Scenic America estimates the nationwide total of cities and communities 

prohibiting the construction of new billboards to be at least 1500. 

"A number of states in the US prohibit all billboards: 

• Vermont – Removed all billboards in 1970s 

• Hawaii – Removed all billboards in 1920s 

• Maine – Removed all billboards in 1970s and early 80s 

• Alaska – State referendum passed in 1998 prohibits billboards 

• Almost two years ago the city of São Paulo, Brazil, ordered the downsizing or removal of 

all billboards and most other forms of commercial advertising in the city." 



•  Technical appliances, such as Spam filters, TV-Zappers, ad blockers for TVs and 

stickers on mail boxes—―No Advertising‖—and an increasing number of court cases indicate a 

growing interest of people to restrict or rid themselves of unwelcome advertising. 

Consumer protection associations, environment protection groups, globalization opponents, 

consumption critics, sociologists, media critics, scientists and many others deal with the negative 

aspects of advertising. ―Antipub‖ in France, ―subvertising‖, culture jammingand adbusting have 

become established terms in the anti-advertising community. On the international level 

globalization critics such asNaomi Klein and Noam Chomsky are also renowned media and 

advertising critics. These groups criticize the complete occupation of public spaces, surfaces, the 

airwaves, the media, schools etc. and the constant exposure of almost all senses to advertising 

messages, the invasion of privacy, and that only few consumers are aware that they themselves 

are bearing the costs for this to the very last penny. Some of these groups, such as the Billboard 

Liberation Front Creative Group in San Francisco or Adbusters inVancouver, Canada, have 

manifestos. Grassroots organizations campaign against advertising or certain aspects of it in 

various forms and strategies and quite often have different roots. Adbusters, for example contests 

and challenges the intended meanings of advertising by subverting them and creating unintended 

meanings instead. Other groups, like Illegal Signs Canada, try to stem the flood of billboards by 

detecting and reporting ones that have been put up without permit. Examples for various groups 

and organizations in different countries are L'association Résistance à l'Aggression Publicitaire 

in France, where media critic Jean Baudrillard is a renowned author. The Anti Advertising 

Agency works with parody and humour to raise awareness about advertising, and Commercial 

Alert campaigns for the protection of children, family values, community, environmental 

integrity and democracy.  

Media literacy organisations aim at training people, especially children, in the workings of the 

media and advertising in their programmes. In the US, for example, the Media Education 

Foundation produces and distributes documentary films and other educational resources. 

MediaWatch, a Canadian non-profit women's organization, works to educate consumers about 

how they can register their concerns with advertisers and regulators. The Canadian ‗Media 

Awareness Network/Réseau éducation médias‘ offers one of the world‘s most comprehensive 

collections of media education and Internet literacy resources. Its member organizations 



represent the public, non-profit but also private sectors. Although it stresses its independence, it 

accepts financial support from Bell Canada, CTVglobemedia, Canwest, Telus and S-VOX.  

To counter the increasing criticism of advertising aiming at children media literacy organizations 

are also initiated and funded by corporations and the advertising business themselves. In the US 

the Advertising Educational Foundation was created in 1983 supported by ad agencies, 

advertisers and media companies. It is the "advertising industry's provider and distributor of 

educational content to enrich the understanding of advertising and its role in culture, society and 

the economy,"[84] sponsored for example by American Airlines, Anheuser-Busch, Campbell 

Soup, Coca-Cola, Colgate-Palmolive, Disney, Ford, General Foods, General Mills, Gillette, 

Heinz,Johnson & Johnson, Kellogg's, Kraft, Nabisco, Nestlé, Philip Morris, Quaker Oats, 

Schering, Sterling, Unilever, Warner Lambert, advertising agencies like Saatchi & Saatchi, and 

media companies like ABC, CBS, Capital Cities Communications, Cox Enterprises,Forbes, 

Hearst, Meredith, The New York Times, RCA/NBC, Reader's Digest, Time, and The 

Washington Post, just to mention a few. 

Canadian businesses established Concerned Children's Advertisers in 1990 "to instill confidence 

in all relevant publics by actively demonstrating our commitment, concern, responsibility and 

respect for children." Members are CanWest, Corus, CTV, General Mills, Hasbro, Hershey‘s, 

Kellogg‘s, Loblaw, Kraft, Mattel, McDonald‘s, Nestle, Pepsi, Walt Disney, and Weston, as well 

as almost 50 private broadcast partners and others. Concerned Children's Advertisers was an 

example for similar organizations in other countries, like ‗Media smart‘ in the United Kingdom, 

with offspring in Germany, France, the Netherlands and Sweden. New Zealand has a similar 

business-funded programme called Willie Munchright. "While such interventions are claimed to 

be designed to encourage children to be critical of commercial messages in general, critics of the 

marketing industry suggest that the motivation is simply to be seen to address a problem created 

by the industry itself, that is, the negative social impacts to which marketing activity has 

contributed…. By contributing media literacy education resources, the marketing industry is 

positioning itself as being part of the solution to these problems, thereby seeking to avoid wide 

restrictions or outright bans on marketing communication, particularly for food products deemed 

to have little nutritional value directed at children…. The need to be seen to be taking positive 

action primarily to avert potential restrictions on advertising is openly acknowledged by some 



sectors of the industry itself…. Furthermore, Hobbs (1998) suggests that such programs are also 

in the interest of media organizations that support the interventions to reduce criticism of the 

potential negative effects of the media themselves."  

There has also been movement that began in Paris, France, called "POP_DOWN PROJECT" in 

which they equate street advertising to the annoying pop-up ads on the internet. Their goal is 

"symbolically restoring everyone's right to non-exposure". They achieve their goal by using 

stickers of the "Close Window" buttons used to close pop-up ads. 

Taxation as Revenue & Control 

Public interest groups suggest that ―access to the mental space targeted by advertisers should be 

taxed, in that at the present moment that space is being freely taken advantage of by advertisers 

with no compensation paid to the members of the public who are thus being intruded upon. This 

kind of tax would be a Pigovian tax in that it would act to reduce what is now increasingly seen 

as a public nuisance. Efforts to that end are gathering more momentum, with Arkansas and 

Maine considering bills to implement such a taxation. Florida enacted such a tax in 1987 but was 

forced to repeal it after six months, as a result of a concerted effort by national commercial 

interests, which withdrew planned conventions, causing major losses to the tourism industry, and 

cancelled advertising, causing a loss of 12 million dollars to the broadcast industry alone‖.  

In the US, for example, advertising is tax deductible and suggestions for possible limits to the 

advertising tax deduction are met with fierce opposition from the business sector, not to mention 

suggestions for a special taxation. In other countries, advertising at least is taxed in the same 

manner services are taxed and in some advertising is subject to special taxation although on a 

very low level. In many cases the taxation refers especially to media with advertising (e.g. 

Austria, Italy, Greece, Netherlands, Turkey, Estonia). Tax on advertising in European countries:  

• Belgium: Advertising or billboard tax (taxe d'affichage or aanplakkingstaks) on public 

posters depending on size and kind of paper as well as on neon signs 

• France: Tax on television commercials (taxe sur la publicité télévisée) based on the cost 

of the advertising unit 



• Italy: Municipal tax on acoustic and visual kinds of advertisements within the 

municipality (imposta communale sulla publicità) and municipal tax on signs, posters and other 

kinds of advertisements (diritti sulle pubbliche offisioni), the tariffs of which are under the 

jurisdiction of the municipalities 

• Netherlands: Advertising tax (reclamebelastingen) with varying tariffs on certain 

advertising measures (excluding ads in newspapers and magazines) which can be levied by 

municipalities depending on the kind of advertising (billboards, neon signs etc.) 

• Austria: Municipal announcement levies on advertising through writing, pictures or lights 

in public areas or publicly accessible areas with varying tariffs depending on the fee, the surface 

or the duration of the advertising measure as well as advertising tariffs on paid ads in printed 

media of usually 10% of the fee. 

• Sweden: Advertising tax (reklamskatt) on ads and other kinds of advertising (billboards, 

film, television, advertising at fairs and exhibitions, flyers) in the range of 4% for ads in 

newspapers and 11% in all other cases. In the case of flyers the tariffs are based on the 

production costs, else on the fee 

• Spain: Municipalities can tax advertising measures in their territory with a rather 

unimportant taxes and fees of various kinds. 

