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Abstract

Advertising in today’s world mass media plays such a significant role in people’s daily life
that it can be stated that advertising positively and negatively impact on attitude, mind, belief,
thought, culture, economy and politics.

Despite the denias, especially by media, the effects of mass media are exaggerated, the high
competition and major investment an advertising society  make the most profit, tell a different
story. Unfortunately, the room for new advertising entry constantly declines, while the cost of on-
air advertising goes in the opposite direction. To illustrate, the airing room for new ads cannot meet
the demands of advertising agencies. This is when a new strategy called “Material that surreptitious
advertisement” comes into play. This refers to advertising tactfully allows the promotion audience

to appreciate the particular product without noticing.
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