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1. Introduction 

 

As introduction to my bachelor’s thesis I would like to point out the reasons that led me 

to choose this theme. 

 

Currently, marketing is one of the most constantly changing and developing sectors of 

business. Over the last two centuries it has gradually developed into its present state 

today. Continuously increasing competition and technical progress has caused individual 

trade businesses to begin to direct their efforts towards meeting consumers’ wishes and 

to be aware of their own responsibility for the welfare of society. Marketing is such a 

broad subject that one bachelor thesis cannot embrace all of its parts. Marketing mix 

which is commonly understood as “commercial functions involved in transferring goods 

from producer to consumer” became the subject of my interest because it is one of the 

most significant parts of marketing. (“Marketing”, 

http://www.answers.com/topic/marketing, author not available) Many of its aspects have 

a direct as well as an indirect impact on our lives, which makes it impossible to overlook 

its importance and consequences on the development of modern society. Due to the fact 

that marketing is a part of communication and all communication messages are always 

transmitted through the media, I decided to investigate marketing communication in its 

role within the mass media.  

 

My personal interest in marketing communication and media comes from my general 

interest and knowledge in economics. This was broadened through classes within the 

bounds of the certificate program “Applied Economics”. My current interest in 

electronic media and my wish to continue my education at the chair of “Semiotics and 

Electronic Culture” at the Faculty of Humanities also led me to chose this theme.  

 

This thesis is divided into eight chapters. Each chapter is devoted to the main aspects of 

marketing communication in the mass media. I advance the major hypotheses that I am 

going to confirm in my thesis in the second chapter. Since marketing communication is a 

part of communication in the broadest sense of the word, I devoted the third chapter to 

communication and mass media to understand better its main elements and principles. 
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These include communication models and mass communication and its functions in 

society. Basic terms of marketing mix as a part of marketing are considered in the next 

chapter four. Advertising is the most visible activity of business and a currently much 

discussed subject. Some authors regard advertising as one of the forms of mass 

communication (Lamser, 1969, 202), whereas others claim that advertising cannot be 

considered as a form of communication; but rather as a means to use different existing 

forms of communication to obtain a definite impact and result (Burton, Jirák, 2001, 

266). In either case, there is undoubtedly a close connection between the two. 

Advertising aims to have an influence on every individual’s life and to a great extent 

shapes values, habits, attitudes, and direction of modern society. I elaborate more on 

advertising than on other parts of promotional mix in chapter five. Chapter six is devoted 

to the Internet as a marketing medium. The Internet is relatively recent but rapidly 

expanding medium. Because of its technological abilities and a number of other specific 

traits, it is a very lucrative medium for marketing. Last, I did a case study of 

McDonald’s marketing. I have compiled a large amount of information from many 

different sources and market researches to examine how all four elements of marketing 

mix are applied in practice to create a uniform marketing strategy. This case study is to 

show whether my theoretical hypotheses connecting marketing and media are confirmed 

in practice. It is possible to say that McDonald’s is not only a retail food brand but a 

brand that represents the art of marketing in practice. For that reason I decided to take 

this most successful company in fast food industry as a case example for my research. 

Not long ago, McDonald’s came across some serious economic troubles – in 2002 and 

2003 it posted its first quarterly losses – that could be surmounted only with the help of 

an up-to-date marketing campaign. This is the subject of chapter seven. For this chapter, 

I consulted managers and PR-specialists of the companies ‘PR Point’ and ’Mikhailov 

and Partners’ that are engaged in promotional campaigns and marketing research.  

 

There were two problems I came across while writing this paper. The first one was a 

question of format. It concerned writing capital and small letters in the terms Internet 

(internet), WWW (www) and Web (web). After studying relevant literature and the 

Internet sources I found out that both ways are commonly used. Some authors incline to 

capital letters, others have a preference for small letters, but many (for example, Phillips 
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David) use both. After consideration I decided to use capital letters. I consistently adhere 

to this principle throughout the whole paper. The second problem was a methodological 

one. How would I combine my interest in exploring diverse aspects of mass media with 

my economic perspective as a student of the Faculty of Humanities? Doing so required 

using a different style of writing, combining enumeration, narration, and others. I tried to 

combine them competently to keep the style of the whole paper uniform.  

 

I hope that this work will be a useful source of information for all readers.  

 

 

2. Hypotheses 
 
 
 
There are two main hypotheses that this thesis advances and that I would like to confirm 

on the grounds of different perspectives.  

 

The first hypothesis is that marketing is not only an economic phenomenon, but that it 

exceeds the realm of economics. Marketing is ingrained into the cultural landscape of 

society and plays a major part in shaping society’s values, habits and direction. 

Marketing advances the ideas and values that are central to a particular economic system 

and sustains consumerism as a central part of our culture.   

 

The second hypothesis is that marketing is not only the commercial transfer of goods 

from producer to customer but, first and foremost, a communication strategy. There is a 

close connection between marketing as a form of communication and media. All 

marketing messages are transmitted through different forms of media. This affects the 

marketing strategy, and different media require different approaches. Only particular 

types of media can attain certain marketing goals. New technologies in information and 

communication enlarge the types of media used in marketing, and therefore change the 

marketing strategies as such. I investigate this though the case of the Internet as a new 

marketing medium. 
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New technologies in information and communication enlarge the types of media used in 

marketing, and therefore change the marketing strategies as such. I investigate this 

through the case of the Internet as a new marketing medium, exploring its advantages 

and disadvantages in comparison with print and electronic media.  

 
One of the most controversial, significant, and visible parts of marketing mix is 

advertising. In my thesis I will consider two main points of view on advertising. One 

perspective argues that advertising sells consumers a lifestyle and related worldview 

regardless of whether people can really afford to live it. This suggests that the 

continuous consumption is a way to achieve the promoted lifestyle, which in turn makes 

consumers greedy and materialistic. The language used by advertisers shows that they 

think of people as targets on which they wish to make an impact, rather than as human 

beings. As a consequence, the language and values of advertising permeate a variety of 

communication forms of modern society. On the contrary, those who defend advertising 

say it is economically necessary and has brought many benefits to society. It contributes 

to society’s wellbeing and raises peoples’ standard of living by encouraging and 

increasing the sales of mass-produced goods. This in turn stimulates the production and 

creation of prosperity and employment.  

 

There are lots of possible ways to survey consumerism. For example, Karl Marx, the 

master theorist of production, has also much to offer anyone concerned with 

consumption. According to his theory, production is the base. Everything else including 

consumption and the culture of which it is an important part is superstructure. “There are 

many parallels drawn by Marx between production and consumption … for example, 

just as wage labor extorts labor power and increases in productivity; credit extorts 

savings; the consumer is often seen as worker, a productive force; there is a “reserve 

army” of needs analogous to the industrial reserve army”. (Baudrillard, 1998(b), 3) 

During one century, between times of Marx and Baudrillard, society and relations 

between work and consumption have significantly changed. While for Marx society was 

a society of work, for Baudrillard society is a society of consumption. For Baudrillard, 

consumption is not simply a liberating of needs or a function of enjoyment, but a coded 

system of signs. It is “a morality, a collective phenomenon that is a system of ideological 

values – a structural organization … a social structure that is external and coercive over 
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individuals”. (Baudrillard, 1998(b), 4) In Baudrillard’s view, the ideology related to the 

system leads people to falsely believe that they are wealthy, content, fulfilled, happy, 

and free. Durkheim’s functionalism describes consumption as “a social fact, “a whole 

system of values” stressing the importance of group integration and social control. 

(Baudrillard, 1998(b), 4) Durkheim’s perspective is close to Baudrillard’s where 

consumption is seen not as enjoyment or pleasure, but rather as a “duty”, something 

“which is institutionalized and forced upon us”. (Baudrillard, 1998(b), 4) According to 

one of the main theorists of structuralism, Claude Levi-Strauss, consumption is “a way 

in which we communicate with one another, a communication system and a system of 

exchange”. (Baudrillard, 1998(b), 6) Here I restrict myself to studying consumerism in 

correlation to marketing and mass media. 

 

In this context, I find the outlook of Niklas Luhmann, a well-known German social 

scientist, to be one of the most relevant and significant. Luhmann claims that the success 

of advertising lies not only in the area of economics; not only in accountable sales 

success. The mass media system has its own function that is “the stabilization of a 

relationship of redundancy and variety in everyday culture”. (Luhmann, 2000, 50) He 

argues that advertising “declares its motives” but “refines and very often conceals its 

methods”. (Luhmann, 2000, 44) Consumers are made to believe that they are free to 

make a decision, that the things they are told to want, they really want because of their 

own accord, not because of advertising. In advertising “good form destroys 

information”. (Luhmann, 2000, 45) Gillian Dyer, an advertising theorist, claims that the 

primary function of advertising is, as we are told, to introduce a wide variety of 

consumer goods to the public and, thus, support the free market economy. But he asserts 

that this is clearly not the only role it currently plays. “Over the years it has become 

more and more involved in the manipulation of social values and attitudes, and less 

concerned with the communication of important information about goods and services”. 

(Dyer, 2003, 2)  

 

In conclusion, there are three main points that I survey in my thesis: marketing, 

communication and media. There is a close relationship between them all and each of 

them has an influence on the others. Marketing promotes a culture of consumption, 
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making buying power a measure of both freedom and virtue, and raises values related to 

acquiring wealth. Transmission of values is a significant function of the mass media. 

The mass media express the changes in culture and values of the society and social 

groups. In modern society, communication needs vital for its existence are met mainly 

through the mass media. The mass media are able to join together through interpersonal 

channels different elements of society that are not directly connected, i.e. the products of 

sellers with the needs of buyers.  

 

 

3. Mass Communication and Mass Media 

 

Communication Models 

 

A dictionary definition of “communicatons” is as follows: (Smith, Taylor, 2002, 69) 

: 

communicaton 1. a transmitting 2. a) giving or exchange of information, signals, 

messages, or data by any means, such as talk (verbal commmunicaton), writing 

(writen communicaton), person-to-person (personal communication), or via 

telephone, radio or other channels. b) the information so given 3. a means of 

communicating (talk, gesture, writing, etc.) 4. the science of transmitting 

information 

 

What is significant here is the exchange or sharing of information. Communication is 

not just the single act of transmitting information, ideas, and attitudes from one person to 

another. It is not one-way flow of information. Communication occurs only when the 

receiver actually receives and processes the message that the sender intended. 

Communication is possible only provided that the sender and receiver have a common 

understanding of the symbols they both use. Communication is a process. This means 

that it is dynamic and continuing. Communication includes a range of components that 

interact and cause specific consequences and reactions. Various types of communication 

exist. Intrapersonal communication happens when a person talks to himself (or herself). 

In interpersonal communication, two or three people are directly talking with one 
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another. Group communication is a process where groups of people communicate with 

one another in a face-to-face contact. In mass communication, professional 

communicators use a mass medium to transmit messages to the large audience that is not 

proximate to them. (Wilson, 1993, 7-8)  

 

While some authors recognize only two main communication models: transmitting and 

cultural (Jirák, Kopplová, 2003, 46); other discern four different communication models: 

transmitting, cultural (some authors call it expressive or ritual), publicity and reception. 

(McQuail, 2002, 72) Each of these models considers (media) communication from 

different points of view and asks different questions. 

                                                                

                                                                         Noise                           

 

         Channel 

           Sender/Source          Encoding            Message           Decoding          Receiver 

 

          Feedback 

Exhibit 3.1. The transmitting model of communication 

(Smith, Taylor, 2002, 73) 

 

Lasswell, in his work Power in Personality in 1948, for the first time defined the “five 

W” communication model: (Nagyová, 1999, 12) 

 

Who says     What    to    Whom    through    Which channel    with    What effect? 

 

The source (sometimes called the sender, communicator or encoder) begins the process 

by having a thought, an idea or a feeling that he or she wants to transmit to another 

person. Sources can be individuals, groups, or even big structures and organizations. 

“Encoding refers to the process that a source goes through to translate thoughts and ideas 

into a form that may be perceived by the senses”. (Dominick, 1993, 6) The message is 

anything the source tries to share with someone else. The message is the actual idea. To 

express that idea the source must encode it into symbols. “Symbols are words or objects 
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that the source uses to elicit meaning in the mind of the receiver. Words and pictures are 

the most common symbols used in communication. Words attempt to describe an object 

or concept, while pictures actually show a representation of the object or idea”. (Wilson, 

1993, 8) Not only words and pictures, but facial expressions, gestures and body language 

as well, can effectively send messages. Channels refer to the ways through which the 

message goes to the receiver. “In interpersonal communication we use the senses of 

sight, sound and touch to communicate messages. These are our channels. In mass 

communication such technological devices as books, newspapers, magazines, movies, 

radio and television are our communication channels”. (Wilson, 1993, 9) The decoding 

process is contrary to the encoding process. It “consists of activities that translate or 

interpret physical messages into a form that has eventual meaning for a receiver”. 

(Dominick, 1993, 7) Reading these lines is the decoding process of a message. “The 

receiver (sometimes called the destination, decoder or audience) is the target of the 

message – its ultimate goal”. (Dominick, 1993, 9) There is no communication without a 

receiver. If any of the components is missing, there is simply no communication. The 

receiver can be a single person, a group, an organization, or even a large, anonymous 

audience that in mass communication is often referred to as the mass. “Feedback 

represents a reversal of the flow of communication”. (Dominick, 1993, 9) This implies 

whether the receiver changes his or her behavior, view or attitudes, or not. “Feedback 

refers to the responses of the receiver that shape and alter the subsequent messages 

(and/or the channel in which it is sent) of the source”. (Dominick, 1993, 9) 

Communication noise is extra, irrelevant, or extrinsic factors that interfere with the 

process of the message delivery and can complicate the coded communication process. 

(Wilson, 1993, 11) 

 

The cultural model of communication concentrates on the search for the relations 

between the process of social communication and the creation of a common shared 

culture. (Jirák, Kopplová, 2003, 49)  
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Culture is defined as: 

 

   “The word culture, from the Latin colo, -ere, with its root meaning "to 

cultivate", generally refers to patterns of human activity and the symbolic 

structures that give such activity significance. Different definitions of "culture" 

reflect different theoretical bases for understanding, or criteria for evaluating 

human activity. Anthropologists most commonly use the term "culture" to refer 

to the universal human capacity to classify, codify and communicate their 

experiences symbolically”. (“Culture”, http://en.wikipedia.org/wiki/culture, 

Encyclopedia)    

    

A general way to understand culture is to perceive it “as consisting of three elements: 

values, norms, and artifacts”. (“Culture”, http://en.wikipedia.org/wiki/culture, 

Encyclopedia) Values consist of ideas about what in life is important. They guide the 

value decisions of that culture. Norms include expectations of how people will act and 

respond in different situations. “Each culture has different methods, called sanctions, of 

enforcing its norms. Sanctions vary with the importance of the norm; norms that a 

society formally enforces have the status of laws. Artifacts — material things or material 

culture — derive from the culture's values and norms. Culture is the environment in 

which individuals gain the picture of what importance they should attach to their own 

experience. Culture, therefore, is a warehouse of instructions for the interpreting of 

impulses. These impulses are offered to the individual by means of codes (verbal and 

nonverbal) used in his culture”. (“Culture”, http://en.wikipedia.org/wiki/culture, 

Encyclopedia) The cultural model of communication perceives communication as 

constructions of shared meanings. Whereas the transmitting model of communication 

isolates the message and delivers it as a letter from the sender to the receiver, the cultural 

model emphasizes the reality that people share a world of common meanings. These 

common meanings are understood before the formulation of any message takes place. 

(Jirák, Kopplová, 2003, 49) In the cultural model, communication becomes a ritual in 

which participants of communication relate to the shared context of offered or searched 

messages. From this point of view media communication can be seen as a culturally 

defined environment in which there are messages bearing shared meanings. If this is 
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true, then communication is dependent on shared meanings and feelings. Its goal 

becomes rather a more ritual expression, or mere decoration than purposeful activity. 

Communication often requires a certain element of performance. This is not only for 

practical reasons, but largely for the ritual pleasure of reception. In cultural 

communication, the message is often hidden, ambiguous, and dependent on associations 

and symbols that are not chosen by the participant but dictated by the surrounding 

culture. Ritual communication is relatively stable and does not change much over time. 

