Introduction
-advertising has become a part of life, part of our culture
-not just something that helps sell things, it is large part of human consumer culture

Packard
-modifies human behavior invisibly, channels basic value systems and manages human motives in the interest of special power structures
-did not find concrete evidence of this
-marketing is manipulative

Marketing concept
-instead of creating whatever, the companies research and design products that market actually wants
-1930s
-makes up the very structure of our present economy
-4 P’s

-consumer going through a purchase:
	1) recognition of a want
	2) search for means to satisfy want
	3) evaluation of competing alternaties
	4) decision

-marketing is discovering wants of a consumer, not necessarily making them

-advertising is part of overall system of production, distribution, consumption

-accused of over-valuing material objects in life

Advertising in Canada
-went from print in 1700’s to radio, television
-privacy and intrusion of space is concern with advertising today
-because of ad clutter, they try to use guerilla advertising, viral marketing
-due to globalization, many Canadian agencies either join the big ones or find a niche.

Persuasive Products
  
-advertising is becoming more and more persuasive
-have played a very different role in this consumer culture than in the past

-first press advertisement in the 1620s
	-just informal devices in trading, not what we have today

-1600s – 1700
	-advertising mainly used to inform, announce

Puff/Puffery
-beginning of 1700s
-means to boost or inflate reputation 
-gimmicks, slogans, exaggerations
-initially thought of as evil

Campaign
-beginning of 1800s
-advertising became planned campaigns, which had a marketing strategy
	-planned client service
-still the core focus of industry activity

-images were not prominent in advertising until 1850s
-image-based advertising achieves unprecedented potency

Press advertising
-images virtually non-existent in press advertising
-display, layout, and typography are what created visual appeal
-asterisks and hands are what attracted readers
-increasing price of newspapers brought a lot more advertising
	-print was really small to fit in more things
-press technology did not allow for illustrations
-images appeared in 1850s, very effective
	-however some paper still reserved as to where the images can be put

Broadsides, poster, etc.
-not limited by regulation but by printing technology
-large colorful posters appeared in late 1800s
-earliest poster in 1500s (broadside)
-can contain colorful illustrations, unique layouts


-wooden and copper tradecards distributed in 1600s
	-used to attract the wealthy

-broadsides, tradecards, posters are just devices in a combination marketing effort

-horse-drawn displays, glass pillars, balloons have all been used 

-images in advertising improved its reputation, helped boost culture
	-artistic side of advertising wipe away its convincing, deception

Selling Emotion
-turned from unique selling point to emotional selling point

-author argues all forms of persuasion, etc. are used to trigger emotional response


Consumption and Advertising
-social practices are interwoven with shopping and consumption
-advertising impacts the customer more than influencing them to buy the product, but create the whole consumer culture
-people’s emotions, intimacy is being commodified

-can be a good thing, helps self-expression, self-esteem, reward for hard work
-can also be wasteful, unethical, bottomless desire for objects

Marxist perspective on production and consumption
-production and consumption are closely intertwined
-production creates the external object for consumption, consumption creates the need as an internal object for production
-consumption becomes modern form of justification for running and maintaining capitalism in order to seek endless profits through satisfying the unsatisfied material needs
-ads are propaganda in maintaining capitalist society
-worker becomes a victim, because he wants money to purchase things
	-wrong idea because he thinks material things can give him satisfaction
-source of oppression for the working class

George Simmel
-fashion, commodities a place for people in urban areas to find individualism
-urban life, filled with pursuit for commodities, makes us think only about ourselves

-consumption makes the social class possible
-suggests modern consumption based on how rich people consume, preferring fashion over function
-conspicuous consumption – consumption patterns prompted by symbolic significance more than material utility

Cultural Capital and Social Class
-Pierre Bourdieu also agrees that consumption is used for forming and maintaining individuality
-middle class consume the way they do, tastes, networking, etc. to ensure a good job, good future
-cultural intermediaries – people that tell how a class should act (e.g. mass media)


Feminist opinion
-different products are suitable for different genders, so the landscape is already naturally divided into 2
-often very stereotyped (e.g. women like pink, jewelry)
-some regard female marketing as oppressive, making them buy shoes and clothes forces them into this stigma
-others think it is empowering, allows women to declare independence and enjoy the things they like
-kind of contradictory, can be viewed from both sides
-possibility of liberation through fashion imagery takes place within the structural constraints and political economy of global production

