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Introduction
In my proposal I will be investigating what space, place and non-place is and how they relate to advertising. I will explain what platforms are used in advertising and how they have developed over time through technology and whether technology is likely to change the way we advertise in the future. This will lead me to look at these specific topics in finer detail within my dissertation.
Place and Space
The first topic to be discussed is the concept of place and space. This topic was chosen because there are substantial links between advertisement and place and space. As part of this research the key theorists discussed will include Michel Foucault, Ervin Goffman and Jean Baudrillard.
Space and place can be understood by referring to them in terms of absence and presence; absence represents space whereas presence is the known place. An example of this could be a football stadium where the empty stadium is considered a space however once occupied it becomes place which has a history and delivers an experience. Places have history, culture, ethnology, environment and identity however non-space will give an experience but one that will not produce any substance. 
Theorist Foucault questions the concept of space and place. Space is considered as physical or mental which can in turn act alongside existing space. A place is referred to as a fixed location and is given meaning from the social interaction’s society gives it, providing an identity to this space. Humans dictate which way a space is used and therefore create a place considered ‘home’. The ways in which rooms are used in that space provide each room with an identity; kitchens and living rooms are culturally downstairs with bedrooms upstairs (Barker, 2004). 
Ervin Goffman had a concept of ‘front’ and ‘back’ spaces which refer to the front space as the space in which we show to the public and back space is referred to the persona we keep in our private spaces. (Barker, 2004) Goffman’s theory questions the nature of society where social media is routinely used to share life experiences on a public internet domain and this is considered the ‘norm’. Arguably if all personal experiences are being shared publicly the role of front and back space become the same, as what was personal and to be confined to the back space is now forefront aired to all people on social media. The role of space and place can become confused when considered in terms of the internet, as this can be understood as encompassing both categories.
Jean Baudrillard a post-modern philosopher is known for challenging the theories and influences of Michel Foucault, and this led to him writing Oublier Foucault (Forget Foucault). Baudrillard indicates that we are overloaded with images, information and augmented reality. Our definition and understanding of place through this is arguably evolving as the nature of our ‘reality’ changes. ‘Place if anything is becoming more, rather than less important in an economy where image is everything’ (Hubbard, 2005, p. 9). The overpowering nature of image as an influence puts place at the forefront as without a place arguably there would be no image. With reality fast becoming an illusion through the introduction of hyperreality, place is evolving also and our understanding of it. With images increasingly being shown on the internet this is fast becoming a ‘place’ at the forefront of society which questions the very nature of place as an absolute in the first instance.
Place is an important part of the process of advertising. People often form intrinsic connections to a specific place through emotion or memory for example a first home or holiday destination. Place can be fiction or non-fiction depending on what we are trying to convey to the specific audience. Place is used as a language understood by the mass population. In advertisement we search to demonstrate an idealistic place for example the perfect holiday destination with golden sandy beaches and clear blue sea. 
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Figure 1: A typical image demonstrating an idealised image of a place in advertising
Fleming and Roth define place within advertising and suggest that “place, used as setting or symbols, can be a vital component in the graphic and text of modern advertisement”. (Roth, 1991, p. 281) Society uses social media as a platform through which advertising can invade our personal lives, apparent within our personal space. 



Platforms
Platforms is the second topic to be discussed as advertisers need a space/place or non-place in which to display their work and depending on where it is displayed depends on the interaction and the success. 
Advertising has become the norm to us in post modern times, where we are now immune to the language and techniques advertisers use to create ‘noise’ which we react to. 
This wasn’t the case in the nineteenth century when the demand for products was high. This may have been to do with the lack of transportation and import; the need for persuasive advertising was not necessary as a product becoming available was enough to get sales. In this time humans were more self-efficient and did not have the disposable income we have now. Newspapers were the most common way to receive information from outside of towns therefore word spread slowing creating a flow of demand for products.  
Designated trades were often confined to particular streets and the desideratum then was to differentiate shops through the use of signs which were vivid and easily understood. (Odih, 2007)

The 1950s were when advertisement started to change with advances in technology and companies competing for space at the forefront of consumer’s minds; this meant that selling techniques in advertisements were not always truthful. Magazines and newspapers indicate a product is desirable through using text and imagery. 
Advertisers have moved away from the days where they needed a customer list, sending direct mail to build rapport. In contemporary society emails can be sent quite often without anyone being present physically, targeting thousands of people around the world at one time. Companies use emails to gain customers and keep in touch with existing customers offering discounts and offers. Consumers have become more aware of advertisement; advertisers now engage with customers differently creating a community in which they speak to the audience indirectly.
There are many platforms advertisers use in order to convey their message. Mass media covers television, radio, newspapers and magazines and this type of advertisement will be seen by a wide variety of people, therefore needing to be inclusive. A technique which is used highly today in advertisement is integrated advertising which uses a variety of platforms to display the same message. 
‘Repetition is also important in helping advertisers to develop associations between brands and specific attributes, benefits, or emotions in the mind of consumers.’ (Thorson, 2012)

