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european object posters

american print advertising

early 20th century- not a signifi-
cant facet of global media. 
 
european advertising, bold air-
brushed posters.

american advertising, mostly text 
based, very conservative.

walter dill scott

w. a. dwiggins



the world
at war
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‘u-boats out!’ hans rudiert 1917

‘keep ‘em rolling’ leo lionni, 1941 

after world war i, america slipped 
into a period of economic downturn 
for fifteen years.

influx of european designers and 
advertisers nto u.s., fleeing war-torn 
europe.

after world war ii there was a large 
scale organization of american in-
dustry.

manufacturers want to generate 
demand for growing amout of new 
products.



the creative revolution 
in america
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‘rolls royce’ ogilvy and mather

advertising developing into a full 
scale industry, agencies lining madi-
son ave. in new york city.

david ogilvy, creation of the brand 
image, brand positioning.

bill bernbach, art director/copy-
wrighter team.

stressing importance of good copy-
writing in advertising

revolutionary ad campaigns, volk-
swagen, avis, schweppes, marlboro.

‘dole pineapple juice’ a. m. cassandre



the creative revolution 
in america
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‘volkswagen: think small’ - doyle dane bernbach 1959



the creative revolution 
in america
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global advertising
1950s-1960s
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british advertising tended to be less 
direct, less competatitve, and more 
intellecutally entertaining

french advertising had a good sense 
of wit and charm with great art di-
rection.

U.S.S.R. and other communist na-
tions filtered advertising greaty.

The lack of agencies in smaller na-
tions led to advertising that was not 
produced with the county’s con-
sumers in mind.



television

w
illem

 van lancker
glob

al m
ed

ia - b
row

n university

the first great revolution in modern 
advertising.

television sets the tone for advertis-
ing, media, and news for the next 
forty years.

initial advertisements were not very 
effective.

american television networks pro-
liferate advertisements to a wide 
audience.

spread of television and advertis-
ing was not as profound around the 
world.



the beginnings of 
consolidation
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1980s and 90s were a time of con-
solidation and conglomeration in the 
advertising world.

larger base allowed for a more glob-
al reach.

creation of the “big four” - publicis, 
omnicom group, interpublic group 
of companies, and wpp group.

“the big four” control an estimated 
55% of all global advertising and 
marketing expenditures.



the internet
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the internet was the second great revo-
lution in the world of modern media and 
adverting.

In the 90s, the internet was largely ‘b-
list’ in the advertising world.

new ways to advertise, from spam 
email to interactive advertisements.

in 1999 the internet advertising market 
was valued at $4 billion by 2004 the 
value was nearly $31 billion.

internet allows for unparalleled inter-
connectiveness and the first semblence 
of “global branding concepts.”



criticisms of advertising
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manipulative, subliminal, disrespectful, 
monopolistic, and unfair to consumers.

early subliminal advertising on televsion

domination by too few companies.

privacy, freedom from promotions and 
advertising.

product placement, stephen colbert’s 
doritos spicy sweet primary coverage 
from chiladelphia (the city of brotherly 
crunch).



advertising’s future
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integration
interactivity
creativity
advertainment& 

finding the right frame of mind.
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