Advertising as mass communication
-advertising tends to normalize social practices, reinforce values
-needs we think can be met by commodities are created by advertising
-advertising is the major $$ to media, so they communicate with us a lot
-advertising boom is a benchmark for capitalist society
	-provides choices and opportunities for everyday life for people
	-can be a system of seduction

De Certeau on Agency, Interpretation, and Advertising
	-gets masses to buy in by empowering the weak
	-argues that consumers have the choice
 		-advertisers revolve around them to create the consumption pattern
		-system developed with consumer’s interests in mind


Creating Consumers
-many commodities created by obsolescence (products getting old and flush out)

-children are a big market for producers, because they have 3 ways they can spend
	-their own money	
	-influence parents’ spending
	-spending when they grow up

-since WWII, family income increased, children per family decreased. created lots of teenager spending
-teens are a large current market, as well as potential future market
	-their tastes will be shaped and carry into adulthood
	-their loyalty is up for grabs, large premium to market to them
-often associate their ads with cultural icons (e.g. pop stars, cartoon characters)

-advertising very prominent in schools now
 	-educational context will increase the product’s credibility and impact
-Malcolm Gladwell says companies go on “coolhunt” to find out what is coolest to kids these days

-most teenagers content with the schooling system they are currently put in
-politicians say they want to improve the system, but do not make any radical changes
	-they do what’s in their best interest to get votes, accommodate everyone
-parents love their children, but are happy that school takes care of them 
	-creates rebellious character of teens
	-give in to childrens’ demands to prevent arguing

-youth is the new generation that shows off, what is considered attractive

-high school is a model for consumer culture, people always go pursue new things, new styles that are seen from the cool kids, want to achieve high status












Consuming Life
-many commodities are made not to meet one need, but a generalized need “to look cool”, etc.
-people have great desire for status
-consumer capitalism diminishes society, interpersonal relationships

-2 key roles in consumer capitalism, work hard and play hard
-Bourgeois bohemians are the preppies in real life

Kids Influencing Family Purchases
-kids nowadays have a large influence on family

The nag 
	-big factor in business today
	-20 – 40% of toys, fast food and apparel are result of appeals to parents
	-persistent nagging
			-happens in younger children
			-not as effective on parents
	-importance nagging
			-appeals to kids who want a better life for their kids
			-parental egos don’t want their kids to look bad
-e.g “you want me to learn, don’t you?” “you want me to be happy right?”

-cereal is a good example of this, parents don’t have the time or patience to argue with the kid for the choice of cereal
	-parents usually give in

-gatekeeper – parents that say “no” all the time to their kids

-parents are also opening up to kids in decision making (e.g. clothes, vehicles)

Types of parents
	-indulger (33%)
			-spend impulsively and enjoy possessions they acquire
	-bare necessities (31%)
			-total control of house spending, frugal
			-little interaction with kids
	-conflicted (20%)
			-want just the essentials, but give in because they feel guilty
			-financially poor
	-kid pals (15%)
			-parents want to have fun with kids
			-e.g. play video games together

-automobile advertisers are using different methods to reach to kids
		-cartoon characters
	-advertising in kids’ magazines
	-kid-friendly features in the cars

-travel industry now very family-focused

-“retailers that fail to include whole family in events will die off”

-recognizing the value of kidfluence means lining your company with the new up-and-coming generation of adults

Kids as Future Purchasers
-future market of kids hard to predict, can’t tell how much they will spend as adults
-lifetime value  - value of a customer to a company over their lifetime

-less expensive to keep existing customers than to make new ones

-kids are easier to convince than adults, and it is important to develop brand relationships with them early on
-brand loyalty is developed at childhood and can last a lifetime

-banks are a lifetime relationship with customer, so they target kids
	-kids most likely to open bank account at parents’ bank

Cross-Generation Appeal
-some ads create nostalgia in old generation but still appear exciting and new to the younger generation
		-e.g. revamped VW beetle

-“youth is beyond just a demographic, it’s a state of mind” – Ford

Appropriate age to brand
-kids are aware of brands from early age
-TV, siblings, school, shopping, parents all present brands to kids