Cultural communication is less purposeful than meaningful under natural conditions. It 

reinforces social integration, and therefore is meaningful for the society and social 

relations. Whereas the transmitting model of communication concentrates on 

information, data, and successfulness; the cultural model concentrates on ideas of mutual 

and constant acknowledgement of meanings, values, opinions and convictions. 

(McQuail, 2002, 73) 

 

The publicity model offers another element of mass communication. The foremost task 

of mass media is often not to transmit information or unite the public by certain cultural 

expressions, believes or values, but simply to gain and focus public attention. In doing 

so, the media fulfill one prime economic goal, i.e. they obtain income from public, and 

one accessory goal, i.e. they sell (assumed) public attention to advertisers. In media 

production, a lot of efforts are made to gain and keep attention through constantly 

attracting, evoking emotions and interest. The purpose of gaining attention also 

corresponds to the perception of the media by the public as a way to simply spend or 

“kill” time. According to the publicity model, the relations between sender and receiver 

are neither passive nor indifferent. Rather, they are morally neutral and do not have to 

mean transmitting or originating any meaning. According to McQuail, communication 

as publicity (displaying and gaining attention) exists only in the present. Past time does 

not play an important role, and future time is significant only as a continuation of the 

present. In the relations to the receiver no questions concerning reasons, consequences, 

and effects of communication emerge. Form and technique prevails over the message, as 

gaining attention is the goal itself. (McQuail, 2002, 74) 
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Reception is another variant of interpretation and elucidation of communication process. 

The reception model proceeds from the basic principles of structuralism and semiotics. 

This assumes that every meaningful message consists of signs whose denotative and 

connotative meanings depend on the viewer. According to the reception model, 

television programs can be interpreted as a series of meaningful messages encoded under 

a structured series of mass media advertising messages, but whose meaning is decoded 

under completely different meaning structures and knowledge bounds of differently 

situated individuals. A message is often encoded within a stable genre pattern 

representative for certain content, i.e. as news, pop music, “soap opera”, detective story, 

and has regular straightforward meaning and contains instructions for the public in how 

to interpret it. However, the public deals with the media messages by certain “meaning 

structures” coming from its own opinions and experiences. The decoded meaning does 

not have to correspond with the encoded meaning, in spite of using the same language 

system and wide dissemination of regular genres. The most important impact of this is 

that decoding is frequently different than original intentions. Receivers make their own 

conclusions, and even distort intended messages. It is clear that this model considers the 

multitude of media messages, the existence of multiple interpreting groups and the 

ultimate superiority of the receiver regarding the decoding of message content. Although 

all previous models recognize the fact that message reception is selective, they conceive 

it as limitation or secondary circumstance of the transmitting model, and not as a part of 

a different approach to the message. (McQuail, 2002, 76) 

 

If we compare the orientation on the senders and the receivers of each of these four 

models it is possible to say that the transmitting model puts its emphasis on the meaning 

of the transmission of the sender and the cognitive process of the receiver. According to 

the cultural or ritual model sender acts and performs, whereas receiver shares the 

experience. The publicity model stresses that the sender takes part in a competition for 

the receiver’s attention. The reception model highlights the fact that the sender and the 

receiver have different approaches to the message: the sender encodes and the receiver 

decodes. A comparison of the earlier mentioned models demonstrates that it is 

impossible to formulate one single concept or definition of mass communication. 

McQuail argues that from comparing these four models it is clear that the transmitting 
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model is derived from more traditional institutional contexts, such as religion, education, 

government, and is entirely appropriate only for those media activities that have 

instructive, informative or publicity purposes. The cultural or ritual model is normally 

best used to grasp typical features of art, drama, entertainment and many other symbolic 

uses of communication. The publicity model, communication as display and attraction, 

is formed from the basic aim of media – to attract attention because of prestige or profit. 

The reception model reminds us that the evident power of the mass media to form, 

express or rule is finally elusive for the reason that the public reserves the final judgment 

for itself. (McQuail, 2002, 77) It is essential, however, that these models do not exclude 

each other but represent four different views on the same social process of media 

communication.  

 

Media in the Process of Mass Communication 

 

Anything we know about our society or even about the world we live in we know 

through the mass media. This is true not only about our knowledge of society and 

history. „What we know about the stratosphere is the same as what Plato knows about 

Atlantis: we’ve heard tell of it. Or, as Horatio puts it: “So have I heard, and do in part 

believe it”. (Luhmann, 2000, 1) At the same time we know so much about the mass 

media that we are not able to trust them as sources of our knowledge. “The term “mass 

media” includes all those institutions of society, which make use of copying 

technologies to disseminate communication”. (Luhmann, 2000, 2) This means mainly 

books, magazines and newspapers, but also all kinds of photographic or electronic 

copying procedures, provided that they produce large amounts of copies and their target 

groups are not determined yet. The term also includes “the dissemination of 

communication via broadcasting”, provided that it is for the large audience and “does 

not merely serve to maintain a telephone connection between individual participants”. 

(Luhmann, 2000, 2) “The mass production of manuscripts from dictation, as in medieval 

writing rooms, does not qualify for inclusion, nor does the public accessibility of the 

room in which communication takes place, thought the term does include the circulation 

of such performances via film or diskette. This delimitation may appear somewhat 

arbitrary, but the basic idea is that it is the mechanical manufacture of a product as the 
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bearer of communication – but not writing itself – which has led to the differentiation of 

a particular system of the mass media. Thus, the technology of dissemination plays the 

same kind of role as that played by the medium of money in the differentiation of the 

economy: it merely constitutes a medium which makes formation of forms possible. 

These formations in turn, unlike the medium itself, constitute the communicative 

operations, which enable the differentiation and operational closure of the system”. 

(Luhmann, 2000, 2)  The central point in any case is that no immediate contact or 

interaction between sender and receivers can happen. Interaction is excluded by 

technology, which serves as a middleman. This has far-reaching consequences that 

define the concept of mass media. The process of dissemination is possible only because 

of and thanks to technology. What is possible as mass communication is organized and 

limited by the way this technology works. Communication “happens” only when 

someone watches, listens, reads, and understands. The mere act of uttering something is 

not communication. In the case of the mass media, however, in contrast to interaction 

that “happens” among participants in their physical proximity, it is difficult to recognize 

what target group is engaged in each phase of communication process. Very often we 

can only assume the presence of this group, without actual witnessing of it. (Luhmann, 

2000, 2-3)   

 

The term “mass communication” appeared in the third decade of the last century. Today, 

it involves too many connotations and denotations to set an adequate definition 

acceptable for everyone. The word “mass” itself is full of contradictions and 

associations, which often are quite judgmental. There are different definitions and views 

on communication. According to Gerber, communication is social interaction by means 

of messages, and this definition may be the most precise and compelling one. (McQuail, 

2002, 30-31) Nevertheless, there is a way in which the concept of “mass 

communication” is widely and commonly understood. “Mass” refers to the big quantity, 

number or amount (either people or products), while “communication” means 

transmission and reception of the messages. Janowitz defines mass communication as 

communication which includes institutions and processes by which certain groups use 

technical means (press, radio, films, etc.) to broadcast the symbolic content to the large, 

heterogeneous, and diverse audience. (McQuail, 2002, 31) In this definition, as well as 
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many others, the word “communication” is used in the meaning of “transmission” only 

from the perspective of the sender of the message, which rules out response, feedback 

and interaction between the sender and the receiver.  

 

The process of “mass communication” is not a synonym to “mass media”. Mass media 

are arranged processes and technologies that enable mass communication. The same 

technology can be used for different purposes and different types of relations can be 

built up on the same webs. Mass media can be used not only for communication to the 

masses, but for individual and private purposes as well.  

 

The common experience with mass communication is incredibly diverse. Moreover, it is 

free will and is usually formed by culture, lifestyle, and expectations of the individual in 

the particular social environment. The concept of how we undergo homogeneous mass 

communication is abstract and highly hypothetical. If it happens, we need to seek for the 

reasons of such situation rather in specific conditions of social life than in the media 

themselves. Usage of new technologies leads to differentiation of relations based on 

communication provided by technologies. From these remarks we can see that from its 

very beginning mass communication was more of an imaginary concept than reality. 

This concept includes conditions and processes that are theoretically possible but very 

improbable in their pure form. This is the case of what Max Weber called the “ideal 

type”. (McQuail, 2002, 31) An ideal type is “formed from characteristics and elements 

of the given phenomena but it is not meant to correspond to all of the characteristics of 

any one particular case”. (“Max Weber”, http://en.wikipedia.org/wiki/Max_Weber, 

Encyclopedia) 

 

In mass communication, the source is normally a professional communicator who shapes 

the message to be shared. A professional communicator is usually “a group of 

individuals who act within predetermined roles in an organizational setting…”, thus, 

“…mass communication is the end product of more than one person”. (Dominick, 1993, 

18)  Mass communication channels are characterized by at least one (and usually more 

than one) machine involved in the process of sending and transmitting of the message. 

These machines convey the message from one channel to another. In contrast to the 
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interpersonal communication, where many channels are available, mass communication 

is commonly restricted to one or two. In mass communication, messages are public and 

addressed “to whom it may concern”, as they are not addressed to anyone particularly. 

These messages are also very expensive and many times encoded and then decoded until 

they reach the target audience. The audience is one of the main distinguishing features of 

mass communication. The mass communication audience is large, heterogeneous, wide-

spread, anonymous to one another, and self-selective (which means that if the receiver 

decides not to attend to the message, the message is not received). Since the audience is 

diverse and large, mass communication requires careful choice of symbols. In mass 

communication each of receivers has a different frame of references; therefore, the same 

symbols may evoke different associations and reactions. To elicit correct interpretations 

among all receivers, symbols must be very clear and have a single meaning. Feedback in 

mass communication is typically missing or much delayed. This makes mass 

communication much more difficult than face-to-face conversation and interaction. 

There is almost no chance for a source to repeat or reformulate the meaning of the 

messages. Due to this fact, messages in mass communication must be constructed in a 

way they will be understood by everyone. This concerns and affects advertising and 

other forms of marketing communication in particular. Noise in the mass communication 

process can be semantic, environmental, or mechanical. Mechanical noise can be even 

compounded, since there may be more than one machine involved in the process. 

(Dominick, 1993, 10-20)   

                                                                                   

Element                                                         Setting 

 Interpersonal Mass 

Source/Sender Single person; has knowledge of 

receiver 

Organizations; little knowledge of 

receiver 

Encoding Single stage Multiple stage 

Message Private or public; cheap; hard to 

terminate; altered to fit receivers 

Public; expensive; easily terminated; 

same message to everybody 

Channel Potential for many; no machine 

interposed 

Restricted to one or two; usually more 

than one machine interposed 
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Decoding Single stage Multiple stage 

Receiver One or a relatively small; in 

physical presence of source; 

selected by source      

Large numbers; our of physical 

presence of source; self-selected 

Feedback  Plentiful immediate Highly limited, delayed  

Noise Semantic; environmental Semantic, environmental, mechanical 

 

Exhibit 3.2. Differences in communication settings 

(Dominick, 1993, 21) 

 

Functions of Mass Communication for Society 

 

There is a variety of communication needs that must be met for a society to exist. 

“Primitive tribes had sentinels who scanned the environment and reported dangers. 

Councils of elders interpreted facts and made decisions. Tribal meetings were used to 

transmit these decisions to the rest of the group. Other members of the tribe may have 

been storytellers and jesters who functioned to entertain the group. As society became 

larger and more complex, these jobs grew too big to be carried out by single individuals. 

With the advent of a technology that allowed the development of mass communication, 

these jobs were taken by the mass media”. (Dominick, 1993, 33) This change was an 

important one, and I would like to elaborate on the far-reaching consequences of 

performing these communication functions by means of mass communication in contrast 

to interpersonal communication.  

 

Dominick, in The Dynamics of Mass Communication, argues that among all media 

functions, surveillance is probably the most obvious one. Surveillance refers to what we 

usually call the news and informative role of the media. Sentinels and lookouts have 

been replaced by the media. Journalists and correspondents for television networks and 

newspapers collect news and information important for us, but that we cannot get by 

ourselves. We can divide the surveillance function into two main types. The first type is 

beware or warning surveillance which occurs when the media inform us about danger 
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and threats from natural disasters, increasing inflation, air pollution, unemployment, 

military attack and other states of emergency. There is, however, a lot of news and 

information that is not actually dangerous or threatening to society but that people may 

like to know about. Transmission of such information that is useful and helpful in 

everyday life is the second type of surveillance function of the mass media. It is called 

instrumental surveillance. It includes informing us about films played at the local 

cinemas, latest fashion trends, stock market prices, new products on the market, weather 

forecasts, and so on. As entertaining programs often suggest some interesting news, tips, 

and recommendations, the surveillance function can be found even in media content that 

is primarily meant to entertain. We rely on mass media in this regard. Moreover, in cases 

when the mass media warn us about potential dangers, we absolutely trust them. This 

has certain consequences for us and society. According to Dominick, first of all, news 

travels much faster. Development of the electronic media has very much contributed to 

this fact. The second consequence is a bit subtler. In ancient times, if war began it was 

quite simple for people to find out about it. A stranger would appear at the mouth of a 

cave and belt the inhabitant with a club. This information was directly observable, and, 

therefore, there was very little doubt about its validity and trustworthiness. At that time 

the world was small and easily surveyed. Today, the mass media deliver news from 

different places that are beyond our immediate senses. We cannot easily verify this 

information but have to trust it. The major part of what we know about the world is 

“secondhand” and we are highly dependent on others as sources of information 

important for us. It is difficult for us to verify this information by ourselves, so we must 

rely on what other people tell us. So we have to trust the mass media in this regard. 

“This trust, called credibility, is an important factor in determining, which medium 

people find the most believable”. (Dominick, 1993, 34)   

 

The next function of the mass media, closely connected to the surveillance function, is 

the interpretation function. The mass media do not deliver just facts and data. Along 

with facts they also provide information about the meaning and significance of particular 

events. One form of media interpretation is so obvious that many people fail to see it. 

Any day the newspaper or the television or radio set cannot include everything that 

happens in the world. Among all events media organizations select those that will be 
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covered in the media and decide how much time or space will be given to them. This 

allows the individual to come across a large number of different perspectives. So a 

person can find out and consider many (if not all) sides of an issue before forming his 

own opinion about the topic. This, however, requires some efforts from his side, as it can 

be quite difficult to collect and evaluate different perspectives presented in the media. In 

this regard Dominick draws our attention to certain dysfunction that might occur when 

an individual starts to rely too much on the views presented in the media and begins to 

lose his or her critical ability, and, as a result, becomes passive and allows others to 

think for him or her. (Dominick, 1993, 39)   

 

“The mass media are able to join together by interpersonal channels different elements 

of society that are not directly connected”. (Dominick, 1993, 43) For example, mass 

advertising aims to link the products of sellers with the needs of buyers. Another type of 

connection occurs when the media link groups that are geographically separated but 

share a common interest. Because of linking members from different societal 

backgrounds and contexts, the media may create completely new social groups of 

individuals who have not recognized before that other people have similar interests. The 

consequence of this role of the mass media is the fact that different groups of society can 

be mobilized quickly. The negative aspect is that media can link extremist groups that 

may threat to society. The next function of the mass media – transmission of values – is 

a subtle but very important function of the mass media. It has also been called 

“socialization function”. “Socialization refers to the ways in which an individual comes 

to adopt the behavior and values of a group”. (Dominick, 1993, 43-44) The mass media 

present pictures of our society and through them we learn how we are supposed to act 

and what values are important. The media provide us with role models that we may 

observe and imitate. By enforcing social norms mass media can also transmit values. 

