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If you are interested:

9-minute-long film that shows Finland
in the midst of war in 1940: 
https://elavamuisti.fi/aikajana/finland-fights
National Audiovisual Institute, Castle Films

1-minute-long spot, shown in cinemas in 
1940, shows how propaganda was 
exhibited to the Finnish public: 
https://elavamuisti.fi/asiasanat/vakoilijat
National Audiovisual Institute, 
Puolustusvoimat

Approx 15-minute-long film on how the Uusi Suomi 
newspaper was produced in 1922 (film updated in 
1930). Especially interesting is the film between 4:33 
to 5:35, and 6:47 to 7:13. Silent film
https://elavamuisti.fi/aikajana/uuden-suomen-
toimitus-ja-lehtipaino
National Audiovisual Institute, Suomi-Filmi
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Uusi Suomi advertising editors (toimittajat) at work
Photo by: Pietinen
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“The gulf which separates our time from the past could only be crossed, it was claimed, 
by the historians who strove to place [themselves] on the other side of the gulf, by, as it 
were, stepping into the shoes of people in the past and seeing the world through their 
eyes. Without this effort of empathy, the aspiration to re-create the past would be in 
vain.” 

Tosh (2017: 2–3) 
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O
bjective of the research

The aim
 of the research w

as to deliver a description
and an historical analysis of the evolution of 

the Finnish m
arketing industry from

 the establishm
ent of the first advertising agency in 1883, to 

the com
plex m

arketing industry it had becom
e in 2020,w

ith advertising and m
edia agencies as the 

focal point of interest. The leading agencies w
ere identified using the industry’s ow

n top-ten agency list 
for each period as a guiding principle. 

To accom
plish research objective, the follow

ing broad m
ain research question w

as posed: 
R

Q
1: H

ow
 has the Finnish m

arketing industry evolved from
 the foundation of the first 

advertising agency in 1883 to 2020? And how
 can this evolutionary process be periodized? 

C
om

plex phenom
enon, hence qualitative research m

ethod and interpretative history approach. 
R

esearcher’s philosophical stance need to be described Eriksson and Kovalainen
(2008) 



Researcher herself is the prim
ary tool for investigation (Patton, 2002) 

Hence, w
ho is the researcher? 

•
The philosophical approach in this investigation is social constructionism

 (B
urr, 2003; Eriksson and K

ovalainen, 2008).This suits 
the interpretivist epistem

ological stance taken in the study. The interpretive historical analysis w
as based on large am

ounts of 
em

pirical data, w
hich consisted of both m

icro-, m
eso-and m

acro-level practices and activities.
•

Eriksson and Kovalainen (2008: 13) positthat “…
O

ntology concerns the idea about the existence of and relationship betw
een people, society and the 

w
orld.” The philosophical approach of ontology in this investigation is social constructionism

 (Burr, 2003; Eriksson and Kovalainen, 2008). 

•
Burr (2003:4) defined social constructionism

 as the production of a shared know
ledge and reality through people’s day-to-day 

social and linguistic interactions. Social constructionism
 also states that our w

orldview
s are culturally and historically relative 

(Burr, 2003).
•

Epistem
ology is clarified by Eriksson and Kovalainen

(2008: 14) to “…
define how

 know
ledge can be produced and argued for.” W

hat is m
ore, G

uba 
& Lincoln (1994) describe epistem

ology as “the relationship betw
een [reality] and the researcher.”

•
I take an interpretivist epistem

ological stance, w
hich is very w

ell suited for a social constructionist study. For the interpretivists, 
m

ultiple realities m
ight exist w

ith respect to the sam
e phenom

enon, each equally relevant and significant (Eriksson and 
Kovalainen, 2008).

•
The social interactions of people influences each encounter and form

s the future (social constructionism
)

Burr, V. (2003). W
hat Is Social C

onstructionism
? S

ocial C
onstructionism

, 004663, 1–12.
Eriksson, P., and Kovalainen, A. (2008). Q

ualitative m
ethods in business research. SAG

E Publications Ltd https://w
w

w
.doi.org/10.4135/9780857028044

G
uba, E. G

., and Lincoln, Y. S. (1994). C
om

peting paradigm
s in qualitative research. In N

. K. D
enzin and Y. S. Lincoln (Eds.), H

andbook of qualitative 
research (pp. 105–117). Thousand O

aks, C
A: Sage.
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Definition of M
arketing 

The objective of m
arketing is to ensure effective and efficient com

m
unication that attracts a business’s custom

ers in a w
ay thatis 

favourable to the business. 
M

arketing should encom
pass a w

ider societal context  (G
undlach, 2006, 2007; H

unt, 2007; Lusch, 2007; W
ilkie and M

oore, 2007, 
2012; Sheth

and Sisodia, 2006). 

Am
erican M

arketing Association (AM
A) definition of m

arketing:

“M
arketing is the activity, set of institutions, and processes for creating, 

com
m

unicating, delivering, and exchanging offerings that have value for 
custom

ers, clients, partners, and society
at large.” 

(AM
A 2007–2017) 

H
unt (1981: 8) ”…

m
acrom

arketing is a m
ultidim

ensional construct, (w
hich) refers to the study of (1) m

arketing system
s, (2) the 

im
pact and consequence of m

arketing system
s on society, and (3) the im

pact and consequence of society on m
arketing system

s.”

https://w
w

w
.am

a.org/the-definition-of-m
arketing-w

hat-is-m
arketing/

H
unt, Shelby (1981), M

acrom
arketing as a M

ultidim
ensional C

oncept," Journal of M
acrom

arketing, 1 (1), 7-8.



Background: The M
arketing Industry

Advertising Spend 2020 -11.3%
1

125,7 M
 euros

(Kantar, 2021)

https://w
w

w
.kantar.fi/sites/default/files/lehdistotiedote_m

ediam
ainonnan_m

aara_2020.pdf
Statista in cooperation w

ith Zenith July 2021 https://w
w

w
.statista.com

/statistics/273736/advertising-
expenditure-in-the-w

orlds-largest-ad-m
arkets/

Advertising Spend w
ith digital as a separate m

edia 
group

Advertising Spend w
ith digital included in the m

edia 
groups

Shifting
395 M

 euros
(11,5%

) from
O

nline to be
included

in the
m

edia groups

W
inners: SoM

e
+8.4%

, SEM
 +4.7%

 (digital +2,2%
)

Losers: C
inem

a -64.6%
, O

utdoor -29%
, N

ew
spapers -26.2%

 (printed m
edia -24,9%

)

D
igital 

C
inem

a 
N

ew
spaper, 

printed

M
agazines, 

printed

Free
delivery

papers, 
printed

O
utdoor

N
ew

spaper, 
printed

&
 

digital

M
agazines, 

printed
&

 digital

SEM

C
lassified

digital



Background: The M
arketing Industry

M
arketer

Advertiser

M
arketing Agencies
1. Advertising

2. M
edia 

3. Technology 
4. Event 

5. C
om

m
unication, PR

 
& content m

arketing 
(m

arket research) 

M
edia

Target Audience

Finland
K

ey actors: 
M

arketers: businesses w
ith m

arketing needs 
initiate the service provision process
Agencies: provides the businesses an array
of different professional services.
N

um
erous m

edia organizations: offer a 
platform

 to interact w
ith the target audience

C
om

plem
entary organizations and 

institutions
•

Subcontractors 
•

O
thers: for exam

ple m
arket research 

com
panies, business schools, and associations 

involved in m
arketing. 

