Introduction
-book examines the role of advertising and promotional communication in the expansionary phase of the market economy during the 20th century

-advertising is a major sector in the global economy; part of the broader system of production, distribution, and consumption 

-global advertising in 2003 was a $471 billion business

-agencies employ roughly 165 000 workers in the U.S. and 20 000 in London

-advertising has become an accepted part of everyday life; fully integrated into our culture

-James Twitchell compares advertising to a religion 

-since 1950's, growing debate between producers and consumers and some styled it as a mirror

-marketplace itself has become a significant medium of social communication; space left over is the mass media's discourses through and about objects 

-material cultures are where objects possess sentimental meaning due to social relations

-modern consumer culture shares with earlier economic relations a fundamental characteristic that material objects produced for consumption in the marketplace not only satisfy needs but also serve as markers and communicators for interpersonal distinctions and self expression

-intensity of promotional efforts and volume of goods and services distinguish modern society from earlier ones 

-advertising's role is not only economic, but cultural as well

-business and sociology are both necessary for understanding the role played by advertising

-advertising became a privileged form of social communication
1) market-industrial societies, economic affairs, marketplace transactions
2) individual level (through and about objects)

-marketplace goods became "doubly articulated"
meanings
corporations advertised them



Advertising as Persuasion in the Marketplace:
Vance Packard wrote the Hidden Persuaders by explaining how we are influenced and manipulated far more than we realize
this can be on our subconscious level
he doesn't regard all advertising as bad he states, "tasteful, honest works of artistry" but he dislikes devious forms of advertising
reinforced by Bryan Key's discussion of subliminal perception in advertising
e.g. - he found the word "sex" baked into ritz crackers and sexual imagery used in ice cubes in advertisements
this "secret technology" modifies behaviour invisibly, channels basic value systems, and manages human motives in the interest of special power structures
no research indicated that these techniques manipulated people to do things that they otherwise wouldn't have 
Martin Bell claimed national advertising of the 1920's and 1930's aimed at raising demand and his task was to do so for mass produced and distributed goods (anything could be sold with enough expense and effort)
1930's social criticism of this approach increased; in response, 2 strategies came out including intensive market research and effective design of new products
the marketing concept targets consumers needs and wants and does so through products and programs and derives profits through customer satisfaction
this concept is based on the premise that the consumer is a rational problem solver taking full advantage of communication technology
marketing concept involves product, price, promotion, and place
is a key contribution to the efficiency and freedom of our expanding market economy 
Bell outlines how the consumer behaves according to the rational approach
	1) the recognition of the want
	2) the search for means to satisfy the want
	3) the evaluation of competing alternatives
	4) a decision
· advertising plays a role in step 2 and 3
· launch of commercial advertising in the 1950's
· Vance Packard book exposed the "depth psychology" techniques 
· 2 important challenges launched by Packard's critique
	1) marketing was heralded as manipulation and thus known for communication 	and culture rather than economics 
	2) these hidden marketing practices called marketers integrity into question
· in an article "the Economics of Information" discussing the relationship between advertising and its use by consumers, George Strigler justified advertising as an important source of consumer information and it saves consumers time
· Strigler says, "the assimilation of info is not an easy or pleasant task for most people and they may well be willing to pay more for info when supplied in an enjoyable form"
· need to distinguish between manipulation and persuasion (this harbors exaggeration and embellishment which is known as "puffery")
· Alvin Achenbaum says, "to the degree that an advertiser intends to deceive his prospects and succeeds, he is manipulating...but what constitutes deception is not always clear-cut...."
· Rotzoll said, "under the assumption that man is rational, it's quite appropriate to attempt to persuade. for it is assumed the rational man will be able to detect truth..."
· Theodore Levitt, said "since the relationship between product use and symbolism is a fundamental part of all human interactions with objects, there cannot be anything wrong in principle with advertising..."
· Schudson says, "all cultures goods have been part of our most intimate moments and social rituals"
· Driver and Foxall claim "the depiction of consumers as rational, problem-solving beings is actually a highly limited description of buyer behaviour". most people seem indifferent to much of the info about goods. for many a decision process never occurs" and most purchase decisions are actually influenced by word-of-mouth info
· impulse and routine are typical of consumers low-involvement purchases
· 98% of goods introduced into the marketplace fail despite promo efforts

Going Beyond the Rhetoric:
laws and industry codes of ethics discourage unfair or misleading practices
surveys show that people enjoy ads as an art form and think economy or mass media could exist without advertising and regard it as a positive role in society
public school system vs. advertising had greater influence on society and 54% said schools and 42% advertising 
60% said most advertising is an insult to one's intelligence


The Social Communication Approach to the Study of Advertised:
advertising must be recognized as a special (and uniquely problematic) business institution as it lies at the intersection of the economy and culture
situated between producers and consumers and between media and audiences, it's a key site of negotiation between the economic and cultural spheres
advertising has been acknowledged as a form of artistic expression in its own right and as an inspiration to the arts; each year prizes are awarded at a competition in Cannes
collection of the year's best television commercials make it in movie theatres
it's a "high art form of the postmodern era" and the leading edge of fashion and design
advertising is a channel through social change and is constantly mediated (discursive and representational practice)
advertising is based on 2 pillars (history and culture)
Robert Atwan says, "advertisements tell us in miniature a great deal about an entire civilization, its actual material life and interlocking collective fantasies"


From Product Description to Social Communication:
the discourse through and about objects is special for 3 reasons
	1) state of our economy is the predominant concern in public affairs
	2) messages about goods surround us through our interactions with 	 		communications media
	3) interpretation of the social world is formulated against the backdrop of these 	messages
· advertising, in terms of revenues, is almost 100% for broadcast media, 75% for newspaper industry, and 60%-100% for magazines 
· commission system was dissolved in the 1980's
· 5 main perspectives of the role of advertising
	1) broad economic changes characterizing the transition in societies from 	largely 	agricultural and craft modes of production to an industrial mode of production
	2) socio-cultural perspective helps understand how economic changes 	influenced how people relate to goods 
	3) look to specific manner in which these economic and socio-cultural changes 	were institutionally mediated by the emergence and development of 2 key 	symbiotically-related industries: the commercial mass media and the ad agencies 
	4) analyze ad's from all periods of the 20th century to see how the 	economic and socio-cultural, and institutional contexts influence their form and 	content (advertising text reflects a negotiation of meaning)
	5) previous analysis of advertising content, as well as 3 recent case studies

· table 1.1
	Media for Advertising
	Newspapers/Magazines
	Radio
	Television
	Television
	Media Mix 

	Marketing Strategy
	Rational
	Non-Rational
	Behaviourist
	Segmentation
	Anthropological

	Advertising Strategy
	Utility
-e.g. tobacco ad (product quality)
	Product Symbols -e.g. luxury car (social values and tastes)
	Personification
	Lifestyle
	Demassifying

	Period
	1890 - 1910
	1920 - 1940
	1950 - 1960
	1970 - 1980
	1990 - 2000

	Elements in Ads
	Product Quality/Price/Use
	Product Quality
	Product
	Product
	Brand Image



