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1nIrod uotion

STOPT Lw"t!' ,\<1 No,,: ComnllJl1lcation IS cl'cT)"·.hcTC_ \\'hc:hcr COIl'"CYllIg

lhoughts. mc'sages. OT II\fOml~llOI1. eOml1llJll1C~lion IS u<cd In Il1Jny [on'I5 on a UJlIy

bJs;s, Onc ofthc moS( llO"crfill and most ofkn u~cd limns,s \'ilual cOmmunicalion

The '''c of, ,...",1 COl1lmlllllcalion In a<l\ e"i II n~ has !>cen a rowel ful force SJI1CC the c~rly

dnys <J[promOlll1g ,I parllcubr prOdUCIQf bUSllle.s. In crt!Jlml; lhe." a,IH-rllSemCms,

graphic deSign has al<n pbyL><l 'n illlpon;1l1i f1"" IhJICan be seen "hen lookmg m Ihe

ma"y ohm,!'.", .d\,cf1Ismg h~s gone Ihrough 0\ <'1" the past lUO ~'Ca[l;, 1lIi,~ rornnlulllcnliOll

process h,IS hccrI aITC\":(cd h) ma'or c-.cnt~, CdIU",1 C...."1;<5. ~nd ",OS( onen limes

mil allces In Icchnology. 1I1",~ rttl:nJy, lhe InlCfUl:l h~s opened a "hole nell' dImension

ofdes'Sll 10 (he' COI11n1Urical,on process, Wi(n lhese c+tanlll"< h,n " c<>",,, new n1ClllOlls

~11d Cancep" thM are hcing \l~~'" ~I"l buill "pOll b) b<llh nur~"\lIIg and deSlgJl

pmfes"l)nah (I) tumillu,", to commulI,,;alc ,,"llh Ihelr audi:,lCcs, By rev Iell inillhe

c\olulion ofad, trtl~lIlgOld lile melhoJs Ihal bl"": hc<:n ,I",-eloped. Ihil p,'per ",.11 lakc a

look JI 110:1\\ (hcse mClhods "'"" b,,'ng .."cd .. ,1I '" hal new Ideas aTC being dcwlopcd and

leSI.,;! ,n lhe ,urrffil "mill or"adn..Tti~lng,com."

~:~rlv Ad' erli,inll

T~is J(lume=, bcgml oo<k mlhe e:trl~ I 700s of Colou",1 A",,,nc:.. Th<= "ell'

tl:rce majllr grDUp~ of ~,crtisin~ fe·nns COll,,5hn!" uf vullloor ad\ eTt15ing. newspapers,

ard nll«'e bn""". hU~ln<~s ad''Cnl!>lng suct.. as l~...dc CMCS. The flrsl group ofoUldoor

ad, cn,slIIlj. Ihe c:lrlicsI fOrTI ofach enisl"g, Illch.dc~signhoalds. W"cm 5i19'" bullthns.

posters and puHic 11011<;>:'; I).,Kendom.. of this form C:"n Cc $<."'1;11 all around in today's



,
mad SI~'TIS. billboards. point-or·sale displa~'$. and C\ e.\ on (he sides of various (omls of

lronsporlalion (Hornung h:).

The second fDnn "fearly adw:,tisl1lg WaS Ihe newspaper. Early ncwsp.lpcn;.

n::fcrroo 10 as '"TIc" s.ICl1crs:' COIlSl.,k...J Dilly of leXI and had I cry Iinle ad,-ert,s,ng. The)'

were onl) lssu<Xl "cckly Willi! the c lose of tlie Elgluecmh Cemu')' "hell Ihey finall:

sl:1Jtcd [0 c~(ch un and lhe Incr.ICY rate cftllc nation began 10 increase. The few

1113gali ncs Ihal were allemplCu III thiS lime ollly mel fa' lure (J lomung IX). :"c,," spapers.

howelcr, ""ere hereIn Slay. In 1726.0<:1\ Franklm was the IirsllO I1lclude 11luslrmions in

his ""'"'"paper. nl<' 1''''IIl,'r/mllia Ga:('f/i'.1n Ir)in;;: to add a link spice and Illlerest for

Ihe readers The II IS' ones" ere .... ood engraI'ed imag~ ofsalling Icssels thai

accon'pa'lIed Ike allIlOum:emcnts "I'cargo shipmenlS and such. These were lhe first

c~ml1plcs of Slore ~d,"ertismg lh;ll bier grew into a wide variely of images thai" erc used

10 drd" Ih" reader" s allenl ion 10 the pamcular siore or produCI Ikey may need. For thIS

reason LIen Fr.mklm is considered Ihe r..,lhcr of ad\"emsmg an (Horrwng x I.

The th,rd group c"nsis1s of adven ,slIlg used III business ami bdhng. Included III

Ihis group arc trade cards, IllI0ICCl>, bills "flading. lal:lel.\. l.iIgs. schedules and olher

primed Ill;!!erial (Hornung ~ I Trade cards were lhe most" Ide1r used fornl in this group.

Trade cards dalc had. 10 tile f1m part of Ihe Eighteenth CClllul)'. They arc descrihe<.l as a

1':L<ldxmrd cartlthal st"tc~ "good or ser,.. iec for s.ak and USUiLII)' conlains Ihe name and

address of lhe mcrchal\t and any olher ""po'1~l\t ill fonnalion. Before IllustrallOl\s " ere

used. pruners \\o\lld lhrQ" In any decorativc dernen15 such as amllCrsands or question

marks 10 fill up lhl'" laeanl spacc on a card. Laler 011, ,,<.>0<1 cngraved 11i1IStr1Uions" ere

used and bel1er descnbctl (lie business and goods (0 be sold (Hornung xxi)



With III Ihese forms of lu.h erusing "ere severJI pieces 10 this advenismg puzzle

Ihal each pIJ}'t'd II part 'nlhe de\c1opmcnl Thc Iypographie elemenlS. for eX~lInpk. s!low

a diShnet progrcssio~ Early golls "ere focused on readah'hlY lind nOI des,gn, "more

book'sh typeface \< II> used for nlOSt e\ er~1hlllg and their opt,ons were nl50 Ilmil("t1 n",,,

In Ihe early 1800s the modem face came 11110 usc, A w,eer and bookkr I)VC or fill f.:lee

Slaned to Ix: used <nth lhe llIa'n goal "";ng 10 ~in rcader aUcnl'un and nOl 10 look

bcauufulQr nomlal (Ilornung xx;,,) 11 i, ,,,il.!enl Ihat ad"ertismg and dcsi ..", was

becoll1\llg 1\10rc important, The ,de" of advertl.'1 ng 11\ g<:nernl "as el'ldllng 011. reaplc

slaned 10 sec results of adn~nlslrlgand !>egan us"'g 11 rel;ularly. En'f)'Olle had somc kllld

uf announcemenl or important lIlfonnalioll and Ilcwspa~rs secmed to bc rhc mO.1

effeel!<'e way to leI Ihe public kilO\\,. By 1847 there were around (wo Ihousan<.l Ametienn

ne" .p~pers "ilh alloUI ole, cn million scparn:e a,hcn,scmenls (Hamling XXIX).

