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Abstract: Firms advertise with the hope that their advertising will have such dramatic effects. In doing so, 

they draw from the best talent and techniques available in the market. However, when all competitors have 

equal access to such resources, it is difficult for any one firm to always have an enormous advantage. Even 

when anyone firm breaks out from among competitors with a new approach to advertising, the effectiveness 

of that approach is quickly diluted by many competitors that copy it. In this sense, the market for creative 

and impactful advertising is not different. I principle from that of introducing new products or picking 

winning stocks. Many competitors strive to excel with creative and unique ads. However, only a few have 

dramatic successes, and then too for only a short while 

 

Keywords: Advertising, Public, Consumers 

 

REFERENCES 

[1]. Andaleeb, "determinants of customer satisfaction with hospitals: a managerial model", international journal of 

health care quality assurance. 

[2]. Andaleeb, and baser (1994), "technical complexity and consumer knowledge as moderators of service quality 

evaluation in the automobile service industry", journal of retailing.  

[3]. Bateson, (1985), "perceived control and the service encounter", in czepiel, solomon, and surprenant,  service 

encounter: managing employee/customer interaction in service businesses, lexington. 

[4]. Bateson, and hui, (1992), "the ecological validity of photographic slides and videotapes in simulating the 

service setting", journal of consumer research.  

[5]. Bateson, and langeard, (1982), "consumer uses of common dimensions in the appraisal of service", in mitchell, 

advances in consumer research, vol. 9, association for consumer research, Chicago. 

[6]. Bitner, booms, b. And tetreault, m. (1990), "the service encounter: diagnosing favorable and unfavorable 

incidents", journal of marketing. 

[7]. Bitran, and hoech, (1990), "the humanization of service: respect at the moment of truth", sloan management 

review, winter. 

 


