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the evolution
of advertising

dvertising pros pay careful at-

tention to the work of others,

and they pay extra attention
when ads are inspired and effective.
One such campaign ran from the end of
2006 through November 2008. But this
campaign was not for a soap brand or
some other product; it was for a young
candidate who, seemingly coming from
nowhere, won election to the highest of-
fice in the land.

Barack Obama is a natural leader and
an exciting speaker. Even so, when he
announced that he would run for presi-
dent, it took audacity, to borrow from an
Obama book title, to believe he would

win. Just 46 years old, Obama had only
two years of experience in national of-
fice. Indeed, he was a long shot even for
the nomination of his party.

The Obama team’s assessment of his situ-
ation in late 2006 revealed it would be an
uphill climb. In the Democratic primary,
polls gave Hillary Clinton three times as
many supporters as Obama." Nationally
the story was even bleaker. A survey
found a matchup with likely Republican
nominee John McCain would give McCain

every state but two, lllinois and Hawaii.2

The situation analysis also revealed some

great opportunities. Understanding those

LEARNING OBJECTIVES

LO1 Define advertising and distinguish it
from other forms of marketing
communications.

LO2 Explain the role advertising plays in
business and marketing.

LO3 lllustrate the functions of
advertising in a free market
economy.

L0O4 Discuss how advertising evolved
with the history of commerce.

LO5 Describe the impact of advertising
on society.
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opportunities, and developing a strategy for seizing them, proved
central to creating Obama’s great ads. Obama’s team knew that
Hillary Clinton, in addition to being ahead in the polls, was well
known. Many of her enthusiastic supporters were excited at the
prospect that she would become the first female president. But
she also had vulnerabilities, chief among them her vote giving
President Bush the authority to go to war in Iraq and her associa-
tion with her husbhand’s administration eight years earlier.

Obama’s team decided that he would be positioned as the can-
didate of change. Every message coming from the campaign,
whether in ads, speeches, Web sites, press releases, posters,
bumper stickers, or any other medium, would resonate with that
theme. As you'll see later in this book, positioning is a term mar-
keters use when they create an image of a product, person, or-

ganization, or idea in the minds of a group of people.

Creating a campaign around the core idea of change was bril-
liant. It turned Obama’s outsider status and lack of experience
into a plus. And it transformed a seeming strength of Clinton
into a liability. Obama’s message to an electorate that wanted

4 PART1 | AnIntroduction to Advertising

fresh approaches was that electing Clinton would bring more of
the old ways of governing. Obama’s advisors were right. In

2008, voters were more interested in change than experience.

The election pitted Obama against Republican John McCain.
Would the “change” message still work against a self-described
“maverick,” a candidate known for bucking his own party?
Obama’s advisors thought so. They would neutralize McCain's
maverick status by linking him to President Bush. Obama’s ads
and speeches linking McCain to Bush occurred with such fre-
quency that during the final debate an exasperated McCain
cried out: “If you want to run against President Bush, you

should have run four years ago.”

Obama had a solid core strategy: convince voters that he was the
candidate of change. Tactically his campaign also made several
smart moves. One tactic was to spend heavily on advertising, in
fact a record amount of over $310 million. McCain, less effective
at raising money, could only spend $135 million.? Spending lots of
money was important for Obama since voters were relatively
unfamiliar with him. And spend he did, more than any other can-
didate in history.



marketing advertising consumers
communications The structured and People who buy products
Where did the money go? Most was spent on mﬁmﬁﬂg ggmrp:::w:npzflsmlal :r"d semceesef;}:ew °w"’a'
television spots, with only a tiny amount, about initiate and maintain - information, usually paid for use.
. . . . communication with and usually persuasive in
$8 million, going to online media.* But the money customers and prospects, nature, about products

comparisons are misleading because tradi-
tional and online media were used for different

audiences and purposes. With television,

including solicitation letters,
newspaper ads, event
sponsorship, publicity,
telemarketing, statement

(goods, services, and ideas)
by indentified sponsors
through various media.

stuffers, and coupons, to

Obama was able to reach large numbers of un-
decided voters. These individuals are generally
politically unengaged, and TV, an intrusive me-
dium, proved an effective way to familiarize such voters with the
candidate. Conversely, new media are interactive, people seek
out information. So online options, such as search engine ads and
social media, were vital for communicating with supporters. But
the biggest benefit of online media can be summed up in a single
word: money. The campaign raised over $500 million on the Inter-
net, with more than 6 million people sending donations online.

