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Living in the Vibrant World of Advertising
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The Origin of Advertising

Henry Sampson in his History of Advertising talked about the beginnings of advertising



RN BEEERE (T)

“ ... There is little doubt that the desire among tradesmen and merchants to make good their

wares has had an existence almost as long as the customs of buying and selling and it is but
natural to suppose the advertisements in some shape or form have existed not only from time

immemorial but almost for all time.’

It is not surprising that the people who gave the world the Tower of Babel also left the
earliest known evidence of advertising. A Babylonian clay tablet of about B. C. bears
inscriptions for an ointment dealer a scribe and a shoemaker. Papyri exhumed from the
ruins of Thebes show that the ancient Egyptians had a better medium on which to write their
messages. Alas the announcements preserved in papyrus offer rewards for the return of
runaway slaves. The Greeks were among those who relied on town criers to chant the arrival
of ships with cargoes of wines spices and metals. Often a crier was accompanied by a
musician who kept him in the right key. Town criers later became the earliest medium for
public announcements in many European countries and they continued to be used for

centuries.

Roman merchants too had a sense of advertising. The ruins of Pompeii contain signs in
stone or terracotta  advertising what the shops were selling a row of hams for a butcher

shop a cow for a dairy a boot for a shoemaker.

Outdoor advertising has proved to be one of the most enduring forms of advertising. It
survived the decline of the Roman Empire to become the decorative art of European inns in
the seventeenth and eighteenth centuries. That was still an age of widespread illiteracy  so
inns vied with one another in creating attractive signs that all could recognize. This accounts
for the charming names of old inns especially in England. In England passed a law

probably the earliest on advertising that prohibited signs from extending more than eight feet
out from a building. Longer signs pulled down too many house fronts. Another law
required signs to be high enough to give clearance to an armored man on horseback. In

the first printed outdoor poster referred to as a“ hoarding” appeared in London.

The next most enduring advertising medium the newspaper was the offspring of Johann
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Gutenberg’s invention of printing from movable type about which of course

changed communication methods for the whole world. About years after the invention

William Caxton of London printed the first ad in English — a handbill of the rules for the
guidance of the clergy at Easter. This was tacked up on church doors. It became the first
printed outdoor ad in English. But the printed newspaper was a long time coming. It really
emerged from the newsletters  hand-written by professional writers for nobles and others
who wanted to be kept up to date on the news especially of the court and important events

— very much in the spirit of today’s Washington newsletters.

The first ad in any language to be printed in a disseminated sheet appeared in a German news
pamphlet in about . And what do you think this ad was for It was for a book extolling
the virtues of a mysterious drug. But news pamphlets did not come out regularly one
published in contained news of the previous three years it was from such beginnings
however that the printed newspaper emerged. The first printed English newspaper came out
in the Weekly News of London. The first ad in an English newspaper appeared

in

The forerunner of our present want ads bore the strange name of Siquis. The clergy were
apparently the first to make use of the written word for the purpose of bringing together the
forces of supply and demand. A candidate seeking a clerical position would post a notice
setting forth his qualifications while someone having an appointment to make would post a
notice specifying the requirements. These early” want ads” were usually in Latin and began
si quis “ if anybody” hence the name Siquis. The name continued although soon these
notices covered a variety of subjects including lost-and-found objects runaway apprentices

and so on.

Adapted from Advertising Procedure by J. Thomas Russell Pearson Education Inc. Upper
Saddle River New Jersey
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The History of Advertising Henry Sampson
. make good

e.g. If I don’t make good TI’ll trot back to college.

“ “ ”

make good’

. Tower of Babel
Babel

. Babylonia
. tablet

. inscription
e. g. inscriptions on the rocks

. ointment
. scribe
. papyrus papyri pl.

. exhume

e. g. exhume a body
. the ruins of Thebes Thebes

. the ruins of Pompeii

. terracotta

e. g. a sculpture in terracotta
. illiteracy

e. g. acountry with  percent illiteracy %
. vie with sb. in doing sth. /to do sth.

e. g. Reporters vied with each other to write about it.

