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The Art of Persuasion
Examining illustration within advertising.



This dissertation examines the power of the picture. It discusses in depth key points of the illustrated image and why it is an important medium within the advertising industry. Whilst examining some influential illustrated advertisements, it considers how visual language can affect society and people’s spending habits. Aspects such as colour, tone, mood, atmosphere, and composition are taken into consideration when analysing the images.
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Introduction
     The main aim of this dissertation is to discuss the importance of illustration within advertising and the visual communications which are used when producing illustrated advertisements. I have gathered some information on what Lawrence Zeegen thinks about illustration, and how it has affected advertising and different aspects of the medium within industry and society. Using some of his ideas and theories I will develop an opinion and argument for how the power of the picture is a focus within advertising. I choose this topic as I wanted to educate myself through means of research on the impact the illustrated image has on society, and within the advertisement world. I also wanted to conduct an argument where I could express facts and opinions on the power of the picture, and how it is considered one of the greatest way of communicating. Throughout university I have been particularly interested in advertising illustration and so this dissertation and research will expand my knowledge of my field of interest and help me understand how the industry works. I wish to question how different aspects of producing illustrations effects how an audience perceives an advertisement and how adverts can go on to influence society’s spending habits. I will touch upon a brief history of illustration, and the methods used to produce print advertisements in the early 20th Century. I will be explaining how illustration was used, and comparing it to how it is used in more recent years by analysing old adverts and some adverts from recent years. I will analyse some of Coca-Colas advertisements from 1889, and one from the 1930s. Alongside this, I am going to illuminate an important influence in illustration advertising’s history. Coca-Cola’s image of Saint Nicholas painted by Haddon Sundblom is considered one of the most influential illustrations within the last Century. Sundblom managed to create and communicate the iconic image of Santa Claus, and influenced how society perceived Christmas and the emotions related to the holiday. I will be examining aspects of the illustration of Saint Nicholas such as colour, style, and aspects which create atmosphere and character. Whilst discussing this, I will go on to talk about how colour was introduced in industry and print, and how it affected the ability to communicate with readers and society. I am going to communicate how illustrations can be used within the advertisements to convince readers to purchase the products that are being illustrated. Using aspects such as characters, backgrounds, colours, and atmospheres created I will explain how they can make personal connections to the readers and make the advertisements easier to relate. 
The importance of colour and what different shades mean will become an important factor in this dissertation. Whilst analysing some advertisements, I will go into detail about how the colour effects the way readers experience adverts and how specific colours are used to gain advantage and attract more people than other colours. 
By analysing more recent adverts I will expand on more points on how illustration is used to provide more complex ways to communicate to society. These points include how illustration isn’t restricted by a specific medium, compared to something such as photography. I will explain how illustration is durable, and can be used to illustrate almost impossible ideas. 
I will touch upon a brief history of photography, and talk about how it was used in favour of illustration when it was first introduced. Expanding upon points such as popularity of the medium, I will go on to explain how it was overused and seen as an exhausted artistic method within advertising. This will lead on to how illustration become exciting again within industry, and how it was a new way to communicate to readers during the 90s. I will talk about how the digital era effected the way illustrators worked and how it benefitted society. 




Chapter 1
    “Illustration has enjoyed a long association with advertising” (Zeegen, 2009). Within Advertisement the trade has developed a long way since it first originated. Due to technological limitations, companies and newspapers were only able to advertise products in limited colour and basic designs. 
“It first appeared as simple black-and-white line art in newspaper ads, and was most often used to give a visual representation of a product in the years before print technology allowed photography” (Zeegen, 2009). 
As Zeegen explains, illustration was used to provide readers with an image of what a product looked like. Due to print technology not being advanced enough to use photography, this was the only way companies could promote their products. Illustrations were taken literally and not seen to express an imaginative narrative to persuade buyers to purchase the company’s products. 

