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Ehe:study cf advert;s;ng and sac;ety has a" lapg hlstary

of sagcndﬂrate staﬁus in académlc pregrams. 1 fact, hlstarically R

4 :
a&vartls;ﬂg azaﬁem;clans aﬂded ncnavscatlanal courses to -eurrlcuia

ti

‘as.an aftéfthﬂught- The aﬂVEftlSLﬁg and saclety ‘course, like - /‘f

N ' é

'v1rtually all mac:a cau:ses, largely served to leg;t;mlze tha

’t L=t

}y*ex;stence cf vg:at;cnally arlented pragrams nat to prDVLdE

stuﬁants w;th an iﬁt tually solid and perscnally edlfylng

Jeducat;an.' In thls bz;ef paper I first pﬁlnt Dut a. few Qf the

. major problems in ﬂevelap;ng‘;ntellectually IESPEEtEblE”Ed?&IEiSlﬁg;
and saéiety'éaufses. Next I assess a few af the more px@mlﬁing ‘

Zappr@achés t@ advert;51ngland sccletyﬁf Then I offer genézal 7
qu;délineg for a: cultmral apprﬂach to the Sub]ect ‘ Flnally, in
a cautisnarg ncte I suqqést several pltfalfj in the a§pr a cha '_M .

I.

H;star;zally advert151ng pract;tlgners and académl 1a

' éggag*egi on he scgpe, functl@n, %hd purg@se of advertlsfng education,

*
f

Many pract;ﬁ;%ﬂer% cantlnue to agree with Claﬁde Hor klns 1927

réﬁafk "As faf as aévertisihg ;svccn33fned,’ané'can learn more in

onc waak's talk with farm fclks than byia'year in any classrég” I
s Lt
’ kncwi"’ Othar praétlﬁlmners bellevafkht t advertising education

—
=
o

prqcult;cﬂers. ,AEEEftlslng acgﬁemlcs,aré similarly dlvléed,

;f

although ngfént discussion suggests that the majority of college-




‘zcontrddlctaf'

'Jievel téach@rs sup@@tt e;ther “1ast job" or "f;rst job" vacatlanal

'\in tructi ﬂ g;rst gab curr;cula focus an rualméntafy skllls

Euch as lay@ut and meﬂla buy;ng ﬂlast jab currlcgla strass

\\managemant dEQLSLan—maklng. Certalnlfsmagt advertlslﬂq prﬂgrams

%

”esp@use a mlss;gn of chupatlgﬂal preparaﬁlon.L Néverthelesg, mahy

aﬂvartLSLng éﬁ%ﬁem;elaﬁs carrectly see the, 1mpartaﬁce Df
vprQVldlﬁg advert;sl g stuﬁents w;th more than tachnlcal sk:llg.;

Partly to galn respectablllty Wlthlﬁ ;h% academy aﬂd Eaﬁﬁlgy

‘to enhance stua%nts Lntellectual develapmeht, acaﬁémiciaﬂg

1hlt1ated aavert;s;ng aha éaclety courses lﬁ many aﬂvertislng
/

\'prggtams. Because academlc;aﬂs'and pract;tlsnerg @itenfegﬁress,

views on aéiértiéng'éducaticn, hovever, ﬁhé

padagﬂglc,l puragses Gf these cgurses typlcally are uneléar.
Shauld ﬁhESE'QBuISES pProvic ﬂ\advertiglng majars With a iechn1231‘

understandlng of laws ahd Iagulat;ens? Skculd advertlsiﬁg and

i -4

sac;ety ccurses crltlsally é?amlne the structuzg and fungtlan of
. ; .

the aﬂvertxszng 1nﬂugﬁry in m@derﬂ capltallsm? Shduld bhey ﬁeal-

\.p 5

thh current taplcal 1ssu25? These are 1mpartant quest;ens, and °o
answvers necessitate anﬁem1ELans' flrst deallng w;tb advert131ng

educatibn’s aurﬁése, whlch hlEtérleally» as been fagged by the

canflict;ng educational ph;lcsaphleg and ldéélﬂgléa f aqﬁ&am;c;an@

..o q; . E
i

and p:act;tlcnerg, - N
=" - < =
Aavertlglnq @duéatlan Ha%}na 1ntelle&tual hgmg whlch hlnders

