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Dojrou know what an ad is? Do@b}hew how the ad is useful? An ad is a perfect

way to spread the product._It supports the product. Also, it comes in different types. Almost
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all companies have ads;l/‘,'an see the ads everywhere %ur lives, ,.We ¢an see then in the
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twg.street TV, newspapers, Intemet tc. Companies use ads to attract people to use or buy

their product. There are two/types ofad) indirect and direct. The indirect ad is hard to

/
notice that it is an ad. For example, whilg e/watch moviesy e see that one of the actors#s
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wearipg a Nike’s t-shirt. The direct ads are those whigwe, see them in the streets and TV.
Therefore, each ad has different properties and goals. Philip Morris is a tobacco company. It
made the first cigarette i 1929.1n 1954, Philip Morris started advertising cigarettes

especially to womEn The Phlllp Morns Company hasan attractlve ad, which has several
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properties. Like appeals such as, visual, attention, affiliation, and spending. z;'/w “%}{"W -
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This ad is very attracting due tcye image pxe‘:)s:nted to the public. It umbs the public’s
Yy
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attention because not ohly 1t is for me/[‘bul it is also for women. Philip Morris tobacco is,original

| ateles .
and known around the world. Also the emotional appeal caughtup people’s attention to

purchase those types of cigarettes. Even now, just by looking at the image efthe=ad it catches
,/\ o
/ j(/our Mtention to the 70’s and that Il}tﬂht attract;a lot of the olda,r ﬂenuatmn This ad attracts
L~ &7 > hot _—‘t,,a | ¢ oan C -:-,G‘Uf
people because of the smlimo. attractive and bmuuml woman advertises. The target of this ad is
77
to attract different ages and the art that is exposed is very attracting. Not only does this ad

represent the tOhdLLO but it also represents tdshmn.( by her dress. Due to the attractiveness of this

ad,many non- smol\ers started (o smoke hecause of the images presented. That means-that the ad
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affects the non-smokers and the smokers. The smokers wi# feel happy when they see these kinds

of ads, which support smoking cigarettes, The ads change people’s thoughts. For example, the
. . . . lf:‘/r ~ - -
people who hateg’smoking, ¥l change their minds because’ads. The percentage of smoking is
/ P —
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increasing each year, and the ads are also increasing. T e o

This ad also attracts many young smokers because of the male image. It also targets people
A
back from the ¥920’s/ The value of cigarettes increasedt because many people start smoking early
/ 7
between ages 13 to 21 due to the attracting ad. This ad is portrayed as happy, mature and

beautiful which makes the public feel happy and be comfortable with smoking. Not only this ad
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is exposed in North America, it is also known around the world and-=ei%o represents the life-

style of North Americans. This ad El[[l'i.l.():ﬁ'd the public well because it does not show any bad
images or harm to the smokers. People around the world are more attracted to this ad because
this is not what they see on a daily basiymd it is different than what they smoke in their country.
Philip Morris is very well known which also is an advantage to gain more people to see what is
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offered. According to Jib Fowles essay, the appeal of this ad is the need to affiliation and

attention. The company wants to make many people smokers in order to increase the sales. In
“?

.

., . . . ~ . . . . ’ .
addition, it is hard for the smoker to quit smoking, so each company tries to unify smoker’s

brand.
Although the ads made many smokers, Jib Fowles rev eals, “There is no evidence that
He
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advertising can get people do-thing contrary to their self- interests”f5331). American businesses
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spend a total of fifty hll}mn’(ﬁ)ﬂu{s 61 the advertisements, so the ads are really beneficial because

ads spend money, fand in the same-time make money. The tobacco companies in the U.S spend
every year more than five billion Ffollu.g [[ gmdke their cigarettes look ‘cool’ through the ads.
For instance, Philip Morris\Compaay-spent two hundred million dollars for the ads to improve its
corporate image. The companies use the big events like Super Bowl as a chance to share an ad.
Many companies advertise on the Super Bowl such as, Hyundai, Toyota, Coke, Budweiser, Ford,
etc. so many differentdppeals show up “during the Super Bowl. A 30 second ad spot on Super

Bowl costs iiree And hdl(tlml/lq d lars and-every year the price is increasing. Therefore, in the
| A
futute, 'Compumes ).vfﬁ spend more money in the ads. / ( | -
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Philip Morris is an old tobacco company which has increased cigarettes sales and ads
throughout time in many different ways. The ads that this company creates are really
catchy and attracting. Both men and women are attracted to this ad which has made more
people use their type of cigarettes. This ad not only attracts customers from the US, but also
from around the world. Philips Morris Tobacco Company is very successful and knows how
to attract the public by advertising what the public wants to see and not what the public
should be afraid of. Tl’(l/itobacco ad tar%ets many people from many different ages because
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it is old-fashioned yet modern. Although these ads are expensive to produce and introduce

to the public’ they are still benefiting more than they are spending.
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