


}  Traditional advertising model 
◦  “The placement of announcements and persuasive 

messages in time or space purchased  in any of the 
mass media by business firms, nonprofit 
organizations, government agencies, and 
individuals who seek to inform and/or persuade 
members of a particular target market or audience 
about their products, services, organizations, or 
ideas.” –American Marketing Association 

}  Online advertising cannot be defined in this 
way. 



}  “Purchased” 
◦  The most influential online advertising methods are 

not purchased.   
�  User-generated media 
�  Crowd-sourcing 
�  Social networking 

}  “Mass media” 
◦  The only websites with mass audience are sites like 

Google or Facebook.  Most do not. 
}  “To inform and/or persuade” 
◦  Web 2.0 relies on two-way communication between 

the brands and the consumers.  It is interactive. 



}  E-mails 
◦  Subscribe to a website to receive news about 

coupons, new products, etc. 
}  Banner ads 
◦  Boxes displaying ads at the top of the website 

}  Paid search 
◦  Google, Yahoo! 

}  User-generated content/Social Media 
◦  YouTube videos 
◦  Blog posts 
◦  Yelp reviews 



}  The term “Web 2.0” is associated with web 
applications that facilitate participatory 
information sharing, interoperability, user-
centered design, and collaboration on the World 
Wide Web. 



}  Web 1.0 
◦  Users (consumers) are 

limited to passive 
viewing of content. 
◦  Web-as-information 

source 
�  DoubleClick 
�  Ofoto 

}  Web 2.0 
◦  Users can interact and 

collaborate in a social 
media dialogue as 
creators (prosumers) of 
user-generated content 
in a virtual community. 
◦  Participatory Web 
◦  “Webtop” 
◦  Eg. Goodgle Adsense, 

Flickr, social 
networking sites, 
blogs, wikis, video 
sharing sites and web 
applications. 





} Rich user experience 
} User participation 
} Dynamic content 
} Metadata 
} Openness 
}  Freedom  
} Collective intelligence by way of user 
participation 



l  Direct response: permission e-mail and interactive, 
on-page rich media 

l  Targeted tactics: key-word or behaviorally targeted 
search engine advertising 

l  Brand-building that build upon social-media 
marketing  

l  Interactivity & consumer involvement: Web 2.0 
enables two-way (or multi-way) communication 
between brands and consumers. 

l  Low cost: Companies do not have to pay 
thousands of dollars in advertising campaigns and 
worry about how it is being received in different 
parts of the world.  



}  Runs the world's most 
popular Internet search 
engine 

}  Index of websites and 
other online content → 
available through its 
search engine to 
anyone with Internet 
connection 
◦  huge profits 
◦  influence over the   

online world 

}  Generates revenue → 
delivering online 
advertising 

}  Ambitions far exceed 
Internet search and 
advertising 

}  Mission: organization 
of world's 
information, → 
universally accessible 
and useful 

}  Improving the ways 
people connect with 
information 



What is Googlenomics?  
}  Selling space + access 

to viewers 
}  Microeconomics: 

torrents of data about 
users’ tastes and 
habits 

}  Predict future 
consumer behavior 

}  System of constant 
self-analysis 



AdWords 
}  Unique method for selling 

online advertising 
}  “Google AdWords is a 

service that lets you create 
and run ads for your 
business, quickly and 
simply. Run your ads on 
Google and our advertising 
network -- no matter what 
your budget, you'll only pay 
when people click your ads.”  
 – Google 

}  Analyzes Google search → 
which advertisers get 
"sponsored links" on results 
pages 

AdSense 
}  Free program 

empowering online 
publishers → revenue  

}  Displaying relevant ads 
(text, image, video) on a 
wide variety of online 
content (site-search 
results, websites, mobile 
WebPages and apps, RSS 
feeds) 

}  Important for small 
websites that do not have 
resources for advertising 
sales programs and 
people 

}  Administered, sorted, and 
maintained by Google 



}  Targeted Advertising/Niche Marketing 
◦  Drive to track as much consumer behavior as 

possible 
◦  Advertisements placed to reach consumers 
◦  Market segmentation 
◦  Narrowcasting in broadcasting industry 

}  Privacy Issues 
◦  Why is privacy one of the most contentious issues 

of the early 21st century? 











}  Ebay 
} Yahoo! 
} Google 
} Netflix 
} Amazon 
} YouTube 

LONG TAIL refers to the statistical property that a larger share of 
population rests within the tail of a probability distribution than 
observed under a 'normal' or Gaussian distribution.   



}  The old advertising adage that advertising is about 
"convincing consumers to buy what they don't know they 
need" has to change. Consumers largely know what they 
need, and they want messages that are targeted at those 
specific needs. They also want to associate the brand with 
their lifestyle, and in doing so, they will become evangelizers 
for that brand. Thus advertisers need to forge closer 
relationships with consumers – close enough to be part of the 
content they are consuming, not just a commercial 
interruption of the content.  
◦  Communitainment and Usites 
◦  Traditional Media 
◦  Search and Google dominate the Internet. 

}  Do marketers know more about our psychology 
of consumption than we do?  What might the 
consequences be?  





Hyperreality is a means to characterize the way 
consciousness defines what is actually "real" in a world where a 
multitude of media can radically shape and filter an original event or 
experience. 
  
Baudrillard’s notion of Simulacra and Simulation 
“The era of simulation is inaugurated by a liquidation of all 
referentials…it has no relation to any reality whatsoever: it its own 
pure simulacrum,” thus, we rarely experience the referents of 
media, i.e., what we consider "real.“  
 
He wrote that there are four ways of an object obtaining value: 
 
1. The first is the functional  value of an object; its instrumental 
purpose. A pen, for instance, writes; and a refrigerator cools. 
2. The second is the exchange  value of an object; its economic 
value. One pen may be worth three pencils; and one refrigerator 
may be worth the salary earned by three months of work. 



3. The third is the symbolic  value of an object; a value that a 
subject assigns to an object in relation to another subject. A 
pen might symbolize a student's school graduation gift or a 
commencement speaker's gift; or a diamond may be a symbol 
of publicly declared marital love. 

4. The last is the sign  value of an object; its value within 
a system of objects. A particular pen may, while having no 
added functional benefit, signify prestige relative to another 
pen; a diamond ring may have no function at all, but may 
suggest particular social values, such as taste or class. 

 Even “photographs are not a mechanical record” but rather an “act of 
selecting from an infinity of possible images” (Berger). Computing 
has created an inundation of advertisements, an inescapable 
mediasphere, that constitute our perceptions of reality. 
 
What are some possible effects of mistaking a mediated virtual 
irreality with a 'real' one? Do we overlook the selectiveness imbedded 
in computer mediated advertisements? 



In Plato’s Phaedrus Socrates objects to the irreality of the written 
word. 
 
Even “photographs are not a mechanical record” but rather an 
“act of selecting from an infinity of possible images” (Berger).  
 
Computing has created an inundation of advertisements, an 
inescapable mediasphere, that constitute our perceptions of 
reality. 
 
What are some possible effects of mistaking a mediated virtual 
irreality with a 'real' one?  
Do we overlook the selectiveness/manipulation imbedded in 
computer mediated advertisements? or do we fail to unpack the 
‘black box”? 
Ethical implications of letting commercially driven 
advertisements inform our reality? our identities? Should we 
define ourselves with brands? 
 
 



}  Technological determinism? 

}  Symptomatic approach? 

}  Social construction of technology? 



 
Thank you! 