] \ & é _’;" * 1
Lha d;ue%@pm;n¢ @E Eﬂutatlﬁha% pragrams that are broader in scepe -
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thén vocationalism. The discipline's many. academit lébels_stem:frém '
pre-World War I when zealous ‘pra:titiunersLéé;ablisﬁfa advertising

¢ourses in Psychology, JGﬁfﬂEliSﬁ; English, , aﬂd Business pragrams;

1

/&aday advgrti51ng educatlgn‘cant;nues to suffer ff@m the d;sparate

/ L]

7

/ 1nterests of Marketlng; Communications, and qurnallsm prégréméi;'
/ Not surprisingly, advertising ccursés cften présumfA’i

iﬂé@l@qical and educaticnal ass umpt;ans that stem fram the

? academlc 1acat1@n of thé curriculum and the interests af the 1ﬁSt ucto
- Thg a@vertlslng anﬂ SDGlEty course perhaps is more 1nfluenced by
the lack of an‘lntellec;ual hame than are st gtly vgcat;anal

EEE . .
courses. In one department or cgllggi or school it becames a caursevi
in EEDanlE?‘ in anptéer; consumerism; in yet ancther, advertising law.

] : A .

\AdVErtLSlng and society courses also suffer from a“dearth of

schélarly aﬂvertigiﬁg‘research.' Higtcriang‘and scciclagisté»have
i}

?raduced few aéverh;s;ng studles, a surpr;s;ng fact ccn51dar1ng the’

ublqulty ‘of modern cgnsumar advert;slng. Althaugh aﬂvert;s;ng

acgdamlﬁlans.yéagly write dczens of articles, the majority of this

research is unusable in an advertising aud society course fcr(ﬁwc

major reasons, First}xadvertising researcn typically relies on

- inductive methodologies; studies usually'£§éus ol narr@w'§rablems and
produce ungeneralizable céncluéiéns- Thig dilemma i§ made worse.
by the publlshlng emphas;s of many ﬁa]@r uELvers;k;e,;'tenﬁre

raqulreméﬁts f@rce academ1c1ans to publ;sh shqrt, Gul'kly thdueed |
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_ artlcles and pzahtgit h;star;cal lﬂVEStlgathﬂS, scﬂlglgg;cal

',atlans, or phllcscph;c

‘secgnd advert131ng research is often of littie'use in the .
- "x*‘
advert;s;ng and sgclaty course because it lacks a crltlcal

i

perspective, Most a:t;clés and surely the bulk of advertising

'textb@éksxare'intelleétually stefilée théy'presume the ideological
‘ A

and ph;lgsgph;:al assnmp+1ens uf the status quD, as a quick

perusal of ‘the “aévezt;s;ng and Sﬁcléty" sectl@n of man? of the

“y

. majcr tgxtbaaks shcws.l i N S

kS

The dlfferlng educatlcnal cbjectlvés and Phllggaghlés, the

1ack af an, acadenic hame, and the dearth of eritical research

and lnvastlgathn hiﬁaar the dévelapment of 1ntellectually

resgectabla macro courses in advertising.-

» . ’ M

Althaugh few ;ntellectuals have serlausly lnvestlgated the
rise gf madern aﬂvert;51ng, a number cf excellent institutional

'studiée have prééuced fertlle gr@undwcrk for further analysis and .
' } . CoE .
d;scus 1an. Narrls‘ 1965 address before the Amsr;can Acad;my

of Adverﬁising parceptlvely lLﬁkéa modern advertising w1thelate
19th century national advertisers' quest for distribution and
p11be rantral. Carey's cogent 1nterpretatibn-pf tﬁe impﬁrtaﬁce_ ¢
cenlE ’ . . . . . - = ‘, E =
of gradu@t=1nt§rmati@n in the market system pointed out some of the
el _ ‘ , VO i ‘ '
e ; 1 ) :
9 _-'-,":; v ™ ' . * o . . ] g\\ L
.ot ‘ . . - C | . : b

