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The advertising industry is booming. The U.S. Advertising Industry spends 
about $74 billion annually on ads, and this number is expected to continue 
to rise. About 36 percent of an hour-long TV show is devoted to advertis-
ing. Time Magazine, one of the most prestigious magazine brands in the 
nation, is about 30 percent advertisements. By the time an American 
reaches 65, he or she would have seen approximately two million TV 
commercials. 

Unfortunately, as the advertising industry continues to grow, trust in its 
effectiveness continues to fall. The advertising process can be overwhelm-
ingly expensive. Businesses invest thousands of dollars into research, 
design, and media buying, all for a marketing technique that seems risky at 
best. And marketing agencies continue to push their clients to advertise, 
promising vague benefits that seem too good to be true. You too might be 
wondering if this is all some great misdirection intended to squeeze money 
out of your pockets for little financial gain. Is it really worth the price?

We’re taking a hard look at the advertising industry to find out the truth. 
Using extensive research and an objective mindset, we’ll determine if 
modern advertising is still effective today, or if your funds are better 
allocated elsewhere. Chances are, your business is being misdirected. The 
real question is if you’ve been mislead by the advertising industry, or by 
your own misconceptions.

The Great Misdirection

So strap on your seat belt.
It’s going to be a bumpy ride.
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Traffic on the advertising highway is more congested now than ever before. 
With the wide availability of television, radio, and the internet, every single 
American can be exposed to advertising messages on a daily basis. And we 
are. In fact, Red Crow Marketing estimates that most Americans see between 
4,000 and 10,000 advertisements every day. But is that a good thing for 
businesses like you?

Today, advertising is so commonplace that people often overlook it. In a 
recent study by Juniper Research, participants were asked to recall as many 
ads as they could from the past week. Sixty-eight percent remembered less 
than five. Out of all of the advertisements we see in a day, Red Crow Market-
ing estimates that less than 100 make it past our “attention wall.”  This 
subconscious ignorance is one of the ways we keep our sanity in a world 
buzzing with brand names and slogans. But, for businesses, it means 
audiences might not see your advertisements, no matter where you place 
them.

To make matters worse, more people are going out of their way to avoid 
advertising today than ever before. About 86 percent of TV viewers skip 
advertisements. Only 8 percent of people will click on a promoted website 
on a Google search feed. And 74 percent of Netflix viewers said they would 
rather cancel their subscription than have their programming interrupted by 
advertisements. People don’t seem to be interested in advertising anymore. 
If they aren’t interested, why bother?

Despite all the roadblocks and speed bumps, the advertising journey is still a 
beneficial marketing tool for your business. Researchers have discovered that 
advertising does work, just maybe not the way you think. Let’s check out 
some of the ways creating and posting ads can help your business stand out 
in a market stuffed with competition.

Roadblocks and Speed bumps

"Red Crow Marketing estimates the number of advertisements 
we see daily to be somewhere between 4,000 and 10,000."
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You’ve probably heard it before: the vague promise that advertising can 
“help your business succeed.” But what’s really waiting for you at the end of 
the road? And how will advertising get you there? The truth is, advertising 
remains a necessity in today’s fast-paced world because it increases brand 
awareness. Businesses that advertise have higher brand recognition, 
stronger brand identities and greater top-of-mind awareness than those that 
don’t. People recognize them. You need this recognition to stand out from 
competition.

Even though the immediate effects of advertising appear to be declining, 
the long-term effects remain high. Researchers estimate that for every $1 
you spend on traditional advertising, you’ll get an ROI of between $6.48 
and $11.89. Brands that advertise on search engines like Google have 80 
percent higher brand awareness than those that do not. And, advertising 
works even better if you’re a small business. Every $1 spent on advertising 
benefits a small business eight times as much as it would a larger firm.

Additionally, a study of the long-term effects of advertising revealed that, on 
average, 90 percent of an advertisement’s effects can be seen within a 
period of three and fifteen months. In other words, three to fifteen months 
after a person saw your advertisement, they’ll still be thinking about your 
brand. Imagine how long the effects could last if you continually place 
advertisements on quarterly intervals.

Green Lights & Clear Skies

 "Businesses that advertise have 
higher brand recognition, 

stronger brand identities and 
greater top-of-mind awareness 

than those that don’t."



Advertising is in it for the long haul. Your advertising campaign should be 
focused on the future, not the present. If you produce ads frequently for a 
brief duration of time, wait a couple weeks, and repeat this process, you’ll 
greatly increase the timeframe of advertising’s effectiveness. This is 
imperative to making new customers months after you pay the advertising 
fee. In the long run, this makes you more money, which makes advertising 
worth the cost.