In his book ―When Corporations Rule the World‖ US author and globalization critic David 

Korten even advocates a 50% tax on advertising to counterattack what he calls "an active 

propaganda machinery controlled by the world's largest corporations‖ which ―constantly 

reassures us that consumerism is the path to happiness, governmental restraint of market excess 

is the cause of our distress, and economic globalization is both a historical inevitability and a 

boon to the human species."  

 

 

 

 



Chapter 9 

Advertising Regulation 

 

Advertising regulation refers to the laws and rules defining the ways in which products can be 

advertised in a particular region. Rules can define a wide number of different aspects, such as 

placement, timing, and content. In the United States, false advertising and health-related ads are 

regulated the most. Many communities have their own rules, particularly for outdoor advertising. 

Sweden and Norway prohibit domestic advertising that targets children. Some European 

countries don‘t allow sponsorship of children‘s programs, no advertisement can be aimed at 

children under the age of twelve, and there can be no advertisements five minutes before or after 

a children‘s program is aired. In the United Kingdom advertising of tobacco on television, 

billboards or at sporting events is banned. Similarly alcohol advertisers in the United Kingdom 

are not allowed to discuss in a campaign the relative benefits of drinking, in most instances 

therefore choosing to focus around the brand image and associative benefits instead of those 

aligned with consumption. There are many regulations throughout the rest of Europe as well. In 

many non-Western countries, a wide-variety of linguistic and non-linguistic strategies are used to 

mock and undermine regulations. 

Two of the most highly regulated forms of advertising are tobacco advertising and alcohol 

advertising. 

Tobacco advertising  

Tobacco advertising is the advertising of tobacco products or use (typicallycigarette smoking) by 

the tobacco industry through a variety of media including sponsorship, particularly of sporting 

events. It is now one of the most highly regulated forms of marketing. Some or all forms of 

tobacco advertising are banned in many countries. 

 

 



Campaigns 

1950–1960 

Before the 1970s, most tobacco advertising was legal in the United States and most European 

nations. In the United States, in the 1950s and 1960s, cigarette brands frequently sponsored 

television shows—most notably To Tell the Truth and I've Got a Secret. 

One of the most famous television jingles of the era came from an advertisement for Winston 

cigarettes. The slogan "Winston tastes good like a cigarette should!" proved to be catchy, and is 

still quoted today. When used to introduceGunsmoke (gun = smoke), two gun shots were heard 

in the middle of the jingle just when listeners were expecting to hear the word "cigarette". Other 

popular slogans from the 1960s were "Us Tareyton smokers would rather fight than switch!" 

which was used to advertise Tareyton cigarettes, and "I'd Walk a Mile for a Camel". 

In 1954, tobacco companies ran the ad "A Frank Statement." The ad was the first in a campaign 

to dispute reports that smoking cigarettes could cause lung cancer and had other dangerous 

health effects.  

In the 1950s, manufacturers began adding filter tips to cigarettes to remove some of the tar and 

nicotine as they were smoked. "Safer," "less potent" cigarette brands were also introduced. Light 

cigarettes became so popular that, as of 2004, half of American smokers preferred them over 

regular cigarettes,. According to The Federal Government‘s National Cancer Institute (NCI), 

light cigarettes provide no benefit to smokers' health.  

In 1964, Smoking and Health: Report of the Advisory Committee to the Surgeon General of the 

United States was published. It was based on over 7000 scientific articles that linked tobacco use 

with cancer and other diseases. This report led to laws requiring warning labels on tobacco 

products and to restrictions on tobacco advertisements. As these began to come into force, 

tobacco marketing became more subtle, with sweets shaped like cigarettes put on the market, and 

a number of advertisements designed to appeal to children, particularly those featuring Joe 

Camel resulting in increased awareness and uptake of smoking among children. However, 

restrictions did have an effect on adult quit rates, with its use declining to the point that by 2004, 

nearly half of all Americans who had ever smoked had quit.  



Targeting youth 

Prior to 1964, many of the cigarette companies advertised their brand by falsely claiming that 

their product did not have serious health risks. A couple of examples would be "Play safe with 

Philip Morris" and "More doctors smoke Camels". Such claims were made both to increase the 

sales of their product and to combat the increasing public knowledge of smoking's negative 

health effects.  

Much cigarette advertising was intended to target youth. Major cigarette companies would 

advertise their brand in popular TV shows such as The Flintstones and The Beverly Hillbillies, 

which were watched by many children and teens. In 1964, after facing much pressure from the 

public, The Cigarette Advertising Code was created by the Tobacco companies, which prohibited 

advertising directed to youth.  

The use of celebrities and famous athletes would also encourage smoking for youth. Popular 

movie star Bob Hope was used to advertise for cigarette companies. The African-American 

magazine Ebony often used athletes to advertise major cigarette brands.  

Customer loyalty 

Tobacco companies use advertising to drive brand awareness and brand preference amongst 

smokers, in order to drive sales and to increase brand and customer loyalty. One of the original 

forms of this was the inclusion of cigarette cards, a collectible set of ephemera. 

Target Market 

The intended audience of tobacco advertising has changed throughout the years, with some 

brands specifically targeted towards a particular demographic. According to Reynolds American 

Inc, the Joe Camel campaign in the United States was created to advertise Camel brand to young 

adult smokers. Class action plaintiffs and politicians described the Joe Camel images as a 

"cartoon" intended to advertise the product to people below the legal smoking age. Under 

pressure from various anti-smoking groups, the Federal Trade Commission, and the U.S. 

Congress, Camel ended the campaign on 10 July 1997. 



Tobacco companies have frequently targeted the female market, seeing it as a potential growth 

area as the largest market segment has traditionally been male. The introduction of the 1960s 

Virginia Slims brand, and in particular its "You‘ve Come a Long Way Baby" and "Slimmer than 

the fat cigarettes men smoke" campaigns, was specifically aimed at women.  

When marketing cigarettes to the developing world, tobacco companies use the Western lifestyle 

as a mechanism to lure this demographic into purchasing their products. As individuals of the 

developing world buy into this myth of attaining a successful Western lifestyle through 

cigarettes, they ignore the health risks associated with it.  

Film 

Universal Pictures has a "Policy Regarding Tobacco Depictions in Films". In films anticipated to 

be released in the United States with a G, PG or PG-13 rating, smoking incidents (depiction of 

tobacco smoking, tobacco-related signage or paraphernalia) appear only when there is a 

substantial reason for doing so. In that case, the film is released with a health warning in end 

credits, DVD packaging, etc.  

Since May 2007, the Motion Picture Association of America may give a film glamorizing 

smoking or depicting pervasive smoking outside of a historic or other mitigating context a higher 

rating.  

There have also been moves to reduce the depiction of protagonists smoking in television shows, 

especially those aimed at children. For example, Ted Turner took steps to remove or edit scenes 

that depict characters smoking in cartoons such as Tom and Jerry, The Flintstones and Scooby-

Doo, which are shown on his Cartoon Network and Boomerang television channels. 

Video game content rating systems have also looked at the usage of tobacco in video games; a 

video game depicting the use of tobacco may have a higher rating. 

 

 



Web 

Both Google and Microsoft have policies that outlaw the promotion of tobacco products on their 

advertising networks. However, some tobacco retailers are able to circumvent these policies by 

creating landing pages that promote tobacco accessories such as cigar humidors and lighters. 

Budgets 

Tobacco companies have had particularly large budgets for their advertising campaigns. 

The Federal Trade Commission claimed that cigarette manufacturers spent $8.24 billion on 

advertising and promotion in 1999, the highest amount ever at that time. The FTC later claimed 

that in 2005, cigarette companies spent $13.11 billion on advertising and promotion, down from 

$15.12 billion in 2003, but nearly double what was spent in 1998. The increase, despite 

restrictions on the advertising in most countries, was an attempt at appealing to a younger 

audience, including multi-purchase offers and giveaways such as hats and lighters, along with 

the more traditional store and magazine advertising.
 

