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“POREWORD, ~ - - -~

Thie ie the first of what we anticipate will _a thought-

R e e ot

s oo e Ciae e o i o e

——— JRNE—— LD e g .."-.b V;

provoking eeriea of Working Papere on .various -gig 'ficant aepecta“*

AT of adVertieiné. The Department of Advertieing ' the.ﬁniQEraity

= ‘ ‘of Illinoie at Urbana-Champaign ie eponeorin the series and
Arnold Barban of this faculty is serying ad editor, Each work-
o ing paper will examine in considerable 'epth some important ques~ ,

tion reéarﬁdng advertising or some cl, sely related fiéld. This

~

examination will in some cases he iloSOphical in other‘caeee be
. . 0 : ) .
- baaed on empirical research. I 'either inetance we hope ‘that the .

teabhere, reeearchere and pra titionere whoe receive these will
read thém carefully and thotightfully and that they will reepond
A ., ’ “to the itdeas set fort:///All papere will be sent free of charge '

to membere of the Ameyican Academy of Advertising and will be -

the past five decadee both critice and defenders of -

- For at ‘le /
. ' .-vk advertielng h%ve atvtimee*uped the inetitutional approach al-

- thomé it has never~enjoyed a bull market. Aa Professor Rotzoll

»
poi ts out theee analyses have, however, been a eignificant force

on advertising& It 1is eepeciallypappropriate in thie day of heated L

afid sometimes shallow attacke on adqertieing that we take advan- . .

’
.

tage of what eome of our 1eading inetitutionalibte have said. In

thie paper Kim Rotzoll ekaminea in depth the- writinge of four

oA
.
. : ; ' -~ . ’ .
| .
v -




B R .
—'%---—wv—----'-thﬂush%‘—“‘ ﬂeﬂ%#h@:ha#ezbeekemdvauuug from mg - St e

‘“atitutionai—‘vtewpummmﬁzy_VMrrie , David Potter
”/:d C: W Sandage:- - After examining these in’ detall he 1nc1uﬁ'es a o

i '
most helpful table on page 29 which summarizes ine short form the o -
- ’
. major pointe emphaeized by each of the four writere. S ) q'.‘ v
- ' All of us on the Department of Advertieing facult;y hope you '

+  find these papers intereating a\d etimulating. We hope you will ,

' in any event provide us with fecdback pro or con that can be used ' ' .

4+
-

to-cilart the course of future Working Papers-

[ . . . . . ‘
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' T - . Department ofr.‘\dvertieing -
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- Four Inetitutional Viewe of Advertising
LTI T L ' ST g R '.- "P-ﬂr,;pegt;vegi‘for’ Hnd,erstandings: Ry .;.'.'ii'.;‘; T _: 'V‘:_i,:':;é..":;i ’:_“;:‘t' T
' . x4 . - “/:
' ° ° Dr. Kim B. Rotzoll .
Associate Professor of Advertising
.. - f The late Howard Goeeage;wae fond of saying, '"We don't know;j) ' G
\ . - _ . : e

who diecGVered watgr,.but we're pretty sure it waen't a fish.""

That's a useful idea to bring’ to the study of an inetitution, for ) L e

it ie very difficult to appreciate the larger dimeneione of some=-

thing of which we ourselves are a part. Thus, the true impact of

— - the idea “Igland Earth" did not hit us until the astronauts photo-

\

. . graphed it from afar--colorful but very, very much alone.

And' so it is with inetitutional analyeie. We @ften find it

. N )
) , . ’ -

extraordinarily difficult to understand the full configurations of -

-

an institution im which we participate. Indeed, as Walton Hamilton

observes, until the academic community begam to,accept the idea that -+
"the behavior of individuals could ‘not be adequately explained solely )

as’ rbsulting from-.their own free wills or as the behaviqr of cells’

in'a well-integrated and predictah&e organiem, inetitutional anqueie

- L]

- a . itself was simply not considered at a11.1 L

Now, an institution may be seen as repreeenting a convention,

’

.an'artangement, an answer to a problem considered important by the

-

society. And it can be held that the different "answers' that vari- ?

. ous societies choose to deal with the same fundamental problems (e.g., .
v . ‘ : T g .
dietribﬁtiod’of scarce regourcee,‘mattere of,"juedice," etc.) can, in
. ) . ' ﬁ R

lyalton Hamilton, "Inetitutione," Encyclopedia of the Social Scdiences, v

/ | ' ...

* Vol. VIII (New York: Macmillan, 1932).

5




part, be’ attributed to their differing "world viewe"--baeically their

AP

aeeumptione about "human nature." Thus, the inetitution of . the mar-

. - b

ket, (with its emphaaie on resource allncation uhrough the accions

— -y

of many aelf-eeeking, rational individuale) can be seen to be most f
compatible with the "world view of &lassigal liberaliem. In this -
paper then, I will attempt torfirst‘aummarize, and then briefly eval-
uate, " four views that epecifically interpret advertising as an ineti-
tution within the larger inatitution of the market.

But firet,'of what' potential worrhvie-euch an inarituﬁional’per?
'epective? At a minimum," it can certainlv give uj‘eome viey of the
‘foreet even as the'treee»compel our'atrent n. A marriage certifi- :
cate, a hiéh echool athletic jackecj{a jail cell make little senee —
in and of themselves unleee we see them as parts. of the Iarger insti-
tutional wholes of marriage, organiaed amateur athlesica, and a syg-
tem that attempte to define crime and puniehment. Similarly, an ad-
‘vertisement for a motor oil, perfume, breakfast cereal, bowling alley,
of an abortion clinic, “lerid themeelvee to only very limited analysis
unless we first understand why it is we eoneider'impereonal persua-
eion an acceptable‘mode to attempt ro.alter the thinking,and behaviorx
of men, what are the generally accepted "rulee of the road" botween
. advertiser ahd receiver, etc. Charles Sandage hae put 1t thia way~-
inetitutional analysis lets us be architectp as ¥l as brick layers,

with our -vision filled with the total structure rather than.merely-

2 s .
its component parts. . o . /f-

»
.

2Charlep H. Sandage, "Some Inetitutional Aspects of Advertieing," P
Journal of Advertising (Vol. 1, Ne. 1, 1972), p. 9.




. . : v
a N L] « . . -

. Institutional arialysis dﬁy aleo aid us in.understanding thg_'
- - -

conventional wiadom of advertising as an institution. Hamilton

: - P SR e e s g
P VU ;

notes: k St , . -
B e B e b e e e e

As, it crystalizes into'rep;table.uaagee an insti-
tution creates in its .defense vested interest, vest-

ed habit anrd vgeted ildeas’ and claime~allegiance in -
its own. right. o : R , -

And thus doee every institution create ‘1ts own apblogy. 'The o .

