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This thesis, entitled The Impact of Advertising on the Consumer Society  presents an 

analysis of the phenomenon of advertising on the one hand, and the other, an analysis of the 

consumer and the process of adapting it to the new consumer society. The purpose of this study 

is to explore, explain and describe the phenomena for a better understanding of it, but also for a 

better understanding of advertising with the members of the consume society. To add rigor and 

depth to the research involved and capture the perspective of the "social actors" on advertising 

phenomenon, in this study we combined multiple qualitative and quantitative methods, sources 

and perspectives to cover as many aspects of the influence of advertising on consumer society. 

We have combined various sources of data collection - from research and studies of 

Romanian authors and foreign ones (including Russian authors), both published and 

unpublished on the topics covered and the PhD Thesis’ of Romanian and foreign of lecturers 

(both published and unpublished). We analysed the coverage of advertising both in print media 

and electronic one, TV shows, radio, etc.. approaching it from different perspectives - from 

public to private, from the psychological to the cultural, social and economic, from the ethical 

and moral to the legal etc. creating in the end an individual perspective on them. 

The personal contribution is reflected by conducting a focus group, applying the 

deductive strategy (conceptual), designed to identify the participants reasoned opinions on the 

pleasant and less pleasant aspects of the phenomenon of advertising, thus serving as thematic 

directions of the research. The last chapter of this book actually contains a quantitative analysis 

of the phenomenon and the objective is to analyze whether and how advertising affects small 

consumers, comparing the results of several studies conducted over the years (2004-2007) by 

various research institutions - (Children's Exposure to TV and radio programs, conducted in 

2004 by MMT (Metro Media Transilvania), Children's Exposure to TV and radio programs 

(cultural patterns of behavior), conducted in 2007 by Metro Media Transylvania, The impact of 

advertising on parents and children conducted by IMAS (Institute for Marketing and Polls) 
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and CSMNTC (Center for Media Studies and New Communication Technologies) in 2007 and 

The habits, attitudes and satisfaction of public radio and television by the National Institute for 

Public Opinion Studies and Marketing (INSOMAR) all in 2007. The personal contribution 

consists in the analysis of data from unpublished study called Exposure, consumer perception 

and opinion (2006), kindly provided by Metro Media Transilvania (MMT). 

The study issue is to identify the role, functions and operating techniques of advertising 

in the social, economic and cultural context, in order to meet the many criticisms of advertising 

regarding the quality of the advertisement message, content, quantity and form, but also 

regarding the ethical and moral issues related to the negative influence on children, the 

emerging eroticism in advertising and clandestine advertising. Furthermore we looked and 

analyzed the changes over time in the sphere of consumption, with its transition to a new stage 

- the hyperconsumism era. The new consumerism context led to major optic changes both on 

the evolved consumer and advertisers, who had to update their messages and their approach 

techniques. We tried to analyze the viability of the above mentioned criticism in the new era of 

consumerism and the new consumer – the globalized hyperconsumer, with the last chapter of 

this thesis being dedicated to a comparative analysis of the data, regarding the influence of 

advertising on children. 

In the first chapter of this thesis, called The Analysis of Human Behaviour, we analyzed 

the new status of the individual - the consumer and the factors that influence consumer act. We 

considered important to know both the consumer's psychological profile and identify other 

decision makers in the buying process, in order to understand and appreciate further if, or how 

much advertising may exert their influence on it. Thus, we conducted an analysis of both the 

individual factors (rational approach, psychodynamic and behaviourist) and environmental 

ones (psycho-social approach) thought to be important in making a purchasing decision.  

The rational approach presents the individual as led by reason, demanding and hard to 

convince without any reasonable evidence (Jouve, 2005). In the psychodynamic approach we 

analyzed the individual from perspectives of psychoanalysis and psychology, starting with the 

assumption that all human beings are guided by innate tendencies - instincts (sex, survival, 

conservation, etc.). Since advertising is suspected to use subconscious manipulation we 

analyzed the three components of human personality presented by Freud: Id (human impulses 

and repressions), Super Ego (prohibitions, elements of censorship of the personality) and Ego 

which ensure compromise through self defence, self preservation and balance in order to 

understand how human psychology works, and later how they react to advertising messages 

(Freud, 1991). 
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If psychoanalysis focuses on the study of instincts and impulses, then from the 

psychological perspective we stopped on the needs and motivations, personality, values and 

attitudes. We defined needs as representations of the feeling of lack, dissatisfaction, related to 

specific needs: physical (the principle of survival, protection), social (the principle of 

belonging, recognition) and personal (the principle of self-accomplishment) (Jouve, 2005). 

According to Maslow's pyramid, the base lies on the physiological needs - and at the top - self 

fulfillment. Each level, once satisfied, will generate another need, says the author of the 

pyramid (Maslow, 2008). 

Septimiu Chelcea argues that both are wrong and those who argue that the needs or 

"necessities" as they are called by the Romanian sociologist, are based on instincts, so innate, 

or are of social nature, arguing that if all human needs as scheduled hereditarily, it was absurd 

to claim that advertising would add other necessities to those that would have been equipped 

from birth (Chelcea, 2012). Therefore, we conclude that not all necessities are innate. Otto 

Klineberg also noted that there are exceptions. Proposed a distinction here: there are natural 

needs and social needs, a distinction with which we fully agree. In fact, based on these 

distinctions Abraham Maslow developed the pyramid of needs (described above). Although the 

model of the hierarchy of needs pyramid has been criticized together with its sequence to 

satisfy each level, we assume that pyramid helps us understand human actions and the engine 

is widely accepted in Psychosociology. 

The study of the motivations gave us information about different kinds of human 

tendencies, emphasizing three categories: hedonistic, of sacrifice and of self-expression 

(Joannis, 1965, apud Marcenac, Milon and Saint-Michel, 2006). And depending on the reasons 

the consumers will react differently in their consumer behavior. 

The human personality was characterized by behavioral and characteristics organization 

of its mental schemes having as a basic feature its permanence. The values were classified as 

sustainable beliefs that determine social and personal preference, and the attitudes - sustainable 

organization of the beliefs about an object or situation (Rokeach, 1973). All these factors taken 

together, determine the individual's purchasing behavior. 

Experimental psychology hasn’t been forgotten, as it had an important role in the study 

of human behavior, in terms of mechanistic behaviorism theory, but also the recovery approach 

that is based on the work of psychology of Pavlov's reflexology. Pavlov considered that any 

decision, any attitude, any choice is the product of learning by conditioning (Bonnange, 

Chantal, 1990), appointed by Jouve (mechanistic behaviorism). From this perspective, any bill 

of sale would also be the product of conditioning, which would occur largely through the effect 
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of the bombing. Purchasing may be conditioned, however, and the phenomenon of similarity 

between the advertisement and a message of prior learning, or under, (recovery behaviorism) 

(Jouve, 2000/2005). It follows, therefore, that the receiver would get into a state where there is 

no internal logic, not at all mastered their approach, but is subject to repeated stimuli 

represented by messages often to induce automatisms, reflexes acts. The theory was actually 

challenged by Giles Lipovetsky (2007), which states that these methods of intoxication would 

be some outdated and that under the new consumerist era, we are dealing with a smart 

consumer and evolved. Arguments in Chapter IV of this paper will shed light on this. In this 

chapter the aim was to include and remember three approaches about the individual - rational, 

psychodynamic and behavioural in order to fully understand the influence of individual factors 

in making a purchasing decision. 

The psychosocial approach to advertising, further into consideration, involves studying 

how a group affiliation leads to a consumer comportment, and, Chelcea adds (2012, 77) in a 

specific way to collect and evaluate advertisements. Any advertising approach appeals to 

certain cognitive and emotional of a person caused by factors educational, social, cultural or 

religious factors that we considered in this chapter called The Influence of Environmental 

Factors. We emphasize that the sociocultural environment is essential in shaping the 

personality and influencing behavior, allowing us to say that the individual is the product of a 

basic culture (culturalism), rules, roles and status. We analyzed the Mayn factors that reflect 

the relationship between individual and social environment: culture and subcultures 

(nationalities, religions, age and region), socioeconomic classes and social groups (Marcenac, 

Milon and Saint-Michel, 2006). It is inevitable that the individual consumer behavior is 

influenced by contextual code: the consumer assesses a product by type of consumption 

practiced in the subgroups among whom he lives and is justified. We noted in this context the 

distinction between membership and reference group, deducting the following - people 

behavior can be determined by group belonging influence, but also the reference one which 

exercises actually a high pressure. Also, it may be determined by the influence of an opinion 

leader, coming from family or any other group (Jouve, 2000/2005). 

Other important factors underlying the relationship between individual and social 

environment, analyzed in this chapter were rules, roles and stereotypes. Based on biological, 

familial, professional models, the rules show social attitudes adapted to any situation and 

include the individual in a general conduct. Analyzing the roles (collective laws), we noticed 

that they are manifested in the form of regulations, codes, signals, which are expressed in 

terms of instructions, prohibitions and recommendations. Advertising does not hesitate to 
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recover these rules, and it even adopts an imperative tone of authority in this context, as stated 

by Jouve (2005). Also, we have emphasized that each person assumes several roles 

simultaneously - the professional, familial, social one, etc., which often leads to a conflict. 

Advertising, in this case, could help to manage the conflict, offering us a substitute or auxiliary 

product. There are opinions that advertising in this case, would help to manage conflict, as we 

are proposed a substitute or auxiliary product. Conflicting arguments on this issue have been 

analyzed in Chapter IV dedicated to advertising criticism. 

Psychosociology is not limited, however, only to the study groups and social statuses 

role system considers Chelcea (2008). The Romanian professor extends the psychosociological 

approach to advertising, referring to a series of social phenomena and processes that have not 

been addressed by Michèle Jouve. We, however, we will only ones analyzed in this chapter, 

because the extension of this, in our case, is not a major objective of the present study. 

After reviewing the rules and roles, we had to stereotypes, which we defined as 

"categories of public opinion" (J. Stoetzel), became in time "social values" or " transmitted 

models of cultural heritage " (B. Cathelat) which we consider as important as the ordering of 

society and the quality of life, as well as its compliance. We concluded that the role of 

stereotypes is to help determine patterns of personal identification, the cultural affiliation of 

individual significance. We note that advertising using these rules of a massive company-type, 

but not only faces the dilemma of reality-aspiration but often latent conflict between individual 

desires (emancipated woman, for example) and cultural models (women obey man), subject 

discussed in detail in the section Image of women in advertising. In summary, we define 

stereotype as the expression of publicity, in its effort to produce a self-image of the consumer, 

likely to be responsive to expectations and to satisfy needs (Cathelat, 1987/2005). In the 

context of environmental factors on consumer study we considered important to analyze the 

role of stereotypes in determining patterns of cultural belonging both personal identification 

and the individual significance, concluding that these rules and clichés (as stereotypes may be 

called) are necessary subject to the ordering society and the quality of life in its compliance. In 

conclusion, we can say that, that any advertising action appeals to certain cognitive and 

emotional skills of a person determined by individual factors, as well as the educational, social, 

cultural or religious ones. The knowledge of these factors is required to begin a study of the 

impact of advertising on individuals. 

Another important field of study in the context of human behavior analysis is also 

psychoanalysis and the subconscious. We tried to analyze their role in the determination of 

individual consumption behavior, as Freud hypothesized that the "fundamental dilemmas" of 
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man have their roots during infancy and remain implanted in his psychic apparatus as a 

founding issue of its subsequent evolution . Russian psychologist, Pesoţkii (2001) considers 

even that a return to sustained childhood experiences and fantasies taken from them, stored in 

the subconscious, are very much exploited in advertising food, cigarettes, chewing gum, etc. 

We described below also the assumption that sexual urges are the strongest bases of human 

actions and they have the power to grant sexual connotations to a variety of objects and actions 

(Freud, 1991). Thus, psychoanalysis is an area that has human desires beyond consciousness, 

represented by stimuli and impulses, the individual tries his entire life to satisfy through 

various methods, the individual will seek "satisfactory" answers to these dilemmas elsewhere, 

even Advertising, according to Freud's theories. Theories, moreover, often contested. The fact 

that Freudian theme that clearly transpires in advertising its use is supported by François 

Brune, who says that in order to satisfy individual desires, advertising discourse comes to 

procure certain representations (related to the theme of loneliness, love, death, otherness etc.), 

to give its fundamental problems the tranquility they seek (Brown, 1996). The French author 

addresses the issue through the subconscious conditioning clandestinity sexual messages used 

in advertising. And we will deal with this problem, but, in the chapter on advertising critics, 

purpose aimed for the present chapter was to establish the link between experiences stored in 

the subconscious human of consumption behavior of its formation. 

Thus, psychoanalysis claims that most human behavior is in the rational area and 

fundamental aspects of motivation are beyond the field of consciousness. But K. Lewin, whose 

works have focused on the experimental study of environmental influences on the individual, 

analyzed the personality of individuals, their action in the social field and small group 

dynamics, pointed out: "Depending on the personal history of the subject may take different 

valuations of balance sought and that in search of relief, for the purposes of compensation 

fictitious, symbolic acts of substitution can take many different forms (Lewin, 1951). And 

Katona claims, in the same vein that even more than the objective characteristics of a situation, 

consumers' decisions depend on the manner in which they perceive themselves actually 

(Katona, cited Cathelat, 1987/2005). 

The conclusion we reached is that human experience lived since early childhood, may 

remain stored in our subconscious. But to make a direct link between infant existential 

dilemmas (Haineault and Roy) or sexual impulses (after Freud) and that could alter sexually 

comportmentul and give various actions and objects, believe that it is a hypothesis that can not 

yet confirm the lack of substantial evidence. And Cathelat argues that we must not forget about 

consumer heterogeneity, that is provided to the social subject, a member of a group in an 
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environment where the actor has a status and a role (2005). And here we remember, in the 

context of discussion of sexual desire hidden Chelcea example of Septimius, who when seeing 

thechampagne bottle described by the Polish teacher Wosinska Wilhelmina, will remember the 

price and probably another person of the other sex, age, social environment, etc.. will see in her 

what the Polish psychologist hopes to see in her theory (sex call). Thus, we would like to say 

that the efficiency of subconscious stimuli that advertising would use is questioned. 