Marketing consultants ACNielsen announced that, during the period September 2001 to August 

2002, tobacco companies advertising in the UK spent £25 million, excluding sponsorship and 

indirect advertising, broken down as follows: 

 £11 million on press advertising 

 £13.2 million on billboards 

 £714,550 on radio advertising 

 £106,253 on direct mail advertising 

Figures from around that time also estimated that the companies spent £8m a year sponsoring 

sporting events and teams (excluding Formula One) and a further £70m on Formula One in the 

UK.  

The £25 million spent in the UK amounted to approximately $0.60 USD per person in 2002. The 

15.12 billion spent in the United States in 2003 amounted to more than $45 for every person in 

the United States, more than $36 million per day, and more than $290 for each U.S. adult 

smoker. 

 



Advertising Control 

The European Union and World Health Organization (WHO) have both specified that the 

advertising of tobacco should not be allowed. The WHO Framework Convention on Tobacco 

Control, which came into effect on 27 February 2005, requires that all of the 168 countries that 

agreed to the treaty ban tobacco advertising unless their constitution forbade it. 

Some countries also impose legal requirements on the packaging of tobacco products. For 

example, in the countries of the European Union, Turkey, Australiaand South Africa, cigarette 

packs must be prominently labeled with the health risks associated with smoking. Canada, 

Australia, Thailand, Iceland, Mexico, Brazil and some EU countries have also imposed labels 

upon cigarette packs warning smokers of the effects, and they include graphic images of the 

potential health effects of smoking. In Canada, cards are also inserted into cigarette packs, 

explaining reasons not to smoke and different methods of quitting smoking. 

Alcohol advertising  

Alcohol advertising is the promotion of alcoholic beverages by alcohol producers through a 

variety of media. Along withtobacco advertising, it is one of the most highly-regulated forms 

of marketing. Some or all forms of alcohol advertising is banned in some countries. 

Scientific research, health agencies and universities have, over decades, been able to demonstrate 

a correlation between alcohol beverage advertising and alcohol consumption; however, it has not 

been proven that alcohol advertising causes higher consumption rather than merely reflecting 

greater public demand. Many commentators suggest that effective alcohol campaigns only 

increase a producer's market share and also brand loyalty. 

Target marketing 

The intended audience of the alcohol advertising campaigns have changed over the years, with 

some brands being specifically targeted towards a particular demographic. Some drinks are 

traditionally seen as a male drink, particularly beers
 
and whiskies, while others are drunk by 

females. Some brands have allegedly been specifically developed to appeal to people that would 

not normally drink that kind of beverage. 

One area in which the alcohol industry has faced criticism and tightened legislation is in their 

alleged targeting of young people. Central to this is the development of alcopops – sweet-tasting, 



brightly coloured drinks with names that may appeal to a younger audience. However, numerous 

government and other reports have failed to support that allegation.  

There have been several disputes over whether alcohol advertisements are targeting teens. There 

happens to be heavy amounts of alcohol advertising that appears to make drinking fun and 

exciting. Alcohol advertisements can be seen virtually anywhere, they are especially known for 

sponsoring sporting events, concerts, magazines, and they are found anywhere on the internet. 

Most of the vendors‘ websites require an age of 21 to enter, but there is no restriction besides 

simply entering a birth date. With the catchy slogans, the idea that drinking is trendy, and no 

mention of the negative side of excessive use such advertising could be very harmful. A study 

done by the American Journal of Public Health concluded that Boston train passengers between 

the ages of 11 and 18 saw an alcohol-related advertisement everyday. There have been studies 

similar to this, which supports the allegation that underage consumption of alcohol is in 

correlation with the exposure of alcohol ads. In response, many cities have recognized the effect 

of alcohol-related ads on adolescents and in some cities these advertisements have been banned 

on public transportation. It is difficult to make definite allegations regarding youth exposure to 

these types of advertisements but it is necessary to find ways in which these allegations may be 

limited.  

On the other hand, vendors do not see their ads as a target for teens, and claim they should not be 

held responsible if they indirectly target minors. Their argument is that companies and 

businesses rely heavily upon advertising, and they cannot help it if minors see these 

advertisements. Vendors also invest money in alcohol prevention and awareness programs each 

year. 

Whether young people are directly targeted by alcohol advertisers or not, they are exposed to 

alcohol advertising on television, in print media, and on radio. In fact, 45% of the commercials 

that young people view each year are advertisements for alcohol. A first question to be answered 

through rigorous research, therefore, is whether alcohol advertising does have an impact on 

alcohol consumption amongst young people. The National Household Survey on Drug Abuse 

reports the rates of binge alcohol use in 2008 were 1.5 percent among 12 or 13 years old, 6.9 

percent among 14 or 15 years old, 17.2 percent among 16 or 17 years old, 33.7 percent among 



persons aged 18 to 20. In 2009, the rates for each group of underage alcohol usage increased by a 

fourth. 

According to 2001 College Alcohol Study (CAS), continuous alcohol promotions and 

advertisements including lowering prices on certain types of alcohol on a college campus have 

increased the percentage of alcohol consumption of that college community. Alcohol advertising 

on college campuses have also shown to increase binge drinking among students. However, it is 

concluded that the consistency of these special promotions and ads could also be useful in 

reducing binge drinking and other related drinking problems on campus. (Kuo, 

2000, Wechsler 2000, Greenberg 2000, Lee 2000). 

 Results from one study indicate that beer advertisements are a significant predictor of an 

adolescent's knowledge, preference, and loyalty for beer brands, as well as current drinking 

behavior and intentions to drink (Gentile, 2001). 

 Television advertising changes attitudes about drinking. Young people report more 

positive feelings about drinking and their own likelihood to drink after viewing alcohol ads 

(Austin, 1994; Grube, 1994). 

 The alcohol industry spends $2 billion per year on all media advertising (Strasburger, 

1999). 

 The beer brewing industry itself spent more than $770 million on television ads and $15 

million on radio ads in 2000 (Center for Science in the Public Interest, 2002). 

Research clearly indicates that, in addition to parents and peers, alcohol advertising and 

marketing have a significant impact on youth decisions to drink. (The Center on Alcohol 

Marketing and Youth CAMY). 

"While many factors may influence an underage person's drinking decisions, including among 

other things parents, peers and the media, there is reason to believe that advertising also plays a 

role." (Federal Trade Commission, Self-Regulation in the Alcohol Industry, 1999) 

Parents and peers have a large impact on youth decisions to drink. However, research clearly 

indicates that alcohol advertising and marketing also have a significant effect by influencing 

youth and adult expectations and attitudes, and helping to create an environment that promotes 

underage drinking. 

http://en.wikipedia.org/wiki/Henry_Wechsler


Alcohal Advertising around the world 

The World Health Organization (WHO) has specified that the advertising and promotion of 

alcohol needs to be controlled. In September 2005, the WHO Euro Region adopted a Framework 

for Alcohol Policy for the Region. This has 5 ethical principles which includes "All children and 

adolescents have the right to grow up in an environment protected from the negative 

consequences of alcohol consumption and, to the extent possible, from the promotion of 

alcoholic beverages". 

Cross-border television advertising within the European Union was previously regulated by the 

1989 Television without Frontiers Directive, a harmonisation measure designed to remove 

barriers to international trade as part of the common market. Article 15 of this Directive sets out 

the restrictions on alcohol advertising: 

 "it may not be aimed specifically at minors or, in particular, depict minors consuming 

these beverages; 

 it shall not link the consumption of alcohol to enhanced physical performance or to 

driving; 

 it shall not create the impression that the consumption of alcohol contributes towards 

social or sexual success; 

 it shall not claim that alcohol has therapeutic qualities or that it is a stimulant, a sedative 

or a means of resolving personal conflicts; 

 it shall not encourage immoderate consumption of alcohol or present abstinence or 

moderation in a negative light; 

 it shall not place emphasis on high alcoholic content as being a positive quality of the 

beverages." 

This article on alcohol advertising restrictions is implemented in each EU country largely 

through the self-regulatory bodies dealing with advertising. 

The EU law 'TV without Frontiers' Directive has subsequently been expanded to cover new 

media formats such as digital television. Now called the 'Audiovisual Media Services Directive', 

the provisions regarding restrictions on alcohol advertising are laid out in Article 22 and are 

identical to the above.  