Ad,enising agcncies also came in'o exislence around Ihis lime. VuJney B. Palm;:r

~l;lrtcd onc of Ihe first a'h-ertising agcn~ies ill Plllladelphia_ Unlike ad agcnClC' of loday,

Ihey went oul 10 gel hUSlllCSSes and conlp"I1I~"'S 10 PUI Iheir ad\ en ising III Ihe ne" 'papers,

11 "asn'l unnl laler dOl companlcs sInned coming 10 lhem 10 creme aJ ~amp.aigmand

promOllOnal Slralcl;'CJ (Sell nd S The lnlportallCe of llral\ding also becal\le well

known and busillesse.\ hegan focuSlll1; rill getlmg their nalile OIl everything.

As ad< en,sms becallle more unponan' Ihe de~ll;n and med,ums did 100

A'hertising could he .lCcn on rocks 3m.! htick" ails in Ihe cllies and pJlnled huge on Ihe

sides II f bUlldlllgs, New York C it)" III pani,,'ulu bel':lme a blale of ~"Jor al1<.l .II gna~w "'

'he 11l1ddle 1800.1, l't"neas I Barnum and hIS ~tllm pulllicil} pro< ,ded II major boost III

alhenlSmt 10 gel a"ay from Ihe ronsen-31i,-c ronns and s;mrk a ne" crealh'ly'



(Hornung XXl(I) llis bnght lUld Iivcly pOSlel"ll captured uI,dicllces;' atlention and brought

postCl"llIO UneW level. R.:pctllinn was another tcchlll'lue thal was eddenl 111 con' cyill!>

gcnctalthemes III advertising, I'atnolic emblems su(h as the eallle "'ere widely used 111

many forms during the NlIlel~'Cmh C<:ntul')' and during the Ci, II War days (Hornung

UXIX). Iniooklllg allhcsc progressions, the technical asPCCts ol'printing "ere a factor.

Th" 1\\ u main techniques uscd III pnnti ng \\ crc leuelprCl>S and Iitbography 'Ille

kH<orpress syilcm ",a..~ the earliest used dnd "consists of relief surfaces lhnt an; inked and

pressed al::alllst a she<.:1 ofpapcr" The Iellers are mad.. from woo(1 or Icad and stored III

slolled cases 10 be II>Co.IlIl blocks of(Opy (Rothschild. Luptun, and Goldstein 55)

I ,thography, IIlH'nted III Genlluny in 1796. "in'olles marking a smooth Slone \\lth a

\\uteHeslstanl subslance; whellthe s\Lrfaee is bathed III water ..luring the printing process,

the lrealed areas aceep! illk, and the resu 11 iug Image pri illS Onto paper:' Offset

lithography ill'ol'L'S a nexillie metal plate thaI transfers the Image to a rubber cylilldcr

antlthcll10 paJX-'f, Although lhis method llecame popular aftcr World War II. lcnclprns

"as malllly used to reproduce lC,ll ant! Iitho~lphy was used 10 replicate ima~t"s.

"Lctterpn,ss printCTS used Images as typogr:Jphie elements, "hiIe lithographers trealed

words as piewr1:s" \ROlhschild, LUpl<>ll. and Goldw,in 56).

I't>otogr,lphy was IIl\'emed In 1839 (mil was used by commercial primers. Du.. to

ICllcrl'ress and Illhography's Ill,'biln) tu produce shades <>f gray, pholOgn'l,hy was used

mall1ly for copy Ime Ill1agl'S or pl!rel), black and'" hlte images. Then'" hen the hamone

proc",s.., was developed III 188~. a methOlI of USI!I!: d, fkrcnl size black and \\ hilt dOIS to

s;nHlI~te gmy' alues, phOI,)gmphy became more widely used It was now poSSible 10



combine real Images wilh lypogr:Jphy amI ad,en""'g began 10 look closer 10 what we

kllOw IOOay (ROlhschlid. luplon, and Goldslem )6-57).

On.: olher conlribullon 10 ad\ en;sing and graphic des,gn was lhe "card er:>ze."

Dunng lhe 187Q,; and 18805 Ih<lIlS'Ulds of primcd and lithollJaphcd Iflule cards appcared

and swepllhc eounlry, The card, had colorrul designs of 'arious s\lbjc<:lS Ihal caugln on

and were eolh:clct! ilnd e~cn (ltsplaycd in homes, It was becoming e,iJ.:nllhal [X.'Ople

wanted things Ih~n 1,)Okc.! 1000(\ [,nd wcrc dlfferenl and Illore crcali'.:lhan \\hal had

prc~iously been done (1 !(lmung xli')

1900-19·1Os

TIle !"trol 1(:\\ decades oflbe l\\C1HIClh C<:mury ushered 111 a nurr)' of new ideas

and lcchnolo~w Ibal broadened Ihe illeas of all, cnisin}; and Htaphie design.

Dunng lhe 1910s and 19105 III Europe and Ihe l."llIled Slates Ihere v.as an
unpn'Cx-denl~-d gl\c-and-lakc or ncv. Ideas and ways of seeing lhal look
place among a small group of anlsl·dcsil:llerli of different nationalilics.
and Inlerchan.!:e malic p<J~slbk in pan bi' Iwcl\liclh-eenlury advances in
Ira"cl and COlllllllllllealion

ThiS 1Il1erchange of ideas lead 10 a V;InCI}' of :HI> anees in desi!P1 (Rothschild. Luplon. and

G(lI"hICi" 9). This era abo v. as charael~nl.CJ hy a 1Il0\'CIllCIll loward anlSlle frcedom in

dcslgn. Pre\lOusly. Jcsign meam 10 "lake an Idea and make il visually clear. eonClst. and

lI1~lantly 1111<!erslood," Nov. deSIgners wcrc lrying 10 cxpress Ibcmscln:s and lheir

producls ITl a new Ilghl and tCI av. ay froln Ihe Hred 1•.uIliional rules of design and cxpress

lh~ir 1l1l~Ue<:lual fr<:,'dOIll As a rcsull, man} ncw idcas v. ere rcali/Cil alit! hegan 10 Ill:

acecple« (ROlhschllli. Luplon, ant! GoldSlein 10/. Through these cxtrcmc experJ I1lcnts

eamc a nlore ealmed 'erslon oflhe nev. Idcas of dl.""<ign ant! by Ihc l1\1d I<)lOs Ihey were



•
stanmg 10 be accq,k<l hy progrcs.si,c cOfl1ora\lUlIS ~nil their clientele t ROlhschi Id.

Lupton, ami GoldSlcll147)

The lirsl full 5ervicc adveni!i Ill: ~gc""y. Ayl:' and Sons. was ~larted In the <:arly

l~ and ad,erllSing"s importallCe" as growing In the I1l1ml5 ormany busincs.sme'L All

lands orne\\' methods wcrc being tested. In 1921 sky·...·rillng "as lhe hOlthlllg, used by

major companies like l'cpsi·Cola. TI,cn in 1925 came' ,"" Goodyear Ulimp. and to th,s

<In)' It causes C:l:CnemC111 "hell il passes O"crh1:ad Outdoor bli Iboards "ere used as a

rcmindcr and rCll1forccmcll1 foml of ad\LTIl5,ng and hal'e ,,),;0 stuck around to lllls day_

Bunnn Shave came out .... tlh a erNl,,'" approach Ihal .\:01 a 101 of aucnlioll \\ hen Ihey 11'1<.1

sc\cml small si~\s aloug the roads lhat lc:td up to their S10T(,> and bmlt excilement ar>d

ilmicipalion for lhe cu~tl)T1\ers in the carl)' t'~)'ll of dn' ing (S£1I ~nd SPin). This was a

lime of bnghl lights and speclacular displays 10 mlraCI the aUemion of man)' onlookers.

