Election ads

Political ad: is now the major means by which candidates communicate their messages to voters. It is a promotional device.

Political, propaganda campaigns attempt to influence the public’s opinions about candidates and causes. (seidman, 2008)

Political ads are often focus on character, honesty including past actions and issues that matter to voters.

Phillips(1960):  script of the political campaign has changed little over time.

                  Political ad seeks to persuade as many people as possible that the candidate

is wise, honest and concerned about you.

Types of political ads: brochures, newsletters, billboards, posters, newspaper ads, pins, tv commercials, internet, social media.

A few comparison on these types: posters, direct mails/brochures, print ads, radio, TV, internet. 

TV ads

Appeals to both seeing and hearing—can convey more in a short period of time.

Large audiences makes it difficult to target; thus need to use common themes, images.

Used to build candidate or party image, show common cause with the people, or denigrate the opposition.

Very expensive and long lead time needed.

Four rules for effective TV ads: drama; familiar themes or storylines; focus on people rather than the policy; make simple, not complex appeals.

Need to do above in a way.

Negative ads: seek to discredit opponent either personally or in terms of policy.

Dichotomy of negative ads: On one hand, it can win more audience recall. On the other hand, it doesn’t enhance image of sponsoring candidate and can raise potential backfire. (It will be more effective if sponsored by the third-party and based on current issue.)
Levels of effect: Cognitive—increase knowledge levels (name identification; voters’ recall;)

                  Affective—influence voter perceptions of candidates and party.

                  Behavioural—influence how someone votes. (party affiliation; incumbency; perception of competence, integrity, like ability. Impossible to make direct correlation but found to be prominent for swing-voters or late-deciders. )

Analyzing political ads: videostyle, language and verbal style, emotional content.

Videostyle: Palecment of elements; choice in design; visual composition(body language, dress, camera angle, facial expression)

Language: choice of what is said, how it is said, who says it, and text included in the ad.

             Use of slogans helps to simplify complex issues and evoke emotions.

Emotions: direct eye contact trust; demeanour; attire; colors, etc

The advertising before 1890

Ad minor form of economic activity

Practiced by retail distributors who offered items without the mention of brands

Producers didn’t advertise

No distinct names or labels or products

Short notices written by businessmen

The first era: 1890-1910

Background

Economic change

Social changes

Cultural changes/values

Media changes: mechanized production, transportation

                         More from agrarian society to industrial society

                         Attempt to "stabilize sorcery" through puritan ethos

Ad profession sets rules and procedures

Manufacturers use advertising to create demand for their products

Seeking to differentiate product from competitors(brands are born)
Larger ads, not just back pages of magazine(introduction of design elements)

Role of advertising: introduce new products, homogenize taste and to create demand.

George W. Rowell

Started as advertising broker (late 1800s)

First to guarantee payment to publishers

Invented the commission system with advertisers (15% of the space)

Compiled list of circulations and advertising rates of all American newspapers

Founded printer’s ink.

ADVERTISING OF 1890-1910

Larger ads, not just back pages of magazine.

Manufacturers adopt advertising to create demand for their products. (ability to produce outweigh demands)

Seeking to differentiate product from competitors. (brands are born)

Role of advertising: introduce new products, homogenize taste and to create demand.

Adopts mimetic(类似的) approach: honest, truthful language; attempt to provide a true pic of reality through the text; long drawn out explanation.

Aligns with puritan value and counteracts the wild claims made by the patent medicine ads.(many false claims)

Creates sense of comfort with new products.

FIRST ERA ADS

Price important

Information on the company

Lots of copy to inform about utility of product

Mimetic illustrations and language

Technocratic language

Product-information format 

Product is the centre of attention

Focus of all elements in the ad is explaining the product and its utility

Brand name and pic prominent

Text describe product and its benefits

Does not make extensive reference to user

Rational

Gurantee

Address of the company

Idolatry&pure use of value: product idolatry

Francis Ayer
Started selling ad space in 1869
Started N.W.AYER & SON 1869 and create the "open contract". Contractual arrangement between agent and advertiser. Agent worked for the advertiser rather than for the publication.
First to use market research 
John Powers
One of the first copy writers
"powers-style"="reason-why approach"--detailed descriptions of the product, its uses and advantages; provides rational arguments for purchasing product.
Advertisement for Wanamakers:"we have a lot of rotten gossamers and things we want to get rid of."
J.W.Thomson
Started out as a space broker. (1880s)
Realized could sell more ads if company provided service of developing content for advertisers.