Focal interest is on the advertising and 
m

edia agencies. 

The present study w
ill show

 how
 the agency 

structure has changed over the 138 years. 

Sub-
contractors

*
M

arket 
R

esearch
*

Artists
*

Photo-
graphers

*
Printing 
houses 

(leaflets)
*

Film
 

production
*

Tech/soft-
w

are com
p.

U
SA 

Advertising agencies, full-service 
agencies, creative boutiques, interactive 
agencies, in-house agencies, m

edia 
specialists
Prom

otion agencies: direct m
arketing and 

database agencies, E-com
m

erce agencies, 
sales prom

otion agencies, event-planning 
agencies, design firm

s, public relations firm
s

”M
edia specialists. W

hile not technically 
agencies, m

edia specialists are in agencies 
that specialize in buying m

edia tim
e and 

space and offer m
edia strategy consulting to 

agencies and advertisers.”
“…

advantage of using m
edia specialists is 

that since they buy m
edia in large 

quantities, they often acquire m
edia tim

e at 
a m

uch low
er cost than an agency or 

advertiser could. Also, m
edia specialist often 

have tim
e and space and inventory and 

can offer last m
inute placem

entto 
advertiser.”
O

’G
uinn

et al. (2009: 52-61)

Sim
plified service provision process

C
om

plem
entary organizations and 

institutions:
Education / Business Schools 

Various Associations



Background: The M
arketing Industry in Finland 

M
arketer

Advertiser

M
edia

Target Audience

Sub-
contractors

*
M

arket 
R

esearch 
*

Artists
*

Photo-
graphers

*
Printing 
houses 

(leaflets)
*

Film
 

production 
*

Tech/soft-
w

are com
p.

Sim
plified service provision process –

Focused on Advertising and M
edia Agencies

Advertising 
agency 

M
edia 

agency 

1
2

3
4

....

C
om

plem
entary organizations and institutions:

Education / Business Schools / Associations

B
usinesses investm

ents in 2019:
•

1.3 billion euros in m
ass m

edia (1,1 billion euros in 2020)
•

0.7 billion euros in direct m
arketing w

ith
•

0.6 billion euros in various sales prom
otion activities

Agencies:
•

2 559 advertising and m
edia agencies 

•
Largest agency em

ployed over 200 persons
•

17 agencies em
ployed over 50 persons

•
generated 44 %

 of the total agency turnover 1.4 billion euros
•

95 %
 few

er than ten em
ployees

•
6 136 m

arketing practitioners

>
Focus on the top 10 agencies w

ith the param
eters of each era

Statistics Finland: Structural business and financial statem
ent statistics report. The category is defined as: Enterprises by

industry (enterprise unit) 
11d5, by TO

L 2008, 73111. The category includes advertising and m
edia agencies that plan, design and produce advertising, as w

ell as provide 
consultancy. D

escription of data is available at https://w
w

w
.stat.fi/m

eta/til/palhy_en.htm
lR

etrieved April 26th 2021
Statista in cooperation w

ith Zenith July 2021 https://w
w

w
.statista.com

/statistics/273736/advertising-expenditure-in-the-w
orlds-largest-ad-m

arkets/

Advertising agencies, w
hose expertise areas lies in consulting, planning, and creating 

inspiring activating content for various m
arketing com

m
unication.

M
edia agencies plan, buy, and place various advertising in the m

edia or different 
m

arketing platform
s. They negotiate

and purchase m
edia on behalf of the clients (do 

not stock m
edia).

In 2020s the distinction is blurred -“hybrid agencies”



Background: The M
arketing Industry in Finland 

Agency Rem
uneration Structure Difference

U
SA

”Traditional m
ethod…

is com
m

ission system
…

”
”…

retained by the advertising or prom
otion agency as 

com
pensation for all costs in creating 

advertising/prom
otion for the advertiser.”

M
arkup charges: 17.65-20%

 m
arkup on outside services 

such as illustrations, research, photography.
M

ore variations in 2009: Fee system
: hourly rate agreed or 

fixed fee, pay-for-results, paym
ent per sales results

Finland
M

edia Agency negotiates on behalf of the client 

Exam
ple:

Television airtim
e 

1 000 000 €
-15%

 agency com
m

ission (-> client)
-

150 000 €
Agency invoices client for TV airtim

e
850 000 €

Agency invoices client for w
ork and earns the 

am
ount invoiced (this has varied through the 

periods investigated)   

O
’G

uinn
et al. (2009: 64)



Background: The M
arketing Industry in Finland 

M
arketing Industry Descriptions 

O
’G

uinn
et al. (2009: 56) 

https://w
w

w
.cam

paignasia.com
/article/dow

nload-the-2018-m
arketing-and-com

m
unications-agency-fam

ily-tree/443538
https://w

w
w

.w
arc.com

/rankings/creative-100/agency-netw
orks/2020

https://blog.bizvibe.com
/blog/largest-advertising-agencies

Top 10 Largest Advertising Agencies W
orldw

ide by R
evenue 2020

U
SA

Schw
arzkopf (2011: 537) described the m

arketing industry as a

“com
plex econom

ic netw
ork that includes 

m
edia, clients, com

petitors, regulators, and 
…

consum
ers.”

FIN
LAN

D
Korpelainen

(2005: 5)

“The advertising industry …
epitom

izes the 
harshest levels of business pressure. 
M

arketing com
m

unication is sensitive to 
changes in the expectations, decision-
m

aking and actions of agency clients.”
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S
trategic M

anagem
ent JournalAJG

 ranking 4* and Academ
y of M

anagem
ent Review

(AM
R) 4*

“D
espite the proliferation 

of strategy process and 
practice research, w

e 
lack understanding of the 
historical em

beddedness 
of strategic processes 

and practices.”

Vaara
and Lam

berg
(2016: 633) 

SAP Strategy-as-Practice
SAPP Strategy processes and practices 
M

AP M
arketing-as-Practice

YouTube channel 
https://w

w
w

.youtube.com
/channel/

U
C

0xhFsw
aC

u23ueF1H
PG

qKw
w

/
videos

https://strategizingblog.com
/20

18/01/18/sm
j-special-issue-on-

strategy-processes-and-
practices-sapp-an-overview

/



SAP –Strategy-as-Practice
•

SAP em
erged 25 years ago w

hen W
hittington (1996) justified and positioned a new

 approach to strategy research. 
•

The practice-oriented strategy approach w
as thus introduced to investigate how

 m
anagers actually practised strategy (W

hittington, 1996). 
•

Foundations of Practice theory (G
arfinkel, 1967; Foucalt, 1980; G

iddens, 1984; Bourdieu, 1990; R
eckw

itz, 2002; Schatzki, 2002)

•
SAP aim

s to com
plem

ent and extend: 
•

strategy process research (see for exam
ple Bow

er, 1970; M
intzberg, 1978; Burgelm

an, 1983; Pettigrew
, 1985). 

