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Analysis of Contents of Advertisements
Introduction
Advertising is basically a strategic weapon as business experts describe it. It is not easy to analyze the impacts of advertisements within a short term, and thus, its total effects are evaluated in the context of long periods like years. Various advertisements use sociological or cross-cultural inclination of its target audience to impact the necessary results. They equally embed research findings related to the market of concern and the theoretical implications to gauge and tap into the wider scope of the company’s target groups.  This paper analyzes various advertisements in the United States using the three metrics outlined as sociological imagination, theoretical perspectives, and scientific research to uncover patterns of social behavior related to the companies that post them.
Analysis of Contents of 10 Advertisements
Coca-Cola is a mega multinational corporation that deals in the manufacturing of soft drinks with a range of subsidiary products. In the year 2018, Coca-Cola disappeared on all its social media platforms for a long time only to return with an advert on the television and on print media dubbed “We’re celebrating #WorldKindnessDay by spreading a little love and positivity. ❤️ #RefreshTheFeed.” This advertisement coincided with a day people often set aside to celebrate acts of kindness. In addition to that, Coca-Cola initiated the use of 150 most popular names. The strategy developed rapidly in United States cities. It now involved printing first names across the front of its bottles and cans in Coke’s branded colors. The advert took up to almost a minute and half of showcase on television. This advertisement involved the company making an appeal to its masses by remembering them by tapping into their emotions. The company’s sales increased tremendously.  Researchers and theorists have described this method of advertisement to definite tenets that build up theories such as Active Theories of Consumption. This theory, as utilized in Coca-Cola adverts, posits that individuals consume products to remain connected with others and stay involved in the ‘information system’ as illustrated by the Bazan (2017). The younger masses or the millennials were greatly impacted by this concept as they are the cornerstone for global connections.
Nike, a shoe company, had been competitively outridden by its counterpart Reebok. In an attempt to surpass the other competitor Nike came up with a motivational slogan in advertising its sports shoes. It was dubbed “Nike: Just Do It” The advertisement was on Print, television, and the internet. Though Nike’s products catered exclusively to marathon runners, it garnered sales even from ordinary joggers thanks to the new slogan. The company aimed at beating its competitor Reebok and in the following decade it had sored so high beating all the competitors. Sociologically, Nike resolved to solve the people’s problems of having to deal with potholes while jogging and low esteem to completing exercises. The slogan appealed to everyone and hit the core in implementing its message thus doubling the company’s revenues. The advertisement utilized the theory of Manipulation Thesis. This theory thrives on the basic idea that advertising manipulates consumers into buying goods like shoes in this case.
Absolut Vodka: The Absolut Bottle utilized print media campaign to compel its consumer base to its utilization. It is an advert about alcoholic brand Vodka. Its campaign featured in print advertisements that showed bottles in a depiction setting “in the wild,” and it ran for 25 years without being off.  The Absolut Vodka advertisement conceptually appeals to the masses that they should always be determined to differentiate the individual product in the same way this one did. 25 years is long enough to change generational perceptions about a product. The longer it took in the print media associated it with the social class stratification that envisaged its consumers to folks who could purchase newspapers on a daily basis. This is a similar description that Manipulation Thesis ascribes to its arguments. Haider (2019) discusses that if one could always read a print document containing the advert, he could easily be persuaded to try out the product with his social networkers.
The advertisement of the sanitary product Always that was capsulated as “Always: #LikeaGirl in 2015” it took its campaign to television and the internet. The campaign began as a commercial explanation of the sociological gender parity perceptions about the stigma behind playing sports in a way described as “like a girl” This implied that the boy’s method was better than the girl’s.  The message, however, becomes clear and inspiring at the end of the commercial advert. The advert concludes that girls are just as suitable and talented as boys, especially during adolescence. This advert took long in years before elapsing on television because the adolescent stage of a girl’s life is extremely important to the Always sanitary company.  This advert greatly sold for it acknowledged not just its audience, but also the challenges they face (Griffiths & Lopez-Gonzalez 2019), a concept theorist’s term manipulation thesis.
