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HU Credits: 4

Responsible Department: law

Academic year: 0

Semester: 1st Semester

Teaching Languages: Hebrew

Campus: Mt. Scopus

Course/Module Coordinator: Katya Assaf

Coordinator Email: katya.assaf@mail.huji.ac.il

Coordinator Office Hours: Wed 12:15-13:00

Teaching Staff:
Dr. Katya Assaf

Course/Module description:
This seminar studies advertising using analytical tools from the fields of
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economics, psychology, cultural studies and communication theories. In addition,
the students learn the legal regulations of advertising in various countries, including
Germany, the USA and Israel. Special attention is devoted to the contrasts between
the German and the Anglo-American legal systems: while the former strongly
emphasizes moral considerations, the latter focuses on economic efficiency.

Course/Module aims:
The seminar aims to develop a critical perception of advertising and to grant
extensive knowledge regarding the various aspects of this phenomenon.

Learning outcomes - On successful completion of this module, students should be
able to:

(recognize advertising elements that exploit various psychological inclinations of
the viewer

[Jrecognize advertising elements that exploit social stereotypes and reinforce
prejudices

[Jrecognize elements in the plot of the non-advertising media contents that are
designed to serve advertisers[] interests

Ocriticize the above phenomena
Hanalyze advertising using various theories

[Jestimate whether an advertisement or another marketing element is legal under
the Israeli, US and German law

Attendance requirements(%):
100

Teaching arrangement and method of instruction: Lectures and student
presentations

Course/Module Content:
1st Lecture [] Introduction; advertising as a complex and problematic phenomenon

The central schools of economics (the theory, its historical background and its
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criticism):
Classical School

Freiburg School

2nd Lecture - schools of economics continued:
Chicago School
Austrian School

Neoclassical School

3rd Lecture [] Advertising and its influence on market conditions: prices, gains,
demand elasticity, product quality, etc. We will learn various theoretical inquiries
and empirical research examining these questions. We will put these studies into
the context of the different schools of economic thought we have learnt.

4th Lecture [] Advertising and the Legal System: Misleading and exaggerated
advertising [] its the legal treatment in Israel, Germany, EU and the US. We will
recognize the economic theories standing behind the various legal regulations. We
will examine how the different legal regulations influence the credibility of
advertising and its ability to exploit the consumer{]s weaknesses.

5th Lecture [] Comparative Advertising: critical examination of its legal regulation in
Israel, Germany, EU and the US. We will compare the things that are allowed to say
in advertising referring to one[]s own products with things that are allowed to say
about a competitor. From this comparison we will conclude how much legal
protection is granted to product images that are created in advertising.

6-7th Lectures: Advertising and Market Concentration: we will learn various theories
and empirical studies regarding the influence of advertising on market structure.
We will put this research into the context of the different schools of economics.

Advertising and Economic Growth
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We will learn the theory developed by John Kenneth Galbraith and its criticism.

8-9th Lectures: Legal Protection of Trademark Image [] we will learn the basics of
trademark law and the doctrines that enable the protection of non-informative
trademark image: the broad interpretation of the term [Jconfusion,[] post-sale
confusion and the dilution doctrine. We will discuss the legal protection in Israel, the
US and EU.

10-11th Lectures: Non-economic Effects of Advertising:

Advertising and Consumer Rationality

Advertising and Consumer Autonomy: we will learn a number of psychological
techniques employed in advertising (classical conditioning, learning by imitation,
mere exposure effect, neuro-marketing). We will discuss whether these techniques
are legitimate.

Advertising and its influence on non-commercial media content

12th Lecture [] The legal treatment of the various advertising techniques: we will
discuss the legal regulation in Israel, Germany, EU and the US.

13-14th Lectures [] The Influence of Advertising on Life Style:

Advertising and frustration, advertising and personal growth, advertising and well-
being

Advertising and Consumer Culture; Materialism

Advertising prevents wars

Advertising and Status Competition

Advertising and Stereotypes, Advertising and Social Change

Advertising and Environment
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Required Reading:
1. Les Brown, []Self-Regulation in American Television in Areas aside from Program
Content[], 13 Cardozo Arts & Ent. L.J]. 705 (1995)

2. Kathryn A. Braun, "Postexperience Advertising Effects on Consumer Memory,"
25(4) The Journal of Consumer Research, 319 (1999)

3. Jerry C. Olson & Philip A. Dover, "Cognitive Effects of Deceptive Advertising,"
15(1) Journal of Marketing Research 29 (1978)

4. Nicholas Kaldor, [ITThe Economic Effects of Advertising[], 18 The Review of
Economic Studies 1-27 (1950-1951)

(n"own) 435 7"7 o'vown ,non (n'o 7v¥ ' TN 7y n1ann 7' ,21121 N'0j7 .5

6. Jules Backman, Advertising and Competition, 1967, p. 17-57

7. Robert Dorfman, Prices and Markets, 1967, p. 104-111

8. John Kenneth Galbraith, The Affluent Society, 1969, p. 121-160

9. Mark Lemley, "The Modern Lanham Act and the Death of Common Sense," 108
Yale Law Journal 1687 (1999)
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10. Elizabeth Cowley, "Processing Exaggerated Advertising Claims," 59 Journal of
Business Research 59 728 (2006)

11. Gregory S. Carpenter, Rashi Glazer & Kent Nakamoto, "Meaningful Brands from
Meaningless Differentiation: The Dependence on Irrelevant Attributes," 31(3) Journal
of Marketing Research 339 (1994)