If your advertisements are well designed, you’ll have an even greater 
margin for success. But before we go into detail about how to make an 
advertisement people actually want to see, we need to address some of 
the most common detours on the advertising journey that can keep your 
business and its advertising from reaching its full potential.
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The road to successful advertising is littered with detours, or popular 
misconceptions about the advertising industry. These detours are the real 
culprits of the great advertising misdirection. Many good businesses fall 
into their traps and create campaigns that are ultimately ineffective. Even 
more avoid advertising altogether for the same reason. If you can recog-
nize and avoid these myths, you’ll be able to keep your advertising 
campaign headed in the right direction. 

Detour 1: If you have an ad, you have to have a jingle.

I’m not sure what got this myth started, but it has spread across the Texas 
Panhandle like wildfire. If you sit through a commercial break on one of our 
local news stations, you'll see what I mean. Everyone has a jingle. Some of 
them are catchy and witty, while others are grinding and obnoxious. In 
theory, the jingle makes perfect sense. It's a fun, easy way to share informa-
tion without sounding stuffy and boring. Plus, when a song gets stuck in 
listeners’ heads, it improves brand awareness. Right?

You might be surprised to find out that songs and jingles are actually less 
effective than spoken slogans in the long run. Iveta Karailievová conducted 
a study with 102 random respondents to evaluate the long-term effective-
ness of the jingle. She discovered that spoken verbal cues were identified 
correctly 838 times. Jingles were identified correctly 785 times. And, 481 
slogans were not identified at all, compared to 634 jingles. This study 
doesn’t necessarily tell us that jingles are ineffective. Rather, it reveals that 
spoken word can be just as, if not more, effective as a catchy song.

Detour 2: Any advertisement is a good advertisement.

This myth builds on the misconception that all publicity is good, even 
publicity that appears unfavorable. This is far from the truth. Advertise-
ments with poor graphics, shaky and blurry videography, bad acting and 
mediocre writing can actually do more harm than good.These advertise-
ments might slightly increase brand awareness, but they’ll also ruin brand 
perception.

Detours:
Myths You’ll See Along the Way

"Songs and jingles are actually less effective 
than spoken slogans in the long run."



Think of it this way: You’ll remember the ad that was so bad it made you 
change the channel. You might remember the company that paid for it. But 
will you want to purchase their product or services? Even if their brand name 
stays in your mind, you’ll associate it with the discomfort you felt whenever the 
ad came on. Additionally, poor advertising reflects poorly on the quality of 
that company’s work. It’s better to not advertise at all than to tarnish your 
business’s reputation with a horrible ad. 

Detour 3: Traditional advertising is less effective than digital.

Traditional advertising typically includes print, television, mail, billboard and 
radio. Some firms assume that, because of increased internet consumption, 
advertising on these platforms is a waste of money. With 3.4 billion people 
online every day, digital advertising has the potential to reach a massive 
audience. However, neglecting traditional advertising media could be a huge 
mistake.

GFK Panel Services, a company specializing in ROI measurement analysis, 
determined that print advertising has an ROI of nearly 120 percent. Radio has 
a weekly reach of 85 percent, meaning 85 percent of the population share is 
exposed to the medium at least once. Advertisements placed in newspapers, 
magazines and TVs have a surprisingly high consumer trust degree of 60 
percent. And, in a study by Advertising Age, 52 percent of respondents said 
TV was more memorable than any other advertising medium. If used correctly, 
these media can actually be more effective than digital.

"It’s better to not advertise at all than to tarnish
 your business’s reputation with a horrible ad."

 "Neglecting traditional advertising media
 could be a huge mistake."



Detour 4: People like brands that don’t advertise more than those who 
do.

If you say this to anyone, they’ll probably agree with you. After all, nobody 
really wants their programming interrupted by advertisements. And brands 
that don’t advertise maintain a customer-oriented, honest brand image that 
others can’t achieve. However, when you consider the long-term benefits of 
advertising, refusing to advertise is just bad business.
 
Whether you like advertisements or not, chances are you’ve seen at least 
one commercial for most of the brands you buy. Out of the top 50 global 
brands, which include big names like Apple, Microsoft, Coca Cola and 
McDonald’s, 100 percent use some form of advertisement. People shop at 
the places they know. More often than not, they know these places because 
they advertise. 

"When you consider the long-term 
benefits of advertising, 

refusing to advertise is just bad business."
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You shouldn't just put your car in neutral and hope for the best. To get the 
most out of advertising, you need to create a campaign that people will 
enjoy. This requires a lot of time and research. You'll need to determine 
who your audience is and what they’re looking for. You'll need to pick the 
media that work best for your company. But, most importantly, you’ll need 
to establish the main goal of your campaign. This goal should be the 
foundation for your advertising. Use it as your compass, and it will ensure 
that your campaign doesn’t veer off the path. 

