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Abstract
Advertising companies are manipulative and serve to dominate the world by using certain methods that present a powerful image to the people. Freud, a psychoanalyst, and Skinner, a behaviorist, were able to relate human behavior with the response of the image that was created by advertising companies. Although advertisement holds both positive and negative affects, yet the negativity seems to rule more than the positive since because it sends messages, images, which people want to see and hear about. Companies supporting positive ads do not have enough money to attain impressive images, for that reason people would not be interested in them. Advertisement is propaganda; shows and informs the people what they want to hear, without facing them with reality. Mass media and advertisement are inter-related, by which advertisement displays all its ads through out different means of media, such as television, radio, pamphlets, magazines, newspapers, etc… Advertising has become a world profitable business where the advertiser misleads the consumer by changing his/her opinions, ideas, and human behavior. 
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Definition of terms 
Psychology: the science of mental processes and behavior (the emotional and behavioral characteristics of an individual, group, or activity).

Advertisement: A public notice designed to attract people's attention to a product or business, using mass media as means of contact with the people. 

Mass Media: instruments of communication which present a common message to a larger number of people at the same time, or nearly the same time: books, the press, radio, television, films, and so on… (Engle,Snellgrove, 1969)

Strategies: The science and art of conducting a military campaign in its large-scale and long-term aspects. (The use of such skill in achieving a purpose) (The New Lexicon Webster’s Dictionary of the English Language, 1991) Advertising companies use strategies to create an image that attracts people's attention. Most important strategies are sexuality, expensive technology, wealth, and risky adventures.

Image: A carved, painted or drawn effigy of a person or thing or a mental picture or concept. (The New Lexicon Webster’s Dictionary of the English language, 1991)   Advertising companies present an image to the people, which plays a major role in changing their opinions. An image deals with color, font, and characters in order to capture people's attention and make them buy it. 

Positive effects: An affirmative and constructive result produced by a cause or an influence that leaves no doubt or question. Advertisement affects people positively by making them more determined to be intelligent, diligent (hard working), and successful. (The New Lexicon Webster’s Dictionary of the English Language, 1991)These ads affect people psychologically by spreading more awareness and responsibilities.  

Negative Effects: An unconstructive and harmful result. (The New Lexicon Webster’s Dictionary of the English Language, 1991)Usually Advertisement follows the negative effects more than the positive effects because it is financially backed up, easier to present (using advertising skills-methods), and is accepted more by viewers, even if product is bad.

Response: A reaction to a stimulus by replying or answering back. People tend to respond to the negative ads much more than the positive ones.





Purpose 



I chose this topic because it serves as an answer to how advertisement controls people's opinions. Advertisement shapes the ability our world today since it has to change people's minds. Today's generation is known as the receptive generation where everything from needs, entertainment, even difference in appearance reaches people, to the point that everyone looks, acts, and feels alike. Example hairstyle, fashion, clothes, popular music, same leisure activities, etc… What makes me even more interested in the study of advertisement is that it was once considered a taboo topic, where people did not prefer talking about headlines that are being advertised today, such as condoms, viagra, breast cancer, transvestites, etc… There is far too much than what the eyes, from propaganda, mass media, brainwashing, and negative effects. All these ideas have helped me choose this topic in order to understand scientifically how advertisement functions and how its affects people.  

Psychology of Advertisement

Since advertisement affects people both positively and negatively, why does the negative side dominate? 

Introduction


A person walking on the street notices a sign "Don’t limit yourself; just have fun smoking X cigarettes!", and thinks, "Why not?" Why not drink or smoke or even buy this car? Even though, in today's world, people have become more open to changes and new ideas to have better images of themselves, this change will affect them in the future. Advertising is much like propaganda, "a manipulation of psychological symbols having goals of which the listener is not conscious."(Ellul, 1965). Every day people are being bombarded by numerous ads affecting their lifestyles, causing them to look, think, and act alike. Advertisement is the new driving force of our thinking abilities, human behavior, and world interactions. Mass media transmits ads through television, radio, magazines, billboard signs, Internet, etc… to establish new concepts and present new objects that have the capability of altering the human mind and behavior. The success of media cannot be guaranteed without a psychological approach supported by historical and scientific analysis such as that of Sigmund Freud, and B.F. Skinner. Both these psychologists used their methods to prove that the human behavior and mind can be altered. Psychology of advertisement studies the effects of advertisement on humans’ minds and attitude and the reason behind people accepting these ads. Ad companies use certain strategies and methods such as sexuality, colors, lighting, and technological equipment to produce an image powerful enough to influence people's ideas.   Advertising companies are shaping our  psychology both positively and negatively by raising awareness and responsibility yet promoting sexuality, risky adventures, wealth, and technology.