' inetitution~itee1f may ariee for purely pragmatic repeone--ae did -

- - \ ‘

. oapitaliem,.for example. But aa it flouriehee and draws'to it in-

! .

L]

.o | dividuale whoee vested intereate lie in its perpetuation and ennoble- - .o

f - ment, an ideology emerges to eupport it. By way of example, as the.

,inatitution of mavriage comes under attack it is frequently defended
! . 5 : 2 : S
by references to the scriptures, while organized .athletics ieocharged

1,

* with no less a noble éndeavor than 'character building," and so on.

-~

The-reader ie invited to add to the liat from hle ‘or her own repetoire
of institutional defenae mechaniema. _

It woiild seem reaeonable that thie perepective.may be ueeful

-

in helping us to better understand both tthe defeneee of, and atcacks j
. on, advertieing. For, as Hamilton notes in a well-turned phraee,
"Men eee\with their ideaa as well as their eyes and crowd the novel
N - life about them with outmoded concepts.' i This~aeeing with one's
ideas 1s often manifested in a tendency to force a certain uniform-

ity on the many varied, and ofter conflicting activities at work

within any institution. , In advertising diecouree,ithie tendency

is best noted by the use of the "All advertieing is..." form with

N v

'3Hamilton, op cit. . T ) *

Iﬁ.

“Hamilton, op cit. o : .
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! . . a
’igg related varianée,‘ Hence, some critics proclaim that all adver-

cem T - SO

B ’

tising directed to childret ig likely to do serious harm to their

«

‘*‘
‘a,

=5

a photograph.

psyches, or that all advertising contributes to a massive.waste of -

human and natural resources, or that advertising is offensive, and
demeaning to the role of women, blacks, the elderly, etc. In a simi-~
lar mode, it is not uncommon to atpené‘advertieing'conventione where

advertising is offered ds the "eparkg}ugfof the economy,”" the con-

" sumer's best friend, an indiepensiblg source of relevant market in- -

formation, and, depending on the severity of.the cr;ticél Ealvo, the
bulwark of the free enté}gfiee ﬁyetem. Ail'gdvér;ieing'igréobjgéi
tively--none of these things. o o
| iTﬁie.tendency td’gengralize about the Activititieé and pur-

. R . .
poses of an institution is, apparently, quite predictable. It should

help us then to be on our guard for it--to realizeé that the image-'

. of an institution that emerges from its more dedicated'critice and

its ardent defenders ig‘far moré-likely to mésemble a painting than

.
-

@

Institutional analysis then, may lead us to higher analytical
ground while remindiﬂg us not to overlook the variations in the ter-

rain below. To see the whole, vhile appreciating the parts, is then

not’ an unpromising quest.’

- deedkkdkkhk ek
t

—

The inétitutianal analysis of advertising has scarcely been

a bull market. This paper will touch ﬁpon faur of a quative handful

of essays that explicitly deal with




N . . . i . - Q - -
advertiaipg.ae an inetitution. All 1t would eeem are provocative,

ez [ ——.

g

illuminatihg, aqg the wellepring.for conaiderahle.discusaionxaperhape

-But there is much more that needs to be said.

1 ..

‘evenronderetanding.» Each gees. advertieing'e inetitutional functinn—~f_;:1

- - . ]

the "problem" that it can be seen as—attempting to eolve--somewhat T

differently. Some see thie function: poeitively while others regard

y -

1t with dubious eyes. _ ':‘ : . .) !

We will deal with the analyeee in the oraer'of when they saw

a “ e
the institional function of advertising beginning. e

. Y

+

Carey - Advertising,as Market Informations

R Jim Carey offers this intriguing interpretation--"the informa-

‘tion pnovided in purely competitive markets and in-primitive markete

is advertising. we'hetg,define marke formation as advertiging."

®
»
. . .

]

r

-Carey devoteé his 1960 essay to the search for "the ideas

and . inetitutione which favor the development of an economic syetem
in which advertieing becomee a part of. the very ldgic by which. -com- ,

mercé is carried oﬂ.? He finde'the "ideas" in the 1liberalism qf

the 18th‘and 19th centuries, and, particularly,”in the influenée
. - . . .

of Newton (indirect}y) and Locke and Smith (directlv).
‘ For our purposes, the ideas that were of fundamental
importance in justifying the new economic order [the
ot . market] were the notions that all was mechanistic,

* that natural .law governed the physical and social’

..

5A.l,l,_quotee from James W. Carey, /ertieing. An Institutional
Approach," in C. H. Sandage a ernon Fryburger, The Role of Ad-
vertieing (Homewood I1l: ~Kichard D. Irwin, 1960), PP 3-17




S ' world, that the wo

J 7
»-

7 d was characterized by funda-
~———— —Mental--harmony;-fhat man possessed reasom;and con-
sclence, that men wer2 equal and endowed with cer-

(%

fain-iuadamental—righte-—life ~diberty, and property

are thus eeen-aa-the market . .

‘ system and, of particular importance, property righte.

The explanatory."inetitutione

From these clagsical-Xiberal premieee then, an individual is

' seen as expreeeing the rights-to his 'property"—-anything with which
. he has mixed his 1abor--in the free marketplace, where he encountere,
other indiViduale in the same pirzsuit. Harmony rather than discord
results dueAto~theféaeential:ranional and moral nature of man and--
erucially--the great safeguard of competition.

I
- thie syatem* Carey argues, that the inetitutional importance of .

And it is within o

advertising becomee evident.

- . One of the fundamental assumptions underlying theo~
retical analysis of competitive markets. and.the . -
- whole concept of economic man,”is that all entrants - .
into the economic market shall have perfect knowl- .
edge; that 1s, each should be)aware of all prices j \
resulting from supply and demand relationships and ' , ¢
should have perfect wledge of alternative forms ‘ . e
of satisfying demand. Caveat emptor--let the buyer ' - ~
beware--simply means that ev individual, being : o
’ rdational, is assumed to possess ability to ex~ ' N
ercise correct judgment by basing his.decisions
on available market information.
/ .
Under purely competitive markete, the task of eupp

e

vant information was cafried out by the market itself (contempora;

approximatione can be found in the. etock market, the'grain market

' and eo/Qn) based on myriad interpereonal traneactions concerning
/
price, quantity aéd the like. Thus, the market-eupplied informa-"
tion repreeented the interactiona of many buyere and sellers and

presumably, led to the "naturalﬁ'value of the goods offered. And .