L] o

(RPN I |



) : '
; philasaphlcal assqutlans underly;ng Westérn economic and pci&tlcal

éthltles.'»Patter s 1ns¥%htful dlscu551cp gf the relatlanshlp
; N _

:‘betwé§n modern éave:t;s;ng and Amerxtan'saglal_valués hélpéd'

» e%uéidaté this c@uﬁtzg‘s féndnessAfér{métefiéi gcéésrandvéammafcial:
as?ifatéangi ‘aAnd of ceurée.San&age}é insﬁiﬁuﬁicnal égrépectiv%

) ﬂepicteé aavertising as a necessary and benevalent means of -

-pe:saadlﬂg and lnfarm;ng$;nd1VLdual cltlzéns of pra@er :esaurce

liallacaticn.z B \ : - ' .
 \ | As Rctzall has shawn, these %Qﬁf instituticnéifpersgactiWéé

_p651t cérta;n assumptlans abaut truth, saciéty, and tha nature Gf

L

man, as well as offer dlfférlng definitions of the function of

¢ advertislng_BE.Each;assumes sz§3§dv2ft;51ng serves a majar sacial

or economic function in modern markét economies. They foer fazrly

potent éxamiﬂati@nw@ﬁ the wmrk;ngs of advertrglng 1n the marﬁet o~

system; they allgw one to compa:g cgnfllctlng theorieg cf the.

f
economic, role, Qf advert;s;ng and the social puzpase Qf advertlslng

P

_régulatlcn-: Far example, they point out that advertislng laws stem

-ﬁrém important pal;tlﬂal ecanam;c develapments,_decaptlve ana

&

. corrective advertlslng laws rest Qn phll@SDphlcal assumptlans
about how aﬂve:tlslng @perates in the market system Indeed - oo
_the "Iat;cnal1ty" af man is Surrently“be;ng debated by adveftisiﬁg‘s
critics and defenaers. Thg}lnst;tutlanal perspectlve shows that

_behlnﬂ all: criticisms snd defenses of. aﬂveztis;ng lie partizular

'S
X . . B
% . . . B . . \

- - .

I




% .

: 'assumgtlans about aﬂvaztlslng, the market system, and human natufe.
In Eplte Df these advantages; the Lnstltutlonal §p§§g;ch to
aﬂvert;s;ng and sacle+y suffers fram one majai alsadvgntage. |

Alth@ugh Lt hlghllghts the’ philcsgphléal pa51tlans af advertlslng 'S

suppcfters and attackers, and althauqh ;t elualdates advertislng s

pa531ble br@ad sgc1etal and ELDnﬂm;F funct;ons, it offers ng means

=

Df ultural ;ntergretat;cn; In other Wardg, the 1nst1tut;ana1

S appraa:h emphas;zas s%ﬁuctural and functlﬁnal factcrs aﬂ\thE"
expense of cultura? understand;ng. vIndeea instltutiénalism
~ S N
pa@ar is also its weakness; purely deéuctLVE épp:@§ghes emphaslze

=

3%1" generalLty ED the négléct of spaclflcs. Adverﬁis;ng not iny

‘serves ‘to ac;ampl;sh certaln sac;etal and ecangﬁlc ends; ;t also

4

deplcts ever—cpanglng styles of ‘life. Beygnﬁ the;r 1nstltutlanal

functlan, Epether 1t be market 1nf@:matlcn, econonic p@wer, mass s

-

expresglans that dramat;ze cantempcrary llf% and 1nterpret cultural

stflés_ ‘-1 T o 7 S
. 5’;‘ .
. It Seens te me that ve ngea an ap@raagh *hat beg;ns w;th the

1

=
i

assumptism that :@mmun;catlan is central iP humun affﬂlrsgﬁ Dr, ta‘

put it mare ph;lcsaphically, we néad to take Eér;@usly the cancept
of symba Lsm aﬂd fhﬁ reaiity of human Ereatlvlby | Man Ads nuch