Some countries, such as France, Norway, Ukraine, India, Sri Lanka, and Kenya have banned all 

alcohol advertising on television and billboard.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Chapter 10 

Advertising Agency 

An advertising agency or advert agency is a service business dedicated to creating, planning, and 

handling advertising (and sometimes other forms of promotion) for its clients. An ad agency is 

independent from the client and provides an outside point of view to the effort of selling the 

client's products or services. An agency can also handle overall marketing and branding 

strategies and sales promotions for its clients. 

Typical ad agency clients include businesses and corporations, non-profit organizations and 

government agencies. Agencies may be hired to produce television commercials and radio 

commercials as part of an advertising campaign. 

 

History 

The first acknowledged advertising agency was William Taylor in 1786. Another early agency, 

started by James 'Jem' White in 1800 at Fleet Street, London, eventually evolved into White Bull 

Holmes, a recruitment advertising agency, that went out of business in the late 1980s. In 1812 

George Reynell, an officer at the London Gazette, set up another of the early advertising 

agencies, also in London. This remained a family business until 1993, as 'Reynell & Son,' and is 

now part of the TMP Worldwide agency (UK and Ireland) under the 

brand TMP Reynell. Another early agency that traded until recently, was founded by Charles 

Barker, and the firm he established traded as 'Barkers' until 2009 when it went into 

Administration. 

Volney B. Palmer opened the first American advertising agency, in Philadelphia in 1850. This 

agency placed ads produced by its clients in various newspapers.  

In 1856 Mathew Brady created the first modern advertisement when he placed an ad in the New 

York Herald paper offering to produce "photographs, ambrotypes and daguerreotypes." His ads 

were the first whose typeface and fonts were distinct from the text of the publication and from 

that of other advertisements. At that time all newspaper ads were set in agate and only agate. His 
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use of larger distinctive fonts caused a sensation. Later that same year Robert Bonner ran the first 

full-page ad in a newspaper.  

In 1864, William James Carlton began selling advertising space in religious magazines. James 

Walter Thompson joined this firm in 1868. Thompson rapidly became their best salesman, 

purchasing the company in 1877 and renaming it the James Walter Thompson Company, which 

today is the oldest American advertising agency. Realizing that he could sell more space if the 

company provided the service of developing content for advertisers, Thompson hired writers and 

artists to form the first known Creative Department in an advertising agency. He is credited as 

the "father of modern magazine advertising" in the US.  

Type of Advertising Agency 

Ad agencies come in all sizes and include everything from one or two-person shops (which rely 

mostly on freelance talent to perform most functions), small to medium sized agencies such 

as Traction (agency), large independents such as SMART and multi-national, multi-agency 

conglomerates such as Omnicom Group, WPP Group, Publicis, Interpublic Group of 

Companies and Havas. 

Full service agencies 

These agencies are involved in planning, creating, producing advertisements, performing 

research and selecting media. Some full service agencies also provide non-advertising related 

services including strategic market planning, direct market promotion programs, interactive 

marketing and web site design, and public relations. The importance of the various functions 

provided by a full service agency will depend upon the client. 

Some very large full service agencies run their own marketing research departments. There are 

also many professional services with local and national networks which work closely with the 

agencies, do commissioned research in specific geographic areas, income levels, consumption 

patterns, product groups, etc. 

Creative agencies 

Creative agencies specialize in "creative" or design-based business models and are also known as 

a "creative boutique". Their basic interest is in the creation of the advertisement or branding. 

Other ("full-service") agencies offer design in conjunction with media buying. Media 
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agencies concentrate on media buying. (In the 1990s, media and creative were often unbundled 

in the interests of economies of scale in buying media.) 

The client who chooses to use a design only based advertising agency must assume some of the 

advertising purchasing. These are activities that are routinely handled by an agency with a media 

buying option. 

Specialized agencies 

These agencies specialized in a particular activity of the whole communication process. They 

may specialize in certain functions (copy, art, media), audiences (minority youth)or industries 

(health, computers) or in a marketing communication area (direct marketing, sales promotion, 

public relation). These type of agencies may serve one client only. 

In-house advertising agencies 

An In-House agency is a team within a company that focuses on selling the company's product; 

they will handle all aspects of the brand. 

Interactive agencies 

Interactive agencies may differentiate themselves by offering a mix of web design / web 

development, search engine marketing, internet advertising/marketing, or e-business/e-

commerce consulting. Interactive agencies rose to prominence before the traditional advertising 

agencies fully embraced the Internet. Offering a wide range of services, some of the interactive 

agencies grew very rapidly, although some have downsized just as rapidly due to changing 

market conditions. Today, the most successful interactive agencies are defined as companies that 

provide specialized advertising and marketing services for the digital space. 

The digital space is defined as any multimedia-enabled electronic channel that an advertiser's 

message can be seen, heard from and understood. The "digital space" translates to the Internet, 

kiosks, CD-ROMs, DVDs, and lifestyle devices (iPod, PSP, and mobile). Interactive agencies 

function similarly to advertising agencies, although they focus solely on interactive advertising 

services. They deliver services such as strategy, creative, design, video, development, 

programming (Flash and otherwise), deployment, management, and fulfillment reporting. Often, 

interactive agencies provide: digital lead generation, digital brand development, interactive 

marketing and communications strategy, rich media campaigns, interactive video brand 
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experiences, Web 2.0 website design and development, e-learning Tools, email marketing, 

SEO/SEM services, PPC campaign management, content management services, web application 

development, and overall data mining, and ROI assessment. There are 4 elements for digital 

media - Digital media Planning, Social Media, Web design and applications and Digital PR. 

The recent boost in the interactive agencies can also be attributed to the rising popularity of web-

based social networking and community sites. The creation of sites such 

as Facebook, Twitter, Instagram, and YouTube have sparked market interest, as some interactive 

agencies have started offering personal and corporate community site development as one of 

their service offerings. It still may be too early to tell how agencies will use this type of 

marketing to monetize client ROI, but all signs point to online networking as the future of brand 

marketing and Interactive being the core of Brand's Communication and Marketing Strategy. 

Due to the social networking explosion, new types of agencies are doing reputation management. 

This type of agency is especially important if a company needs online damage control. For 

example, disgruntled customers can quickly and easily damage a company's reputation via social 

networking site. Reputation management agencies help stem the negative information or 

misinformation that might proliferate in their absence. 

Search engine agencies 

Lately, pay per click (PPC) and search engine optimization (SEO) firms have been classified by 

some as "agencies" because they create media and implement media purchases of text-based (or 

image-based, in some instances of search marketing) ads. This relatively young industry has 

been slow to adopt the term "agency", however with the creation of ads (either text or image) and 

media purchases, they do technically qualify as advertising agencies. 

Social media agencies 

Social media agencies specialize in promotion of brands in the various social media platforms 

like blogs, social networking sites, Q&A sites, discussion forums, and microblogs. The two key 

services of social media agencies are: 

 Social media marketing 

 Online reputation management 
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Healthcare communications agencies 

Healthcare communications agencies specialize in strategic communications and marketing 

services for the Healthcare and Life Science industries. These agencies distinguish themselves 

through an understanding of the strict labeling and marketing guidelines mandated by the U.S. 

Food and Drug Administration (FDA) and industry group guidelines, notably 

ADVAMED and PHARMA. 

 

Medical education agencies 

Medical education agencies specialize in creating educational content for the healthcare and life 

science industries. These agencies typically specialize in one of two areas: 

 Promotional education – education and training materials tied to the promotion of a given 

product or therapy 

 Continuing medical education – accredited education and training materials created for 

continuing physician and medical professional education 

 

Other agencies 

While not advertising agencies, enterprise technology agencies often work in tandem with 

advertising agencies to provide a specialized subset of services offered by some interactive 

agencies: Web 2.0 website design and development, Content management systems, web 

application development, and other intuitive technology solutions for the web, mobile devices 

and emerging digital platforms. 

The student-run advertising agency model, which mainly operates out of university classrooms 

or as a student groups, provides free advertising services to clients in exchange for the 

educational opportunity. 