“Media coverage can ensure that the values of the majority of society are highlighted 

and upheld by what they choose to emphasize. The media’s function as enforcer of 

social norms was claimed that for many years the image of minority groups transmitted 

from one generation to the next by the mass media reflected the stereotypes held by 

those who were in power” (Dominick, 1993, 44)  
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It is difficult to imagine any medium (apart from a few exceptions like news radio or 

financial newspaper) without puzzles, horoscopes, games, tips, humor, gossips. All this 

is entertainment. Before the mass media appeared this entertainment function had been 

filled through interpersonal channels of communication. There were people responsible 

for fun and entertainment. Troubadours, storytellers, and court jesters were in charge of 

other people having fun and enjoyable leisure time. But in contrast to “individual 

entertainers”, mass media can make entertainment available to a large number of people 

at relatively little costs. This makes our leisure time more enjoyable. On the other hand, 

almost by definition, the mass media must appeal to the mass audience, and therefore the 

media content is designed to appeal to what Dominick calls “the lowest common 

denominator of taste”. (Dominick, 1993, 47) Another negative impact of the common 

use of media for entertainment is that “it is now quite easy to sit back and let others 

entertain you”. (Dominick, 1993, 47) The media fulfill this function very well. This form 

of entertainment requires only little effort, which cause that media may “encourage 

passivity”. Instead of playing baseball, people might simply watch it on television. 

Critics often claim that “the mass media turn modern society into a society of watchers 

and listeners instead of doers”. (Dominick, 1993, 47)  

 

The only way to understand the importance of the mass media in our lives is to imagine 

life without media. If the media were eliminated, nothing else would be the same. Our 

lifestyle would be different. Our entertainment would be different. Our understanding of 

the world around us would be different. Since we would not have newspapers, 

television, magazines, and books to explain us what is happening in our society (and 

beyond it), our understanding of politics, economics, latest events and trends would be 

entirely different. Media are the resource of explanation of the social reality and 

different concepts of it. Media express the changes in culture and values of society and 

social groups. They do not only inform and interpret but also create the social reality as 

well as new social and interpersonal relations and values. Media are the sources that 

empirically and in terms of values as well define what is “normal”. In other words, 

media represent a concept of what is “normal” and socially acceptable. Our 

understanding of ourselves, who we are, and how we differ from one another would be 

different, because we would not have media characters and images to compare ourselves 



 - 23 - 

to. The mass media are the important source of models of social behavior. They 

represent social norms, expectations, roles, status of each kind of groups known in 

contemporary society. Our social life, how we interact with other people, would also 

change without media. Changes would reach far beyond the sphere of our private lives. 

For social institutions to function, media are the source and means that transmit vitally 

important information. In the absence of media, therefore, education, religion, and every 

other institution would be also different. Government would operate differently because 

media are potential means of influence and control over society and, therefore, the 

significant source of power. Without advertising, business sphere would be entirely 

different. Media are, undoubtedly, the most important source of entertainment for us to 

define the most common ways of how to spend as well as organize our leisure time. For 

example, television fulfills significant socialization function. Because it is so widely 

watched, television is the subject of many small conversations. When we talk about 

television or other types of media with our friends and family, we take part in a kind of 

collective interpretive activity. Media play a major part in shaping society’s habits, 

values, and direction. Unfortunately, we often fail to remember that the media 

presentation of the events and the world around is always certain interpretation, which 

does not always correspond to reality. 

 

4. Marketing Mix – Basic Terms 

 

One of the most persistent conceptual problems in marketing is its definition. The 

American Marketing Association has suggested definition of marketing as “the process 

of planning and executing conception, pricing, promotion, and distribution of ideas, 

goods, and services to create exchanges that satisfy individual and organizational goals”. 

(“Marketing”, http://www.bsu.edu/marketing/, author not available)  This definition 

takes into account the activities of all parts engaged in the transfer of goods: members of 

the producing organization, resellers of goods and services, and customers or clients. 

The most common definition of marketing is “the act or process of buying and selling on 

a market” and “the commercial functions involved in transferring goods from producer 

to consumer”. (“Marketing”, http://www.answers.com/topic/marketing, author not 
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available) In popular usage, marketing can be understood as providing customers with 

what they want, when and where they want it and at a price they are willing to pay for it. 

 

The major marketing management decisions that can be directly controlled and modified 

generally fall into the following four categories:  price, product, place (distribution), 

and promotion (“The Marketing Mix”, http://www.netmba.com/marketing/mix/, author 

not available) These variables are known as the marketing mix or the four P’s of 

marketing. The marketing mix is a theoretical framework which helps to structure the 

approach to each marketing problem and challenge. It puts emphasis on the “mixing” of 

various factors in a way that attains objectives of both organizational and consumer 

markets as well. (“Marketing Mix”, http://en.wikipedia.org/wiki/Marketing_mix, 

Encyclopedia) Marketing managers can control these factors in order to best satisfy 

customers and meet the wishes of the target market, to create a good name and a positive 

image of the manufacturer, and to maximize its profit. These four elements can be 

combined together in an infinite number of ways.  

 

The term “marketing mix” was brought into use after Neil H. Borden in 1964 published 

his article, The Concept of the Marketing Mix. Borden began to use the term in the late 

1940s after James Culliton had described the marketing manager as a “mixer of 

ingredients”: “a mixer of ingredients, who sometimes follows a recipe as he goes along, 

sometimes adapts a recipe to the ingredients immediately available, and sometimes 

experiments with or invents ingredients no one else has tried”. (“Marketing Mix”, 

http://en.wikipedia.org/wiki/Marketing_mix, Encyclopedia) The ingredients in Borden's 

marketing mix included product planning, pricing, branding, distribution channels, 

personal selling, advertising, promotions, display, packaging, servicing, physical 

handling, fact finding, and analysis. E. Jerome McCarthy first grouped these elements 

into the four categories. (“Marketing Mix”, http://www.netmba.com/marketing/mix/, 

author not available) Even though the four P’s model is often being criticized for being 

oversimplified and outdated, it does provide a basic framework. 

 

There are also other sets of marketing mix components. In addition to product, price, 

promotion, and place, some theorists include people to highlight the importance of the 
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human element in all aspects of marketing. “People” can be interpreted as customers or 

as staff. Other authors include physical evidence (buildings and uniforms) and process 

(methods of producing, delivering, and consuming of goods and services) and make it 

seven P’s of marketing. Some authors point out that the four P’s model looks at 

marketing from the the perspective of the marketing manager and claim that each of 

these elements should also be seen and investigated from the consumer's perspective. 

They accomplish this transformation by converting product into “customer solution”, 

price into “cost to the customer”, place into “convenience”, and promotion into 

“communication” and call this new set of variables the four C’s. (Marketing Mix”, 

http://en.wikipedia.org/wiki/Marketing_mix, Encyclopedia) 

 

                      

Exhibit 4.1. The Marketing Mix 

(“Marketing Mix”, http://www.netmba.com/marketing/mix/, author not available) 

 

 

Pro
duct  

Pri

ce 

 Target 
Market Price 

 Product 

 Place 

 Promotion 
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Product 

Phillip Kotler defines product as everything offered on the market that can be consumed, 

gain customer’s attention and meets certain wants or needs. (Kotler, 2004, 32) The 

product can be physical products (goods), services, and ideas. In the case of physical 

products it also includes any services or conveniences related to the offering. Product 

decisions deal with questions like what products to produce and sell, what new products 

to add and what time is the best for them to be put on the market, what existing products 

to stop producing, how many products should be in the product line, what accessories 

and services to attach to the products, product life cycle and warranty period, quality, 

safety and packaging of products. (“Marketing Mix”, 

http://www.netmba.com/marketing/mix/, author not available) 

Price 

“Pricing decisions should take into account profit margins and the probable pricing 

response of competitors”. (“The Marketing Mix”, 

http://www.quickmba.com/marketing/mix/, author not available) Every pricing decision 

must be in accordance with other marketing decisions to keep the entire marketing 

strategy united. Well chosen price must appeal to the customers, help to attain financial 

goals of the company, make a profit, and be consistent with other elements of the 

marketing mix. Pricing includes not only choosing most reasonable prices, but also 

introducing different types of discounts (volume, cash, and early payment discounts), 

seasonal pricing, price flexibility, prices for retailers, options like leasing, and other. 

Price is influenced by a number of different factors such as “the type of distribution 

channel used, the type of promotions used, and the quality of the product”. (“Pricing”, 

http://en.wikipedia.org/wiki/Pricing, Encyclopedia) Price is usually relatively high “if 

manufacturing is expensive, distribution is exclusive, and the product is supported by 

extensive advertising and promotional campaigns”. (“Pricing”, 

http://en.wikipedia.org/wiki/Pricing, Encyclopedia) A low price can be a possible 

alternate for “product quality, effective promotions, or an energetic selling effort by 

distributors”. (“Pricing”, http://en.wikipedia.org/wiki/Pricing, Encyclopedia) 
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Place 

Place (or placement) decisions include those “associated with channels of distribution 

that serve as the means for getting the product to the target customers. The distribution 

system performs transactional, logistical, and facilitating functions”. (“The Marketing 

Mix”, http://www.quickmba.com/marketing/mix/, author not available) Distribution 

network serves as a middleman between the producer and the customer. A producer 

manufacures a product which is then usually stored in a warehouse of a distribution 

company and sold to retailers or customers. Place decisions must choose the way a 

product should be distributed and the type of distribution channel to use. Questions like 

– what part of the market the product should cover, what retailer (if any) to use, what 

distribution channels to choose, when and where the product or service should be 

available, issues of reverse logistics and inventory management – all fall into the place 

decisions. (“Marketing Mix”, http://www.netmba.com/marketing/mix/, author not 

available)  

Promotion 

To offer products that customers want at affordable prices and provide them through a 

well-organized efficient distribution system may seem to be enough to generate demand 

from the market. Often, however, it is not enough. Before becoming customers, people 

have to learn about products and about what products can offer to them. Moreover, there 

is a wide range of brand and product alternatives on the market for customers to choose 

from. So customers must be aware of the value and benefits of particular products. A 

company must communicate to the target market to inform potential customers about 

itself and its products and to persuade them to buy. Generally speaking, almost every 

aspect of company’s marketing production communicates something to people. In 

marketing, this is commonly known as promotion. Promotion decisions refer to 

communicating and selling goods and services to potential consumers. In the book 

Marketing Decision Making. Concepts and strategy “a set of all promotional means 

available for marketing is called promotional mix”. (Cravens, Hills, Woodruff, 1980, 

344) Another definition of promotional mix given in the same book is “a mix of 

communication tools that a company uses to inform and persuade audiences”. (Cravens, 
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Hills, Woodruff, 1980, 344) Promotional mix includes advertising, public relations, 

publicity, personal selling, and sales promotion. (“Promotion (Marketing)”, 

http://en.wikipedia.org/wiki/Promotion_%28marketing%29, Encyclopedia)  

 

Advertising 

To sell goods is one of the prime goals of market-based society. To generate and 

increase sales there is advertisement, which seeks to create a certain image associated 

with a product or service and to generate market demand for this product or service. That 

is the reason of why we are being “bombarded” with advertising everywhere, in the most 

unexpected places and moments. From the marketing perspective, advertising is a part of 

an overall promotional strategy. There are different definitions of advertising. Let’s have 

a look at the most common ones. According to Wikipedia, advertising is “any place an 

“identified” sponsor pays to deliver their message through a medium”. (“Advertising”, 

http://en.wikipedia.org/wiki/Advertising, Encyclopedia)  

Weiner, in Webster’s New World Dictionary of Media and Communications, claims that 

advertising normally involves purchase of space or time in a medium and defines 

advertising as “the use of paid media to sell products or services or communicate 

concepts and information by a sponsor or advertiser”. (Weiner, 1990, 7) Advertising can 

also be defined as “the making of public announcements designed to promote the sale of 

specific commodities or services”. (Danesi, 2000, 6) 

Public Relations 

“Public relations is the art and science of building relationships between an organization 

and its key audiences”. (“Public Relations”, 

http://en.wikipedia.org/wiki/Public_relations, Encyclopedia) While advertising is 

primarily about selling goods, public relations have developed into a business for selling 

people and companies. Gillian Dyer cites the aim of public relations is being “to create 

and actively promote positive and favorable images of people or companies in public 

life, without actually appearing to do so”. (Watson, Hill, 2000, 253) Public relations use 

many of the same methods and techniques as advertising. Public Relations are “activities 

and techniques used by organizations and individuals to establish favorable attitudes and 
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responses in their behalf on the part of the general public or of special groups”. (Danesi, 

2000, 188) 

Publicity 

“Publicity is the deliberate attempt to manage the public's perception of a product. The 

product could include anything from traditional goods and services, to celebrities, or 

works of entertainment”. (“Publicity”, http://en.wikipedia.org/wiki/Publicity, 

Encyclopedia) “Publicity is primarily an informative activity (as opposed to a persuasive 

one), but its ultimate goal is to promote the companies products, services, or brands”. 

(“Publicity”, http://en.wikipedia.org/wiki/Publicity, Encyclopedia) The most widespread 

and commonly known methods used in publicity are the news release (press release), 

news conference (press conference), spokesperson interview, and ghost-writing of 

articles and essays. (“Publicity”, http://en.wikipedia.org/wiki/Publicity, Encyclopedia)  

Public Relations vs. Publicity 

According to Wikipedia, the view that “public relations’ and “publicity” are synonyms is 

outdated. “Publicity is certainly an important tool in the public-relations professional’s 

kit, but not the only tool”. (“Public Relations”,  

http://en.wikipedia.org/wiki/Public_relations, Encyclopedia) Publicity is related to 

activities that intend and aim to generate positive view, coverage, reports and reviews of 

a product, service, or person in different media. Whereas public relations is “the 

management of all communications between the company and the general public”, 

publicity is “the management of product or brand related communications” between the 

organization and the general public. (“Public Relations”,  

http://en.wikipedia.org/wiki/Public_relations, Encyclopedia) 

Personal Selling 

“Personal selling is oral communication with potential buyers of a product with the 

intention of making a sale. Personal selling may focus initially on developing a 

relationship with the potential buyer, but will always ultimately end with an attempt to 

“close the sale”. (“Promotion – Personal Selling”, 
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http://www.tutor2u.net/business/marketing/promotion_personalselling.asp, author not 

available) 

Sales Promotion 

According to Wikipedia, sales promotion is “non-personal promotional efforts that are 

designed to have an immediate impact on sales. Sales promotion is media and non-media 

marketing communications employed for a pre-determined, limited time to increase 

consumer demand, stimulate market demand or improve product availability”. (“Sales 

Promotion”, http://en.wikipedia.org/wiki/Sales_promotion, Encyclopedia) While 

advertising offers a reason or an explanation why to buy, sales promotion provides 

motivations to customer or distribution channel to generate or stimulate demand for a 

product. Sales promotion includes discounts and sales, free samples, contests with 

prizes, different gifts. (“Sales Promotion”, http://en.wikipedia.org/wiki/Sales_promotion, 

Encyclopedia)  

Sales promotion is a number of short-time activities and events that aim to gain new 

customers, stimulate interest of former customers, and gain over those customers who 

often change the brand. Many marketing researches and explorations have proven that 

sales promotion usually brings a sooner respond than advertising. Sales promotion, 

however, does not increase commercial intercourse of a certain product for long, since it 

does not gain new permanent customers. It usually attracts the customers seeking for 

good prices and bargains, who easily change brands according to what is more 

advantageous for them at the moment. This is the reason why sales promotion increases 

sales only in short-term periods. Marketers often blame sales promotion for undermining 

customer loyalty to a brand. They say that sales promotion draws customer’s attention to 

differences in price and, thus, make him more “sensitive” to the price. Sales promotion 

might also diminish the brand or company image and, in general, are good only for 

short-term marketing plans. (Kotler, 2004, 660-661)      

Mix Element Advantages Disadvantages 

Adveritsing Good for building awareness  Impersonal – cannot answer 
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Effective at reaching a wide 

audience 

Repetition of main brand and 

product positioning helps to build 

customer trust 

all customer questions.  

Not good at getting 

customers to make a final 

purchasing decision 

Public Relations 

and Publicity 

Often seen as more “credible” – 

since the message seems to be 

coming from a third part (e.g. 

magazine, newspaper) 

Cheap way of reaching many 

customers – if the publicity is 

achieved through the right media 

Risk of losing control - 

cannot always control what 

other people write or say 

about your product 

Personal Selling Highly interactive – lots of 

communication between the buyer 

and seller 

Excellent for communicating 

complex/detailed product 

infromation and features 

Relationships may be built up – 

important if closing the sale might 

take a long time 

Costly – employing a slaes 

force has many hidden costs 

in addition to wages  

Not suitable if there are 

thousands of important 

buyers 

Sales Promotion Can stimulate quick increases in 

sales by targeting promotional 

incentives on particular products. 