"1t ia here,in the'supplying of relevant info}mation, Carey etatee,,

/ S

Vo e R —— e . e

that advertising B inetitutional birth can ‘bev found. It'ie not

[T NN _..>, PR,

nffy- " of couree, advertf%ing as ve generally know it today, (it differe ‘in

content ‘and eource) but it doee he feels, correctly place, adver-

tieing 8 origins as a supglier of neceeeary information in a market

economy - in proper inetitutional perspective.

Advertiaing 4n its modern form, Carey holds, developqd as mar-

L]

kets began to lose their more fornial, more ato tic structure. As
4 ¢ : >

Byoduction became more centralizdd, d4s branded mérc ndise, developed,.
and as the number of competitors dwindled, the function of supply-

..

,lﬁﬁ“hkgg rket information shifted from the market itself to the partici~ -
Vi pants™y(firms) in the market, "wi;h the old interperaonai relationships //

- F“Mwi he market place... displaced by relationehipa mediated by mass _

communication facilities." Ands of course, these participanta were - - g
- . ‘Interested in "market information" for gereuaeivF (rather than eimply

Anformational) purposes. * . o/ C .

*

' 'Now,'under the asoumption that man is rational, ‘it is quiée - ‘. -

’

appropriate to attempt to\pereuade. For it is then aeeumed that

oo rational man will be able {to detect truth in the claehing viewe in
| 4
Ve the marketplace in-the eam manner that hiws diecerning nature would

emable truth to arise in tbe political arena. 'Thus, advertising's

ro ’ ) ® e

basic institutional function of supplying inférmation Yto -facilitate
. ., Judgment and free choice on thewart of the consumer" remains intact,

but, the fatt that the ﬁinformation" is now supplied by interested

Participants in the process has certain consequences.
b 4 .

he »

a , , M L R ’
/




\ ! “ d .. ,,/ ) “ - "‘ 8' . .
There is no longer any guarafitee that the sélf- : i
i ghting-process-operates—to-yield-the-rue—valuel
_.of goods when indiyidual firms possess a measure of w;} )

9

" - agency of pocigl control pro@iding norms, of behpvior.approprlate

[}

. abundance of prod cgé and'ee;vicee‘witﬁ "edbnomic“még" iargély dis-

oonﬁzol—overwehe—m&rkeer——Because~competition—no——*“—————“———“————————*
- longer provides the check on self-interest that it '
T T d@1d  ander Tatomlstic markét organization, control in
the market is increasingly being sought in human
and corporate conscience=--a conscience expressed ]
through the notion of eocial responsibility. . T | .

AN

**

Thud, modern dayﬂadvertieing ie still seen by Cnrey as verform=
ing the traditional,function of disseminating market information,
. \ - f I -

"ag a logical corollaty dfla market system," but aleo:aéfipg "ag an . , -

to current economic cohditione." .Thue,zae ‘marketing ié increasingly -
seen as the development of demand, advertising ie‘called dpon bot . v

merely to.''sell” but also to "create and d&valop" privrities for an, - oL

-
»

placed by "peycholog'cal ahd symbolic- man." He concludes?
. . - : ] .
Co;;gguentl » the nub of the "advertising problem" ~N .
refilly rests on a controversy over who shall supply °
the necessary market information, what t type of in- > N -
formation it shall be, and to what ends it should, .
be directed. The reader may then refléct upon tle - . X4
. following two propositions: - (1) That- the source - . e
- of advertieing or market Anformation is determined
by the demands. of technolpgy and the location of
. economic power; and (2) that the specific form and”
“nature of advertising messyges 1s dependent on ‘the . '
particular ecoffomic proble whhch the society rec-
ognizes as most pressing-and, tore importantly, -
on the view that society takes toward the nature
. of.-man and to what it 1s that motivates "appropriate -
market behavior. ‘ N

o For Carey}then, the key is the source and~txge'bf the informa-

«

tion necessary for the functioning of a market system and, implic~ -

itly, the assumptions about "human nature” that lie behind these

] -

. functiona: ;Advertisiné'e basic institutional function is thus linked

1
. v



to the pprovision of "market ipformation," however that be ipter-

preted by the society.
. . o
. , . AN

.
N

.o L Norris - The.Queet for Market Power6 “

\Vince Norrie, in Bis 1965 addreee to the American Academy

'qf Advertieing, devot d a great part ‘of his paper “to chaetizing his

[

| fei;gw advertieing educatore for (a) not pureuing institutional ana1-

‘yeie in th\Ir examination of advertieing and (b) not being aware nf
the "conventional wiedom of the institution of advertieing that

e they themselvee often embrace (and pass on to their etudents) in an"

. unqueetioning manner--e. g., "The Sunday New York Timee would cost . .

,'ﬁ,.‘ "y
. the reader $5.00 if it weren t for 4he eupport of -advertisers." = - - - .
(But, Norrie pointe out,,without advertising the Timee.would be far:f

'leee“expeneiye tosnrint; not 'to mention the savings in the elimina-:

tion of the advertising department )

’

.
~ A

"Institutions," Norrie“{f?inded hié'iisteners;A"are the frulee' f e

according to which eocial life ie carried on, ‘and consequently our

-

underetanding of the 1ife of any soclety ie limited by our undbretand- ,_;:

N N

ing of those inetitutions. : C A N
To.understand advertising as an,institution then,. Norris holds, "
one must avoid the temntation to.trace'it4back to\antiéuity. Such ‘

. & practice, He contends, is "ronghlyﬁanalagoue tootracing the history L

' of man back. to the paramecium;" Advertising, for Norris, was only

<.k

e Lo

"on ite way" to becoming.an institution ... ‘ o

’

6a11 quotee_from Vincent P. Norrie;;"Toward the Institutional Study of
Advertising," Occasional Papers in Advertising, (The American Academy
.'of Advertising: Vol. 1, No. 1, January, i966)'ppe, 59-73. . - o ..an

o
L4 .




When some sizable segment of the population (namely,
the business class) carie to look upon advertising
*not as an emergency Ieasure to be used sporadically, ‘
but as the routine manner of solving an omnipresent '
< L ‘ problem (let us -say, ‘the profitable conduct of busi-
. ness.)