•
the resource-based view

 (Barney, 1991) 
•

dynam
ic capabilities-related strategy research (Teece et al., 1997) 

•
W

hittington (2006) constructed a conceptual 3P Fram
ew

ork that ensures that the investigations identify w
ho is involved, w

hat activities are taking 
place, and w

here, w
hen, and how

 they are perform
ed. 

Jarzabkow
ski, P. et al. “Strategizing: The challenges of a practice perspective.”H

um
an R

elations
60 (2007): 27 -5.

Paroutis, S., H
eracleous, L., & Angw

in, D
. (2013). P

racticing S
trategy: Text and C

ases. 21(5), 272.
3P Fram

ew
ork W

hittington, 2006.

3P

FRAMEWORK

KEY

CONCEPTS



M
AP –

M
arketing-as-Practice

•
M

AP is a research stream
 w

ithin SAP, w
hich em

erged m
ore recently from

 the early 2000s onw
ards

•
The SAP approach offers the opportunity to hum

anize the strategy-m
aking in com

panies (W
hittington et al., 2003; 

W
hittington, 2006; Jarzabkow

skiand W
hittington, 2008; Jarzabkow

skiand Spee, 2009). This is especially relevant in 
m

arketing agencies, w
hich can be described as a business area that is extrem

ely dependent on the people. 
•

SAP and M
AP thus often focus on the sam

e three concepts, practices, praxis, and practitioners (H
ackley et al., 2009). 

H
ow

ever, the practitioners are identified not as strategic practitioners, but as m
arketing practitioners.

•
M

AP scholars criticize current m
arketing education for its prescriptive and norm

ative approach to w
hat it is believed 

that m
arketing practitioners should do (H

ackley et al., 2009; Skalen
and H

ackley, 2011).
•

M
arketing scholars needed to study w

hat m
arketers actually do, rather than prescribe the w

ays in w
hich m

arketing should 
be done (H

ackley et al., 2009)
•

Study all w
ho do the m

arketing w
ork (Svensson, 2007; H

ackley et al., 2009; Skålén
and H

ackley, 2011).
•

M
arketing practitioners in com

panies’ m
arketing departm

ents, and interm
ediaries such as advertising agencies (Skålén

and 
H

ackley, 2011). C
onsum

ers are pinpointed as extra-m
arketing practitioners (Schau

et al., 2009)

•
Fundam

ental question by Svensson
(2007: 7), “W

hat is m
arketing w

ork?” 



M
ulti-layered Research Fram

ew
ork 



M
ethodology -process
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C
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N
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H
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C
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pulsory: Academ
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ent, H
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anagem
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D
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ct 4, 2020,

Technical: Photographing interesting data, converting C
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W
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H
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M
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D
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M
ethodology –

Em
pirical evidence

D
ata repositories: ELKA, the, C

entral Archives for Finnish Business R
ecords in M

ikkeli
Salom

aa Archives, N
ational Library of Finland, Public Library, N

ational Audio-visual Institute

“voices from
 the past”



M
ethodology –

G
uiding principles

•
Vaara

and Lam
berg

propose that interpretative history (C
ollingw

ood, 1946) w
as the m

ost suitable approach for a constructionist 
understanding of social reality.

•
“thinks through the thoughts of past actors” -“re-enactm

ent” concept (C
ollingsw

ood, 1946)
•

Avoid presentism
, also referred to anachronism

 Belk (2006)
•

im
pose judgem

ent on historical events w
ith today’s know

ledge, m
oral and ideals.

•
M

icro and m
acro issues need to be represented and appropriately balanced, also delivering an authentic view

 that fits the chosen
tim

e and 
place (M

cD
ow

ell, 2006)
•

H
istorical investigations and w

riting are m
ore “art than science” (W

hite, 1966)
•

Adopt a questioning attitude, and there is a need to set aside all preoccupations and prejudices of one’s ow
n M

cD
ow

ell  (2002)
•

Self-reflections in m
any form

s
Schon (1983) 

•
Access and review

 both prim
ary and secondary sources of inform

ation w
hen undertaking historical research (W

itkow
ski and Jones, 2006). It 

is a tedious process, w
ith a need to read large am

ounts of source m
aterials Tam

ilia
(2009)

•
approach all m

aterial critically and sceptically G
older’s (2000)

•
read and used m

aterial that w
as w

ritten at the tim
e of the event, as G

older’s (2000) characterized docum
ents as m

ore authentic if they are 
close to events w

hich are researched. M
ore valuable and authentic if they w

ere used as m
em

ory aid, like diaries, especially for personal 
record, or if they w

ere intended for confidential com
m

unication, or only to a sm
all num

ber of recipients, or if they w
ere w

ritten by experts in 
the field or issue in question, or if they are public records like new

spapers and m
agazines. G

older’s (2000) 
•

U
sing the sam

e language to w
hich the era w

as accustom
ed provides a m

ore authentic and reliable narrative (C
resw

ell, 2014).
•

N
arrative construction grounded on em

pirical evidence, properly justified, and w
hen the process of narrative construction is transparently 

shared to gain the trust of the readers follow
ing G

ill et al. (2018)



G
uiding criteria for building trustw

orthiness 
G

ill et al. (2018), Lincoln and G
uba (1985) 

C
R

ED
IB

ILITY

protracted engagem
ent w

ith content
collected and analysed em

pirical data for a 
long period of tim

e, in addition to being 
fam

iliar w
ith the m

arketing industry from
 

both client, m
edia, advertising and m

edia 
agency perspectives. 
I have read extensively to ensure that I 
have engaged w

ith the content, thus 
avoiding w

hat Ingram
 (1997) w

arned about, 
reading too little and using only fragm

ents 
of data. 
I have fam

iliarized m
yself in the tim

ely 
context of the period in question to create 
an understanding of the context.

C
O

NFIR
M

AB
ILITY

Interpretation is grounded on evidence, by
incorporating footnoting and citation in all 
the period-specific narratives
W

here it has been applicable, the footnotes 
contain the hyperlinks to the w

ebpages 
containing the original sources (e.g., 
docum

ent, trade journal and new
spaper 

articles digitally available)
researcher should reveal her 
epistem

ological assum
ptions

D
EPEN

DAB
ILITY

Triangulation of gathered data from
 m

any 
data repositories, w

hich contained m
any 

different artefacts, such as interview
 

transcripts, financial statistics gathered by 
the associations, annual reports in addition 
to the new

spapers, m
agazines

TRANSFER
A

B
ILITY

R
esearch data w

as photographed, 
transform

ed to O
C

R
 searchable docum

ents 
w

ere applicable, catalogued, archived, 
accessible for later (G

D
PR

).