In concluding this chapter, we deduct the following - that any action advertising by 

message, calls to certain cognitive and emotional of a person determined by individual factors, 

as well as the educational, social, cultural or religious. Understanding and knowledge of the 

influence of these factors, we considered it essential to start a research paper on the impact of 

advertising on consumers. 

At the beginning of Chapter II, The Analysis of the Advertising Phenomenon, we 

followed a brief historical development of the advertising actions, starting with clay tiles found 

in Pompeii, thousands of years ago and ending with the era in which design has revolutionized 

the way in which television uses advertising. Each historical stage has brought new forms of 

advertising. With the advent of Gutenberg's printing press in the early Ninth Century, appeared 

the first flyers (Vivian, 1999). The industrial revolution brought with it new changes in society. 

There was the mass production and advertising was seen in these conditions as a tool to reach a 

mass audience. The Twentieth Century begins with the appearance of radio - another 

advertising tool that promised benefits, but it was overtaken by the emergence of television in 

the '60s. 

During these stages, the role of advertising changed, from the information to the 

image-creation. The first mass marketing campaigns that started in the second half of the 

nineteenth century, using more advertising than branding. But the first products based on the 

brand emerged largely because of another innovation: the factory. The role of advertising has 

changed, from the one of informing about the appearance of new products to that of building a 

brand image around a product (Klein, 2006). 

We further tried to define the term of advertising. A general definition of advertising 

would be difficult to shape. The sense of advertising as "mass communication" (Bertrand), 

"psychosociology of the information applied to commercial objectives," (Cathelat) to 

"advertising is any form of presentation and promotion" (Dominick) we met hundreds of 

definitions of the term. The key difference is only in the approach to the meanings. We note, 

however, that the term "advertising" translated into Romanian, encompass all business and 

humanitarian activities, social, cultural and political ones. Although not common in everyday 
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language in order to distinguish, theorists use two different notions for the above mentioned 

cases, "advertising" and "advertisement" (the confusion is remarked also by Cristina Coman) 

(2000). We found significant the underlining of these differences in the context of notification 

that the purpose of this paper is to analyse the impact of advertising on society, pointing out 

that in our case, given that the current language does not distinguish between these two forms, 

we emphasize the difference in meaning only when it will be essentially necessary. In other 

cases, the term advertising phenomenon we will consider advertising as a whole. 

In the case of the classification of the functions of advertising, we were able to outline 

the most common ones from the literature, such as office communication and information, 

economic function, social function, political function, persuasive function, poetic function 

(cultural) (Popa, 2005), (Dragan, 1996). Dorin Popa believes that advertising, like any other 

media tool, helps people escape from their daily problems, thus giving him the position of 

evasion. According to Jean Stoetzel, totaling the three dimensions - knowledge, information 

and evasion, advertising function can be also joint with the psychotherapy function (Stoetzel 

apud Popa, 2005). From the point of view of the sociologist Septimiu Chelcea, advertising 

has 3 functions: utilitarian, artistic and educational. And assuming only advertising sells, by 

whatever means, it is called by the author - Wild Advertising. It "tries to" tame "the man 

through standardization: through reduction, alienation, overheating desire social ascension 

and of apparent democratization " (Chelcea, 2012). We will focus on this aspect in Chapter III 

dedicated to advertising criticism. 

Renowned as an undisputed media, just like television, press and radio, media functions 

can be easily treated as also advertising functions. Thus, we distinguish several types of 

advertising, described by Cathelat as: ” antenna advertising” (when a new product is launched), 

”ampli-advertising” (when, for example changes of style are dramatized), ”focus-advertising” 

(when it proposes a new concept of life), ”hypothesis-advertising” (when it varies and 

diversifies the propositions based upon the target client) and ” echo - advertising” (when it 

Mayntains a conservative way of thinking) (Cathelat, 2005). Media is stated, therefore, like 

advertising, as latency factors, conservative mechanisms of cultural sustainability, but also as 

dynamic factors, capacitors and translators of alternatives for adaptation to environmental 

change.  

Even if we would not talk about the economic function of advertising, it should be 

noted that advertising can not escape its social function because any commercial message 

sends a default model of psychological and social influence. Adding more than one 

classification found in the literature, we identified four techniques used by advertisers in this 
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respect. Persuasive advertising is the one which attaches to the product social codes, a whole 

panoply of ways of life and thought, an image of self, playing the full role of educational 

institution. The symbol of this type of advertising would be the famous AIDA: Attention, 

Interest, Desire, Acquisition (Jouve, 200/2005).  

The mechanistic advertising originated with Pavlov's conditioned reflexes theory, the 

theory that has deeply influenced advertising in the first half of the twentieth century and was 

based on the idea of economic behavior due to mental automatism. Both George Katon and 

Cathelat denied, however, the effectiveness of this model (Cathelat, 1987/2005). The French 

author recognizes, however, that the mechanistic strategy is not entirely ineffective. Its results 

may be satisfactory, at least for a short period, but on the expressed condition that the 

consumer-object assault not up against any dam unconscious, but still mentions that attempts 

conditioning rather than general aggression denounced, is merely a harmless scratch (ibidem). 

Therefore critics argue that advertising advertisers, to increase the effectiveness of 

commercial messages, they switched to a more dynamic strategy, a strategy that calls for 

more elaborate psychological reactions such as suggestive advertising. From the almost 

mechanical procedure, advertising, in the opinion of Martin, is taking steps to a suggestion 

finer and document analysis suggested called us show that it reduces the normal exercise of 

the faculties of intelligence and sensitivity, but one unconscious and irrational (Martineau, 

1959). Thus, it appeared a new explanatory scheme of economic behavior based on the 

concept of needs, in which the advertising message must evoke general ambience and present 

product as filling obvious that mode of life (Cathelat, 1987/2005). 

With Freud, and the new dimension which has become a subconscious idea was 

reformulated: the real causes of behavior must be sought in the level of consciousness, he 

argued (1991). From this perspective, the role of advertising would be to look at the needs and 

desires of consumers generating unpleasant tension to bind them, the less artificial as possible, 

product no. Then, the proposed "remedies" by product, full of symbolic representations. 

However, we would like to emphasize in this context that researchers as K. Lewin 

(Lewin, 1951) and Katona (Katona, apud Cathelat, 1987/2005) stated that different valuations 

of the individual, in search of relief (for the purposes of compensation) are different 

depending on his personal history and personal manner in which he perceives certain 

situations. And Cathelat argues that we must not forget about consumer heterogeneity, that is 

provided to the social subject, a member of a group in an environment where the actor has a 

status and a role (Cathelat, 1978/2005). Thus, suggestive advertising effectiveness is often 

questioned. 
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If advertising suggestive language tends to reconcile commercial deep customer 

motivations, commercial project advertising seeks to enroll in social discourse, ie a culture, its 

values, in ways of its life. 

But are these advertising mechanisms as opposite as they seem at first sight? 

Advertising practice shows that in fact these advertising techniques coexist and even more 

than that, they complement each other, because advertising is not univocal discourse and one-

dimensional. In fact, modern advertising informative and rational appeals strongly mixed with 

attempts mechanistic conditioning and suggestive images, consider French author. This 

combination can be interpreted differently. We believe that the terms of trade, these 

techniques are combined, in fact, an effort to adapt to the new development stage of 

consumption, the new consumer described by Lipovetsky, that the new modern economy, a 

step which we speak Chapter IV of this paper. 

The hypothesis studied in the Advertising between information and propaganda 

subchapter reflects the perspective that advertising is a communication or a means to inform, 

but at the same time is a typical form of modern bureaucratic rule that manages to plan not 

only the supply but also the demand (Galbraith, 1982). The critics of the humanistic positions 

see in politics and advertising the combined forces in dominating the individual, in his 

ideological training. Brune points out that advertising (as well as policy, in fact) is not 

satisfied, therefore, to reflect the "dimensional" man prophesied by Marcuse, but that it would 

be created (Brune, 2003). The adherents of this position conclude that advertising works in 

complicity with totalitarianism compatible, among others, with free elections and multiparty 

(Castoriadis, apud Dâncu, 1999). In the same register of argument there are claims that 

advertising "annihilates the conscience and forms, without difficulty, structures of its own 

individual consciousness" (Frye, 1962). But, as Vasile Dâncu considers, this critical thinking 

linking advertising to totalitarian logic, sins. First, because of the analogy of two degrees of 

different sizes. Totalitarian institutions "think" instead of individuals, the author considers 

them to orchestrate and conduct, struck out the details of regulations subject initiatives. And 

advertising has nothing to do with the political power of the megalomaniac project of 

rebuilding the man. It uses communication where totalitarianism makes use of coercion, 

seduction instead of rigid regulations, ludic entertainment rather than mechanic training 

(Dâncu, 1999).  

Advertising is, in fact, a factor of democracy. In support of this idea Cathelat states 

that "advertising is not propaganda, in the sense that the propagandist seeks to impose his own 

ideas without concern for those of his audience" (Cathelat, 2005). It is not propaganda as 
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Lipovetsky sustains, because, "... with advertising, communication adopts an original profile, 

using seduction as frivolous, which is the opposite of logic synthesis regimes, the antipode of 

total control which one easily assigns in reckless forms of commercial and political reason” 

(Lipovetsky, 1987).  

We examined therefore, the assumptions made on advertising versus propaganda. We 

tried to dismantle the myth of the totalitarian nature of advertising and point out that 

advertising is only a surface power: "Therein lies the paradox of advertising - it is critical to 

businesses, without major consequences for all of us, but has no effective action except on the 

auxiliary and indifference ", concludes Dâncu (1999). The subject remains, however, a very 

controversial one.  

According to Professor Dâncu, advertising is a function of cultural rules, because the 

consumer lives in a particular social situation and the context determines the conduct (Dâncu, 

1999). Analyzing the social role of advertising, we can state that commercial influence behind 

dialogue among consumer advertising, there is another dialogue - one between society and 

social issues. Consumers living in social situations and determine its behavior within these 

contexts and advertising is a way of defining social integration and its environment person. In 

this way, there is clearly cultural function of advertising: it suggests consumers identify 

patterns of behavior and values, with the commercial purpose motivating the act of purchase. 

As a social phenomenon, but advertising is seen as one which causes frustration and 

resentment to those unable to buy products advertised feeding in this way, social conflicts, 

forging hierarchy of values, cultivating euphoria, hedonism, narcissism and individualism. 

François Brune emphasizes the standardization phenomenon that advertising would push the 

individual and highlights some of the forms of personalization that we expose ads. This 

theory, however, will be examined in Chapter Advertising Critique. 

In summary, we must also noted that, like all mass media advertising comes on 

language, system of values, norms and ways of living and thinking appears to us both as 

cultural mirror, but also as cultural engine. Richard W. Pollay (1987) is, however, another 

view, namely that "advertising is a distorting mirror", meaning that it reflects only certain 

values and lifestyles (Chelecea, 2012). Often "advertising appeals to what is lacking in 

society. Happy family is often presented in societies (nations) where the family is in crisis ", 

considered also (Mooij, 1998/2010). 

Perhaps it is this function of mirror, distorted or not, desires and aspirations of today's 

society (ie dissatisfaction, frustration, inhibitions) which attracts a lot of public criticism. 

Since the task is not to idealize a mirror nor blame it, it would be naive to demand 
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accountability for the reflected mirror. Reflected image is actually ours. In conclusion, 

advertising is dominant cultural discourse while at the same time mirror of society and 

cultural engine. And as Catehalt support it based mass popular culture, we established values 

and norms, governing the models and devotes his rhetoric and language (Cathelat, 

1987/2005). 

In The Social Responsibility of advertising section we have examined advertising 

aspect related to the responsibility to develop and submit a number of models of society in 

response to the needs of the audience, but also to shed light on whether or not advertising 

raises new needs. 

We started from the hypothesis that such public accusations that endlessly creates new 

needs are some unsubstantiated. Because advertising "can only update hitherto repressed 

desires and impulses in the unconscious" (Cathelat) and "can only discover, arouse, never to 

produce" (Popa). To accept that advertising generates necessities (needs) primary (natural, 

biological) considers Septimiu Chelcea, which as stated in chapter I have an appointment 

hereditary, is to give publicity demiurgic role and put exclusively to the formation advertising 

side of needs (social) is tantamount to denying the role of other factors of socialization 

(school education, religion, media, family, friends, etc..), (Chelcea, 2012). Thus conclude that 

advertising is not omnipotent, not change human nature, but contributes to the higher level of 

needs and propose new ways of satisfying biological necessities. Moreover even advertising 

can help increase self-esteem and thereby the assimilation of the need to update self-

consciousness, the Romanian sociologist concludes (Chelcea, 2012). 

Further on, the analysis of the phenomenon takes place from an economic perspective, 

and advertising is seen as a tool for managing production and consumption management tool. 

Undoubtedly, advertising is directly related to a form of economy, namely: industrial 

economy. Advertising action is thus fundamentally an attempt to sell more, but is valid only 

in an economy of abundance. Switching from a production economy to an economy of 

consumption changes the pace and direction of growth and adapts the job of consumer which 

improves the growth process. Inseparable from the economic system, advertising will be 

necessary also in periods of recession, as a sub-consume balancing factor. 

 In the next chapter we aimed to analyze the image of women in advertisements, 

because the issue was and remains the source of many heated arguments. We looked briefly in 

the last chapter called Image Of Women In Advertising, distribution of roles in advertising (ie 

in Romanian commercials), and towards the end we tried to deduce what is meant by the term 

"sexy woman" and that its image is the price of success guaranteed. 
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So, we tried to identify that distribution patterns in the advertising duties in Romania, 

on the assumption that advertising in Romania is dominated by traditional representations of 

gender roles in the family distribution. Iulia Roxana Bulmez in the book Image Of Women In 

Advertising (2008) argues that occur hypostasis women in advertising are limited to three 

roles: housewife, mother and successful diva. We wondered then, what she is best for 

washing, cooking and cleaning? One of the explanations found was provided by Allan and 

Barbara Pease in the book Why Men Don’t Listen And Women Can’t Read Maps (2001), 

which states that there is a difference between men and women, both in brain structure, and 

the biological heritage. We agree with this statement and believe that the main cause of this 

type of representation, lies in the fact that the world of women, given the traditional position, 

repeat the interpretation given biological role of women. 

