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Abstract 

Advertising affects many aspects of our lives and can promote different behaviors that if misdirected can cause 
harmful outcomes in the life of the affected being. This review examines different ways advertising has been 
affecting the contemporary era in Economy, Health, and Society such that advertising is used and how advertisers are 
in their quest to find the best approach to reach the final customer. The focus of advertising becomes a delicate topic 
when channeling the intentions of the seller into a maybe unknown or much diversified market. The effects of 
advertising have to be measured and controlled for the future improvement of the content and the approach. With an 
ever-changing world, advertising must be adapting to the context it will be developing in. As the market (world) 
changes, advertising must adapt to it. 
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The ultimate goal of advertising and marketing strategies is to deliver persuasive communication convincing another 
party to change opinions or attitudes (Meyers-Levy & Malaviya, 1999). There are three main aspects of 
consideration determining the quality and type of advertising: Product, Need, and Customer. While external factors, 
such as channel, context, media, etc., are vital considerations and often discussed, probably the most important 
matters of knowledge are to know what to sell, who to sell to, and why you are selling it. From this stand point, the 
question “How to sell it?” is born from these three main parts of advertising.  

Massive social, marketing, and media changes clearly are reflected in advertising expenditure and allocation (Kerr, 
Schultz, Kitchen, Mulhern, & Beede, 2015). As the digital world is improving and developing more efficient and 
easy-to-use tools for advertising, the traditional advertising techniques and approaches must be improved, too. There 
are many theories in the market about how to produce the proper advertising and how to develop effective marketing 
strategies. Advertising has not just from the result of changing consumer media habits, decision making, and 
purchasing power, but it also appears to be part of the rise of a transformative global society: Advertising should not 
be constrained as a manageable, informational resource for rational consumers (Heath, 2012). Advertising can affect 
and create positive effects in many fields. According to Laczniak (2015), theories can (and should) be borrowed from 
other fields and adapted to advertising. This integration of fields makes the advertising more powerful and easy to 
adapt in different realities and scenarios. However, theories must be contextualized and practitioners should not be 
seduced by “strong-theory-only” thinking (Laczniak, 2015). Although a strong exchange between areas and fields 
aids in responding to new challenges, specialized journals or journal sections, conferences, or financial support by 
associations can strategically support a successful specialization (Eisend, 2015). 

1. Quest for the Best Approach 

Marketers believe that emotions are an important aspect of consumer behavior in a persuasive context (Lewinski, 
Fransen, & Tan, 2014). Emotions and feelings are the gatekeepers to our decisions, especially those that are mostly 
subconscious (Heath, 2012). There is a two-dimensional conceptualization of consumer attitudes: The first 
dimension is a hedonic dimension, resulting from sensations derived from the experience of using products, and the 
second is a utilitarian dimension derived from functions performed by products (Voss, Spangenberg, & Grohmann, 
2003). Advertising has the obligation of making the customer to feel either the hedonic dimension or the utilitarian 
dimension, or maybe both at the same time. The hedonic dimension is the most searched when creating advertising 
because persons want to feel better while using a product. Maybe, when using the product the person is more likely 
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to outstand from the others and with this the brand accomplishes to turn that singular client into a faithful and loyal 
customer. The most important thing brands need to measure in order to know whether the advertising is effective or 
not is the positive response of the targeted customer. Advertising can be empirically considered as evaluative stimuli 
prior to the purchase decision. 

Advertisers recognize the important role of emotion in persuasion, judgment, and decision making (Taute, McQuitty, 
& Sautter 2011). Eisend (2011) mentioned the importance of including humor within advertising to increase the 
positive responses from the customers, and is one of the dominant aspects of the hedonic dimension. Humor often 
determines when customers buy products or not. Humor is directly in proportion to happiness; if humor increases 
and turns into good humor, the person is happier. In commercials, it is possible to establish the advertisement 
effectiveness using facial expressions of happiness (Lewinski et. al., 2014). Humor is a useful strategy to prevent the 
effects of resistance on the development of negative brand associations (Strick, Holland, van Baaren, & van 
Knippenberg, 2012).  