Illustration has advanced a substantial amount since its primitive black and white form. It has grown from just replicating a product or item, to creating images that consider factors such as tone, colour, mood, atmosphere, texture, and even narrative. “As color print became more freely available, posters advertising products and services used illustration in more creative and eye-catching ways” (Zeegen, 2009). Illustrators utilized the advances of colour within print to their maximum effects, by carefully choosing bold shades to make a product stand out more amongst other competitors. Advertising illustrations became more of a narrative task, rather than a representational. Products and services were being shown in ways which people had never seen, with exciting new methods, colours, and psychological meaning. 
Illustrators were now able to produce work for products which not only represented what the product looked like, but how the product could positively affect the readers lives. Aspects from the illustrations were being used to convince the readers that they needed the products, such as the characters in the advertisements, the atmosphere the advertisement portrayed and any ideal life that it may have given, providing the reader with the idea that if they bought the product, they too could have a life as magnificent as the beautifully drawn images and small narratives within the advertisements. 

Coco-Cola is a company which has put Illustration to a commendable use. It has utilized the medium effectively since 1889. 
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Figure 1 ‘Coca Cola The Ideal Beverage For Discriminating People’
Above is a great example of one of Coca-Cola’s first Advertisements. It tells a story within the Illustration, suggesting that Coca-Cola will enhance your drive or walk. The Waiter in the Illustration is offering a lady a refreshing glass of Coca-Cola. The clothes the woman is wearing and the rich warm colours in the advert convey a royal feel, and alongside of the horse cart she is driving conveys that she is of higher class, and her drinking Coca-Cola gives the reader the idea that this product is the drink of choice for people in Upper Class society. The Advertisement sends the reader a message and plays on the desire that people had to become more important and to be a person of greater social aspiration. This advertisement tactic plays on the psychological affect that draws people to buy a product. It is conveying a message that Coca-Cola is the best and most desired product in that time. 

During the 1930s Coca-Cola commissioned a painting by the artist Haddon Sundblom to recreate the image of Santa Claus for their Advertising campaign. Zeegen explains that “The illustrator became a cultural commentator” (Zeegen, 2009), which you could argue that Sundblom was as he gave the world an image of what Santa Claus looked like. He affected society, its culture, and enhanced a childhood belief with his illustrations.
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Figure 2  ‘Coca Cola: My Hat’s Off To The Pause That Refreshes’
“It appeared in our ads during December 1931 to remind people that they could drink Coke all year round” (Coca Cola.co.uk, n.d.). As Coca-Cola points out, it previously was known as a refreshing summers drink, so they had to advertise so it would be known as a year-round consumable product. It was part of their “Thirst Knows No Season” (En.coca-colaarabia.com, 2012) campaign. By illustrating the well-known character of Saint Nicolas enjoying a glass of Coca Cola, as well as convincing readers that their product was desirable every month of the year, which lead to more sales, it provided them with a nostalgic childlike feeling, and again, this lead consumers to buy the product more. The advertisement provided children and adults with the excitement of Christmas. Sundblom created the image of Santa Claus in a bright red suit, which is Coca-Cola’s branded colour of choice. However, the choice of colour can be considered beyond the brand’s identity. The colour red is a dominating colour, attracting immediate attention. “It attracts attention more than any other color” (Colour Psychology, 2017). Beside this fact, there are the emotional reactions people have regarding the colour red. It is a joyous, desirable, and passionate colour, leaving people feeling positive about the character in the red suit. It reminds people of the warm, family-orientated holiday that is Christmas. The fact that Sundblom painted the image of Saint Nocholas brings an important point to the surface. The brush strokes used to create the image are illustrating a soft effect, which communicates to the readers that Saint Nicholas is a happy and caring character. Aspects such as brush strokes in paintings can portray a range of emotions. This first Santa Claus illustrated advert was iconic in both Coca-Colas history and Illustration within Advertising’s history. It could be argued that it is the greatest example of Illustration within Advertising.


[image: An elegant 1940s ad for Tangee lipstick showing a spectrum of shades that were available at the time. #vintage #1940s #beauty #lipstick #ads]
Figure 3 Tangee Lipstick, 1940s.
Tangee Lipstick is a brand of lipsticks during the 1940s. The advert shown above is appropriate for the decade, and illustrates a beautiful woman wearing red lipstick. The woman seems to be of high class, as her pearl necklace and luxurious hairstyle suggests. This illustration ensures that the readers see how they could potentially look and feel, if they were to purchase the product. Although the brand is promoting red lipstick, the choice of colour within the advertisement conveys a royal and rich atmosphere. Red is a dominating colour, and the use of bold lines across the page attracts attention from the reader, and leads them to gain information on what shades the company offers. “It is only by grabbing eyeballs that the advertisement can persuade the audience to read or listen to the entire message and convert them into customers” (maaillustrations Blog For Authors, 2016). By using these bold shades, the advertisement allows readers to gather information on the products, and based on this information that is absorbed, they go on to purchase the products and support the brand. 

