English 11 Spring 2002

Advertising on the Internet

What would be considered a building block of the Internet revolution?  Scientists?  Education?  Entertainment?  How about advertisements?  In fact, all of them would be considered building blocks of the revolution.  Without any of these factors and many others, there would no Internet, which we use and depend on daily.  If web pages did not have advertisements, many wouldn’t be able to support themselves.  The money given by companies makes up a great deal of Internet corporations' profit.  Looking at advertisements more closely, we can see the different styles of promoting a certain product.  

While on my search for the new band Superchunk’s new album, I saw numerous ads.  Some of which interested me, others barely noticeable.  No matter where you go on the Internet, it is hard to escape certain ads that can take up your entire screen and practically force you to notice them.  During my search, I could not escape those ads.  One would think that those would be the most effective: for some maybe, not for me.  Whenever one pops up and brings me to a different page, I automatically close the screen, and most of the time, I don’t pay attention to the ad.  As my search progressed, I chose two ads in particular- one seemed to get my attention, while the other did not appeal to me. 

When I finally found a page that gave me the information about Superchunk, I saw an advertisement that captured my attention, and one that was not as appealing.  The two advertisements had some similarities and some differences.  They were both presented in the same medium, a small box at the top of the web page.  Both were placed next to each other, but I was more fascinated with the one that was blinking and had brighter colors. The ad was for a pre-ordering company that had “Longshot” DVD’s and CD’s that featured *Nsync and O-Town.  It opened by showing a large, bright yellow sun in the middle; then, *Nsync popped up in front of the sun, followed by two big yellow stars on both sides of the band and sun.  On each of the two stars in blue lettering is the word “NEW.”  After everything in that frame popped up, the band was replaced by the word “Pre-order!” also in rather large lettering.  The next frame briefly announced the product being sold in white lettering, with only the words “*Nsync” and “O-Town” in larger yellow lettering.  The constant change of frames and bright colors is what initially caught my attention.  The placement of this advertisement for the target audience was rather clever.  The internet is a popular and effective medium due to its ability to target any audience desired.  The company selling the DVDs and CDs knew that music lovers would be searching the sight, and made a wise decision of placing it there.  The explicit message of this ad is simple; it wants people to buy their product.  The implicit message is a little subtler; they want people to think that if they buy their product, they will be up to date on the new products in the music and movie worlds.  

The advertisement that happened to be right next to the pre-order ad was the one that did not grab my attention.  It was nearly two times larger than the one next to it; however, it was not flashy and didn’t use bright colors or movement.  It was simply a rectangle with small white lettering that said: “Think you have the coolest METALLICA shirt?  Guess again!  Vintage designs TONS of artists.  Now at ARTISTdirect.”  With the words “Guess again!” in yellow.  To the right of the caption, an Aerosmith wings symbol is in black and red.  This is also a rather blunt ad but it isn’t very attractive.  In addition, it can easily be overlooked by the one next to it.  Once again the location was strategically placed to attract music lovers.  The explicit message is easy to recognize: ARTISTdirect has a wide variety of shirts you can choose from, leaving them the best place to buy shirts from.  However, compared to the DVD and CD ad, this one has a stronger implicit message: if you want to have a cool T-shirt, you must buy it from them.  This is very useful, because people always want the best and some are willing to do most anything for the best.  

Considering myself a member of the audience who listens to pop music such as Blink182, and *Nsync, this aided in my attraction to the DVD and CD ad.  Both ads were targeting the music loving audience by using popular bands to promote their business. Both will probably get a larger response at this sight, than if they were at a restaurant website, because music lovers will likely be found looking for a music website than a restaurant site.  The information in both ads fulfilled the music criteria of my search.  Neither of them, however, aided me in the search of Superchunk’s new CD and tracks.  


The two advertisements mentioned above were only two examples of the hundreds of kinds that are out there on the Internet.  Each ad appeals to people in different ways, some notice them and even buy the product; others just find their information that they were searching for without regard to the ads.  Whatever type of person you are the ads are out there for one reason and one reason only, to sell a product.  Even with the overwhelming number of advertisements on the internet, one can still find out that Superchunk’s new album is titled “Here’s to Shutting Up” and that the tracks are as follows:  Late Century Dream, Rainy Streets, Phone Sex, Florida’s on Fire, Out on the Wing, Animal Has Left Its Shell, Act Surprised, Art Class (Song for Yayoi Kusama), What Do You Look Forward To?, and Drool Collection.

