The Future ol Advertisin

By Richard Yonck

The average American is bombarded with 3.000 ads ev-
ery day.' Assuming a waking day of 17 hours that amounts
to three ads every minute! And guess what? It won't be
very long before we’ll look back on these as halcyon days,

a simpler time when we had to contend with a mere three
kilo-ads daily.

Do you think 3,000 sounds ridiculously high? Let’s break
it down. The number comprises all the print ads we view in
newspapers and magazines and all those we hear and see on
radio and television. It also includes the many product place-
ments that are slipped surreptitiously into every program
from prime time dramas to so-called reality shows. Now
add all of the billboards and signs we see during every drive
and public transport commute. Then there are the ever-pres-
ent logos that embellish every manufactured object from
credit cards to sneakers to haute couture. Of course, don’t
forget the ads that permeate nearly all of the Web pages we
browse.

It hasn’t always been like this. Newspaper advertising
didn’t begin until the mid-1600s, centuries after the inven-
tion of the printing press. The first radio broadcast was
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Guess again!

made in 1906, but radio advertising didn’t begin until 1923.
Broadcast television premiered in 1936, but we had to wait
five years for the first TV commercial in 1941. 1994 saw

the beginning of Web ads, three years after the first Web
servers were built. Beginning to see a few patterns? New
mediums for distributing information are being created ever
more rapidly and the marketing departments are jumping on
board just that much more quickly. In short, if you build the
medium, the advertisers will come.

So what do you suppose advertising will look like a
decade from now?

We are on the cusp of some tremendous technological
and societal changes due to the convergence of an array of
new technologies. Information technology, material sci-
ences, biotechnology. nanotechnology and robotics are all
going to play huge roles in shaping the world we’ll live in.
Processing power that used to be exclusive to supercomput-
ers is now found in everyday smart phones and game con-
soles. This trend of building more memory and processing
power into increasingly smaller packages can be expected to
continue for several more decades.

One likely result of this will be something called aug-
mented reality, the overlaying of computer-generated data
onto our personal environment. A pilot viewing a heads-up
display on a windshield or visor is a current-day example.
Listening to a guided art tour on a headset might be consid-
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