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The new faces of advertising

Advertising has been around as long as capitalism and it’s a huge industry. Spending on advertising (or ‘adspend’) will be about $500 bn this year worldwide, with around $170 bn of that in the US. The traditional advertising media – press advertising and TV commercials – still dominate the industry. Together, they account for around 60 per cent of all spending. But things are changing fast and it’s new technology which is driving the changes.

Internet or web advertising currently makes up around 14 per cent of all the advertising we see every day. But here’s the important thing: it’s growing at an amazing 40 – 60 per cent a year. It will soon be the number one advertising medium. Web advertising has many forms. There are the banner and other ads that you see on the websites that you visit. In many ways, these are still very traditional – they’re really just the same sorts of things that you find in a magazine but online. And although advertisers try very hard to target the people who see the ads, they have the big disadvantage of all advertising: not everyone will be interested. In fact, many will be annoyed, especially when the ads become ‘spam’. Advertisers are now looking for better forms of internet advertising where people actually want the information. One good example is the email newsletter that many companies send to their existing customers informing them of products or services. Another new – and fast-growing – trend is ‘blogvertising’. This uses social networking sites like Facebook, and the idea is that consumers advertise the products themselves to interested friends.

The internet may be the most noticeable place where advertising is changing, but there are others too. One is TV commercials, whose importance is declining. The reason is again technology: DVR (Digital Video Recording) allows you, the viewer, to control how you watch TV. Most importantly, it allows you to ‘skip’ the commercials. So suddenly spending a large sum of money on a TV campaign doesn’t seem a good way to use your advertising budget. The response from advertisers to this has been, again, to look for better solutions. One of these is product placement. If you ‘place’ a car, a mobile, sunglasses, a laptop – in fact anything – in a TV programme or movie, people will see it. And if they like the programme or movie, then they’ll have a good feeling about the product. Product placement is a fast-growing area. There’s even ‘advergaming’ – placing products in computer games.

Finally, there’s one more area of advertising that’s changing rapidly and surprisingly it’s one of the oldest and most traditional. It’s outside or ‘display’ advertising – what we know now as posters and neon signs. New technology means that LCD screens, controlled by a central computer, can change advertisements easily. So as you go down the escalator to catch your underground train, the adverts follow you down. Advertisers can also run adverts that are only on display at a particular time of day. It’s called ‘dayparting’ and it means that they can target us with different messages when we are most interested. Some advertisers are trying to be even more specific when they target consumers. There are display screens with software which can recognise faces – and show one ad to a man but a different one to a woman.

Advertising. It’s everywhere, and advertisers are constantly looking for new ways to grab our attention. It’s estimated that if you live in a big city, you’ll see around 3,300 advertisements every day. Whether you think that’s a good thing or a bad thing, you must decide yourself.
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