Good short-term tactical tool 

If used over the long-term, 

customers may get used to 

the effect. Too much 

promotion may damage the 

brand image  

Exhibit 4.2. Advantages and disadvantages of each element of the promotional mix 

(Kotler, 2001, 557-558) 



 - 32 - 

The following table reviews and summarizes the marketing mix solutions including 

some of the aspects of product, price, place, and promotion decisions: 

PRODUCT PRICE PLACE PROMOTION 

Functionality List price Distribution 

channels 

Promotional Strategy 

Appearance Price flexibility Market coverage Advertising 

Quality Discount Distribution 

centers 

Publicity 

Packaging Allowances      Transportation Public Relations 

Brand Financing Reverse logistics  Personal selling & Sales 

Force 

Warranty   Media 

Service/Support   Sponsoring 

   Exhibitions 

Exhibit 4.3. A summary table of the marketing mix 

(“Marketing Mix”, www.quickmba.com/marketing/mix, author not available) 

 

5. Advertising 

In its most common sense the word “advertising” means “drawing attention to 

something”, or “notifying or informing somebody of something”. (Dyer, 2003, 2)  There 

are several possible classifications of advertising according to the subject or goals of 

advertising. Two main kinds of advertising according to its subject are product 

advertising and brand or image advertising. Whereas product advertising is advertising 

of a particular product or service, brand or image advertising promotes image or 

corporative identity of a firm. (Čepelková, Richter, Sehnalová, 2000, 41) Advertising 

might chase different purposes. According to its goal advertising can be classified into 

three general types: informing, persuading and reminding. (Kotler, 2004, 641) To inform 
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is one of the most important and common goals of advertising mentioned in the 

literature. Advertising informs customers about the product including where they can 

purchase it. Informing advertising prevails in the pioneering period of a product when it 

is necessary to generate a primary market demand. Persuading advertising becomes 

important in the competition stage when the company attempts to generate demand for a 

certain brand. Reminding advertising is very important in the stage of product maturity. 

This kind of advertising may intend to assure customers of having made the right choice. 

(Kotler, 2004, 641) According to “AIDA” model, every advertising message should 

attract Attention, arouse Interest, evoke Desire/Decision and lead to Action. (Burton, 

Jirák, 2001, 271-272) 

Advertising as Communication 

 

Marketing communication is a part of communication in the broadest sense of the word. 

To provide information is the essence of advertising. Advertising communicates to the 

target market, provides information and, through the meaning of its content, directs 

opinions, attitudes, expectations and behavioral patterns. For its effectiveness it is 

necessary not to underestimate any part of the communication process. Providing 

information consists of the information impact between the sender of the information 

and its receiver. The result of such impact depends on many factors, such as advertising 

intention, relevant selection of means, definition of the target market, and shape of the 

shared information. As other forms of marketing communication, advertising is often the 

main source of information for a customer (consumer). In the case this fact is being 

omitted or some part of communication process is being underestimated, the 

effectiveness of communication will be different from the originally intended one.  

 

Štarchoň, in the article Proces komunikácie v reklamě, argues that  there are two types of 

advertising communication. The first one is communication between individual elements 

of advertising involved in the advertising proces (advertiser, advertising agency, media 

agency). The second type is communication to the target market through the advertising 

message. (Štarchoň, roč. 2, p. 38-41) 
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          encoded message                                message transmission        decoded message 

                                                                              channel  

sender       →            broadcast transmitter               →             antenna       →    receiver 

 

 

                                                               noise 

 

 

 

                                                            feedback 

 

Exhibit 5.1. The model of marketing communication 

(Burton, Jirák, 2001, 60) 

 

In advertising the source has three-in-one form: advertiser (the company who orders an 

advertising), creator (which is, as a rule, an advertising agency producing advertising), 

and medium that transmits advertising to receiver. Advertising uses the mass media or 

other communication channels and is encoded according to a particular medium. Noise 

is all factors that can distort the message or disturb the communication process as such. 

Noise can be highly-competitive market that may be the potential danger of substituting 

products or confusing. Messages are “molded” to be eye-catching for the public. The 

public must then decode the meaning of the message. Receivers are defined as the target 

market. Advertising disposes of a feedback in a way of expected change in the 

consumers’ behavior (or the lack of this change), and then by conducting market 

researches. (Burton, Jirák, 2001, 272)  

“There are several recognizable techniques used in advertising in order to better 

convince the public to buy a product and shape the public's attitude towards their 

product”. (“Television Crew”, http://en.wikipedia.org/wiki/Television_crew, 

Encyclopedia) These may include repetition, bandwagon, testimonials, pressure, appeal 

to emotions, association, advertising slogans, controversy, guerilla advertising. 

(“Television Crew”, http://en.wikipedia.org/wiki/Television_crew, Encyclopedia) 

Repetition as an advertising technique is used when to make sure their product is widely 
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and easily recognized, advertisers “gamble” on frequent repetition of the name. Some 

advertisers by implying that the product is commonly used hope to convince potential 

customers to “get on the bandwagon”. The method when advertisers try to promote the 

superior quality of their product through appeal to the authority and the testimony of 

ordinary users, experts (or both) is called testimonial.  Some advertisements aim to 

generate demand and sales by bringing pressure upon the target audience. Such slogans 

as “Buy now, before they're all gone!” or “Last days of special prices!” make people buy 

without long consideration. Appeal to emotion is another technique used in advertising, 

which refers to the manipulating of those emotions that help to get people to buy a 

product. In reality, however, this method is usually combined with other tecniques and 

used in nearly all advertisements. All advertising, in one way or another, intend to 

provoke an emotional reaction. Besides artistic expression intended to provoke an 

emotional reaction there are “three common argumentative appeals to emotion in 

product advertising are wishful thinking, appeal to flattery, and appeal to ridicule”. 

(“Television Crew”, http://en.wikipedia.org/wiki/Television_crew, Encyclopedia) To 

make a product seem more desirable for potential buyer advertisers often try to associate 

their product with desirable images.  Attractive models, seducing images, beautiful life, 

or spectacular nature are meant to present a product as a way how to get these desirable 

images.  Advertising slogans can also be seen as a form of association technique, since 

they almost never contain information about the product itself but refer to other 

denotative images. Guerilla advertising is one of the most controversial advertising 

methods, which often balances on an edge of law. According to the law, advertising 

must not be concealed and the audience must know when they are advertised. The key 

principle of guerilla marketing, however, is that it is done and performed in a way the 

target market does not know that they have been advertised but their impression of the 

product is changed. (“Television Crew”, http://en.wikipedia.org/wiki/Television_crew, 

Encyclopedia)  

Media and Advertising 

Every day we are “bombarded” with advertisements in our homes, cars, workplaces, and 

on the streets. Advertisements occupy large amounts of public space and have become a 

significant part of an urban setting. They are a part of our daily landscape. As business 
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seeks new places to advertise goods and services, advertisements can be found just about 

everywhere. Buses, trams and subway have been main advertising spaces for a long time 

catching the eyes of riders and passersby. Even airlines now sell the advertising space on 

the outside of the planes. Television and radio have also been full of advertisements. 

When we log onto the Internet, we find that advertisements are also a part of the 

cyberspace. Advertising surrounds sporting events on television and in sport arenas as 

well. Advertisements arrive in the mail and via fax. We wear advertising logos on our 

clothes. We carry advertising logos on our grocery bags. “Advertisements are so deeply 

embedded in our environment that we are likely to see, hear, and even smell them (in the 

form of magazine perfume advertisements) without thinking twice”. (Croteau, Hoynes, 

2002, 185) In short, advertising can be placed in many different forms of media: 

television, radio, print media (books, newspapers, magazines), outdoor advertising 

(billboards), Internet, and other kinds of media like advertising on the cars, metro 

platforms, sides of the public transport, on the wrappings, SMS, even stickers on apples 

in supermarkets.  

 

Two basic aspects of advertising are the message (what the advertisement wants to say) 

and the medium (how the message gets across). “Media (the plural of medium) is 

derived from the Latin word “medius”, which means “middle”. The communication 

media are the different technological processes that facilitate communication between 

(and are in the “middle” of) the sender of a message and the receiver of that message”. 

(Croteau, Hoynes, 2002, 6-7)  

Relations between media and advertising are a frequent subject of media studies. The 

reason is very simple: advertising is a product which supports commercial aspect of 

media. The key factor of time and space offer to advertisers by a medium, however, is 

not the advertiser’s interest in this time or place but the audience’s interest in the 

medium. Media sell presumptive attention of their readers, watchers or listeners. 

(Burton, Jirák, 2001, 267) When advertisers decide what media to use for the promotion 

of their products, it is necessary to take into account several important factors. To reach 

the target audience it is important to consider its customs related to the media. Whereas 

the Internet and television are the best ways to catch the eyes of young people, radio is 

good to appeal to drivers, seniors, and housewives. Different types of media are not 



 - 37 - 

equally capable of visualization and presentation. People also trust some forms of media 

more than others. This is the reason of why media must be chosen according to 

particular aspects of products. It is hardly possible to advertise perfumes via broadcast or 

a new medicine in the lifestyle magazine. Messages should “fit” the medium. For the 

announcement of big sales beginning tomorrow it is better to use the radio or 

newspapers. Message containing a big amount of technical data requires publishing in 

the specialized magazine or sending via mail. Finally, costs play a very important role 

for the advertiser. Television is a very expensive medium, while advertising in broadcast 

and newspapers is (relatively) cheap.  

 

 

MEDIUM ADVANTAGES DISADVANTAGES 

Television Combination of picture, sound 

and motion; appeal to senses; big 

attention while watching; broad 

extension  

Very expensive; overfull; shifting 

attention; relatively small 

selectivity of the audience 

Radio Mass used; high geographical 

and demographical selectivity; 

law costs 

Only sound presentation; smaller 

attention then while watching TV; 

non-standardized measuring of the 

impact; sifting attention 

Newspapers Timeliness; flexibility; good 

covering of a local market; broad 

impact; high trustworthiness  

Short lifetime; bad quality of print; 

small readership of a issue 

Magazines High geographical and 

demographical selectivity; 

trustworthiness and prestige; high 

quality of print; long lifetime; big 

readership of a issue  

Need to buy advertising place a 

long time in advance; a part of 

unsold issues; no guarantee of 

placement  

Internet High selectivity; interactivity; 

world-wide availability 24 hours 

a day; high speed of providing of 

Relatively new medium with a 

small number of users in some 

countries 
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information; relatively low costs 

Outdoor 

advertising 

Flexibility; high repetition; low 

costs; relatively low competition 

Impossibility to choose the 

audience; strict limits to creative 

solutions 

Online 

advertising 

Targetability; low costs; fast 

feedback; interactivity 

Small target group; relatively small 

influence 

 

 

Exhibit. 5.2. Advantages and disadvantages of different media. 

(Kotler, 2004, 653) 

 

Over the last ten years, rapid development of new digital and communication 

technologies has begotten a large number of new media. Advertorials are printed 

magazines and leaflets with advertisements that contain different articles written by 

public relation agents and paid by advertisers. Advertorials can hardly be distinguished 

from “regular” newspapers and magazines. Other printed materials such as annual 

reports, catalogs, and telephone directories also contain more and more advertisements. 

Infomercials are television advertising programs that seem to be entertaining television 

shows but promote different products. Magazines that can be found only on the Internet 

are called electronic magazines. Compared to the printed magazines, electronic ones are 

cheaper and easier to produce. Another medium, which has become widespread and 

commonly used, is fax on request. This is the service, which enables to send requested 

information automatically, twenty-four hours a day, seven days a week. A customer 

makes a free call to a certain telephone number and the fax program automatically sends 

him back requested information within five minutes. Interactive television is expected to 

come soon. Combination of television, computer and telephone will enable two-way 

communication with the program or information service through the television set. 

Interactive television will make it possible to communicate with a salesman on the 

screen by using the computer keyboard. (Kotler, 2001, 581)  
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Advertising in Contemporary Society 

 

Every day and for most of our lives we see and hear many advertisements. Because 

advertisements are just about everywhere we usually take them for granted, but many 

people, including the advertisers themselves, claim that they are one of the most 

important influences on our lives. Advertisements do not only sell goods and services, 

they are commodities themselves. “In a sense advertising is the “official art” of the 

advanced industrial nations of the west. It fills our newspapers and is plastered all over 

the urban environment; it is highly organized institution, involving many artists, writers 

and film directors, and comprises a large output of the mass media. It also influences the 

policies and the appearance of the media and makes them of central importance to the 

economy”. (Dyer, 2003, 2)  

  

Advertisements communicate to us. They tell us stories about ourselves and our society. 

These stories, of course, are specific to their products or services. Advertisements tell us 

that if we drink a particular brand of beer we will meet an attractive woman or that if we 

use the right lipstick and nail polish we will meet a handsome man. If we buy a certain 

car we will gain prestige. If we use specific cleansers we will save time. If we wear 

certain clothes we will find adventures. Advertising may also tell us that a particular 

item will save us money, that a specific service will make us healthier, or that a new 

product will be a great gift for our beloved one. There are many specific messages in 

these advertisements. These messages do not only provide information about prices and 

availability of products but also imply connections between products and lifestyles and 

between services and states of mind. In all of this we are not merely spectators and 

passive participants. (Croteau, Hoynes, 2002, 186) “Despite the diversity of advertising 

messages and their frequent use of irony and humor, there is an underlying commonality 

to almost all advertisements: they are fundamentally about selling. They address their 

audience and consumers and celebrate and take for granted the consumer-capitalist 

organization of society”. (Croteau, Hoynes, 2002, 186) “Advertisements tell us that 

happiness and satisfaction can be purchased, that each of us is first and foremost an 

individual consumption unit, and that market relations of buying and selling are the 

appropriate – perhaps the only – form of social relations outside the intimacy of the 
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family”. (Croteau, Hoynes, 2002, 186)  Sometimes even the intimacy of the family may 

seem to be for sale. One recent advertisement implied that a father could spend more 

time with his wife and children if he bought a direct-television satellite dish! 

“Advertising presumes and promotes a culture of consumption, normalizing middle- or 

even upper-middle-class lifestyles and making buying power a measure of both virtue 

and freedom. In the process, advertising elevates certain values – specifically, those 

associated with acquiring wealth and consuming goods – to an almost religious status. 

Moreover, advertising promotes a worldview that stresses the individual and the realm 

of private life, ignoring collective values and the terrain of the public world”. (Croteau, 

Hoynes, 2002, 186) Some advertisements campaigns succeed and other fail. But whether 

or not advertisements are successful at selling particular products, the prime message in 

advertising, which saturates our media culture, is the importance of the values of 

consumerism. (Croteau, Hoynes, 2002, 186) 

 

Selling Consumerism in the Early 20
th
 Century 

 

“Turn-of-the-century capitalists, captains of industry, saw mass advertising as a means 

of shaping the consciousness of the American population in a way that would give 

legitimacy and stability to the rapidly industrializing society”. (Croteau, Hoynes, 2002, 

187)  Creation of a new way of life based on the pleasures of consumption was the key 

to this new consciousness. Mass advertising emerged in the second decade of the last 

century, “when leaders of the business community began to see the need for a 

coordinated ideological effort to complement their control of the workplace”. (Croteau, 

Hoynes, 2002, 187) Advertising would become the central point of a program to sell not 

only products but also “a new, American way of life in which consumption erased 

differences, integrated immigrants into the mainstream of American life, and made 

buying the equivalent of voting as a form of commitment to the democratic process”. 