Affective reactions triggered by humor do increase positive cognitions while humor directly reduces negative ones 
(Eisend, 2010). Stereotyping is also included at the time of choosing the target of the advertising. Stereotyping 
differs between humorous and non-humorous ads and demonstrates a particular pattern; namely, male stereotypes are 
more prevalent in humorous ads, whereas female stereotypes are more prevalent in non-humorous ads (Eisend, 
Plagemann, & Sollwedel, 2014). There are more differences not only between genders, but between ages when they 
receive the stimulation of advertising. According to Kay and Furnham (2013), numerous gender stereotypes are still 
present in TV ads, with females often portrayed in a more traditional way than males when compared with their 
respective roles in society. Kay and Furnham (2013) also found that older female adults (+55 years old) are more 
likely to be shown as consumers than both adult females and older adult males. Stereotypes are strong in many of the 
ads.  

Costa Pereira, Verissimo, Castillo Diaz, and Correia (2013) found that, at least in Portugal and Spain, gender 
stereotypes are closely connected with products and their use. Typically, women’s products tend to be either body 
products or those associated with household tasks, food and consumerism, while products associated with men are 
connected to socio-economical projection (cars, work, financial investment and sports). Costa Pereira et al. also 
found that female characters are mostly placed in social integration situations, undertaking roles or fulfilling tasks 
connected with family and family security. Women are more often shown choosing products solving problems and 
dealing with fears, normally acting out their role in an indoor environment. Rarely are males shown solving daily 
domestic problems, except in humorous ads. This relates back to Strick et al. (2012) suggestions that advertisers 
could use, and abuse, the incongruities of humor to avoid consumer resistance. Targeting final consumers is as 
difficult as creating the proper advertising for them. If the customer’s needs are targeted properly, the purchase 
decision is almost inevitable. Advertising has to transmit clear messages to achieve specific goals while still being 
creative (Habib, 2015).  

One approach to reach targeted clients is using anthropomorphized products/messengers (Touré-Tillery & McGill, 
2015). In this approach, products are given life and they offer themselves as an ally, as a friend, and even as an 
individual either offering or needing help. For example, an anthropomorphized social cause such as a light bulb 
begging to be turned off to conserve energy (thus, a moral patient) elicits more compliance than 
non-anthropomorphized social causes (Ahn, Kim, & Aggarwal, 2014, as cited in Touré-Tillery & McGill, 2015). 
This example of the light bulb elicits the idea of a fellow being in need of help, thus eliciting both humor and 
compassion by showing an anthropomorphized being with a personality.  

A key term is Brand Personality (BP), defined as “the set of human characteristics associated with a brand” (Aaker, 
1997, p.347). Aaker (1997) set a scale that consists of five dimensions: sincerity, excitement, competence, 
sophistication, and ruggedness. Basing their work on Aaker’s scale, Eisend and Stokburger-Sauer (2013) found that 
sincerity and competence have the strongest influence on brand success variables (e.g., brand attitude, image, 
commitment, purchase intention), while excitement and ruggedness have the weakest influence on brand attitude and 
brand commitment. They also found that sophistication is increased by the consistency of advertising. Advertising is 
a well thought choice when the target is finally clear; because even though the target is already set, the approach is a 
new way that must be followed and sometimes rediscovered. Customers not only appreciate and make pre-purchase 
decision; they also evaluate the brand subconsciously and create either positive or negative first impressions 
according to the storyline of the advertising. Indeed, television advertisers should seek to reduce divergence in 
consumer response to increase overall advertising appeal, or at least ensure that their target consumers will respond 
positively to each storyline element (Burton, McAlister, & Hoyer, 2015). 
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2. The Advancement of Technology and Its Effect on Advertising 

Disruptions from technological advances have forced advertisers to adapt and recreate themselves in order to fit the 
new trends and markets. Advertising is broader now and affects almost all people.  