When you finally design your advertisement, you should do it right. Doing it 
right, first and foremost, means making it memorable. You can have crisp 
video or photographs, convincing actors and the best staging in the world, 
and still have an ad that fails to leap over our "attention wall." According to 
researchers, the best way to make your advertising memorable is to tell a 
captivating story. Of the ten most effective advertising campaigns this year, 
all ten incorporated some type of story element into their commercial’s 
structure. This technique has been used for years, and it’s still the best way 
to keep your advertisements out of the gutter.

A story doesn’t have to involve fiction, in-depth character development, 
entertaining action or a captivating subplot. It simply means that your 
advertisement has the fundamental elements of a good novel: a beginning, 
a turning point, and an end. This technique works best on radio, online, 
and TV advertising, but is still achievable on flat advertisements like print, 
outdoor and mailing. You should build this story around your campaign 
goal. Otherwise, your campaign will be ineffective.   

a road map to success

"When you finally design your advertisement, 
you should do it right."



Think about those famous “Get a Mac” campaigns that compared the fun, 
laid-back mac user to the stuffy, clueless Microsoft guy. All the parts of a 
story structure were there: the beginning (when they introduce the charac-
ters), the turning point (when the Microsoft user’s arguments fall flat), and 
the end (when they drop the funny punch line and you see the Apple logo). 
Even Apple, the biggest tech company in the world, saw great results from 
this technique. During the first year of the campaign, Apple saw 42 percent 
market growth. 

To get the most out of your storytelling, your story should follow these three 
rules. First, it should tell one message. This message should help achieve 
your overarching goal. Examples could include, “We’re the most experi-
enced in town,” “Our new product tastes amazing,” or, “Other guys just 
don’t get you like we do.” If your story tells multiple messages, it won't be 
as memorable. People won't remember your brand name, which defeats the 
entire purpose of advertising.

Here's an example: Remember those commercials where the spokesman 
interviewed a circle of children, asking them simple questions and respond-
ing to their ridiculous answers? Remember who produced it? The idea for 
this campaign was brilliant. So where did it all go wrong? The intended 
message was that AT&T’s services were “not complicated.” They used 
children because, as you know, kids tend to overcomplicate things. Unfortu-
nately, this message didn’t come across in any of the commercials. Instead, 
the advertisements felt disjointed and random. They were enjoyable, of 
course. But they weren’t impactful. As a result, people still only remember 
the kids in the commercials, and not the service they were trying to sell. 

The second thing your story should include is an emotional appeal. In other 
words, it should make the viewer feel something, like happiness or sympa-
thy. The best way to do this is by including great kid actors, adorable babies, 
and fluffy animals into your ad. Advertisements with human values like 
compassion, friendship, and laughter resonate more with audiences than 
plain, informative ads. When you try to make your advertisements humorous, 
make sure you don’t include any controversial topics, raunchy innuendos or 
bad language. Otherwise, you could end up with a PR nightmare.



Think of it this way: You’ll remember the ad that was so bad it made you 
change the channel. You might remember the company that paid for it. But 
will you want to purchase their product or services? Even if their brand name 
stays in your mind, you’ll associate it with the discomfort you felt whenever the 
ad came on. Additionally, poor advertising reflects poorly on the quality of 
that company’s work. It’s better to not advertise at all than to tarnish your 
business’s reputation with a horrible ad. 

Detour 3: Traditional advertising is less effective than digital.

Traditional advertising typically includes print, television, mail, billboard and 
radio. Some firms assume that, because of increased internet consumption, 
advertising on these platforms is a waste of money. With 3.4 billion people 
online every day, digital advertising has the potential to reach a massive 
audience. However, neglecting traditional advertising media could be a huge 
mistake.

GFK Panel Services, a company specializing in ROI measurement analysis, 
determined that print advertising has an ROI of nearly 120 percent. Radio has 
a weekly reach of 85 percent, meaning 85 percent of the population share is 
exposed to the medium at least once. Advertisements placed in newspapers, 
magazines and TVs have a surprisingly high consumer trust degree of 60 
percent. And, in a study by Advertising Age, 52 percent of respondents said 
TV was more memorable than any other advertising medium. If used correctly, 
these media can actually be more effective than digital.

Finally, your story should fit perfectly with your company's products and 
services. A great commercial about a girl finding her birth mother could bring 
viewers to tears, but it won’t do a toothpaste company much good. The better 
your story meshes with your product, the greater the chance that viewers will 
associate it with your brand.

Your advertisement doesn’t have to be cookie-cutter or boring. However, if you 
create a truly unique ad, you should connect its creative elements to your 
product. Woodchucks don’t seem related to insurance companies, but Geico 
made it work. Now, their “Woodchucks” commercial has over 78,000 views on 
YouTube and its own fan-created Facebook page. 