In lhe 1920s ",hen ne-on \\a.' In"enled Ihe Ilghled Slgll. of Times Square look on a whole

new look ~1l<1 aUllude. SIgns 1I1 general gOl bigger aoo lhe)' all h~d to oUI-do one anolher

One Wrigley's Gum sign" as ejghl sloncs hIgh and :molher silln fealurOiJ a man smoking

\\ nh re-al smoke .mgs coming OUI Oflhc .Ign (Sql] and Spjnl

DUring, the laIc 1920s magazllle deSign "'"" mO' Ing 3\\3)' from Ihe reslncted

tmdillonalluok and more lowanl a modem feeL thiS can be \een In Ihe fig.hll)' cropped

phOlOS, lhe silhoucllc elTCl:ts, and the use ofsailS sc"f faces, ,\1os1 of these a(hanCCl; c:m

lJ.c, credited to 1\,1, F, Agha. who was Ihe an director for l'o/Slit" /1""'1)' Fllir. ~ml House

"',,' (jrl,,!"", lIe was dcvOlC'd 10 flllSlng lhe ~tandards of IlIag.1?IIICS and making lhem

more mo,knl, 111 1'l~2. log".' ",eluded their firsl full--eolor pholOgJ~lJh and mag:l711lC$.

were onlhelr war lO lx'Coming "cry modem lRel11l11glon and Hod,k 16)



,

One urthe most unponanl ~rcak'hroughs In me cally 19<J()s was in rnarkclmg

rcS(arch Ad\"crtis~rs I'nall), SI:utcJ to look :u how ad\ l'Tlising ~ m'Cled CQa,umt:". In

1932. George Gallup was (!llhc rordmm ofmarkcung =h hnngmg a sclcnliflC

pcrsp<X"li1lc mlO adl enisin~ The ideas of t:IrgC1 markets hccarnl.' important and more and

mole thought \\ US 1'111 mlQ creahllg ad campaigns 1Sell "nd SIlin), Au,J ,cnce p:1mCtpallon

became an lrnpOnanl goal. "ll" as no longer sufTIce11l to fted a sc;f-contuIIlOO wor~ (If

an 10 the pubhc forpasst\ c absorpt,on; Ulsl~ad. modernist nrllS\~ sought to ~ngaGc lhclr

,-"",1.''''', ,10 cma OllO.1 ,j,alogue" 1\1\ them an<.! thereby distill lie"" l1lcanlllg"

(Rothschild, Lupton, and Goldstein 95), With thiS ne" "Pl1roach to a,h eni'lI1g the

audIence was foreell 3"ay from the ...,:olisllc photogr.lph, thai told the entire story amlletl

Iinle room for Il1lenlCliOn or cr~"livit} anJ mQ' cd imo " more ~bSIl1lCll1lcthod llwt

ThiS emered Ihe CllStLlTnCr Imo a ncw way of pcreei \,IIll/, the product they purciJasL'll U a

way of \i fe anll 110t Just an ObJ<'CI (Rull1scli rid. Lupton, anll Goldstein 97). One <111 Ihat

shows Ihi~ IS Ihe W"llley', Gum "d ...hen: II", p"c~a~c loonl; I"r~e ~Ild IS scm as

cssel\l'al 10 the customer's happmess or "ell-lxill\;_ It seel\lS slr"ighlfo,"" <ltd. hO" C\ er

lhc placcmelll Oflhc package makes II look l:\cn largl:r anJ Ibc red string Oflhc "raPf'eT

"'''" oUr~"<I)' >!afling 10 unravel I hiS allowed Ihc consumer II> parlK ipat.. III this

unra,""li ng arxI c, e1\ ltan II> lUll' Ihe fresh sprannim and 34:"'" " "h lhe s)o~n lh.., ;1 is

the perfect gwn (Rothchild, Lupton, am) GoldSle", 9'). ThiS means of:llhetusmg was

'ery lolICCCl\sful anJ is shlt being used laday In many ;rea5.

The I1we!1lmn of tile radln "'~I an.olher brcaklhrou~ in a,henising llunng thl~

lime period, JI didn'l 1lll11311y a(fecl 'lsual C'YrllllumC;lllons hul hdped pa,-e the "ay for



telc,'isiun I,uer Ull ~I 1920, radio was first used 10 broadcast election results:md within

I"" y~an u'er ..00 slatlOns were III use. There "cre no commercials in the carl} <lays bitt

aJ"Cl1i~J quid.ly remedlcd that (Scil i111d Sl'il1) The first go.alill pmmotmg I'lIJIOS was

JIICl '0 5ell d'e ~clual ...dio•. a1\.J then, in t922 Ito.. fil$1 C<ltlln\crcial a;rcd and thc r...sl IS

hislory. Advertising was I1nally brought 11\10 the home and a,hertisers had a direct

COlllI1UJllICI,ti'm 11111: with Inany hO~lseholol< "'d'en j <en; Ih<>ught .ound "M ea,ier to

ll.~l1ellll1cr and Jingks became \e~ popular. E\en today lhcre are ccrtain jingles thai

moSt Arncocani call shU remcmhcr 1'>los1 radio shows Iud sponsors and this was a vcry

s~I,·ces.sful means of oxhertising This was'" hCIl "soap" opcr,,~ hc:came popular. In 1938

mdios overtOQk mag:vincs as the most poplliar fonn of advertising (~II and Spin), The

f'Ol'ulant} ofradlo allowed for :I 'L'f)' smooth troinSlIlon to lclc' Ision I few )1:ars later.

The early part or lh TWCl.1idh Ccnlu~ "as a busy lime in lhe (l(hertism~ and

;:r;,.phic des'gn Cidds, \1QIlY IlC\L ideas und concepts were tcsl~d, sanK: sll~et!sful mill

some not. An <lveml1 greater '" arcness Qflh~ consumer in general. ho",c\"er. wa.

:leIHe'cd. Companies Slarted pJaming llleir promotions around lhe consumer and

creatmg ads lhat a1l0\\L-d lhe eonSIUIK'Tto par1:clpate in lhr communication proc<:~

n,,,.c concepts ;,., C Ihl. lii\H1d,ttiom 0 r CUTTCnt J(JvcrtlSIUg goals and stratcgies thai are still

being h\llh upon today

I 'J50,-1980s

Thc 11C.\1 change atlvel1lsm~ r.,ccJ was the i1I'·Cl1liOl1 or Ihe televiSIon, Allhough

II was crcated III 192 7, It wasll't uillil 1')46 thai lhe) started \ll catcll 011 and cI'cn lItcn

Ihcrc werc re\LCT than 10,000 t;eIS tI1 ,\mentan I>omcs. Ho",e\cr. II dilln'llakc long fur



A,nenc,,"~ l..:> "'"",, lhe~" Ilch lrom ra.ho 10 lcle' ISiOll II was a s;mple trdllSil;OIl beca"S<.'

m""y of Ihc radIO p""gJo<lns were brollghllo 'ete, Is;on ~nd faces" en: o<lde<llo

An>O'nc:m~· ta",rilC' ch.ua~lc,s Many oflhe sanx: sucL'Cs~ful COIICq>IS were ('arric,J o,'e,

oml Ihen hLlilt "pon, 111 the ead) <\,1)'; of !\:IcVISIOl1 lhe ..h ert,scrs "erc moslly in control

