
Advertising in Canada Article Notes

Advertising: In communications and cultural studies, it refers to a system of communication through which goods and services are brought to the attention of the general public. 

Raymond Williams (1987) argues that advertising has two phases:

1. The content of advertising has insinuated itself into every medium of communication. Advertisements may be understood as a one way mediated communication intended for mass persuasion. They manipulate the shared words, images and symbols of a society to create a favourable impression for a product, service or cause. 
· advertising has been referred to as “salesmanship in print”, yet the barriers in communication that separate advertiser and audience clearly distinguish it from the interpersonal communication that is necessary between a sales clerk and customer
2.  The business of advertising structures media operations in a capitalist economy. The media serve advertisers first and the public second. Most media outlets face enormous production and distribution costs and to finance their operations they must rely on advertising revenue. 
The public is important, media outlets must attract a desired audience:

· A media outlet will become financially self-sufficient or profitable only if it attracts an audience desired by advertisers. 
· When an advertiser selects a media outlet to carry its ads, the outlets value is determined by the size and quality of its audience. “Quality” refers to demographic considerations that have an impact on purchasing decisions such as age, gender etc. 
· Ultimately, the advertisers want to reach the highest number of potential consumers at the lowest possible cost
Advertisers do not need the mass media:

· Advertisers can publicize themselves through event sponsorship, telemarketing, direct mail, flyers, catalogues, billboards or their own websites. 
· This puts pressure on the mass media to increase their value to advertisers. Some media try to produce the largest audiences possible by appealing to all demographic categories. 
Mass market media outlets: try to produce an audience of all demographic categories. This is the strategy of mainstream outlets like family newspapers and national television networks.

Specialty Media outlets: try to produce closely-defined audiences similar to the target markets of specific advertisers. For example, Modern Dog magazine appeals to dog owners and attracts advertisements from the manufacturers of pet products.

Every media outlet tries to produce an audience sought by advertisers and thus advertising structures media operations. The character and quality of media outlets and their content is driven by the kinds of audiences and advertisers they want to attract.

Early Historical Background:

· no one person invented advertising
· advertising is as old as civilization, if one accepts that town criers and shop signs are forms of advertising
· modern advertising is integrated with the mass media
· the functions and practices of advertising have emerged over the last 250 years in step with new media technologies
· the first newspaper the Halifax Gazette contained ads for a grocery and a tutor
· Over the next century newspapers across british north america were filled with ads from similar merchants, craftsmen and professionals who used local papers to reach local audiences. 
· Copy - drafted in a polite style common to business cards. They were set in the paper’s typeface and were almost indistinguishable from news stories. 
· In the 1800’s, a second style appeared where copy was infused with boastfulness and persuasion replacing the polite invitation. They had a single unique font or a jarring variety of fonts. Copy might be enclosed in borders or with iconographic images. This style of advertisement grew in popularity as local economies and business rivalries intensified.
1880-1920:

· advertising underwent significant changes during the industrial revolution. 
· In canada, these developments led to the organization of advertising as a system of communication. 
· The process took decades, but by 1920 there was a common set of practices and institutions, ones which shape the industry to the present day.
· New manufacturing technologies introduced after 1830 increased the productivity of Canadian industry and companies expanded their sales territories into distant regions. National distribution by the 1890s.
· Advertising bridged the gap between the manufacturers and the public by opening a channel of communication between them. 
· Advertisers took advantage of the new technological developments such as steam-powered cylinder presses introduced in the 1840, which produced thousands of pages of text per hour, and lithography allowed detailed images. 
· newspapers remained the most important advertising medium until the 1950s, but magazines, catalogues, flyers, posters, transit cards and billboards were used as early as the 1860s.
The advertising agency

· a new kind of business emerged - the advertising agency.
· Media buying: the function of the advertising agency to identify and assess media outlets, negotiate rates and contracts wherever a company does business. When agencies first appeared this was their only function. 
· In essence, they were and remain consultants with expertise in media, brokering deals between advertisers and outlets to place ads before the most suitable audiences at the lowest possible rates. 
· Agencies did not fluorish in Canada until the national economy expanded in the 1880s.
· In 1900, agencies added a second function - creative service. The most effective ads featured memorable copy and imagery so agencies established creative departments. 
· In 1910, agencies added a third function - market research. As manufacturers expanded into new markets, the consumer demand became more difficult to understand in a national market, so market research was helpful by investigating human behavior. Such information provides reassurance; the plans for new products, services or sales territories are informed by hard data rather than hunches. Agencies also use this info to inform media buying and creative services. 
· Two strands of market research: (1) demographic analysis that offers an empirical, quantitative picture of consumers. The findings helped media buyers to select the most appropriate outlets to reach their target markets. (2) psychological research offers a theoretical, qualitative picture of consumers. Sought to create more potent ads by investigating the links between advertising and human cognition so that they can tailor copy and art to the cognitive patterns of consumers. 
· Two significant legacies of agencies: (1) the research methods adapted from the social sciences appeared to have mathematical precision which bolstered the agents professional credibility and (2) when combined with client relations, these skills gave shape to agency structures. Most major agencies organized their operations by function and divided their core staff into four departments: account management, media research and buying, creative work and market research. 
1920-1960:

