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Chapter 11/Advertising and Commercial Culture



“Advertising is the economic glue that holds most media industries together.”

Video: Advertising & Effects on Children - Scholars and advertisers analyze the effects of advertising on children, including the Budweiser Frogs campaign
Product placement – buying space for particular goods to appear on TV or in a movie; the rules on product placement are weak or nonexistent.  The FTC requires bloggers to disclose paid sponsorships or posts but enforcement is spotty.
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Roots date to 3000 B.C. when Babylonian shop owners hung signs carved in stone so customers could spot their stores.

The earliest media ads were on handbills, posters & broadsides (newsprint-quality posters)

mid 1800s – 80% of magazine ads covered three subjects:

1. land sales

2. transportation (stage coach, ship, later rail)

3. runaway slaves

Until 1830s - no need for ads because few goods & products were for sale; 90% of Americans produced their own clothing, food & tools

1850s – rise in national advertising as railroads tie east to west and make consumer goods available

Space brokers – people who purchased newspaper space and resold it to merchants; brokers received 15-30% discounts but sold the space at going rates

1875 – N.W. Ayer becomes the first modern ad agency in Philadelphia, earning a fee plus 15% commission for each ad it placed

19th century ads created the impression of significant differences between products when few actually existed.  Brand-name recognition allowed manufacturers to control the price of goods; building, or sustaining, brand-name recognition is the focus of many marketing campaigns

1906 – Federal Food & Drug Act created in response to growing number of false claims by patent medicines (that were made with water and up to 40% ethyl alcohol)

1913 – Better Business Bureau formed to keep tabs on deceptive advertising

1914 – Publishers form Audit Bureau of Circulation (ABC)

1914 – U.S. government creates Federal Trade Commission (FTC) to monitor advertising abuses

How advertising promoted social change & dictated values:

1. Influenced transition from producer-directed to consumer-driven society

2. Promoted technological advances by showing how new machines could improve daily life

3. Encouraged economic growth by increasing sales

A fundamental principle of advertising then and now is that women control most household purchasing decisions
Subliminal advertising – refers to hidden or disguised print & visual messages that allegedly register on the subconscious and urge people to buy particular products

Slogan – the phrase that attempts to sell a product by capturing its essence in words

Influence of Visual Design – Internet & multimedia devices had a significant impact…TV & print designs often mimic drop-down menus on computers…3D and interactive, full-motion, animation have all become vehicles for advertising

Mega-agencies – large ad firms with worldwide regional offices that are formed by merging several individual agencies; seen as a threat by critics because four firms now control half the distribution of ad dollars globally

Demographics – the earliest type of market research that mainly studies & documents audience members’ age, gender, occupation, ethnicity, education & income.  Today data are much more specific & targeted…locating consumers by geographic regions (zip codes).

[p.393] Values and Lifestyles (VALS) strategy – developed in 1978 by Stanford Research Institute to measure psychological factors and divide consumers into types; classifies people by their primary motivations (ideals, achievements, self-expression) to give advertisers microscopic details about which consumers are most likely to buy which products [http://www.strategicbusinessinsights.com/vals/presurvey.shtml]

Viral marketing – short videos or other online content that quickly gains widespread attention as people share it with friends (i.e., word of mouth)

Structure of typical ad agency:

· Account planning – develops effective advertising strategy; coordinates market research to assess consumer behaviors & attitudes toward particular products

· Creative development – teams or writers & artists outline rough sketches then develop words & graphics

· Media coordination – choose & purchase types of media best suited for a client’s ads; measure effectiveness

· Account management – responsible for bringing in new business & managing the accounts of established clients; liaisons between the advertiser and the agency’s creative team

Internet advertising hit $84 billion in 2011, an increase of 16% over 2010…the Web has the ability – more than any other medium – to precisely target ads to relevant consumers

Targeted Online Marketing:

· Internet is drawing ads away from traditional media

· Cookies are used to develop detailed consumer profiles to target specific web visitors

· Ad agencies track impressions (how often ads are seen online)

· Ad agencies track click-throughs (how often ads are clicked on)

· Fourth screen smartphones are of increasing importance to advertisers because they can be targeted to a specific geographic location

· Social media is a gold mine of target data because of the likes, dislikes, locations & personal information collected

Conventional persuasive advertising techniques:

· Famous person testimonial – product is endorsed by a well-known person

· Plain-folks pitch – associates a product with simplicity

· Snob-appeal approach – attempts to persuade consumers that a product will maintain or elevate social status

· Bandwagon effect – exaggerated claims that everyone is using a particular product

· Hidden-fear appeal – plays on consumers’ sense of insecurity

· Irritation advertising – creating brand-name recognition by being annoying or obnoxious

· Association principle – persuasive technique that associates a product with a positive cultural value or image even if it has little connection to the product

· Disassociation – links new brands to eccentric or simple regional places rather than to images conjured up by multinational conglomerates

Myth Analysis – provides insight into how ads work at a general cultural level; the assumption is that most ads are narratives with stories to tell and social conflicts to resolve; contain three common elements:

1. Myths in mini-story form featuring characters, settings & plots

2. Conflict pits characters or social values against one another

3. Using a particular product resolves the conflict; user emerges as hero

Ads are most effective when they create attitudes and reinforce values

First Amendment to the U.S. Constitution (1791) - established free speech but said nothing about commercial speech – a mass media expression for which a fee is charged (the right to circulate goods, services and images in the concrete marketplace of products)

Critical Issues in Advertising:

· Ads aimed at children (program length commercials)

· School advertising (Channel One)

· Health & Advertising (beauty in our culture panders to low self-esteem)

· Stereotyping (negative group characteristics)(p.401)

· Tobacco (1998 four-state Joe Camel settlement)

· Alcohol

· Prescription drugs (false & misleading claims)

· Political ads (can serious information be conveyed in 30 seconds; how does a democratic society ensure that alternative voices get a hearing if they aren’t well financed or commercially viable?)(p.414-15)

FTC is the government referee for truth-in-advertising; it investigates claims of deceptive or misleading advertisements.  It can order ads changed, discontinued or corrected and can impose monetary penalties against an advertiser

FCC page: Complaints About Broadcast Advertising

[http://www.fcc.gov/guides/broadcast-advertising-complaints]
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