In the traditional society, stability and good understanding in the domestic group were 

given by completing of roles between men and women. Things, however, changed much over 

time. With the advent of the feminist movement (late 80s - early 90s) who advocate not only 

for a reconsideration of the political, professional, cultural women in society, it was necessary 

to redefine the status and role in the family. And then we wonder - how advertisers have 

adapted to these changes, not to awaken or complex feminist revolt women who support 

traditionalist model? 

First we highlight an important aspect of this problem and that is that the success of an 

advertisement depends on the cultural and society where a certain product launches. Because 

what individuals in a given culture expect from a man or from a woman largely overlap with 

stereotypes circulating about these expectations (Iluţ, 2005). In this context, as an aside, we 

exemplified Niaz Ahmed’s master's thesis which followed significant differences between the 

U.S. commercials (with a strong individualistic culture) and India (a country with a 

collectivist culture weak and contextually strong) following the reflection of cultural 

differences and the conclusion dissertation was – the proposal of international standardization 

of advertising is overly simplistic (Niaz, 1996, cited Chelcea IV, 2012). Septimiu Chelcea, 

according to research published regarding globalization, believes that it is not wrong to say 

that in advertising the solution is "glocalization", ie the adaptation of goods and advertising to 

specific national cultural, idea that created, we believe, this important parenthesis (Chelcea, 

2012). 

 But back, to our problem. Some surveys conducted in Romania, back in 2003, 

regarding the division of gender roles in the domestic context, unearthing the following: 

75.5% of those over 55 years, 65.9% of those aged 39 - 54 years and curiously, 61.9% of 
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those aged 18-29 said yes to the question "Is it more the duty of women than for men to do the 

housework?" (Iluţ, 2005). Another study recently conducted in 2010 by Mihai Deac from the 

Babes Bolyai University (Cluj), called Distribution of gender roles in Romanian commercials 

(2012) presents the following situation: as a traditional model, the role of women is to take 

care of household (domestic) and raise children. Women are nearly 10 times more likely to be 

represented as housewives (9.69% of all female characters presented fall into this category, 

compared to only 1.01% of men). In the same idea, she is often represented in the role of 

parent: 16.6% of women in this position compared to 7.26% among men, so a ratio of over 2 

to 1. The results of this study indicate a clear trend towards the traditional representation of 

the genre. At the same time, we see that women are about 2 times more often represented as 

an object of sexual attraction and passion, and almost 3 times more often than men in the 

position of celebrities. This last point contradicts the traditional model, in which the woman 

has a limited role in public, notes Deac (ibidem). And research results of ALTFEM, made in 

2011, that most women actions are domestic and have daily activities that help her husband 

and family generally feel better. Another action associated with women is related to body 

care. Men are more likely to position characters waiting to be cared for, but in game situations 

or leisure activities (ALTFEM, The image of women in the Romanian society, in 2011, 

www.altfem.ro). 

 In conclusion, the study confirms the three major roles of women in Romanian 

advertising: compared to men, women lead in ads promoting food, cleaning products, 

cosmetics and baby products. 

 We can not ignore the fact that the current financial, economic and social status in 

Romania led to a change in the status of women and, therefore, has led to change its image in 

local spots. Finally, we would like to mention another aspect that should not be overlooked 

and that is that advertising is not an entity is acting as his own will. Economic laws, are laws 

which make advertising market a profitable business. Therefore, it is forced to use safe and 

effective methods. The true value of advertising, still, we consider occurs when the advertiser 

is able to create quality material regardless of budget limitations and customer desires. But 

unfortunately such materials are difficultly made. We believe that the issue of the image of 

women in advertising can be improved when the ads appear more often in women and the 

natural factors that would act on its advertising depends a lesser extent (society, legislation, 

budget, customer purpose). 

 Another controversial aspect, which we analyzed in the subchapter The increase of 

nudity in the advertising space is related to the image of women as objects of passion and 
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sexual attraction. The question that we address in this chapter is not about ethical or moral 

aspect of feminine symbol used in advertising, but rather their efficiency, based on the idea 

that in different cultures, different types of sexual information are perceived differently. 

There are three themes that appeal to our unconscious: sex, crime and violence related 

to success, believes the Russian psychologist Şuvanov (Şuvanov, 2003). I.V. Groşev, another 

Russian psychologist, says: "The female body, exposed and displayed anywhere, go with it 

also a new feature of economic change, which can be called metaphorically "Western 

advertising body" and "the price of success of an advertisement lies in his lewd, seductive 

character" (Groşev, 1998). 

Based on these statements, we further analyzed other opinions, that the efficacy of the 

information with sexual connotations would be questionable. We note in this context that 

Tom Reichert identified in commercials in the U.S. five types: nudity / clothing, sexual 

behavior, physical attractiveness, sexual references and sexual incarnations (Reichert, 

Lambiase, 2003). Septimiu Chelcea, follower of this assertion, supports the view that sexual 

theme in all its forms, would increase sales, highlighting indeed, that ads containing sexual 

information fail to attract attention and stay more in consumers’ memory. But that store their 

better would increase the sales was not scientifically proven, claims the Romanian sociologist 

(Chelcea, 2012). We note, therefore, once again, that the relationship between sexual 

information advertising and advertising effectiveness is still unclear. Although another author, 

Rodger Streitmatter, says otherwise. 

We started dealing with this issue for the hypothesis, supported by Streimatter, 

according to who, advertising works with sex. Psychologists argue that sexual images are 

most effective and are a quick and universal method to attract attention, he said (Streitmatter, 

2006). Analysis of the symbiotic relationship between the sexual revolution and the average 

American in the last half of the twentieth century also emphasizes the connection between 

sexual themes and increased sales in all that involves sexual messages or images. Changes in 

film (appearance of James Bond movies like Hopeless, Fatal Attraction, Nine and a half 

weeks), TV productions (Phil Donahuețs morning show), music (Madonna's, Jim Morrison’s 

or The Doors songs) print (Playboy and then Cosmopolitan) is proof that the media has 

always been a factor in modifying the sexual collective ego of the American public. From 

publisher Hugh Hefner on the Internet to star Vince Voyeur, this gallery of characters killed 

taboos and inhibitions at a dizzying rate. And all this rash of sexual themes in art and media 

went also outside America. 
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Surely the advertising industry could not remain untouched by the effects of the sexual 

revolution. The cornerstone of American public may be inclined to obscenity discovered in 

the 80s by the historical Calvin Klein jeans advertisement, the actress Brooke Shields, who 

was about 15 at the time, appeared in a commercial semi-naked, which designated public 

entrance into a new phase. After her TV commercials and print version managed to sell more 

pairs of pants than they ever imagined Klein (65 million dollars per year to 200), it was not 

surprising that other companies have adopted fashion advertisements with sexual 

connotations. Fashion designer was considered a pioneer road long series of commercials 

based on sexual themes, shocking later with advertising portraying also naked men (Conant, 

1986).  

There were voices like Rev. Donald Wildmon and followers of the National 

Federation for Decency, which attempted to stop the emergence of sex on television. New 

York stations of ABC, CBS and NBS banned the commercial with Brooke Shields, and an 

organization called Women Against Porn denounced also the advertisment. With all these 

assaults by the Puritans, sexual themes further exploited in the realm of advertising. 

But can we blame advertising, on it being seen as a sexual messages promoter and 

images, the context in which they are ubiquitous in both media, music, dance and all forms of 

art? It would be unfair. And the aspect related to increasing sales through sexual themes, or 

how many times Streitmatter exclaims "Sex sells" is questioned by many researchers. It is 

unknown, however, whether sexual or novelty themes has increased sales. Septimiu Chelcea, 

as we mentioned during the preceding chapters, contradicts the claim that sales would 

increase sexual themes, stressing only that research has shown that ads containing sexual 

information only managed to attract attention and to keep more but consumers have not 

complied memory connection between them and increase sales (Chelcea, 2012). 

That often has been an exaggerated form of presentation is another aspect of the 

problem, but to see the nakedness advertisements only side seems to be downright childish. 

It's like we see in paintings by Rubens, Rembrandt, Picasso or Michelangelo only sexual 

aspect (not to mention Courbet's painting L'Origine du monde, pretty bold female nudity 

work), it is as you see the undulations in imitation of dancing just sex, and examples could go 

on forever. 

Moreover, the use of sexual information is interpreted differently from one society to 

another, from one historical epoch to another and from one culture to another. "The border 

between different types of sexual information in advertising is flu: what's for some porn is 

erotic for others is" clean ", ie dirty" (Chelcea, 2012). Streitmatter believes that while sexual 
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theme is omnipresent, it would be advisable to adopt some of the innovative science 

principles namely that wants to introduce a concept called "sexual literacy" (Streitmatter, 

2006). Would be to follow the example of several educational institutions and education in 

Australia and Canada, which introduced mandatory courses mysteries media, the idea that we 

are in u agree. Consumers will be trained so much easier to navigate and relaxed in this 

landscape full of sexuality can avoid car anyway. 

And as for advertisers, the advice would be this: "Never do an ad that you did not want 

your family to see" (Ogilvy, 1963/2009). 

In the IIIrd chapter of this thesis – Advertising critique, we tried to identify and 

analyze the most frequent critics brought to advertising, some of which were already reported 

on parcurusl two previous chapters. Critical analysis covering a large advertising fall into 

three types: attack moralists often see commercial promise as relative "truth" of a notice, 

questionable "quality" of a product, "utility" challenged consumption, "push" caught in trap a 

bill of sale etc. Economists ask questions regarding technical utility consumption in regulating 

advertising and advertising function sociologists analyzing the system objects and 

consumerism civilization, the consumer resort to images to compensate for a growing share of 

frustrations.  

The reactions to advertising can be put into two main trends: its glorification and its 

damnation. We noticed the fact that, among the ones who celebrate advertising (Bernard 

Cathelat, Claude Bonnange, Chantal Thomas, Michele Jouve, David Ogilvy etc.), few of them 

develop the activity outside of it. The ones who criticize it (François Brune, R. Berman, C. 

Doudet, Georges Duhamel, J.K. Galbraith, Paul Valery, Naomi Klein etc.), usually do it from 

humanistic positions. They often invoke autors (philosophers, sociologists, semiologists etc.) 

who, without having approached directly the field of study, have produced analysis of the 

society but where there can, without a doubt, be taken ideas useful to the cause.  

Galbrath sustains that advertising has the functions to control the needs of the consumer 

by tricking him with a flood of images of happiness (Galbraith, 1968). Another critic of 

advertising, Georges Duhamel, for example, sees in it only a "formidable enterprise of coercion 

and brutalization [...] which deals with man as the most obtuse of lower animals"; Paul Valéry 

considered advertising as "one of the greatest evils of this age, which insults the eyes, falsifies 

epithets, ruins landscapes, corrupts any quality and any criticism ... " (Valery apud Cathelat, 

1987/2005).  

The above theory has other ardent supporters as Marcuse, who spoke of "imposed 

necessities" and "repressive satisfactions" or the famous Francois Brune who compared 
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advertising to a totalitarian “octopus” (Brune, 2003). Other authors do not hesitate to talk about 

a "soft fascism", with applications in all dimensions of life, such as the phenomenon of 

"tyranny of brands", whose Mayn line is advertising "conditioning" (idea debated at length in 

No Logo, by Naomi Klein, 2006). Advertising is always seen as a key to the mechanisms of 

frustration characteristic to the new market society, but also as the symbol of the institution 

that manages to grab hold people and to reshape their life style. 

Advertising is facing a lot of accusations and therefore, as indispensable for our 

research we considered a study on identifying their own problems they create on this 

phenomenon. Thus, we conducted a group interview, semi-structured, entitled Opinions on 

advertising, considering it most suitable for the purpose of this work which is to identify and 

discuss key issues regarding the phenomenon of advertising, the data being relevant for the 

topics we discussion and analysis in this chapter. The methodology applied in this interview is 

presented in Appendix I of this paper, we keep you specify here only that we apply deductive 

strategy, called conceptual (Baban, 2001) and as a data analysis technique we chose content 

analysis (Rotariu Iluţ, 1997). Thus, we concluded the following key phrases: "advertising 

informs," "lead to economic growth of the country", "the innovation" as positive features, but 

"handling, attacking subconscious", "lead to more expensive products" "only the positive 

aspects of products", "requires products" and "creates false stereotypes" as negative aspects. 

Thus, it was confirmed the first hypothesis - that the advertising phenomenon is seen 

as a contradictory, on the one hand is useful for the development of a society and, on the other 

hand has less pleasant effect on it. Deepening subconscious manipulation problem we noticed 

that most respondents consider manipulation as an unwanted effect because it "makes you buy 

a product you do not need", "affects children who are easily deceived" (Annex I). 

We further continued to identify critical issues reported to the public by analyzing the 

research regarding this topic. From surveys we analyzed deduced that most of the times, 

consumers regarded with television advertising. The clutter of commercial messages, leading 

to confusion among viewers about the companies who advertise, stopping TV programs, 

their volume and frequency are just some of the reasons that created a phenomenon of 

rejection toward television advertising. It seems that most of the criticism of the typical 

advertising concern advertising content. Critics indicate a whole range of alleged abuses 

caused by the use of sexual themes, exaggerated claims about a product’s performance, the 

devaluation of language by using misspelled words or incorrect grammar, creating 

stereotypes and claims of children manipulation, and unrealistic promises. A major charge to 

the advertising content refers to the description of certain groups in an offensive or 
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unreasonable manner or that advertising offends the consumer’s intelligence (Klepner, 

2000). 

Both older studies and latest revealed that the number of ads is not intended to grow. 

Only 13% of viewers watch them carefully, 32% are not aware of them, but look, 29% do not 

pay attention to commercials and expected to end or just watch some of them, while 24.2% of 

them immediately change the channel (2006, MMT). 

These reactions, according to the same survey, is because "stopping to transmit TV 

commercials is annoying" with 73.9% positive answers, 25.3% of respondents answered that 

generally annoys ads, whilst 28.9 % say they are not interested in advertising (MMT, 2006) 

(Tables 3.4 and 3.6). Another issue often debated on advertising is related to the volume and 

frequency of advertising, considered to be disturbing. Data from the same study shows that 

55.5% of respondents claim that cuts programs for broadcast advertising frequency is very 

high, and 38.7% say that the length is too large blocks and that bothers them so. Other issues 

related to criticism is that advertising is boring (57%), not the actual quality of the products 

(62.6%) and mostly useless (52.2%). Also, there is the accusation that advertising would 

adversely affect young people (60.5%) (MMT, 2006). 