, mDre than a- Eunctlcnal be;ng, he agtlvely creates symballc warl&% B

L

of meanlngful eyperlencesg Advertlg;ng»ls one ‘such warlﬂ;

=

=7

Co
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11,

A cultural approach to advertising would most effeekively_':‘

aéal‘withvadﬁeftisingfs sociological signifieéﬁée; 'Whéreés the, ,
institutiénal é?g%@aqh attempts ta,éxplain’advértiéing.communicatiagg
- on thé'baéié cfﬁscgiétalifg%cﬁisnsf a cultural aé?gggéh*bégiﬁs with'
 i§ théé:y of s;?ietyjthat‘isfinhéfentiy§avtheﬂryfcf cémmuniéatian3% 
&t’assuﬁesﬂthat,sgciety is greated;rmainﬁainéa,;anaitransférmea -

in;aﬁdAtthughvécmmﬁgica;icn.é Aﬂﬁértiseméﬁts, 1ike!ail
ccmmunicaticﬁ artifacﬁs, are éﬁpressioﬁsféf.sacial.réalitiéséﬁ
ali consumer advertiging afflrms or challengeg ﬂ;ffe:ent social
ﬁg:@ups perceptions cﬁ realltyi Advertisements are ?EF V;sweé as
‘negt:al‘messages but as meaningful exprgs;iansvaf_maéern iife%ségies:c

: they are Eultﬁ%ai artifactg»that bear witness to the pregééﬁpaticnéi
o
of a modern 1ndustr;al scc;ety and Eansumar cultu:ei culturallsm

¢
suggests that advertlsements are 1nterpretatlcn5 af ways of llfé and

that the sghclar s job .is Gﬂé—éf‘lﬂtéfprétlﬁg thése-lnterpreﬁatiansi

Qalturgl analysis thus pfaviies a éénducivg.atmésPhere for

openly discussing'ani,assegsing the médern 1iteraturé of advertisiﬂg.

' It leads to a host cf lnté:estlng and PYGVDCathE questians For
-1

,example, what are thé values partrayﬂd 4n various typea gf ecnsumer :

' advezt151ng? What-cultu;al mythgs—eig. y@uthfulness aﬂd”;ndlv1ﬁual;sm—
has advertising portrayed historically? How have these myths been
!stylistically'éxpressed§ How do 'these expressions relate to shifts

D - - - - '

in American’social and cuitvral life? Which social groups do these

advertiseménts support or challenge?
e [

ey



'aﬂyg;fising as é.thréat to their percéﬁtiaﬁs of reality,

Page 8-

W . ]
3

The lmPQrtanéE af cultural analys;s in the stuay of aﬂvert;slng

and saelety haE generally been neglectga Thls is unfartunate.s;ncav

’fmany g@ntém§erary ‘attacks on advezt;s;ng stem7diréctlyvfram'cultufalé'

5 . - ' = . : ¢ . . : . o 'rj ‘ - _;,
struggles in the social order. Vatious Social groups view - '

. = ) . ; -

'Vmgfalit§,'and'life—giyle. In. cher we:ds, the battlé igﬁnat aver

L the funct;an -of advért;sing, as the 1nst1tut1@na1 perspectlve wauld .

suggest, but cver the ccntent of aﬂvextlslng-

N . = |
Acticn far Chlldren's TELEVLSLQH is one aur:ent example cf

a = R Y ’

athe ;mp@rtange of cultural ccnfllct ver*thé efficacy "of m@dern

"1cansumer aﬂvert151ng. Althaugh the erganlzatlen 5 battlegrgund is.

pflmarlly legal 1ts mission is cultural. ACT uses legal channels .

itD wnxk fgr the légltlmatlan of part;cular meral halléfs.; In f

i

. ACT's act1V1tles are respanses tc shifts in the cultural/fabrlc of

® 4

American llfe? Its members, who afe prlmaflly hﬁusew;ves, view

e téleviéion-gavertisiné as symptomatic of the nation's moral decay.

