ADVERTISING AND MARKETING
INDUSTRY

Summary

The advertising and marketing industry analyzes and influences
consumer behavior and expectations through intentional
communication campaigns. The industry systematically researches
effective communications strategies. It then crafts messaging
campaigns based on its research to create or increase demand for
products and services and
thereby to maximize profits
for the companies that sell
them. Advertising messages
are usually distributed
through print or broadcast
media, public displays, direct
mail, or the internet and
related technologies.
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History of the Industry

Marketing and advertising have existed in some form since the
beginning of human commerce. Hawkers announcing the availability
of products were a constant feature of public life in ancient Greece.
In ancient Pompeii, archaeologists have uncovered printed materials
promoting wares from, Carthage, and Rome. Advertising posters
featuring alluring drawings of products for sale were common
throughout medieval Europe.
The modern era of advertising may be traced back to the beginning of
newspapers in seventeenth century Europe. By the beginning of the
eighteenth century, newspaper advertising was common throughout
Europe and the United States. In the middle of that century,
magazines began to be published on a regular basis, providing another
forum for print advertising.
Initially, newspaper and magazine advertising was created by the
vendors of the goods and services being sold. In the middle of the
nineteenth century, advertising agencies came into existence to take
over marketing functions for business clients. The first American
advertising agency is generally considered to have been founded in
1843 by Volney Palmer in Philadelphia, Pennsylvania. In the decades
that followed its founding, many more firms emerged. The first major
American advertising trade conference was held in New York in 1873.
By then, the advertising and marketing industry had become well
established in larger cities.
Many scholars contend that the industry’s rapid growth resulted from
the historical context in which it developed. In the latter half of the
nineteenth century, the United States was transforming from a rural
to an urban society. As people migrated to cities, they lost the ability
to make their own essential goods, which created major opportunities
for manufacturers and retailers. The resulting rapid increase in
commercial activity produced an ideal environment for the new
advertising and marketing industry.
Another social trend also hastened the growth of the advertising
industry. In 1867, the United States created the Department of
Education. Children of every economic and social class began to attend
school, resulting in a dramatic increase in literacy by the end of the
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nineteenth century. As a result, newspaper and magazine circulation
increased nearly tenfold. Advertising agencies began to purchase
space in publications and resell it to their clients.
Two factors led to even further growth of the advertising industry in
the first half of the twentieth century. One was the U.S. automotive
industry, which began in the last decades of the nineteenth century
and experienced unprecedented commercial success in the early
twentieth century. The industry relied heavily on advertising to sell
cars, pushing the advertising industry to new levels of economic
success.
At the same time, radio was evolving into a form of popular mass
media. By the 1930s, radios were common in American and European
households. Radio networks produced news and entertainment
programming and generated revenue through commercial
sponsorship. In the middle of the twentieth century, television
joined radio as a widely accessible broadcast medium. The impact
of television on American culture was profound. As radio audiences
migrated to television, advertising clients followed them. Once again,
advertising firms were well positioned to take advantage of the change
in information technology.
The Industry Today