According to the latest study, provided by GfK (September 2011) we see the 

Romanians’ decreased perception of positive effects of advertising, but also a decrease in the 

number of respondents who think that more advertising would not bother them (from 12% in 

2002, 5% in 2011). The same situation occurs in the degree to which ads manage to entertain 

the consumers. If the number of those for which advertising is often fun is decreasing (from 

two thirds in 2002 to 58% in 2011), exception to this rule are the inhabitants of Bucharest 

(source: www.gfk-ro.com). 

Therefore, the above research results show that advertising is considered really 

annoying especially by frequent interruption of television programs, by the length of 

advertising packages, because it is already too much volume and it's boring. Similarly, the 

evidence indicates that most consider it unnecessary, that it doesn’t portray the real qualities of 

products and it influences negatively the young people.  

In response to these accusations we would emphasize that as long as the regulatory 

code allows interruption of TV audiovisual content under certain conditions this is considered 

to be a legal one. And the problem would be to change the legal regulations on this chapter. 

The advertising packages are the norm for operating a TV station, as long as no law is 

violated broadcasting. We are witnessing the broadcast business applying heavy fines to those 

who seek breaking the law. 
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The new regulatory changes in the audiovisual code content approved by the National 

Broadcasting Decision no. 220/2011 from 24.02.2011 provide tougher restrictions on most 

issues raised above: on the conditions of separation of advertising packages, restrictions on 

hours of broadcast advertising for certain products, and participation in their child. Also, were 

imposed changes in the unreal quality problems of food products and the negative impact on 

youth.  

These new regulations come for the supporting of consumers who over time have 

reported unpleasant aspects of advertising and will certainly reduce in subsequent surveys, the 

number of grievances related to television advertising packages. But, as emphasized by 

Professor Chelcea, as long as the relevant legislation is permissive and vague, and advertising 

will be called the author "wild" - one who dislikes the consumer. Concerning this, Stephen 

Young emphasized "as long as we fight for a moral advertising in a moral capitalism is not 

only desirable but also possible insofar as private interests will be put at the service of the 

public good, moral capitalism will take place wild capitalism "(Young cited Chelcea, 2012), 

and with it, added Chelcea moral advertising will replace the wild one. 

Among the issues raised by consumers on advertising, only some have been subject to 

particularly analyzed in this paper debate. I could cover, for lack of space, the full range of 

possible issues related to this topic, but consider essential analysis of some of them, 

considered to be more serious, and I will stop here on called subliminal advertising. 

Whilst some authors doubt their existence, others question the ethics of these messages, 

claiming that they violate the individual’s rights to be informed about messages that you have 

targeted. We analyzed, therefore, the pros and cons of their theories. According to supporters 

of the existence of subliminal messages (Freud, Vicary, Becker, Key) they certainly exist 

(subliminal stimuli), but are sometimes so short and hidden that are overlooked by conscious 

attention, although at the subconscious level they hold a considerable power. Key advises us 

even become critical receptors, examining the meanings of the ads by looking beyond the 

surface and background elements and by bring to light potential symbolic messages (Key, 

1973). However, according to arguments that are the opposite of subliminal messages theories 

(Sutherland, Sylvester, Pratkanis and Aronston), the fear of them started from a false statement 

and it was a myth. 

Subliminal advertising, as some authors believe, including Sutherland and Sylvester, 

began, as mentioned above, a false threat in the 50s and was too much a myth. Lawmakers in 

some countries have responded so quickly, and prohibited it, a kind of legitimacy was lent to 

its power. So the media has helped to promoting this belief, the mystical aspect is discussed 
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extensively in the media and has contributed to the widening mystery, but also of the fear of 

subliminal powers of the advertising agencies. 

It is assumed that the panic was generated by the experiment of James Vicary, a 

cinema owner, who, whilst on a movie screen placed on the screen messages that contained a 

call to consuming certain products. On that day, Vicary said, the sale of these products 

increased significantly. However, this experiment has been tried on several occasions and 

then over time, but without success. More than 200 scientific papers were published on the 

subject, but the conclusion was: "no study has demonstrated motivation and behavioral effects 

similar to those referred to by the supporters of subliminal influence" (Pratkanis and 

Aronston, 1991). And even Vicary himself, (we mention it here again), many years later faced 

with overwhelming evidence against subliminal advertising, specifically in 1984, recognized 

in Advertising Age, in an article by W. Weir, that what he had initially claimed was false 

(Weir, Another Look at Subliminal 'Facts', in Advertising Age, 1984). Therefore, the fear of 

subliminal advertising started from a false statement and it was a myth. Either way, it is 

exaggerated to talk about these techniques as an "absolute weapon" because subliminal 

messages must be consistent with conscious desires and impulses of the recipient and, in 

addition, subliminal sensitivity varies from person to person (Sutherland, Sylvester, 2008). 

There is no evidence that these messages can directly influence or manipulate our conscious 

choices by overcoming the consciously received stimuli or reasoning.  

If it were so easy to manipulate one's subconscious, then this practice would have 

known success and other areas, especially in medicine and psychiatry and many problems 

would have found resolution long time ago. If we examine the research in psychology and 

cognitive psychology, especially in the last 35 years, we can say that awareness is a 

dimension, not a dichotomy. And it is gradual (Sutherland, Sylvester, 2008). The concept of 

subliminal advertising, based on the concept of threshold of awareness, was redefined by 

psychologists. Since then and until now, research has shown that there is no absolute 

threshold below which to be forever unaware of something and over which to always be 

aware (Anderson, 1990). To reach all, a message should be displayed for an extended period 

of time. But, since it would still be above the perceptual threshold of many people, the 

message could not be called subliminal. Subliminal advertising, the authors conclude, as it 

was defined, is therefore a myth. 

Human beings can receive without full awareness, but there are real limits in this 

regard. It is a matter of gradual difference. The pay more attention to a message and process it 

as more conscious, the more aware of it and the more easily we remember later. Advertising 
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that gets far from shallow processing frighteningly strong, is likely to be very inefficient and 

almost certainly lower than that commits us to a higher consciousness, argues Anderson 

(1990). 

One of the most important features of the public, would be to turn our attention to a 

particular feature and make that become more obvious to us when we think of the brand, says 

Scott MacKenzie (1986). In other words, advertising influences the characteristics of a brand 

book, rearranging the order in which we think about its characteristics and do not persuade. 

Similarly, how we evaluate a brand depends on how we perceive, what relates to the reference 

that report. And finally, just as there is a mental agenda of brands we associate with a given 

category of products, there is a mental agenda of features we associate freely with a certain 

brand (Scott MacKenzie, 1986). 

In normal conditions, the focusing area of our attention would be extended only to 

focus on a limited number of possible characteristics of a brand of a product. By rearranging 

the order in which we think about its features and it doesn’t persuade us. Words and images 

can be used to highlight certain features, which are called by Sutherland and Sylvester 

"flakes", which can tilt the balance in favor of a particular brand, especially when all the other 

factors are equal. And instead of persuasion or other major effects, we should look for 

"flakes" or "minor effects". These minor effects are far from proper persuasion. It is rather an 

easy orientation subjective to perceptions of our future. This is not about persuasion as a 

change of the object perception, but focus attention on a vision rather than another, as the 

authors argue their opinion (Sutherland, Sylvester, 2008). Advertising, therefore, affects the 

order in which we see the alternatives that we consider it, but it doesn’t mean persuasion and 

it is not. Similarly, the way we evaluate a brand depends on how we perceive, what relates to 

the reference that report. 

We join so the opinion that advertising influences the order to see the alternatives that 

we consider, this does not mean persuasion. And subliminal advertising, and Septimius 

Chelcea says is "a modern myth that fascinates the public, but does not increase sales" (2012). 

In the last part of this chapter we stopped over on the analysis of the ideas of François 

Brune, French teacher essay La bonheur conforme. Essai sur la normalisation publicitaire 

(2003) who is considered one of the most vehement protests against standardization to which 

the advertising seems to push individual. The author describes and highlights some of the 

forms of depersonalization in which we would be exposed by the ads, and we consider it 

necessary to pay special attention in the context of this chapter, and we will then counter other 

opinions, where the author has exaggerated with the accusations.  
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François Brune believes that the functions to reduce, to frustrate, the eroticize, 

alienate, to recover, to condition and infantilize are some maneuvers of " daily opium " as the 

author calls on, which advertising applies knowingly (Brune, 2003). By diminishing, the 

individual’s aspirations, are also reduced to things and things and besides closed in other 

things and besides the reductive effect, says Brune, is involved in a devaluation of "values". 

The overall socio-cultural values are reduced, in their view, to the "dream" that leads to 

achievement and yet are never "accomplished".  Hence, Brune's opinion, the chronic delusion 

of the buyer who thinks that advertising orchestrates (second function) generalized 

frustration. By its erotic function it is hypothesized that love values are also reduced to love 

things, and the sexual impulse leads to purchasing. Advertising would make individuals 

believe that sexuality is also an object of consumption and soon the whole man would become 

such an object. In the case of alienation, the French author believes that people not only have 

lost their personality, but came to no longer perceive themselves unless are identified with 

prestigious models, stars, or human types positively valued under the influence of which they 

often fall (Brune, 2003). Brune’s conditioning would be that advertisers are devoted to an 

unconscious sexual conditioning masked by the explicit arguments of the speech and the 

illegality of sexuality in advertising is reprehensible from the standpoint of the author. And 

finally, Brune’s infantilisation assumes that children are encouraged to consume fashionable 

stereotypes (Brune, 2003). 

By generalizing the advertising ideology described by Brune we have concluded the 

following: advertising, according to the author, is an industry focused obsessively on the 

pursuit of pleasure and the pursuit of pleasure would cause a so-called "mechanics of 

pleasure" mechanics reduced to the condition of a simple reaction, permanently controlled by 

stimuli.  

The myth of release through pleasure is also a huge farce. Advertising would develop 

a repairing and immediate narcissism as, anonymous individual giving a better picture of 

himself by identifying with prestigious models. Another aspect Brune has severely criticized 

is the normalization of the individual (in the sense of obedience to certain rules). According to 

him, advertising indicates behavior proper to be imitated, and any refusal to do so would 

amount to self-exclusion from society (Brune, 2003). The French author proposes defenses 

against the normalization of advertising, which is "concrete examination of its daily activities, 

its thick twine, and its perverse subtleties. To remove the advertising conditioning 

mechanisms and fireworks is not enough: the deconstruction of speech is not sufficient to 

reconstruct the individual. Brune offers some solutions to this situation. First, we must, 



 

 

27 

against the dominant and reductive ideologies, cultivate the ideal of conscious beings, free 

and responsible, to believe in a human being developed in several directions, irreducible to 

the condition of the deconstructed animal (2003).  

In conclusion, we believe that Brune’s protest against standardization of the 

individual, of which advertising would be guilty, is too categorical. From the "maneuvers of 

the daily opium" knowingly applied on advertising to normalize the individual defense against 

false advertising democracy and, all arguments are meant as a warning to place advertising in 

a bad light, even to warn us of the huge danger lurking in the shadows. We consider that, 

provided the individual in the context of its relationship with the advertising world is so sad. 

Changes in the consumer society, and especially the transition to a new stage of consumerism, 

has brought great optical changes in both individuals and the advertisers, who have adapted to 

the new demands of neo-consumers.  

In the next subchapter, The New Consumerist Era, we speak about the description of 

the new consumerist era and it represents, in reality, a counterargument to François Brune’s 

stubborness, stressing also the moments when the author was still right. 

 In the last two decades we are witnessing the establishment of a new phase of 

consumer capitalism: hyperconsum society, named by by Gilles Lipovetsky (2007) and Phase 

III. This economic order, in which the consumer imposes himself as the master of the 

universe, corresponds to a profound revolution of behaviors and imaginary consumerism. 

Therefore it appears as a homo consumericus of another type, a mobile and flexible consumer, 

largely emancipated from the old prejudices of class culture, characterized by unpredictability 

both in terms of preferences and purchases. From a consumer subjected to the constraints of 

his social position it was switched to an avid hyperconsumer of emotional experience, 

concerned with the quality of life and health, brand and authenticity and immediately also of 

communication. As Toffler noted, civilization object was replaced with an "experience 

economy" (1971), and consumer activity is inseparable from subjective inclination towards 

pleasure. That pleasure, vehemently criticized by Brown, gets obsessive character and 

Lipovetsky French author supports the idea, even stating that this race becomes even more 

important than its quality (2007). 

Consumption spiral is driven therefore not so desires social representation, as the 

desire of the individual to govern themselves, to expand its powers of organization. Thus, 

given the major changes of the consumerist civilization, we can say that some accusations 

brought by Brune, as well as many other critics, have no validity to the new format. The 

consumer society has undergone a radical change - has turned into one of hyperconsume, and 
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the consumer has become a turboconsumer who haunts malls in search of light and organic 

products, but also at the lowest prices, reading labels carefully and certifying quality 

(Lipovetsky, 2007).  

Generalizing the characteristics of Phase III consume features, we can say that this 

stage sets free the individual behavior and collective frameworks develop the individualization 

of goods. Hence the excessive preoccupation with one’s body: from fitness to cosmetic 

surgery, eating vitamins and detox products, the increasing interest in sports, but also in spa 

centers, to the concern of his own soul, by calling in for advice of various gurus and by 

frequenting yoga classes. We are witnessing at the same time, to a change from the era of 

choice to the hiperchoosing era, from individualistic consumption to one hyperindividualistic 

consumption, from discontinuous consumerism to continuous consumerism. The logic of 

turbo-consumerism finds its perfect fulfillment in the electronic networks through online 

shopping. In phase III the cyberconsumer sets free from all space and time constraints, and the 

new restructured environment information and communication technologies, hyperspeed, 

direct accessibility, are critical as new time demands. So, besides the principle of autonomy 

and spontaneity, turbo-consumerism is defined by the absence of social control of the 

purchaser, by its emancipating towards the symbolic obligations of class (Lipovetsky, 2007). 