B But it was not until’ the last thirty years of the 19th century dn. -
5 L
America he argues, that advertising emerged as a "full-fledge " in-

stitution. It was during this period that advertising volume in= °
creased tenfold but of far greater importance, the increase was due -
largely to "an-entirely new form of advertising''--the advertising

ot " of produeers - not retailers.~ And Norris claims, when advertising-

-]

text writers deal with the subJect of the emergence of "national"
(producer) advertising, they usually handle it somewhat like this.

o \ As the Industrial Revolution. brought technological
- L advances, the output of the factory increased. Soon
it was turning out goods in quantities far too great
to be consumed in its immediate area; consequently, ’ :
, the manufacturer began shipping his output to more
o and more distant markets. And, of cSurse, he had
: ) to use advertising, because the people in those areas » :
-did not know of him or his products. - ‘ S s

This,'he asserts is a gross oversimplification- e say it as chari—
tably as possible"-because. (a) centralized'supply had existed for
‘centuries (e;g,,'the PhOenicians) without advertising, (b) the late
19th century producers were essentially operating in a seller s market, .. s
'~ 80 there was no incentive to advertise for "selling reasons, and (c)
. - 1t ignores the role of the wholesaler-- somewhat akin. to describing |
"the plot of Uthello without mentioning Iago."
Briefly, as: producers began to satisfy the demand of their Zocal
markets they faced the question of how to distribute their goods to /

— other cities, towns, and villages, For most suppliers, wholesalers




filled the vacuum by serving as the - 11nk between a number of producera

and a much larger number of retailere._ Now, as goode were-still 1arge1y

N
'undifferentiated (remember the ' cracker\barre}"_full of unbranded

crackers};, the vholesaler was in a position to translate the retailer's
R ' : ’ ’

wishes ("I'need 30 pounds of crackeraﬁﬁ_to his own economic advan-

tage by buying from tbat aﬁﬁplier‘thaQVWould offer him the lowest

pggeiblgrprice, And since the producere needed the wholesaler more

~

than he needed eécb of them, he was able to play one against the-

other for his own economic aduantage.,;Thie worked out well for the

wholesaler. . It was, however, quite another story for the producer.

As a result of this price campetition, the revenue

. of the manufacturers during this period of whole~-
saler domination was driven down very close to the
cost of production. It was to escape from this
predicament, to gain bargaining power, “that manu- .
facturers toward the end of the 19th century re~ VL

) eorted to branding their output and advertising . :

it 'over the-heads of the wholeealere to the ulti~ ‘
mate buyers, the coneuming public.' To the extent
that consumers could be induced to request a partic--
ular manufacturer's brand from the retailer, the
retailer would‘ordir it from the wholesaler ["I
need 30 pounds of Fenstermaker's Crackers"], who
in turn would be forced to buy it from that manu-
facturer and no other. Now the manufacturer, not .. .
the wholesaler, was dominant, and he could name v -
his price. " '

" Thus, NOrrie contende,“the reasons for the growth of national

advertising had ‘little to do with problems of eelling, for the=pro- .

ducer ‘eould se11 all he could produce, as lo ng as he was willing to to

.accept the wholeealer 8 price. '"The eole purpose of national adver- - .

tising, in ite early days, was to avold competing on a price basis.” .
* Now, this intended function was of greadt inetitutional import because
it totally ' chang the'pattern_of economic activity.! For with”

-
M -
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- tive consequences. o

'en air-tight sanitary package made the cracker berrellobeolete..:obep-\

C ‘ v\ . 4 . 12.

national advertising and b.ta'n.ding, Norris asserts, competition became

much less "perfect.” This in turn, led to certein positive and nega-

Briefly: ‘ ‘ i ) |
. Negative . ' . ' 4 ' . ;- ]
. Reeoureee were no .longer distributed only to the'mest eé6hoqid—;y
ally efficient market entrants. . : _: : ;“‘!f‘t* ° '
, . ' N )
T Competition wae no longer eolely on the baeie of price. SRR

' L. g

. There was a tendency for a firm with some market power to with-

hold production eomewhat,_thue leading to a "wagte of,reeourcee.

Positive )

.t

. Contfol“q%et product quality, packaging, and innovation ehifted;

from the wholesaler and\ retailer to the produter. ("A'biecuit in A 'L

[} ) L . . ' s 2

- r
. . . ~
- ~ R N ——t —

letée")7 _ - ' v

. "Pure"'p;ofite prbvided funde’for'reseérch and development.

. Concentrated induetriee could be donsidered more progreseive

than their more atomistic counterparts.m o R » >

4

Basically th&h, for Norrid, advertising became a major ihetitu- * e

tion in the latter part of the 19th eentury as producer ("national")

advertising emerged as an attempt to acquife market power and thus

o

avoid damagirg price competition. The market, he\coqtends,.éee

never the same again.

e

Potter - Social Control Without Social Responsibility

-

1t ‘was rgilly an "outsider"--an historian--who firettdealt with

v

' I
7"Rock keland " Side one Cut one, "The Music Man. - L
%fﬁ ' .

. ,
. .
3 h
-~ . ) A )
I ) /
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the idea of advertieing as an inetitution 1n an explicit analysis. o1

M

David Potter, in his 1954 book, Reople of Plenty,8 explored the role

of abundanee in society. Abundance,,he contended, must be congidered ; .
. "a major forcé" in Amegican history. ' Yet unlike other major forcee

such ‘as democracy, religion, and ecience, abundance had apparently .

not been considered to have developed its own distinccive institu-

tion—-comparable to representative governmept, the clergy, and the

- * . f -

apparatus of scholarship, for example. However, Potter felt that .

.

he had found the appropriate Institution of an abundant society.

If we eeek an institution that was brought into being
: " by abundance, without previous existence in any fornz\
. and, moreover, an institution which is peculiarly
. identified with American’ abundance rather than abun-
' - dance throughout Western civilization, we will find
it, I believe, in modern American advertising.

oAdvertising, he feels, has been woefully neglected by hietoriane . .
of public opinion, popular culture and the mass media, even é\ough
advertieing created modern American radio and television, traneformed N

T

the modern newspaper, euoked the modern slick periodical, and remains

-

the very essence of them at the present time.".