Hired writers and artists to form the first known creative department.

Earnest Elino Calkins

1900 started in the business. Opened angency in 1902.

Thought advertising needed more "eye appeal"

Directed attention to design

Combination of text and design to produce a complete advertisement.

The first era sum
Changing society and culture
Changing media
Emerging ad industry
Ads focus on product's use value; address fears of the market; introduce new products and differentiate them.
THE SECOND ERA 1920-1940

Background

Economic changes: depression and war; expansion of manufacturing production and process(Ford assembly line 1914--allows for even more production and consistency in product. However, demand doesn't increase at same place, because the fear of new products, especially by immigrants; protestant ethic rejects conspicuous consumption; Production gap)

Social/cultural: industrial society---->urban society; new gender roles; transition to  the beginnings of consumer society.(introduction of market research)

Media: introduction of radio

Industry changes: introduction of social sciences; consumer of goods rather than user of goods.

Daniel Starch

1920s, pioneered sense of tests to measure audience recall of advertisements in newspaper and magazines.

Introduced economic, sociological and demographic data to define.

George Gallup

Joined young & rebicam advertising in 1932

Invented a scientific statistical technique that sampled opinions of a small number of people to drive the general public mood of the population. (Gllup poll)

Alfred adler

Focused on the social needs of individual

Sigmund Frued

Suggested individuals strongly influenced by irrational unconsious drivers.

Also seek social approval.

ADS OF THE 2ND ERA

Product-image format

Brand name and packaging important

Product is given special qualities by means of symbolic relationship that it has to abstract and less utilitarian context.

Emsedded in symbolic context that imparts meaning to the product.

Works by fusing two systems of signs(the product code and the setting code)

Codes are not connected by logical linkage but by association.

Dependence on narrative, metaphor, allusion, allegory or juxtaposition.

Increasing use of art and photography placed product in symbolize rather than utilitarian.

Mimesis--dreamscapes and natural settings (settings become important for creating intrinsic value)

Progress of society 

To instil notions of quality and craftsmanship to play down mass consumption roots.

Still quality but also symbolize

Emotive themes, status, family, health, social authority.

Cultural frame for goods: iconic---products are embodiment of attributes, configured in social values and judgement.

Product promises social acceptance.

Iconology (L,K&J, 2007)

Utilitarian aspects of goods in addition to symbolic qualities and values.

Focal point away from object

Anxiety format

Measuring up to expectations of class and gender

Products can help maintain or create social status

Must show that one is meeting social/gender expectation

Meida: Expanding new forms of entertainment

Albert Lasker

Originally copy man--->agency president

Was "salesmanship on paper"

Belief in the reason why approach

Call to action in the ads--coupon, recipe, mout-in offer

Walter Dillscott

Opposite<-->powers

1903, the psychology

Should use the power of suggestion from external sources to evoke consumer demand for product--prestige is the most powerful appeal.

Pictures or illustrations that provides example.

Resor and Watson

First to open research depart in ad agency(01915 

Hired John Waston, psychologist in 1920

Watson believe people capable of only 3 basic emotions: love, fear and rage.

Intro of whisper or anxiety advertising

Intro of testimonial technique

Changes from 1st era to 2nd era.

From products to purchasers

From mimesis to modern art

From print to radio

From small shops to full service agencies

Less on performance, more on making them reasonable with qualities, desired by consumers---status, glamour, reduction of anxiety, happy...

Power of adverrtising

Helps keep the masses dissatisfied with their mode of life, discontented with ugly things around them. Satisfied customers are not as profitable as discounted ones.

Goal of advertising: create, consumers and consumenism. Educate individuals.

THE 3RD ERA

Personalization of products

Appeals to behaviourist tendencies--glamour, romance, self-transformation(narcissism)
Creative revolution
Ads of the 3rd era

Products are personalized

Blurring between product and person

Narcissist frame: focus on glamour, romance, sexuality, self-transformation-how the product can generate satisfaction for the user.