Scientific Approaches: Sigmund Freud and B.F. Skinner


Famous Psychologists and Philosophers have scientifically proven that the psychology of human behavior can be altered if the image of the ad is created. Sigmund Freud, a physiologist and a medical doctor wanted to understand how the function of the human mind affects human behavior. (Bloom, 1985) He formulated two fundamental principles the "pleasure principle" and the "reality principle". The pleasure principle is basically a principle that informs people to do whatever is pleasurable for them, while the reality principle informs people to work, by transforming all their pleasurable desires into energy, work. From there he was able to create a theory known as the unconscious theory, which studies that everything is related to desires (sex) that can not be satisfied, such as the reality principle. "The pleasure principle makes us want things that feel good, while the reality principle tells us to channel the energy elsewhere. But the desire for pleasure doesn't disappear, even when it's sublimated to work. The desires that can't be fulfilled are packed, or REPRESSED, into a particular place in the mind, which Freud labels the UNCONSCIOUS."(Klages) It is impossible to determine what the unconscious is thinking of in a direct manner, but there are other indirect ways to determine the unconscious such as dreams, slips of the tongue, or jokes. Freud emphasized through out his theories that everything is inter-related to one main aspect, sex. (Klages, pg.2/3) He pointed out that the sexual pleasure is found in five different steps of maturity, beginning with children's birth. "Having said that, it is undeniably true that Freud gave sexual drives an importance and centrality in human life, human actions, and human behaviour which was new (and to many, shocking), arguing as he does both that the sexual drives exist and can be discerned in children from birth (the theory of infantile sexuality), and that sexual energy (libido) is the single most important motivating force in adult life."
 This proves that people have sexual desires, and once they are associated with it, their human behavior changes. Advertisement provides sexuality through its billboard ads, magazines, and television, and attracts people's attention at once. Therefore altering their human behavior and human mind and causing them to buy that certain product. 

Another psychologist who understood the idea of behaviorism was Burrhus Frederic (B.F.) Skinner. (Skinner, 1971) Skinner was a behaviorist who pointed out that the mind was simple and easy to understand. "He believed everything we do and are is shaped by our experience of punishment and reward. He believed that the "mind" (as opposed to the brain) and other such subjective phenomena were simply matters of language; they didn't really exist."
 He mentioned that behavior is caused by external forces that interfere with it. Advertisement creates external situations and forcefully places them in society, so that people would have to interact with them. For example when an advertising company wants to display an ad, it simultaneously displays it on television, radio, billboards, pamphlets, magazines, etc…so that people would forget the image of the ad.

Different scientific opinions have scientifically proved that human behavior can be changed due to external forces, mind, or the unconscious. All these reasons produce propaganda and create a brainwashing system, since they change people's thinking and behavior.  
What are the strategies used to achieve an effective image? 