Phase III of advertising means the beginning of a new era, where we see that departs 

every day from the old model. In this context, the classic model of advertising copy strategy 

famous form of obsessive repetition of the message was replaced. Ads are considering the new 

hyperconsumer appearance evolved and educated and try to bring to the fore the idea of the 

value of the product. Lipovetsky believes that behaviorist advertising state has run out and that 

we are witnessing the conduct of its ironic moment, thoughtful and emotional. But at this stage, 

advertising has not escaped accusations made known by the same reason that its recent trends, 

it tries again to disseminate values and meaningful message, like a totalitarian system. The 

conclusion I reached, but, again, is that, especially in the new conditions of its existence 

hypermodern advertising appears more than ever as a sounding board than as an agent of social 

and cultural transformation, which is earlier educational the consumer, and at this stage - but it 

reflects. In conclusion, since it proves powerless to shape from one end to the other tastes and 

aspirations, to unbalance massive "realism" consumer advertising is related rather moderate 

power than a totalitarian domination. The ability to sort and select consumer demands faced by 

paying attention only to messages that are consistent with their interests, expectations and 

preferences, enables us decided to reject the idea of a totalitarian powers of alienation and 

conditioning advertising. 
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A counterargument in this regard I found at Michael Schudson (1993), which brings the 

following observation: "Social groups are differentially vulnerable to advertising and their 

vulnerability varies depending not so much on the nature and amount of advertising, but rather 

informal resources according to specific age, education, social position and government 

guarantees on consumer protection "(as cited in Wolff, Biernazki, 1994). And then, we could 

say that advertising raises strongly differentiated consumer attention and they will react 

differently from the same advertising message depending on the criteria listed above Schudson. 

Consumers were never shown distrustful, more volatile and more unfaithful to the brand, 

claims Lipovetsky, so consumer criticized Brown - hypnotized and loyal - is occasionally 

replaced by a nomad. And if even this change does not mean consumer sovereignty, at least it 

allows him to empty the substance paradigm omnipotence advertising (Lipovetsky, 2007). 

Some critics have argued repeatedly that homo consumans is an alienated one. We say 

that modern consumption must be considered rather as an expression of human freedom. 

Consumerist hunger in the third phase to be interpreted as a way of perpetuating the identical 

commonplace to escape by seeking tiny new life experiences. 

In his essay, mentioned above, Brown brings the issue of infantilism for discussions 

adults also seen as relieving the individual. Caillois considers that we actually witness a game. 

The new-adult described by Lipovetsky has fun to be infantilized in a limited space-time and 

the phenomenon of infantilisation is not only extend the oldest human inclinations, the one "to 

disguise, mask, wearing a mask to play a certain character "(Caillois, 1967). And by imitating 

the child, the new-consumer merely gives a new face to the eternal homo ludens. This 

phenomenon is nothing but one of the deregulated, emotional and hyperindividualistic figures 

of the third phase. Hyperconsume actually offers that something which offers individuals the 

opportunity to enjoy the game irresponsibility and superficiality. There isn’t therefore a subject 

alienation, but an appeal to liberty itself to exit and escape the "pushing their own history" 

(Litpovetsky, 2007). So, in all spheres of life is now the principle of self-service and ephemeral 

ties is imposed now, as well as the individualistic calculation of costs and benefits. The 

Globalized Hyperconsumer is the new individual. We try to identify its characteristics and to 

infer if this hyperconsumer constitutes a threat to human nature. Furthermore, we wanted to 

find answer in the next section, to the question - which are, after all, the effects of tentacular 

consumption on the human world, since its infiltration is obvious even in relationships with 

family and religion, politics, culture and leisure time. 

Looking over more opinions, we concluded that, contrary to the critics which 

characterize the new humanity depending more tand more to the market system, the report of 
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the individual with himself and others are not entirely reduced to consumerist activities. In fact, 

all attempts of the hyperconsumer have their source in what Nietzshe called willpower - to 

surpass himself, to succeed, to try to invent, create, etc. are desires that will probably cease to 

reaffirm themselves in the following consumerist stages (Nietzshe, 2010). And in the same 

order we remind the opinion of Oscar Wilde, who said that the world belongs to those who are 

never satisfied (Wilde, cited Keough, D., 2009). 

The one conclusion would be just one – the commercial order did not fully take on 

human existence and we have not become consumers of our own lives. The big problem, 

though, consists in something else - why more and more material satisfactions increase 

personal dissatisfaction, disappointments and anxieties? Lipovetsky calls this a society of 

happiness paradox, in which the hyperconsumer’s condition is a deeply paradoxical one too 

(Lipovetsky, 2007). But, says the author, this general dissatisfaction is not due to 

disappointment about the consumer, but rather those of individual existence – professional and 

emotional life. The challenge of the value of its existence, the feeling of missing out on life, is 

one of the strongest slopes of reflexive individualism. In fact this is the paradoxical failure of 

happiness. The hyper-merchandising civilization generates less alienation from things, but it 

has stressed the desire of individuals to be themselves. The division between the self and self, 

self and others, the difficulty of having to exist as being-topic - this is, in fact, the irony of our 

age (Lipovetsky, 2007). 

So we join the idea that civilization hyper-goods generated less alienation from things, 

but emphasized the desire of the individual to be himself and ask whether, in this context, the 

question of harmful influences of advertising on new consumer civilization. It can be 

considered the source of all frustration, alienation, disappointment, in a word, the unhappiness 

of individuals? We can provide absolute power status to organize publicity machine lifestyles 

in the new stages of the evolved new-consumer. From this perspective, we believe that new 

fundamental role of advertising must be reviewed. 

Chapter V of this thesis, Influence of advertising on children is dedicated to the stud of 

the relationship between children and advertising. A problem often reported in the press, but 

also in the focus groups realized by us, we thought it was important to give them a larger, and 

more detailed research base to discover if and how advertising influences children. 

The objective of this chapter was to analyze whether and how advertising affects small 

consumers, comparing the results of several surveys and reports conducted in different years, 

but in which the same issues were analyzed: children's views toward advertising in general, 

their behavior during and after watching commercials pressure on parents to purchase 
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products seen in commercials. Of discussing issues that were related and time spent watching 

TV and respective advertising and the understanding of these ads, depending on the age of the 

children. Another subject of research was the problem of advertising contribution to the 

formation of eating habits, on the assumption that many products are promoted unhealthy for 

children (food, fast food, snacks, sodas, sweets, etc.) leading to an incorrect child feeding 

habits. 

Similarly, we have examined parents' opinion about their children the relationship with 

advertising, their reaction to the pressures of children across the products they require, and 

family involvement and educational institutions in the advertising education of children. 

I concluded, after analyzing more data, the following: a large number of parents (44%) 

believe that some commercials harm children (MMT, 2007) because these ads are products 

unsuitable (alcohol / drinks) - (33%), some sweets / food injurious to health (10%), cigarettes 

(8%) or their presentation contains violence, sweet potatoes (32%), language, obscene and 

vulgar comportment (12%) , scenes with sexual connotations (11%). From a previous study 

conducted by the same research institute, in 2004, we noted the high degree of parental 

dissatisfaction related to the influence of television on their children: 57% of them said that 

because of TV their children read less, and 31% think that because of the same reason, they 

became lazy. 

Psychologists opinions are divided, however, on the negative influence of advertising 

on children. Contrary to Brown's statement, that advertising makes children, other 

psychologists believe that advertising can not exert any influence on them. The maximum one 

can get it is to store them in the future cultural references. Adherents of the latter theories, 

including Russian psychologist Ana Eseleva, argue that the problem of "truth" related to 

advertising, is often exaggerated and children still small, has to distinguish between truth and 

falsehood, and advertising real life. These elements take, but education, the issue of parents, 

educators and teachers - not advertisers, says Eseleva (Eseleva Ana, 2000). 

Studies in this regard have provided answers to many of the raised issues. Addressing 

issues related to the value of "truth" commercials, we see a loss of confidence in commercials 

- 35.4% of children 6-10 years old compared to 20.3% of those aged 11-15 do not believe in 

advertising. Simultaneously we see an increase in partial disbelief ("I do not think" - from 

46.9% to 57.8%) and also an increase in total disbelief (from 9.3% to 20.4%). It is noteworthy 

the fact that non-responses decrease from 8.4% - the biggest ones, 1.5% - in younger children, 

which indicates the formation of opinion with age, in terms of this subject and implicitly 

increased powers active receiver. 
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Asked about advertising sense, generally, children answered, amazingly, in the same 

proportion of 21% that advertising is for commercial purposes, but still 21% had no idea what 

they were. However notice a large number of children (10% - that is to advertise and 9% - for 

money) that identifies the commercial purpose of advertising. Children do not feel influenced 

by advertising - 33.8% claim to not give importance commercials and only 33.2% claimed 

that advertising their attention, but do not affect. Only a relatively small number of 20.6% 

consider that advertising awakens interest in the product and 8.8% stated that determines 

whether to buy the product that was advertised. Later, however, ask if they purchased a 

particular product from watching commercials, so the category 11-15 years - 30% (IMAS and 

CSMNTC, 2007) and in children 6-15 years - 50% (MMT, 2007) (Figures 5.12 and 5.11), 

note that advertisements influence on the decision to purchase is quite high. 

Therefore we can say, from the above results, obtained in words how many children, 

that current generations are doing quite well in "advertising culture", realizing that often their 

ads say some "nice stories". But subsequent procurement actions and we will see later, the 

degree of pressure exerted on parents to purchase products appeared in commercials, it seems 

that confirms this theory. 

The analysis of the time to use the TV I, concluded that, indeed, the assumption that 

children allocate too much TV time is confirmed. Both children 6-10 years old who watch 

television daily, at a rate of 80.7%, children aged 11-15 watch TV, according to about the 

same proportion - 80.50%. The problem reported by us deals with consumer issues and TV 

advertising without the presence of mature, especially with young children, which still require 

further explanation. Under these circumstances, we ask how well children understand the 

messages that are transmitted through advertisements, problem we analyzed in the next 

section. 

Average children who watch TV alone for both age groups were 43.5% (42.5% for 

those 6-10 years and 44.5% of those 11-15), according to IMAS and CSMNTC (2007). We 

find, therefore, an increase of 2% of children who watch TV alone, with age. And another 

study (conducted by MMT in 2007) reveals that a large number of children watch television 

alone, but that figure is higher - 52% (age group 6-15 years). This result justifies the need for 

a particular worry for broadcasters to choose different content shows that children can access, 

given that most of the times, they have no adult around them which to process information or 

even to a when not properly restrict age. 

Addressing issues related to excessive consumption of advertising and making an 

average of the two age groups (6-10) years (11-15) years following results: 56.5% say they 
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watch on television advertising, 42.7% - do not forget, and 0.8% did not know what to say 

(IMAS and CSMNTC, 2007). Comparing the survey results of MMT in the same year (2007), 

the same age (6-15 years) revealed the following: very rare and sometimes would forget 59% 

of children, and very rarely, and never - 34%. Comparing the above results, the study of the 

IMAS and CSMNTC figures confirms the high number of children who watch adverts - 

56.5% compared to 59% compared to those who did not watch them - 42.7% to 34%. 

Analysis of time spent removing ads, but out and a saturation effect to their frequency on 

television and also discomfort outage programs with advertising inserts. In the study 

conducted by MMT (2007), children said that: there are many and many commercials (72%). 

When asked in the survey conducted by IMAS and CSMNTC (2007) list the elements of 

annoying advertising, most (29.5%) stated that bothers repetitive broadcast spots, 15.1% 

noise, sound too strong, and 11.7% that are difficult to understand. 

Analyzing the behavior of children during commercial from both age groups, it 

emerged as follows: 44.25% of advertising aimed at children 6-15 years, while 52.8% did not 

express their interest in it, avoiding it, (IMAS and CSMNTC, 2007) . Comparing these results 

with those (MMT, 2007) we see a greater number of those who moved to another channel 

while watching commercials (60% - MMT) to 52.8% - IMAS and CSMNTC and lower case 

those who look as follows: 21% - MMT to 44.25% - IMAS and CSMNTC. We note, 

however, a greater number of children in the study who reported for MMT that they found 

another activity (16% - MMT) compared to 3.3% IMAS and CSMNTC. 

In conclusion, we could confirm the hypothesis that children watch too much 

television, but studies have revealed that a very high percentage of children in both analyzed 

studies manifested a zapping behavior during the broadcast of advertising, therefore we can 

conclude that avoiding advertising is a primary cause (or condition) of zapping phenomenon. 

The next issue we will examine in this chapter related to verbalize as signifying 

element of consumer behavior, ie if advertising and with who children discuss commercials. 

We try to identify, thus the involvement of family, friends and school in the content analysis 

of advertisements. The first conclusion which was imposed is that there is a discursive level 

processing of advertising messages rather small proportion of children in the age 6-15 years 

category (MMT, 2007). Only 7% said they had discussed several times in the last time 

someone complains about a 24% - a few times and the large proportion of 63% say they have 

not discussed at all, and analysis by category age revealed the following: more than half of 

children 6-10 years old (56%) discuss advertising. And as of IMAS and CSMNTC study 

(2007) on social court discussing ad family is growing with increasing age (in children aged 
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10-15 years is 47.7% (parents and siblings) compared to children 6-10 years - 35.1% (parents, 

siblings and grandparents). A second instance in which advertisements processing takes place 

is the group of friends: 23.3% - in children 11-15 years and 9.3% - in the 6-10 years but we 

observe a rather gladdening fact – the increasing number of children who say their teachers 

talk more about advertising (3.5%) versus 0.4% - those 6-10 years old, but we believe that the 

percentage is quite small (IMAS and CSMNTC, 2007). Given that advertising is part of the 

culture in which we live, its ignorance of the school as an institution or by teachers / teachers 

as someone important in the socialization of children, not only to extend and deepen the gap 

between the school and the media is not surprising then, that the results in Figure 5.36 

revealed that the school enjoys the confidence of the children 6-10 years at a rate of 2% in 

decisions regarding the consumption of food, the family is in first place with 92.2%. 

We tried to identify the role of advertising in purchasing a product. We concluded that 

the ad is trusted by the children at a rate of only 5.1% (the figure was down from 6-10 years 

category (6.5%) to 3.7% for those aged 11-15 ), (IMAS and CSMNTC, 2007). Family opinion 

was again first with - 47.8%. Which indicates that with increasing age children trusted less 

advertising, less even family (63.8% in 6-10 years and 31.8% in those aged 11-15) that starts 

to shape an independent view products - 31.6% in children aged 11-15. It would be gratifying 

if this personal opinion was guided and teachers, educators or teachers, but above data have 

failed us in this regard. Unfortunately neither preschool units nor institutions for 

undergraduate have plans for an education course in advertising and hence the low degree of 

children who talk to educators and teachers on advertising. 