Ho"e\cr. afle. Ihe QUI/ Sho" ""aHd~h "cre ullcoverL'iI, am! the public found nUllhe

shows l'l\:ge<llhc w,nners, lhe ....,l",or.~ "cn" forew 10 lakc mcr ($cl1 and Spin)

Ourinl: lile curty days of lde,-i"ol\, thel e "ere several challenges ror lhe

productr!; and :ldvef1;o;<:l"'S Firsl nf ,,11 \\'''3 Ihc lad of"vlor I\lorc alleillioo had to he

""id to Inn;ll values. Allh""\:" 'he nrsll'1\aj;e3 wer" har~ly reJI'SIIC or fil1mg "ith lhe

sounds or Jingles lhol were me;I"1 to go "ith Ihen>. Ihe impaci of lhis new me..l1a ,,'as

~Ignt (ican!. Alwther ch~llenge was Ihr f~cl tlUI tel."I~lon i~ rJiffcn;1ll from other means

in lhatlh!'re l~ a hnlllo:d ::Ull0Ul1t ofume for thO' e~po~"r~ "t'the ad, "hereas in polters.

b'oclltlres, blllboar,Js ~T1d sllch, the aud' ence e~n lake ho" c"er nluch lime' t~ey dcs,re 10

lake the nl", n,~'Se le!c\,sioll :l<1s mllSl then be Hnrtledi.tely undcrsl00'! nIL" tlJ~

message rclnyoo m a. short OnlO1l1ll of lime, S~, era1 I11clhOils "~TC tried 10 dClcnnine Ihe

Dc!.! approach (Laughlon 10).

Selttting typefaces ror Ide' Isio~ "liS also a difficult ""k Th~ typcf.ce Ill."

caplurc lh<: lllQ<1d of lhe seen", hill also Il1IlSl be kglble wh 'eh wa, more r1i !lie"11 Ihrough

IcI~"\ ision.•\Iary prodlJf<:rs Oej;all 10 SCIecI cen~;n lH1'Cfac.:s for no pall;cuI3: rcUe".

other lh~n lhey likc.llhcm. Md lhere was ~ t1urry (Ifedd faces thai show~lup In

lelevj~;on (L:lUglllon 6). H~'rallse IhlS ":IS a rtC\lo iield "illl new rules. mere weren'l

m:llly graphtc de:s,gnel1l tlt:1I rully I.nderslO<ld t/1e techmcallSpects ortelc"slon to

lramlate llll' 1<110\\ n and lrust~l methods tJf d"s:!>ll over 10 lde",~iol\ 3nd. lhererore il took



a while lor lhem 10 develQI' Ihe nc" melhods Ihal "ould eve11luully be Slleeessful Even

then the potential oftcle,iSlon "aSC\ldem ~Ilhoug.h it would lake a while to get up 10

speed wilh olher advcn!slng medIa.

The main advamage in telc\ ISIOil "a, tllUllght to be its ability 1(1 grat> lhc cmotion

oflhe audlencc This "as I' hell the hard sell or thlttt ad'L"t1lsmg began 10 be used The

message was ,ery strulghtfoJ'\\'ard atHI showed Ihe t>aSle I>cnelil oflhe produel. Tl11S was

succc,srul i"or Uwhile As tlmcs clla:ngcd. so 1Ii1l melhOlls of adven,sing The new

general Ions (!cmMI"led more erea\l"e ads and mcal11llS I" ilhin the produel in the same way

prml reached thIS pollll of greater inlcruelion scveral ye;,rs before Howe,'cr, the usc of

strons symbol~"as slillthc most efTt,.;tl"c meanS whell used creatively (Sell and Spm)

Such examples as Ihe McDon'lltl's;," C:lmpaign of"you dcsc!'e a hreak today" and thc

Alka-Sc1uer cumpulgn "f'·plop. ploll,IiZZ, fizz, 011 "hat a rehefll Is" comblllc Ihc Ideas

of a suun); symbol and a er"'II\'e {\\ 1St to hecome Images and jingles thaI ha, c stayC<.! in

Americans' memoneS for quite a "hlle (Sell and Spin). Throughollt these POSit; \'e steps

the idea of brand recognition remaIlK.tlStrong.lill~jllcsscsbchevedmorclhnncH:r.no..

that lhelr rroducl~ were III plam SIght of SO many consumers, hu\< 'Illportanl a strong

bntllU unage "as and snU is today, TillS t>c\:unle the main goal ormany eomp~mcs.

Another 3]lproaeh III advertising was to targel a smarter consumer that could

understand the less simple ads that h:td a hIt of humor 10 pick up on. F;motlon was the

major factor that wa~ playt'd upon 1I1 most fomls oflc!e\'ISlon acl\crtismg. Then as

remote tonlrols bc\:allle more wid"ly a, ailahit' ad, ert,sel'S h:ld 10 rCCl'alu'llc once again.

Keepmg Ihe allclllion oflhc audlclKe so Ihey wouldn't ehangc the channel was most

ImpoTlant. :"01 only did the aliI ('rt ..cr lIa\ c to infonn Ihe ,11"lIe11ee ahaUl the benefits of



"
the pro<luc1. 1I1e> "e'e 110\\ e~p<..'Cl",IIO get their ~lIo:l1lion am! ~nlerW"l them to get the

mess:!!:" across, To this duy advert Iscn are 51; II COl11pclmg for COI1SUlllCrs' allem ion to

entertain and Illfonn them.

Tclcl'tSion ad~L"'islllg was also u$Cd in p<lll1icS In 1951 by Eisenhower. The ads

deatl '" ;Ih the negative uSjX'C1S of the" nr ,uld pamted hom fie pictures that ~hockcd many

American.. The "otcr tUnlOl'! aftCT thc'!;c [legal ivc ads started 10 be used dC'C~a..etl 15'~",

TIle' affect television ad\'crtisins "as ha' mg on the publlL hec~mc C' ,delll (Sell and

Olher fomls of advertising still COllhnued [0 grow and Ir~llsfonn with the hmes as

well Wilh th" increased speed of cars III the 1%Os. billboards gol l>i;:Kler all<! bolder ,n

onkr to catch the allCllllon of the faSi mOl'lng motorists (SJill.MJd Spin ), 1 he \\'Ild ,deals

of "anous 01"'110115 ofth~ 60s and 70s cilrn~'d O,er ,nlO sevcral f0n115 ofa,h"rt,sml;

IVhil~ Ihe lhn.'al of war also had ii, affCCls ThC1le C~I\ plainly be St;ell in Ihe bold and

hrighl Slakmenls Ih~! "er~ made Itl lIlany of Ihe nlaga7ines. poslers and pamphlets Oflhis

lt1l'C period. Closmg up the So,. and lookmg In Ihe 90s, Ihl· public was ready for w,olher

change in adVCI1LSlllg. The change happcnoo 10 come lrlllw carly l'.l')()s "'Ihc fonn of

Ihe Illlemel antJ hlile dill al1yon~ kno,", "hat an 1I1ll'acl II would h,,,",,,

1990, - "reselll

111C las! decade of Ihe T", emielh Ccnwry 11:,s llshcred 111 a leap in lcehllQlogy

'\ hlch has Icad 10 a new media ilv:" lablc III adn'rtlslllg, The 1'l1crnct was athlally started

by lhc U,S gO\Cffill'CIll am'! lalcr lUmcd O\'cr to the prlvalc "",<"lor in the carly 90s