-kids have 100 in brand repertoire (1st grade), 300-400 at 10
-adults have 1500 brands
	-usually developed by trial

-kids can identify brands, but choosing which is better is the key
	-by age 3-4, kids can differentiate brands
	-they think certain brands are better
	-first brand loyalty is developed this way
-brand is a promise of performance that is recognized and trustworthy
-kids age 7-9 will know ads are persuading them
	-open to suggestion
	-brain open enough to create brand impression

Tweens and Brands
-rules and their place in the world begin to be established
-family not the primary source of learning
-self-expression is important, so branding comes into play a lot more
-want to fit in
-most independent purchases happen at this time, big window for brand impression




Consumer Stages
-perceptual stage (3-7) – aware of products, don’t differentiate brands
-analytical stage (8-11) – brand awareness begins
-reflective stage (12-16) – adolescents sensitive to brands and start become skeptical
	
-some businesses need to keep fresh so that younger generations stay in touch with the brand

-youth want something fun, but don’t want something their parents liked

-Gap a successful business because of Old Navy, Gap, and Banana Republic
	-markets to different generations
	-cradle to grave


I Can’t See Clearly Now

-might be regarded as deceptive and unfair practice
-still no laws against it to this day

-can be visual, auditory, below level of conscious perception

-mostly selling sex
 
-some messages hidden in songs and have actually made an effect
	-telling people to buy things in store recorded inside the song

-Harvard study
	-seniors showed positive words had better walk (10% improvement)

-smiling makes people buy more stuff (unconscious emotion)

-some companies incorporate brand into bar/restauarant’s theme so that customers want to use product (i.e. smoke) when they see it 
	-Marlboro does this
	-Sturgess suggests because of tobacco ads bans, they turn to subliminal method, works just as well, if not better

-anti-smoking ads actually triggered smokers’ cravings

Sex and Money

-sex has been used to sell for past 150 years
-ads often blamed for eating disorders, low self esteem
-sex is instincutal, so very powerful when combined with ads
-none of us are completely sexually or materially satisfied
-ads used to stimulate, facilitate, and reinforce purchases

-ads seem to be continually pushing the boundaries
-many examples where changing slogan to sex boosted sales

-can come in many forms, nudity, intimacy, looks on models
-promises to consumer
-sexual attractiveness
-likely engagement in sex, enjoy it more
-feelings of being sexy and sensual

-can be hidden subliminally
[bookmark: _GoBack]This must be the place product placement

-ad retention is getting lower
-ppl on average only remember 2 ads
-too much clutter, so we filter out many ads
-also due to lack of variation
-product placement can appear subtly (e.g. coke colored room) or very obvious (e.g. simon drinking coke and commenting about it)
-part of it brought upon by ad-skipping technologies
-change in content choice from producer to consumer is biggest change in media the past 30 years

-product placement began long time ago, flourished in 1930s
-now even product placement is overloaded, we dont remember e brands in the movies
-advertisers will not be satisfied until they have made their mark everywhere
-soon 75% of shows will have products and plots arranged for advertisers

-coke, cingular, and ford were used in amrican idol
-study shows placed products inhibited recall of other brands
-more effective for retention
-the more subtle and well integrated into the show it is, the more effective
-we let our guard down
-coke forged emotion of success and stardom with it in american idol
-not only increase our retention, but supress recall of other brands
-ford had no emotion integrated into the show
-product had to make sense with the narrative


Advertising and Product Placement

-reasons for product placement in movies
-ppl pay lots of attention in movies
-large target audience
-natural placement less chance of triggering anger in viewer

-sometimes the product is just there for creative realism, not even intended to advertise

-difficult for media to charge companies, dont know how to base price on

For
-compensate for ad skipping
-deliver msg when viewer filter is off
-allow development of brand image (actors using it can help it build brand)
-less obtrusive for viewer
-more realistic
-can be placed where traditionally had no ads (mv, books, video games, webcasts, board games)
-can be used to create realism
-ad distributes in reruns, copies

Against
-can trick naive or young audiences
-may be shown to those its not intended for (e.g. alcohol to minors)
-alters creativity of media
-doesnt give a chance for consumer to say no
-ppl want to enjoy show but also have to disbelieve and filter ads at the same time
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