Next we examined the role of advertising in shaping consumer habits. 

The marketing policy of the largest producers of food fast food and sweets, with the 

first use in children in the U.S. has sparked numerous protests (such as that of the lawsuit filed 

in 1995 in U.S. by Helen Steel and Dave Morris against McDonald's fast food chain 

restaurants), this saying that big companies try to seduce beautiful children through ads to 

products unhealthy - eating fast food, snacks, sodas, sweets etc. Based on the above 

allegations made public, on its contribution to the formation of unhealthy consumption habits, 

we tried to analyze this problem as follows. I tried to consider in the first instance, if, indeed 

children are enticed by advertisements for unhealthy products. 

In 2004, data (MMT) looked like this: 13% of children said they like the commercials 

of juices and natural sodas, candies and gums 13% and only 1% said they like cheese 

commercials. In 2007, by analyzing the responses of children of 6-10 years and 11-15 of 

IMAS and CSMNTC study, the following was observed: the first category of favorite 
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commercials for children 6-10 years old were found to be those that are addressed (toys, 

games, sweets) - 29.2%, while the preference for them dropping to 10.3% (children aged 11-

15). In second place lies food commercials with a share of 20.2%, a figure down here for 

children aged 11-15 - only 11.5%. In contrast to soft drinks, preferably ranked third among 

children, we see an increase - from 6.1% (children 6-10 years) to 12.7% (children aged 11-

15). In terms of consumption habits particularly relevant to this paper are the data on the 

consumption of sweets, soft drinks and junk food (snacks), which is often blamed for 

advertising. According to the results obtained indeed, children 6-15 years consumption of 

sweets rather unhealthy food: daily 56% of children 6-10 years and 47.7% aged 11-15 eat 

sweets and 22.5% of those 6-10 years and 23.3% of those 11-15 - eat snacks. It is pleasing 

that 60% of children said they would consume 11.5 years milk daily, and 46% - that would eat 

fruit daily which shows an awareness of the role of healthy eating in children of 11-16 years. 

Disturbing, and downright alarming, consider the fact that children, 6-10 years old, have a 

higher consumption of sweets (56.1% vs. 47.4%), and daily consumption of snacks (59.4% 

vs. 21.1%), especially since the preferences of the small can, and is even recommended, to be 

nurtured and guided by parents. 

To find out about the fault of the parents in this case, we could deduct only after we 

perform an analysis of how parents act in response to pressures from their children on the 

purchase of certain products. From studies of MMT (2004) showed that 50% of parents say 

that their children are asked, often, very often, to buy things they saw in commercials. And 

according to the study conducted by INSOMAR (2007), the responses show a 5% increase 

(55%). Analyzing the phenomenon more thoroughly, by age, we found that 72% of children 

6-10 years old (IMAS study and CSMNTC, 2007) states that at least once asked parents to 

buy a product after seeing an advertisement TV, while only 27% say they have not done so 

before. By adding those with the answer "often" and those with "sometimes" the children of 

10-15 years, which would require a product commercials, we achieved 46.9% of responses, a 

figure much lower compared towards children 6-10 years - 72.2%. Over the coming years, we 

see, therefore, at least in words, a decrease in pressure on parents to purchase a product from 

advertisments. Average for both categories would be 59.55% - 9.55% higher compared to 

data from the MMT in 2004 to 50% and lower according to the study conducted by 

INSOMAR (2007), in which the addition them and those who responded "often" - get 76%. 

Thus we confirm the hypothesis that, over the years, the influence of the viewing public is 

increasingly significant and increasing pressure on parents. 
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Still trying to find out how parents react to these pressures. Of all children 6-10 years 

old, who asked parents to buy products seen in commercials, 81.9% have been purchased 

product, while in 17.2% it has not been bought. And for children aged 11-15, as well as 

expected, 80.8% of children said that parents "fail" and buying products, 16.3%, a small 

number still do not get desired products. Thus, in both age groups advertising works as 

mediator role of "pressure" from children to parents, for the simple reason that even with the 

increase of their children, parents fail to reject pleas to buy products required. 

The results seem to confirm the hypothesis that advertising continues to be a factor in 

producing a phenomenon of "domination of children on parents." And the data in (from the 

quoted research) emphasizes that gives parents even purchase unhealthy products such as 

sweets (27.8% - toys, games and sweets) or soft drinks - 13.2%. 

And then we ask ourselves whether there are generally no parental involvement in 

pressure situations getting called because the above data shows that a large number of parents 

simply give up before their children are aware and pressure that is exerted on them, but also 

creating harmful health habits of their children. New models of living and thinking are 

perpetuated at high speed, and the child can not really be away from them, as she and Brown 

(2003). More so, in this context, we consider that parents and educators (teachers) should be 

more actively involved in children's advertising education since early childhood. 

Generalizing, we may say, after analyzing various aspects of the influence of 

advertising on children, that there is a very limited involvement of parents when it comes to 

limit the time their children spend on TV and time spent with them, the idea being that there 

should be an adult to explain and restrict the flow of unwanted advertising. Perhaps the sense 

of guilt for the limited time spent in the company of his children, they compensate by buying 

toys, sweets and even unhealthy products, both for big children and little ones. We warn, in 

this context, the problem of excessive consumption of unhealthy products especially for the 

little ones. However, consumer culture must be brought by the parents of the young, which, 

considering the above data, not much is happening. We believe that a large part of the blame 

lies with the parents first. 

What is, however, the solution, given that parents who should be involved in targeting 

of small consumers in the advertising world, do not have time, desire, or trained? Some 

attempts were made this year by introducing social advertising, eg to warn about the risks of 

excessive consumption of sugar, salt and fat (for topics related to children's unhealthy diet). 

We believe, however, that is too little. And then I made a call to educational institutions for 
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the purposes of their involvement in the formation of a selective purchasing behavior, because 

as it turns out, teachers and teachers do not enjoy too much confidence in the children. 

One suggestion in this regard would be to introduce in schools since primary school a 

course on consumer behavior (model already applied in some American schools and 

mentioned in another chapter of this thesis). Inconsistencies or gaps and synchronization 

between family, school and other institutions have an important role in educating children for 

publicity and training among the Romanian public advertising of a culture could thus be 

removed. 



 

 

38 

  GENERAL BIBLIOGRAPHY 

1. Aiftincă, M. (1987), Babilonul informaţiei (The Information Babylon), 

Bucureşti, Editura Politică. 

2. Allport, Gordon, W., (1981), Structura și dezvoltarea personalității (The 

structure and developement of the personality), trad. Ioana Herseni, București, 

Editura Didactică și pedagogică. 

3. Anderson, John, R. (1990), Cognitive Psychology and its Implications, New 

York, Freeman. 

4. Andrieu, Bernard (1994), .Le cultes du corps, Paris, L 'Harmsattan. 

5. Barber, Benjamin, R. (1996), Djihad versus McWord, Paris, Desclee de 

Brouwer. 

6. Baudrillard, Jean; Guillaume, Marc (2002), Figuri ale alterităţii (Alteration 

models), Bucureşti, Paralela 45.  

7. Baudrillard, Jean (1970), La société de consommation, Guillaume, Paris, 

SGPP. 

8. Baylon, Ch.;  Mignot, X. (2000), Comunicarea (Comunication), Iaşi, Editura 

Universităţii „Al. I. Cuza”. 

9. Băban, Adriana (2002), Metodología cercetării calitative (Qualitative 

Research Methodology), Cluj-Napoca, Presa Universitară Clujeană. 

10. Benn, Alec (1978), The 27 Most Common Mistakes in Advertising, New York, 

Amacom. 

11. Bertrand, Claude-Jean (2001), O introducere in presa scrisă şi vorbită (An 

Introduction in Written and Spoken Media), Iaşi, Polirom. 

12. Boia, Lucian (2000), Pentru o istorie a imaginarului (For a History of the 

Immaginary), Bucureşti, Humanitas. 



 

 

39 

13. Bonnange, Claude; Chantal, Thomas (1990), Don Juan sau Pavlov – Eseu 

despre comunicarea publicitară (Don Juan or Pavlov – Essay on Advertising 

Communication), Bucureşti, Trei. 

14. Bourdieu, Pierre (2001), Masculine Domination, Stanford. 

15. Bourdieu, Pierre (1993), The Field of Cultural Production: Essays on Art and 

Literature, Columbia University Press. 

16. Bourdieu, Pierre (1991), Language and Symbolic Power, Harvard University 

Press. 

17. Bourdieu, Pierre (1979), La distinction, Paris, Editions de Minuit.  

18. Bourhis, Richard Y.; Leyens, Jacques-Fhilippe (1997), Stereotipuri, 

discriminare şi relaţii intergrupuri (Stereotypes, discrimination and intergroup 

relations), Iaşi, Polirom. 

19. Brune, François (1996), Fericirea ca obligaţie. Eseu despre standartizarea 

prin publicitate (Happiness as an Obligation. Essay on Standardization 

Through Advertising), Bucureşti, Trei. 

20. Bulmez, Roxana Iulia (2008), Imaginea femeii în publicitate (The Image of 

Women in Advertising), Craiova, Fundaţia Scrisul Românesc. 

21. Caillois, Roger (1967), Les jeux et les hommes, Paris, Gallimard, „Idées”. 

22. Cathelat, Bernard, (2005), Publicitate şi societate (Advertsing and Society), 

Bucureşti, Trei. 

23. Chelcea, Septimiu, (2012), Psihosociologia publicității, Despre reclamele 

vizuale (The Advertising Psychosociology. About Visual Advertising), Iași, 

Polirom. 

24. Chelcea, Septimiu, (2007), Cum să redactăm o lucrare de licenţă, o teză de 

doctorat, un articol ştiinţific in domeniul ştiinţelor socioumane (How to write a 



 

 

40 

PhD Thesis, a Scientific Article in the Field of Humanistic Studies), Bucureşti, 

Comunicare.ro. 

25. Chombart de Lauwe, P. H. (1982), Cultura şi puterea (Culture and Power), 

Bucureşti, Editura Politică. 

26. Chunovnic, Louis (2000), Cu un picior pe podea: evoluţia curioasă a sexului 

la televizor de la „O iubesc pe Lucy” la „South Park” (One step on the floor: 

The Curious Evolution of Sex on TV from “I Love Lucy” to “South Park”), 

New York, TVBooks. 

27. Cialdini, Robert (2001), Psihologia influenţei (The Psychology of the 

Influence), Sankt Petersburg. 

28. Clouscard, Michel (1982), Le capitalisme de la seduction, Paris, Editions 

Sociales. 

29. Coman, Cristina (2000), Relaţiile publice şi mass-media (Media and Public 

Relations), Iaşi, Polirom. 

30. Dâncu, Vasile Sebastian (1999), Comunicarea simbolică (Symbolic 

Communication), Cluj-Napoca, Dacia. 

31. Dominick, Joseph R. (1987), The Dynamics of Mass Comunications, New 

York, Random House. 

32. Douglas, Susan J. (1994), Where the Girls Are, New York, Times Books. 

33. Drăgan, Ioan (2007), Comunicarea, Paradigme și teorii (Communication. 

Paradigms and Theories), Bucureşti, RAO. 

34. Drăgan, Ioan (1996), Paradigme ale comunicării de masă (Paradigms of Mass 

Communication), Bucureşti, Şansa. 



 

 

41 

35. Eco, Umberto (2000), Cum se face o teză de licenţă. Disciplinele umaniste 

Come si fa una tesi di laurea. Le discipline umanistiche, (Colecţia Biblioteca 

Italiană), traducere de George Popescu, Constanţa, Pontica. 

36. Ehrenberg, Andrew (1982), A Primer in Data Reduction: An Introductory 

Statistics Textbook, Editura John Wiley & Sons Ltd. 

37. Ewen, Stuart (1976), Captains of Consciousness, New York, McGraw-Hill. 

38. Festinger, L.; Katz, D. (1953), Research Methods in the Behavioral Sciences, 

New York, Dryden Press . 

39. Freud, S. (1994), Eseuri de psihanaliza aplicată (Essays of Applied 

Psychoanalysis), Bucureşti, Ed. Trei. 

40. Freud, S. (1991), Interpretarea viselor (The interpretation of Dreams), 

Bucureşti, Măiastra. 

41. Freud, S. (1970), Introduction à la psychanalise, Paris, Payot. 

42. Frye, N. (1962), La culture face au media (traducere din engleză de F. Rinflet), 

Mayson Mame. 

43. Galbraith, J. K. (1968), Le nouvel état industriel, Paris, Gallimard. 

44. Galbraith, J. K. (1982), Ştiinţa economică şi interesul public (Economical 

Science and Public Interest), Bucureşti, Editura Politică. 

45. Giddens, Anthony (1991), Modernity and Self-Identity, United Kingdom, 

Polity Press. 

46. Groşev, I. V., (1999), Stereotipurile de gen în publicitate (Gender stereotypes 

in advertising), Культура, Моscova. 

47. Grunberg, Laura; Miroiu, Mihaela (1997), Gen şi societate (ghid de 

iniţiere){Gender and Society (Initiation Guide)}, Bucureşti, Alternative. 

http://ro.wikipedia.org/w/index.php?title=Laura_Grunberg&action=edit
http://ro.wikipedia.org/wiki/Mihaela_Miroiu


 

 

42 

48. Haineault, D-L.; Roy, Y-J. (2002), Publicitate şi psihanaliză (Advertising and 

Psychoanalysis), Bucureşti, Trei. 

49. Herjeu, R. (2000), Oglinda mişcătoare: televiziunea si societatea: tehnici de 

propagandă, persuasiune şi manipulare (The Moving Mirror: Television and 

Society: Propaganda, Persuasion and Manipulation Techniques), Bucureşti, 

Fundaţia „România de Mâine”. 

50. Hirsch, Barry (1991), Flexible Food Packaging: Questions and Answers, NY, 

Van Nostrand Reinhold. 

51. Hopkins, Claude (1923/2007), Viaţa mea în publicitate. Publicitate ştiinţifică 

(My Life in Advertising. Scientifical Advertising), traducere Ioana Rotaru, 

Bucureşti, Publica. 

52. Hurton, Andrea (1999), Erotica parfumului (The Eroticism of the Perfume), 

Bucureşti, Editura Enciclopedică. 