Schmidt and Eisend (2015) explored exposure to ads and recall, finding maximum attitude toward a product is 
reached after ten exposures, although increases in recall do not level off at lower exposure rates. The explanation of 
the advertising repetition effect on recall is based on learning theory, that is, on implicit or explicit learning. Since 
Pavlov (1927/2003) first published his research, stimulus-reaction theories have provided the basis for learning 
information consciously or subconsciously for much of advertisement. Today, the many channels to expose 
advertising have increased from print and TV to the tablets and cell phones. With the rise of new devices like smart 
phones, new techniques and tactics have been developed, and are continuously evolving. The advertising must be 
personalized and fit the whole expectations of the consumer; otherwise, the advertising is rejected.  

Distinct new advertising within the most modern technologies today started with m-commerce (SMS advertising; 
Rettie & Brum, 2001) and e-commerce (Barwise, 2001) around the beginning of this century. After the development 
of these types of advertising, the mobile market became attractive as the new core of databases for future advertising. 
During the last five years, the development of applications in mobiles has become an everyday issue that marketers 
have to deal with. A brand sponsored mobile application improves the level of engagement and attitude of the mobile 
user towards the brand (Bellman, Potter, Treleaven-Hassard, Robinson, & Varan, 2011). Nowadays, it is ever more 
difficult to engage users to a brand because customers, as technology does, keep developing their needs and demands. 
That is when the brand has to offer more than its competition. This becomes a decrease in margins and the 
importance of doing a very well performed advertising campaign stands out to put the brand over the others.  

Mobile advertising can find many obstacles as their messages have to be customized. A study by Radder, Pietersen, 
Wang, & Han (2010) reported on the use of software applications by marketers to send SMS advertisements to 
multiple recipients. This kind of technology limits the scope for customization of the message based on the 
recipient’s profile and thus adversely influences the attitude of the recipient towards SMS advertising in general 
(Billore & Sadh, 2015). As social media and online technologies continue to evolve, new and exciting opportunities 
will undoubtedly emerge for researchers (King, O’Rourke, & DeLongis, 2014) 

3. Advertising and Its Effect on Price 

Many companies do not always constrain advertising in accord with product pricing. They first set the price 
according to the operations done to get the final product. Price has an immediate effect on consumers whereas 
advertising has long-term carryover effects (Sethuraman, Tellis, & Briesch, 2011), thus is seen as an operational 
investment. With this new trend of combining both reference price and advertising makes it easier for companies to 
set a higher price depending on perceived value in the advertising. In fact, as two main elements affecting market 
demand; reference price and advertising have an interaction relationship. In operation management, a firm is able to 
make larger profits considering the two elements together (Qiao, Jianxiong, & Wansheng, 2015). Qiao et al. (2015) 
also stated that the reference price and demand are affected by goodwill which is controlled by advertising effort. In 
other words, the effort for setting a good advertising for a product will determine, roughly, the success of the product 
and an expectation for a big profit. With a good advertising campaign, the company is in the position of setting a 
higher price as the sincerity and competence of the product show it is worth the extra money compared to the 
competition.  

One strategy that companies may of the times use to increase perceived value and differentiate from their 
competition is using celebrities to promote their products. This strategy has immediate and delayed effects on the 
effectiveness of the advertising (Eisend and Langner, 2010). Also, stereotypes in advertising are reinforced by the 
use of celebrity voices and opinion leaders that prescribe, validate, and approve the products and brands (Costa 
Pereira et al., 2013). Eisend and Langner (2010), state that not all the effects of advertising are immediate and that 
the subject could have been reinforced by a previous advertising campaign in order to purchase the product. Even 
pre-decision constructs such as attitudes may not necessarily be formed at the time of ad exposure, but can be 
constructed from memory at a later point in time, leading to outcomes that differ from online attitude formation 
(Cohen & Reed, 2006).  

