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ABSTRACT

The primary goal of advertising is to educate people about the benefits of a product or
service in order to persuade them to purchase it. Advertisement also works to create
demand for any new product as well as to sustain and improve demand for any existing
product. At the end of the day, all advertising contributes to increased sales. This study
defines what advertising is, examines its history, identifies different sorts of advertising,
and discusses technological advancements and their impact on advertising.
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L. INTRODUCTION

Advertisement is the dissemination of information to a large number of people in order
to encourage them to buy things in order to increase a company's profits. Advertising
consists of the following elements:

(i) Itisaform of mass communication that reaches a vast number of people.
(ii) Itallows for mass production.

(iii) It is non-personal communication because it is not provided by a person and is
not addressed to a specific individual.

(iv) It is a commercial communication because it is designed to assist the advertiser
ensure a long and lucrative business life.

(v) Advertising is cost-effective because it touches a huge number of individuals. As a
result, the cost per message is kept low.

(vi) The communication is quick, allowing a marketer to communicate with millions of
purchasers in only a few hours.
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(vii)Advertising is a type of communication that has been identified. The advertiser
attaches his name to his advertisement in order to make his identity known.

Advertising in the twenty-first century

It's still uncertain what advertising will look like in the twenty-first century. However,
the advertising sector has realised how exposed it is to the outside world. Changing
demographics, rather than economic situations, have a greater impact on the fate of
advertising. The usual customer will be older and more experienced. Furthermore,
these people will be more accepting of other viewpoints and lifestyles, have a higher
tolerance for technology, and be more concerned about social concerns and the
environment. Marketers now have much higher expectations of advertising than they
did a decade ago. Advertising has to pay for itself—and quickly. In many cases, sales
promotions, which have a direct impact on sales, have supplanted advertising. Clients
are also wanting more value-added services from agencies at no additional cost. Media
will be able to report on how a certain ad influences actual purchase, brand switching,
and client retention thanks to increasing technology advancements. Accountability will
be expected as well as observable.
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Figure 1: Effective Advertising

Each advertisement is a unique communication that must be effective not only for a
single customer, but for a large number of potential customers. This means that each
advertising campaign should have its own set of objectives. Advertising is a type of
promotion, and like a promotion, advertising should have defined goals. This
necessitates a precise identification of the target consumers, as well as a clear indication
of the effect that advertising is intended to have on them. As advertisers seek less
expensive alternatives to traditional media, out-of-home advertising is rising at a
quicker rate than most other forms of advertising. There has been an increase in brand
recognition of products thanks to outdoor advertising.
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IL. HISTORY OF ADVERTISEMENT

Archaeologists have discovered signs of advertising among the Babylonians dating back
to the 3000s BC. The outdoor display was one of the first known ways of advertising.
Many such signs have been discovered by archaeologists, most notably in the remains of
ancient Rome and Pompeii. An outdoor advertising discovered in Rome advertises
property for rent, while one discovered painted on a wall in Pompeii draws tourists'
attention to a tavern in another town. The usage of so-called town criers, a basic but
successful type of advertising, arose from word-of-mouth acclaim of items in mediaeval
times. Criers were citizens who read public notifications aloud, as well as merchants
who hired them to shout their commodities' praises. They later became well-known
figures in the streets of colonial American towns. The town criers were forerunners of
today's commercial announcers on radio and television. Although pictorial forms of
advertising arose early in history, printed advertising did not gain traction until German
printer Johannes Gutenberg invented the movable-type printing press around 1450.
This technology allowed for the widespread distribution of posters and circulars. In
1472, the first English advertising emerged in the shape of a handbill announcing the
sale of a prayer book. The first newspaper ad offering a reward for the return of 12
stolen horses was published two hundred years later. The Boston News-Letter,
America's first regularly produced newspaper, began publishing advertisements in
1704, and around 25 years later, Benjamin Franklin improved ad readability by utilising
large headings. The advertising profession in the United States originated in 1841 in
Philadelphia, Pennsylvania, when Volney B. Palmer established himself as an
advertising agent, the ancestor of the advertising agency. Agents arranged for enormous
volumes of advertising space to be purchased at a discount from newspapers, then
resold the space to advertisers at a higher price. Advertisers were the ones who came
up with the commercials. In 1869, Francis Ayer purchased Palmer's business and
established N. W. Ayer & Son, an advertising firm. By invoicing advertisers exactly what
he paid publishers plus an agreed-upon commission, Ayer revolutionised the usual
agent practise. Ayer soon found himself conducting market research and developing ad
text in addition to selling space.