Agency Departments 

Creative Department 

The people who create the actual ads form the core of an advertising agency. Modern advertising 

agencies usually form their copywriters and art directors into creative teams. Creative teams may 
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be permanent partnerships or formed on a project-by-project basis. The art director and 

copywriter report to a creative director, usually a creative employee with several years of 

experience. Although copywriters have the word "write" in their job title, and art directors have 

the word "art", one does not necessarily write the words and the other draw the pictures; they 

both generate creative ideas to represent the proposition (the advertisement or campaign's key 

message). Once they receive the creative brief from their account team, the creative team will 

conceptualise ideas to take to their creative director for feedback. This can often be a back and 

forth process, occurring several times before several ads are set to present to the client. Creative 

departments frequently work with outside design or production studios to develop and implement 

their ideas. Creative departments may employ production artists as entry-level positions, as well 

as for operations and maintenance. 

Account services 

Agencies appoint account executives to liaise with the clients. The account executives need to be 

sufficiently aware of the client's needs and desires that can be instructed to the agency's 

personnel and should get approval from the clients on the agency's recommendations to the 

clients. Creativity and marketing acumen are the needed area of the client service people. They 

work closely with the specialists in each field. The account manager will develop a creative 

brief, usually about a page that gives direction to the creative team. The creative brief often 

includes information about the target audience and their attitudes and behaviors. The creative 

team will take the brief and, aware of their parameters, develop original copy and graphics 

depending on media strategy. 

Media buying 

The media services department's employees are the people who have contacts with the suppliers 

of various creative media. For example, they will be able to advise upon and negotiate with 

printers if an agency is producing flyers for a client. However, when dealing with the major 

media (broadcast media, outdoor, and the press), this work is usually outsourced to a media 

agency which can advise on media planning and is normally large enough to negotiate prices 

down further than a single agency or client can. They can often be restrained by the client's 

budget, in which, the media strategy will inform the creative team what media platform they'll be 

developing the ad for. 
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Modern agencies might also have a media planning department integrated, which does all the 

spot's planning and placements 

Production 

Without the production department, the ads created by the copywriter and art director would be 

nothing more than words and pictures on paper. The production department, in essence, ensures 

the TV commercial or print ad, etc., gets produced. They are responsible for contracting external 

vendors (directors and production companies in the case of TV commercials; photographers and 

design studios in the case of the print advertising or direct mailers). Producers are involved in 

every aspect of a project, from the initial creative briefing through execution and delivery. In 

some agencies, senior producers are known as "executive producers" or "content architects". 

Other departments and personnel 

In small agencies, employees may do both creative and account service work. Larger agencies 

attract people who specialize in one or the other, and indeed include a number of people in 

specialized positions: production work, Internet advertising, planning, or research, for example. 

An often forgotten, but integral, department within an advertising agency is traffic. The traffic 

department regulates the flow of work in the agency. It is typically headed by a traffic manager 

(or system administrator). Traffic increases an agency's efficiency and profitability through the 

reduction of false job starts, inappropriate job initiation, incomplete information sharing, over- 

and under-cost estimation and the need for media extensions. For example, In small agencies 

without a dedicated traffic manager, one employee may be responsible for managing workflow, 

gathering cost estimates and answering the phone. Large agencies may have a traffic department 

of five or more employees. 

Large advertising agencies may also have other departments common to large companies and 

professional services firms, such as in-house legal, business development, accounting and human 

resources departments. 

Interns in Advertising 

Advertising interns are typically university juniors and seniors who are genuinely interested in 

and have an aptitude for advertising. Internships at advertising agencies most commonly fall into 

one of five areas of expertise: account services, interactive, media, public relations and traffic. 
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Art students working on the creative side can find internships as an assistant art director or 

assistant copywriter. 

An internship program in account services usually involves fundamental work within account 

management as well as offering exposure to other facets of the agency. The primary 

responsibility of this position is to assist account managers. Functions of the account 

management intern may include: 

 Research and analysis: Gathering information regarding industry, competition, customer 

product or service; as well as presenting findings in verbal/written form with 

recommendations 

 Involvement in internal meetings and, when appropriate, client meetings 

 Assisting account services in the management of creative projects 

Interns often take part in the internal creative process, where they may be charged with creating 

and managing a website as well as developing an advertising campaign. Hands on projects such 

as these help interns learn how strategy and well-developed marketing are essential to a sound 

advertising and communications plan. 

During their internship, the intern will experience the development of an ad, brochure and 

broadcast or communications project from beginning to end. During the internship, the intern 

should be exposed to as much as possible within the agency and advertising process. 
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Chapter 11 

New Concept in Advertising 

Virtual Advertising  

1. Virtual Advertising is the use of digital technology to insert virtual advertising images 

into a live or pre-recorded television show, often in Sports events. This technique is often 

used to allow broadcasters to replace real advertising panels (existing on the playfield) 

with virtual images on the screen when broadcasting the same event in other regions 

which are not concerned with the local advertising; a Spanish football game will be 

broadcast in Mexico with Mexican advertising images. The viewer has the impression 

that the advertising image he/she sees on screen is the one in the reality. 

2. Right 

3. The advertising in the playfields is, in most of the countries, property of the Club. The 

advertising rights broadcast on the screen are property of the broadcasters or the TV 

channel. This means that second right holders can benefit from selling this virtual 

advertising. The number of TV viewers is also higher than the people in the stadium, 

generating more visibility to the advertised marks and more income to the broadcasters. 

4. Technology 

5. The technology used in virtual insertions often uses automated processes such as: 

automatic detection of playfield limits, automatic detection of cuts, recognition of 

playfield surface, etc. An operator is usually dedicated to the visual control of the effect 

but new systems allow to use the instant replay operator. 

6. Applications 

7. Live Events 

8. Virtual advertisements can be effectively integrated into live television in real-time. For 

example, Fox Sports Net places a virtual advertisement on the glass behind the 

goaltender that can only be seen on television. In baseball Major League Baseball places 

virtual advertisements on a back-board behind the batter which can be targeted 

differently in local markets or countries. During the World Series MLB International 



broadcasts the World Series with different advertisements on a per market basis, showing 

a different ad in the US, Canadian, Latin American and Japanese markets. 

9. Virtual Product Placement 

10. The technology that enabled video tracking for virtual advertising has been used for the 

past decade to create virtual product placements in television shows hours, days, or years 

after they have been produced. This presents several benefits including the possibility of 

preserving an advertisement-free master copy of the show in order to generate revenue as 

product placements are added in the future. Advertisements can be targeted to regional 

markets and updated over time to ensure maximum efficiency of advertising money. 

11. Meta Advertising 

12. Meta-advertising refers to a hybrid form of advertising, where the advertiser advertises 

for an advertisement. It can also be used for advertisements about advertising agencies.  

13. Advertising for Advertisements 

14. The most common definition of meta-advertising is an ad about an ad. This form of 

advertising is popular with Super Bowl advertising. Super Bowl ads and spots cost far 

more than regular ads.The Super Bowl ads are highly anticipated. This often leads the 

companies to air ads encouraging viewers to watch the companies' upcoming Super 

Bowl ads, a form of meta-advertising. 

15. Advertising about advertisements is a form of viral advertising, whereby advertisers seek 

to garner attention for their ad and therefore product.  

16. Other examples include advertisements in one form of media, advertising for an ad in 

another medium. This could include a radio ad saying "Look in your Sunday paper for a 

free coupon." 

17. Advertising for Advertising Agencies 

18. The term meta-advertising can also refer to advertisers advertising for themselves. This 

could include an advertisement for an ad agency. 

19. Meta-advertising can also include ads which advertise for advertising. This is common 

with billboards, such as a billboard that says "A thousand people will pass by this 

billboard today. To advertise here call..." 

20. Viral Advertising 



21. Viral marketing, viral advertising, or marketing buzz are buzzwords referring to 

marketing techniques that use pre-existing social networking services and other 

technologies to produce increases in brand awareness or to achieve other marketing 

objectives (such as product sales) through self-replicating viral processes, analogous to 

the spread of virusesor computer viruses (cf. Internet memes and memetics). It can be 

delivered by word of mouth or enhanced by the network effects of the Internet and 

mobile networks. Viral marketing may take the form of video clips, interactive Flash 

games,advergames, ebooks, brand able software, images, text messages, email messages, 

or web pages. The most commonly utilized transmission vehicles for viral messages 

include: pass-along based, incentive based, trendy based, and undercover based. 