The decision to purchase depends on the consumer, but advertisers and marketers must be very careful about what 
they prepare for their clients. Advertisers should thus—depending on their goals (e.g., creating awareness or 
enhancing brand evaluations)—carefully consider whether they should use the same retrieval cues (visual and verbal 
elements) consistently across the different ads or should vary the ad execution to some extent (Voorveld & 



http://ijba.sciedupress.com International Journal of Business Administration Vol. 7, No. 4; 2016 

Published by Sciedu Press                        70                           ISSN 1923-4007  E-ISSN 1923-4015 

Valkenburg, 2015). Advertising is matter of change and progress because people are always looking for better 
products to satisfy more complex needs.  

4. Advertising and Its Effect on Health Industry 

Health is one of the top sellers on advertising. Health is on the list of the most wanted product in the world; good 
health is needed by everyone. People usually see health as a complicated issue that, when explained simply within 
advertising, they feel misled by untruthful promotion. This is because health-inducing products is often very 
expensive and typically ignores prevention. Repetition is necessary for health-related messages to overcome 
misunderstandings and misinterpretation of the information concerning health and increase consumer’s fluency of 
the claim (Chang, 2013). Customers are more likely to believe in the message if they see it repetitively. Dechêne, 
Stahl, Hansen, and Wänke (2010) referred to this effect as the truth effect. Although the truth effect is relevant to all 
persuasion contexts, health advertising in particular consists of situations in which the subjective feelings of the 
consumer play a pivotal role (Sundar, Kardes, & Wright, 2015). Again, the repetition of information is needed when 
trying to hold that information inside the minds of the targeted people.  

When health becomes a brand trying to sell a product or service, customers start to relate the brand with health. In 
spite of competition entering a market, when a customer recognizes a particular brand as theirs, and possibly their 
one-and-only way to gain health, the brand wins customer loyalty. This reason is among those that explain why the 
health industry is one of the biggest markets globally.  

Advertising also promotes positive attitudes such as eating healthy. The constant stimuli by the exposure of healthy 
images of fruits and vegetables creates a habit of consumption of these healthy products and increases the own 
satisfaction with life of the person (Bolanos & Elsner, 2015). In other words, depending on the approach the 
advertiser chooses the consumer can be affected in a way that not only will change his or her purchase decision but 
will also change the way of living of the persons.  

One target market that advertising has to go for is the early and later Childhood. Advertising has a strong impact on 
children's beliefs and perceptions, both embedded/placement ads and distinct ads, which start at increasingly early 
ages (Belova, Chang-Rundgren, & Eilks, 2015). The potential impact of advertising of unhealthy food on children’s 
healthy eating choices has been a topic of concern among scholars and policymakers (Ferguson, Contreras, & 
Kilburn, 2014). This is true concerning children’s healthy eating in relation to a high level of overweight and obesity 
in recent generations of children (Pretlow, 2011). Even though children are considered a well-defined market, there 
are many cultural differences in their way of living and processing information. There are cultural differences in food 
preferences as well, which do not appear to be clearly explained by TV viewing (Lapierre, 2013). Again, this is why 
the type of advertising and the targeted consumers have to be chosen carefully. In some cases direct advertisements 
of fast foods have been banned and the effectiveness of such approaches has not always been clear (Kent, Dubois, & 
Wanless, 2011), some studies suggest they may be effective in reducing overall fast food consumption (Dhar & 
Baylis, 2011, as cited by Ferguson et al., 2014). Ferguson, Munoz, and Medrano (2012) found that exposure to 
commercials for unhealthy products increased desire for those products relative to commercials for healthier 
products, even from the same company. Moreover, parental influence moderated this effect somewhat, but not 
completely. 

5. Advertising and Social Issues 

People are always looking to reach an ideal they saw previously on advertisings or TV. For example, women high on 
seeing being thin as an ideal will report a more negative body image and more positive attitudes toward cosmetic 
surgery (Ashikali et al., 2015). Ashikali et al. (2015) also found a negative influence of cosmetic surgery advertising 
on weight and appearance dissatisfaction. Advertising in this case should be measured to assure the least amount of 
negative effects on the life of the individuals either physically or psychologically.  