(Croteau, Hoynes, 2002, 187)   

 

From the very beginning advertising was more focused on creating consumers than 

selling products. “If a mass production economy was to be profitable and if those who 

worked for long hours under difficult conditions in the factory were to be pacified, new 
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needs and habits had to be stimulated. This was the job of advertising”. (Croteau, 

Hoynes, 2002, 187) Consumption was to provide solutions to personal problems. It was 

an early version of the currently prevailing attitude that sees a day of shopping as a way 

to entertain and cheer up oneself. Old habits and traditions that recent immigrants 

brought to the United States had to be eliminated in favor of the new “American way”, 

which was characterized as participation in a consumer society. Advertisements sold 

consumerism as “a gate to social integration in 20th-century America and as an ideology 

that would smooth over social conflicts – especially class conflicts – and serve as a form 

of social cement”. (Croteau, Hoynes, 2002, 187) After the invention of the mass 

production and conveyers in the 1970s, production was detached and separated from 

consumption. Advertising tried to “sell a cross-class ideology of consumerism was 

through its focus on the realm of consumption and its neglect of production”. In other 

words, “advertising neglecting of production was connected to the general structure 

changes in capitalism system taking place in the society”. (Croteau, Hoynes, 2002, 187) 

The workplace might have been unsatisfying and boring but advertising offered an 

entirely different world removed from work by highlighting the wonders of the 

consumer lifestyle. Advertisements were selling the worldview and lifestyle, regardless 

of whether people had the means to afford and live it. “Advertising suggests the 

continuous consumption as a way to achieve the promoted lifestyle”. (Croteau, Hoynes, 

2002, 188) So we can see that our culture of consumption is closely connected to 

advertising. Advertising led and helped to create culture of consumerism and still 

continues, in new forms, to sustain consumerism as a central part of contemporary 

Western ideology.  

Advertising and Consumerism 

“Advertising advances and perpetuates the ideas and values which are indispensable to a 

particular economy system”. (Dyer, 2003, 1) Advertisers want us to buy things, use 

them, throw them away and buy new replacements in a cycle of continuous 

consumptions. “Advertising does not sell; it makes us want to buy”. (Dyer, 2003, 1) 

People who criticize advertising argue that it creates false wants and encourages the 

production and consumption of goods that do not match with the fulfillment of real and 

urgent human needs. It is claimed that advertising is an irrational system which appeals 
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to our emotions and feelings which have nothing to do with the offered goods. 

Advertisements usually imply that to purchase is the only way to social success and 

happiness. They define private purchasing and competitive spirit (desire to own a better 

car and apartment, to have larger social prestige) as a primary goal in life. The consumer 

economy is said to make us greedy, selfish, materialistic, and wasteful. On the other 

hand, those who defend advertising say that it is economically necessary and has brought 

many benefits to society. It contributes to society’s wellbeing and raises people’s 

standard of living by encouraging and increasing the sales of mass-produced goods. This 

in turn stimulates the production and creation of prosperity and employment. Those 

people who criticize advertising are accused of trying to deny cheaper goods and 

services to the majority, and of “being economically shortsighted”. (Dyer, 2003, 3-4) 

“Furthermore, the champions of advertising say that people are perfectly free to ignore 

advertisements and advertisements do not brainwash people because a number of 

advertising campaigns fail to attract customers”. (Dyer, 2003, 4) It is true that consumer 

goods have brought comfort and contentment to a large number of people and I do not 

think this is bad from any point of view. Consumer goods are necessary and important in 

such complex society as ours. Along with goods we need information about them: about 

their prices, functions, quality. This kind of information is a useful guide that helps us to 

make our wise and rational consumer choices. But there are two questions we have to 

ask ourselves. The first question is whether consumer advertising provides us with 

enough (if any) accurate information about the offered products. The second question is 

whether the economic function of advertising is so vital that our society cannot afford to 

live without advertising, no matter what cultural, social and personal negative aspects 

and problems connected with advertising are. We also need to ask if it is a society as a 

whole or only a few manufactures and business corporations are whose who benefit 

from the advertising of consumer goods.  (Dyer, 2003, 4) 

How is advertising related to the economic systems of modern society? The volume of 

goods which flow these days from factories would cause serious problems for the 

manufacturers, unless they were quickly consumed and unless “the general ideology of 

society was in tune acquisitiveness and the “way of life” associated with the consumer 

society”. (Dyer, 2003, 5) Advertising is one of the means used by manufacturing and 

service industries to ensure the distribution of goods to people and society. Advertising 
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is designed to generate demand for such goods and services. By organizing our tastes 

and manipulating our behavior, advertising helps business to “secure section of the 

market… in the interests of company profit and capital growth”. (Dyer, 2003, 5) 

Advertising sells not only specific goods and services but it also certain characteristics 

which are not connected to selling. It tries to convince people to buy a certain way of life 

in the same way they buy goods. “The more abundant goods become and the more 

removed they are from basic physical and social needs, the more open we are to appeals 

which are psychologically grounded”. (Dyer, 2003, 6) Although the goods on counters 

and in shop windows do not usually relate to our urgent needs, we still want them. The 

key function of advertising is to create desires that previously did not exist. Thus, 

“advertising creates the desires it seeks to satisfy. Our desires are aroused and shaped 

mostly by the demands of the system of production, not by the needs of society or of the 

individual”. (Dyer, 2003, 6) Nevertheless, we should not overlook the fact that, as it has 

been already mentioned, a consumer is not totally dependent on the production system. 

Despite the consumer lifestyle is certainly the prevailing one today there are also 

alternative lifestyles and ways of life from which to choose. We have our freedom to 

choose the way of life acceptable for us, according to our own preferences, tastes and 

values. The advertiser’s task is to try to convince rather then inform, but we are still free 

to make our own choice.   

 

One of the major criticisms of advertising highlights the fact that it makes us too 

materialistic. Advertising persuades us that “we can achieve certain desirable goals in 

life through possessing things”. (Dyer, 2003, 7) Paradoxically, “modern advertising 

shows that we are not materialistic enough. If we were, presentation of the objects being 

sold would be enough in itself. But consumer advertising presents its goods along with 

other personal and social aspirations. The reason that we have to be “magically” induced 

to buy things through fantasy situations and satisfactions is because advertisers cannot 

rely on rational argument to sell their good in sufficient quantity. The roots of this 

situation can be traced back to the coming of large-scale industrial promotion which, 

since the end of the last century, has been capable not only of supplying us with essential 

goods but also of swamping us. These goods have to be smoothly and effectively 

distributed or else the production system would collapse beneath the weight of surplus 
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and unwanted products. Markets have to be found and created in order to absorb the 

perpetual flow of goods coming from factories. The producers have to be able to predict 

the demand for goods, so that expensive capital equipment and plant is not risked, 

factories do not lie idle, and profits fall. Advertising is one of the mechanisms used by 

modern industrial capitalism to organize and ensure markets for its goods”. (Dyer, 2003, 

7-8) Advertisers argue that great amounts and a wide range of goods produced in 

competitive free-market economy guarantees the consumer “freedom of choice” and that 

choice constitutes a basic human freedom. It is absolutely true to say that there is a 

variety of choices to be made on the market. But does the choice that we have to make 

between ten brands of similar toothpaste really constitute choice and guarantee freedom? 

Are not the differences between the toothpastes, shampoos, television sets often trivial, 

pointless, and unnecessary? It is clear that producers of the goods are more interested in 

profits than in constituting the consumer choice. “Different brands, design, and trade 

names produced by marketing society are general concepts, patterns, symbolic forms 

that allow communication between producer and consumer. They operate as mediators 

between producer and customer”. (Dyer, 2003, 8) Manufacturers want to produce 

successful products and actually spend a lot of money on market research in order to 

find out and test consumer tastes and preferences and provoke the possible market 

reaction. In this sense, they are influenced by what members of society need and want. 

Nevertheless, it is more likely that manufactures’ decisions about what goods to produce 

will be influenced rather by such factors as profit and company’s success on the market 

than by questions of “longer-term economic stability and social needs”. (Dyer, 2003, 9)   

 

There are different approaches to advertising. I find Niklas Luhmann’s theory of 

advertising to be one of the most significant for full understanding of this phenomenon. 

Luhmann’s view is primarily based on the conviction that different social systems 

function independently on people. According to his view, social systems, including the 

mass media system, do not meet people’s needs and wishes but, first and foremost, 

stabilize and reduce complexity of the modern society. (Luhmann, 2000, 50) 

Nevertheless, it is important not to fail to see the fact that Luhmann’s functionalist 

opinion is only one of the several existing. There are authors, like Anthony Giddens, 
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who claim that social systems cannot exist until people become aware of their sense and 

purpose. (Giddens, 2003, 103-104) 

 

Niklas Luhmann says that “after truth comes advertising” (Luhmann, 2000, 44) 

Advertising dictates people tastes and preferences and people follow it in terms of what 

they want. Advertising cannot, however, determine what its target audience will think, 

feel or desire. Advertisers can calculate chances of success and decide whether they are 

worth expenses. “The success of advertising lies not only in the realm of economics, not 

only in sales success. The system of the mass media has its own function here as well, 

and that can be said to be the stabilization of a relationship of redundancy and variety in 

everyday culture. Redundancy is generated by the fact that a thing can be sold, that it 

sells well and variety by the need to distinguish one’s own products in the market. Under 

the conditions of industrial production, it is surely more of an act of desperation than 

reason to buy something again. Therefore, additional support for motives is needed, and 

this is best done through generating the illusion that the same is not the same, but rather 

something new. One of advertising’s main problems is “continuously introducing new 

things and at the same time having to generate brand loyalty, in other words, variety and 

redundancy”. (Luhmann, 2000, 50) A hamburger is still hamburger, but every season it 

gets bigger and better. In order to observe this, minimum information is required. “This 

is how a combination of high standardization with equally high superficial 

differentiations arises”. (Luhmann, 2000, 50) “Advertising declares its motives. It 

improves and very often conceals its methods”. (Luhmann, 2000, 44) The point now is 

not to describe the offered product and inform the market about the product, its price and 

value. Advertising uses much more psychologically subtle and complex means. 

Information is no longer primary. Very often it is made up for with eye-catching design 

and good graphics. Focus on beauty is primer to content. “Good form often destroys 

information”. (Luhmann, 2000, 45) 

 

The main function of advertising is to introduce a wide range of consumer goods to the 

public and, therefore, support the free market economy. However, this is obviously not 

its only role. Over the years advertising has become more and more involved in the 

manipulation of social values and attitudes, and less concerned with the transmission of 
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information about goods and services. Advertising plays a major part in shaping 

society’s values, habits, and direction. In this regard it can be said that “advertising now 

fulfils a function traditionally conducted by art of religion”. (Dyer, 2003, 2) Some critics 

assert that advertising in modern society operates in the same way as myths in primitive 

societies, providing people with simple stories and clear explanations. These simple 

stories convey values, attitudes, and ideas, and help people to organize their thoughts 

and experiences. Doing so, these stories make the world around sensible and reasonable. 

Just like myth “advertising reinforces accepted modes of behavior and acts as an 

anxiety-reducing mechanism resolving contradictions in a complex or confusing society. 

To the constant nagging dilemmas of the human condition, advertising gives a simple 

solution… (It) simultaneously provokes anxiety and resolves it”. (Dyer, 2003, 2) 

Advertising is called “the magic system … a highly organized and professional system 

of magical inducements and satisfactions functionally very similar to magical systems in 

simpler societies but rather strangely co-existent with highly developed scientific 

technology” and the advertiser is described as “a modern-day shaman whose anonymous 

vantage in society permits him to articulate a novel magic which offers to meet the 

familiar pains of a particular society and history, to soften or sharpen ambition, 

bitterness, solitude, failure and rapacity”. (Dyer, 2003, 2) Advertisements conceal and 

avoid the issues that are central for society to exist: issues related to production and 

work. The basic issues in contemporary society that indeed concern money and how to 

earn it are transformed into “images” and “lifestyles” that can be bought with products, 

not money. The magic of advertising is that we may actually believe that goods can 

convey messages about ourselves. This leads to us being “alienated from ourselves, 

since we have allowed objects to “speak” for us and have become identified with them”. 

(Watson, Hill, 2000, 3) Such alienation may lead to feelings of anxiety, discomfort and 

fragmentation. These feelings may ironically evoke a desire to seek to rescue in further 

consumption.  
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6. The Internet as Marketing Medium 

 

“The Internet is the publicly accessible worldwide system of interconnected computer 

networks that transmit data by packet switching using a standardized Internet Protocol 

(IP). It is made up of thousands of smaller commercial, academic, domestic, and 

government networks. It carries various information and services, such as electronic 

mail, online chat, and the interlinked Web pages and other documents of the World 

Wide Web. Contrary to some common usage, the Internet and the World Wide Web 

(WWW) are not synonymous: the Internet is a collection of interconnected computer 

networks, linked by copper wires, fiber-optic cables, etc.; the Web is a collection of 

interconnected documents, and is accessible using the Internet”. (“Internet”, 

http://en.wikipedia.org/wiki/Internet, Encyclopedia) 

 

Online marketing is marketing on the Internet. Online marketing is commonly used term 

which includes Web presentation (Web page, server) of the company, product, or 

service; online advertising; Search Engine Optimization1; e-mail marketing (direct mail, 

newsletters); online Public Relations, and e-commerce. The Internet is capable of 

communicating to a big audience and spreading messages all over the world with the 

extremely high speed. Doing so, the Internet can be used to provide information in the 

desired form, and where and when this information wanted. (Hlavenka, 2001, 19-23)   

 

The Internet is good for pull type communication. (Nagyová, 1999, 36) This means that 

people look for information, fun, activity (and everything else) themselves only when 

they want and have time for that. But even the pull process can be influenced by a 

company. If the company succeeds to create in the cyberspace a wide awareness of its 

high-quality online presentation, more people will be visiting its pages. They will get in 

contact with a company and associate its online presentation with offline activities. The 

company catches the eyes of the public on the Internet and, thus, makes people 

interested in its activity as such.  

                                                 
1 Search engine optimization is a set of methods aimed at improving the ranking of a website in search 
engine listings (“Seach Engine Optimization”, http://en.wikipedia.org/wiki/Search_engine_optimization, 
Encyclopedia) 
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Online Public Relations 

 

Today, the major part of organizations has corporate Web sites. These sites can offer 

significant information for a very broad as well as selected audience. One of the most 

important reasons for site development is to be able to visualize the company, provide 

news and generate the positive image of a company, in other words, to present what is 

special about the organization and its activity. At the moment WebPages are the 

significant element of a general public relations strategy. WebPages contribute to 

establishing and sustaining relations between the company and the public. Their 

advantage is not only law costs and the large target audience of the Internet as the 

medium as such. WebPages are world-wide available twenty four hours a day and seven 

days a week, thus, they are capable of providing information quickly and in time. 

WebPages also enable feedback and interaction with the audience. Web presentation 

becomes more visible and efficient if the company is aware of what to offer to a certain 

group and how to influence it. The basis of successful Web presentation is high quality 

and trustworthiness of information, interesting design and graphics, simple navigation to 

the pages and on the pages. According to David Phillips, WebPages must be secure, 

trustworthy, convenient, friendly, fast, up-to-date, and captivating. (Philips, 2001, 124) 

WebPages should communicate to the online audience in a way that effectively utilizes 

the interactive nature of the medium. That is why the content of WebPages must be 

compelling, precise, up-to-date, and to the point. The goal is to create useful online 

sources of information that will encourage and stimulate the Web page traffic. “Web site 

visitors will measure an organization’s professionalism and sophistication by the 

impression they get during the first few seconds (say, 15-20) they spent on its 

WebPages. There is a need to provide an engaging graphic design while respecting the 

unique set of constraints caused by the limitations of the computer screen resolution and 

the low connections speed of many users”. (Phillips, 2001, 140) The central part of 

architectural design of a Web page is “to make a Web site easy to navigate and present 

information in an intuitive, comprehensible and comfortable layout. Architectural design 

should help guide the viewer along a path that effectively presents the desired message”. 

(Phillips, 2001, 140) Unlike a printed magazine or leaflet, a Web site is an ongoing and 

dynamic communication. This is the reason of why WebPages have to be kept fresh.  
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Online Advertising 

 

Two main types of online advertising are: World Wide Web presentation (WebPages) 

including strip line advertising (banners), buttons and text links, and E-mail advertising.  

(Struchlík, Dvořáček, 2002, 78) 

 

Advantages of the Internet advertising are given by the interactive nature of the Internet 

as medium. The Internet advertising can be adapted appropriate to the particular target 

audience, according to its country, region, occupation, hobbies, and demographical 

characteristics. Advertising campaign can also be designed and planned for certain days 

a week, time periods during the day and particular types of operating systems and 

software used. This allows to create a highly personalized and, therefore, effective 

advertising campaign. The Internet provides many ways for feedback.  It is easy to count 

how many times the advertisement is showed up on the WebPages, how many users 

clicked on it and navigated to the WebPages with a product or service description. 

