Proceedings of the 7th International
Scientific and Practical Conference

« Science, Education, Innovation: NO

Topical Issues and Modern Aspects» 1 26

(September 26-28, 2022). | C
Tallinn, Estonia NTERLONF

SoenTIF PubLiHNG CenTe

MARKETING, ADVERTISING AND PR

A historical and socio—cultural perspective
on the evolution of advertising branche

Shushkivska Antonina Anatoliivna’

! Master student;
National University of Life and Enviromental Sciences; Ukraine

Abstract. The article provides a brief overview of the evolution of advertising
over the centuries and describes some most important moments in its history.
Keywords: advertisement, advertising world, evolution of advertising.

The advertising world has always attracted creative
personalities. Advertising agencies are often associated with
chic and luxury (although their contribution to the global
economy should not be underestimated). And even the Cannes
Film Festival is inferior to the festival of advertising on
a large scale.

It is believed that advertising originated in ancient
Greece and Egypt. Even at the birth of civilization, the
ancient Greeks and Egyptians realized that goods must be sold.
Evidence of the existence of advertising in ancient Rome was
found on the ruins of Pompeii, even then the Romans knew how
to present their goods in a favorable light. Mark Tungate in
his book «Adland: A Global History of Advertising» gave an
opinion, that advertising appeared with the first goods, which
people wanted to sell. [1]

The impetus for the development of advertising and the
advertising industry was the industrial revolution, which
played a significant role in the evolution of the media in
general: it was cheaper to publish newspapers, printed
publications became available to a large audience.
Technological progress has made it possible to produce
products at a rapid pace, which has led to oversaturation of
the domestic market with goods and forced producers to enter
new markets outside the country. Some chose to trade in bulk,
others — through intermediaries, also retail chains were
established. In order to attract the attention of consumers
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and make their product easily recognizable and memorable,
manufacturers have begun to use trademark for their products
and advertise them.

In the middle of the XIX century, advertising has become
more and more frequently mentioned in print sources. Publicis
has published a Dbook: «Born in 1842: A History of
Advertising». The book is dedicated to advertising campaigns
that have left their mark on the history and evolution of
advertising. Searching for the earliest promotional products,
researchers found advertising in a newspaper from 1849, which
advertised a new method of measuring the head to accurately
determine the size of the hat. Newspapers became the first
advertising tool to promote goods and services. Another
example of the Dbright advertising experience 1is French
posters. In the 1870s, the Parisian publishing house Chaix
and the artist Jules Cheret created incredible posters
advertising for the Folies-Bergere cabaret. Thanks to the
development of lithography at that time, good color
reproduction and large circulations, the posters came out
bright, full of life and became very popular. Another well-
known talent of that era is the theater artist, illustrator,
jewelry designer and representative of the Art Nouveau style
Alphonse Mucha, thanks to whom in the French capital, art
often began to intertwine with the advertising of goods.
Initially, the Czech artist was little known in Paris, but
everything changed after the order to create a poster for the
production of «Gizmond» with Sarah Bernard in the lead role.
According to legend, he received this order only because all
the other artists were not in town for Christmas. However,
using the «modern» style in advertising, Mucha gained fame
and fortune. Later, Alphonse Mucha created many more creations
for the theater, Mobet & Chandon champagne, Lefevre Utile
biscuits and many other brands.

Advertising is adapting to current culture, pressures and
conditions. It is a craft, rather than a science just as it
has always Dbeen. [2] Brand stories are essential for the
contemporary advertising and the process of creating these
stories is extremely complex. The storytelling trend isn’t
new and great advertising stories have been told for decades,
starting with the early ’'90 famous Benetton campaign. Yet,
the digital era deeply changed the brand storytelling. One of
the revolutionary elements 1in the evolution of Dbrand
storytelling is the growing in volvement of the consumers in
the process of creating these stories. As an illustration of
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this phenomenon, we can mention social media campaigns that
focus, in fact, on stories told by the consumers. These
stories usually tell the consumer’s experience with a product
or a service, but their key trait comes from the fact that
they are personal stories, told by real people. [3]
Nowadays, the advertising industry and its employees have
to look for new keys to the changing world in which their
customers live. Simply informing and trying to sell a product

is no longer enough — you first need to create an emotional
connection between people, wherever they are. An example of
close emotional ties 1is the Lovemark principle — a term

created by the CEO of Saatchi & Saatchi Kevin Roberts — where
a brand becomes something bigger than Jjust a product or a
brand. When there is love, respect, loyalty and trust. When
consumers buy a brand because they share its values and it is
their reflection.

As Kevin Roberts said: «The idealism of love is the new
realism of business. By building respect and inspiring love,
business can move the world.» [4]

In fact, it is currently impossible to predict how the
advertising industry will develop 1in the future. It 1is
becoming increasingly difficult to keep track of how quickly
consumers themselves change their tastes and preferences. Any
changes also hide new unrealized opportunities. One thing is
certain: as long as there are services and goods for sale and
consumers, really professional advertising will not
disappear.
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