(KlcllWI284), \I didn't SlailiO calch OIl.IIO"'e' ..... unlll tb~' mid 90s when ael,dcnllCS



~gan widely using It (KlemJI 15-1) 0",:,1' the general puhlie caughl un 10 the ide:J :Jnd

slancd 10 sel cQl1lfonahlc ""h II, the 1100d S:Il~"S flew widc open. The funClion thaI aided

m Ih,s process "'as persclHIl·pcnon cOllllllunicallon 111 lhe fClr11\ of e-m1111 Once

consumers ,,<'re able 10 figure (lUI how 10 wnle and imllle<halely send a lellcr 10 lhei,

C(IUSill Fred 111 Idaho lhrough this selUp. it was an ideal Slarllng POll1l10 get inlO Ihe rCSl

01' lhe uses of Ihe Internel. ,,"ow mnSUnll:n can eollec.t and provide L1\formalion by

searchIng lhousands 'l[ bllslnc~>cS· Weh sile~ and large dalabases of mforn'alioll_ They

are able 10 c,~ehangc ideas and qucslIo<ls " IIh other consumcrs as "C11 as prodUCI and

SCr\ ICC llrtJ\"iden They can also gel tCelll1 ical hell' rcgurdl ng :llmOSI anythIng (Pa' lou

Wid SIC'" I1n 3). These lU"C JUSl a few of 11M: posslblillies now a' ailab Ie to consumers

Ihroug./1 tlus lIew medin,

The reccm explOSIon of lhe Inl~'I1IC1 isn'i Ilews 10 anyone A fT~"Cls of lhe lmenlet

can be!'Ce all o":r Most businesses ha"c rcalilcd and arc realt/Illg lhis and 1lI0S1 arc

trying 10 ealch lip, If [hey ha'·en 'I :'lrcad} TIley havc lradmonally used 11 ncar fomls of

cOTllnUlI1icalion 1lI advcrll~ill!> where lhc in fom,allon fol1ow~ a sCrlpled now. 110" c\'cr,

wilh the Inlemet a 1I0nlll1car fom' ofcOllllllunlcat;OI\ IS poS$ible Thi~ ":1110,,"5 a fn.--c now

~lld exchange of lIIfQlm3tion" (K 1c1l1dl 5), This fono of COlllmUlllCa1l0n brmgs a gTC"JIlT

number of p<:Cl)llc lo~elh':r lhrough ~ lllally·l0-llhllly model and provHks a means for

fectlb~ek (KleindI55). ThIS has also ~frcctcd athm,smg Oil a "or1d·,~idt scale bc<:~usc

lhrough lile lntcme1 ~lnlUll1y anl'one. all~"" here CJn be a euSIOlllcr the "orld is gelling

smllller (Ganbaldi IVI),

Ausmcsscs Qf all klIl(ts and Sil;CS and i"d L~id\lal5 alikc arc rcali I.lllg lhe

,mporlanee of the lntemcl. OtiC anicle 1:,ll..o:d ab<ml an Italy-based Web deSign cnmpallY



called ()Qtworld lhal was staned in 1998. The} claim l<l ha\c more than aIough to do

b«~usc oflhe many !;IUSIIlCSSCS thai are ready 10 gel onlinc (Guribaldi 191-192). On~ of

the loe:ll Web desllt'l comp.lnics here 11\ Jophn c.llcd lillruos also clanns 10 be \cry hus}'

und IS IOQklllg 10 cxpand e'"en though lhey)uSl opened 111 Apnl of2000 (Blaukal). So it

IS ob\ I<)US thai husincsses arC" read}' to mO\'e forward, knowing If th~y don't they wIll gCl

leO behind. Imli' iduals arc also r/'aliZl!lg this fao;t One anielc told of a sClllor an

direcl0r all'll C0l'y"..ritcr ofa ccn~ill agell")' qllllling to go "ork for Web design linns,

Th"}' "crc qLJok'd as S:IYlng. 'Th"", IS nO fUlure 111 ad\'crIlSlIlg. Wco IS "here lhe ad ton

Is" (MuhQni ~S), Consumers arc also slowly makll\g Ihe lmnsilion to look;,,!: onlmc for

products anll some purchasl ng onlinc E\t"n older adu115 lllat dou't readi Iy changc their

h:lhits an: slaning tu try OUI the lnternel and ils benefits. (kill!; lhal nll1ch closer to

lalking 10 grJoochl1drenls a big illeenl;'e Throug.h all oflhese ndmples it,5 clear th,1l

eommumealion In adwr1ising is 01 II lr:lnsilional phase ;lI1d ad\'er1iser~ mu.l par altcnlion

and change" ilh the consum~,

Ad"rrti.'lIlg Oil /h" Imemet By no" m()st evcf)"Orle ,,110 has hcard nfthe Internet

has hcard of a o.anner ad lbnner ads usually are smull rcclangolll.r block Itlc!oSages Ihal

ha' e lx"Cn lhe mo.l common method of Wcb ad\ CTtlsmg (K lellldl /)2). lllltially they "crc

meam \() attract cu,tomers to c1iek·lhroug.h lhcm tn the a(h~rtlser's SltC, howcver they

ha'·.:n'l been \julic as succ~ssful at domg 11m as many busincssc:s "ould have hkcd.

Somc of tills may he attnbutcU to poor!} dcstgned ads. One article slat,,,l that click·

through rales ha'e dropped 10 I III 100 visitors rcspondingiWeaver 9J) AnOlh~r pm! of

the percCI,a1 failure orb:mncr ads rna} be tllat gelling lhe cuSlomer to immedi:tldy click·
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through ~Sll>llbcir strongest ability. Banner still account for n arly t,,:vo-thirds IF

advcnising doll rs sp nt, but ma'l c their Sllccess Ii' f; in lheir bilily Lo make he

customer more likely to i it the siLe at another time Weaver 94 _ R -"gardl ss f 11m......

they \...·ork. lhe atlverti cr till ba:s til pay and there ax: several options av iJable to d,o this.

, t1. d ertiser can pay by rhe impres.sion, or ~ch lime an ad is display~d_ They can pa.

per lick r CJ h lim, a paten ial customer dicks-through tll ir ad, They erm also pay a

portion oflhe clh:k Lbrou:.gh r ·venues. One thcr mel110d is a banner exchang pr gram

wht:rc ads may he tradt:d, impressions for IITlpresslOns Sctlyak 10 l- So. it' b, filler l!r;ls

'lre the dlOice of COJl1Pi:ltIy, they have styer! pccitic oplions rrol11 ,. hich to sleet.

Allotllcr llleans of onlin .~ dvcrtising is. 10 gd placed on a popul r s arcb cngl11e.

Rcl<:rred to as portals, th se sileo see minion Or· I sum rs each day. Although

placement ou S me ofthcsc 5ttes ca.n cost in the neighborhood of 5 minim1 to 520

million per year pJ us pcrcentag ()f sa!c0" if l'ley work, lhey usuall \I,:ork vcry well.

ome l l'lhe Intemct ghnl su has Beyond.com uS'.:' porla]svery successfully "lnd have

much lo shov,,' for Ll :Veaver 94 ,

Tn erstltial ad\' rtising is nother 1~:ltTn that has f'll 4.:d some questions. This box of

adv rtisingjusl p( ps IIp Cm the comptncr screen wirholit anv,. 'wning. It has ,.;otten

p pie fluslered because fil$lntl1lSlve Il.HLlr'. howcv"r '[S SLiCCCSS rate compared to

tTadittonal ads is significJI111y high r Sharrer 3 8 . The 11alLlrc orlhese. pop-ut' ads may

0vcntLHllly change or they m3 be here to stay, j[ is yetlo be seen.