o - - 7 ] . ; 7
They aﬁsaciata the va;ués p@ftfayéﬂ in thé mass media with the
3 ’ . '

breakdawn of the traﬂltional family structur the incfeaéeﬂ incidénce

r

LivlaleﬁCE ~and cr;me, and .the loosened sexfal mgres ‘among yauhg teen%

Perhags most lntéregtlng Df all, .-AcT has translated these mcral

cancerna 1ntg pcﬂ;sy 5tatements abcut adveft;s;ng FACT g’ sugpgrters'

have ;nc;3351ngly releqated the cultural struggle between clder,

o e

famlig centered values and the mare IEEEﬂt 11fe styles pcrtrayeé én

'mdvert151ng ta 1éguiatary chcesses and 1egal dealslcn—maklng. : B




: Dne méfe éxamplé might be hélpfﬁl Ralph Naﬂer s arﬂent
) . # . B
"attacks on maﬂern carparate practlces are usually called “consumerlsm.

Advaéatés argué that Nader'f Drganlzatlan flghts f@r the Ilghts Qf

~ -
gmerlgan buye:si Inst;tuﬁlpnal pEfSPEEt1VES"mQVE the analysis.

a bitlaéép f Bg suggesting that Naéér's érganizatién; like all .
\gcvernment and consumer groups, @Perates on the basis éf a

partlcular EDnCéptlgn of .the market system. Instltutlgnal

1nve*t;gat0rs gcint out’ that Nader's view of the- market is

a ble:d of glagslcal aqd neo llberallsm, they shaw that Nader

. belleves that znﬂreased gcvarnment regulatlen w;ll gomahéw

anhance the effect;veness of the free market. Theyxcéfréctly

seae that Nader wants to limit the types of advértising information
: ' ) - . Ty

perfiitted in the market. At this point institutional analysis has

%

about| run its course.

Cultural gnaly51s prcv;aes fér more 1ns;ght into Nader s

'fuz her bslieve that SClEﬁ ca ig Gﬂ the slde cf cansumers, when, in

{fact, it c@uid eas;ly be argueﬂ that science is on ‘the s;de of the'

~ économic or 3@lltlca1 groupe that have the most flnanclal resources.

N ¥ |




i

Thus, Nader's arganlzatlcn is nat fundamentally a suppgrter Gf

- 3,
" é13551ca1 or neo llberal views of adfertlslng amﬁ society. Eather;
. = &

_ \, =
‘Nadér rE§reseﬁtB mcdérn scélety s bcundlesg falth in the ameliaratlve

value gf sclent;f;c research aﬂd—prGfESSlbﬁal-leqal expartise.

- Naﬂer 5. p:cf2551ﬂnal style pgrtra?s a paftlcular vezs;cn of llberaLLSﬂ

scientific r;ghtecusness. I need

;gg tﬁe m@st v;able expr2551cn of

n@t Ecint out that 1ﬁdu$try rélles on the same sclentlflc Strateg;es

vt@ sugpart lts Dwn, tradlticnal view af the market. Consumerists
and Industry spokesmen bea: striking similiarities whén examined
thféugﬁ a cultural perspective. |

'Cultural aﬂaly%ié“beﬁefits are manifald,‘ It prav;ﬂes 1n51ght

;nto the strugqles in the SGclal order that lurk beh;na regulatary fﬁ

battles? publ;c criticism, and p:act;t;onérs strategles- It also.

. F

offers a useful perspective for discussing current issues in
| . . / . = .
(8 Cs : e ' e s . , iy cas . .
advertising, such as prcfessionalism and self-regulation. What does

"social resgcnsibility“’mgah ih=1ight of ‘the relétianship between

v

aﬁverﬁiéi?g anéréulture?' And Qf.;@ﬁréé cuLturallanalysis
légitimately diffe:entiates on the basis of céntent_between vafiggs
tygés of advertisiﬁg; éhe old adage;’“advértising is," can be put
, tG rest since clearly industrial advertls;nq, retall advértlslng,

313351fled advertis;ng, and genpral consumer gogds aévertLSLng

n21ther gqugllv rely on Pfgctltléﬂérs Eultural-strategles noxr

equally evoke regulatory actlan.