Potterdnoéeeithe eoneiderable growth of advertising in the last
quirter of the 19th.century and particularly the growth of the ad-

vertieing:of produgere°in an’ attempt ‘to "create a consumer demand 4

. . ) P

for their brand, and thus of exerting pressure upon the distributor

to keep their prbducts in stock." Soon, Potter contends, producers ’

were no longer using advertising me:ely "as a coupling device be- ¢

" tween ekieéing market demand and their own’eupply," but rather were

trffﬁb‘"to create a demand." This, he feels, altered the nature of

. ) , - . , n
. %3 ,
. . | 8David M. Potter, People of Plenty (Chicago. University of Chicago
Prese, 1954) Chap. VIII. Also in Sandage and Fryburger, op cit, Chap. 2.
Q All quotes fromgfhie material.
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-

the advertieing message from One emphaeizing infcrmation to ne )

focused "upon the deeiree of the consumer." /(He notes the app ar- -

a

ance, in I903, of walter Dill Scott 8. artie%e,\yfgf Psychology of

b vAgvertieing ") . | EW

What' accounte for advertising'e growtﬁ?/ Potter quotee ‘Neil

f
Borden's explanation of the widening gap’ bétween. producer and con-
sumer, bué places particulaf emphaeie.cn orden'e‘claim that adver-

‘tising flourished in part when..v . FooR
A Y ; . . . : )
‘ , i The quest for product differentiation became intens- .
. : ified 'as the industrial systenf became more mature,
and as manufacturers hid capacity to produce far
beyond existing demand.

Advertieing,begine to fill fits eeeential function in the eociety

then, Potter holds, when pote tial Supply exceeds existing demand--a
condition of abundance. And whac, beyond the aims of the individual -

producere, does adveftieing accomplish ‘in this capacity?

T . . .consumer eocietiee, like all other kinds, seem ’
to fall short of their utopias, “and we revert to
the question how the citizen, in our mixed -produc-
tion~congumption society, can be educated to per-
form his role as a consumer, .especially as a con-
sumer of goods for which he feels no impulse of
need. Clearly he must be educated, and the only
- institution which we have for instilling new needs,
for training people to act as consumers, for alter-~ e
"ing men's values, and thus for hastening their ‘ad- ’
justment to potential abundance is advertising. . ”
That is why it seems to me valid to regard adver-
_tiging as distinctively the institution of abundance.
> . . . u . .

Thus, Potter .contends, advertising's importance is not merely

[ 4 . .
economic. In fact, he asserts it 1s one of the very few "instruments

. of social control" that serve to '"guide the life of the individual
by conceiving of him in a distinctive way and encoufaging him té con-
Eform as far as poeeible to the congcept." Thus, as Potter sees these

few "inetitntione of social control:" , \\ ' ) ’ .



S . o ) _ :
S Concelves of the -
Institution - sindividual as: Appeals to:
The church An immortal soul,; "Salvation,_through |
o ' : conscience, spirit.
The schools A being whose behav- Reason, with the ) ~
’ ior is guided by hope of n perfected.
. reason, ‘soclety.,
Industry . A productive agent, Workmanship, personal
g - : satisfaction. ’
Advertising ° A consumer. - Desires-and wantg=-

cultivated or natural.

The church, schools, and industry, Potter feels, "have tried to -

improve man and to develop in him qualitieé”of social value...."

Advqu}eing, however,- attempts none of this. ‘ w

»

It 1s this lack of institutional responsibility,
this lack of inherent social purpose to-balance
social power which, I would argue, is a basic
cause for concern about the role of advertising. : ~__

Potter devotes the remainder of his chapter to.dezeloping_yhat tie
, - ,

.considers to be the dimensions of -advertising's power. F%ret, there
is the sheer dol;ar'weight--e.g., "Our national}outlay for;ﬁhe educa-
. / ' k . . '
;ion of éitizene, therefore, am;;£ted to substantially less ‘than our
ekpend;ture for the educafion of coneumere.ﬁ But of particular con-
cern is advertising's 'profound influence én the media' and "égrough

them" on the public.

| )
Briefly, he asserts that as advertising revenues became more

and more attfactive to publighers--and egsential to broadcasters--

/

thelr products (the magazines, newspapers, television and radio pro-

‘grams) became less and less ends in themselves and more means to the

¥

end of attracting large numbers of potential cdneumers to be exposed

] .
to the advertising messages. This necessitated the watering down

.

419 . 2
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. of the non-advertising content of the media--the avoidance of*contro-

vergial themes, the emphasis on the bland "common dehominator' that

. o ,
. > ; . . . - .

would attract the largest numbers of readers or viewers, and‘other

*

similar strategies. Thus, Americans are more frequently titilated

by their mass media than educé;ed, the appeal is .commonly.to the at-

tention-getting rather than the substantive, and so on. The result

-

of all this is thus "to enforce already existing attitudes, to dimifish

- the range and variéty of cholces and, in terms of abdndance, to exalt
the materialistic values of consumption." He summarizes:

: \
Certainly it marks a profound social change that
this new institution for shaping human standards
should be directed, not as are the school and the ,
~ church, to the inclucation of beliefs or attitudes -~
: that are held to be of social‘value, but rather to :
the gtimulation or even -the exploitation of materi-
: alistic drives and emulative anxieties. and then to
. the validation, the sanctioning, and the standard-
ization of these drives as accepted criteria of
social value. Such a traneforﬁation, brought about
by the need to stimulate desire for the goods which
an abundant economy would never have produced, offers 3.
‘strong Jjustification for the view that advertising
should be recognized as an important social influ~
ence and as our newest major institution--an insti-
' tution peculiarly. identified with one of the most
persuasive forces in American life, the force of
economic abundance. ' P

For Potter then, advertie%ng is an inetifution.of abundance
whose important effects are not economic but rétyer "upon the v?luee
 of our soclety as an instrument of eécial control.” Clearly, he
does ggg view the outcome positively. |

’

Sandage® - To Inform and Persuade

Charles Sandage addressed his 1972 article to the climate of

. cfiticiem that surrounded advertising in the 1960s-~70s phase of
o 9Charlee H. Sapdaggi gR‘cit., pps. 6-9. .




"Consumerism." He makee it clear from ‘the ooteet that an inatitutionai

gerepectiue can enable the practitioner to reepond to criticiam by -

¢ »

underetanding the true ﬁature of advertieing and concentrating on
, 1its poeitive valuea. _ . , ’ . ;

. ,{n'ordef;to accomplieh this, he asgerts, it is first ‘necessary,
to dietinguieh;ﬁetweenvtns»indtitution ‘(advertising) andithe instru-

Esgte (advertieemente) Much criticism, and much heated defense, has

. been apent on individual parta of the latger whole. But what ie the
nature of the whole? :
‘ Advertiaing, Sandage holda, has been aaaigned ‘the fanction of
K J .

"helping eociety to achieve ahundance" by infor ng and Eereuading

- ' ; membere of eociety in reepect to producta, eervicea and ideae. In
%
addition, however, another regponaibiliti‘"that is becoming more and

v

more significant is that of education in consumerism--the development

. . L ——

otvjuﬂgment on’the part of consumers in their 'purchase practicee."