Vehicle manufacturing and sales firm Volkswagen used the advert “Volkswagen: Think Small in the year 1960 in print media to carry out mass sensitization of their product. Marketing and advertising professionals linked and called Volkswagen’s “Think Small” slogan to the gold standard. The campaign had set out to answer one question, which was how to change peoples’ perceptions about a product and group of people working on the product. This advertisement went on for a time with single-spaced prints of a Volkswagen car standing alone it the prescribed section of the newspaper. Whereas this advert psychologically reshaped peoples’ approach to issues, research applies that language used is aimed at a particular target audience (Haider 2019). In this case, think of those in the strategic business corporations who are in a dilemma with decision-making alternatives, this advert would easily channel the direction of thought of the business bigwigs’ thus prompting one to make a sole decision as discussed by Parry (2016).
In the year 2017, Google came up with an advertisement termed “Year in Search.” they carried out their campaign on the internet. This advert was essentially a written report of the public’s most common Google searches over the previous 12 months. Google had then, within a span of 12 months, they adapted the use of this advertisement for a three-minute video. The advert has since then become an annual reminder of how much people depend on Google for information on events that take place around the globe. This advertisement showed acute dependence by larger masses on the use of this internet giant for information. This advertisement, as discussed by Bazan (2017), utilized the sociological paradigms of populace of general, a loosely translated concept that alludes that people will tend to do something simply because the wider part of the society uses it.
In mid-2006, Apple Corporation carried out a television campaign termed “Get a Mac” The video containing the advert was just one of a sequence of reiterations of the message intended by this advertisement. The Mac campaign became a large scale success thanks to its heated debate ever for Apple. The company resulted in a 42% market net growth in its first year with the help of the campaign. Apple explained their product’s benefits in a relatable way such that the consumers were able to see themselves using them. This method of advertisement did not bombard the consumers with reasons to buy the product, but rather, it became part of the consumers’ usage of the product. This concept related to the language of society, which compels crowds simply to buy a product (Bazan 2017). The pragmatic connotation of the statement “Get a Mac” compels one to go for the product.
Kentucky Fast Chicken made an advertisement in 2018 connoted as “FCK” in the print media. This advert was a creative apology when KFC’s business in the subsidiary United Kingdom branch ran out of chicken. When a poultry company runs out of poultry, it becomes the most sardonic PR crisis in the company market’s evaluation. This advertisement had called on all eyes the manner in which business shall respond. Reports have it that the advert took KFC a notch higher when it resumed. It is not every day that business firms apologize for their downfalls and when they do, they very much likely appeal to the emotions of their consumers who readily pour back into product consumption. Though this campaign was indicative of Active Theories of Consumption, it equally calls in the predispositions of the Manipulation Thesis, though because the product in question is edible content made to capsulate all the senses of the consumers.
American Procter and Gamble agency initiated a campaign titled “Thank You, Mom” in 2012 on the television illustrating the forces behind athletes’ succession.  The advert identified and celebrated the story of Olympic athletes. The campaign illustrated the stories of the supportive moms who pushed and compelled the world-class athletes throughout their entire lives leading up to that crowning moment, as discussed by Griffiths & Lopez-Gonzalez (2019) in their qualitative methodology publications. The video used a slow-motion video coding encompassing individual athletes from all walks of life. Research analysis demonstrates the advertisement corresponds to the individual sense of appreciation of their mothers. The advert uses sociological terms “Thank You, Mom” that applies to everyone around the world, thus improving sales for the firm that puts it out.
Old Spice, a business firm trading on body and beauty products came up with an advertisement in 2010 dubbed as “The Man Your Man Could Smell Like” on television and internet. The advertisement championed that whenever a campaign has gained momentum with fans and followers, the company should strive at doing everything it can to keep these fans-cum-consumers engaged while at the same time keeping the advert’s message true to the company’s brand voice and image. The advert utilized changing perception through inductive language that convinces the crowd to follow the instructions as issued in the video of the advert, as illustrated by Fan (2017). The theoretical application of mass entertainment through the video is produced in a similar way as mass purchases that follow the advert’s directions.
Conclusion
Advertisements are marketing strategies aimed at putting a business a step ahead of others. Designing the crowd targeted, language to use, time frames and platform for the advert are significantly key aspects that should be considered before carrying out the process. Researchers and theorists through their publications have discussed their positions and theories on the implications of these advertisement campaigns and their effects to the businesses.
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