Although it enjoyed overwhelming success a generation ago, the
advertising and marketing industry faces significant challenges in
the twenty-first century. One of the biggest factors in the industry’s
decline has been a steady decline in U.S. newspaper circulation that
began in 1987. The estimated total U.S. daily newspaper circulation
(print and digital combined) in 2018 was 28.6 million for weekday and
30.8 million for Sunday, down 8 percent and 9 percent, respectively,
from the previous year.
The emergence of cable television has also affected advertising.
Hundreds of new channels came onto the television scene, significantly
weakening the traditional broadcast networks.
Perhaps the most significant factor influencing contemporary media
consumption has been the emergence of the internet. According to
the Pew Research Center, internet use increased from 14 percent of
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the American population in 1995 to more than 41 percent in 1998. By
2019, it was found that just 10 percent of U.S. adults said that they
do not use the internet. Forty-three percent of surveyed adults said
that they used the internet several times a day as of February 2018,
compared to just eight percent who said they accessed the internet
about once a day. A Pew Research Center report released in 2018
shows that social media sites have surpassed print newspapers as a
news source for Americans with one-in-five U.S. adults stating that
they often get news via social media, slightly higher than the share
who often do so from print newspapers (16 percent) for the first time
since Pew Research Center began asking these questions.
Internet advertising has resulted in a decline in employment at
traditional advertising agencies. Social media advertising has changed
the landscape and now, more brands and companies are creating their
own in-house advertising departments to craft content and advertising
messages that are distributed through social media outlets like
Facebook, YouTube, Instagram, and Twitter.
Small Businesses
Small businesses are often specialized boutique agencies that focus on
a single niche advertising activity and coordinate with other agencies
to develop full marketing campaigns for client companies.
Pros of Working for a Small Advertising or Marketing
Firm. Smaller firms tend to encourage closer and more personal
interaction with clients, allowing account managers to develop lasting
relationships with decision makers at the businesses they serve.
Smaller advertising firms are also more likely to be niche-oriented
boutique agencies. Employees at such boutiques have the opportunity
to develop specialized skills and aptitudes.
Cons of Working for a Small Advertising or Marketing Firm.
The primary drawback of working for a small firm is that such
agencies tend to lack the capital base to survive major economic
downturns. Smaller firms may also have difficulty attracting large
national brands, somewhat limiting employee exposure to higher-level
business contacts.
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Midsize Businesses
Midsize businesses in the advertising and marketing industry
typically have annual revenues between $2 million and $20 million
and employ between fifty and five hundred people. In addition, midsize
advertising agencies may have multiple locations, often in the same
geographic area of operation. They tend to be more integrated than
their smaller counterparts, handling all aspects of the advertising
process for clients.
Pros of Working for a Midsize Advertising or Marketing Firm.
Midsize advertising companies tend to have stronger cash reserves
than their smaller counterparts, allowing them to weather economic
downturns. They usually handle all aspects of the advertising
process for client businesses, allowing workers a chance to experience
various aspects of the industry. Since they serve both small and large
clients, employees have the chance to develop personal relationships
with small-business owners, as well as to make contacts at larger
corporations.
Cons of Working for a Midsize Advertising or Marketing Firm.
Workers at midsize companies may not be able to exert as much
influence over company strategy as workers at small firms. They also
do not have as many opportunities to make high-level client contacts
as employees at the larger companies in the industry.
Large Businesses
The advertising and marketing industry has traditionally been
dominated by very large businesses. Large advertising agencies
usually have a number of different offices, often in multiple countries.
Each branch is typically staffed with integrated teams of advertising
professionals, able to handle every aspect of the marketing process for
clients.
Pros of Working for a Large Advertising or Marketing Firm.
Working for a large company in the advertising industry affords
employees many opportunities to influence well-known brands
and network with executives at multinational corporations. Large
advertising firms typically have massive cash reserves and may be
publicly traded, meaning that they are better positioned to weather
economic downturns than are their smaller counterparts. The size
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of the company may also offer greater opportunities for career
advancement.
Cons of Working for a Large Advertising or Marketing Firm.
At large (and sometimes publicly traded) companies, most individual
employees have very little control over company governance or their
own jobs. Some departmental staff, especially account managers,
may be tied to specific clients. If those clients decide to leave the firm,
associated account managers may lose their jobs. This can create a
type of job insecurity that some professionals find unacceptable.
Organizational Structure and Job Roles

Advertising and marketing companies of all sizes require similar
business activities. Smaller agencies tend to be more specialized and
provide a narrower range of services. Larger firms are normally more
integrated and handle a wider range of advertising services. At these
larger firms, activities are conducted by complementary divisions that
are often located on different floors or in separate buildings.
The following umbrella categories apply to the organizational
structure of businesses in the advertising and marketing industry:
•
•
•
•
•
•
•

Business Management
Office Management
Market Research
Account Management
Media Services
Creative Services
Interactive Services

Creative Services

The creative services department is responsible for creating
advertisements. Creative services personnel work closely with account
management and media services departments to develop ads, often to
exacting client specifications.
Perhaps the most important part of the creative process is
copywriting. Copywriters create the text of print ads and write scripts
for broadcast commercials. Copywriters must thoroughly understand
the message and tone that a client wants to convey to the public, then
use limited word space to convey this information in a compelling
manner.
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The design elements of advertisements are developed by other creative
services personnel. Design staff members, who usually have formal
artistic training, produce the nonverbal elements of print ads and
broadcast commercials. In the case of print ads, this entails selecting
or creating art to go along with copy. For broadcast commercials, the
design staff manages backgrounds, costumes, framing, accompanying
music, and other stylistic details.
Producing ads for any kind of media is a very time-consuming and
complicated process. Because clients must ultimately be pleased with
every detail of the ad, it is typical for creative service departments to
develop drafts, known as mock-ups or comps. Account management
staff then show these drafts to clients, who provide feedback about
desired changes.
Creative services occupations may include the following:
•
•
•
•
•
•
•

Art Director
Producer
Editor
Senior Copywriter
Associate Producer
Graphic Designer
Junior Copywriter