(Struchlík, Dvořáček, 2002, 71-73) It is also possible to observe how many users did buy 

the promoted product. The next advantage of the Internet advertising is flexibility. 

Advertising campaigns in traditional media are very hard to change and changes always 

mean high additional costs. On the Internet the advertiser disposes of immediate 

statistics of the successfulness of his campaign. If he sees that certain strip line 

advertising is not being clicked on much, he can change it and continue the advertising 

campaign. Often he does not even have to change the strip line advertising itself; 

sometimes it is enough to change time when it is shown.  

 

Web advertising 

 

Many people think of the World Wide Web (‘WWW’ or ‘the Web’) as being the 

Internet. For sure, it is a very popular Internet protocol, which is supervised by the 

World Wide Web Consortium and is based on the application of a set of writing 

conventions (Internet grammar) called Hypertext Transfer Protocol (HTTP). A Web site 

is a related collection of Web (HTTP) files that includes a beginning file (page) called a 

home page. From the home page it is possible to get to all (or the majority of) the other 
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pages on the site. (Phillips, 2001, 17) Strip line advertising (banners) is placing of 

images (static or animated) in the form of strip lines on the WebPages of most visited 

servers. All strip line advertisements are implemented by so called Potent Providers, i.e. 

content providers. (Papík, Michalík, Nováček, 1998, 44)2 This from of advertising is 

good to remember promoted company, products or services. Strip line advertising also 

enables to navigate directly to the WebPages of the advertiser by mere clicking on the 

advertising reference. When the user gets to the advertiser’s WebPages it becomes easier 

to arouse his interest, since the whole space of HTML document serves this purpose. 

Buttons are a specific form of a banner that emerged from the smallest banners with 

dimension 88 x 31 pixels.3 (Struchlík, Dvořáček, 2002, 84-94) In the case of text links, 

which is another form of online advertising, advertising message is transmitted not 

through the picture but through the text in the link. The main purpose of such link is to 

attract user’s attention and make him click on the link and get to the advertiser’s 

WebPages4. Advertiser can agree with the Web server provider to place his logo on the 

WebPages (usually on the top or bottom of the page) as a server sponsor. This type of 

web advertising is called sponsoring. (Struchlík, Dvořáček, 2002, 84-94) 

 

E-mail 

 

“E-mail (electronic mail), the exchange of computer-stored messages, is the most used 

Internet facility”. (Phillips, 2001, 149-150) It is one of the earliest applications for the 

Internet and remains the most popular Net activity. When it is used properly, marketing 

via e-mail is very effective and, therefore, profitable. It offers the individual and 

personal way of communicating directly with a customer. It also allows a company to 

distribute its messages in a variety of ways and to adapt these messages according to the 

recipient’s needs. E-mail marketing campaign delivers the message directly to the 

recipient without distorting it. It requires little effort on the advertiser’s part as well as on 

the part of the recipient. Moreover, it is cheap. (Phillips, 2001, 149-150) Authorized 

permitted mail is sent only to those users who somehow previously agreed to get the 

company’s advertising mail. It is not possible to contact via e-mail any Internet users (in 

                                                 
2 see appendix 1 
3 see appendix 1 
4 see appendix 1 
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this case it would be considered as spamming5) but only those who willingly shared their 

e-mail addresses. “A mailing list is a list of people who subscribe to a periodic mailing 

distribution on a particular topic”. (Phillips, 2001, 152) E-mail addresses are collected in 

a variety of ways, often because users decide to receive news via e-mail. Commercial 

companies collect users’ e-mail addresses to send their advantageous offers. Webzines6 

get users’ e-mail addresses to send newsletters with reviews of articles of the webzine’s 

current issue and links to those articles. People choose to use such services because they 

trust the list manager to send relevant and only relevant information. Being on a mailing 

list is a popular way to keep up with subjects of interest or issues which are significant, 

in terms of occupation and career. Bulk e-mail delivered without user’s permission and 

his or her awareness of what is inside the message can alarm the recipient and easily 

destroy the company’s relationship with him. Another common form of e-mail 

advertising is newsgroup sponsoring. “Newsgroup is a discussion on a particular subject 

that consists of contributions written to one of plenty of Internet properties and 

redistributed through the Usenet. The Usenet is a network of computers using the Usenet 

protocols”. (Phillips, 2001, 158-159) There are many different newsgroups on the 

Internet sharing their opinions on various issues. Current news and responses are usually 

automatically sent to all participants directly to their mail boxes. These e-mails are an 

excellent means to transmit advertising messages, provided that the participant gets only 

a few messages, not dozens or hundreds. First several lines of the letter are the perfect 

place to put a short advertising note. (Struchlík, Dvořáček, 2002, 80)        

 

 

7. Case Study: McDonald’s Marketing Campaign 

 

Specific features of McDonald’s marketing 

 

McDonald’s is the world’s largest fast-food restaurant chain. “It is a phenomenally 

successful enterprise in its financial dominance, brand-name recognition and worldwide 
                                                 
5 spamming – is commonly defined as the sending of Unsolicited and/or Bulk Email - that is, e-mail that 
was not asked for (Unsolicited) by multiple recipients (Bulk) (“Spam”, http://en.wikipedia.org/wiki/Spam, 
Encuclopedia) 
6 webzine – magazine on the Internet („Webzine“, http://en.wikipedia.org/wiki/Webzine, Encyclopedia) 
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expansion”. (Cravens, Hills, Woodruff, 1980, 13) Customers’ wants and needs are 

central to McDonald’s approach to business. To anticipate what customers want and 

expect is the key to McDonald’s success. “It correctly determined that many people 

wanted to purchase high quality inexpensive food and not had to wait at a table while it 

was prepared. Marketing and other company functions were integrated to deliver 

customer satisfaction. Strong customer orientation and an integrated marketing strategy 

are central to McDonald’s marketing approach”. (Cravens, Hills, Woodruff, 1980, 13) 

 

Although McDonald’s did not invent either fast food or hamburgers, its name has 

become almost the synonym for both. This means that, even though McDonald’s is well-

known all over the world, it is directly identified with a certain set of products and 

lifestyle. However, customers’ tastes and preferences change. To keep its customers and 

continue its success the company must focus on this fact and constantly adjust to 

changing needs. Over its history, McDonald’s saw and used many different 

opportunities to meet the wishes of customers. The marketing orientation of the 

company focuses on the customers and what they want in a product rather than on the 

product itself. McDonald's directed its marketing to gain specific markets by pioneering 

ideas such as breakfast menus, healthier choices and alternatives, and “children” foods. 

For example, the Egg McMuffin introduced in the seventh decade of the last century, 

was one of the first major additions to the basic line of food items. After four years of 

market researches and tests of consumer’s tastes, a complete line of breakfast items was 

offered. (Cravens, Hills, Woodruff, 1980, 13) 

Over the last twenty years consumers’ eating habits have noticeably changed. The new 

trend of eating healthy has recently increased interest and a number of healthy products 

on offer. Customers have become more health conscious and concerned with healthy 

lifestyles. Marketing research results reveal that almost a half of American adults are 

now watching their weight. “They are seeking fast food high in nutritional value and low 

in saturated fats and cholesterol. Consumers eat less red meat and greasy foods”. (“Fast 

food”, http://en.wikipedia.org/wiki/Fast-food_restaurant, Encyclopedia) McDonald’s is 

known to promote deep-fried, high-calorie foods, such as hamburgers and French fries. 

With such a stable, well-known menu, changing the reputation and promoting a new 

healthier and higher-quality image was extremely challenging. McDonald’s products 
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have been the target for criticism for contributing to obesity. The company’s worldwide 

expansion has been also criticized for reducing the diversity of local cuisines and 

cultures. In 2002 and 2003 the corporation posted the first quarterly losses in its history. 

After that McDonald’s replaced regular oil by oil with lower level of saturated fat and 

began a global marketing campaign to promote a new healthier and higher-quality 

image. The campaign was labelled “I’m lovin’ it!” and began in more than 100 countries 

around the world. “The new campaign extends beyond advertising. The “I’m lovin’ it” 

attitude will be indoctrinated as a philosophy in various facets of the company structure 

across the globe, including customer service and restaurant operations, menu food 

choices, and new restaurant decors”. (“McDonald’s”, 

http://en.wikipedia.org/wiki/McDonalds, Encyclopedia) In line with their new marketing 

strategy, McDonald’s added to a menu a large list of salads and fruit meals (i.e. Yogurt 

and Fruit Parfait) and fresh-squeezed juices. The new strategy is based on current trends, 

tastes, and preferences. McDonald’s marketing strategy team researched and explored 

current tendencies in various countries to figure out strong and weak points of the brand. 

The common thing revealed everywhere was a fun, youthful spirit to be primary to the 

brand and its most dominant feature. “But the managers of the company wanted to 

carefully distinguish between “youthful spirit” and children. The brand is about attitude, 

not age …”, that’s why in the new marketing campaign the market sees a “… stream of 

new television and print advertisements featuring a slicker, edgier look that is still 

synonymous with the McDonald’s brand identity”. (Cabell, A. “Are we still lovin’ it?”, 

http://www.brandchannel.com/features_effect.asp?pf_id=190) The company set out 

three major goals: menu choice and quality of products; education on nutrition and 

balance, and physical activity. (“McDonald’s”, http://en.wikipedia.org/wiki/McDonalds, 

Encyclopedia) It improved its WebPages to enable customers to figure out the nutritional 

values of any combination of McDonald’s foods. The nutritional value of every product 

was published not only on the company’s official sites, but also on the product 

wrappings. With this act the company shifts the responsibility for whether eat or not to 

eat these foods to the customers. Now it is a decision of every customer to add or not to 

add “healthy” products to his daily menu. (“McDonald’s”, 

http://en.wikipedia.org/wiki/McDonalds, Encyclopedia) It is clear that consumers want 

to eat healthy and that McDonald’s latest campaign is absolutely in line with these 



 - 54 - 

changes. However, the question is whether or not people will go to McDonald’s for a 

healthy lunch. In my opinion, since McDonald’s still sells mainly unhealthy food, i.e. 

hamburgers and fries, it remains unseen and unclear if McDonald’s will manage to attain 

both goals: to keep their former customers and still attract new people concerned with 

eating healthy. The public associates an image to each name, and after many years of 

worldwide promotion of only unhealthy foods, it will still take a large amount of 

marketing to modify this image significantly.  

McDonald’s has been much criticized for producing a large amount of extra packaging 

and for ecological damage caused by “agricultural production and industrial processing 

of its products” as well. (“McDonald’s”, http://en.wikipedia.org/wiki/McDonalds, 

Encyclopedia) To maintain the customers, McDonald's has had to adjust to its marketing 

the concerns of its target market. That is why McDonald's stopped using its once time 

innovative styrofoam packaging and replaced it with more environmentally friendly 

paper packaging. (“McDonald’s”, http://en.wikipedia.org/wiki/McDonalds, 

Encyclopedia) They have advertised their awareness with new reminders “not to litter” 

on their new packaging.  

 

Another example of societal marketing is the Ronald McDonald House, a charity 

hospital for terminally ill children. This is probably McDonald's largest community 

service project. It demonstrates the way McDonald's appreciates its customers’ support. 

McDonald’s spends millions yearly promoting events, such as the Olympic Games, that 

advance their name worldwide. This makes McDonald’s one of the easiest recognizable 

symbols of the modern world.    

 

The competition among fast-food restaurants are between a number of hamburger and 

non-hamburger fast-food chains, as well as a variety of ethnic food chains and quick-

service family restaurants. (Peter, Donnelly, 1993, 298) Taking into account the high 

competition among fast-food chains, other restaurants and convenient local food stores, 

McDonald’s has worked out specific marketing decisions. McDonald’s marketing 

strategy simultaneously achieves a unique image, product differentiation, and an 

outstanding reputation. This successful marketing strategy has moved beyond just 

selling products into selling “the McDonald’s experience”. It stresses not only food 
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quality, but the quality of their restaurants and staff. The restaurants are promoted to be 

friendly, fun places with smiling sociable people, in other words, to be the great places 

to spend time with friends and family. In 1990, the McDonald’s promotional campaign 

slogan was “Food, Folks, and Fun”. (“McDonald’s TV campaigns and slogans”, 

http://en.wikipedia.org/wiki/McDoanlds_TV_campaigns_and_slogans, Encyclopedia) 

“The McDonald’s experience” symbolizes the marketing of environment in the fast-food 

industry. 

  

In his book Explorations in the Sociology of Consumption. Fast Food, Credit Cards and 

Casinos, George Ritzer wonders what McDonald’s has offered customers to become 

such a worldwide success. His answer is fun. He says that fast-food restaurants all seem 

to market their environments as fun. “Restaurants have become a form of 

entertainment”. (Ritzer, 2001, 26) Today’s diner often looks for entertainment rather 

than food, since the growth of “entertainment chains” like McDonald’s. “People would 

rather eat mediocre food in a fabulous room than sit somewhere dull and boring and eat 

fabulous food. Fast-food restaurants and entertainment sites are really amusement parks 

for food, with their bright colors and garish signs and symbols”. (Ritzer, 2001, 26) 

McDonald’s offers a kind of public theater. Most restaurants have areas for children to 

play separate from their families and many now have large TVs playing advertisements. 

In this, and many other ways, dining becomes a public spectacle rather than a private 

and personal experience. (Ritzer, 2001, 26) 

 

This emphasis on entertainment is closely related to another distinctive feature of 

McDonald’s marketing: the marketing directed at children as the target. McDonald’s 

uses a clown and cartoon characters to attract children and remind them that fun awaits 

them on their next visit. Some outlets even offer playgrounds and children’s rides. For 

older children, some are becoming bigger and more “high-tech” by putting in Internet 

stations and TVs. It is quite usual to see a fast-food restaurant with a playground. 

“McDonald’s in Japan has joined forces with Toys R US. A number of Toys R US 

outlets will include McDonald’s restaurants. In aligning itself more closely with 

playgrounds and toys McDonald’s is making increasingly clear that it points its 

marketing at children and it is in the business of providing “fun”. (Ritzer, 2003, 27) 
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McDonald's also uses relationship marketing. Relationship marketing is defined as 

“marketing to protect the customer base”. (“Relationship marketing”, 

http://en.wikipedia.org/wiki/Relationship_marketing, Encyclopedia) “The emphasis is 

placed on building longer term relationships with customers rather than on individual 

transactions”. (“Relationship marketing”, 

http://en.wikipedia.org/wiki/Relationship_marketing, Encyclopedia) The customer is 

viewed as an asset and “the company's marketing goal is to attract, maintain, and 

enhance customer relationships”. (“Relationship marketing”, 

http://en.wikipedia.org/wiki/Relationship_marketing, Encyclopedia) McDonald’s has 

developed a very successful relationship marketing strategy through the QSCV program. 

QSCV – Quality, Service, Cleanliness, and Value – is McDonald’s attempt to build a 

relationship with its customers all over the world. (Nagyová, 1999, 142-145) The 

Quality of McDonald’s products has a successful history. Service is fast and friendly, at 

least, on the surface. The belief that a friendly smile is a key factor that draws customers 

back is central to the entire firm’s philosophy, which is exploited in its marketing. 

McDonald’s believes that “cleanliness is a magnet drawing customers to their 

restaurants”, and therefore aims to make their restaurants look “spotless” at all times. 