Once we underetand theee larger'»functione, he 'aeaert'e,- we will a}ao
\  realide that a great deal of the criticism of advertiaing is in fact

criticism of Buch basic concepte as abundance, pereuaeion, and free-

. dom of choice. The claeeical liberal tone of his argument is perhape

best revealed in the matter'of freedom of choice. L
. : , . LA
. - . In a free society the nature of consumption is de-'
termined primarily by consumers ;hemselvea. They
decide, through their actions in the market place,
. ” how many people will be employed to supply them
. ’ with tobacco, ‘clothing, homes, automobiles, bpats, ,
i golf balls, cosmetics, air conditioners, books and o,
-paintings to-hang on their walls. They decide,
too, how much of their purchaeing powér will be
spent to support preachers, private schools, research
. . foundatlons, art galleries and symphony orchestras.
In a little different fashion but still basic, they .
. determine through their votes at the polls how much -
" . they will buy.in the form.of defense hardware, public

~=1
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' .. echool buildinge, teachers' services, public parks, ' .
- highwaye, hélp for the less fortunate, and pollutfon .

| . . ‘control. - . v L ' ' o

. [ ] .
Now, to the extent that individuals Ao. not seem to be making.

choicee_thatg objectively, appear to be in their beet interests, the
' . . , . . : * . .
solution rests, he contends, not' in "substitutdng a commissar for the

- v - -

free consumer" but rather in "raising the level of education in.con-

@

sumerism.’’: Thus, Sandage argues, advertising should serve to'imple-
ment freedom of choice" by "supplying consumers with adequate'and

iiaccurate information about all of the a1ternatives available to them, !
L4

- . . § He suggests that this. neceeeary flow of information will be ‘ac~"

’complished through two processes: .

- ' (1) Through the conflict of ideas.in_the marketplace--e.g.,

, . the’ overweight pereon is expoeed not only to the eedJ%tiVe pleae e '
’ b
of the confectionera, but also to the persuaeive argumente_of the ’

producte and_services of weight reduction.

(2) Through "Full and honest digclosure, with competition

& . o R

‘A»

available to provide knowledge of alternatives." This euggeete that

-

ceach message "will provide full’ dieclosure of product characterietﬁte

that are important in evaluating its ability to meet' a need or. want "

By performing theee two functione then, he aaserte, thoae who o .

“

attempt to "inform and pereuade" in respect to "things, services,”and_'
ideae" are indeed involved in socially benefic¢ial activities. For,
"It is a proper and juetifiable social goal to help consumern maximize g

thelir aatiafactiona.
. (" _ c
An institutional perspective then, Sandage contends, offers the’
- ’ o + §
practitioner of advertising the opportunity to assess tha.fuhction
[

- that society expects advertising to perform. That function,ﬁhe feels,

ERIC \ 22 L




is to help. soctety achieﬁe abundance 5y informing: and pereuading its

epvefeign citizens in relation_tq products, services, and ideas.

Thus,

. | ’

he reasons, "Advertising practitioners who accept this concept are. -

. . \ : '
indeed consumer advocates."

.
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- - If then, institutional analysis holds out the promise of ‘under-

a*

standirdg complex-social phenomene”by offering a perspectire from which

larger patterne .can be diecerned from countless bits of eeemingly un—
. Wy 3
.related activity, what understanding do -these four viewe of advertis- '

ing's inetitutional function offer us? We- will exariine each here only
briefly. '

- First, Carey.. It would -seem that cogeidera le understanding
is dffered by the.concept of market information. If the market in-

. ‘formation necessary for the functioning of a-market system is pro-

vided by the‘participents (selleref in the preceee, then the content

and frequency of that information will be different than that pro-

vided by the market itself--e.g., the grain market. The comparison

. " can perhaps be made clear in this manner. T - ' oo
. - J ' - ’
- INFORMATION : o '
‘SUPPLLED BY: . CONTENT FREQUENCY C EXAMPLE
) Market " .. | Factual - - |As needed by | Winter wheat |,
prices, quanti- |buyers and | quantities,
. : - ties, quality  |sellers. - | prices, and
" : - . . grades
N \ i - )
Participants Biased - . |As needed by Cigarette
" | whatever 1is in seller advertising
the best interest : : : '

of the seller L
, . \
This, it can be argued, is the nub of a great deal of the current

cohtroverey abbut the proper role of advertieing. The coptent of mod- o

- " em advertising is directed almoet entirely by the beet interest of

o the communicator (eeller). Thue, it may or may not include all the

market information that might be neceeeary for the model of the rational

‘. " ’ '

\‘ S - 24
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. consumer to make a proper decision. 'To‘riek.overeimblifidation,

L

"Consumerists" generally argue that the informational content of much
/adveruieing ie'not adequate to achieve.that putpose, whiie:many ad~-

vertisers contend that it is. And here”the arguments become quite

.

complex indeed. N

»

The consumerist may, for example, argue either (a) that the

informational content of the existing marhet_informétion (e.g., ad- .

vertieemente) neede to be enriched--for exaxple, the cigarette warn~
ing, or (b) that additional sources of more "objective" market’in-

%ﬁ o
formation. be made available--e g., the product ratings of government

agenciee, the judgmente of such sources as Coneumer Reporte, and eo

The 1atter contention seems to suggest a view of - human nature
- , -y
much like that of the classical Iiberale with the aeeumption that an

on.

increaee in message sources will better enable truth-seeking man to.

make a wige decieion due to his ratiomnal nature. (Certainly thia is

the aesumption behind much of the’ 1deology of our press, judicial,

and political systems.) The former aeeertion, however, can be viewed
as euggeeting that man is not a "truth seeker'" (or at least is a lazy

one), ‘and must be'\;é:atered to by maliing his 2" resent sources of market

. information (e.g., advertisements) more factual in content. A

¥ :
‘Advertisers generally argue that the individual is quite cap-

able of making eatiefzing market decisions on the basis. of the

=

ieting state of market information as repreeented by the advertise~

ments of competing enterprieee. The key here 1is eatiafying. As

coneumeriete often assume that economic/qualitative criteria can be

applied that will make some products and services objectively "best

X

25

buys' ' over others, advertisere frequently suggest that the individual

Cay

x_-- |
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the consumer. K ) , - _ .

they feel is Necessary to achieve theirtende. Thugg we find ‘the irmd~ . -

" attention to advertising's institutional functioning in terms of -its

is the sole judge of what criteria he or she will apply in'reaehing ¢

, ‘ v _ . -
a purch‘aee decision. Thus, it is reasoned, if an individual. bough\t

it, he must have wanted it for whatever reason, and if the advertise- s
ment led in‘any way to that deeieion,:then it must have been appro; ’ ) e
priate market information,’ at least for that individual. \ —N

- The matter of the frequency of advertising' {s, of course, an

-

issue of some contention, particularly in the broadcast media. Carey's
oo

perepective enablea us to see that the frequency of market informa-

tion, ‘when supplied by self-intereeted participants, will béSwhateVer

tation factor emerging among critice who complain of interruptiona
W

\ .

of programming, repetition of Qarticular'adVertiaementé, and so on.