12. Jules Henry, Culture against Man, 1963, p. 45-77, 93-99

13. Steven L. Snyder, [IMovies and Product Placement: Is Hollywood Turning Films
into Commercial Speech?[], 1992 University of lllinois Law Review 301

14. Sut Jhally, Advertising at the Edge of the Apocalypse

Additional Reading Material:
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The Framework WHO Convention on Measures against Smoking

Agreement on Trade-Related Aspects of Intellectual Property Rights (TRIP[]s)
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Television Without Frontiers Directive, 89/552/EEC, 1989
Directive 84/450/EEC concerning misleading advertising, 1984

Directive 97/55/EC amending Directive 84/450/EEC concerning misleading
advertising so as to include comparative advertising, 1997

Directive 2005/29/EC concerning unfair business-to-consumer commercial practices
in the internal market, 2005

Adam Smith, An Inquiry into the Nature and Causes of the Wealth of Nations, 1776
Jeremy Bentham, The Principles of Morals and Legislation, 1789

John Stuart Mill, Utilitarianism, 1861

G.E. Moore, in Principia Ethica, 1903

Milton Friedman, Capitalism and Freedom, 1962

Richard Posner, Economic Analysis of Law, 6th ed., 2002

George J. Stigler (ed.), Chicago Studies in Political Economy, 1988

George J. Stigler & Paul Samuelson, "A Dialogue on the Proper Economic Role of the
State", Selected Papers, no.7. Chicago: University of Chicago Graduate School of

Business, 1963

Robert H. Nelson, Economics As Religion: From Samuelson to Chicago and Beyond,
2001

Ludwig von Mises, Human Action, 1963

Friedrich Hayek, Law, Legislation and Liberty: A New Statement of the Liberal
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Principles of Justice and Political Economy, 1973-1979

Joan Robinson, The Economics of Imperfect Competition, 1969
Edward Hastings Chamberlin, The Theory of Monopolistic Competition, 1958

Nicholas Kaldor, The Economic Effects of Advertising, 18 The Review of Economic
Studies 1-27 (1950-1951)

Joe S. Bain, Barriers to New Competition, 1967

William S. Comanor & Thomas A. Wilson, Advertising and Market Power, 1974
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Ben H. Bagdikian, The Media Monopoly, 1983
Matthew P. McAllister, The Commercialization of the American Culture, 1996

Leo Bogart, Who Pays for the Media? 34 Journal of Advertising Research 11-18
(1994)

William S. Comanor & Thomas A. Wilson, Advertising and Market Power, 1974
Vance Packard, The Waste Makers, 1960
David Ogilvy, Confessions of an Advertising Man, 1963

Bogart, Leo, Is All This Advertising Necessary? 18 Journal of Advertising Research,
17-26 (1978)
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Stigler, George J., The Economics of Information, 69 The Journal of Political Economy
213-225 (1961)

Jules Backman, Advertising and Competition, 1967

Nicholas Kaldor, The Economic Effects of Advertising, 18 The Review of Economic
Studies 1-27 (1950-1951)

Jerry Kirkpatrick, In Defence of Advertising [] Arguments from Reason, Ethical
Egoism and Laissez-Faire Capitalism, 1994

Phillip Nelson, Advertising as Information, 82 Journal of Political Economy 729-754
(1974)

Lester G. Telser, Advertising and Competition, 72 Journal of Political Economy
537-562 (1964)

Robert Dorfman, Prices and Markets, 1967

Boris W. Becker, The Image of Advertising is Truth: Is Being Truthful Enough?, 34
Journal of Marketing 67-68 (1970)

K.W.Rothschild, A Note on Advertising, 52 The Economic Journal 112-121 (1942)
John Kenneth Galbraith, The New Industrial State, 1978

John Kenneth Galbraith, The Affluent Society, 1969

Milton Friedman, From Galbraith to Economic Freedom, 1977

Jean Boddewyn, Galbraith[]s wicked wants, 25 Journal of Marketing 14-18 (1961)

Henry, Jules, Culture against Man, 1963

Vance Packard, The Hidden Persuaders, 1957

Galbraith, John Kenneth, The Affluent Society, 1984

Milton Friedman, From Galbraith to Economic Freedom, 1977

Jean Boddewyn, Galbraith[]s wicked wants, 25 Journal of Marketing 14-18 (1961)

Rotfeld, Herbert J./Rotzoll, Kim B., Is Advertising Puffery Believed?, 9 Journal of
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Advertising,16-20 (1980)

Boris W. Becker, The Image of Advertising is Truth: Is Being Truthful Enough?, 34
Journal of Marketing 67-68 (1970)

Jerry Kirkpatrick, In Defence of Advertising [] Arguments from Reason, Ethical
Egoism and Laissez-Faire Capitalism, 1994

Herbert Marcuse, One Dimensional Man, 1964
Ben H. Bagdikian, The Media Monopoly, 1983
Matthew P. McAllister, The Commercialization of the American Culture, 1996

Arthur Asa Berger, Ads, Fads, and Consumer Culture [] Advertising[]s Impact on
American Character and Society, 2000

Andrew Wernick, Promotional Culture, 1991
John Hood, Selling the Dream, 2005
Liz McFall, Advertising [] a Cultural Economy, 2004

Katherine T. Firth (ed.), Undressing the Ad [] Reading Culture in Advertising, 1997
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Paul Messaris, Visual Persuasion, 1997
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Course/Module evaluation:
End of year written/oral examination 0 %
Presentation 15 %
Participation in Tutorials 5 %
Project work 80 %
Assignments 0 %
Reports 0 %
Research project 0 %
Quizzes 0 %
Other 0 %

Additional information:
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