Initially, advertising companies concentrated on print. However, the emergence of radio
opened up new possibilities, and by the end of the 1920s, advertising had become so
entrenched in radio that advertisers were producing many of their own shows.
Hundreds of radio drama programmes, dubbed "soap operas" because they were
sponsored by soap firms, debuted in the early 1930s. Television was first broadcast in
1940, but it was not widely adopted due to the exorbitant cost of television sets and a
lack of programming. The selling of television sets and the advertising that supported
the popular new shows increased in tandem with the growth of the American economy
in the 1950s. As an advertising medium, television quickly surpassed radio. The
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advertising's tone was also shifting. Advertising used to merely present the product's
benefit. Instead, it began to develop a brand image.

III.  TYPES OF ADVERTISING

Advertising can be done in almost any medium. Wall paintings, billboards, street
furniture components, printed flyers and rack cards, radio, cinema, and television
advertisements, web banners, mobile telephone screens, shopping carts, web popups,
skywriting, bus stop benches, human billboards, magazines, newspapers, town criers,
sides of buses, banners attached to or sides of aeroplanes ("logojets"), in-flight ad
displays, and in-flight ad displays are all examples of commercial advertising media.
Advertising occurs anywhere a "recognised” sponsor pays to have their message
delivered through a media.

Advertisers are crucial to the success of commercial media because they are the
primary source of revenue for the majority of them. Broadcasters, trade magazine
publishers, and newspaper publishers are the media companies most reliant on
advertising revenue. Advertisers, on the other hand, do not contribute these funds to
make media feasible; they do it to further their own interests and goals.

e Digital advertising

Music in advertising / Television advertising

With the rapid advancement of information technology and electronic media, television
has risen to the top of the advertising medium list. Because it appeals to both the eye
and the ear, television has the most influence. Advertising on advertising, for example,
often requires a significant budget.

Radio advertising

We all know what a radio is and have probably heard advertising for various things on
it. However, it is uncommon for a company to devote all of its marketing budget to
promotions, because a radio broadcast, for example, may be required to educate
customers about the promotion.

Online Advertising

Online advertising is a type of marketing that makes use of the Internet and the World
Wide Web to deliver marketing messages to potential clients. Traditional advertising
involves paying for space on a newspaper or magazine page, as well as time on the radio
or television airwaves. You pay for space on a website through internet advertising. Pre-
and post-sale, customers frequently contact customer support via email. It's a powerful
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communication tool that can act as a "organisational glue" that binds the organization's
many functional units together.

e Physical Advertising

Press Advertising

Advertising in a printed media, such as a newspaper, magazine, or trade journal, is
known as press advertising. Newspapers are a wonderful way to reach people who are
about to make a buying choice. Magazines create long-lasting ties with their readers
through editorial articles and photographs. There are two categories of magazines:
consumer and business publications, as well as vertical and horizontal magazines.
Hundreds of consumer publications are available, catering to every demographic and
psychographic group.

Advertising on Mobile Billboards

Mobile billboards are devices that build on the notion of roadside billboards to
advertise a variety of goods and services. The strategic use of moving trucks to market
different products to a wider variety of potential clientele is known as mobile billboard
advertising. Rather of depending on consumers passing by a stationary billboard along a
highway, the mobile billboard ad is constantly travelling across highways, hopefully
exposing the promoted products to consumers who would not otherwise have seen
them.

In-Store Advertising

Any advertisement displayed in a retail business is referred to as in-store advertising. It
involves product placement at eye level, at the ends of aisles, and at checkout counters,
as well as eye-catching displays advertising a specific product and advertisements in
areas like shopping carts and in-store video screens.

Coffee cup advertising

Coffee cup advertising is the next generation of advertising media, and it is one of the
most powerful vehicles for delivering a message, as it is purchased by thousands of
people every day.

