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INTRODUCTION

Twenty years ago this thesis need not have been
written. Psychological advertising was but a gleam
in the eye of a farsighted few; as a selling technique
it waes ignored by serious businessmen. The volume of
marketable goods in our pre-war economy was not of
sufficient Quantity to warrant any significant changes
in sdvertising technique.

After Vorld War II, however, our vast industrial
complex turned from the manufacture of war goods to
the production of consumer items. Advertisers soon
discovered that thier old standby techniques were
inadequate to prevent the market from becoming glutted
with unwanted, unsellable products.

The baslc problem was not that of overproduction,
but underconsumption. Although there was indeed a huge
inerease in the volume of consumer production after
the war, there was also a corresponding increase in the
amount of "discretionary dollars"’ which Americans
had accumulated because of the wartime scarcity of
consumer goods, extra wages for overtime, and such.

War-wary citizens were hoarding thelr money

Iheferb to money spend above and beyond the

amount required to live adequately.

1.
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instead of spending 1it. Worrled advertiaers groped
for a means to reverse this trend. 50 1t was that
psychology wed advertising in a hasty, "shotgun"
marriage; motlvation research was the awesome off-
gpring of that union,

The purpose of this thesis is fourfold: first,
to discuss briefly the history of advertieing, so as
to better understand motivation research; second, to
acquaint the publiec with the phenomena of motivation
research, its theory and practice; third, to determine
the effects of motivation research upon our economic
gsociety; fourth, to describe the internal and external
actions which have been taken to subordinate the alms
of motivation research to the common good.

Ah assiduous effort has been made to exclude
personal value judgments as regards the ethles,
morality, or value of motivation research, Any such
conclusions have been made, to the best of my abllity,
on the basis of data garnered from experts in the
study of modern advertising.

Motivation research is dynamic; it is controversial.
Therefore it 1s my hope that this theslis will serve
as an introduction to one of the most fascinating

fields of our time=--~psychological advertising.
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CHAPTIR I

A BRIFF HISTORY OF THE MAJOR ADVERTISING MEDIA
PRECEDING MOTIVATION RESEARCH

It may not be of great value to undertake an
analysis and dlscussion of the history of a subject
when our toplic deals with the practical problems of
the present day. Nevertheless, a brief survey of the
history of advertising will provide a background
which will ehable us to understand more completely
the problems which arise at the present time.

Advertlsing---the dissemination of information
conecerning an lidea, service, or product to compel
action in accordance with the intent of the advertiserl——
is the most important of several selling tools which
bﬁsinessman use to coax the consumer into buying thier
wares. Advertising as we know 1t today 1ls a develop~-
ment substantlslly of the last 100 years, beginning
about the middle of the 19th c¢entury. It was no
radical innovation of the Industrial Age, however.
Advertising in one form or another has been around

over 2,000 yeare,2 and there has probably been

1Gharlea Harold Sandage, vertisl o
Practice (Homewood, Illinois; Richard D. Irwin, 3)s Dele

5. C. Groome, "How to Criticize Advertising",
Saturday Review, IVL (October 12, 1963),p.54.
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advertlsing as far back as there has been any method
of recording ideas by means of visual symbols. Indeed,
it has even been argued that advertising began when
Eve ate an apple and recommended to Adam that he do
the same.3 ‘

The advertising man has always been an integral
factor of any industrial economy, however simple, but
in the past his c¢raft was limited by the absence of
duplication techniques, and by the enormous iliiteracy
of the buying public. Hie modest ads were of necessity
written one at a time, and ecven after being laboriously
handwritten and posted, illiteracy precluded most of
the public from favoring them with more than a passing
glance. For centuries advertising consisted solely of
the monumental and the word of mouth, for the sake of
highly localized markets.

The invention of the printing press, and the revival
of learning in the 15th century alleviated these two
formidable problems. The printing press made possible
the production of large numbers of newspapers, handbills,
books, and pamphlets---all excellent medlia for carrying
the sellers' message to prospective buyers. The
inereasing lliteracy of the people assured ads of more
public attention.

This early period saw the uge of exﬁggeration in

its boldest form. Beverages, cosmetics, and patent

30. P. Constantine, Adve n Actlion (Seattle:
Superior Publishing Company, 1962), p.ll.



medicines held a prominent place in the early media.
The famous coffee advertisement printed in 1652 is
1llustrative of the early beverage advertisements.
Compare this three-century-old selling appeal with
some of the advertising of today:

The Virtue of the Coffee Drink
First Made and Publicly sold in England by

Pasqua Rosee

The grain or berry called coffee
groweth upon little trees only in the
deserts of Arabla...It 1s a simple
innocent thing, composed into a drink,
by being dried in an oven, and ground
to powder, and boiled up with spring
water...and to be taken as hot as can
possibly be endured; the which will never
fetech the skin of the mouth, or ralise
any blisters by reason of that heat.

The quality of this drink is cold
and dry; and though it be a drier, yet
it nelther heats nor inflames more than
hot posset. It so encloseth the orifice
of the stomach, and fortifles the heat
within, that it is very good to help
digestion...It much quickens the spirits,
and makes the heart lightsome, it 1s good
against sore eyes...lt suppresseth fumes
exceedingly, and therefore 1s good
against the headache, and will very much
stop any defluxion of rhems that distil
from the head upon the stomach, and so
prevent and help consumption and cough
of the lungs.

It is excellent to prevent and cure
the dropsy, gout, and scurvy...a most
excellent remedy agalnst the spleen
hypochondriac winds and the like...

It is obvious from the foregoing example,
wkitten over three hundred years ago, that modern

advertising has no claim to originality in the realm

4

Henry Sampson, History of Advertising (London:
Chatto and Windus, 1930), p.0O.
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of advertising "puffery" and wild hyperbole.

The function of the printing press in sarly
advertising endeavors was significant, but the
eca?clty of transportational facilities with which
to distribute printed material lessened its effective~
ness, The volume and effectiveness of advertising
has always been dependent upon the gquality of the
media avallable for carrying the sellers' message to
the prospective buyer. But maas distribution
techniques such as direct mall, daily newspapers,
nagazines, and the like, are a comparatively recent
davelopment. ﬁithout‘auch agencles, early advertising
was necessarily of a modest nature,

Advertising's function as a factor in marketing
economy became more corucial with the advent of the
Industrial Revolution,” when machinery began to
supplant hand labor, with a resulting tremendous rise
in production, For possibly the first time in history,
large-gcale production was rendered so effective that
supply began to exceed demand. Unwanted goods accu-
mulated in manufacturers' warehouses. Businessmen
turned to advertising as the medium which would best
dispose of this ovvrwincriasing volume of unwanted
goods .

Even with the growing lmportance of sound
advertising techniques, however, early practitioners,

5fhe Industrial Rrvolution oeccurred in the period
1760-1830,


























































































































































