(McDonald's Crew Handbook, 1996, 4)  

The key trait of the McDonald's model is the manner in which all of their operations are 

standardized. McDonald's offers predictability. (Ritzer, 1996, 92-95) It disperses the 

awareness of risk associated with service products. Whether someone orders a burger, 

McNuggets, or a fish fillet, they know that they will get exactly what they expect. A 

McMuffin in Hong Kong last month will be absolutely the same in Paris or Los Angeles 

tomorrow or next year. Customers prefer products without surprises, and therefore the 

McDonald’s experience is as familiar as possible, in terms of service and food. (Ritzer, 

1996, 92-95) Production line methods and techniques in McDonald’s restaurants are to 

achieve the fast preparation of the standardized products. The décor and furniture of the 

restaurants are largely identical all over the world, with minor variation due to cultural 

specifics and differences. Many restaurants make better food than McDonald’s but every 

day millions of people go to McDonald’s. The reason may be predictability and 

standardization of the entire dining experience at these restaurants. “The McDonalds 

model exerts an enormous amount of control over its franchisees and customers, forming 
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the fundamental basis of the business. Control over employees has been increased over 

the last decade due to technological advancements, such as EPOS (Electronic Point of 

Sale) systems, which eliminates the need for the operator to use arithmetic, or remember 

prices”. (“Does McDonald’s offer a model which other businesses should follow?”, 

http://www.gotessays.com/essays/182/, author not available) The dining experience is 

subtly controlled by uncomfortable seats and standardized menus to be efficient and 

orderly. This increases the number of customers by reducing time they spend at the 

restaurants and is in line with the general emphasize on the quantitative aspects of the 

fast food industry. Standardization within the McDonalds model required from both the 

restaurants and their suppliers. On the one side, franchisers share the company’s 

knowledge of methods and techniques of how to process food. On the other side, they 

must follow all rules and meet all regulations of McDonald’s concerning every aspect of 

business. (“Does McDonald’s offer a model which other businesses should follow?”, 

http://www.gotessays.com/essays/182/, author not available) 

McDonald’s highlights and is focused on the quantitative aspects of the products. 

McDonald presents food and services in a way that can be easily quantified and 

calculated. According to McDonald’s philosophy, bigger is better. Customers are made 

to feel that they are getting a bargain, a lot of food for just a little money. (Ritzer, 2001, 

92-93) That’s why we order big Mac and “large” or “extra large” fried potatoes. 

Customers can calculate all these things and believe that they buy plenty of food for just 

a little money.  

 

It is the “QSCV” program, innovative product development, and also sensitivity towards 

current trends and tendencies that keeps McDonald’s on top. As long as McDonald's 

gives us products that are consistent, valued, and entertaining, and provides us with fast 

service, they will sustain a successful relationship with their customers, as well as will 

attract new ones. 

Product 

As the world’s largest restaurant chain, the company is seen as a symbol of globalization 

and unification of the world. Even though all around the world customers can get the 
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same food at McDonald’s, to satisfy local tastes and attract more customers the company 

has to modify and adapt to some extent according to local traditions and customs. 

George Ritzer, in Explorations in the Sociology of Consumption. Fast Food, Credit 

Cards and Casinos, argues that “there is no question that McDonald’s … adapts to local 

conditions, realities and tastes”. (Ritzer, 2003, 167) In fact, the president of McDonald’s 

International sets the goal of the company as to “become as much a part of the local 

culture as possible”. (McDonald's Crew Handbook, 1996, 3) Thus, while its basic menu 

remains the same everywhere, McDonald’s has added local food in many countries. 

McDonald’s also adapts to the local environment, habits, and particulars in the way it 

operates its outlets, sometimes modifying the architecture and design of the restaurants. 

For example, Sälen in Sweden opened the first ski-through McDonald's in the world. 

(“McDonald’s”, http://en.wikipedia.org/wiki/McDonalds, Encyclopedia) 

In some countries McDonald's expands some of its restaurants to include "McCafé" 

counters that sell coffees, frappes, and a range of cakes, cookies, and sandwiches in 

addition to the regular McDonald's menu7. In Portugal, "McCafés" serve coffee in china 

cups; the country has the habit of an after meal coffee, which is not traditionally served 

in plastic cups. The traditional hamburger made of ground beef and served at most 

McDonald's restaurants is varied in some countries, as its name. In African countries the 

Big Mac is named the McAfrika. In India, the Big Mac is replaced by the Maharaja Mac; 

which was originally a mutton burger, but now it is a chicken burger due to a preference 

for chicken over mutton. The fact that Hinduism prohibits eating beef made McDonald's 

use lamb instead. Also in India meat and vegetarian meals are prepared in separate areas 

of the restaurant in respect for vegetarians. Vegetarian burgers are actually offered 

wherever there is a significant demand, in Asia as well as in Western Europe. In 

Thailand, the Samurai Pork Burger is served. In Japan, a chicken sandwich is flavored 

with soy sauce, while ginger is a seasonal product. The McOz can be found in the 

Australian McDonald’s. The McOz is full of beetroots, tomatoes and fried onions, 

popular additions to hamburgers in Australia. In the early 1990s, McPizza was 

introduced in North America outlets but it quickly failed due to very high competition. 

In Taiwan, McDonalds has introduced fan kao (that literally means "baked rice"), a 

                                                 
7 this and all further information on McDonald’s products in this chapter is from Wikipedia, online 
Encyclopedia, “McDonald’s”, http://en.wikipedia.org/wiki/Mcdonalds  
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burger-like food with rice patties in place of buns. In Peru, McDonalds offers a spicy 

sauce for customers to add to their burgers or dip their fries in. In the Netherlands, 

French Fries are usually served with mayonnaise, as it is popular there. In Indonesia and 

the Fiji Islands, McDonalds sells fried chicken, which is much more popular than the 

hamburgers. In the Philippines, McDonald's sells spaghetti, which is called McSpaghetti. 

In Australia, Britain and New Zealand, in countries much concerned with obesity, the 

food selection is greatly extended with a range of healthier options in such menus as 

"Salads Plus" (which offers salads, lean-beef burgers, yogurts and more) and "Deli 

Choices" (submarine-style sandwiches). In Malaysia, the hamburger is called the beef 

burger. Although this does not mean different ingredients, the term “hamburger” is not 

used due its apparent local connotation with ham. McDonald's has taken steps to meet 

wants of Jewish customers by opening kosher McDonald's in Jerusalem. In Buenos 

Aires McDonald’s offered a “Passover Bun” for the eight-day period in which practicing 

Jews abstain from leavened bread. Soft drinks being offered also vary from country to 

country. In some countries along with Coca-Cola or Fanta local brands are available as 

well. For example, in Irn-Bru in Scotland and Guarana in Brazil are more popular in 

those countries than the dominant international brands. (“McDonald’s”, 

http://en.wikipedia.org/wiki/McDonalds, Encyclopedia) 

In the 1960s, hamburgers and French fries were main items of the McDonald’s menu. 

Development of new and innovative menu items became McDonald’s major focus after 

recognizing changing consumer lifestyles and eating habits. “During the 1970s, 

McDonald’s created the breakfast sandwich, which has become a big success. Salads, 

introduced in 1987, now bring about seven percent of McDonald’s total revenue, and 

this number is expected to increase in the following years”. (Peter, Donnelly, 1993, 298) 

Many people have complained about the monotony and uniformity of the menu, so that 

at times McDonald’s try new kinds of food (e.g. Mexican or Cheese menu). “Some 

restaurants have up to 33 kinds of different meals”. (“McDonald’s”, 

http://en.wikipedia.org/wiki/McDonalds, Encyclopedia) 

In 2004, Morgan Spurlock made a documentary film Super Size Me, where he pictures 

how eating nothing but McDonald's food for 30 days results in the severe harm for his 

health. This film produced negative publicity for McDonald's with claims that 
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McDonald's food was contributing to obesity in American and British society and not 

providing nutritional information about its food to the customers. After the playing of 

the film at the Sundance Film Festival, but before its cinematic release, McDonald's took 

out its Supersize meal option from the menu and began to offer several healthier foods. 

They also began to put nutritional information for all menu items (in light grey small 

print) on the reverse of their tray liners. In the United States, Canada, the United 

Kingdom and other countries, McDonald's has recently introduced a “healthy option” to 

the Happy Meal. Children can now get a fruit juice drink instead of soda, bags of dried 

fruit, or a whole piece of fruit such as an apple, or carrot sticks instead of fries. 

(McDonald’s, http://en.wikipedia.org/wiki/McDonalds, Encyclopedia) 

Price 

Companies participate in marketing competition using two main strategies: price 

competition and quality competition. (Porter, 1986, 34-48) While competitive pricing is 

focused on attracting customers through low prices, quality competition emphasizes 

superior quality, service and environment. In practice, however, these two strategies are 

usually combined. McDonald’s marketing is a good example of quality-based 

competitive strategy. McDonald’s does not usually apply a discount system. “Price 

slashing cheapens the image of fast-food restaurants, therefore, discounts have not been 

widely employed in the industry. On occasion, however, extreme confrontation and 

rivalries between fast-service restaurants, food stores, and different fast-food chains have 

led to short-term discount periods”. (Peter, Donnelly, 1993, 299) Until the 1990s, 

McDonald’s used more advertising than price politics. In the early 90s a drop in sales 

and decrease in prices of shares made McDonald’s come up with innovations in 

competitive pricing. For example, “twelve outlets of McDonald’s in California tried to 

introduce credit cards, so called McCharge system”. (Peter, Donnelly, 1993, 299) The 

most common discount at McDonald’s now is on ISIC student cards, which reflects the 

youth market orientation of McDonald’s marketing.  

Place 

In addition to developing new products, McDonald’s has also employed an aggressive 

market expansion strategy. In 1989, McDonald’s had 10,513 outlets and was planning to 
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add 650 new outlets in 1990. (Peter, Donnelly, 1993, 298) Today there are more that 

30,000 McDonald’s restaurants in more than 100 countries in the world. But after its 

first quarter loss in its history in 2002 and then 2003, the company decided to close 

many restaurants in the United States and Latin America and decrease the number of 

newly-open restaurants. While it opened over 1,000 new outlets in 2002, in 2003 the 

number was only 360. (“McDonald’s”, http://en.wikipedia.org/wiki/McDonalds, 

Encyclopedia) 

The location of its outlets is one of the key factors that make McDonald’s so successful. 

“McDonald’s had typically expanded into suburban areas during the 1960s, and into the 

crowded downtown markets in the 1970s and 1980s; but now it is opening restaurants in 

airports and even hospitals. The international market represents an especially lucrative 

opportunity”. (Peter, Donelly, 1998, 299) At its beginning, McDonald’s restaurants were 

a suburban or small town phenomenon. In the 1980’s they began to appear in cities, not 

only in the United States, but also in many different countries around the world. 

Originally, McDonald’s global strategy to expand from a national to an international 

level was realized for the purpose of offering American customers traveling abroad what 

they were used to at home: a well-known trademark and the same food and service. But 

in time, McDonald’s restaurants became attractive to the local populations as well. 

McDonald’s restaurants were also appearing at strategic places on roads and highways. 

Another significant expansion was when McDonald’s outlets settled down in schools, 

university dormitories, railways stations, and airports. Finally, trays with food were 

served on the airline flights within the continental United States. Despite the criticism of 

doctors and the public McDonald’s restaurants even appeared in hospitals. (Ritzer, 1996, 

22-23) The international market represents an especially attractive and profitable 

opportunity. The company attemts to integrate into the local markets and their cultural 

particulars and habits by using local material resources and co-operation with local 

companies and organizations. McDonald’s is a significant local employer. In December 

2003 there were over 418,000 people employed in McDonald’s. Today, around the 

world McDonald's brand is in 122 countries, serving 1.6 milion customers a day. 

Revenues for 2004 were $19.07 billion dollars, with net income of $2.28 billion. The 

United States still remains the biggest McDonald’s market. (“Summer Annual Reports 

2004”, www.mcdonalds.com, author not available)  
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Promotion 

According to Nagyová, McDonald’s promotion scheme has three components: product 

(which is menu), distribution (franchise and stores), and brand. (Nagyová, 1999, 138-

145) McDonald’s has promoted its “fun” and “positive” image in a number of ways. The 

restaurants are always brightly and cheerfully painted, the employees are mostly smiling 

young people, and managers are attentive, helpful, and willing to grant the wishes of the 

customers. Charity projects improve the company’s public image as well. McDonald’s 

donates money and invites the public to help Ronald McDonald charitable houses for 

terminally ill children. McDonald’s has carried this charity campaign for so long that the 

charity has become a synonymous with the McDonald’s brand.     

 

McDonald’s sales system was based on the idea of standardized meals, predictable 

(short) cooking times and lower prices. This is the way more customers can be served. 

Maintenance of high quality and balance of individual components accepted by the 

company (Quality, Service, Cleanliness, and Value) keep the customers satisfied. 

Quality is maintained by using fresh high-quality products and strict recipes. Service is 

fast and friendly. The restaurants are clean, pleasantly air-conditioned, although not 

comfortable. Good value (which is, however, questioned by many critics) is affordable 

for a reasonable price. These four key elements are the promotional base for the 

company that has become the biggest restaurant chain in the world.  

McDonald’s is well-known for its charity activities, which maintains the company public 

profile and “good name”. Individual restaurants arrange different events to help 

hospitals, children’s homes, and children’s sporting events. Each restaurant is given a 

local area to help and support. McDonald’s is a frequent sponsor of different sporting 

events. McDonald's has been an official Olympic sponsor since 1976. (“McDonald’s”, 

http://en.wikipedia.org/wiki/McDonalds, Encyclopedia) 

The company is mainly a franchise. Today, more than 85 percent of McDonald's 

restaurants around the world are owned and operated by independent local 

businesspeople, while only 15 percent of the restaurants are owned by the company 

itself. Franchises can be obtained only by individual persons. The franchise owner 
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operates as independent businessman, making his own decisions about how to run the 

resturant, although they are obliged to maintain company standards and conditions of the 

contract. The central office for Central and Eastern Europe was founded in Vienna. 

(Nagyová, 1999, 138-140) 

 

Exhibit 7.1. The model of communication inside McDonald’s 

(Nagyová, 1999, 140) 

 

Int. Office – International Office 

N. Office – Nation Office 

D – Department (e.g. Public Relations, Advertising, Training, etc.) 

BC – Business Consultant 

FR – Franchise owner 

E – employee in the restaurant  

Communication between International and National Offices goes only though 

departments involved in the same type of activities. Promotion events at the international 

level aimed at international development and success of the company are financed from 

the national office by a common fund. Cooperation between international and national 

Int. Office N. Office 

D 

D 

D 

D 

D 

D 

BC FR 

E 

E 

E 
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offices is also common in the field of sales promotion and partnerships with other 

companies (i.e. Walt Disney Company). Communication at the national level ensures 

promotions that affect all potential customers of all restaurants in any given region. This 

would normally be so expensive that individual restaurants could not afford it. That is 

why franchise restaurants usually pool money for such event in the shared national fund, 

while the national office arranges the promotions. At the international level, there is also 

cooperation between McDonald’s restaurants and other companies significant inside 

each country for promotional opportunities. Cooperation with the Coca-Cola Company 

or the supermarket chain Delvita can be the example of such cooperation in the Czech 

Republic. Owners of the Delvita discount card could have discounts at McDonald’s 

restaurants. There is, of course, a rule that cooperation with direct competitors and 

companies cooperating with competitors is strictly prohibited.  At the local level 

restaurants individually communicate to the business consultant or corresponding 

department of the national office. In this case all promotion events are paid by the 

restaurant itself. (Nagyová, 1999, 141-142) 

All restaurants owned by the company itself (not franchises) is four time a year checked 

by area managers to make sure the crew and managers carry out operations correctly, as 

well as a range of quality checks. Once a year, a restaurant undergoes what is known as 

a “full field check”, where “area managers, other restaurant managers, and trainee 

managers perform a comprehensive check on the entire operation. The results of these 

inspections are put into tables, and there is always fierce competition between stores 

with regard to the scores received”. (McDonald's Crew Handbook, 1996, 4) 

 

McDonald’s logo trademark is the Golden Arches. Despite the fact that its colors do not 

differ significantly from the colors of the other logo trademarks of competing companies 

(for example, Kentucky Fried Chicken and Burger King use bright red trademarks as 

well). Red and yellow match very well the company’s “philosophy” and express the 

attractiveness of the product. “The McDonald's commercial campaigns have always 

focused on the “overall McDonald's experience”, rather than just product”. The 

advertisements always portray the “McDonald’s experience” as warm; as “a real slice of 

every day life”. (“McDonald's TV campaigns and slogans”, 

http://en.wikipedia.org/wiki/McDonald's_TV_campaigns_and_slogans, Encyclopedia) 
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Exhibit 7.2. Official logo of McDonald’s corporation 

(“McDonald’s”, http://en.wikipedia.org/wiki/McDonalds, Encyclopedia) 

 

Exhibit 7.3. One of McDonald's latest logos, a smiling McDonalds 

(“McDonald’s”, http://en.wikipedia.org/wiki/McDonalds, Encyclopedia) 

 

“There is no constant McDonald’s slogan. There have been many McDonald's 

campaigns and slogans over the years”. (“McDonald's TV campaigns and slogans”, 

http://en.wikipedia.org/wiki/McDonald's_TV_campaigns_and_slogans, Encyclopedia) 

 

• 1960s - Look for the Golden Arches  

• 1967 - McDonald's is Your Kind of Place  

• 1971 - You Deserve a Break Today  

• 1975 - We Do it All for You  

• 1975 - Two all beef patties special sauce lettuce cheese pickles onions on a 

sesame seed bun  

• 1976 - You, You're The One  

• 1979 - Nobody Can Do It Like McDonald's Can  

• 1980, 1981 - You Deserve a Break Today  

• 1981 - Nobody Makes Your Day Like McDonald's Can  

• 1983 - McDonald's and You  

• 1984 - It's a Good Time for the Great Taste of McDonald's  
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• 1988 - Good Time, Great Taste, That's Why This is My Place  

• 1990 - Food, Folks and Fun  

• 1991 - McDonald's Today  

• 1992 - What You Want is What You Get  

• 1995 - Have You Had your Break Today?  