Outlook

The long-term outlook for this industry shows it to be stable or in
modest decline. The advertising and marketing industries have been
radically transformed by changes in technology. For example, while
much market research has traditionally relied on talking to consumers
to find out about their purchasing habits, many companies now amass
vast databases that track every purchase a customer makes in their
stores. Future market research is likely to increase its utilization
of such databases and to develop as many methods as possible of
tracking consumer behavior as it happens, such as using Global
Positioning Satellite (GPS) systems to locate consumers and track
their movements and buying patterns.
The U.S. Department of Labor projects that the advertising and
marketing industry will experience an 8 percent rate of job growth
through 2028, faster than average compared to total employment.
However, other analysts are cautious about such positive predictions,
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noting that rapidly shifting media-consumption habits are likely to
change the industry in unpredictable ways.

Famous First
Widely credited for coining the phrase, “There’s a sucker born every minute,”
P.T. Barnum will always be remembered for promoting celebrated hoaxes and
founding the Barnum & Bailey Circus. Barnum became
known as the “Shakespeare of Advertising” due to his
innovative and impressive ideas. Some say that he was
a scam artist; others say he simply made the truth more
appealing. However you want to look at it, he was a genius
marketer and creative businessperson.
(Source: https://blog.cloudpeeps.com/)
Advertising has been a part of human culture
since ancient times, and it is certainly going
to remain an important element of the global
economic system. Individuals with an interest in understanding and
influencing patterns of commercial behavior would be well served
to pursue a career in advertising. In the long term, the industry is
experiencing radical changes that are largely due to the migration of
audiences from analog to digital media. Although these changes will
most likely disrupt traditional business models, they will also result in
new opportunities for advertising professionals, although they are less
and less likely to find jobs with traditional advertising agencies.
As the media landscape is increasingly transformed by the
development of digital communication technologies, firms will be
seeking innovative thinkers to pioneer new forms of advertising. In
that sense, this is an ideal time for forward-thinking individuals to
enter the advertising industry, as they will be called on to develop new
and better approaches to influencing customer behavior.
Adam Berger/Editor

HIGHER EDUCATION INDUSTRY

Summary

The higher education industry serves students seeking postsecondary
education—that is, education beyond the high school level. It includes
colleges and universities with programs leading to undergraduate
degrees such as associate’s and bachelor’s degrees, graduate degrees
such as master’s and doctoral degrees, and professional degrees
such as medical or legal degrees. Higher education institutions may
also offer other specialized degree programs, including a variety of
academic and professional certificate programs. While the most obvious
position within this industry
is perhaps that of a professor,
the industry also comprises
numerous supporting roles
across a variety of fields,
including administration,
management, marketing,
and finance, all of which are
essential to the operations of
a postsecondary educational
institution of any size.
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History of the Industry

Higher education in the United States dates back to the seventeenth
century, when its primary objective was to educate future members
of the clergy. At that time, most higher education curricula were
dominated by liberal arts subjects, particularly languages, literature,
and religious studies. Faculties were small, and courses of study were
often broad and designed on an individual basis depending on the
interests of the student.
The nineteenth century saw significant change in the purpose of
higher education, beginning with the Morrill Land-Grant Act of 1862.
Signed by President Abraham Lincoln, the act included grants of land
to states and territories to establish colleges devoted to agriculture,
science, and engineering. This law sparked the growth of public
colleges and universities, and it was an important step toward the
explosive growth that would be experienced by the higher education
industry during the twentieth century.
The most obvious position within the higher education industry is
perhaps that of a professor like this one; however, the industry also
offers many positions in a variety of fields, including administration,
management, marketing, and finance.
Demand for higher education programs in the early twentieth century
was frequently driven by the needs of the Industrial Revolution.
During this time, many schools expanded their engineering and
science offerings, particularly in the fields of chemistry and physics,
and specialization became more common. Programs that assisted in
the manufacture of steel, rubber, chemicals, sugar, drugs, petroleum,
and electricity generation grew in popularity. As specialization
increased, faculty size grew, and the higher education industry
experienced a fundamental change in both the way students were
taught and the way departments were organized.
Following World War II, increased federal funding to public colleges,
along with the GI Bill (officially, the Servicemen’s Readjustment Act of
1944), made higher education affordable for a wider range of students.
As a result, more young people started to attend college than ever
before. This growth in scholarship was in large part directed toward
public colleges and universities, as the tuition at such institutions was
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generally more affordable and the large number of students at public
schools resulted in larger departments offering a wider variety of
programs.
In the latter part of the twentieth century, programs such as
affirmative action encouraged ethnic diversity within student
bodies, and increased federal funding in the form of governmentsponsored student loans and grants provided more individuals with
the opportunity to attend college. All these changes led to a more
expansive and enriching experience in higher education, as well as an
increased need for infrastructure and staff.
The Industry Today