Chapter 2
Colour within advertising has an impressive effect on how advertisements are perceived. It is one of the main focuses advertisers take into consideration when developing an ad campaign, as it can either lead it to success or bring it to a downfall.  “It can stimulate our imagination to express taste, smell, and emotions” (Kaminska, 2014). Colour is a complex tool to work with, and if misused can lead to the advertisement being perceived inaccurately. Kaminska rightfully says that it can cause us to think about certain things, whether that be individually or as a group of people. The choice of colour gives us an emotional reaction to the advertisement, and reacting to that emotion we make decisions on whether we want to buy the product. 

So, what are the colour groups and how can illustrators use them correctly for advertising campaigns? 
[image: warm bright colors]
Figure 4 Warm Colours
Warm, bright colours are known to be positive and bring out courageous characteristics (BlurGroup). Beige, yellow, orange, pink, and red are all similar tones which are often perceived to seem larger than they are. (Kaminska, 2014). You can use the colour red to bring immediate attention to a small detail, or to bring out the attention of certain words or typography. “It attracts attention more than any other color” (Colour Psychology, 2017). It leads us to feel a burst of energy. By using warm tones advertisers convey an active message. Advertisements become filled with love, passion, warmth, and positive associations. 
[image: cold bright colors]
Figure 5 Cool Colours
Cold colours can be used to enhance modernity and give off a professional feel. If used in an advertisement, the colour may be utilized to help increase productivity levels (Kaminska, 2014). These range of colours can be helpful in advertisements for creative companies, such as art supplies. 

[image: cold dark colors]Figure
Figure 6 Dark Cool Colours
Cold and dark colours can potentially emphasise content and give off the impression of stability (Kaminska, 2014). It is often used to provoke a calming effect on society, an example of its use in Hospitals, businesses, and exercise classes such as yoga. 
[image: warm dark colors]
Figure 7 Warm Neutral Colours
Warm and neutral colours often provoke feelings of royalty which lead people to think about traditional items. “They blend well in expensive and elegant designs for young and rich” (Kaminska, 2014). Within advertising, these colours can be used on luxurious products.
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Figure 8 Cold Neutral Colours
Neutral colours help to enhance other colours, despite lacking the ability to provide a lot of meaning individually. “Black can be combined with bright colors and white with dark colors, making a classic, almost universal combination” (Kaminska, 2014). However, in certain situations the colour white can put across purity and elegance. In contrast to that, the colour black can evoke emotional reactions to death, being the colour of mourning. It can be argued to represent “evil, depressing, scary” (Colour Psychology, 2017), feelings. 













Illustration can broaden everyone’s imagination. It is there to make people think, wonder and absorb information. The use of illustration within Advertising brings a unique selling point to the company, and allows the advertisers to become less restricted regarding concepts. Whilst following a brief, the illustrator has complete creative freedom to help sell the product. Any avenue can be taken, and any boundaries can be challenged. As Arday said, “It can picture subjects and communicate concepts that cannot be documented photographically” (Arday, 2014). Regarding imaginative concepts such as monsters, creatures, and fantasy worlds, illustrators can be openly creative. As the blog Fabulous Noble points out, “Illustration is used because it is creatively never ending, it doesn’t have to be at all related to reality, and it can break the rules of representation” (Fabulous Noble, n.d.).
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Figure 9  ‘Coaching-Canin: Dog Training School’
Above is an example of how illustration can be used to convey concepts that would be difficult to create with photography. The dog training school, Coaching-Canin, used an idea which illustrates a dog lunging towards a barbeque with meat cooking on it, with its tail animated as a hand to pull back the dog thus helping him refrain from stealing the food. Can you imagine trying to get a dog to pose in this position, long enough to capture a quality image? The fact that the dog is restraining himself from temptation, communicates to the viewer that the training school teaches the dog self-restraint. It shows that they are not only training the dog, but altering its way of thinking, and improving upon him knowing right from wrong. Subliminally, the advertisement is stating that it is a quality business and they are good at what they offer. As Arday states, regarding a complicated subject such as this, illustrators can produce higher quality work with more ease than a photographer.  “Illustration as a visualization media, when brought into the creative problem-solving process, can expand the range of conceptual solutions for advertising messages” (Arday, 2014). 