Background

End of depression and then end of WW2; rebuild american society

New deal-redistribution of wealth, creation of middle class

Production advances-MEPU(Minimum efficient production unit), reassessed, allows for smaller runs

New deal(新政): Roosevelt, end of 1930.

Instituted wealth redistribution programs to assist poor, recover economic system and prevent repeat at depression.

Tax increased to redistribute wealth.

Business and labour reforms

Stimulate jobs

WW2 farther stimulated recovery

After war

Soldiers back home with benefits--housing benefits, education benefits

Baby boom and setting up of families--more to suburbs, demand for consumer products soar, full impact of the new deal felt(labour and business reforms)

Production/technology changes--larger items more affordable; everyone can own a car, changes how people live and shop, how people are advertised to; production capacities change(MEPU)

Allow for profitable smaller products runs

Overcapacity reduced, more differentiation

More competition(results in more advertising)

Intro of television 

Introduced in 1950s

Visual as well as audible-more excitement than radio

Early TV-sponsored by advertisers but soon got to expensive for one advertiser to underwrite all the cost. Replaced with the advertising spot.(but still product placement and demonstrations by main advertisers)

10 years after introduced-90% of homes

Swiftly become dominant advertising medium.

Impact on ads

USP (unique sales propsition)

Show the product

Dominant bold, simple visuals

Identify one product quality that is unique

Emphasis on the material and utility value of the product 

The creative revolution

"golden age"of modern advertising

1960s creative revolution-art, film, music, extends to advertisements

Disdain for rules and the old way of doing things.

Respect for the audience-talk to them in a conversational way.

Person prototype: product=people (personalization and narcissism)

Personalization: blurring of the lines between product and people

Models stand for products and the connection between the two is interchangable

Narcissistic: promise of romance, glamour and adventure

From informational to transformational

Show consumers before and after to emphasize the role products plays in self-improvement.

Rossor Reeves

Leo Burnett

"good advertising does not just circulate information. It penetrates the public mind with desires and belief. "

Believed every product had a story

Visual archetypes and powerful symbols

Friendly brand mascots

William Burnbach

Led creative revolution of the 1960s

Eschewed science and market research

Believed americans "were smart people"

还有一条

David Oglivie

Soft sell meets reason why approach

Elegant copywriting

Formula for success

80/20 rule image to text

Brand name in headline

Brand name at least 3X in copy

Based on fact

Add element of intrigue, playfulness and anticipation

4th ERA 1970s-1980s

Background

Energy&economic crisis- inflation, unemployment, corporate loses and consolidations.

Political crisis-vietnam war; watergate; october crisis

Social crisis-anxiety, uncertainty, distrust

Media fragmentation-satellite and cable evolve and draw viewership away from big three networks.
Market segmentation
Introduced in 1970s by Wendell Smith
Segments might serve as the basis for a market strategy
Adjust product lines and market strategy according to specific needs of one or more specific segments
Results in differentiated goods, and association of goods with market segment.
Impact on ads

No more creativity-comparative ads to position against competitions.

Basic approach to segmentation

Lifestyle advertising

Brands become totems for group membership

Freud rediscovered-appeal to id-sex sells; dreams path to unconsciousness

Lifestyle format

Immortalize the trivial moments to show appropriate social occasions for consumption.

Reference to particular lifestyles is internalized within the essential meaning of the product.

Allusion to consumption style can be revealed through personal narratives.

Totenism

Products are emblems of group-related consumption practices

By purchasing this product, you will be part of this group.

Sex sells

Appeal to sex and unconscious drivers-product sexualized; use of product sexualized; individuals in ads sexualized.

Advertising industry charged.

Ad agencies in 4th era

1970s "the decade of mergers"(Fox,1984)

Hiring/promoting women to positions of power

Ethnic and gender pluralism in advertisements

Ads of the 4th era

Products shown but secondary or integrated into "lifestyle" format.

Focus on leisure, health, groups, friendship.

Products an important component of group or lifestyle activity.

Image 

1990 economic changes

Move to service economy: services are not tangible; no material value, subtle utility value.

Services about interaction/relationship: USP becomes the quality of the relationship; 20/80 rule(20% of your customers give you 80% of your business.)

Commodification

Why more commodities?

Globalization-more brands, more products.

Computerization-computers affordable by all companies results in increased technological opportunities.

Products can't be easily differentiated from its competition.

If products and services can't be differentiated, brands and companies can be.