OthcJ' various form. ()f\ "eh ad,,·~rlis· 19 might in lLldl.; giveaways and free SlllffLo

gct the CCnsum f$ to lIse the bL1~lncs.s· scr tce,1 ik AO L did with the; . fr~" In ctnet usc

CD.. , The_ sie.'TIed up l million subscri bel'S \Vlth thei r promo1 ion_ Victcllta s eret



"
galn~..llncrt.-dlblc "exposure" when Ihey told Ihe puhlic ora lI'e onlmc hngene sllo\\

",th 011(' commerci,.1 on Super Aowl SunJay (Welll'c, 951. Blue \10un1uUl Ar1S greetmg

canl company c\ploJed 01110 the scene wilh ha,ical1y 00 markcllllg budget III aiL 13;.

olTerlng a free srcclmg card s.; ..... ICC. roclp,clllS or Ihe first canis scnl "Quid rc!l,nl 10 the

sighl w send free ('-cards to other p<:opl,,_ 13dorc long ('\,CI)0IlC had heard of

blucmoumain.cOI11 and 4,2 l1ulhon JlI.'Oplc \ 1511 this sight pcr month tWeaver 92),

The boaom line cOHemung Internet adn'l1islI1ll is the S""'C as in traditIonal

ad, en Ising: catch Ihe consumer's allCll11011 !\d\crtlscrs arc realizing a sImple

"myhusmcss.com··'sn'[ going [0 dnv" customers \() theiT sile by the lllOusands. ho"c\'cr

a creative aoo nashy ad Ihal sparks tlleir lll!crcsI'lligJ1t. So llS Inlernet ItthoQlogy

eQn1lflues to pru!l'~ss. '>U will the t,rcat i"ity and quality of the ad~ progress as businesses

COlHlllue to alle11lpt to dl fferenllate Ih~msel\'~> rruin all the olher <lot.eol1l compani.." nOw

III lhc markelplace (Shaffer 3481.

Uwlt!'"K II SlIc<"I:n/id Web 1'<lKe o~ Ad Aecordmg 10 some pcoplc, crcallng an ad

or Web Sill' is casy and SOIflClhll1g that an~vm, can do" jtll a cOllple po,ntcrs (Senyak

1(0). Howc\,C1'". the dl ffe!\'rlCe HI 01'1 nion comes 111 " hen considering lhe Imended

sllecess '.'fthe ad Of pagc. Rodney fllaukal, president of Intruos Wcb dcslgn compan)',

used the example ofa eusl0111er'5 brother's friend's uade heing ahle 10 make his Web

page fOf hun. bUI if th~ page IS soin!! \(l be' rcprcs<::ntmg I"s business 10 the onlme markel,

they ihould "ant 11 10 look professional So, yes. anyonc can b1l51eally make an ad or

Web site, 11m Ihal does,,'l gll1J.rJmeC 'I "III bo: successful (Blaukal) One ;\r1lClc from

"larch I')')~ stated that onl, "lhree ;;lui of a Sllr\C,N one hun<lrl'd Sites arc adequately



"
sel"\icing IhclT visitors. Inl: olher nmel" -S(:' ,'n c~c Julliol; or armoyio\; valuable J}Qlcllllal

d,cnls"I"Poorly Designed Web $IICS") This snide also referred 10 a Sll1">'CY that

revealed cQrporate "eb Slies 10 ha"r a far IOU nurrow focus on a speci fie customer thaI in

tum cxclwks equally valuable customer,. \lany CQmpalliCS arc reali/ing the imll0I1I111CC

ofha'IIlS a sile. hut they UrC ,'niH.'. 001 pUlli,tl>llny cooeer,l for design and usability !rHO "

or lhey arc loading illip With too much stuffthall:,kcs forever for the customer 10

dQwnload before they can even \ Ie ..... the Ill)T11Cl'llJ;C C Poorly Designed Web Sites"),

'\[101hc, article talkl.'\! abOll(Il1,my siles gelling 100 wmppc<lul' III whallhcy wanl

instead of focusing 011 Ihe <:1151<111\1:,' S I1cnls S,le u.ubi Iity if> Ilil Illiportalit faelor 111

whelher n customer will return 10:l sile Of 1101. "Successful sites focus un lhe 'USlllnler'S

e~penenee while keeping self-promOllon,,, the hackSffiund" (Sm"h 2), Na"smion and a

\. ,slm]]y pkasin\: layout arc '''''0 keys III achicl' Illg Ihis goal. Some other lips gi "cn to

make Web Slles and ads successful arc III m:lllltam a hatance 0 f mfonnalillll :md aeslhetic

COnlelll. 10 Ill:!kc an, blltlOn5 or labels Siraiglllforward. and 10 nu,ke Ihe Ilalh from Ille

producllO lhe checkout as d,recl a~ ('Osslhle (Smith 3), Sume mher helpful suggestions

to kecp III mind arc 10 hocp il fairly iill1lple. be sure 10 prol'Hle Ihe Clliilomer willI added

vatue. make Ihe busmeSii eaSll, acceSSible wllh a loll· frce number or an address. and

al"ays kno" "ho Ihe cuslOnlcr is and "hal Ihey nlOSI likely 1\ aJ1l (AshIOr) 94·95). There

is much nI()~ 10 helng successful ()n Ihe Inl'TIlet IhanJust ha'lnS a Weh sne Wilh lhe

possibililies in IntCf3cllllg wuh cUSlomcrs today. adl em scrs nced 10 be sure not to ":ISle

any OppoTllUlltleS_

Another issue rdaling 10 Internet ad,cn,sing is lite nlTccl Ihat It IS hal mg on

Ir~d'lional fom>' of adlcmsms. For c~all1ple. pnmen;; an: already ~l-ems a dcelme 111



bUSIl1l"$S in certain markels The concept IS basic III that as more projects an:: done on Ihe

new rnro;a oflhe Imcmcl. le$S will be JOlle on the presses. The ke} 10 the changes for

design professionals is 10 adJllsl Jnd conhll0C learning 10 cI'oll'c wilh II,e 111C<.1la. 1l is

belie' cU lhal ul"signlng for pnrll .... , II nol ui r.appcar, however there 11.11 be a greater n"",d

10 il1lc:,;rale Ihe 'anou~ media (Wh1llmglon and Webb 40). Much of the proofing Slal:e

for 111051 johs II III be handled Ihrough the Inlernet anu tillS also 'I ill force printers 10 kt'C'p

up II ilh IIC\I Ic.;hnolngies. Then' are pred,ct;on, also Ihal many dcsigllCf~ ,,'i II be

auraeleu to lhe lmemel and away from 1,--,uJilional prinl-oriel1lctl shops and tllere IS II

dclinue oeed for good desiltllcrs in !tuemel focIL'cd busines>c's (\\'hiniogloo and Webb

~O), ThiS stre!ll;eS tile need f()r de!agoCfs In eOIl1J1llle 10 kam and keep up With ad'ances

III te<:lInology and also In order 10 be 1ll0!\C markc1able.