Through stylization it can put across exaggeration, attitude, emotion, expression, and personality (Arday, 2014). If the company attempted to do this with Photography, they would have had to take a considerable amount of time thinking about how they would go about making this a visual reality. “It's the capability of photography to depict or document a person, place, or thing in a precise manner that can present a disadvantage in some advertising situations” (Arday, 2014) Arday states that Photography is a difficult medium to work with when wanting to create non-specific images, and regarding the subject matter of the illustration above, this quote exactly describes how Photography would be a bad choice for some advertising campaign. 

“Photographers need a lot: sets, stylists, make-up artists, props, models (and flight tickets if they are going somewhere far), not to mention the cost of retouches. While illustrators need simply a lot of inspiration and a computer (or some art tools and a paper if they are old-school)” (Fabulous Noble, n.d.). By illustrating this image, the idea quickly comes to life and can be made in a timely manner at an expectedly reduced rate compared to Photography.  

Another advert that to be discussed is the Band Aid: Hulk. 
[image: https://cdn.tutsplus.com/psd/uploads/legacy/0554_Creative_Ads/14.jpg]
Figure 10 Band Aid: Hulk
The idea behind this illustrated advertisement is well thought out. It illustrates an image of the character Hulk’s hand, with a band aid around his finger. The message is quite powerful, and would appeal to a younger audience, as well as getting through to a male target audience. The message is to convey that even strong, heroic characters need band aids, so children and male adults should not be afraid to use the product. As it may be seen in current society that it is un-masculine for males to ask for help, or admit they need it, the advert breaks down that stigma behind stubborn males or children. 

The illustrated style in this advertisement benefits the company, as it is an original way to communicate to the viewers. Today’s creatives find it difficult to stand alone, and to be individual, “In order to do this successfully it must find innovative ways to reach and appeal to an audience” (Zeegen, 2009). The use of a popular comic character being hurt, helps the viewer relate to the advertisement easier than if it were an ordinary male arm. It alerts them of someone recognisable, either from childhood, or as a favourite character, thus making the advertisement increasingly more intriguing. 

The colour also plays a vital part, as green is often used to symbolize nature and health. The character Hulk is green, thus adding importance to the choice of his character within this advert. Naturally we feel relaxed when we are confronted with the colour, and it transmits an almost healing power. (Colour Psychology, 2017). Being easy on the eyes, it adds a calming effect to the Band Aid advertisement. There are many shades of green in this example, and according to Kate Smith, a colour expert “the human eye is most sensitive to and able to discern the most shades” (Smith, n.d.). Overall, this advert exudes a positive mood to the viewers, and is easily observed. 
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Figure 11 Internet Date: Some Things Are Not What They Seem
In this illustrated advertisement, the aspect that stands out the most is the juxta positioning of what seems to be the two completely different images. As an advert, they come together to convey a message that the internet can be a dangerous, insecure place. It could be argued that illustrations, this one especially, can personally connect to viewers. “Illustrations can create emotional bonds between viewers and moments in their lives” (Zeegen, 2009). Someone may have gone through a similar situation, or may be talking to someone online whom they have never met, and by seeing the advert, it makes them think about their situation. This may help them make informed decisions, which could possibly lead to a lifesaving/life changing moment. 