-
T
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~In splté of 1ts patent lnterpretlve powers,. cultural. analys;s%miv,,
can result in HEEE‘SlghtEd 1ntéllectual v151gn. Unlike s;mple‘

data collecting or éxpérlmentallsm, the culturai appraagh demanas

a commitment to lang—:ange, alltat;ve schclarshlp.' It requires
ay

! what c. erght Mills has called the "scclaléglcal 1mag;natian,
a ées;re to 1ntellectually pursue fundaméntal and difflcult
quést ns. H;st@;;cal:knawledge and scc;@laglcal senslt1v1ty afe

the main £Qals éf the craft. Without a ccmmiﬁmént tcgth@se ideals,
cultural analysis becomes an exercise in-aﬁfi%ming fashi@nablé
cultural values ané’d@wncasting uﬂp@puiér Stérectyﬁgs} |

Cultural 1nterpretat;@n entails cannecting advert131ng

art;facts w;th partlcular social graups, timg periods, and places.
Démag:aph;cs and psychalcgraph;cs are tga sterile for use ;n

cultural analysis; they c@nceptuallze peoplé_acccraing tDE"ébjEétive”
variables tﬁgt neglect meaningful cultufal'styies, tastes, and myths.
" And the ﬂeaélyfﬁstion.éf "aévertising effécts“'traﬁslatés\cultural
.intE;p:etétian int@”ﬁlinéing.empiri;ism.r CaEEEEEEfect relationships
betﬁéen advéftising énd society will never be empirically proven
because the quesﬁicns asked by the reéearchér?reflect his own
éaliticalg cultural, and ecanamié aséuﬁptiénsi‘ Cultural analysis-

is an lﬂterpretlve methadalaay, not a &ev1ce for prnvlng the social

F

CoF

ffEcts of mcdern advert;s;ng, _ o/

m

F;nally,lthé cultural appraach t@ advertlslng and SQClety

helips us understand aurselvas. When carrled out in a seriaus and
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intellectual fashion, it allows advertising aéademics and researcherd

to look at their own preoccupations and assumptions. We can anal?ée

%2;~<:L—thé~paftieulaz—culturalLgren fthatwieaéwusmtpwasﬁfiertaihyﬁiﬂﬁépMJ

of questicns,,carryfgut specific kinas-éfresearchi and teach -

various sorts of advertiéing7andisacietg gaourses, - Hcgafﬁlly this

paper is one small ;step in that direction.
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1 One notable exception is Kim B. Rotzoll, James E. Haefgé:, and
.Charles H. Sandage, Advertlslnq in Cantemparary Sac1ety Perspect;v&s
JTswa:d Understandlnq (Columbus, Ohio: Grid, 1976).

2 Vlncent Pi Norris, "Toward the Instltutlcnal Study of Advertising,"”
Occasional Papers in Advertising, Vol. 1, No. 1, pp. 59=73,
- James W. Carey, "Advertising: An Institutional Approach,' pr;ntea

in C.H. Sandage and V. Fryburger, The Role of Advgytlsqu (Hemewood ,
Illinois: Richard D. Irwin, Inc., 1960), pp. 3-17, David M. Potter,
"The ‘Institution of Abundance: Advertising," in h;s People of Plenty
(Chicago: University of Chicago Press, 1954), pp. 166-188, and
- Charles H. Sandage, "Some Instltut;onal Aspects of Advert;s*ng,
~ Journal of Advertising, Val. 1, No. 1, 1973, pp. 6-9.

3 See, Rotzoll, Haefner, and Sandage.

-

4 Aspects of a cultural Eppfgach to communication are discussed -
in James W, Carey, "A Cultural Approach to Communication,”
Communication, Vol. 2, No. 1, pp. 4-22.
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