However, the creative nature of viral marketing enables an "endless amount of potential 

forms and vehicles the messages can utilize for transmission", including mobile devices. 

22. The ultimate goal of marketers interested in creating successful viral marketing programs 

is to create viral messages that appeal to individuals with high social networking 

potential (SNP) and that have a high probability of being presented and spread by these 

individuals and their competitors in their communications with others in a short period of 

time.  

23. The term "VRL marketing" has also been used pejoratively to refer to stealth marketing 

campaigns—the unscrupulous use of astroturfing online combined with under market 

advertising in shopping centers to create the impression of spontaneous word of mouth 

enthusiasm. 

24. History 

25. The emergence of "viral marketing," as an approach to advertisement, has been tied to the 

popularization of the notion that ideas spread like viruses. The field that developed 

around this notion, memetics, peaked in popularity in the 1990s. As this then began to 

influence marketing gurus, it took on a life of its own in that new context. 

26. There is debate on the origination and the popularization of the specific term viral 

marketing, though some of the earliest uses of the current term are attributed to the 

Harvard Business School graduate Tim Draper and faculty member Jeffrey Rayport. The 

term was later popularized by Rayport in the 1996 Fast Company article "The Virus of 

Marketing," and Tim Draper and Steve Jurvetson of the venture capital firm Draper 



Fisher Jurvetson in 1997 to describe Hotmail's practice of appending advertising to 

outgoing mail from their users.  

27. Among the first to write about viral marketing on the Internet was the media critic Doug 

Rushk off. The assumption is that if such an advertisement reaches a "susceptible" user, 

that user becomes "infected" (i.e., accepts the idea) and shares the idea with others 

"infecting them," in the viral analogy's terms. As long as each infected user shares the 

idea with more than one susceptible user on average (i.e., the basic reproductive rate is 

greater than one—the standard in epidemiology for qualifying something as an 

epidemic), the number of infected users grows according to an exponential curve. Of 

course, the marketing campaign may be successful even if the message spreads more 

slowly, if this user-to-user sharing is sustained by other forms of marketing 

communications, such as public relations or advertising. 

28. Bob Gerstley was among the first to write about algorithms designed to identify people 

with high "social networking potential." Gerstley employed SNP algorithms in 

quantitative marketing research. In 2004, the concept of the alpha user was coined to 

indicate that it had now become possible to identify the focal members of any viral 

campaign, the "hubs" who were most influential. Alpha users could be targeted for 

advertising purposes most accurately in mobile phone networks, due to their personal 

nature. 

29. In early 2013 the first ever Viral Summit was held in Las Vegas. It attempted to identify 

similar trends in viral marketing methods for various media. 

30. Methods & Matrics 

31. According to marketing professors Andreas Kaplan and Michael Haenlein, to make viral 

marketing work, three basic criteria must be met, i.e., giving the right message to the 

right messengers in the right environment:  

32. Messenger: Three specific types of messengers are required to ensure the transformation 

of an ordinary message into a viral one: market mavens, social hubs, and salespeople. 

Market mavens are individuals who are continuously ‗on the pulse‘ of things 

(information specialists); they are usually among the first to get exposed to the message 

and who transmit it to their immediate social network. Social hubs are people with an 

exceptionally large number of social connections; they often know hundreds of different 
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people and have the ability to serve as connectors or bridges between different 

subcultures. Salespeople might be needed who receive the message from the market 

maven, amplify it by making it more relevant and persuasive, and then transmit it to the 

social hub for further distribution. Market mavens may not be particularly convincing in 

transmitting the information. 

33. Message: Only messages that are both memorable and sufficiently interesting to be 

passed on to others have the potential to spur a viral marketing phenomenon. Making a 

message more memorable and interesting or simply more infectious, is often not a matter 

of major changes but minor adjustments. 

34. Environment: The environment is crucial in the rise of successful viral marketing – 

small changes in the environment lead to huge results, and people are much more 

sensitive to environment. The timing and context of the campaign launch must be right. 

Whereas Kaplan, Haenlein and others reduce the role of marketers to crafting the initial viral 

message and seeding it, futurist and sales and marketing analyst Marc Feldman, who conducted 

IMT Strategies‘ viral marketing study in 2001, carves a different role for marketers which pushes 

the ‗art‘ of viral marketing much closer to 'science.' 

Methods 

Viral marketing often involves and utilizes: 

 Customer participation and polling services 

 Industry-specific organization contributions 

 Internet search engines and blogs 

 Mobile smartphone integration 

 Multiple forms of print and direct marketing 

 Target marketing web services 

 Search engine optimization (SEO) 

 Social media optimization (SMO) 

 Television and radio 

Viral target marketing is based on three important principles:  
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1. Social profile gathering 

2. Proximity market analysis 

3. Real-time key word density analysis 

By applying these three important disciplines to an advertising model, a VMS company is able to 

match a client with their targeted customers at a cost effective advantage. 

The Internet makes it possible for a campaign to go viral very fast; it can, so to speak, make a 

brand famous overnight. However, the Internet and social media technologies themselves do not 

make a brand viral; they just enable people to share content to other people faster. Therefore, it is 

generally agreed that a campaign must typically follow a certain set of guidelines in order to 

potentially be successful:
 

 It must be appealing to most of the audience. 

 It must be worth sharing with friends and family. 

 A large platform, e.g. YouTube or Facebook must be used.  

 An initial boost to gain attention is used, e.g. seeding, buying views, or sharing to 

Facebook fans. 

 The content is of good quality. 

Social Networking 

The growth of social networking significantly contributed to the effectiveness of viral marketing. 

As of 2009, two thirds of the world's Internet population visits a social networking 

service or blog site at least every week. Facebook alone has over 1 billion active users. In 2009, 

time spent visiting social media sites began to exceed time spent emailing. A 2010 study found 

that 52% of people who view news online forward it on through social networks, email, or posts. 

However, email still remains an important component for one-on-one interaction in viral 

marketing campaigns.  

Notable Examples 

The Ponzi scheme and related investment pyramid schemes are early examples of viral 

marketing. In each round, investors are paid interest from the principal deposits of later 
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investors. Early investors enthusiastically recruit their friends, generating exponential growth 

until the pool of available investors is tapped out and the scheme collapses.  

Early in its existence, the television show Mystery Science Theater 3000 had limited distribution. 

The producers encouraged viewers to make copies of the show on video tapes and give them to 

friends in order to expand viewership and increase demand for the fledgling Comedy Central 

network. During this period the closing credits included the words "Keep circulating the tapes!"  

Between 1996/1997, Hotmail was one of the first internet business‘s to become extremely 

successful utilizing viral marketing techniques by inserting the tagline ―Get your free e-mail at 

Hotmail‖ at the bottom of every e-mail sent out by its users. Hotmail was able to sign up 12 

million users in 18 months. At the time, this was historically the fastest growth of any user based 

media company. By the time Hotmail reached ―66 million users‖, the company was establishing 

―270,000 new accounts each day‖.  

In 2000, Slate.com described TiVo's unpublicized gambit of giving free systems to web-savvy 

enthusiasts to create "viral" word of mouth, pointing out that a viral campaign differs from a 

publicity stunt.  

Burger King has used several marketing campaigns. Its The Subservient Chicken campaign, 

running from 2004 until 2007, was an example of viral or word-of-mouth marketing.  

The Blendtec viral video series Will It Blend? debuted in 2006. In the show, Tom Dickson, 

Blendtec founder and CEO, attempts to blend various unusual items in order to show off the 

power of his blender. Will it Blend? has been nominated for the 2007 YouTube award for Best 

Series, winner of .Net Magazine's 2007 Viral Video campaign of the year and winner of the 

Bronze level Clio Award for Viral Video in 2008. In 2010, Blendtec claimed the top spot on the 

AdAge list of "Top 10 Viral Ads of All Time." The Will It Blend page on YouTube currently 

shows nearly 200 million video views.  

In 2007, World Wrestling Entertainment promoted the return of Chris Jericho with a viral 

marketing campaign using 15-second cryptic binary code videos. The videos contained hidden 

messages and biblical links related to Jericho, although speculation existed throughout WWE 

fans over whom the campaign targeted. The text "Save Us" and "2nd Coming" were most 

prominent in the videos. The campaign spread throughout the internet with numerous websites, 



though no longer operational, featuring hidden messages and biblical links to further hint at 

Jericho's return.  