The: nmm: of ItlleT,wl A rI, 'c"lISmg Many predlcl ,ons arc already hemg made :c. to

\I here the hnemel w,11 be 1.010g in Ille next fe'" y<:ars. The idea ofbandwidlh plays a big

part In lhese pmhellons. 13and\1 Idlh refers 10 tbc amounl ofd.gital informal ion thai can

be carric'd over I' hne (Kklodl 25) So lhe richer the information arid comen!. the higher

thc' b;lmhl Idlll lbal IS required As higher bw.d\\';dth becomes more readily al'ailablc 1\1

consumers, the opponunilles for grealer mteraclion and ad,·ertlsmg bct:omc possible:

\\'uh these: possibJiI1ic-s come more movemcni and Flash-based projcrls thai irll'olve

8111l11al101l. OIle article Sialed thaI good dcslgn comhined wilh Flash k'chnologie:s arc lhe

n<,.\1 II ave of dCSl~l, 111eyalsu lalked aboul II lrclcss tcdmologies and 110\\ projects \\ill

he nealed for I>Ot only the IlIlcmet. bUI al.'O for mObile phones lind otller such l,roduets

(Garlbald, 194). Banner ads ,Ire predlcled to Slay around for a" hlle althouSh lhey arc



c.~pccteJ to consi~t marc ofmo\ing Illlages ~nd b'T".lpllic~, ··SI:uic hanner ads arc

doomed·' (We,l\"er IOU). Fun motion mtcrs1l11al ads are hJ,:el~ to appc~r almQst like short

\"id~'<)s or telnlsion cO"llllcrcials, .\1 uIlimedia III general W1 II eontlllUC to gct richer in

content mld Illorc widely uscd, One ather Illea \s th,tt sponsorsh,ps ofc"ellls wi II hl:<:omc

a bIgger part ofoo\enisillg to Ket Ihe dot.eam companies more se<.:n. And in at I of these

areas:1 major focus" ill ~ to highly tMget all ronns oi lntemel ad'·crtising In order 10

rcaell the most hkely cuslomcrs (Wca'w 1001. ~Iany ideas of the [ulIlrc of lntern..t an'

bcmS e.~press<:d and companie~ an: lI)111g to stay ahead, hut the m05l lmpon:lnt thmll"

for cOmpanies to continue k:umng al1d ,ta~"ing open (0 rlCW technologies and methods,

Conclusion

Upott looking into 11lC" C' ohlt '0" Ihat '" su:d cOmnlllllle~tian In adl enLSIllB has

gone through. Jistlnct .~lagcs of progress and mgel1\11\ >. can he seen, til the l·arly years of

ad\"crtismg newspallers and I'arioos fonns of simple'outdoor ad"enising were used 10 get

people:.s allcmion, In busilles~. trade canis were the 1001 usctl to cxpre8s all mdlvioJual" s

traJe or goods to be sold. With Hen Fr:mklin·s Crc31hlly, tlhlslmllans became morc

" idcJy used ""d dCSl"" hegun 10 play 3 greater part In aU, ,'r1lsing, A., lune prvgressed,

so did technology; al\d. wllh phOlography 1I1\d ne" mC:!l\s or prinllng USI ng hlbOSf'lPhy.

Ihere were martr pllssihllit ics. As Ihc t\ine\ecmh ('en lUI') tame 1() a tlose and the

Twcmieth Cemu!"}' opelll'll up "ith a hDng. SignS gal larger and tl05hlcr ~nd alh er1ISlllg

gal bolder. l'cople "cre read>· for exci1 '"g ads Ihat cntcr1amed thent. 1>lany ,lew fnrms

nf ad, enlSLng MKh as sk}l\ mingo blunps. and !.eries of I1N<ls,de mltH-hi lIhoallls came

omo thc scene. Wllh l1e\1 technology deSigners "ere able l<.l b<: mare creati'·e and danng



in thei r mis, There "ere mallY e.\tremes thut ",:re tested and eventually design SCllled

11110 an aeeeplable Slal(:. \',I,th the m"elllion of the radio and laler the tele\'lslon came a

"hole He" s~n~s "f 0IJportlll1l1ics and challcHg<'S. Now ad\ crtiscrs had a d,recl hne mlo

consumers' lh'lllgroollls all(l were ahle to ha\e lhclt ullilltem'pted all<:11tion, Sound alSlO

plaYl::d a big par1 in "hal ,,,'s possible HI m.\lertismg. Along wilh these changes ill media

came changes In Ihe 1I11proach a,h-ertiser~ 10o~ 10 reach the,r audiences_ Theyaltcmpted

\(l in\'lle the consumer to pamclpale In the 1I(1 and 111leraet wuhm the promollOtl process.

This was ,cry sucecssful amI,s sllll a ke)-ldea u!R'J today, As tclension became more

popular and wulely <Ivai lable ad\ertiscrs Sl.lfl,;U 10 aJJres~ ~ new, more inl('lhgenl

audience, rhey stancd 10 l1\a~c ads th:u reqUired some lhoughl lind II fresh ~en:;e of

humor. Br.u«ling was a ~ey COneepl and jingle~ and phrases slUck m the hc"ds of moSI

everyone. Then as technolo~\' kepI Oil mo\,og n:;ht intu the Internel. so did ad\ertlsing.

It has only hct'll ",ulllo Ihe lasl fc" ye~r~ lha.t aJvel\isers ha"e beguo 10 undersland the

eapahi!illes and l"\Iy ue ""lure of this new medIa. 'I('w tL'Chniqu~sand melhods arc

conslantly bcmS tested :md surveys an: hcl11!!laken len and right to deternllne "hal IS

wOrklllg. "hal isn' I. and wh"t needs 10 be dOlle

When e'-alualing Ihe wide I":mgc 0 r informalion and 0P1II10115 a\'ai lable regarding

the e\'olu!lol1 and currenl ,tdvlInces III visual COI1l111llI1\Callon. there seem 10 be IllrcC key

concepts Ih"t dcs,gn, markel' ng. arK! adv{'r11.\ing professionals muSI now consider m

Inlemetlld\·enising. Tbese lhree eoncepls are lhe sllln orpo"'er to the col1sumer. the

necessily of a SlrOll!! media mix. anJ thc grcaler opponulllll~'S avai btllc in markell ng

rescllreh



Shift of I'CJH'('r 10 Ih" CrH!s"",cr In talking to scvernl local business professionals

"ori(lI1l:\" Ilh the hlleme1. many slrcssed lhe Imponance ofCUSlomcr sen'lec as a main

!'\()al. Iknll1S Bums from CFltalked abClultheir success \"Ih lh~ Intemell1l thai the

CllStOlller can now be more comfonable wllh shIpment. and soch becaose they can check

a "ide variety of updated Il1lonnatlon through their Web SIte, TIllS shill of power to the

euStonwr provides greater sen ice :lnd ~llsraclion (!.Iums), l\k Bums also lalko:<.! abool

th,s shIft 111 relation to gre,ller re'p<;lIlsibi Illy on lhe pan of the business, Customer5 no"

havc a much greater access to information and are more kno" kdg.:able, This is forcing

blt~inesscs to be cl.rdol in dndoping Iheir str:l!cgics and operalions 311d IS also 1Iold"'l;

thell accountablc 10 an infomled consumer (Bums). No longer can a car dealer lellihe

CUStOmer Ihal!heir d<,al is Ihe lx:stthey'Ulilld knowin!> \IIS,,'t, Mosl cOl1surn<,rs now

h;).\c ;).Iready researched several OptlOll. on lhe Imemet and k"o" "hal is a",t is,,'!