Cosmetic surgery options, services, and products constitute a new trend in advertising through the last years as more 
people look for the perfect physique or to look similar to their favorite artists or to famous people that usually people 
label as “perfect.” Social or peer pressure has led the market of cosmetic surgery to its success. The “advanced 
societies” influence the view of the self and get to consider the outside image of the self as more important than the 
inside: self-objectification. These ways of thinking of the self have been linked to more positive attitudes toward 
cosmetic surgery (Calogero, Park, Rahemtulla, & Williams, 2010). Markey and Markey (2010) found that 
individuals exposed to television shows that glorify cosmetic surgery asn a valid and acceptable alternative to nature, 
such as “Extreme Makeover,” reported a greater desire to undergo cosmetic surgery. Similarly, Mazzeo, Trace, 
Mitchell, and Gow (2007) found that women who viewed the “The Swan” reported greater perceived pressure from 
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the media to be thin, as well as increased endorsement of their ability to control their appearance (Ashikali, Dittmar, 
& Ayers, 2015).  

Other issue in society is the advertising or promotion of behaviors that might or will harm the person is drinking 
alcohol and smoking tobacco. Scharf, Martino, Setodji, Staplefoote, & Shadel (2013) cited that more than 70% of 
teenagers have consumed alcohol by high school graduation, and more than 20% of high school seniors have 
engaged in heavy drinking in the past two weeks (Johnston, O’Malley, Bachman, & Schulenberg, 2011). Similarly, 
nearly 20% of all high school students and more than 6% of eighth graders currently smoke (U.S. Centers for 
Disease Control & Prevention, 2010; Johnston, O’Malley, Bachman, & Schulenberg, 2012). Earlier initiation to 
drinking is associated with heavier drinking patterns in adolescence and adulthood, thus increasing the likelihood of 
adverse physical and mental health conditions (Australian Government National Health and Medical Research 
Institute, 2009).  

Scharf et al. (2013) used an Ecological Momentary Assessment (EMA; Shiffman, Stone, & Hufford, 2008) that 
allows a precise measurement of the specific characteristics and context of individual alcohol- and smoking related 
media exposures in their study and found that youth have approximately twice as many exposures to alcohol than to 
smoking-related media, and that they were able to report the brand of both types of advertised products most of the 
time. According to Hindmarsh, Jones, and Kervin (2015), Alcohol advertising is ubiquitous, and often covert. For 
example, product placement involves intentionally embedding a brand name or product within a film or music clip, 
while branded merchandise involves placing an alcohol brand on a product that is purchased and used by consumers, 
such as clothing products. Tobacco is even a riskier product in the market as the age for acquisition is less than the 
age needed for buying alcohol. As even more younger people are exposed to this type of advertising they are more 
prone to go under this tobacco consumption behavior. According to Shadel, Martino, Setodji, & Scharf (2012), 
sequential exposures to pro-smoking media incrementally change and strengthen individuals’ risk of smoking over 
time, for example by gradually strengthening their smoking intentions and eroding their smoking-resistance 
self-efficacy. Shadel et al. found that exposure to pro-smoking media is associated with higher overall mean levels of 
future smoking risk in all individuals, regardless of their levels of experience with smoking.  

As years go on and technology and culture advance it will become more difficult to control the decisions or 
behaviors of the young population. This issue rises up the need for new solutions in controlling behaviors that if 
initiated at young ages are more likely to be harmful than initiated at a young adult or adult age with a previous 
knowledge of the matter. Good self-control reduces the effect of adverse media influences on adolescent tobacco and 
alcohol use (Wills, Gibbons, Sargent, Gerrard, Lee, & Dal Cin, 2010). Wills et al. (2010) explain self-control as the 
positive measurement of one’s action’s outcomes or consequences; for example, “I get my homework done first so I 
can have fun later.” In other words, advertising for alcohol consumption has to be measured and limited to certain 
segments of the market having the variable “age” as primordial when doing so. One solution to differentiate the good 
and the bad of advertising is Media Literacy.  

