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COURSE DESCRIPTION 

A course for the undergraduate students of educational program “Journalism” 

Course type: elective (blended)  

The part of course: https://www.coursera.org/learn/erasmus-econometrics 

Abstract: 

This course examines the relation of advertising to society, culture, history, and the 

economy. Using contemporary theories about visual communications, we learn to analyze the 

complex levels of meaning in both print advertisements and television commercials. The course 

covers a wide range of topics, including the origins of advertising, the creation of ads, the 

interpretation of ads, the depiction of race, class, gender, and sexuality in advertising, sex and 

selling, adverting and ethics, and the future of advertising. The lectures will discuss theoretical 

frameworks and apply them to specific advertisements. 

 

COURSE PLAN 

What is advertising and where did it come from? 

Focus on 3 definitions of advertising, one of which emphasizes its antiquity, another its 

modernity and connections to capitalist society, and a third that traces its evolution from face-to-

face salesmanship through print, radio, TV, and now the Internet. In addition, a brief history of 

American advertising from its European origins through the colonial period in America when 

most manufactured goods were imported, to the advent of mass production in 19th century 

America, mass consumption (and the emergence of contemporary advertising as a means to 

facilitate it), to the present. 

Am I being manipulated by advertising? 

Focus on the public’s fascination with the idea of subliminal advertising (beginning in the 

1950s) and continuing somewhat into the present. Public distrust of advertising. Review of the 

evidence (pro and con) concerning subliminal advertising. Discussion of ethics and advertising, 

the role of the FTC and various self-policing industry boards that aim to control deceptive 

advertising. 

What's in an ad beyond that which meets the eye? 



This week considers how we understand the meaning of an ad. It considers the problem 

of author intentionality (largely available to us in the process of understanding ads) and argues 

that the audience for the ad is perhaps the most important author of its meaning. Borrowing from 

the field of art history, it discusses interpretative strategies of various sorts. 

How do ads get made? 

Switching gears this week from looking from outside advertising at it, this week is 

devoted to the “insider” perspective on the making of ads. It looks at the various functional 

divisions of ad agencies (management, creative, research, and media) and the roles they play in 

producing an ad. It tracks the production of an ad from development of a strategy with a client 

company, the development of creative concepts, the production of ads, optional audience testing, 

and finally placement in appropriate media. Also discussed: brands and brand management 

strategies. 

What do ads teach us about race, class, gender, and sexuality? 

This week focuses on what ads teach about race, class, gender, and sexuality as a kind of 

secondary messages beyond the overt messages promoting products and services. For example, 

an orange juice commercial may promote the health benefits of orange juice but it also is likely 

to show the product in its context of use at breakfast. The imagery in the ad will lay out who 

does the serving, who cooks the breakfast, who gets to sit and be served, what a family should 

look like, and so on. Through analysis of these secondary messages, we come to learn that 

advertising instills ideas about gender, race, social class, and sexuality. We will also study the 

depiction of these themes in the popular TV program "Mad Men," allowing us to talk about how 

these issues were managed in the lives of ad agency people as well as in the ads they produced. 

Does sex sell? 

Sexual imagery permeates modern advertising, but does it actually help see goods and 

services? The verdict on this is not a clear yes or no. But there is another very important question 

wrapped up in all this: what kind of sex does advertising sell? Some scholars believe that 

advertising teaches us a great deal about sex itself, plays a significant role in defining our 

culture’s ideas about what is sexy, and helps shape our ideas about sexuality. 

What's the future of advertising? 

The present moment in advertising history is one of great turmoil. The TV commercial is 

rapidly fading from its preeminence as the major advertising format. The once mass audiences 

for television programming and accompanying ads are already diminished by the proliferation of 

channels, the ability of consumers to time shift, and so on. It is the Internet however that is 

transforming advertising and challenging its very existence. Social media, consumer written ads, 

popup ads that are highly targeted to consumers on the basis of their purchasing and surfing 



habits, and so on make the future unpredictable. One author predicts its demise in his book, "The 

End of Advertising as We Know It." We will examine emergent trends in the seemingly never 

ending battle of finding the best means of establishing communication between companies and 

their prospective clients. 

 

READING LIST 

Required: 

 Carol J. Pardun Advertising and Society: An Introduction. John Wiley & Sons, 

Incorporated, 2013 — URL: https://ebookcentral.proquest.com/lib/hselibrary-

ebooks/detail.action?docID=1245112&query=Advertising+and+Society — 

ProQuest Ebook Central 

 Jerome D. Williams, Wei-Na L., Curtis P. Haugtvedt. Diversity in Advertising: 

Broadening the Scope of Research Directions. Taylor & Francis Group, 2004 — 

URL: https://ebookcentral.proquest.com/lib/hselibrary-

ebooks/detail.action?docID=1138258&query=Advertising+and+Society — 

ProQuest Ebook Central 

Optional: 

 Kara C., Hong C., Advertising and Chinese Society: Impacts and Issues. 

Copenhagen Business School Press Christina, 2009 — URL: 

https://ebookcentral.proquest.com/lib/hselibrary-

ebooks/detail.action?docID=3400745&query=Advertising+and+Society — 

ProQuest Ebook Central 

 

GRADING SYSTEM  

Cumulative grade according to 10-point system includes all the for required assignments. 

The cumulative grade will be determined in advance of the final exam. It includes percentages 

for the various activities as follows:  

Quiz Week 1 — 15% 

Quiz Week 2 — 15% 

Quiz Week 3 — 14% 

Quiz Week 4 — 14% 

Quiz Week 5 — 14% 

Quiz Week 6 — 14% 

Quiz Week 7 — 14%  



When converting the grade into a 10-point GRADING SYSTEM to determine the 

final result, the following formula will be applied.  

Final grade is formed as follows:  

 Cumulative grade — 80%;  

 Final exam — 20 %.  

 The final exam contains questions studied during online course.  

The final grade is rounded up by arithmetic rules. 

SPECIAL EQUIPMENT AND SOFTWARE SUPPORT 

A personal computer with the Office suite, a sound system and a monitor for 

demonstration purposes. 

 