Obama, of course, made history by winning and becoming the
first American president of African-American descent. But his
campaign made history as well. Future campaigns, both for
candidates and for products and services, will learn much from

his success.’ H

mention just a few.

various tools is marketing communications. And adver-
tising is just one type of marketing communication.

So, then, what is advertising?

At the beginning of the twentieth century, Albert Lasker, gener-
ally regarded as the father of modern advertising, defined adver-
tising as “salesmanship in print, driven by a reason why.”® But
that was long before the advent of radio, television, or the Inter-
net. The nature and scope of the business world, and advertis-
ing, were quite limited. More than a century later, our planetisa
far different place. The nature and needs of business have
changed, and so have the concept and practice of advertising.

Definitions of advertising abound. Journalists, for example,
might define it as a communication, public relations, or per-
suasion process; businesspeople see it as a marketing process;
economists and sociologists tend to focus on its economic, so-
cietal, or ethical significance. And some consumers might de-
fine it simply as a nuisance. Each of these perspectives has

Advertising is salesmanship in print.

LO1 Define advertising and distinguish it from other forms of
marketing communications.

WHAT IS ADVERTISING?

You are exposed to hundreds and maybe even thousands of
commercial messages every day. They may appear in the
forms used by the Obama campaign—television commercials,
Web sites, and text messages—or in the form of product
placements in TV shows, coupons, sales letters, event spon-
sorships, telemarketing calls, or e-mails. These are just a few
of the many communication tools that companies and organi-
zations use to initiate and maintain contact with their cus-
tomers, clients, and prospects. You may simply refer to them
all as “advertising.” But, in fact, the correct term for these

—Albert Lasker, 1899

some merit, but for now we’ll use the following functional
definition:

Advertising is the structured and composed nonpersonal com-
munication of information, usually paid for and usually persua-
sive in nature, about products (goods, services, and ideas) by
identified sponsors through various media.

Let’s take this definition apart and analyze its components. Ad-
vertising is, first of all, a type of communication. It is actually a
very structured form of communication, employing both verbal
and nonverbal elements that are composed to fill specific space
and time formats determined by the sponsor.

Second, advertising is typically directed to groups of people rather
than to individuals. It is therefore nonpersonal, or mass communi-
cation. These people could be consumers, who buy products for
their personal use. Or they might be businesspeople who would
buy large quantities of products for resale in their stores.

CHAPTER 1 | The Evolution of Advertising 5



goods
Tangible products such as
suits, soap, and soft drinks.

public service
announcements
(PSAs) An advertisement
serving the public interest,
often for a nonprofit
organization, carried by the
media at no charge.

services

A bundle of benefits
that may or may not be
physical, that are
temporary in nature,
and that come from
the completion of

a task.

ideas product

Economic, political, The particular good or
religious, or social service a company sells.
viewpoints that advertising

may attempt to sell.
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Even nonprofits use advertising to bring in needed revenue.
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Most advertising is paid for by
sponsors. GM, Walmart, the
Obama campaign, and your local
fitness salon pay the newspaper
or the radio or TV station to
carry the ads you read, see, and
hear. But some sponsors don’t
have to pay for their ads. The
American Red Cross, United
Way, and American Cancer Soci-
ety are among the many national
organizations whose public
service announcements
(PSAs) are carried at no charge
because of their nonprofit status.
Likewise, a poster on a school
bulletin board promoting a dance
is not paid for, but it is still an
ad—a structured, nonpersonal,
persuasive communication.

Of course, most advertising is in-
tended to be persuasive—to win
converts to a product, service, or
idea. Some ads, such as legal an-
nouncements, are intended merely
to inform, not to persuade. But
they are still ads because they sat-
isfy all the other requirements of
the definition.