M
ethodology –

G
uiding principles
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H
ollander, Stanley C

. (1989). Introduction, in Terence N
evett, Kathleen W

hitney and Stanley C
. H

ollander (eds), M
arketing H

istory: The Em
erging D

iscipline, Lansing: M
ichigan State U

niversity, pp. xix–xx.
Photo: https://charm

association.org/hollander-aw
ard/

JH
R

M
 AJG

 ranking 1, com
pared to B

usiness H
istory

4 , Journal of M
arketing

4*, E
uropean Journal of M

arketing
3,

C
H

AR
M

 (C
onference on Historical 

analysis and research in m
arketing 

1
storganized by Stanley C

. H
ollander 

1983
https://charm

association.org/history/

“..practice is not entirely 
thoughtless and thought 
is often practice driven 

(1989,p.xx).H
.” 

H
ollander (1989,p.xx) 

Journal of H
istorical 

R
esearch in M

arketing
Q

uarterly published 

M
arketing History



W
hy study M

arketing History?
•

Jones & Shaw
 (2002, 2018), H

unt (2005, 2012), D
om

egan
(2010) and N

evett(1991) highlight the value of investigating 
and understanding the past in order to avoid future errors by not repeating past ones. H

istorical know
ledge can also 

increase the likelihood of success, as com
panies can possibly repeat, copy, or at least im

itate successful actions.
•

The lack of agency-specific longitudinal analysis does not perm
it us to identify w

hat factors have centrally contributed to 
the success or failure of an agency in the m

arketing industry at different tim
es.

•
Study of the history of m

arketing identifies, acknow
ledges, and credits individuals that have affected the 

m
arketing industry and m

arketing education in a valuable w
ay (Tam

ilia, 2009). 
•

The extant studies have show
n that pioneering influential individuals w

ere often active practitioners, in addition to som
e being

early m
arketing teachers. For exam

ple, one of these individuals w
as the H

arvard Business School professor in m
arketing, 

Paul C
herington. H

e w
as em

ployed since the early 1920s at the N
ew

 York office of J. W
alter Thom

pson (JW
T) advertising 

agency, too (Schw
arzkopf, 2009). 

•
Jones (2010) offered the criticism

 that, w
hen investigating the history of m

arketing practice, the general political, 
social, and econom

ic conditions have not been considered enough, as m
arketing thought and m

arketing 
practices have often been studied in isolation from

 these contextual issues.
•

Savitt(1980) also argued that researching the role of m
arketing in a broader social and econom

ic context w
ould 

deliver m
ore value than investigating a single practice or and individual firm

.
•

Schw
arzkopf (2011) criticized the lack of cross-fertilization and understanding betw

een historians of advertising, 
m

arketing theory and m
arketing practice. Schw

arzkopf (2011: 537) described the m
arketing industry as a “com

plex 
econom

ic netw
ork that includes m

edia, clients, com
petitors, regulators, and …

consum
ers.” H

e suggested that the 
industry itself should be investigated as a w

hole.



H
istory of m

arketing thought
M

arketing discipline research areas from
 m

arketing history perspective
H

istory of m
arketing practice

Transm
it K

now
ledge: Academ

ia needs to be able to provide practitioners w
ith tools, fram

ew
orks, and skills to enable them

 to 
perform

 better and in ethical m
anner, how

ever they cannot do this w
ithout engaging w

ith and understanding w
hat practitioners do.

R
esearch into the history of m

arketing 
thought entails investigations into how

 
m

arketing as an academ
ic discipline 

has em
erged and evolved over the one 

hundred years of its existence (e.g. 
Bartels, 1962; G

rether, 1976; H
ollander, 

1989), as w
ell as identifying different 

schools of thoughtand pioneering 
m

arketing scholars
(e.g. Shaw

 and 
Tam

ilia, 2001; Shaw
 and Jones, 2005).

Investigations into the history of m
arketing 

practice delve into how
 m

arketing w
as 

practised
(H

ollander, 1989; W
itkow

ski and 
Jones, 2006). In these inquiries, som

e
scholars have stretched their tim

efram
e to 

the ancient G
reek philosophers (D

ixon, 
1979, 2002; Shaw, 1995).

These tw
o research stream

s, the history of m
arketing thought and the history of m

arketing practice, are naturally inherently 
interconnected (H

ollander, 1986; O
lkkonen 2008; Tam

ilia, 2009; Jones and Shaw, 2018).
The evolution of m

arketing practices, thought, and education develop in a m
utually reinforcing w

ay (O
lkkonen, 2008: 455).

R
equires constant renew

al according to the socioeconom
ic changes that affect the businesses



Advertising

R
etailing and
channels

M
arketing

strategy

Product
m

anagem
ent

M
arket

research

Packaging
Thinkers

Subjects

Schools of
thought

Key
theories

Key
concepts

Scholarly
biographies

H
istory of m

arketing thought

M
arketing discipline research areas from

 m
arketing history perspective

H
istory of m

arketing practice

Extant literature has a heavy U
S m

arket focus 
U

S: H
ollander, 1989; W

itkow
ski, 1989; Tam

ilia, 2009; H
unt, 2010, G

erm
any (e.g. Fullerton, 1988; C

oles, 1999), U
K (Jones and 

M
onieson, 1990; Jones, 1992), France (D

ixon, 1994; H
ultquist, 2003), Japan (Kitchell, 1995; U

sui, 2000, 2011).

Prom
otionBusiness (case 
studies, advertisers, 

agencies)

Branding

M
arketing

m
anagem

ent

M
arket

segm
entation

Extant research in the history of m
arketing practice is heavily skew

ed tow
ards m

arketing techniques such as packaging, advertising, 
segm

entation, prom
otions, tradem

arks, and branding (Tadajew
ski and Jones, 2014, 2016).

M
arketing 

as 
practice

Industry?



Extant literature on m
arketing industry evolution from

 
advertising or m

edia agency business perspective

1.
Fox, S. (1984). The m

irror m
akers: A history of Am

erican advertising and its creators. N
ew

 York: Vintage Books.
2.

Johnston, R
. (2001). Selling Them

selves: The Em
ergence of C

anadian Advertising, Toronto: U
niversity of Toronto Press.

3.
M

archand, R
oland (1985). Advertising the Am

erican D
ream

. Berkeley, C
A: U

niversity of C
alifornia Press. 

4.
N

evett, T. R
. (1982). Advertising in Britain : a history. London: H

einem
ann on behalf of the H

istory of Advertising Trust
5.

Pope, D
aniel (1983). The m

aking of m
odern advertising. N

ew
 York: Basic Books.

H
esse, D

., and Lurie, K. (2019). The G
erm

an advertising industry –
from

 1950 to 2018. Journal of H
istorical R

esearch in M
arketing, 

12(1), 101–125.

H
orsky, S. (2006). The changing architecture of advertising agencies. M

arketing S
cience, 25(4), 367–383. 