ﬁaeicaily, in the claeaicai liberal m&rket, the individual seeks out

information. With informatidn supplied by the particinante, however,
the information frequently seeks out the individual.

Carey 8 analyeia then, raieee a majf% question for the antlyeie a ;
of advertieing--thg is (and ghgglg;be) the proper source, e?ntent,

and frequency of market information in the United States? The, posi~

tion an individual takea;,aa'thia brief analysis is meant’ to suggest,

is heavily dependent on auch'aaanmptions as how 'rational" we consider

From a slightly different vantage,pqint, Norris directs our

-

etonomic consequences. First, he suggests it is fruitful to consider.

advertising's institutional functioning in terms of a dominant type
of advertising-~that of producers. This in itself has interesting —

implicationa: At-the beginning of this paper it was suggested that .

\/ 26 | . ‘ ‘




R . ,': a ' [ i ya : .
'-one facet of "inetitutional behavior" ie a<tendency to generalize--
L 1 W ; X

to see a uniformity among often diverse and conflicting activitiee.

o L '-, - This cleariy -has ite pitfalle as we11 as ite aseetsm It may—well be,

.

i . % . for example, that a cogent case can be made--even today--for adVer" '”'fu.
. - . . P ,D_ . "

b T ' tising 8" role as a provider of relatively factual information if we o
'-examine only such forme as retail, industrial, bueinese, claeeifieda

and 80 on. Such an argument wou1d however,geeem eomewhat dubioue o . "f

-

when we turn to much advertieing of beer, perfume, cigarettes, etc. Lo

o °'; 'Thue, Norrie suggeets there are advantagee to understanding in adop-
A cF T 4<ting a eomewhat narrow focue-in thie case’ the.advertising of pro- '
T | , ,

o > - ducers of coneumeragood. ' ' .

[

The major queetion he poeee ie, c1ear1y, whether advertising 8

v o effecte on. the nature of the market system are, on balance, poeitive

’ or negative. He 1eaves little doubt that he feels the market eyetem

’

e : in this country changed with the emergence of national advertieing
as-the ongoing,eolution to.a problem concetning the acquieition of -
some market power by the firms in the marhet. It should be kept in

mind,'however,;that anzvmeaningful form of'differentiation that a

g

e o '.producer could achieve with his product--e.g., in packaging, design,'

- - product quality, etc.--could have the eame effects~Norrie attributes . ,

" to advertieing--eome ability to control pricee, for example. None~

.theless, advertising as an attempt to eecure market power for the
. S * . .
- producer is a useful perspective from which to assess the\economic

b, o I

. contentions of both critics and suppdrtere?thor example:

14 - . ' S F R )
Critic ’

© RN . . ) S
B . ’

. Advertising- enablee a producer to manipulate the price of”

1
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his good for his own advantage. The price thus has little relation-

snip to the "real"‘market value of‘thepproduct. . .. g
l."‘Advertising'leads to a waste of resources byWenabling_
producers;to operate at less than full capacity,for their own advaay
tage. . o o : -,: o o +
: Sugporter v

. Advertising enables the producer to achieve "pure" profits

[}

that can in turn be plowed back into product improvement, research

and development, etc. .

..

/

. :Advertising, as an expression\ofiproperty'rights, is an °

efficient form of communicating thefadvantages of the producer's prod- -

\ [

uct to’a large number of people. 2 , ‘ . : L e

| Thus;Norris's_analysis leads gé»to conc}ude that in-orderfto
fully understand the;institutional implications of’ advertising:

(1) We mugt understand the manner:ingwhich'the market was'pre: :
sumed to have worked. under "perfect" competition. | |

(2) We must realize that the -greitest effect on that idea camé

from a particular form of advertising::nation;i.

(3) We’must than assess the advantages and disadvantages of ,

'that"form's'alteration of that market model. (Norris makes the point

4

in telling fashionr-"As advertising works better and better, the market

works worse and worse'--from that perspective.)

~

Thus’,A Norris. offers us an institutional matrix from which. to

A

better understand many of the economic assertions of advertising s

'critics and supporters. He a1so reminds us of how those involved

3 .

in an institution are understandably myOpic regarding objective eval-

uation of the institution. This is a usefu1 point to bear in mind,

AN S
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n@t only when evaluating*thé arguments of ad%értieing'e more impas-

€ .

sioned economic defendere,ybht also- many of its,tritics who, accord- o '
ing to.no less an authority ;ﬁat Dr.'Gaibraith,;eeem stubbornly

wedded to the institution of "orthcdox"léconoﬁiée'with its only

¥
L}

élightly altered model of theaclaeeical %%%eral market. ' o
Potter and Sandage may reasonably be viewed as 'the ''abundance" °
- . A ' . i . ) Y
theorists. Yet, they appear to be operating from two tantalizingly .

divquent "world views..' S ‘ — ) T

rd

Potter links advertising's institutional functioning with the

transition from a "producer's culture" to a “cqneumé?'s culture.'
_Advertising, he contends, thus teaches us to be'éonsumere;j In this
, v | . - . . ' .
capacity, advertising becomes one of a handful of institutions that
y 4 / ' _

, ) _ : ,
. . exert. "social control." The problem, as Potter sees it, is that the.

~pther major sources of social conttol--the echpols, the church, the .

L4

.
Al

prodﬁépive system~~have a higher “eocial responsibility" tq‘go with
their eéciél power. Advertiéihg, Potter conEende, does not, and this >
iﬁck o? higher purpose is a cause'bfvconeidéfable concern to him.‘

Now, under the claeeiéal libéral'ﬁworld Qiéw" there is no éxpliﬁit
egggctation of "reepoﬂeibility”.beyoﬁd individug; gelf intereetf In= -
deéd,‘the "laws" of the maréet were held to ope;ate in their self-

~ - -

correcting manner only 1f_each pért;cipa;t'gpreued his self interest

v

in a single~minded ménner. The forces of competition (and man's in~ '
herent moral sense) would--at least in the ioné'tun--aeeure that all

would work'ou;well for the whole due to the "unive?eal hHarmony of

interests" or, ifzydu prefer, Smith's "invigible hand.”