As cited by Primack, McClure, Li, and Sargent (2014), Media literacy is an innovative approach that teaches young 
people to understand, analyze, and criticize media messages may be a promising complement to exposure reduction 
(Bergsma & Carney, 2008; Chen, 2013; Primack, Douglas, Land, Miller, & Fine, 2014). Yet while media literacy has 
been commonly utilized to address tobacco use (Bergsma & Carney, 2008; Pinkleton, Weintraub, Cohen, Miller, & 
Fitzgerald, 2007; Primack et al., 2014), it has been less frequently applied to alcohol (Chen, 2013; Kupersmidt, Scull, 
& Austin, 2010). 

There are other behaviors that are related to advertising and its consequences. Actually, the use of violence and sex 
content in television has raised a lot of controversy and has increased sells all over the world. As pornography is 
banned by many societies, sex on TV is more accessible for a broader market of ages, whether inferred or explicit 
nudity and sex. This accessibility makes this kind of TV shows more attractive and seductive to the audience, who in 
its majority is not legally allowed to watch the explicit version. For the adult market, they are also a loyal market of 
nudity and sex in advertising as it is the closer to what they dream of to occur in their own lives.  

Unfortunately, this is similarly found with violence; the audience or potential customers enjoy the fact that violence 
into its maximum expression is forbidden and punishable. DeWall, Maner, Deckman, and Rouby (2011) explains the 
“forbidden fruit,” which can be directly related to the reaction of people toward this type of advertising. The notion 
of the “forbidden fruit” says that people will react to attractive alternatives and increase the temptation toward it. 
According to Ferguson, Cruz, Martinez, Rueda, and Ferguson (2010), there are two possible routes to sell through 
violence and sex. The first one is the direct route which stands that if sex and violence on television ‘‘sells,’’ then 
one would expect people to be more likely to buy products, any products (irrespective of the advertisements) that are 
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advertised during the show. The second one is the indirect route which stands that television shows (violent, sexual, 
or neutral) can simply fulfill the function of attracting viewers. Once viewers are in front of the television, it is up to 
the content of the advertisements, not the television program itself, to sell products. On the other hand, advertisers 
have started to realize that not always sex and violence will sell depending on the strict content of it and they have to 
start design new advertising strategies to reach their targeted customers (Lull & Bushman, 2015). As population 
starts to change their mindsets toward new products, advertisers have to skew their techniques and be more careful 
when designing new advertising. This has to happen because as part of the total population become more liberal in 
their thoughts the other rest of the population stay susceptible or become even more susceptible to be affected by this 
kind of exposure to media.  

One problem between advertising and society is that advertising sometimes promotes behaviors that are known or 
considered to be addictive such as gambling. Gambling operators spend large sums of money on advertising their 
products in sports arenas, newspapers, billboards, TV, radio, and the Internet (Thomas, Lewis, McLeod, & Haycock, 
2012). The rationale for investing in the marketing and advertising of gambling products is that expenditures will pay 
off in the form of increased volume of overall gambling participation and/or increased market share of the operator’s 
gambling products (Hanss, Mentzoni, Griffiths, & Pallesen, 2015). Audiences are exposed to many gambling options 
in their daily basis, from the time they wake up and turn on their favorite sports channel to their mobile applications 
that sometimes include advertisements of gambling applications or events.  

Social media is very important for advertisers of gambling brands as it is the best channel to promote their products 
and to stimulate the habit of gambling with the most of times false promise of becoming the biggest winner. To 
gamble is not a big issue now in society, the problem is when people start to gamble obsessively and become 
addicted to it. Problem gamblers are more usual these days. Derevensky, Sklar, Gupta, and Messerlian (2010) found 
that problem gamblers were more likely than social gamblers and non-gamblers to report that they sometimes or 
often gambled after seeing gambling advertisements and that advertising increased their interest in gambling. It has 
been argued that initiatives to promote gambling products sometimes specifically target population groups vulnerable 
to developing gambling problems (Lamont, Hing, & Gainsbury, 2011). Planzer and Wardle (2012) noted that 
demonstrating the negative effects of gambling as solely attributable is hard to demonstrate empirically given that 
advertising effects are not uniform and “maturity” and “immaturity” of the market also have an impact.  