Higher education in the twenty-first century has grown to include a
vast number of academic and vocational disciplines and a wide variety
of delivery systems. Many schools now offer certification programs,
as well as programs designed to help working adults enhance their
existing careers. Additionally, many programs have begun to offer
part-time and night programs, distance learning, online courses, and
academic credit for employment experience.
Many schools are moving away from hiring full-time tenured
professors and toward hiring part-time adjunct instructors in order
to save money on salaries and benefits. This may have an unexpected
up-side, however, in that these part-time instructors are often
working professionals. As a result, they may be better able to relate
to working adults returning to school and can help students of all
ages integrate their academic experiences into the workplace upon
graduation. On the other hand, adjunct instructors do not have the
institutional service requirements that full-time faculty have. They
are not required to serve on committees and are usually not asked to
serve as advisers to students. As schools hire more adjuncts, then, the
fewer remaining tenured and tenure-track faculty must pick up the
slack, and each professor’s workload outside the classroom increases
significantly.
In response to their changing environment, many schools are also
branching out with respect to their private industry associations.
Historically, many schools (particularly large ones with science and
medical programs) have affiliated themselves with hospitals and other
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research institutions to exchange facilities, equipment, expertise,
and revenue. Schools are also increasingly seeking funding sources
from private industries to finance everything from research labs to
programs that provide computers and other equipment directly to
students. These affiliations can be of great benefit, as the schools
may be able to obtain resources that they could not otherwise afford.
However, such affiliations raise ethical questions about potential
conflicts of interest if private industry becomes too closely associated
with teaching methods within a school.
Small Schools

Many small schools in the higher education industry are community
colleges offering two-year associate degree programs, possibly along
with some additional certification programs. However, there are some
small schools that offer four-year bachelor degree programs and even
some graduate-level programs. Small schools generally have fewer
degree options than their larger counterparts, and their offerings are
likely to be influenced by the types of jobs that are in high demand in
the geographic area where the school is located. Smaller schools tend
to attract local students, as well as older students who are returning
to school after time spent in the workforce. Small schools generally
have less than two thousand students and may have as few as twenty
or thirty.
Pros of Working for a Small School. Small schools generally
employ fewer people within each department, and with fewer fellow
employees as competition, it may be easier to distinguish oneself
professionally, as well as to develop personal relationships with
colleagues and supervisors. There may be greater opportunities to
take on leadership roles or to expand the scope of an employment
position to include new responsibilities. There may also be less
bureaucracy within smaller colleges, as there are fewer employees
and fewer layers of management. Smaller schools also usually provide
more opportunity for interacting with students, regardless of position,
and instructors in particular may find that their smaller class sizes
allow for more meaningful relationships with students.
Cons of Working for a Small School. Many smaller schools operate
with a smaller staff, so any individual job description may expand
beyond its expected scope. Even those occupying positions such as

Higher Education Industry

professor, dean, or upper-level management may occasionally need
to perform their own administrative support tasks. With a smaller
infrastructure, there may be less opportunity for advancement and
fewer opportunities to develop new programs or courses. Smaller
schools may also operate on smaller budgets, which could entail lower
salaries than those paid for comparable positions at larger schools.
Midsize Schools

A midsize school in the higher education industry generally offers
four-year bachelor’s degree programs, along with some graduatelevel programs and possibly a variety of certificate programs.
Midsize schools will usually offer more degree options than their
smaller counterparts but not the same variety as are available at
large schools. A midsize institution may specialize in a particular
area, offering a variety of degree programs within a single category
(for example, liberal arts or science and engineering) and a limited
number of programs in the other categories. Midsize schools have
approximately two thousand to six thousand students across their
various programs.
Pros of Working for a Midsize School. Midsize schools are in
many ways a happy medium between the smallest and largest schools.
Each department is generally moderate in size, not only providing
employees the opportunity for personal relationships but also allowing
them to benefit from a more hierarchical management structure than
at small schools. This structure may allow for upward mobility within
the organization. There may be opportunities to take on leadership
roles on certain projects or to expand the scope of a particular job to
include new responsibilities. Midsize schools are likely to enjoy more
funding than smaller schools and thus more opportunities to create or
expand programs to better serve students.
Cons of Working for a Midsize School. Since midsize schools
employ more people, their hierarchical management structure creates
more bureaucracy than at a typical smaller school. More departments
compete with one another for funds and students, and more people
within each department compete for their particular resources and
operations. Competition for full-time faculty positions is very intense
in midsize schools, and such positions often come with a requirement
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to conduct research and contribute to academic and scholarly
publications to attract outside funding to the school.
Large Schools

