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1st phase : du mépris à la reconnaissance (1ère agence)

La publicité américaine (aux USA) est passé d'une pratique peu reconnue voire peu recommandable à une profession légitime dotée d'une déontologie (code of ethic)

AYER ??? Establishment in Philadelphia of the first advertising agency - Ayer ? Making connections with a number of papers, soliciting advertising and receiving a commission from the newspapers by way of compensation 1840=00=00

2st : âge des proprietory/patent medicines

ROWELL, G.F. : made responsible for a distinct change in advertisingg 1865:00:00 
Bought up a colum each from more than 100 newspapers and divided it into smaller spaces, sold them to advertisers at his own terms - advertisements then rather took the form of business cards, "copy" was rarely changed (sometimes the same for 20 years)
Used the unsold space to advertise proprietary medicine of his own

ROWELL, G.F. : inventor of the most widely sold liver pills in America (?) 

PRouve que la publicité s'appuie sur l'histoire pour se légitimer : dès ??? Se dote/retrace son histoire pour se donner une profondeur historique/légitimité

La publicité comme profession et comme SERVICE (fin de l'article), dans l'intérêt du client

3) The advertising agent became an expert adviser to the man who has goods to sell (advertiser)

4) From brokers to experts : advertising agents strain to discover the best means of bringing various wares before the public, assisting in every branch of the selling campaign, from writing and changing "copy", providing illustrations and selecting the media in which the "copy" was to be placed; keeping a close wathc upon the campaign, wathcing the sales results as carefully as the sales manager himself and adjusting advertiseming as the success or failure of the campaign in barious districts necessitated

The advertising agent did not primarily havemerely advertising space to sell, but his own caluable services, not only along the lines of publicity but in supplying to clients valuable information

In China, the advertising business (business of buying and selling advertising as well as the profession of writing and directing advertising campaigns) is still at an early stage of development 

Persistance des "advertising brokers" (charlatans) qui s'efforcent de maintenir des prix bas pour l'achat d'espace dans la presse, mais de faire payer cher les advertisers : une situation chaotique (même position que le sniping dans la rue) 

Un petit progrès avec les vraies agences qui tentent de vendre leurs services plutôt que de marchander/négocier l'espace 
L'agence publicitaire a d'abord en vue l'intérêt du client, elle étudie les marchés et système de distribution, les préférences et goûts quant aux marqhes, etc