a\allable '11l1s slufl in PO" er has affected ad\'enlSlng 111 lhat "il i~ "OW Ihe consumcr

,,111) docs somcillinllto or ",illl ad\'cnising. not vic!:' \'<:rsa·· (Pal lou and Ste"·an J), TillS

control of the informa110n nO\\ has shilled from thc marketer to the consumer through the

usc of interactive tIlcd 'n and has changed the wa)' advertisers ~Pl'roach tIllS lIlfornu,t,on

no", (Pa, lou p"d SiC" lin -I J,

SIr-emg /l!{'dw M,x The lIl1[lOnanec of a slrong nux ",f medIa lhat IS "ell

cooruil1a1cd In "ork lOgclhcr II another [lOm! that came up SClcrnllllnes in lalki"g 10

local I>usiness pl'()pk. Ru<lllC}'l1bukal oflntruos WeI> llc<lgn Siressed the importance of

llieir elienlS promohng their Well siles III the,r OIlier fonns of ad, cr1\~inf:' To exp-cct

search l~'f:in...s to send people to a hUSlnC'Ss' 5 slle \I hen thl'" arc mi IIion5 of olher siles



"
oul Ihere IS cxlrcmdy opttnllstic and unrealistic_ A business' s Web address should b<:

IIIC"''1'1(1r31OO I1no c\ cry aspC'C1 ofIheir markellng prO~;Tam (Illaukul)_ Dan Chiodo rrom

the Joplin Gl\lhc talked about their Web Sl\~ hems able 10 offer their cuslomcn another

means of ad\"C'r1ISing Ihal is consistent WIth their overall m~-dla mi., (ChiO<.lo). Kcll)'

Ogle from FrL"'man IIOSllilallalked about 110" their markctmg proll:r:lnI no" includes nil

fornI, of medi:t amI has a coordlllall~l look and fccilO bnng all the ~1I1'\S together (Ogle).

Some people are scared that tr:l<.hllQllal forms of a<Jvcnisillg arc g<lillg to ,hsappcar,

ho"ncr most poopl" agree lhat LSn'j the casco The Internel isn't a substitute for

Ir:I<Jihonal ad\'crti~l nil btll an .,Xll'flSIOn of lradit;(mal mass advertising. It is rcfcrTt'd to as

a "bettcr 'llcd,um (or rClnrOrCIl1£ your n'cssagc to lhe more awarc. more: aClive popLilucc"

<\Iohoni 4SJ 11011 dId Yahoo gCllo he w hugc1 Thcyadvcrtlscd ",th "o,cHlle-lop

chardClCrs who pulled immcnSl.· luna OUI of local ponds" (\\'caver 95). Tbe imponancc of

a Slrong n1c.j,a mi-: IS reiler-lled ovcr and Olcr when lool..ing a\ some orlhc companie~

lhal have milde" strong lnlemC1 presence. Ille Vielan,,'s Scrret e.'l:umplc, Lhc AOl

example anJ many olh"rs pml'e its success. Br;lnding IS also achiclcd in lh,s unte way.

J\I~l look al a1\ orlhe many SigiiS ilnd ads lhal all hale some kind ordOl.com on lhem.

These Inlernel companies <lon 'I hal e Ihe remforcc.rm:nl opponunlties as car companies.

clothing llrands anJ olllers Illal consumers sec cach Jay, SO they nero Lo get their nanle

oul :lI1d in Ihc mmds orcUSlomcr< through othl'f mcallS or advertising (Judge el al. 38).

BIllboards havc bc<;;ol1le onc oflhe mosL popular means ofdOI.com cOl1lpan~ adl enlsing.

One example IS a gardc,u;om blilboard lllal ,~ made frum lI\e plants and an irrigation

syslem of II~ 0\\ n on a Slrip oflllgtl\\ay III Sd,eon \'al1<:)' (lJamliton FB 84) BIllboards

like Ih<:~ are: becoming Ihe means for Illany ol111n~eomp,Ulies 10 !let reeogm~.cd. So. il is



"
'lUllC e, ,<lent 110\\ Imporlam 11 IS for a<l\'cnj,~cn; and busi ncssC'S alike 10 incorpor.l1e all

areas ofpromoholl In nCalnlg a Ille<lia nllx lhal IS beSI SUlIcd 10 the md,\ Idual blISlnCSS,

MlWkcli/!!< Rcselll'ch 0PI/Qrr,mi/lcs The Imt:mel 1\01 ani) ha. pro\ Illed added

means of adverllSlng bill also added III foml31ion abom tile customers. TillS lH,linl is b<---Sl

explalllcd III a statement from Pa, lou and Stc\\an:

While II has long been possible: 10 "blum sc!J:rcpoIU of consumers
;m"hcl1lcm and parlIClp;mon. IIller",!,'·c advertising has the potential La
1'l"Ovule a direct n'casurc of consumers' involvement 3ml par\lClpaliOn
through uammallun of the frequency and lypc of inicraclion "jIll the
ad"cniscr (9),

lllNug!l tile usc ofdalahasC'S Im<l cookies. electronic mformallon crcalro each time It

customer \ 1$'1$ a .'lC. markctcrs and ad'\'n'Sl;1S are able to lrack Iht' habits of eUSlomers

hke ne'er before ISdl and Spin). Markcl~on; ....bm'n Ihls lllionnallon lhrough scveral ways.

Some usc clustering techniques lbal group people "00 beha'e in .. milar "<lys together.

Coltaoomllve fittering uses algorilhms 10 ligurc an mdividual's ll'Sles based on Olher

pooplc's lastes "'ilh sunolar int.-res1S- A profiltng s)'$tem tags indiVidual consumers, and

record Ihe,r rcspor,scs to "anous areas m a Web sill'. Aniliei"l inlclligenee is probably

the mo.l !;()I'lmllc.ucd t)1'e hv.'C3U5C 's leams from a users bella' lor ami can deK"CI

devlalions fro'n "hal IS llom,al for a cuslumer. This IS often used in risk assessmenl and

fr.IllJ dell'<:t,on ("\\'alehi'1g While Y011 C\tek" \ Oil), Markeling research has deflnltely

reached a llC\1 Ievcl aud el"CU Mr, B1:llIkal saId a lUI orthelr s,le dcsi.f,'Tls arc dctenllnlcd

by the likes and dislike'> of thc customerl (Blaukal) 'I he men: presence oflhcsc ncw

methods of marke""l! research alone, Mllc'cr, docsn'l makc Ihem hclpful unless

rnmkcters, advent,crs, and bU,lflCSSCl< lake :llhantage of them.



In e'mclus";m, it is up 10 thc dC>'gn. markcting, and busincss pwfcssiollals to usc

lhis new ml\ha 111 an erticicm way th;,t ocst eom,llunie:llcs the Intended message to the

consumer. There arc sull many thm£>, lO he Icamctl alld idcas 10 Ix: ,eslcd, ho".e'er, the

po~.i",1 ilics ....e eIlJlc~~ ill ,he realil)' lhal c"cT)'ll1il1£ WI Ii COIll/nut lO change am.! cl'oive

as history has repealed!)" ~ro\'en_ For llies<: rcasons, heing a pari of this fascin&hng and

cVt"T-ch:mging ficld will lie both challCII);:ing and re"ardinjt.
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