· After 1920, the advertising industry adapted to broadcasting. Radio became popular in 1922 and canadian television began in 1952. Both were quickly integrated into the existing structures of advertising. 
· Canadian broadcasters wanted to finance their programming with advertising to prevent the domestic audience from switching to American stations. 
· In broadcasting, media buyers pay for time. One way is by sponsorship where an advertisers name is associated with an entire program. Sponsored programs generally reflect the character and status that the sponsor wants to create in the public mind. Another way is through ‘spots’ or commercials, which use a brief segment of on-air time for sales talks. Spots are now the predominant form of radio advertising, but sponsorship was common until the 1950’s.
· Television continued the practices of radio broadcasting, the only major adaption was the development of stage and film techniques to produce effective visuals in televised ads.
1960 to Present:

· The functions of the industry have not changed significantly since 1960.
· Canadians’ gradual acceptance of the country’s multicultural heritage altered both media buying and creative services. 
· Montreal was the country’s commercial centre through much of the 20th century. 
· Francophones owned and operated few agencies and had little influence within anglophone agencies, reflecting poorly on the entire industry. 
· The situation changed abruptly after 1960 when quebec francophones began to fight for greater authority in all aspects of public life. Advertisers responded with french-language campaigns distinct from their english-language campaigns, which created opportunities for francophone agencies. 
· Today, agencies embrace multiculturalism and tailor ads to any ethnic group that forms a substantial market.
· Cossette (francophone agency) is now the largest agency in Canada and among the top 30 in the world.
· While quebec nationalists focused on advertising content, english canadians were concerned with media buying. 
· Certain American media outlets are attractive because they reach more Canadians than their Canadian rivals. 
· If advertisers only use American outlets, however, their Canadian counterparts lose revenue and face closure. Nationalists argue that this undermines Canadian culture.
· To prevent this, the federal gov. regulates media buying through the Income Tax Act and Foreign Publishers Advertising Services Act where canadian companies cannot claim the cost of advertising in foreign outlets as legitimate business expenses against income. 
Institutions: 

· The advertising industry is complex, competitive and operate across all media. Institutional structures bring order to this complexity. They were developed as people in advertising responded to pressures both inside and outside the industry. That these institutions are necessary and permanent suggests an important point: the issues they address are crucial to the industry’s day-to-day operations.
· Every sector of the industry has its own association. In each case, rival companies came together to promote their common interests. 
· The institutions lobbies the government for policies favorable to their sector and promotes their sector as an advertising medium. Some institutions monitor the content of advertisements. 
·  Over the last century, these associations have met with each other to establish common standards for their industry.
· Advertisers and agents resent state intervention.
· The influence of industry lobbies such as the ICA, AcA and CMA affects the shape of federal and provincial law. 
Globalization:

· Agency group model is significantly different from the international agency model. Agency groups recognize that every country has its own marketing challenges created by differences in language, customs, laws and media use. When agencies from different countries form a group they offer both convenience and cultural credibility. Through a single company they offer international marketing support that can be implements anywhere by a local office. 
· As agency groups extend their reach, they affect smaller, regional agencies. This is particularly true in Canada. Canada composes a small region in the global marketplace and its manufacturing sector is dominated by foreign-owned companies that are all high-volume advertisers. 
· When the parent companies of Canadian branch plants integrate their Canadian campaigns with their global marketing plans, accounts shift from Canadian agencies to agency groups. 
· Few Canadian agencies compete directly with agency groups. Most either join a group, or find a modest niche for themselves within Canada. 
· Agencies that take the second path generally provide high-quality creative services geared to Canadian audiences, something that they claim that groups cannot provide.
· Two noticeable exceptions follow a third path - Cossette and MDC partners are Canadian-owned and expanding internationally themselves.
The Death of Advertising

· Big budget ad campaigns may become a casualty of the 21st century
· (1 reason) the proliferation of new media outlets and audience fragmentation has advantages and disadvantages for advertisers. To remain competitive, media outlets dependent on ad revenue must increase audience share or reduce ad rates. This is good for advertisers however new media outlets typically focus on narrow target markets that may be unresponsive to traditional mass market campaigns. Advertisers and their agencies are then pressured to create unique ads for each outlet. At the same time, new technologies have allowed advertisers to create their own catalogues, web sites and magazines and therefore abandon the mass media altogether. 
· (2 reason) commentators like Doug Saunders suggest the public has grown cynical of advertising messages and tunes them out. Agencies and their clients have responded by making ads more entertaining or controversial. 
· what is the alternative to traditional advertising? some companies look to PR and geurrilla marketing. 
· Despite the professional separation, the function of PR is the same as that of advertising: to enhance the publics appreciation for companies, their brands and their products and services. It does this by delivering messages through channels that the public trusts such as news organizations. Many people may question a company’s advertising, but accept news stories covering its affairs.
· Geurrilla marketing was inspired by the term advertising campaign. Rather than using mass media to reach national audiences, guerrilla marketers seek unconventional channels of communication to reach local audiences. this includes posters on telephone poles, packages of coupons delivered door to door, or telemarketing.
· “Viral Marketing” is an extreme form of geurrilla marketing. Viral Marketing uses personal relationships to promote a product or service on a company’s behalf. This is accomplished by sparking word-of-mouth excitement in secret ways. Web sites are created with entertaining free content and email links to facilitate sharing. 
· Taken together, audience fragmentation, public relations and geurrilla and viral marketing have diminished the authority of traditional mass market advertising.
Privacy:

· controversial over the practice of collecting and selling databases of personal information. Periodical publishers sell their mailing lists to direct marketers who send their own materials (junk mail).
· Air miles program - knows their buying habits 
· canadians not willing to have that data shared with a third party
· hackers may get a hold of the information
· PIPEDA - requires all orgs. to have the consent of individuals before they collect, store, or distribute personal info. Orgs. must also ensure their databases are secure from unauthorized use and that individuals have access to their own files. 