M
iracle, G

. E. (1977). An H
istorical Analysis to Explain the Evolution of Advertising Agency Services. Journal of A

dvertising, 6(3), 
24–28.

Schw
arzkopf, S. (2013). From

 Fordist to creative econom
ies: The de-Am

ericanisation of European advertising cultures since the 
1960s. European R

eview
 of H

istory, 20(5), 859–879.



Extantliterature
Alajoutsijärvi, K., Kettunen, K., & Tikkanen, H

. (2012). Institutional evolution of business schools in Finland 1909-
2009. In
M

anagem
ent and O

rganizational H
istory (Vol. 7, Issue 4).

H
alinen, A. (1997). R

elationship m
arketing in professional services: A study of agency-client dynam

ics in the 
advertising sector. In R

elationship M
arketing in Professional Services: A Study of Agency-C

lient D
ynam

ics in the 
Advertising Sector. 
Korpelainen, K. (2005). Kasvun pelivara Innovatiivisuus, m

otivaatio ja jaksam
inen m

arkkinointiviestintäyrityksissä. 
Tam

pereen Yliopisto.
Kähkönen, T. (1980). M

ainonnan historia Suom
essa. G

raduate thesis. Institute of M
arketing.

H
einonen, V. and Konttinen, H

. (2001). N
yt uutta Suom

essa! Suom
alaisen m

ainonnan historia. M
ainostajien liitto, 

H
elsinki. 

Vironm
äki, E. (2007). Academ

ic m
arketing in Finland: Living up to conflicting expectations. Åbo Akadem

i, School of 
Business, Turku.

Åström
 R

udberg, E. (2019). Sound and Loyal Business: The H
istory of the Sw

edish Advertising C
artel 1915 –

1965. 
Stockholm

 School of Econom
ics

Lakom
aa, E. (2019). C

ustom
er of last resort? The Sw

edish advertising industry and the governm
ent from

 W
orld W

ar 
II to the end of the cold w

ar. B
usiness H

istory, 63(0), 467–488.
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History of M
arketing Thought

R
esearch into the history of m

arketing thought entails investigations into how
 

m
arketing as an academ

ic discipline has em
erged and evolved over the one 

hundred years of its existence (e.g. Bartels, 1962; G
rether, 1976; H

ollander, 
1989), as w

ell as identifying different schools of thoughtand pioneering 
m

arketing scholars
(e.g. Shaw

 and Tam
ilia, 2001; Shaw

 and Jones, 2005).



10 schools of m
arketing thought | Beckm

an et al. (1973) in Shaw
 (2009: 333)

12 schools based on research areas | Sheth et al. (1988) in Shaw
 (2009: 333)

Shaw
 et al. (2010)

Early schools of m
arketing thought

1
M

arketing 
function 
school

2
M

arketing 
com

m
odity 

school

3
M

arketing 
institutional 

school

4
Inter-

regional 
trade school

5
M

arketing 
m

anage-
m

ent school

6
M

arketing 
system

s 
school

7
M

acro-
m

arketing 
school

8
Consum

er 
behaviour 

school

9
M

arketing 
exchange 

school

10
M

arketing 
history 
school

M
odern schools of thought

Inter-
disciplinary 

schools

Psychologi-
cal schools

Sociological 
schools

Em
pirical 

schools
Q

uantita-
tive schools

M
arketing 

process 
schools

Decision 
theory 
schools

N
egativistic 
school

M
arketing 

m
anage-
m

ent 
schools

Historical 
schools

Eclectic m
ixture of disciplinary 

orientations
M

ethodological 
approaches

Theoretical areas
Contem

porary schools of 
m

arketing thought
Philosophi-

cal positions

Functional 
schools

Institutional 
schools

Com
m

odity 
schools

Regional 
schools

M
arketing 

m
anage-
m

ent 
schools

System
s 

schools 

Buyer 
behaviour 

schools

Functionalis
t schools

Activist 
schools

M
acro-

m
arketing 

schools

System
s 

schools
Exchange 
schools

©
 Sari Haavisto





For M
acrom

arketing and M
arketing Reserch

in 2021

Hunt, S. D. (2020). For re-institutionalizing the m
arketing discipline in Era V. AM

S 
Review

, 10(3–4), 189–198. https://doi.org/10.1007/s13162-020-00183-8
Hunt, S. D., Hass, A., and M

anis, K. T. (2021). The Five Stages of the M
acrom

arketing 
Field of Study: From

 Raison D’etre
to Field of Significant Prom

ise. Journal of 
M

acrom
arketing, 41(1), 10–24. https://doi.org/10.1177/0276146721990987

Sheth, J. (2021). N
ew

 areas of research in m
arketing strategy, consum

er behavior, and 
m

arketing analytics: the future is bright. Journal of M
arketing Theory and Practice, 

29(1), 3–12. https://doi.org/10.1080/10696679.2020.1860679
https://w

w
w

.jagsheth.com
/
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*

“…
the practice of 

m
arketing is founded on 

a very sim
ple philosophy, 

that of m
utually satisfying 

(com
m

ercial) exchange 
relationships.”

Baker and Saren
(2016: 28)

History of m
arketing practice

Investigations into the history of m
arketing practice delve into how

 
m

arketing w
as practised

(H
ollander, 1989; W

itkow
ski and Jones, 

2006). In these inquiries, som
e scholars have stretched their tim

efram
e 

to the ancient G
reek philosophers (D

ixon, 1979, 2002; Shaw, 1995).

M
AP: Svensson

(2007: 275) : w
hat is the w

ork of m
arketing?



Exam
ples of Investigations in History of M

arketing Practices
1.

The founder of the British W
edgw

ood pottery com
pany, Josiah W

edgw
ood, used 

m
arket segm

entation, product differentiation, testim
onials, and advertising in the 

m
id-1700s (M

cKendrick, 1960; Fullerton, 1988).
•

Fullerton’s (1988) study, he em
phasised that business cooperation betw

een British, 
Germ

an, and Am
erican businessm

en w
as evident by late 19th century. He also 

highlighted that they influenced each other’s m
arketing practices.

2.
Bicycle m

anufacturers’ segm
entation strategies w

ere evident from
 1870s, w

ith 
m

anufacturing for w
om

en, tourists, young m
en, and racers, as w

ell as bicycles for 
different price segm

ents (Petty, 1995)
3.

G
erm

an book trade. Fullerton (2012) argued that they w
ere one of the earliest 

businesses to expand their m
arkets at the end of the 19th century. These book 

traders’ segm
entation criteria included “gender, occupation, educational level, 

religion, geography, social class, incom
e, shopping preferences, benefit expectations, 

deal proneness, price sensitivity, and lifestyle” (Fullerton, 2012: 62).