Large colleges and universities offer a wide variety of degree programs
across many disciplines, including associate’s and bachelor’s degree
programs, graduate programs that offer master’s and doctoral degrees,
and possibly professional programs that offer medical, law, or business
degrees, among others. These schools (which are often classified as
universities) usually offer research facilities for a variety of fields.
Large schools have more than six thousand students.
Pros of Working for a Large School. Large schools have far more
amenities and a far greater amount of funding than their smaller
counterparts. Because each department is larger, there are greater
opportunities for advancement within the hierarchical management
system. Because of the increased funding and increased availability of
support staff, there are often more opportunities to create or expand
programs to better serve students. For academics, research facilities at
large schools encourage professional growth by providing equipment
and funding for advanced study of highly specialized subjects. The
greater number of faculty and graduate students provides a support
system to better distribute basic tasks such as teaching lower-level
courses and grading papers, which allows professors more time
to conduct research. Additionally, supervising graduate students
can be a rewarding experience, as it provides additional teaching
opportunities and helps prepare the next generation of academics for
careers in teaching and research.
Cons of Working for a Large School. Since large schools employ
more people, the more hierarchical management structure creates
more bureaucracy. More departments compete for funds and
students. Competition for full-time faculty positions can be extremely
competitive, and such positions often come with a requirement to
conduct research and contribute to scholarly publications in order
to attract outside funding to the school. While there is significant
variation among schools, the research orientation of many large
schools makes them poor fits for professors who see themselves
primarily as teachers. Indeed, there may be fewer opportunities for
people in all positions within a large school to work directly with
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students, and those interactions may not be as meaningful as they
might be in a smaller setting.
Organizational Structure and Job Roles

Any size school within the higher education industry needs to account
for activities in the areas listed below. In smaller schools, one person
may hold several roles within several groups, and several of these
functions may be combined into a single department. In larger
schools, specialists often fulfill unique requirements in specific groups.
Regardless of size and scope, the functions must be fulfilled.
The following umbrella categories apply to the organizational
structure of institutions of higher education:
•
•
•
•
•
•
•

Business Management
Customer Services
Sales and Marketing
Facilities and Security
Technology, Research, Design, and Development
Production and Operations
Human Resources

Sales and Marketing

Within any given school, there are several different departments
that can be categorized as sales and marketing. These include the
admissions office, which recruits new students; the development
office, which brings in funds and manages the school’s image both
professionally and within the community; and the alumni relations
office, which raises funds to support the school’s endowment through
alumni donations and works to maintain an active community of
graduates.
Schools of all sizes need to bring in new students each year to
maintain their business. Although this function is often called
admissions or recruitment, the reality is that the school is
marketing itself to prospective students. The admissions office has
two objectives: First, it seeks to recruit students to enroll in the
school. Responsibilities in this area include developing marketing
materials in print and online, as well as visiting high schools and
hosting prospective students on campus. Employees who serve these
functions in the admissions office usually have four-year degrees in
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public relations or communication, sometimes with a concentration in
education or academic administration.
Second, the admissions office is responsible for selecting which
students to admit to the school. This task requires reviewing
application materials and possibly conducting interviews with
individual students. Employees who serve this function in the
admissions department generally have degrees in academic
administration for higher education and often have experience
working with postsecondary students either as an instructor or as an
administrator.
For privately funded schools, the development office is responsible
for seeking out funding sources in the form of contracts for research
activities and donations. In larger schools, the development or
alumni relations office may also be responsible for attracting
investments from outside organizations and school alumni. They
solicit contributions to capital and endowment campaigns that fund
research and academic facilities, as well as scholarships and faculty
chairs. Fulfilling these responsibilities requires employees to develop
marketing materials that showcase a school’s current facilities and
potential for innovation in a particular field, as well as to cultivate
relationships with business leaders and alumni. A typical employee in
these areas has a four-year degree in a field such as public relations or
communication, sometimes with a focus on academic administration
or education.
Sales and marketing occupations may include the following:
•
•
•
•
•
•
•
•
•
•
•

Admissions Director
Gift Planning Director
Development Director
Treasurer
Director of Foundation Relations
Vice President of External Relations
Public Relations Director
Marketing Director
Graphic Designer
Copywriter
Photographer