In addition to promoting tangi-
ble goods such as oranges, iPods,
and automobiles, advertising helps
publicize the intangible ser-
vices of bankers, beauticians,
bike repair shops, bill collectors,
and Internet providers. Increas-
ingly, advertising is used to advo-
cate a wide variety of ideas,
whether economic, political, reli-
gious, or social. In this book the
term product encompasses goods,
services, and ideas.



medium word-of-mouth mass media

An instrument or (WOM) advertising Print or broadcast media
communications vehicle The passing of information, that reach very large
that carries or helps especially product audiences. Mass media
transfer a message from recommendations, by verbal include radio, television,
the sender to the receiver. communication, in an newspapers, magazines,

and billboards.

marketing

An organizational function
and a set of processes for
creating, communicating,
and delivering value to
customers and for

marketing mix

Four elements, called the
4Ps (product, price, place,
and promotion), that every
company has the option
of adding, subtracting,

informal, unpaid, person-to-
person manner, rather than
by advertising or other forms
of traditional marketing.

An ad identifies its sponsor. This seems obvious. The sponsor
wants to be identified, or why pay to advertise?

Finally, advertising reaches us through a channel of communi-
cation referred to as a medium. An advertising medium is any
nonpersonal means used to present an ad to its target audi-
ence. Thus, we have radio advertising, television advertising,
newspaper ads, Google ads, and so on. When you tell some-
body how much you like a product, that’s sometimes called
word-of-mouth (WOM) advertising. Although WOM is a
communication medium, it’s not an advertising medium. It’s
not structured, or openly sponsored, or paid for. Historically,
advertisers have used the traditional mass media (the plural
of medium)—radio, TV, newspapers, magazines, and bill-
boards—to send their messages. Modern technology enables
advertising to reach us efficiently through a variety of ad-
dressable media (like direct mail) and interactive media (like
the Internet). Advertisers also use a variety of other nontradi-
tional media such as shopping carts, blimps, and DVDs to
find their audience.

SO K

1. What are the six key components of the defini-
tion of advertising?

2. Under what conditions might advertising not be
paid for?

L02 Explain the role advertising plays in business and marketing.

THE ROLE OF ADVERTISING
IN BUSINESS

In Chapter 5 we discuss in more detail how advertising helps
to inform and persuade consumers, but first let’s consider
advertising’s role in business. Every business organization

managing customer or modifying in order

relationships in ways that to create a desired
benefit the organization and marketing strategy.
its stakeholders.

performs a number of activities, typically classified into three
broad divisions:

e QOperations (production/manufacturing)
e Finance/administration
e Marketing

Of all the business functions, marketing is the only one whose
primary role is to bring in revenue. Without revenue, of course,
a company cannot pay its employees’ salaries or earn a profit.
So marketing is very important.

What Is Marketing?

Opver the years, the concept of marketing has evolved based on
the supply of and demand for products. Because we need to un-
derstand marketing as it relates to advertising, we will use the
American Marketing Association’s definition:

Marketing is an organizational function and a set of processes
for creating, communicating, and delivering value to customers
and for managing customer relationships in ways that benefit the
organization and its stakeholders.”

We will devote all of Part 2 to the subject of marketing and con-
sumer behavior. What’s important to understand now is that
marketing is a set of processes—a series of actions that take place
sequentially—aimed at satisfying customer needs profitably.
These processes are typically broken down into the 4 Ps of the
marketing mix: developing products, pricing them strategically,
distributing them so they are available to customers at appropri-
ate places, and promoting them through sales and advertising ac-
tivities (see Exhibit 1-1). The ultimate goal of marketing is to
earn a profit for the firm by consummating the exchange of
products or services with those customers who need or want
them. And the role of advertising is to promote—to inform, per-
suade, and remind groups of customers, or markets, about the
need-satisfying value of the company’s goods and services.

rrocess

Advertising helps the organization achieve its marketing goals.
So do market research, sales, and distribution. And these other
marketing specialties all have an impact on the kind of advertis-
ing a company employs. An effective advertising specialist must
have a broad understanding of the whole marketing process in
order to know what type of advertising to use in a given situation.
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