Fullerton, R
. A. (1988). H

ow
 M

odern Is M
odern M

arketing? M
arketing’s Evolution and the M

yth of the “Production Era.” Journal of M
arketing, 52(1), 108–125. 

https://doi.org/10.2307/1251689
Fullerton, R

. A. (2012). The historical developm
ent of segm

entation: The exam
ple of the G

erm
an book trade 1800-1928. Journal of H

istorical R
esearch in M

arketing, 4(1), 56–67. 
M

cKendrick, N
. (1960). Josiah W

edgw
ood: an eighteenth century entrepreneur in salesm

an-ship and m
arketing techniques, Econom

ic H
istory R

eview
 12: 408–31.

Petty, R
. D

. (1995). Peddling the Bicycle in the 1890s: M
ass M

arketing Shifts into H
igh G

ear. In Journal of M
acrom

arketing (Vol.15, Issue 1, pp. 32–46).



Tw
o

of these
in the

readings



History of M
arketing Practices from

 agencies perspective
•

The interest resides overly on the creativity, rather than the business, of agencies. 
•

Another com
m

on feature is the case study, w
ith agency and client cooperation at the core. 

•
J. W

alter Thom
pson (JW

T) advertising agency archives
•

cooperation w
ith the Lever conglom

erate (now
 U

nilever) (Schw
arzkopf, 2009)prom

oting
Luxsoap

in the 1920s and 1930s in 
the British and N

orth Am
erican m

arkets included continuous surveys. consum
er-orientation and initiated brand extensions and 

repositioning, distribution channel choices and how
 Lever’s products w

ere advertised. all m
arketing-m

ix decisions w
hich 

encom
pass strategic brand m

anagem
ent, w

ere already practiced in the 1920s.
•

M
erron’s

(1999), study on JW
T and G

eneral M
otors (G

M
) cooperation. JW

T’s 1920–1930 global expansion w
as due to their 

agreem
ent w

ith G
M

. JW
T w

as obligated to open an office in all the countries w
here G

M
 had a m

anufacturing plant or an 
assem

bly line 
•

H
arvard Business School professor in m

arketing, C
herington, w

as em
ployed from

 early 1920 at the N
ew

 York office of JW
T 

(Schw
arzkopf, 2009). D

uring his ten years as JW
T’s research director, C

herington
standardized survey and research reports 

for the agency (M
erron, 1999). 

•
M

erron
(1999) recognized that one of the reasons for G

M
 becom

ing a client w
as because the behavioural psychologist, 

W
atson, w

as a JW
T executive. M

assive m
arket research w

as one of the reasons that U
nilever becam

e JW
T’s client (M

erron, 
1999)

•
W

est studied the im
pact that Am

erican m
ultinational agencies had in British advertising agency businesses 

betw
een 1936–1987

•
M

iracle’s (1977) study is one of the rare studies w
here it is briefly stated that the em

ergence of “independent 
m

edia groups” influenced the U
S agency business (see also H

orsky, 2006; Schw
arzkopf, 2013).

•
Less com

m
on is discussion about w

hy, how, and w
hen the agencies changed their business trajectories and w

hat did 
these changes encom

passed.

M
ore on W

atson ”the father of behavourism
”: https://gazette.jhu.edu/2001/01/22/john-broadus-w

atson-the-father-of-
behavioral-psychology/



•
Alton (1963) w

as astonished that Finland a sm
all nation, residing next to R

ussia, and “the size of M
ontana” had 

such advanced w
estern m

arketing practices (Alton, 1963). W
hilst describing the Finnish retail business, Alton 

praised the nationw
ide independent retailer-ow

ned w
holesale enterprise, and Kesko’s m

arketing research and 
functional m

arketing. For Alton (1963), the U
S and Finland’s socio-econom

ic conditions w
ere sim

ilar.

•
Åström

R
udberg

(2019) explored the Sw
edish advertising cartel that shaped the advertising agency industry in 

Sw
eden from

 1915 to 1965. H
er thesis described how

 tw
o associations, the Association of Sw

edish N
ew

spaper 
Publishers (S

venska Tidningsutgivareforeningen) and the Association of Sw
edish Advertising Agencies 

(A
nnonsbyraernas

Forening) form
ed a cartel that prevailed even as it w

as legally abolished in 1953. The strong 
reciprocal relationship provided secure revenue stream

s and blocked com
petitors’ entrance to the m

arket (Astrom
R

udberg, 2019).

•
The history of Sw

edish agencies is com
plem

ented by Lakom
aa’s

(2019) studies of Sw
edish agencies during the 

W
W

II. H
is focus w

as on the governm
ental advertising during the w

ar and post-w
ar tim

e (Lakom
aa, 2019). Lakom

aa
concludes that the Sw

edish governm
ent had a m

ajor role in securing old cartel structures and revenue generation 
for old cartel m

em
bers.

History of M
arketing Practices from

 Nordic agencies perspective



Periodization
Periodization follow

ed the guidelines given by H
ollander et al. 

Ex post, by interpreting the crucial historical events that changed the society, w
hether these w

ere legal, political, technical,
or other. Focal point of interest w

as in the agencies’ evolution (events, 3P)



The narratives 

The seven distinct periods: 
1)

1883–1919 (C
ourageous C

onvincing); 
2)

1920–1938 (G
lory and R

easoning); 
3)

1939–1944 (D
efending Finland D

uring the W
ar Years); 

4)
1945–1970 (U

nited and Torn); 
5)

1971–1990 (C
apturing M

edia and Liberating C
reativity); 

6)
1991–2006 (O

ld G
iants Fail and N

ew
com

ers W
in); 

7)
2007–2020 (Technology O

verw
helm

s). 

The narratives of the Finnish m
arketing industry evolution each begins w

ith a descriptions and facts that are necessary to 
com

prehend. This first section w
ill create the know

ledge on the environm
ent and fundam

ents on w
hich the agencies w

ere  
established and in w

hich they evolved. It w
ill inform

 the reader about the enabling context and relevant inform
ation of 

Finland. 
Thereof, it w

ill continue w
ith the chronological narrative on key events in the industry that took place during each era

The language and term
s used in the narrative are intended to stay attuned to the era, w

ith the aim
 of capturing

the industry culture and spirit: the zeitgeist. For exam
ple, in the first era com

m
ercial docum

ented m
essage to attract the 

potential purchasers’ attention w
as called ilm

oitus
(announcem

ent/notification) or reklaam
i(reclam

are) (in narrative of 
1883-1919).



P1: 1883–1919 
Courageous Convincing
Setting the scene –

zeitgeist

Finnish H
eritage Agency, H

elsingin kauppatorivuonna
1893, H

einricius, A. G
. Inventory ID

: H
K19540903:4.

