The Rise of PR and the Dawn of Advertising.

In this article I would like to answer the question “What are the old things that should be abandoned in advertising?” The introduction into the Soviet society of a new concept of advertising has made a revolution in people’s mind, and I think it’s hard to argue. When the society received an access to a variety of goods they would have appeared in a situation when everybody is at loss what to choose in this diversity. But here the advertising comes to help. And the market is bursting with vivid and colourful labels, bottles and packages. The challenge between companies is growing and marketing staff is seeking for the means of “best selling”. Still, it’s very hard now, if compared to the period of birth of advertising in the former Soviet Union region, as people are get used to advertising and consider it very boring sometimes. The time of innovations and inventions in this sphere has come. Advertising in its traditional sense is the tool of inclining the customer to buy. It’s a ‘big bang approach’ to selling, the aim of which is to attract, to interest in something,  to make a person strongly desire a particular kind of service or merchandise and be admired by this particular brand. Here we come to the problem of quick forgetting of new names or brands. And some companies fail in the process of surviving the competition. Here comes the new tool that can help such companies to overcome this crisis with a slow built-up PR. 
PR's most important role: crisis control. It’s an explanatory, calming and relaxing way of making business, not for the producers, of course, but for the customers. Inherently credible, as it comes from a disinterested third part, PR becomes rather better possibility of attraction people’s attention and making preferences. While advertising lacks credibility because it emanates from the source of the product or from its interested motives, PR can supply this credibility. Advertising should only be used to maintain brands, to keep them on course once they have been established through publicity in the consumer's mind.

People are prone to judge the value of the service by its budget, and sometimes ad’s budgets are much bigger than PR campaigns’ budgets. They confuse money with effectiveness. One of the examples it is Dell. Its advertising budget was $430 million dollars while on PR the spent only $2 million dollars. Yet, Dell is a vivid example of a brand built by PR, not advertising. PC Week’s review of Dell’s first IBM-compatible machine appeared right after the project was introduced in 1985, their product was sold out very fast with the help of PR strategy. 
This essay shouldn’t be considered as the anti-advertising. Advertising takes its place, but this place and ad’s role should be changed. This role would be a ‘reminder role’. And PR should come first because of the credibility it has.
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