On the left, there is an image of a lady who seems love-struck. The calming blue colour that dominates the picture gives the viewer the appearance that everything is well. Blue is often used to convey loyalty, trust and wisdom (Colour Psychology, 2017). It emits a soothing effect on our subconscious, which portrays a good vibe to the viewer. There is also a bunch of roses present, which is the flower of choice for Valentine’s Day, displaying love for someone. The red symbolizes love, sex, and energy. (Colour Psychology, 2017). All these factors come together to illustrate a positive advert. However, on the opposite side, there is an illustration of a man with many dark tones dominating the illustration. The black tones portray evilness, death and depressing tones. This helps viewers conclude that this side is negative and should be shocking. He is offering the woman the bunch of roses through the computer screen, which supplies the viewers with a connection between the two images. The message of this illustrated advert is to make aware the dangers of the internet, and the implications of trusting a stranger online. The statement that Lawrence Zeegen said “illustration came into existence to help us make sense of the world” (Zeegen, 2009) supports the idea that illustration has helped society learn and develop into an improved environment. It is constantly reminding us of important life factors, such as the dangers of the internet. 


[image: IBM Smarter Planet ad illustrated by Noma Bar]
Figure 12 IBM: Food Is Now Followed From Farm To Fork
Another advertisement that displays clever use of illustration is IBM: Food Is Now Followed From Farm To Fork. It has a simple design, which displays a plate, knife, and a fork. This leads us to believe that what we are seeing is a simple set up of crockery. However, if you look deeper into the advert, you will discover a shape around the plate, which reveals that the image is more than what was previously thought. It portrays an image of a pig’s head with the crockery acting as its nose. This is a well thought out illustration as it uses the shape of simple objects that we use in our day to day lives, leaving us to relate to the advert on a personal level which conveys a strong message. 

“The best contemporary illustrators capture the imagination of the viewer with engaging ideas expressed through an image that draws in their eye and leads them through the picture in a systematic way” (Zeegen, 2009). Acting as the focus point of this advertisement, the message that is conveyed is that there are no other factors contributing to the products the consumers are eating, other than honest quality ingredients and meats. It suggests to the readers that they are consuming goods that have been thoroughly checked at every stage of the process, from the moment the animal is raised to the moment it appears on their plates. A message such as this could have potentially communicated using a filmed advert, nonetheless illustration has deemed itself to be increasingly powerful compared to film. "It is a fact that the human brain functions in such a way that it perceives visual information fully, quickly and holds it longer in your memory" (Thecreativeagency.sg, 2015). Using illustration, the message that this advertisement is sending will stay with the reader longer than if it were portrayed through a documentary. The simple image would remain in the back of the readers mind, leaving them to think back about its message of pure and honest goods that they can trust. 











Chapter 3
  As photography became more readily available to artists there was a rise in the use of the medium. “In the early 1920s fewer than 15 percent of illustrated advertisements employed photographs… by 1930 almost 80 percent did” (Johnston, 2000). Artists and Advertising Executives were intrigued by the possibilities that photography had given them, and they were able to make simple products look elegant and vastly more expensive. “To depict something in a literal way, photos are the clear choice, especially if you're selling a specific physical product like food or clothing” (Goff, 2013). As photography meant capturing an image of life, advertisements adopted a more unique feel and readers would feel a stronger emotional connection to the products. Photography allowed adverts to reach out to the readers and provide them with a sense of worth and desire. “Photography could make beauty accessible, lead the way to a happier life, map out the possessions required to transcend class status, and project a perfect world and make it seem available” (Johnston, 2000). As the photographs were taken literally, the idea that the products could bring the public a ‘perfect world’ was a reality.