Finnish
H

eritage
Agency. Kahvitarjoilua Kuusjärven

Sysm
än kylässä, valokuvaa varten lavastettu kohtaus. Inventory ID

: KK1782:3.
Finnish

H
eritage

Agency. N
eidit polkupyorillä, Ekholm

, Aina, H
agm

an Agnes. Photo: Ljungqvist, Jakob Inventory ID
: H

K10000:4755
H

äm
een

Sanom
at 29.08.1886

U
usi Kuvalehti01.01.1893, Picture by Axel G

allén
Finsk

Annons-& Prenum
erationstaxa

1893, Finlands
Allm

änna
Annonsbyrå

Källgren,grundad
1883



P1: 1883–1919 Courageous Convincing
Setting the scene –

zeitgeist 

Finlands
firstindustrial exhibition in 1876 Kaivopuisto, H

elsinki C
ity M

useum
, Inv. ID

: N
58984, R

iis C
harles

Suom
en Virallinen

Tilasto, K. E. F. Ignatius, director of Statistic Finland, 106-page volum
e O

fficial statistics of Finland (24 printing houses em
ploy 

295 m
en, 8 w

ives and 53 boys under 15 yrs.
Viipuri, Aleneffin

talo, H
arm

aidenveljestenkadun ja Linnankadun kulm
a, tontti 26; ”M

yym
älä N

:3, ”m
aitoa, voita, juustoa ja m

unia.”, Lappeenranta
m

useum
s, Inv. ID

: W
M

W
E1241:218

H
elsingfors

D
agsblad. 18.08.1876, 2.

•
Stores used signs outside their prem

ises and w
all posters

•
“fly sheets”distributed to announce w

hat m
erchandise or services 

w
ere available for purchase

•
Tidningar U

tgifte
A

f et S
ällskap i Å

bo (N
ew

spapers
from

 a Society in 
Turku) published in 1771. 

•
Finland’s first m

agazine, O
m

 konsten
attbehaga

(The Art of 
Pleasing) published in 1782. 

•
The first Finnish language new

spaper in 1775, short-lived 
S

uom
enkielisetTieto S

anom
at (Finnish Inform

ation M
essage).

•
In 1856, four Finnish and eight Sw

edish language new
spapers w

ere 
available.

•
N

ew
spapers share new

s, inform
ation, and convince the people of 

political or religious beliefs and ideologies.

•
Ilm

oitus
(announcem

ent or notification) or reklaam
i(reclam

are)

•
In 1809 began the era w

hen Finland becam
e an autonom

ous part of 
the R

ussian Em
pire and w

as called the G
rand D

uchy of Finland.
•

U
pper class w

as w
ell educated; all spoke Sw

edish, and som
e also 

Finnish.
•

People w
ere curious and interested in international affairs. 

•
new

s by subscribing to foreign new
spapers, especially from

 Sw
eden, 

in addition to the dom
estic new

spapers they follow
ed.

•
C

om
m

uting: bicycle, longer routes by horse or horse-carriage, and 
overseas journeys by steam

 ship. First train route betw
een H

elsinki 
and H

äm
eenlinna

on the 17
thM

arch 1862.
•

In 1879 freedom
 to conduct business for all citizens

•
First industrial exhibition held in H

elsinki in July –
August 1876 

•
93 039 people visited

•
Finland’s

population w
as 1 912 647 and H

elsinki’s just 23 070 .

S
t. P

etersburger
H

erold
surprised to find that 
Finland, one of the 
poorest countries in the 
w

orld, starving a decade 
ago, had been able to 
proceed w

ith such 
speed in its
industrialization process.



P1: 1883–1919 
Courageous Convincing

1883
1889

1893
1895

1896
1900

1903
1905

1906
1908

1909
1910

1912
1913

1914
1915

1916
1917

1919

1883
1889

1890
1893

1895
1896

1900
1903

1905
1906

1883 1
stAgency Finlands

Allm
änna

Annonsbyrå
Källgren

(Finnish G
eneral

Announcem
ent Bureau 

Källgren)

1889 Sole right to register 
tradem

ark 

R
ight to conduct business 

(1879)

Streetcars to 
Turku 1890 and H

elsinki 
1891
horse-draw

n 

1895 2
ndAgency

U
no W

asatjerna
Suom

en 
Sähkösanom

atoim
iston

Ilm
oitusosasto, 

(Announcem
ent

D
epartm

ent of the Finnish 
Telegram

 Bureau).
Ilm

oitustaksa
Suom

elle
(Announcem

ent prices for 
Finland)

1900
Paris W

orld Exhibition.
Pavilion G

esellius,
Lindgren, and Saarinen 
contained AkseliG

allen-
Kallela’s

Kalevala frescos
and other paintings.

1 800 stores
80 new

spapers
140 m

agazines

1905
E

nd of censorship

Lam
m

in-K
oskinen est. 

K
irjpaino

O
y S

ana –
publishing com

pany

1893
Annonsbyrå

Källgren
published a 
D

ecorative R
eclam

are 
Pricelist
80 pages
“This publication w

ill be of 
im

m
ense benefit to the 

announcing com
m

unity…
”

1896
C

inem
atographe

Lum
iére

Living P
ictures, 6 m

onths 
after P

aris, London
S

uom
en Liikem

ies-
Y

hdistys
(Finland’s 

Businessm
en’s

Association)
Publishes Kauppalehti
(Business N

ew
spaper) in 

1907

1903
3

rdAgency
H

erm
es 

Edw
ard Lam

m
in-

Koskinen, also est. 
Tuulispää

(W
hirlw

ind) 
com

edy publication

1906 W
om

en’s right to vote
1907 4

th
A

gency
Am

os 
Anderson est. N

ordiska
Annonsbyrån

(The N
ordic

Announcem
ent Bureau)

First Industrial Film
 by cotton 

textile com
pany Finlayson 

graphical professional m
agazine 

Kirjapainotaito
G

raafillinen
Aikakauslehti(The Book Printing 
Skill –

G
raphical M

agazine)
ilm

oituslatoja
(announcem

ent 
com

positor)

Kiss-Kiss, candyw
rap

1879, H
elsinki C

ity M
useum

, Inv. ID
: XXXVII-105-1, Frenckellin

Kirjapaino
O

y.
H

orse-draw
n streetcar on Pohjoisesplanadi, H

elsinki C
ity M

useum
, Inv. Id: N

57643, N
yblin

D
aniel.

Tam
m

erfors
Aftonblad

22.08.1893, 3. Tam
pere is a large city in the Southern Finland.

First industrial film
: https://elonet.finna.fi/R

ecord/kavi.elonet_elokuva_1191040



P1: 1883–1919 
Courageous Convincing

1883
1889

1893
1895

1896
1900

1903
1905

1906
1908

1909
1910

1912
1913

1914
1915

1916
1917

1919

1908
1909

1910
1912

1913
1914

1915
1916

1917
1919

1908 
N

ew
spapers form

 a 
C

om
radic

C
onsortium

 
(Suom

en 
Sanom

alehtijulkaisijat–
Finnish new

spaper 
publishers)
Im

prove financial stability 
Internal bulletin -rebates

1909
Announcem

ent 
C

om
position C

ontest
H

erm
es m

agazine

1910 Artist establish 
bureaus ex. Finska 
Konstnärliga R

eklam
byrå 

(Finnish
Artistic 

Announcem
ent Bureau)

France, U
K & G

erm
any

Viennese D
r.Viktor 

M
ataja

D
ie R

eklam
e

“R
eklam

e-M
arke” G

erm
an 

lithographers& printers
251 m

ags, 129  new
sp.