53. Iluţ, Petru (2009), Psihologie socială și sociopsihologie (Social Psychology 

and Sociopsychology), Iaşi, Polirom. 

54. Iluţ, Petru (2005), Sociopsihologia şi antropologia familiei 

(Sociopsychoanalysis and Family Anthropology), Iaşi, Polirom. 

55. Iluţ, Petru (2001), Sinele şi cunoaşterea lui (The ID and its knowledge), Iaşi, 

Polirom. 

56. Iluţ, Petru (1997), Abordarea calitativă a socioumanului (The Qualitative 

Approach of the Socio Humanistic Science), Iaşi, Polirom. 

57. Jeudy, H. P. (1977), La publicité et son jeu social, Paris, PUF. 

58. Jones, John Philip (1995), When Ads Work: New Proof that Advertising 

Triggers Sales, New York, Lextington. 

http://books.google.md/books?id=7vlBKRNhctYC&printsec=frontcover&dq=Hirsch,+1991&source=bl&ots=6QU6p8dgRm&sig=svN7TnFEOvcahWEnVsXPF8FA0lY&hl=ro-MD&sa=X&ei=_RYtUO_oPMPMhAeY7ID4Cg&ved=0CDEQ6AEwAQ


 

 

43 

59. Jouve, Michele (2005), Comunicarea (Publicitate şi relaţii publice), 

Communication (Advertising and Public Relations), Iaşi, Polirom. 

60. Katz, Donald (1994), Just Do It: The Nike Spirit in the Corporate World, 

Adams Media Corporation Holbrook. 

61. Keough, D. R. (2009), Eşecul în afaceri: 10 reguli de urmat (Business failure: 

10 rules to follow), Bucureşti, Litera Internaţional. 

62. Key, Wilson Bryan (1973), Subliminal Seduction (ediţie revizuită), New York, 

Penguin. 

63. Key, Wilson Bryan (1972), Subliminal Seduction, New York, Signet. 

64. Klein, Naomi (2006), NO LOGO – tirania mărcilor (NO LOGO - Brand 

tirany) (traducere Alina Scurtu), Bucureşti, Comunicare.ro. 

65. Klineberg, Otto, (1948/1954), Social psyhology, New York: Holt, Rinehart and 

Winston. 

66. König, Th. (1924), Reklame Psychologie, Munchen, Oldenbourg. 

67. Lane, Frederick (2000), Profituri obscene: antreprenorii pornografiei in epoca 

cibernetică (Obscene profits: the entrepreneurs of pornography in the cyber 

era), New York, Routhledge. 

68. Laplanche, J. Pontalis, J-B. (2002), Fantasme originaire, fantasmes des 

origines, origines du fantasme,  Paris, Hachette. 

69. Laplanche, J.; Pontalis, J-B. (2000), Vocabularul psihanalizei (Psychoanalysis 

vocabulary), Bucureşti, Trei. 

70. Larson, Charles U. (2003), Persuasiunea – receptare şi responsabilitate 

(Persuasion – Receivement and Responsibility), Iaşi, Polirom. 

71. Leduc, Robert (1974), Le pouvoir publicitaire, Paris, Bordas. 



 

 

44 

72. Lewin, K. (1951), Field Theory in Social Science (Cartwright Ed.), New York, 

Harper and Brothers. 

73. Lewin, K. (1948), Field Theory in Social Science (Cartwright Ed.), New York, 

Harper and Brothers. 

74. Lipovetsky, G. (2007), Fericirea paradoxală, Eseu asupra societăţii de 

hiperconsum (Paradox Happiness. Essay on Hyperconsume Society), Iaşi, 

Polirom.  

75. Lipovetsky, G.; Roux, E. (2003), Le luxe éternel, Paris, Gallimard. 

76. Lippman, W. (1922), Public opinion, New York. 

77. Lutz, William (1990), Doublespeech, New York, Harper Perennial. 

78. Marcenac, Luc; Milon, Alain; Saint-Michel, S-H. (2006), Strategii publicitare 

(Advertising Strategies), Iaşi, Polirom. 

79. Marcuse, H. (1968),  L'homme dimensionnel, Paris, Minuit. 

80. Martineau, P. (1959), Motivations in Advertising, New York, MacGraw Hill. 

81. Maslow, Abraham, H., (1954/2007), Motivație și personalitate (Motivation 

and Personality), trad. A. Răsuceanu, București, Trei. 

82. McAllister, Matthew (1996), The Commercialization of American Culture, 

Sage, Thousand Oaks. 

83. McDougall, William (1908), An Introduction to Social Psychology, Londra, 

Methuen & Co. 

84. Miron, Dorina (1995), Psihologia reclamei (Advertising Psychology), 

Bucureşti, Libra. 

85. Mooij, Marieke (1998/2010), Global Marketing and Advertising: 

Understanding Cultural Paradoxes. Thousand Oaks: Sage Publication. 

86. Morin, E. (1962), L´esprit du temps, Paris, Grasset. 



 

 

45 

87. Muray, Philippe (2002), Après l´histoire, Paris, Le Belle Lettres  

88. Neculau, Adrian (2003), Ce este psihologia socială? (What is Social 

Psycology?), în Manual de psihologie socială (Social Psycology Manual), Iaşi, 

Polirom. 

89. Nicola, M.; Petre, D. (2001), Publicitatea (Advertising), Bucureşti, SNSPA. 

90. Nietzsche, Friedrich (2010), Voinţa de putere (Will of power), Bucureşti, 

Antet. 

91. Ogilvy, David (1963, 2009), Confessions of an Advertising Man, New York, 

Atheneum. 

92. Ogilvy, David (1963/2009), Confesiunile unui om de publicitate, traducere de 

Monica Mitarcă, Bucureşti, Humanitas. 

93. Ogilvy, David (1985), Ogilvy on Advertising, New York, Vintage Books. 

94. Ortega, Bob (1993), In Sam We Trust, New York, Times Books. 

95. Packard, V. (1958), La persuasion clandestine, Paris, Calman-Levy. 

96. Packard, Vance (1957), The Hidden Persuaders, New York . 

97. Popa, Dorin (2005), Comunicare şi publicitate (Communication and 

Advertising), Bucureşti, Tritonic. 

98. Pease A.; Pease, B. (2001), De ce bărbaţii se uită la meci şi femeile se uită in 

oglindă (Why men don’t listen and women can’t read maps), Bucureşti, Curtea 

Veche. 

99. Pesoţkii, V. (2001), Sovremennaia reclama, Rostov-na-Donu, Fenix. 

100. Peters, Tom (1997), The Circle of Innovation, New York, Alfred A. Knopf. 

101. Petre, Dan; Nicola, Mihaela (2004), Introducere în publicitate, Bucureşti, 

Comunicare.ro. 

102. Piveteau, Jacques (1984), L'extase de la television, Paris, INSEP Edition. 



 

 

46 

103. Pratkanis, A.; Aronston, E. (1991), Age of Propaganda, New York, Freeman. 

104. Randall, Rothenberg (1995), Where the Suckers Moon, New York, Vintage. 

105. Rokeach, Milton (1973), The Nature of Human Values, New York, Free Press. 

106. Reichert, Tom, Lambiase, Jaqueline (2003), Sex in Advertising: perspectives 

on the erotic appeal, Mahwah: Lawrence Erlbaum Associattes. 

107. Rotariu, Traian; Iluţ, Petru (1997), Ancheta sociologică şi sondajul de opinie 

(Sociological inquiery and the poll), Iaşi, Polirom. 

108. Rotariu, Traian; Iluţ, Petru (1996), Sociologie (Sociology), Cluj-Napoca, 

Mesagerul. 

109. Russel, Thomas;  Lane, R. (2002), Manual de publicitate (Advertising 

Manual), Bucureşti, Teora. 

110. Russell, Th.; Lane, R.; Whitehill, King, Karen (2002), Kleppner’s Advertising 

Procedure, Prentice Hall.  

111. Scitovsky, Tibor (1978), L΄économie sans joie , Paris, Calmann-Lévy. 

112. Schweitzer, Peter (f.a.), People Buy Products Not Brands, (seria J. Walter 

Thompson), White Papers. 

113. Shultz, Howard (1997), Pour Your Heart Into It, New York, Hyperion. 

114. Streitmatter, Rodger (2006), Sexul vinde (Aventura mass-media de la 

reprimare la obsesie) (Sex Sells – The Media Adventure from Repression to 

obsession), traducere Irina Popa, Bucureşti, Tritonic. 

115. Sut, Jhally (1995), Image-Based Culture, in Gender, Race and Class (coord. 

Gail Dines şi Jean M. Humez) Thousand Oaks, California, Sage. 

116. Şuvanov, V. I. (2003), Psihologhia reclamî, Rostov-na-Donu, Fenix. 

117. Tisseron, Serge; Missonnier Sylvain; Stora, Michael (2006), L'enfant au risque 

du virtuel, Paris, Dunod. 

http://www.getcited.org/pub/101347212


 

 

47 

118. Todoran, D. (2005), Psihologia reclamei (The Advertising Psychology), 

Bucureşti, Tritonic. 

119. Toffler, Alven, (1971), Future Shock, New York, Random House. 

120. Vivian, John (1999), The media of mass comunication, New York, Allyn and 

Bacon. 

121. Watson, J.; Hill, A. (2000), Dictionary of Media & Comunication Studies, 

London,  Arnold. 

122. Wolf, Michael J. (1999), The Entertainment Economy, New York, Times 

Books. 

123.  Wosinska, Wilhelmina (2005), Psihologia vieţii sociale (The Psycology of 

Social Life), traducere de Cristina Godun, Bucureşti, Renaissance. 



 

 

48 

 

 

ARTICLES 

 

124. Adréani, Jean-Claude (2001/2), Marketing du produit nouveau : 95% de 

produit nouveaux échouent, in Revue française du marketing, nr.182, pp.5-11.  

125. Advertising Age (1993), Primii 100 de cumpărători de spaţiu publicitar la nivel 

national (The first 100 buyers of Advertising at the National Level), 29 

September. 

126.  Advertising Age (1995), 14 august. 

127. American Advertising (1996), Free Speech in America, p. 12. 

128. Associated Press (1998), ZapMe! Sparks Battle Over Ads, 6 December. 

129. Barber, Benjamin R. (1995), Djihad versus McWord, Hardcover: Crown. 

130. Barton, Bruce (1991), Busines History Review. 

131. Beatty, Goll Sally (1995), Women Dislike Their Reflection in Ads in The Wall 

Street Journal, 12 December, p. 32. 

132. Benn, Alec (1978), The 27 Most Common Mistakes in Advertising, NY. 

133. Bernstein, Aaron (1995), Outsourced – And Aut of Luck, in Business Week, 

17 iulie. 

134. Brashler, William (1979), Binecuvântate sunt femeile din America (Blessed 

are Women in America), in Esquire, 30 ianuarie, p. 42. 

135. Bussines Week (1969), 28 iunie. 

136. Castoriadis, C. (1987), DoMaynes de l'homme, cf. Publicité et societé. 

Problèmes politiques et sociaux, in La Documentation Française, nr. 569, 16 

octobre,  Paris. 



 

 

49 

137. Comşa, Mircea (1995-1996), Society and Consumption Symbolic System in  

Studia Universitatis Babeş-Bolyai – Sociology, nr. 1-2, Cluj-Napoca. 

138. Conant, Jennet (1986), O fac sexy (I Make it Sexy), in Newsweek, 15 

September, p. 62. 

139. Constantin, Corina; Grigorovici, Marius (1998), Imaginea femeii în 

publicitatea românească (The image of Women in Romanian Advertising), în 

„AnaLize. Revista de studii feministe” (Analysis. Women Studies Magazine), 

nr. 3. 

140. Cunnigham, Ann Marie (1990), Pilula: cum ne-a schimbat viaţa (The Pill: How 

Has It Changed My Life), in Ladies’ Home Journal. 

141. Deighton, John (1984), The Interaction of Advertising and Evidence, in 

Journal of Consumer Research, vol. 11, nr. 3, December. 

142. Еseleva, Аnnа (2000), Позиция психолога в рекламе in Зеркало рекламы, 

№ 3. 

143. Ehrenberg, Andrew (1982), Repetitive Advertising and the Consumer, in 

Journal of Advertising Research, vol.1, September. 

144. Fournier, Susan (1996), The Consumer and the Brand: An Understanding 

within the Framework of Personal Relationships, lucrare in cadrul diviziei de 

cercetare de la Harvard Business School (Article within the research 

department from Harvard Business School), September. 

145. Franzen, Giep (1994), Advertising Effectiveness: Finding from Empirical 

Research, in NTC Publications, Oxfordshire. 

146. Gardener, Meryl P. (1983), Advertising Effects on Attribute Recalled and 

Criteria Used for Brand Evalutions, in Journal of Consumer Research, vol. 10, 

3 December, pp. 310-318. 



 

 

50 

147. Globe and Mayl (1999), 8 May. 

148. Gonten, M.; Von Donius, J. (1997), Advertising Exposure and Advertising 

Effects: New-Panel Based Findings, in Journal of Advertising Research, 

iulie/august. 

149. Gorn, Gerald, The Effects of Music in Advertising on Choice Behavior: A 

Classical Conditioning Approach, in Journal of Marketing, vol. 46. 

150. Gross, Michael (1988), Ultimul Calvin (The Last Calvin), in New Yorker, 8 

august, pp.20-29. 

151. Groşev, I., V., (1999), Гендерная невербальная коммуникация в рекламе 

(Comunicarea nonverbală de gen în publicitate – Non verbal communication of 

gender in advertising) în „Социологические исследования”, №4. 

152. Groşev, I., V., (1998), Образ пола в рекламе (Imaginea genurilor în 

publicitate – Gender image in advertising), Пасхи., №2. 

153. Groşev, I., V., (1998), Полоролевые стереотипы в рекламе (Stereotipurile de 

gen publicitate – Gender stereotypes in advertising), în „Психологический 

журнал”, №3. 

154. Groşev, I., V., (2000), Рекламные технологии гендера (Tehnologiile 

publicităţii în materie de genuri – Advertising Technologies in Gender), în 

„Общественные науки и современность”, №4. 

155. Guy de Jonquireres (1998), Network Guerrillas, in Financial Times, 30 April. 

156. Hawkins, Scott, Hoch, Stephen (1992), Low Involvement Learning: Memory 

Without Evaluation, in Journal of Consumer Research, 19 September. 