“Product marketers began to understand the psychology behind consumption and found photography a means to project the highly coveted messages of realism and truth” (Rothkopf, 2014). Rothkopf explains that readers found Photographs used in Advertisements were believed a lot more than Illustrations. When Photography was starting to be used more frequently in Advertisements, people were believing the photographs over illustrated pictures, as after all, it is capturing life in its purest form. “As a photographer and environmentalist, Ansel Adams reasoned ‘Not everybody trusts paintings, but people believe photographs’” (Zeegen, 2009).
[image: Lady Esther Face Powder 1934 (source: hbs.edu)]
Figure 13 ‘Lady Esther Face Powder’ 1934
To visualise the point above, this is the Lady Esther Face Powder Advertisement from the 1930s. As cameras were being used prominently in adverts of the time, people were astonished by the reality that they were seeing.  “Large corporations often stick with photos to avoid appearing surreal or provocative” (Goff, 2013). Using photography allowed advertising campaigns to seem truthful, and less likely to be exaggerated or lower quality. The photographs used in this Advertisement conveys that if you were to use this product, you could go from looking like an elderly lady, to having plump young skin. The juxtaposition of the two photographs together plays on the desire people must keep their skin appearing younger, thus making them more attractive. The fact that they are visual recordings of real people brings an almost peace of mind to the reader that the product does what it says it does. It is psychologically giving the reader a reason to buy the product. Fabulous Noble explains “photographs communicate with the viewer in a direct manner” (Fabulous Noble, n.d.). They allowed viewers to connect to the advertisements, as they were composed with visual elements which they recognise from our daily lives. By doing this, photography allowed viewers to envision themselves in the adverts, creating a deeper emotional connection. 
Although photography became popular, it was overused during the 90s. “The media is dominated by the photographic image” (Zeegen, 2009). Because of this, photography became bland, and the opportunity for illustration to shine again was at the forefront. Today, it is loved and enjoyed by many people. “Illustration offers an opportunity to do something that can help clients stand out from the crowd, creating a more unique and refreshing experience for their audience” (Bluegg, 2014). Advertisers are constantly updating their methods to keep audiences entertained, and by using illustrations it is delivering the readers exciting new visuals to comprehend and understand. The quirky style that comes with illustration is being incorporated into adverts and society is responding well to it. 

Similarly, to subjects such as the fashion and music world, illustration constantly evolves and adapts to new medias and techniques.  “Designers creating images on their new toy – the Apple Macintosh – as a means of getting around commissioning illustrations” (Zeegen, 2009). Zeegen points out that with new evolutionary technology readily available to artists and designers, they seize the opportunity to adapt illustration in updated methods. By using new technology such as this, illustrators can use digital drawings in advertisements, combining graphic design with illustration. “Illustration needed rethinking, rebranding - a radical overhaul: embracing digital technology and throwing out the old rulebooks helped to kick-start the process” (Zeegen, 2009). Naturally, this exciting avenue brings a fresh feel to advertisements for readers and consumers. 




Conclusion
[bookmark: _Hlk500849750]     From all the research I have gathered from this dissertation, I have discussed the history of illustration. I discussed how the visual communications within illustrations in advertisements were important factors and influenced society’s perceptions and spending habits. Whilst discussing photography I concluded that despite it being an effective way of communicating to readers and advertising specific products, it limits creative freedom in the sense that it is constricted to photography and the use of a camera. A camera can see one image, whereas illustration can imagine and create a limitless amount of ideas. Zeegen explains that it can be used more freely than any other medium, and the use of illustration can create personal connections with the readers (Zeegen, 2009).I personally believe that illustrations can be appreciated more than photographs within advertising, as it takes a considerable amount of effort to create an idea for an illustration and then go on to produce the outcome. I feel like society is currently responding in a similar way, as photography has become an overused and unappreciated medium. The use of illustration has fluctuated throughout history, despite this fact, it has bounced back and become popular again today. Illustration can use imaginative ideas that would be impossible for a camera to replicate. 

The use of colour within advertising campaigns is important as society reacts to the colours on an emotional level. As Zeegen explains, colour can evoke reactions on “a subconscious, emotional level” (Zeegen, 2009).  It can provide readers with an emotion to which they make decisions on whether they want to purchase the products advertised. From my research, and the advertisements I have analysed throughout the dissertation, I have concluded that it is one of the most important factors when producing illustrations for advertisements. It can influence the readers mood, reaction to the advert, atmosphere, and can even benefit the illustration and evoke a stronger connection and interest from the readers. If for example, the advertisement in question is produced in someone’s favourite colour, they will be attracted to the advertisement immediately. However, even if it is not in the readers favoured colour, it can psychologically evoke certain emotions from them, as specific colours make people think or feel certain things. 

What I have learnt from my research, is that illustration is considered the most effective method within the advertising industry. Considering it is popular today, it seems to be the superior choice for advertisers as it draws more attention from readers. The quirky style and limitless number of mediums that can be used is intriguing to people. It is also a cheaper method for advertising campaigns compared to photography.

It was difficult to research this topic, as no other directly related research has been carried out on this specific topic. I had to relate other research or books to my topic, which I found a little difficult to do. If I were to research this topic again, I would try to go into more detail and develop a more personal reaction and piece of writing. 
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