In general, advertising can have both positive and negative effects depending on the person the advertisement is 
exposed to. Every person is different and not all will react in the same way under similar situations. Studies affirm 
that attitudes toward gambling will evoke gambling participation (Hanss, Mentzoni, Blaszczynski, Molde, Torsheim, 
& Pallesen, 2014; Wood & Griffiths, 2004). This shows how powerful advertising is because it is able to create the 
enough interest to make the individual prone to purchase the idea or product. Social consequences are at a higher 
conceptualization level and are more effective in reducing the propensity to gamble (Orazi, Lei, & Bove, 2015). 
Advertising aims to concentrate social groups and focus their attention into a specific product. It may attract a good 
segment of interested people but a portion of these people might be prone to create bad habits and reactions from the 
advertisement.  

Marijuana consumption is another very sensible topic to talk about. Despite decades of refinement and expenditures 
in the billions of dollars, mass media campaigns designed to prevent or reduce substance use have met with 
inconsistent results (Crano, Siegel, & Alvaro, 2012). Advertisers have been creating prevention campaigns but these 
campaigns have not always fulfilled the high hopes of their designers (Brinn, Carson, Esterman, Chang, & Smith, 
2010; Crano, 2010). A previous study has been done in evaluating the effectiveness of these ads and it was found 
that some of the times, advertisements have created usage intentions in the individuals and affect also the ones who 
have already been using marijuana. (Alvaro, Crano, Siegel, Hohman, Johnson, & Nakawaki, 2013) Marijuana has 
been accepted in many cultures and its consumption is every time less stigmatized. The problem with marijuana is 
the problems in behavior that are related to its use. There is a strong association between the use of the substance and 
behavioral and academic problems (Scoppetta Díaz-Granados, Pérez Gómez, & Hugo Muñoz, 2013). The popularity 
of this substance has been increasing throughout the world, being South America one of the places with highest 
growths in its consumption and in its acceptance. Uruguay has already legalized the use of marijuana and it has been 
accepted by the population. The percentage of active marijuana consumers in Colombia has doubled between 1996 
and 2008, going from 1.1% to 2.3% (Scoppetta, 2010). Marijuana consumers usually label themselves as pacifists, 
but according to Scoppetta Díaz-Granados et al. (2013), marijuana consumers in high school are more prone to 
aggressive behaviors.  
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Legalization has been an issue in the U.S. and has created debate within the country. Thoumi (2013) concludes that 
the U.S. has been the main force behind the International Drug Control Regime (IDCR) that has been an instrument 
of its international policy but not of its domestic drug policies and that the Colorado and Washington State policies 
undermine the IOCR and will force changes in U.S. international drug policies. 

6. Advertising and Its Effect on the Brain 

Advertising, in order to be effective has to create an effect on the brain or stimulate some part of it so the decision is 
desired and attained. A central tenet of commercial advertising is that an individual’s purchasing preferences can be 
affected so that one product or service is chosen over another (Cook, Warren, Pajot, Schairer, & Leuchter, 2011). 
Dijksterhuis (2004), Dijksterhuis, Bos, Nordgren, and van Baaren, (2006), and Dijksterhuis and Aarts (2010) all 
reviewed and synthesized primary studies suggesting that considerable amounts of processing and decision making 
may take place outside of conscious awareness (Cited by Cook et al., 2011). In other words, the main purpose of 
practitioners of advertising is to influence the subconscious of the person and get them to secure client’s 
pre-purchase thoughts for a future purchase. One big strategy of advertising firms is to use recall techniques that 
affect potential customers and create “nostalgic” episodes so the customers relates strongly with the product (Zhao, 
Muehling, & Karaklas, 2014). Today, nostalgia is considered a mixed emotional experience of looking back on or 
longing for the past (Hepper, Ritchie, Sedikides, & Wildschut, 2012).  