Outdoor (street) Advertising

Outdoor advertising is as old as advertising itself, but it's getting a new lease on life.
Indeed, as digital, video, and wireless technologies reshape the industry over the next
few years, it will come in second only to Internet advertising in terms of ad spending
growth (Outdoor Advertising: A New Look, 2010).
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IV. THE IMPACT OF TECHNOLOGICAL ADVANCEMENT ON ADVERTISING

Advertisers have been compelled to change and reinvent themselves as a result of
technology advancements in order to meet new trends and markets. Advertising has
grown in scope and now affects practically everyone.

Schmidt and Eisend (2015) investigated the relationship between ad exposure and
recollection, finding that after ten exposures, the maximal attitude toward a product is
reached, however recall increases do not plateau at lower exposure rates. Learning
theory, or implicit or explicit learning, is used to explain the advertising repetition effect
on recall. Stimulus-reaction theories have been the foundation for learning information
consciously or subconsciously for much of advertising since Pavlov (1927/2003) first
published his findings. From print and television to tablets and cell phones, there are
now a plethora of ways to expose advertising. New approaches and tactics have been
developed as a result of the advent of new gadgets such as smart phones, and they are
constantly evolving. Advertising must be individualised and tailored to the consumer's
entire expectations; else, it will be rejected. Around the turn of the century, distinct new
advertising within today's most contemporary technologies began with m-commerce
and e-commerce. The mobile market became appealing as the new core of databases for
future advertising after the development of various sorts of advertising. In the last five
years, the development of mobile applications has become a daily challenge for
marketers. The level of engagement and attitude of the mobile user towards the brand
is improved by a brand-sponsored mobile application.

Customers, like technology, are always evolving their requirements and desires, making
it increasingly challenging to engage users in a brand. That's when the brand has to
stand out from the crowd. As a result, margins are shrinking, and the value of a well-
executed advertising campaign stands out as a way to distinguish the company from the
competition. Because mobile advertising messages must be personalised, it faces
numerous challenges. Marketers employ software tools to deliver SMS advertisements
to many recipients, according to a study by Radder, Pietersen, Wang, and Han (2010).
This type of technology limits the ability to customise the message based on the
recipient's profile, which has a negative impact on the recipient's attitude toward SMS
advertising in general. New and intriguing opportunities for researchers will likely
emerge as social media and online technology continue to expand.

V. CONCLUSION

Advertising has changed over time to meet the demands of many cultures and
ideologies, and these changes have accelerated with the introduction of new technology.
While much emphasis has been placed on the technologies themselves, as if there were
a social uniformity among worldwide consumers, more attention should be paid to the
sociocultural manifestations of advertising psychology's key principles. Given so many
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modern, technologically-driven advertising chances, nothing inside one culture is
comparable to what other cultures have in terms of absolute adherence to American
advertising standards, and this is damaging to global and systemic marketing and
advertising. There are cultural similarities, but it is important not to over-reach the
similarities of aspects that can drive advertisers to set up baselines with different
developments in order to reach their various targeted segments, markets, or customers,
even in terms of prioritizations, technological utilisation, and market sub-
segmentations. Advertising may affect every aspect of our life, from the sale of hair
products to the cleaning of our homes. The most difficult element of the process is how
advertisers manage their ideas and construct commercials to reach out to consumers.
Advertisers have the difficult task of making everyone happy, which is not an absolute
but a goal to strive for. Advertising should be studied in depth to gain a thorough
understanding of all mental processes. Because purchasing is a decision, they can nearly
guarantee that their product will be purchased by controlling and dominating the
stimuli of that decision. Advertising is broad enough to keep civilizations battling to find
the best way to meet customers' interests. Actually, there is no such thing as the best
method; when humans improve their wants and processes as a result of technological
advancements, the way or approach to achieve them improves and changes as well. This
makes advertising one of the most fascinating fields of study on the planet, because as it
evolves, past knowledge becomes obsolete and new knowledge becomes necessary. The
world will never cease improving or progressing, which makes humans more valuable
when it comes to producing new technology that is appropriate for mankind. There is
always a market for a product; the difficult part is identifying it and determining how to
approach it.
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