ADVERTISING 
Advertising is a form of communication that typically attempts to persuade potential customers to purchase or to consume more of a particular brand of product or service. While now central to the contemporary global economy and the reproduction of global production networks, it is only quite recently that advertising has been more than a marginal influence on patterns of sales and production. The formation of modern advertising was intimately bound up with the emergence of new forms of monopoly capitalism around the end of the 19th and beginning of the 20th century as one element in corporate strategies to create, organize and where possible control markets, especially for mass produced consumer goods. Mass production necessitated mass consumption, and this in turn required a certain homogenization of consumer tastes for final products. At its limit, this involved seeking to create ‘world cultural convergence’, to homogenize consumer tastes and engineer a ‘convergence of lifestyle, culture and behaviours among consumer segments across the world’.

Many advertisements are designed to generate increased consumption of those products and services through the creation and reinforcement of "brand image" and "brand loyalty". For these purposes, advertisements sometimes embed their persuasive message with factual information. Every major medium is used to deliver these messages, including television, radio, cinema, magazines, newspapers, video games, the Internet and billboards. Advertising is often placed by an advertising agency on behalf of a company or other organization

Advertising spending has increased dramatically in recent years. In 2007, spending on advertising has been estimated at over $150 billion in the United States and $385 billion worldwide, and the latter to exceed $450 billion by 2010.

While advertising can be seen as necessary for economic growth, it is not without social costs. Unsolicited Commercial Email and other forms of spam have become so prevalent as to have become a major nuisance to users of these services, as well as being a financial burden on internet service providers. Advertising is increasingly invading public spaces.

Advertising Research

Advertising research is a specialized form of marketing research conducted to improve the efficiency of advertising. It may focus on a specific ad or campaign, or may be directed at a more general understanding of how advertising works or how consumers use the information in advertising. It can entail a variety of research approaches, including psychological, sociological, economic, and other perspective

History of Advertising Research

1879 - N.W. Ayer conducted custom research in an attempt to win the advertising business of Nichols-Shepard Co., a manufacturer of agricultural machinery.
1895 - Harlow Gale of the University of Minnesota mailed questionnaires to gather opinions about advertising from the public.

1900s - George B. Waldron conducted qualitative research for Mahin’s Advertising Agency.

1910s - 1911 can be considered the year marketing research becomes an industry. R.O. Eastman created the Association of National Advertisers which was now known as the Association of National Advertising Managers. The group’s first project was a postcard questionnaire to determine magazine readership. The results introduced the concept of duplication of circulation. In 1916, R.O. Eastman started his own company, the Eastman Research Bureau which boasted of clients such as Cosmopolitan, Christian Herald, and General Electric.

1940s - Post World War II, the U.S. saw a large increase in the number of market research companies. 

1950s - Market researchers focused on improving methods and measures. In their search for a single-number statistic to capture the overall performance of the advertising creative, Day-After-Recall (DAR) was created.

1970s - Computers emerged as business tools, allowing researchers to conduct large-scale data manipulations.

1980s - Researchers began to view commercials as a “structured flow of experience” rather than a single unit to be rated on the whole, creating moment-by-moment systems such as the dial-a-meter.

2000s - Global advertisers seek an integrated marketing research system that will work worldwide so they can compare results across countries.
Types of Advertising Research
Research can be conducted to optimize advertisements for any medium: radio, television, print (magazine, newspaper or direct mail), outdoor billboard (highway, bus, or train), or Internet. Different methods would be applied to gather the necessary data appropriately. 

There are two types of research, customized and syndicated.
 Customized research: Customized research is conducted for a specific client to address the client’s needs. Only that client has access to the results of the research. 

Syndicated research: syndicated research is a single research study conducted by a research company with its results available, for sale, to multiple companies. 

The other types of research are:
Pre-testing
Pre-testing, also known as copy testing, is a form of customized research that predicts in-market performance of an ad, before it airs, by analyzing audience levels of attention, brand linkage, motivation, entertainment, and communication, as well as breaking down the ad’s Flow of Attention and Flow of  Emotion. Pre-testing is also used on ads still in rough form – e.g., animatics or ripomatics. Pre-testing is also used to identify weak spots within an ad to improve performance, to more effectively . 

Campaign pre-testing
A new area of pre-testing driven by the realization that what works on TV does not necessarily translate in other media. Greater budgets allocated to digital media in particular have driven the need for campaign pre-testing. The first to market with a product to test integrated campaigns was OTX in association with Sequent Partners with the introduction of MediaCEP™. The latest generation of this product incorporates one of the leading media planning tools developed by a media modeling and software company Pointlogic. The addition of a media planning tool to this testing approach allows advertisers to test the whole campaign, creative and media, and measures the synergies expected with an integrated campaign.

Post-testing
Post-testing/Ad tracking studies can be customized or syndicated. Tracking studies provide either periodic or continuous in-market research monitoring a brand’s performance, including brand awareness, brand preference, product usage and attitudes. Advertising tracking can be done by telephone interviews or online interviews—with the two approaches producing fundamentally different measures of consumer memories of advertising, recall versus recognition.

First, advertising research is systematic. Thus systematic planning is required at all the stages of the advertising research process. The procedures followed at each stage are methodologically sound, well documented, and, as much as possible, planned in advance. Advertising research uses professional methods in which that data is collected and analyzed to test prior notions or hypotheses. 

Advertising research is objective. It attempts to provide accurate information that reflects a true state of affairs. It should be conducted impartially. While research is always influenced by the researcher's research philosophy, it should be free from the personal or political biases of the researcher or the management. Research which is motivated by personal or political gain involves a breach of professional standards. Such research is deliberately biased so as to result in predetermined findings. The motto of every researcher should be, "Find it and tell it like it is." The objective nature of advertising research underscores the importance of ethical considerations, which are discussed later in the chapter.

Advertising research involves the identification, collection, analysis, and dissemination of information. Each phase of this process is important. Finally, the findings, implications and recommendations are provided in a format that allows the information to be used for management decision making and to be acted upon directly. It should be emphasized that advertisement research is conducted to assist management in decision making and help with the promotion and the launch of the product.
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