• 1997 - My McDonald's  

• 1997 - Did Somebody Say McDonald's  

• 2000 - We Love to See You Smile  

• 2001 - There's a little McDonald's in Everyone (in Canada only)  

• 2001 - Things that make you go 'mmm' (in Australia & UK)  

• 2003 - I'm lovin' it  

* The English motto was taken from a pop song by Justin Timberlake, one 

of the most popular American pop stars of the moment. He and “The 

Neptunes”, very popular hip hop band at the moment, were hired by the 

company to make a song for the campaign. The company also gains 

access to its prime market – young people – by sponsoring Timberlake’s 

2003 to 2004 global tour.  

• 2005 - It's what I eat and what I do  

* Usually combined with the “I'm lovin' it” slogan to make, It's what I eat 

and what I do... I'm lovin' it.  

Many celebrities, including skateboarder Tony Hawk, the LA Laker's Kobe Bryant, 

tennis stars Venus and Serena Williams and hockey player Wayne Gretzky have all 

taken part in McDonald’s campaigns. McDonald’s has chosen sport stars to be featured 

in the latest promotional campaigns to create a positive impression about healthiness of 

its products. McDonald’s now wants to tell the world that it cares about its customers’ 

health and supports a healthy lifestyle. The sportstars and models in perfect shape on the 

McDonald’s product wrappers are to help the food inside seem more “healthy” and 

“fun”. (“McDonald's TV campaigns and slogans”, 

http://en.wikipedia.org/wiki/McDonald's_TV_campaigns_and_slogans, Encyclopedia) 
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George Ritzer says that McDonald’s has achieved its momentous position due to the fact 

that potentially all Americans, and many other people from different countries, passed 

by its golden arches for an infinite amount of times. (Ritzer, 1996, 22) Advertisements 

praising the virtues of McDonald’s are always focused on particular social groups. Some 

of them concentrate on small children watching cartoons on Saturday mornings, other 

try to influence young adults watching popular prime-time programs, while others are 

for seniors and grandparents, who are shown taking their grandchildren to McDonald’s. 

The latest advertisement trend is to promote the new “healthy” food choices. For years, 

these constant advertisements, as well as the fact that Americans do not need to go very 

far to find a McDonald’s restaurant has contributed to McDonald’s having taken root in 

the public consciousness. The use of the “Ronald McDonald’s” theme is an example. In 

1986 in an investigation of American youths, 96 percent of all school children were able 

to identify Ronald McDonald’s face, second only after Santa Claus. (Ritzer, 1996, 22) 

“Ronald McDonald is an advertising mascot created in 1963 to promote the McDonald’s 

fast-food restaurant chain. Depicted as a smiling, friendly clown in a village of food-

related characters, he has appeared in many vignettes creating a safe, pleasant fantasy for 

children. The highly successful advertising campaign still continues to draw in 

thousands of children and parents to purchase McDonald's famous Happy Meal”. 

(“Ronald McDonald”, http://en.wikipedia.org/wiki/Ronald_McDonald, Encyclopedia) 

Many restaurants are decorated with a life-size clown statue; and children love him. At 

times the figure sits on a bench allowing children to sit on his lap or next to him. In 

television commercials, the clown lives in a fantasy world called McDonaldland, where 

he has adventures with his friends Grimace, HamBurglar, Birdie the Early Bird, and The 

Fry Kids. In recent years, however, the somewhat “fantasy village” McDonaldland idea 

has been largely eliminated, and Ronald is instead shown interacting with normal 

children in their everyday lives. Several people work full-time in the Ronald McDonald 

costume, making appearances and visiting children in hospitals. “There are also several 

Ronald McDonald Houses, where parents can stay overnight when visiting sick children 

in nearby chronic care facilities. The McDonald's Corporation has produced over two 

thousand commercials featuring Ronald McDonald worldwide”. (“Ronald McDonald”, 

http://en.wikipedia.org/wiki/Ronald_McDonald, Encyclopedia)  The Ronald McDonald 

clown is “never seen promoting the McDonald's salads, as the salads are targeted at an 
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older audience.” (“Ronald McDonald”, http://en.wikipedia.org/wiki/Ronald_McDonald, 

Encyclopedia) “In August 2003, Ronald was named McDonald's “chief happiness 

officer”. (“Ronald McDonald”, http://en.wikipedia.org/wiki/Ronald_McDonald, 

Encyclopedia)  “Within the framework of company strategy to deep integrate in different 

national markets by adjusting to the local particulars and cultural habits in Japan, Ronald 

McDonald is called "Donald" McDonald because of difficulty for Japanese people to 

pronounce the English letter "R". In Thailand, Ronald McDonald does not make a 

handshaking gesture. Instead, he has his hands in the traditional Thai "wei" greeting 

gesture of hands together as if in prayer”. (“Ronald McDonald”, 

http://en.wikipedia.org/wiki/Ronald_McDonald, Encyclopedia) The purpose of using the 

Ronald McDonald clown lies in the fact that he is a character who customers associate 

with happiness, joyfulness, and gaiety.  

Continuous product monitoring and quality assurance maintains a strong and consistent 

image throughout the country and the world. For advertising, McDonald’s uses all 

media, but especially TV advertising, radio, billboards, and advertisements in the 

newspapers and magazines. Television trailers in the Czech Republic are taken from the 

European database, then, dubbed in the national language. To make it effective 

television advertising is usually applied only if there are more than 25 restaurants in one 

country. (Nagyová, 1999, 142-143) McDonald’s use advertising to establish a corporate 

image that people will trust. Careful to preserve their reputation, McDonald’s do not use 

either aggressive advertising, or any other advertising which can disturb or bother 

potential customers. Very infrequently McDonald’s uses direct mail. This kind of 

promotion is only used in cases of new restaurants opening, and flyers are usually an 

invitation or discount coupon. (Nagyová, 1999, 142-143) A very successful McDonald’s 

advertising campaign was in the Czech Republic when the company published maps of 

the country with all the McDonald’s restaurants marked on them.  

The McDonald’s advertising target is most frequent young children. Children often 

make decisions concerning where a family goes to eat. The marketing and advertising 

strategy is simple: Ronald loves children and children love Ronald and Ronald loves 

McDonald’s food. Children are an outstanding influence as a demographic group 

without their own money. (Ritzer, 1996, 22) “Happy Meal” is a good example of the 
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company’s sales force strategy. "Happy Meal" is a meal specially made for children, 

sold at McDonald's since 1979. In a small box with the McDonald’s logo there is the 

food and a toy which is typically included with the food. Now McDonald's uses the term 

"Happy Meal" in all countries to make the trademark internationally recognizable. 

“Happy Meal toys have become increasingly elaborate in recent years. While initially 

they were little more than a cheap plastic trinket such as a frisbee or ball, they have since 

evolved into much more sophisticated toys, many of which are a tie-in to some existing 

toy line or contemporary motion picture”. (“Happy Meal”, 

http://en.wikipedia.org/wiki/Happy_Meal, Encyclopedia) Mattel Barbie and other toys 

based on many Disney cartoons have been included in Happy Meal toys. These toys are 

available only in the Happy Meal, and to buy the toy separately from the meal is not 

possible. Along with the Happy Meal box chidren get a small flag or a balloon with the 

company logo. (“Happy Meal”, http://en.wikipedia.org/wiki/Happy_Meal, 

Encyclopedia)   

                                          

                          Exhibit 7.4. Happy Meal logo in English and in Japanese 

(“Happy Meal”, http://en.wikipedia.org/wiki/Happy_Meal, Encyclopedia) 
 

Another effort of McDonald’s to attract children was tried by an outlet in the American 

state Illinois. They announced a program called “Cheeseburger for the ‘A’ grade”. 

Students who got the highest grade on their report cards were presented with a free 

cheeseburger. (Ritzer, 1996, 24) Again, McDonald’s wants to encourage a positive, fun, 

social atmosphere where positive social deeds are rewarded. There are also special 



 - 70 - 

events arranged for adults. This way of promotion communication expresses one of the 

company’s views that customers are more likely to compete when they can receive a 

prize immediately. Instead of discount coupons McDonald’s prefer offering something 

extra in addition. For student card holders, they can get two fries and two soft drinks at 

the price of one.  

At any McDonald’s restaurant in the Czech Republic next to the menu, there is an 

annoucement with the obligations assumed by McDonald’s towards its customers: 

McDonald, Česká Republika, 

Naše poslání 

O každého zákazníka, který navštíví restauraci McDonald’s, se výborně 

postáráme. Host se setká s takovou úrovní obsluhy, kvality a čistoty, že nás 

bude chtít opět brzy navštívit8. 

This message promises the customer an honest attitude, assumes certain obligations to 

maintain a very high level of service. This is a very clever marketing solution and a very 

well thought-out step in the overall promotion campaign. The customer feels personal 

and friendly approach, which makes him feel welcome at McDonald’s.  

McDonald's influence on society is almost immeasurable. Different businesses that 

emphasize fast, efficient, and convenient service have adopted a McDonald’s style 

nickname. In the USA, for example, there are so called “McDoctors” or “McDentists”. 

They are drive-in doctors who cannot help with serious problems but can aid with simple 

troubles in case of emergency. (Ritzer, 1996, 30) This shows that McDonald’s has a 

reputation for being fast. Although it also shows that McDonald’s is seen as a basic, 

simple or cheap service. This is an example of what can be called the “McDonaldization 

of Society”. (Ritzer, 1996, 18) The success of McDonald’s can be attributed to 

efficiency, calculability, predictability, and control. McDonald’s also states that its food 

“provides the best available way to get from hungry to full”. (Ritzer, 2003, 92-93)  

                                                 
8 „McDonald’s, Czech Republic. Our message. Every customer visiting our restaurant will be excellently 
attended. The guest will meet with such level of service, quality and cleanliness that he will want to come 
back shortly again” –  translation by the thesis’ author   
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8. Conclusion 

 

This thesis has surveyed the connection between communication, the mass media, and 

marketing. I did that to confirm the hypotheses that marketing is a communication 

strategy which is created not only from economics, but also impacts and shapes those 

economics as well. On the ground of studying a wide range of various marketing 

aspects, different views of economists and theorists of marketing, I can say that both 

advanced hypotheses have been confirmed. The communication function of marketing is 

similar to the communication function of the mass media. With its communication 

means, marketing is a complementary part of the media system. Marketing plays a major 

part in shaping society’s mind-set and direction, as well as elevating the value associated 

with acquiring wealth and consuming goods. Marketing messages suggest direct 

connections between product and lifestyle, and between service and state of mind. The 

underlying message in marketing which permeates our media culture is the important 

value of consumerism. Besides transmitting marketing messages and linking the goods 

of producers and sellers with the needs of buyers, mass media transmit and enforce 

social values and norms. What consumers know about society, or the world, is informed 

primarily through the mass media. Media are a source of documentation of different 

aspects of social reality. They do not only inform and interpret but also create the social 

reality as well as new social and interpersonal relations and values. Media are the source 

of arranged and publicly shared systems of meanings that both empirically and in terms 

of values define what is “normal”. In other words, media represent a concept of what is 

normal and socially acceptable. Media provide people with simple stories and 

explanations that express values, ideals, and attitudes. Through media people can 

arrange their thoughts, ideas, and experiences and understand the world they live in. 

Advertising is a determined and purposeful form of communication, with obvious and 

clearly formulated goals. The real impact of advertising is on the cultural climate of 

society. Advertising does not sell only products and images, but also the entire lifestyle 

related to the certain product or service. Advertising usually implies that to purchase is 

the only way to social success and happiness and each of us is first and foremost a 

consumption unit. It also proposes that relations of buying and selling central for the 

market are the appropriate form of social relations. It is claimed that advertising is an 
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irrational system which appeals to our emotions and feelings that have nothing to do 

with the offered goods, which often do not match with the fulfillment of real and urgent 

human needs. We might not concern ourselves so much with the latest fashions, music, 

or cars, if advertisements did not imply that these are the things we should be concerned 

with. Moreover, advertising promotes a worldview that stresses the individual and the 

area of private life, neglecting collective values and the public world around us. 

Consumption detaches and individualizes. Baudrillard says that traditional morality only 

required that the individual conform to the group; advertising “philosophy” requires that 

they now conform to themselves. (Baudrillard, 1998(a), 83) 

 

This paper is basic and integral attempt of theoretical overview of the realm of the mass 

media, marketing communication and its ‘culture’. The final part of this thesis explored 

the main principles of McDonald’s marketing strategy, which is fighting to 

maintain brand power in a vast pool of competition. In order for McDonald's to reach its 

goal of "par excellence", it must use the full scope and philosophy of marketing to give 

the target audience what they want, or at least to convince them that it is giving 

them what they want, when and where they want it, at a price they are willing to pay for 

it. This marketing orientation focuses on the customer and what they want 

in a product, rather than product orientation, which focuses on the product itself. Despite 

McDonald's position at the top of this market, it must constantly re-focus on the ever 

changing wants and needs of consumers. For a company as established and ingrained 

in the public’s cultural landscape as McDonald’s, it is difficult to constantly change its 

image and prior marketing lines. This demonstrates how marketing lies not only in the 

area of economic changes, but is integrated into the cultural changes in society. So 

McDonald's relationship in marketing is both as an active creator and perpetuator of 

ideas and signs, yet it is also constantly changing and modifying these signs as the public 

changes them. At every moment, McDonald's is taking the focus of the communication 

away from the actual product and selling the public an idea. Whether someone was 

showing up at a McDonald’s twenty years ago to buy hamburgers and fries or someone 

shows up tomorrow to buy a salad and juice, they are entering McDonald's because of 

the image McDonald's had perpetuated for the last fifty years; they are going there 

because it's a fun place to buy food. 
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Appendix 2: 
 
 

Our Values
9
 

McDonald's Balanced, Active Lifestyles Initiatives 
 
McDonald’s cares about the well-being issues that are so important to many of our 
customers. With our balanced, active lifestyles initiatives, we are offering a variety of 
high-quality menu options, promoting physical activity, and providing information and 
education to help our customers around the world make smart choices for themselves 
and their families. 
 
McDonald's People Promise 
 
For McDonald's to achieve our goal of being the world's best quick service restaurant 
experience, we must have the best experience for all McDonald's employees. So we 
formalized our beliefs into our People Vision and our People Promise. 
 
McDonald’s Corporate Responsibility 
 
Corporate responsibility is an important part of McDonald’s heritage. We have a long 
track record of industry leadership in community involvement, environmental 
protection, diversity, opportunity, and work with our suppliers to help improve their 
practices. We are committed to do still more to earn the trust of our customers and 
everyone else affected by our business. 
 
McDonald's Diversity 
 
McDonald's is the world's community restaurant. We are proud of our long-standing 
commitment to a workforce that is diverse. We believe in developing and maintaining a 
diverse workforce that will strengthen the McDonald's system. 
 
McDonald's World Children's Day 
 
Participating McDonald’s restaurants in more than 100 countries worldwide are gearing 
up for World Children’s Day at McDonald's 2003, an annual global fundraiser 
benefiting Ronald McDonald House Charities® (RMHC®) and local children’s causes. 

 
 

 

                                                 
9 http://mcdonalds.com/corp/values.html (McDonald’s Corporate Site, 03.02.2006) 