Studies on mirror neurons, suggest that these neurons work when we understand actions when “we map the visual 
representation of the observed action onto our motor representation of the same action. According to this view, an 
action is understood when its observation causes the motor system of the observer to ‘resonate’” (Rizzolatti, Fogassi, 
& Gallese, 2001; as cited on Lacoste-Badie & Droulers, 2014). According to Lacoste-Badie and Droulers (2014), 
mirror neurons also distinguish the intentions of certain actions within the advertisements and are able to identify the 
context of the ad and when it can be used on the daily basis by the person. This effect is called the action condition 
where the person can identify the pre- and the post- of an action related to the movements of the body that are seen 
on the advertisement. Indeed, advertising is a complex group of strategies that can affect the most complex processes 
of the brain. 

7. Discussion 

Advertising has been evolving to fit different needs in different cultures and ideologies, and these changes have 
increased with the emergence of new technologies. While a lot of focus has been put on the technologies themselves 
as if there is a social homogeneity among global consumers, attention is needed on the sociocultural manifestations 
in the core principles of advertising psychology. Nothing inside one culture is identical to what other cultures have in 
terms of the absolute adherence to American advertising standards, and this is destructive to global and systemic 
marketing and advertising given so many modern, technologically-driven advertising opportunities. There are 
similarities of cultures, but even in terms of prioritizations, technological utilization, and market sub-segmentations, 
it is important to not over-reach the similarities of aspects that can drive advertisers to set up baselines with different 
developments in order to reach their various targeted segments, markets, or customers. Advertising can reach out 
every single part of our lives; from selling hair product to house cleaning products. The way advertisers manage their 
ideas and design the advertisements to reach people out is the most difficult part of the process. Advertisers have the 
heavy duty of make everyone happy, which is not an absolute, but an end to constantly attempt to achieve.  

The study of advertising should be deeper enough to get to understand all of the processes of the mind. Purchasing is 
a decision, so by managing and dominating the stimuli of that decision, the purchase of their product is almost a fact. 
Advertising is broad enough to keep societies fighting for discovering the best approach to reach the customers’ 
interest. Actually, there is not what is believed as the best approach; as humans are improving their needs and 
processes due the advance of technology also, the way or approach to reach them is always improving and changing, 
too. This makes advertising one of the most interesting matters of study in the earth, because as it changes more 
previous knowledge stays obsolete and more new knowledge is required. The world will never get to the point that 
stops improving or progressing, fact that makes people more useful at the time of developing new technology to be 
suitable for mankind. There is always a market for a product; the hard part is to find the market and how to approach 
it.  

This study has different reasons of how the perfect approach can be gotten. Reasons go from the psychological to the 
physiological roots of the effects of advertising; moreover, the main component to understand and to develop is the 
product. The main focus of advertising must be on the development of the products, which includes not only the 
analysis of the customer but also to create speculation on new possible trends and possible customer’s decisions. 



http://ijba.sciedupress.com International Journal of Business Administration Vol. 7, No. 4; 2016 

Published by Sciedu Press                        74                           ISSN 1923-4007  E-ISSN 1923-4015 

With this said, it is possible to assume that previous techniques and decisions do not guarantee future same 
outcomes.  

Concerning the type of advertising whether it is positive or negative, it will always have to be connected to social 
thoughts and stereotypes set by majority. Given this, the process of choosing the target of the advertising has to be 
very meticulous as the advertiser will be dealing with many social critiques and risking his position in case of legal 
problems. It may be extreme to think of these possible negative outcomes, but advertisers have to realize that the 
market is too diverse that focusing in a very profitable market can gather the negative attention from other parties 
(e.g. marijuana use advertising). 
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