If you are able to effectively apply these three rules, people will watch your ad 
for years to come. A strong goal and a strong story format will keep your 
campaign on the road to success. A well-written commercial will improve your 
brand image. And, a strategically designed advertisement will reflect highly on 
your company’s services. After all, if you can produce great advertising, your 
products and services are sure to be of high quality as well.
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THE FINAL MILE

Now, you understand that the advertising road is a long one. Although the 
short-term effects of advertising are less than substantial, the long-term 
effects remain strong. Advertising is still a necessary marketing tool for your 
business. It still increases brand awareness, which, in turn, increases sales. You 
also know which detours to avoid and which roads will lead you to the most 
success. You’re well on your way to a great campaign. 

When you start regularly advertising, don’t get discouraged by a lack of 
immediate results. Keep your eyes locked on the destination. Advertising is 
like baking a delicious batch of cupcakes. If you try to taste them before 
they’ve cooked all the way through, you’re sure to get a mouthful of soggy 
dough. Let them rise on their own, and when they’re done, you’ll taste the 
sweet rewards of a great recipe.

You’ve done the hard part. Now, all you have to do is sit back and enjoy the 
ride. There’s a long road behind you, and the road ahead is full of bright 
opportunities for growth. Start planning your next ad campaign, or hire a 
professional marketing agency to do it for you. Your business, and your wallet, 
will thank you.
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You shouldn't just put your car in neutral and hope for the best. To get the 
most out of advertising, you need to create a campaign that people will 
enjoy. This requires a lot of time and research. You'll need to determine 
who your audience is and what they’re looking for. You'll need to pick the 
media that work best for your company. But, most importantly, you’ll need 
to establish the main goal of your campaign. This goal should be the 
foundation for your advertising. Use it as your compass, and it will ensure 
that your campaign doesn’t veer off the path. 

When you finally design your advertisement, you should do it right. Doing it 
right, first and foremost, means making it memorable. You can have crisp 
video or photographs, convincing actors and the best staging in the world, 
and still have an ad that fails to leap over our "attention wall." According to 
researchers, the best way to make your advertising memorable is to tell a 
captivating story. Of the ten most effective advertising campaigns this year, 
all ten incorporated some type of story element into their commercial’s 
structure. This technique has been used for years, and it’s still the best way 
to keep your advertisements out of the gutter.

A story doesn’t have to involve fiction, in-depth character development, 
entertaining action or a captivating subplot. It simply means that your 
advertisement has the fundamental elements of a good novel: a beginning, 
a turning point, and an end. This technique works best on radio, online, 
and TV advertising, but is still achievable on flat advertisements like print, 
outdoor and mailing. You should build this story around your campaign 
goal. Otherwise, your campaign will be ineffective.   
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Think about those famous “Get a Mac” campaigns that compared the fun, 
laid-back mac user to the stuffy, clueless Microsoft guy. All the parts of a 
story structure were there: the beginning (when they introduce the charac-
ters), the turning point (when the Microsoft user’s arguments fall flat), and 
the end (when they drop the funny punch line and you see the Apple logo). 
Even Apple, the biggest tech company in the world, saw great results from 
this technique. During the first year of the campaign, Apple saw 42 percent 
market growth. 

To get the most out of your storytelling, your story should follow these three 
rules. First, it should tell one message. This message should help achieve 
your overarching goal. Examples could include, “We’re the most experi-
enced in town,” “Our new product tastes amazing,” or, “Other guys just 
don’t get you like we do.” If your story tells multiple messages, it won't be 
as memorable. People won't remember your brand name, which defeats the 
entire purpose of advertising.

Here's an example: Remember those commercials where the spokesman 
interviewed a circle of children, asking them simple questions and respond-
ing to their ridiculous answers? Remember who produced it? The idea for 
this campaign was brilliant. So where did it all go wrong? The intended 
message was that AT&T’s services were “not complicated.” They used 
children because, as you know, kids tend to overcomplicate things. Unfortu-
nately, this message didn’t come across in any of the commercials. Instead, 
the advertisements felt disjointed and random. They were enjoyable, of 
course. But they weren’t impactful. As a result, people still only remember 
the kids in the commercials, and not the service they were trying to sell. 

The second thing your story should include is an emotional appeal. In other 
words, it should make the viewer feel something, like happiness or sympa-
thy. The best way to do this is by including great kid actors, adorable babies, 
and fluffy animals into your ad. Advertisements with human values like 
compassion, friendship, and laughter resonate more with audiences than 
plain, informative ads. When you try to make your advertisements humorous, 
make sure you don’t include any controversial topics, raunchy innuendos or 
bad language. Otherwise, you could end up with a PR nightmare.
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