In 2007, Portuguese football club Sporting Portugal integrated a viral feature in their campaign 

for season seats. In their website, a video required the user to input his name and phone number 

before playback started, which then featured the coach Paulo Bento and the players waiting at the 

locker room while he makes a phone call to the user telling him that they just can't start the 

season until the user buys his season ticket.  

The Big Word Project, launched in 2008, aimed to redefine the Oxford English Dictionary by 

allowing people to submit their website as the definition of their chosen word. The project, 

created to fund two Masters students' educations, attracted the attention of bloggers worldwide, 

and was featured on Daring Fireball and Wired Magazine.  

In April 2008, a European motoring company sold a car for 13000 cucumbers instead of 13000 

euros.  

Between December 2009 and March 2010 a series of seven videos were posted to YouTube 

under the name "iamamiwhoami" leading to speculation that they were a marketing campaign for 

a musician. In March 2010, an anonymous package was sent to an MTV journalist claiming to 

contain a code which if cracked would give the identity of the artist. The seventh video, entitled 

'y', appears to feature the Swedish singer Jonna Lee.  

On July 14, 2010, Old Spice launched the fastest growing online viral video campaign ever, 

garnering 6.7 million views after 24 hours, ballooning over 23 million views after 36 hours. Old 

Spice's agency created a bathroom set in Portland, OR and had their TV commercial star, Isaiah 

Mustafa, reply to 186 online comments and questions from websites like Twitter, Facebook, 

Reddit, Digg, YouTube and others. The campaign ran for 3 days.  

 

 

 

 

 



Chapter 12 

Performance-based advertising 

 

Performance-based advertising is a form of advertising in which the purchaser pays only when 

there are measurable results. Performance-based advertising is becoming more common with the 

spread of electronic media, notably the Internet, where it is possible to measure user actions 

resulting from advertisement. 

Pricing Models 

There are four common pricing models used in the online performance advertising market. 

CPM (Cost-per-Mille, or Cost-per-Thousand) Pricing Models charge advertisers for impressions, 

i.e. the number of times people view an advertisement. Display advertising is commonly sold on 

a CPM pricing model. The problem with CPM advertising is that advertisers are charged even if 

the target audience does not click on the advertisement. 

CPC (Cost-per-Click) advertising overcomes this problem by charging advertisers only when the 

consumer clicks on the advertisement. However, due to increased competition, search keywords 

have become very expensive. A 2007 Double click Performics Search trends Report shows that 

there were nearly six times as many keywords with a cost per click (CPC) of more than $1 in 

January 2007 than the prior year. The cost per keyword increased by 33% and the cost per click 

rose by as much as 55%. 

In recent times, there has been a rapid increase in online lead generation - banner and direct 

response advertising that works off a CPL pricing model. In a Cost-per-Lead pricing model, 

advertisers pay only for qualified leads - irrespective of the clicks or impressions that went into 

generating the lead. CPL advertising is also commonly referred to as online lead generation. 

Cost per Lead (CPL) pricing models are the most advertiser friendly. A recent IBM research 

study found that two-thirds of senior marketers expect 20 percent of ad revenue to move away 

from impression-based sales, in favor of action-based models within three years. CPL models 



allow advertisers to pay only for qualified leads as opposed to clicks or impressions and are at 

the pinnacle of the online advertising ROI hierarchy. 

 

CPA In CPA advertising, advertisers pay for a specific action such as a credit 

card transaction (also called CPO, Cost-Per-Order). 

Advertisers need to be careful when choosing between CPL and CPA pricing models. 

In CPL campaigns, advertisers pay for an interested lead - i.e. the contact information of a person 

interested in the advertiser's product or service. CPL campaigns are suitable for brand marketers 

and direct response marketers looking to engage consumers at multiple touch-points - by 

building a newsletter list, community site, reward program or member acquisition program. 

In CPA campaigns, the advertiser typically pays for a completed sale involving a credit card 

transaction. CPA is all about 'now' -- it focuses on driving consumers to buy at that exact 

moment. If a visitor to the website doesn't buy anything, there's no easy way to re-market to 

them. 

 

There are other important differentiators 

1. CPL campaigns are advertiser-centric. The advertiser remains in control of their brand, 

selecting trusted and contextually relevant publishers to run their offers. On the other hand, CPA 

and affiliate marketing campaigns are publisher-centric. Advertisers cede control over where 

their brand will appear, as publishers browse offers and pick which to run on their websites. 

Advertisers generally do not know where their offer is running. 

2. CPL campaigns are usually high volume and light-weight. In CPL campaigns, consumers 

submit only basic contact information. The transaction can be as simple as an email address. On 

the other hand, CPA campaigns are usually low volume and complex. Typically, consumer has 

to submit credit card and other detailed information. 

CPL advertising is more appropriate for advertisers looking to deploy acquisition campaigns by 

re-marketing to end consumers through e-newsletters, community sites, reward programs, loyalty 

programs and other engagement vehicles. 



Economic benefits 

Many advertisers have limited budgets and may not understand the most effective method of 

advertising. With performance-based advertising plans, they avoid the risk of paying large 

amounts for advertisements that are ineffective. They pay only for results. 

The advertising agency, distributor or publisher assumes the risk, and is therefore motivated to 

ensure that the advertisement is well-targeted, making best use of the available inventory of 

advertising space. Electronic media publishers may choose advertisements based on location, 

time of day, day of week, demographics and performance history, ensuring that they maximize 

revenue earned from each advertising slot. 

The close attention to targeting is intended to minimize the number of irrelevant advertisements 

presented to consumers. They see advertisements for products and services that are likely to 

interest them. Although consumers often state that advertisements are irritating, in many 

situations they find the advertisement useful if they are relevant. 

Metrics 

Various types of measurable action may be used in charging for performance-based advertising: 

 Many Internet sites charge for advertising on a "CPM" (Cost per Thousand) or Cost per 

impression basis. That is, the advertiser pays only when a consumer sees their advertisement. 

Some would argue that this is not performance-based advertising since there is no 

measurement of the user response. 

 Internet sites often also offer advertising on a "PPC" (pay per click) 

basis. Google's AdWords product and equivalent products from Yahoo!, Microsoft and 

others support PPC advertising plans. 

 A small but growing number of sites are starting to offer plans on a "Pay per call" basis. 

The user can click a button to place a VoIP call, or to request a call from the advertiser. If the 

user requests a call, presumably they are highly likely to make a purchase. 

 Finally, there is considerable research into methods of linking the user's actions to the 

eventual purchase: the ideal form of performance measurement. 
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Some Internet sites are markets, bringing together buyers and sellers. eBay is a prominent 

example of a market operating on an auction basis. Other market sites let the vendors set their 

price. In either model, the market mediates sales and takes a commission - a defined percentage 

of the sale value. The market is motivated to give a more prominent position to vendors who 

achieve high sales value. Markets may be seen as a form of performance-based advertising. 

The use of mobile coupons also enables a whole new world of metrics within identifying 

campaign effect. There are several providers of mobile coupon technology that makes it possible 

to provide unique coupons or barcodes to each individual person and at the same time identify 

the person downloading it. This makes it possible to follow these individuals during the whole 

process from downloading until when and where the coupons are redeemed. 

Media 

Performance-based advertising 

Performance-based advertising is a form of advertising in which the purchaser pays only when 

there are measurable results. Performance-based advertising is becoming more common with the 

spread of electronic media, notably theInternet, where it is possible to measure user actions 

resulting from advertisement. 

Pricing Models 

There are four common pricing models used in the online performance advertising market. 

CPM (Cost-per-Mille, or Cost-per-Thousand) Pricing Models charge advertisers for impressions, 

i.e. the number of times people view an advertisement. Display advertising is commonly sold on 

a CPM pricing model. The problem with CPM advertising is that advertisers are charged even if 

the target audience does not click on the advertisement. 

CPC (Cost-per-Click) advertising overcomes this problem by charging advertisers only when the 

consumer clicks on the advertisement. However, due to increased competition, search keywords 

have become very expensive. A 2007 DoubleclickPerformics Search trends Report shows that 

there were nearly six times as many keywords with a cost per click (CPC) of more than $1 in 
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January 2007 than the prior year. The cost per keyword increased by 33% and the cost per click 

rose by as much as 55%. 