. clearance
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e. g. The bridge has a clearance of metres over water.
. hoarding
. Johann Gutenberg

. William Caxton

Salisburi Pye
. tack up
e. g. tack up a note to the door

tack up a notice

. newsletter

. extol

e. g. extol sb’s merits
extol sb. as a hero

. siquis
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Different Approaches in
Advertising Writing
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The lens through which a writer sees a product may be the magnifying glass of the
technician who perceives every nut and bolt and can explain why each is important or it

may be the rose-colored glasses of the romanticist who sees how a person’s life may be
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affected by the product. That is why we speak of copy approaches rather than types of ads.

The chief approaches in describing a product are the factual the imaginative and the

emotional.

In the factual approach we deal with reality — that which actually exists. We talk about the
product or service — what it is how it is made and what it does. Focusing on the facts

about the product that are most important to the reader we explain the product’s advantages.

One of the interesting things about a fact however is that it can be interpreted in different
ways each accurate but each launching different lines of thinking. Remember the classic
example of an eight-ounce glass holding four ounces of water of which can be said “ This

”

glass is half full” or” This glass is half empty.” As you know both are correct and factual.
The difference is in the interpretation of reality as the Mitsui O. S. K. ad headline for

shipping seafood says “ We cater to the best show” .

Their copy talks facts “ Mitsui takes a great deal of pride in catering to the needs of the
world’s most discriminating shippers. Salmon shrimp crabs mussels and other gourmet
seafood for example are delivered in high-cube reefer containers so that they arrive
fresh and delectable in Asian and American markets.” Skill in presenting a fact consists of

projecting it in a way that means the most to the reader.

The factual approach can be used to sell more than products or services. Facts about ideas
places — anything for which an ad can be written — can be presented with a fresh point of

View.

There is nothing wrong with presenting a fact imaginatively. The art of creating copy lies in
saying a familiar thing in an unexpected way. Kimberly-Clark B B ads were selling to lab
technicians a line of contamination control solutions. They could have simply said “ We can

”

help you clean with Kim wipes.” But instead of saying so the copy says “ When you’re a
Baby finding a piece of lint can be like discovering a new toy. But when you’re a lab

technician it can mean contamination tainted results and ruined work in the process.
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Which explains why scientists all over the world trust Kim wipes low-lint High purity

wipers. ... " See how much more interesting the approach is

Emotion can be a powerful communicator. The feelings about your product or company can
be an important plus or minus. Copy using psychological appeals to love hate or fear has
great impact. The illustration and headline in the following example show not only
sensitivity warmth maternal instincts  but also emotion — every parent can identify with

the feeling.

“ If Just Looking At This Has A Profound Effect On You
Imagine What It’s Doing For This Three Pound Baby.”

Often the copy will arouse the emotional appeals although at times it takes a factual direction
to inform the reader about specific features of the product to convince the reader of its value.

The Columbia Hospital copy starts

“ What it’s doing is giving a baby who spends his first few months in an incubator a chance
to bond with his parents. And it’s soothing every muscle in his little body allowing him to

tolerate his feedings and go home to his own bed sooner.”

This program is called skin-to-skin touch. Research indicates that emotion can create positive
feelings such as warmth happiness and delight which work best for low-involvement
goods. For high-involvement higher-ticket items such as CD players or automobiles

emotions must be unique and mesh with the brand. Kodak has produced ads so emotional

that can bring tears to your eyes.

Adapted from Advertising Procedure by J. Thomas Russell Pearson Education Inc. Upper
Saddle River New Jersey
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. nut and bolt

. magnifying glass
magnify

e. g. A microscope magnifies bacteria.

. cater to

e. g. We are going to cater to your every desire.

. salmon

. mussel

. gourmet

e. g. a gourmet dish

. reefer
. delectable

e. g. a delectable meal

. contamination

. lint

. taint

. maternal instincts
. incubator

. bond with

. mesh with

e. g. John himself feels that he meshes well with the other two men.