157. Hirch, Alan (1991), Nostalgia: A Neuripsychiatric Understanding, in 

Association for Consumer Research Annual Conference, October. 



 

 

51 

158. Iluţ, P.; Nistor, L.; Rotariu, T. (2005), România Socială (drumul schimbării şi 

al integrării europene) (Social Romania – the Path of Change and European 

Integration), in Atractivitatea feţei feminine (Feminine Atractivness), vol. II, 

Colecţia Universitas, seria Sociologie, Cluj-Napoca, Eikon. 

159. Joannis, H., (1965), Comment agir sur l`image de marque? in „Vendre”, nr. 

443. 

160. Keflaris, James; Cox, Antony (1989), The Effects of Background Music in 

Advertising: A Reassessment, in Journal of Consumer Research. 

161. Kim, Bolan (1998), Vancouver Sun, 20 iunie, B5. 

162. Kover, Arthur (1995), Journal of Consumer Research, vol. 21, March. 

163. Labor Alerts, Nike and Free Trade Failures: An Analysis by Campaign for 

Labor Right, 14 iulie 1998. 

164. Labor Alerts, Nike Compaign Strategy, part 1, 21 April 1998. 

165. Laplanche, J-B. Pontalis (2003), Vocabulaire de la psychanalise, in PUF, p. 74.  

166. Levere, Jane (1996), A Saach&Saatchi Survey Indicates Women Are Still 

Unhappy With How They Are Depicted in Ads, in The New York Times, 12 

iulie, p. 5. 

167. Levin, I. P.; Gaeth, G., J. (1988), How Consumers Are Affected by the Frame 

of Attribute Information Before and After Consuming the Product, in Journal 

of Consumer Research, vol. 15, pp. 374-378. 

168. Lipovetsky, G. (1987), Le pub sort ses griffes, in Publicité et société, Paris, 

Janvier-Mars. 

169. MacKenzie, Scott (1986), The Role of Attention in Mediating the Effect of 

Advertising on Atribute Importance, in Journal of Consumer Research, vol. 13, 

nr. 2, September, pp. 174-195. 



 

 

52 

170. Marchand, Roland (1991), The Corporation Nobody Knew: Bruce Barton, 

Alfred Sloan, and the Founding of the General Motors Family, in Business 

History Review, 22 December. 

171. Nike Joins President Clinton's Fair Labor Coalition, în „PR Newswire”, 2 

august 1996. 

172. Peters, Tom (1997), What Great Brand Do, în „Fast Company”, 

august/septembrie. 

173. Piraţii creierului (Pirates of the Brain), in Adevărul, 25 nov. 1991. 

174. Reclamele la jeanşi interzise de WABC, WCBS ( WABC, WCBS Banned Jeans 

Commercials) (1980), în „New York Times”, 20 nov. 

175. Reed, Christopher (1997), Sweatshop Jobs Don't Put Food On Table, in Globe 

and Mayl, 9 May. 

176. Riabova, T. B. (2003), Stereotipy i stereotipizaţia cac i problemy ghendernyh 

isledovanyi (Stereotipurile şi stereotipizarea în materia problemelor de gen – 

Stereotypes and stereotypization in the matter of gender issues)), în „Licinosti, 

Culitura, Obshestvo”, nr. 15-16. 

177. Ruth, William J.; Mosatche, H. S.; Kramer, A. (1989), Theoretical 

Considerations and An Empirical Test in Advertising, in Psychological 

Reports, vol. 60 (2). 

178. Starbucks Criticized on Coffee-Workers Promise, in Seattle Post, 6 March 

1997. 

179. Silver, Marc (1995), Sexul şi violenţa la televizor (Sex and Violence on TV), 

in US News & World Report, 11 September. 

180. Soley, L.; Kuzbard, G. (1986), Sex in Advertising: A Comparition of 1964 and 

1984, in Journal of Advertising, nr. 15 (3). 



 

 

53 

181. Strom, Stephanie (1990), Billboard Owners Switching, Not Fighting, in New 

Yorker, 4 April, B1. 

182. Stuffing out Kids: Should Psychologists Help Advertisers Manipulate 

Children? in The Industrial-Organizational Psychologist, nr. 38 (1), pp. 185-

187.  

183. Sullivan, Andrew (1988), Pedepsirea chiloţilor (The Underwear Punishment) 

(trad.) in The New Republic, 18 ianuarie, p. 20. 

184. Trachtenberg, Jeffrey A. (1986), Devine parte din cultura noastră (It becomes 

Part of Our Culture), in Forbes, 5 May 1986, p. 20. 

185. Twitchell, James (1996), The Triumph of Advertising in American Culture, in 

Adcult USA, New York, Columbia University Press. 

186. Titova, Natalia (2003), Фаст-фуды ставят на детей (Fast-food-urile contează 

pe copii - trad. n.), in Эксперт, 11 августа. 

187. Wall Street Journal (1998), 12 august. 

188. Waters, Harry F. (1978), Sexul şi televiziunea (Sex and Television), in 

Newsweek, 20 February, pp. 54-55. 

189. Weber, Thomas E. (1997), In timp ce aventurile pe Internet eşuează, site-urile 

cu conţinut sexual fac milioane (While the Adventures on the Internet Fail, 

Websites with Explicit Sexual Contents Make Millions), in Wall Street 

Journal, 20 May. 

190. Weir, W. (1984), Another Look at Subliminal Facts, in Advertising Age, 15 

October. 

191. Wolff, Martijn; Biernazki, W.E. (1994), The Social and Cultural Effects of 

Advertising în „Communication Research Trends”, 14, 1-2. 



 

 

54 

192. Yumiko, Ono (1997), Marketers Seek the „Naked” Truth in Consumer 

Psyches, în „Wall Street Journal”, 30 May. 

193. ZapMe! Invites Ralph Nader Back to School, în „PR Newswire”, 10 

decembrie, 1998. 

 

 

 

 

SITOGRAPHY 

1. http://www.adme.ru/research/detskaya-reklama-disney-53479/ 

2. http://ro.wikipedia.org/wiki/Imaginea_femeii_in_publicitate 

3. http://ro.wikipedia.org/wiki/Utilizator:Simonapop 

4. www.adbusters.org 

5. www.phildonahue.philtalks.com 

6. www.iaa.ro (Retrospectiva festivalului de publicitate Cannes Lions – Cannes Lions 

Advertising Festival Retrospective), Floriana Scânteie, 2010). 

7. www.infoamea.ro (Definiţia reclamei on-line. Origine, caracteristici – On-line 

Advertising Definition. Origins, characteristics). 

8. http://www.advi.ru (Маргарита Васильева. Реклама мужская, женская, детская). 

9.  www.sostav.ru 

10. http://daz.udm.net/article,php?id=276 

11. http://www.geocities.com/radu-herjeu/tele/televiziune.htm 

12. http://www.semneletimpului.ro/stiri/Femeia-si-rolurile-ei-in-publicitatea-romaneasca, 

01.03.2011. 

13. www.sisif.ro (Imaginea femeii în publicitate – The Image of Women in Advertising), 

nr. 30, 01.10.2011), Craiova.  

http://www.adme.ru/research/detskaya-reklama-disney-53479/
http://ro.wikipedia.org/wiki/Imaginea_femeii_in_publicitate
http://ro.wikipedia.org/wiki/Utilizator:Simonapop
http://www.adbusters.org/
http://www.phildonahue.philtalks.com/
http://www.iaa.ro/
http://www.infoamea.ro/
http://www.advi.ru/
http://www.sostav.ru/
http://daz.udm.net/article,php?id=276
http://www.geocities.com/radu-herjeu/tele/televiziune.htm
http://www.semneletimpului.ro/stiri/Femeia-si-rolurile-ei-in-publicitatea-romaneasca


 

 

55 

14. www.Wall-streets.ro/Trei sferturi dintre copii sunt mari consumatori de publicitate – 

Three quarters of the total number of children are big advertising consumers 

(consulted on  January 25th 2008)  

15. http://www.nordlitera.ro/modules.php?name=News&file=article&sid=1621, Pop 

Simona, Imaginea femeii in publicitate - The Image of Women in Advertising, 22iunie, 

2007) 

16. www.gfk.com 

17. www.gfk-ro.com 

18. www.psyfactor.org  (Игорь Молчанов, Виктор Сороченко, Детская реклама 

(Children commercial) 

19. www.money.ro, 26 iunie, 2011 

20. http://advtime.ru/teor/psih/2005/13043.html 

http://www.wall-streets.ro/
http://www.nordlitera.ro/modules.php?name=News&file=article&sid=1621
http://www.gfk-ro.com/
http://www.psyfactor.org/
http://psyfactor.org/kontakt.htm
mailto:sorochenko@mail.ru
http://www.money.ro/
http://advtime.ru/teor/psih/2005/13043.html


 

 

56 

 

CONSULTED RESEARCH PROJECTS  

 

1. Dâncu, Vasile, Cultură şi comunicare de masă, curs nepublicat (Mass Culture 

and Communication – unpublished course), Facultatea de Jurnalistică şi Ştiinţe 

Politice, 1999/2000, Cluj-Napoca. 

2. Dâncu, Vasile, Publicitate, curs nepublicat (Advertising, Unpublished course), 

Facultatea de Jurnalistică şi Ştiinţe Politice, 1999/2000, Cluj-Napoca. 

3. Deac, Mihai, Reprezentări sociale ale familiei în publicitatea românească, 

Rezumat teză de doctorat (Social representations of the family in Romanian 

advertising) PhD. Thesis Abstract., Facultatea de Sociologie, Universitatea 

„Babeş-Bolyai”, 2012, Cluj-Napoca. 

4. Rotariu, Traian, Metode cantitative şi calitative în studiul mass-media, curs 

nepublicat (Quantitative and qualitative methods in the Media study 

Unpublished Course), Facultatea de Jurnalistică şi Ştiinţe Politice, 1998/1999, 

Cluj-Napoca. 

5. Niaz, Ahmed (1996), Cross-Cultural Content Analysis of Advertising from the 

United States and India, dissertation thesis, University of Southern Missisippi, 

www. Dissertation.com/library/1120842a.htm, accesat 18.05.2012. 

6. Exposing children to TV and Radio shows copiilor (cultural models of consume 

behavior), (MMT), (Final Report September-October 2006; beneficiary: The 

National Audiovisual Council. The material was made within the project The 

Consolidation and Development of the Professional Expertise in the Audiovisual 

Field (RO/2004/016 – 772.03.15.01), financed thorugh Phare. Source: 

www.cna.ro. 

7. Exposure, consume, perception and opinion. In 2006, Metro Media Transilvania 

(MMT) made an unpublished study related to the consumer attitude; the time 

period of data collection and verification: 25 February – 10 March 2006. 

8. Exposing Children to TV and Radio Programs, done in 2004 by Metro Media 

Transilvania, study which was integrated to the research Exposition to contents 

with negative perception, Gallup/MMT, 2004, Beneficiary: CNA). The 

interviews took place between 1-26 April 2004. The data collection was done by 

The Gallup Organization România and Metro Media Transilvania. The 

http://www.cna.ro/


 

 

57 

instrument of collecting data (questionnaires) were adapted to those used within 

a European project called Children and their Changing Media Environment: A 

European Comparative Study), Source: www.cna.ro. 

9. The Impact of Advertising on Parents and Children, Final Report October-

November 2007, made by IMAS (Marketing and Poll Institute) and CSMNTC 

(Center for Media Studies and New Communication Technologies); beneficiary: 

The National Audiovisual Council. This material was part of the project entitled 

Expertize and professionalism in the audiovisual field (RO/2004/016 – 

772.03.15.01), financed by Phare. Source www.cna.ro. 

10. Usage, attitude and expectancies of the Radio and TV consumers (Magazine 

Studies and Audiovisual Researches No.1, 2004), done in March-May 2004 by 

the Marketing and Poll Institute (IMAS), upon the request of the National 

Audiovisual Council. The study regards the beneficiary of the usage, attitudes 

and viewer and listener satisfaction in Romania, and is part of a greater project 

of the European Union, financed through Phare, called Adoption and 

Implementation of the Acquis Communautaire in the Audiovisual Field. Source: 

www.cna.ro. 

11. Habits, attitudes and satisfaction of radio and TV public and final research 

report September-October 2007, conducted by the National Institute for Public 

Opinion Studies and Marketing (INSOMAR) for the National Audiovisual 

Council. (The study was conducted by interviewing survey with home subjects). 

The timeline of interviews: September 6 to September 28. 40 local coordinators 

were used, who led the work of over 160 operators. The sample used: random 

sample, quadristadial, layer the first stage and includes 2507 respondents, has an 

error of ± 1.96% and is representative of the Romanian population aged 15 years 

and over. 

12. European opinion on the amount of advertising, GfK. GfK survey was 

conducted in the first half of the year, in 21 European countries on the basis of 

form, face-to-face interviews and telephone. The sample consisted of 21,178 

people in Austria, Belgium, Denmark, France, Finland, Germany, Great Britain, 

Greece, Italy, Portugal, Spain, Sweden, Switzerland, Bulgaria, Croatia, Czech 

Republic, Poland, Romania, Russia, Slovakia and Slovenia. Source - www.gfk-

ro.com. 

http://www.cna.ro/
http://www.cna.ro/
http://www.cna.ro/


 

 

58 

13. How Romanians perceive advertising – study completed by GfK Romania in 

September 2011. The study was conducted in two stages - firstly, through a 

nationally representative Omnibus and then through an online panel survey 

conducted by GfK, which has over 23,000 panelists. The results from the 

Omnibus were compared with results obtained in a similar study conducted by 

GfK Romania in 2002, including the developments of the last nine years of 

consumer perceptions of advertising and transformations occurring in this period 

in the relation brands - consumers. Source: (www. www.gfk-ro.com). 

14. Image of Women in Romanian society (media analysis report), ALTFEM (a 

campaign to change the image of women in society). Period of analysis: 15 

February to 15 May 2011. The research aims to analyze the image of women and 

men in the media, as reflected by the proposed agenda of media outlets through 

actions, social roles of actors on stage media and stereotypes used by them. The 

study had three levels of analysis: TV commercials, TV shows and newspapers. 

Monitored stations: Antena 1, Antena 3, Prima TV, Pro TV, Realitatea TV and 

TVR 1. 

 

http://www.gfk-ro.com/