In recent times, there has been a rapid increase in online lead generation - banner and direct 

response advertising that works off a CPL pricing model. In a Cost-per-Lead pricing model, 

advertisers pay only for qualified leads - irrespective of the clicks or impressions that went into 

generating the lead. CPL advertising is also commonly referred to as online lead generation. 

Cost per Lead (CPL) pricing models are the most advertiser friendly. A recent IBM research 

study found that two-thirds of senior marketers expect 20 percent of ad revenue to move away 

from impression-based sales, in favor of action-based models within three years. CPL models 

allow advertisers to pay only for qualified leads as opposed to clicks or impressions and are at 

the pinnacle of the online advertising ROI hierarchy. 

CPA In CPA advertising, advertisers pay for a specific action such as a credit card transaction 

(also called CPO, Cost-Per-Order). 

Advertisers need to be careful when choosing between CPL and CPA pricing models. 

In CPL campaigns, advertisers pay for an interested lead - i.e. the contact information of a person 

interested in the advertiser's product or service. CPL campaigns are suitable for brand marketers 

and direct response marketers looking to engage consumers at multiple touch-points - by 

building a newsletter list, community site, reward program or member acquisition program. 

In CPA campaigns, the advertiser typically pays for a completed sale involving a credit card 

transaction. CPA is all about 'now' -- it focuses on driving consumers to buy at that exact 

moment. If a visitor to the website doesn't buy anything, there's no easy way to re-market to 

them. 

There are other important differentiators 

1. CPL campaigns are advertiser-centric. The advertiser remains in control of their brand, 

selecting trusted and contextually relevant publishers to run their offers. On the other hand, CPA 

and affiliate marketing campaigns are publisher-centric. Advertisers cede control over where 



their brand will appear, as publishers browse offers and pick which to run on their websites. 

Advertisers generally do not know where their offer is running. 

2. CPL campaigns are usually high volume and light-weight. In CPL campaigns, consumers 

submit only basic contactinformation. The transaction can be as simple as an email address. On 

the other hand, CPA campaigns are usually low volume and complex. Typically, consumer has 

to submit credit card and other detailed information. 

CPL advertising is more appropriate for advertisers looking to deploy acquisition campaigns by 

re-marketing to end consumers through e-newsletters, community sites, reward programs, loyalty 

programs and other engagement vehicles. 

Economic benefits 

Many advertisers have limited budgets and may not understand the most effective method of 

advertising. With performance-based advertising plans, they avoid the risk of paying large 

amounts for advertisements that are ineffective. They pay only for results. 

The advertising agency, distributor or publisher assumes the risk, and is therefore motivated to 

ensure that the advertisement is well-targeted, making best use of the available inventory of 

advertising space. Electronic media publishers may choose advertisements based on location, 

time of day, day of week, demographics and performance history, ensuring that they maximize 

revenue earned from each advertising slot. 

The close attention to targeting is intended to minimize the number of irrelevant advertisements 

presented to consumers. They see advertisements for products and services that are likely to 

interest them. Although consumers often state that advertisements are irritating, in many 

situations they find the advertisement useful if they are relevant. 

Metrics 

Various types of measurable action may be used in charging for performance-based advertising: 



• Many Internet sites charge for advertising on a "CPM" (Cost per Thousand) or Cost per 

impression basis. That is, the advertiser pays only when a consumer sees their advertisement. 

Some would argue that this is not performance-based advertising since there is no measurement 

of the user response. 

• Internet sites often also offer advertising on a "PPC" (pay per click) basis. Google's 

AdWords product and equivalent products from Yahoo!, Microsoft and others support PPC 

advertising plans. 

• A small but growing number of sites are starting to offer plans on a "Pay per call" basis. 

The user can click a button to place a VoIP call, or to request a call from the advertiser. If the 

user requests a call, presumably they are highly likely to make a purchase. 

• Finally, there is considerable research into methods of linking the user's actions to the 

eventual purchase: the ideal form of performance measurement. 

Some Internet sites are markets, bringing together buyers and sellers. eBay is a prominent 

example of a market operating on an auction basis. Other market sites let the vendors set their 

price. In either model, the market mediates sales and takes a commission - a defined percentage 

of the sale value. The market is motivated to give a more prominent position to vendors who 

achieve high sales value. Markets may be seen as a form of performance-based advertising. 

The use of mobile coupons also enables a whole new world of metrics within identifying 

campaign effect. There are several providers of mobile coupon technology that makes it possible 

to provide unique coupons or barcodes to each individual person and at the same time identify 

the person downloading it. This makes it possible to follow these individuals during the whole 

process from downloading until when and where the coupons are redeemed. 

Media 

Although the Internet introduced the concept of performance-based advertising, it is now 

spreading into other media. 



The mobile telephone is increasingly used as a web browsing device, and can support both pay-

per-click and pay-per-call plans. Coupons delivered to the mobile handset can be used to link 

advertising direct to sales. As consumers start to use their mobile handset as an electronic 

payment device, it may become practical to establish direct linkage between advertising and 

purchases. The linkage may be indirect. A consumer may use their mobile phone to scan a 

barcode on an outdoor advertisement. This loads the advertiser's mobile site onto the phone. 

When the consumer shortly afterwards goes to the advertiser's store and uses their phone to make 

a purchase, the linkage can be inferred. 

Directory assistance providers are starting to introduce advertising, particularly with "Free DA" 

services such as the Jingle Networks 1-800-FREE-411, the AT&T 1-800-YELLOWPAGES and 

the Google 1-800-GOOG-411. The advertiser pays when a caller listens to their advertisement, 

the equivalent of Internet CPM advertising, when they ask for additional information, or when 

they place a call. 

IPTV promises to eventually combine features of cable television and the Internet. Viewers may 

see advertisements in a sidebar that are relevant to the show they are watching. They may click 

on an advertisement to obtain more details, and this action can be measured and used to charge 

the advertiser. 

It is even possible to directly measure the performance of print advertising. The publisher prints 

a special telephone number in the advertisement, used nowhere else. When a consumer places a 

call to that number, the call event is recorded and the call is routed to the regular number. The 

call could only have been generated because of the print advertisement. 

Pricing 

A publisher may charge defined prices for performance-based advertising, so much per click or 

call, but it is common for prices to be set through some form of "bidding" or auction 

arrangement. The advertiser states how much they are willing to pay for a user action, and the 

publisher provides feedback on how much other advertisers have offered. The actual amount 

paid may be lower than the amount bid, for example 1 cent more than the next highest bidder. 



A "bidding" plan does not guarantee that the highest bidder will always be presented in the most 

prominent advertising slot, or will gain the most user actions. The publisher will want to earn the 

maximum revenue from each advertising slot, and may decide (based on actual results) that a 

lower bidder is likely to bring more revenue than a higher bidder - they will pay less but be 

selected more often. 

In a competitive market, with many advertisers and many publications, defined prices and bid-

based prices are likely to converge on the generally accepted value of an advertising action. This 

presumably reflects the expected sale value and the profit that will result from the sale. An item 

like a hotel room or airplane seat that loses all value if not sold may be priced at a higher ratio of 

sale value than an item like a bag of sand or box of nails that will retain its value over time. 

A number of companies provide products or services to help optimize the bidding process, 

including deciding which keywords the advertiser should bid on and which sites will give best 

performance. 

Issues 

There is the potential for fraud in performance-based advertising. 

• The publication may report excessive performance results, although a reputable 

publication would be unlikely to take the risk of being exposed by audit. 

• A competitor may arrange for automatically generated clicks on an advertisement 

Since the user's actions are being measured, there are serious concerns of loss of privacy. 

Performance-based advertising mechanisms induce firms to distort the prices of their goods 

(usually upwards) relative to prices that would maximize profits in settings where advertising is 

sold under established pay-per-impression methods. Upward price distortions reduce both 

consumer surplus and the joint publisher-advertiser profit, leading to a net reduction in social 

welfare. Dellarocas (2010) discusses a number of ways in which performance-based advertising 

mechanisms can be enhanced to restore efficient pricing. 
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