£ : - To the extent that Pottg: is chiding adVertibiﬁg for its lack

of sociai fesponsibilify then, he ;e operating from é différent set’ A

2
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of assufiptions about "human nature" -than those of the classical lib-
-eral;market. 'Thus;'Potter eeema‘to be arguing that man will not be °

able to resist the entrancing appeais of advertising to his- "wants

and,deeiree in spite of the competition: for guidance oﬁfered by the
other major institutions he offere for comparieon.
It can then be aeeumed that from this perepective many of the

/

ekpectatiqne of the classical libetals are no longer coneidered reason-

able. Primary among the apparent defectiona are the decline of

man'e rationality under the'onalaught of. high- aggregate advertieing

expendituree, and the assumption that a "claeh of- ideae will emerge
from the normal functipaing—ef an atomistic media eystem. (In fact,

Pottér asserts, because the média depend on advertieing they serve ' '

Ww

. : , basically as perbetﬁatore of the etatue'guo in a dollar-eeneitive .

quest- to offend no one and thus maximize the audience aiae thex may .

eell,td"adrertieere.)

Contrast this with the-Sandage:perepective. Here, abundance -
! .

‘ie seen as .a deeirable eocial 51 and advertieing'e‘inetitutional

is c1ear1y in charge in Sandage's view of the system. It is his

7" decisione that determine what will’ be produced, in what quantitiee,

’

|
\
|
\
: 1
’ . . functioning is’ to ﬁid in that achievement. The sovereign consumer
\
|
\
1
of what quality, and so on. In direct contention with Pottet's "eocial
|

control" interpretation, he asserts:

Advertising is criticized on the ground that it
.can manipulate consumers to follow the will of the.
advertiser. The weight of evidence denies this
« ,ability. Instead, evidence supports the position

that advertising, to be successful, must under- N
v stand or anticipate basic human neede and wants
8 and interpret available goods and aervicee in

terms of their want-eatiefying abilitiee.

ERIC . .' 80 N -
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-of the contrast between

27.
The~inetitution then, is here not maeter but servant. Thie

ia, quite coneiatent with the.strongly claeeical liberal perepective

of the Sandage analyeis. ft eho 1d be noted, however, that he also ,

euggeets that the quality of the information supplied by advertisere

is not alwaye sufficient to enable the eovereign individual to func—

tion rationally. Thus he: catls for "f 11-and honest diecloeure" in

. advertising. Carried to its full inter etation, this could at times

+

be required to provide the fact that irssof life in event of acci-

\

dent is far more likely\in compact ‘and eub-chpact cars than in full-

sized models? This would, of course, repreee t a not ineignificant

modification of the classical liberal directiv of’the dedicated

:pureuit of self intereat; It should not, however, dilute the strength

he different philosopliidal assumptions held'
by these two theoriete of advertising and abundande.
More'explicitly, Potter's view raises intriguing questions 4n

sgive doses of

the very broadest realms of "social control." Are

@

advertising neéﬁgaary to sustain a’ coneumer'cultur "? And, if

they are, what ‘are thelr coste—-in terms of the cliche-like "lead-.

v -

ing us to buy things we donLE§need or want,"iin the Ptered-down,

status guoéoriented values that the advertieingddependent media must

-~

. . i
. perpetuate in brder to survive, andfeo on? It ie”impq;tant to note

~ that in today's era of increaeing media fragmentation, Potter 8 aeeer-

tione of media homogeneity and editorial timidity do not appear as

.

pereuasive as they might have in the early 1950s. Thii should not,

deration of

| 2

however, detract the serious atudent‘from careful cons



Pof:terfs brimary contribution to _undere_tahd:lng and examinaﬁion-;-thé"
idea o;f advertising's inet:l.t;uti'on_al 'd:l:"ecﬁ:lv‘e to "ﬁéach ug to be cc;n-
- sumers)' with all that it implieé.

“Sandage offers us still other quéetioné. 1s al;_undance‘d'ee‘i‘.r-
able? 1Is the -constimer the single best judge ‘of what is "beet"' for him?
Is ":l-.nfofmirig and persuading" to achieve abundance appropriate? And, |
- 1f 4t 1is, what :I..;.; the proper level of\ informational conte.nt that neéds
to be presented :l.n'the pereuaei;ve_mode? It is, he believes, Qg_ée_}

. fundamentéi ciuest:loné that are of utmost importance in determining
how one evaluafee ‘the role of adveﬁieirig in modern edciety-j-partic-

ularly in an’era of Consumerism.
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. By way of summary:

va Advertising's- , ' .
, ' institutional - : 'ﬁhjor points for
Theorist . function: . _ understanding?
Carey Basic - market informaﬁion.’ The philosophical considerations
’ Secondary - social control. of the need for market informa~
. : tion in a market sybtem and the -
“ ’ ' qualitative and quantitative .
. ' differences that reflect the
gource of that information.
Norris  As an instrument of attempted Basic economic implications of -
T~ market control for-producers. the alteration of the market
’ ‘ - from a "perfsct" state and ad-
vertising's tole in it. Implica~
tions of institutional behavior.
AR A v
¢ Potter  As an inétrﬁment‘of social  The implications of ''social con~
control in an abundant trol" without "social responsi-
) society. bility." The effects on the
o media and-~indirectly-~-on our
7N\ ' ' values. . :
Sandage * To iﬁform and persuade to The justification'for individual
) help achieve abundance. decisiop-making as the key to
, : resource allocation. The assump-
X tions behind the informing and
' persuading function.
/
‘
¢
,. ,
4 /
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" Throughout this paper it has become apparent that how an in-

® .

dividual interprets ad{reftieing is strongly influenced by the assump-
tions he makes about what advertising 1s doing in the society aﬂﬂ*“§
what it ought to be doiﬁg. Some of the aeéﬁmptione examined havg,‘
clearly, emerged ffom the classical liberal model of "hpman nature'
and its econpﬁic manifestation--the market éyetem. Othere,'hqwevér,
seem to suggest that changes 1in béth reality and philosophy have
challenged all or much of the classical liberal "world view."

~ Institutional analysis would seem to hold the promise of forcing
n ‘ o .. ‘
‘our attention to these larger--and vastly infiuential--matters. These

{

‘four theorists offer considerable grist for that mill.
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