Advertising companies use specific strategies to present an effective image for the people, thus selling the greatest amount of products. These strategies are capable of changing the consumer's ideas and beliefs simply by showing him/her nudity, technology, impressive adventures, and many more. "By advertising, the future behavior of buyers is influenced so as to make them wish to purchase articles which they would not have purchased without contact of advertisement." (Leonard, 1957) Sexuality is one of the most popular strategies used by ad companies since it is the center of attention, is easy to display, and achieves a pleasing result. Most of the ads include nudity (woman or man) since it grasps attention. Even if the product does not require an image of a lady or a man, it is still used because it enhances the advertisement. Is it really necessary to use woman’s hips in a DHL ad? (DHL worldwide express, Time, February 3, 2003) Or even showing women’s bodies in a late night comedy (Jimmy Kimmel) ad? (Jimmy Kimmel late night show, ESPN magazine, January 20, 2003) There will always be a young beautiful lady next to a new car, drinking alcohol, or advertising a kitchen product. Advertisement is all about publicity, or meeting the needs of the public by showing them what they want to see, and sexuality provides that. But sexuality is not the only tactic used by ad companies; technology plays an important role as well. Technology is mainly used to convince consumers that this product is highly advanced or has become more sophisticated to meet his/her demands as well as desires. Technology is also repetitively used because people are always searching for original, innovative, fresh, and modern materials. Detergent commercials constantly use technological equipment and advanced tools to show the consumers that this is a highly developed and sophisticated brand. Another aspect that catches people’s attention is the use of wealth in ads. Wealth is an important symbol of power and control that everyone dreams of. Each individual strives to become rich to enjoy life at its fullest luxury and lavishness. When a person has money, he is capable of choosing anything from a wide variety. Magazine ads always present products with less amount of money, and this pleases customers to buy from these products. A Kodak ad might scratch out its old price and replace it with a lower priced one, to give people the idea of owning this product. (Digital Kodak, Popular Photography and imaging, February 2003) Aside from wealth, aren’t people also interested in being young and fit? Ad commercials also use risky adventures, which signify youth, having a physically well-built body, and the capability of completing any activity. All these strategies produce an image that people want to see, and this makes them buy that certain product that is being advertised. An interesting Nissan ad shows the viewers the ability the Jeep has, to overcome many obstacles. (The Nissan Xterra, ESPN, January 20,2003) Just by presenting this ad people might change their minds and buy this Jeep.  The image is not completed until the font of the phrases and colors on the page are at their highest quality. Notice the differences between the colors of a children's ad and those of an adult's ad. A children's ad might focus more on bright colors such as baby blue, which is associated with the sky, or the whiteness of their clear skin. While an adult's ad might use dark colors such as black or attractive colors such as red to seize people's attention. All these techniques create an image used as a source of exploitation used to change people's perceptions in life. 





Negative effects on society 


Advertising is one of the fastest successful ways to spread new ideas and images to widen people's horizons and increase their choices, yet it has been exploited for its rapidly negative side affects, which helped create a brainwashing system. In today's world, it is nearly impossible not to engage with any of the displayed media such as television, radio, billboards, popular music, video games, pamphlets, because of advertisement's continuous development and endurance. (Span, Saffron) Since advertisement is available most of the time, people can interact and respond to it, thus brainwashing their ideas and replacing them with newer thoughts. For example, children exposed to cartoon television might learn new aggressive and hostile messages, which might affect them later on. "A cartoon figure on a popular Saturday morning children's television program smashes a second cartoon figure with an oversized anvil. Millions of youngsters across the United States burst out in laughter. But is there more to this scene than meets the eye? Does the cartoon episode carry a hidden message that it's okay for one person to strike a second person, in anger or just as a joke?" (Newton, 1996) Television, radio, billboards, newspapers, and popular music have not only served as entertainment, but have become part of daily needs for society, thus affecting it. "The question of how violence in the mass media-television, motion pictures, video games, popular music, newspapers, and magazines, for example-affects viewers is one of the critical issues of our society today. It has been an issue about which humans have disagreed from the very first appearance of mass media itself, more than 2,000 years ago." (Newton, 1996) The rise of television, radio, and popular music (rap music) has mainly contributed in brainwashing people's ideas and affecting their futuristic growth. "The Columbia Country studies have now been continued into the 1990s with a further finding that "those children who watched the most violent television as youngsters grew up to engage in the most aggressive behavior as adults, from spouse abuse to drunk driving." (Newton, 1996) Since ads are a major part of the media, and since the media already brainwashes people, increasing the ads only helps the brainwashing process grow stronger. Mass media and advertisement are alike in nature since they have the power to create a significant and convincing image for the people. "The mass media is very important in our life, because it enters our life without permission. And to the formation of public opinion. Sometimes society may not realize the effect that the media has on us, but in reality it is the source of information. Advertising used the mass media, such as television, radio, and printed materials more than other political advertising that uses simple means." (http://www.ediblibrary.com/find.cgi?q=mass+media+advertising)  Advertisement captures people's attention through out its images and makes them replicates of each other. Fashion changes its designs every year, and every year people's clothing's as well as lifestyle changes. Therefore people become replicates of others by listening to these ads. Today's generation is known as the receptive generation where advertisement passes everything from needs, entertainment, and requirements to the people, to the point that everyone looks, acts, and feels alike. This negatively affects people since it bans differentiation and diversity of people's actions and thinking.  Advertising companies use certain settings, characters, lighting, and colors in order to produce an effective image that shows the viewer that this product is what he/she needs. Advertising companies use beautiful characters, perfect lighting, and smooth and clear colors for the page, in order to attract people's attention in buying that product. "Ad Quality-Magazine ads are usually of very high quality. Photos and drawings can be reproduced very effectively, and color ads are readily available." (http://132.241.182.52/recr222/notes/advert/massmed.html)  All these strategies are used in order to complete an image of people enjoying their time while smoking or drinking or using that product. When a person notices an ad that says don’t drink, and on the next page he notices plenty of people drinking and having fun, of course he will choose the drinking ad. People don’t respond well to (don'ts) or to negative orders, since people prefer to be risky and adventurous by taking chances and trying new materials. People respond to ads that challenge them with new materials by not limiting them to do specific actions. 