Shift in emphasis from product to the brand.

Move in focus from material value to symbolic value.

Recession

Forced organizations to re-evaluate and prioritize their spending.

Insistence on ROI(return on investment)

Response beats reach/retention beats new clients.

Two essential qualities important: ability to target specific audiences; opportunity for interaction.

Private sector goes to public

Sponsorship, social marketing, developing relationship with customers.

Why now?

Most educated consumers ever.

Further media demassification

The internet

Public interest groups

Litigious environment(so company always wants to be your friend.

Retreat of state government from traditional areas of investment.

Advance of corporations into some of the spaces left vacant.

1984 LA olympics-sponsorship resulted in profit.

Changes to marketing

Database marketing

Computerized tracking of customers

Look at consumers as individuals(individual information tracked in database.)

Predictive modelling improves restention.

The introduction of points cards.(for tracking your purchases)

Direct mail, telemarketing

Reaching hard to reach audiences

Blurring lines between content and ads(and the line between company and advertising)

Allows for controlled environments

Introduce 1-800 numbers, scan codes.

Sponsorships

Advertising messages wove into the social/cultural environment.

Blurring of the lines between marketing and advertising; promotion and place.

5th ERA ADVERTISING

Media: direct mail. Telemarketing, event sponsorship, internet

Marketing strategy: relationship marketing

Advertising strategy: target, interactive, focused on retention and sales.

Elements in the ads: one to one approach, feedback loop, attributions of the corporation, attributions of fellow members(personal stories from the consumers who have used the product)

Emotive themes:market segment as community, corporation as individuals who understands the needs of the community.

Shift from technical attributes of the products to brand.

Impacts on ads

Corporations as good guys

Interactive, engagement

Lots of information about the company

See market segment as community

Call to interaction

Long term perspective(long term relationship between you and brand, brand personality)

Personal stories, sell more than the brand

ADVERTISING 2.0

Move from segmentation to fragmentation

Use of internet to advertise and develop relationship with customers

Use of social marketing to have consumers "friend" the brand the promote them

Brands have their own profile

Internet based(one-to-one advertising, targeted email, displays ads, targeted ads.)

Including direct response tactics, targeted tactics(behaviourally targeted search engine advertising),and brand building tactics.

Some advertising becomes two-way communication(more about conversations)

Online advertising started in the early 1990s.

Rich landscape for advertisers.

Internet 8% of all advertising spending and growing each year.

Diverse formats: paid search ads, display ads, classified, rich media, personal emails with embedded address.

Social media.

Able to measure ad penetration more effectively

Able to target ads based on behaviour-microtargetting

New technologies=new approaches-podvertising, twitter..

Down side is consumers respond to on-line ads more negatively than traditional ads.

Friendvertising

Use of social media to build brands

Advertisers have embraced social media due to the large network it offers

General networks(larger audiences) vs vertical networks(more segmented)

Types of friendvertising

Display ads(placed or cost per click through rate)

Brand/company profiles

Get people to friend you brnad

Create contest, messages, etc for users to virally distribute brand infromation

Behavioural targeting and microtargeting of audiences.

Display ads pop up based on users profiles and internet use.

Develops relationship between organization and consumers

Brands are no longer totem but a member of the community

Going Vrial

Massive distribution beyond original site

Consumers work to advertise the brand

Burring of the line between advertiser and consumer

MEDIA AND ADVERTISING

Media is a form of social organization moved up of the relations of media and audiences and the nature and influence of the messages that flow through these channels.

Advertising has played a part in the development of new forms of media alongside with new media.

 100 YEARS OF ADVERTISING

Pre-modern advertising(before 1890s) and positioning of ads=retailer information not persuasion. (patent medicine ads are the exception)

1st era(1890-1910): focus on utility value of product, price, ethos of manufacturer, mimesis, changes in print media to accommodate ads.

2nd era(1920-1940): move to symbolic value of the product(although still product focused), anxiety advertising, introduction of market research and psychology, introduction of radio.

3rd era: personification of products, narcissistic, cultural frame(based on satisfaction internal to the individual)or USP(Rosser Reeves), reative copywriting, creative revolution, introduction of TV.

4th era: lifestyle advertising, product part of a lifestyle activity or practice. Totenism, cable and specialty channels.