Technology has provided advertisers with an increased opportunity to reach the public and in turn given more platforms to convey messages. In 1992 the first text message was sent from a computer to a mobile phone; since this time advertising agencies have used mobile devices more to communicate with possible customers. As consumers we have technologically evolved and so have advertisers moving from text messaging to social media. Marc Auge the thinker behind non-place suggests that we have decentred ourselves and with the increased use of mobile devices we are in a constant state of connection with the outside world. With this we can experience music, video and now scenery that is separate to the environment in which we are at present. (Auge, 1995)
Internet algorithms give companies information from our ‘internet’ lives in order to monitor what searches we make on our search engines and social media accounts. The place we consider our own ‘space’ is fast becoming therefore a ‘place’ in which advertisers are able to ‘predict’ our buying needs before we do. The platform social media is becoming a space in which we invest time in for reviews on products and customer interaction. It could be argued that social media is a non-place in which we exist only as the idealistic version of ourselves. 
Social media platforms can be seen as a non-place; a person often creates an idealistic version of themselves within this and advertisers use this hyper-reality to target consumers. A non-representative, idealistic being this person doesn’t face the consequences of risks taken in reality so advertisers can use this space to encourage greater risk-free spending.
Advertising platforms are ever changing and evolving as technology develops as seen here with the BT Link kiosk. 
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Figure 2: BT Link Kiosks are becoming more popular platforms for advertising 
Non-Place and Hyperreality 
Non-Place and Hyperreality will be the final discussion point in this essay. In post-modern society hyperreality is becoming a space which does not ‘exist’; considering this does it then become a ‘non-place’.
Non-place will be looked at here specifically through an advertiser’s perspective. Non-places are considered as somewhere we pass through such as airports, train stations and shopping centres. In these non-places we absorb our surroundings, consciously/subconsciously creating the ideal setting for advertisement.   
Non-Place was introduced by Marc Augé, a French anthropologist studying human norms and society’s interaction with the changes within a postmodern time. He is the author of the book ‘Non-Places an Introduction to Supermodernity’ and is one of the key thinkers on the idea of non-place. Auge suggests the theory of non-place is where people pass through areas which “do not act as localised site[s] for the celebration of ‘real’ cultures”. (Hubbard, 2005) Such places include airports, shopping centres and train stations. As population has increased, Auge has described non-places as symptoms of the ‘supermodern’. 
Baudrillard says that we live in a state of hyperreality an ‘aesthetic hallucination’. “Today it is everyday reality that is hyperrealist so that we live in an ‘aesthetic hallucination’ of reality”. (Barker, 2004, p. 91). This is where the lines between the real and the hyperreality are blurred. With advances in technology it could be argued that hyper reality is becoming a ‘place’ where we are spending more time therefore giving advertisement another platform to gain customers from. 
Hyper reality is the idea that moved post-modern thinkers to the idea of ‘more real than real’. This is relevant in simulations of reality which represent one’s own reality; virtual reality arguably starts to outweigh actual reality.
Hagerstand’s theory uses ‘domain’ to define the use of ‘time and space’. Advertisements online are not constricted by time or the place/situation of the person viewing them. The internet enables information to be accessed at any time from where we are and vice versa giving advertisers the ability to communicate at any time with us with few boundaries to adhere to. 
Advertisement could develop using just one platform creating an initial piece of work which could then be shared globally across social media producing a viral platform for the advertisers. An example of this is the Always #likeagirl advert. Created for the Superbowl, it was shared on social media and then featured in the news globally; the campaign managed to reach over ninety million views and change the perspective of girls. 
The method of Guerrilla advertisement relies highly on non-place to display its message. Once the advertisement is in the space of this non place, the public produce a social media campaign for the company through sharing the experience within hyper-reality. An example of this is the flash mob which took place in Liverpool Street station (non-place) for T-Mobile. A flash mob is a type of guerrilla advertisement where a group of people act out a scene or in this case a dance to catch the attention of on-lookers and then disband. This type of advertisement tends to have a viral effect online as a direct result on people’s experience. I will be considering does the ‘non-place of the train station then turn into a ‘place’ because of the experience encountered here.
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Figure 3: This flash mob advertising campaign for T-Mobile is an example of advertising in a ‘non-place’
Non-places and advertising are potentially linked, as people consume advertising consciously/ subconsciously in these environments. Advertisements will perhaps get more noticed and have engagement, making non-place prime locations for advertisers. I will be developing the idea that we are more connected to the concept of non-place being a hyperreality. An example of hyperreality would be people using the internet and social media platforms to portray the best version of themselves. This takes them outside reality and therefore outside themselves enabling them to be whoever they want to be, creating a new persona and not having to face the consequences. I am keen to investigate this further on how it would affect the algorithm technique. This has the potential to mislead companies in regard to passing inaccurate information over to the advertiser to use. This could be a reason why some adverts are not as successful as others and this is all relating back to the way that people are portraying themselves online. I think algorithm technique would be more successful and accurate if people portrayed their normal day to day persona online rather than just their “best version”.
Conclusion
In conclusion from looking at the three main point’s space and place, platforms and non-space, it has led me to think about whether advertisement is being misled by our online personas. This is what I seek to investigate in my dissertation. Considering this idea is the hyperreality going to become a place as technology can measure the interactions in this space/place more accurately and manipulate people within it.
I have looked into how spaces are identified by society especially how advertisers use this idea to advertise items. I have investigated how advertisers depict places to us in an idealistic manner. In addition to this I have looked into the development of platforms. Following on from this I looked into how non-place and hyperreality are becoming a space which advertisers use.
The dissertation will be looking into space and place in particular the way these concepts are linked with advertising. Also, will be explored is how hyperreality is becoming a ‘place’ we are spending more time in and how advertisers are targeting this more. I am aware there that this proposal has brought up various questions, however having researched the subjects I am now able to find a more focused questions for the dissertation. 
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