Positive ads that inspire people to become better


The advantages and disadvantages of advertisement positively and negatively affect society. Many people think that advertisement positively affects society by spreading awareness and responsibilities through television, radio, pamphlets, commercials, etc… Topics such as condoms, sexual intercourse, and breast cancer that were once considered as taboo are nowadays held to awaken citizens from their ignorance and unconsciousness. For example many people (villagers, farmers, and illiterate citizens) are unaware of the use of condoms, and this creates a negative economical problem, overpopulation. Therefore advertisement in this situation helps society and increases people's awareness by keeping them updated with news. 

Advertisement also tries to seek perfection through out its images, and this determines people to become more successful, physically fit, sociably interactive, and powerful. "The various perceptual and motivational principles of advertising can be used to make life richer for all, rather than to exploit an economic decision."(Mann, 1963) An overweight woman sees a picture of a physically fit woman exercising in the gym, and desires to have that body. This image makes her more determined to lose weight and become thin. This simple example serves to say that advertisement does have advantages that positively affect people's behavior and thinking. 

Although positive ads do influence people's life to become better, yet only a small part of society reacts to them. Positive ads advice people against performing certain activities, in order to protect their health. For example positive ads inform people not to drink, smoke, or take drugs, and so on. Even though these ads are presented to increase more awareness and improve people's health, yet people might feel pressurized by society's demands and might not listen to these ads. Another important issue that should be considered is the image. Usually positive ads don't have that eye-catching image that negative ads have, because of small budgets that are not supported by the government, and lack of creativity in that image. A person comparing between a Marlboro ad, that shows young men riding their horses and being free while smoking these cigarettes, and another health ad advising people not to smoke without any interesting or catchy lines or images, might probably choose the Marlboro ad. A lot of money should be at hand to create a successful image that would be able to attract people's attentions. Big companies such as Pepsi and Nokia have always reached people's minds and different tastes by ad campaigns, which require money. For example Pepsi, an American product, wanted to increase its production in Arab countries, so it advertised Arab singers drinking Pepsi. This quickly increased Pepsi's production, since they were able to find ways to relate to their production. Ad companies that want to present a positive ad are not creative enough, and usually have long descriptive paragraphs (boring) rather than short phrases, which are quickly read. Negative ads that show nudity, money, and power will have an affective response from people, while positive ads that don't use any of these methods and display a lot of information will not affect many people. 

Although negative ads are more supported than positive ads, but their effects are worse. For example a smoking ad might please a viewer, that he/she might start smoking. This might lead to damaging his/her physical and psychological health. 

Ad commercials are very competitive and each tries to magnetize people's attentions in order to sell the most products, even if the product is terrible. Positive ads can not follow this strategy since they have to be honest about health issues and should have supportive statistical information for proof. 





Conclusion


Advertisement is a magnet that attracts people's attention by using strategies such as sexuality, wealth, technology, risky adventures… Our generation is known as the receptive generation that accepts everything from advertisement. Advertisement has been controlling people's ideas and behaviors for a long time, and it is impossible nowadays to turn away from these ads, because they exist everywhere and are too involved in our lives. Yet we can try to increase the advantages of advertisement, by supporting positive ads in order to destroy propaganda and brainwashing systems. When governments are able to support positive ads by providing them with money, the image (color, font, material, characters….) will improve. The better the image, the more people are going to support that particular ad. Freud and Skinner have proved using their methods that human behavior can be altered. Using their ideas it is safe to say that advertising does change people's minds and behaviors since it targets their weaknesses. People support negative ads more than positive ones because the image is interesting, new, and contains all the characteristics that people want to be. The positive ads lack that motivating image that defies people's personalities, and therefore do not achieve a lot support from people. Advertising companies are shaping our world today and our psychology. Isn't it time that we take control of our lives without be restricted by advertisement?   
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