1913 Suom
alainen

Viikko
(Finnish W

eek), 2 500 
posters, 15 000 storesigns
a reclam

are parade w
ith 

50 cars, 2 m
illion 

posterstam
ps

N
ew

spapers est. 
Sanom

alehtien  
Ilm

oitustoim
isto 

(N
ew

spapers
Announcem

entBureau)

1915
Scandalous R

eclam
are 

M
an. E. Lam

m
in-Koskinen

Ilm
oitusasiam

ies
(announcem

ent
C

ollectors) –
private 

persons

1917
Independence 

U
usi P

äivä
(N

ew
 D

ay) 
w

as the
first to em

ploy an 
ilm

oitushankkija
(announcem

ent procurer)
“announcem

ent begging”
P

iirtäm
ö

(D
raw

ing 
C

om
panies)

1912 PricelistN
ordiska

Annonsbyrån
(The N

ordic
Announcem

ent Bureau)

1914
First com

m
ercial m

otion 
picture in m

ovies theatre 
in conjunction to a Pathé
Journal,
‘‘Som

e fine spring hats at 
Augusta Blom

berg’s hat 
store”
Blom

berg w
as described 

having the skills of P. T. 
Barnum

 in reclam
are.

1916 Suom
en Sanom

a-
lehdenkustantajain

liitto 
(Finnish N

ew
spaper 

Publishers’ Association),
60 new

sp. (reps 36 m
en)

“The announcem
ent industry 

parasites m
ust be

exterm
inated” Ilm

oitus-
keinottelijat(announcem

ent 
speculators)
“hum

bug” publications
like calendars, tim

etables, 
m

aps, and other “trash”

1919 
Freedom

 of Press Enforced

N
ew

spaper Association active
U

usi Suom
i had w

ritten about 
“H

um
bug atop” 

“Large announcem
ents and 

Am
erican-type reclam

ation
has had the consequence that 
m

any com
panies have done 

business w
ithTranscontinental

Incorporated”

Kiss-Kiss, candyw
rap

1879, H
elsinki C

ity M
useum

, Inv. ID
: XXXVII-105-1, Frenckellin

Kirjapaino
O

y.
H

orse-draw
n streetcar on Pohjoisesplanadi, H

elsinki C
ity M

useum
, Inv. Id: N

57643, N
yblin

D
aniel.

Tam
m

erfors
Aftonblad

22.08.1893, 3. Tam
pere is a large city in the Southern Finland.

First industrial film
: https://elonet.finna.fi/R

ecord/kavi.elonet_elokuva_1191040



Founders of agencies: A. Källgren, A. 
Andersson, E. Lam

m
in-Koskinen

O
ffice m

gr: A. G
rönberg

Artists
Business: A. Blom

berg, Kuntsi
(Vaasan

H
öyryleipom

o)

Suom
en Sanom

alehden-kustantajain 
liitto (Finnish

N
ew

spaperPublishers’ 
Association)
Im

provem
ent of industry practices, 

honest reclam
are business

Securing new
spapers ow

n business
R

evenue m
ainly from

 m
edia interm

ediation, 
how

ever the infancy of business required 
additional incom

e generation, for exam
ple 

Källgren
sold poster space on railroads and 

ointm
ent. Lam

m
in-Koskinen boosted his 

printing house and publications. Artists 
producing com

m
ercial art w

ork

Price lists, easier collection of paym
ents 

from
 businesses. Savings on postage. 

Secretive handling of announcem
ent 

responses. 

Suom
alainen

Viikko
(Finnish W

eek)
Announcem

entcom
position contest

H
erm

es M
agazine 

W
riting reclam

are text, producing decorative 
elem

ents to the announcem
ents.

Artists: draw
ings for posters, tradem

arks, and 
signs out side stores. 
Ilm

oituslatoja
(announcem

ent com
poser) had 

a great im
pact on how

 the correct the 
announcem

ent text w
as and how

 sm
udgy the 

visuals becam
e w

hen printed. 



P2: 1920–1938 G
lory and Reasoning

Practitioners practicing reclam
are / advertising

1920
1921

1922
1923

1924
1925

1926
1927

1928
1929

1930
1931

1932
1933

1934
1935

1936
1937

1938

m
ultiple organizations created the 

business opportunity for a reclam
are 

industry 

Bureaus
/ 

Agencies
C

lients 

1908 C
onsortium

1916 S
uom

en S
anom

alehden-
kustantajain liitto (Finnish

N
ew

spaper
Publishers’ Association)

N
ew

spapers ow
ners

U
usi S

uom
i

P
äivälehti(1889-1903) 

-> H
elsingin S

anom
at 

1904

M
agazine ow

ners
U

usi K
uvalehti(1891-
1903)

S
uom

en K
uvalehti

(1872-1894)

Business periodicals
K

auppalehti(1898) 

1907 H
erm

es 
m

agazine

1913
Sanom

alehtien 
Ilm

oitustoim
isto

C
lient direct

patronage
w

ith
m

edia

1903 H
erm

es

1883 Alm
änna

Annonsbyrå
Källgren

1879 rightto conductbusiness
1889 tradem

ark
register

1905 end
of censorship

1917 independence
1919 freedom

of press
enforced

1895 -1916 Suom
en 

Sähkösanom
atoim

iston
Ilm

oitusosasto
1907 –

1916 N
ordiska

Annonsbyrå

1910 Finska
Konstnärliga
R

eklam
byrå

O
utdoor

placem
ents

Alm
anacs

& 
C

alendars
1856 4 Finnish

& 8 
Sw

edish
language

& 
m

any
foreing

language
new

spapersBusiness
periodicals



P2: 1920 –
1938 G

lory and Reasoning
Setting the scene –

zeitgeist 

C
arshow

 at Kauppatori H
elsinki, Kauppatori. Pohjoisesplanadi 11-13, 1920s. H

elsinki. C
ity M

useum
, Inventory ID

; N
2270. Photo: Tim

iriasew
Ivan.

Akateem
inen kirjakauppa (Academ

ic
Bookstore) in H

elsinki, 1921, H
elsinki C

ity M
useum

, Inventory ID
; N

137178.
H

elsingin Sanom
at 21.04.1929

•
R

oaring tw
enties, w

ith gram
ophones and radios becom

ing available
•

Athletic stars, w
ith Paavo N

urm
i w

inning 9 O
lym

pic m
edals from

 the 
three O

lym
pic gam

es in the 1920s
•

Ester Toivonen
crow

ned the m
ost beautiful w

om
an in Europe 1934

•
1 134 places selling, 424 bookstores

•
120–130 new

spaper titles
•

Approx
300 m

agazines
•

increasing am
ounts of shop w

indow
s 

•
Posters, flyers, announcem

ents in various printed m
aterials such as 

alm
anacs, tim

etables, pricelists, poster-stam
ps, and reclam

are 
postcards.

•
50%

 of the w
orld recognized Finland’s independence

•
C

om
m

unism
 vs. W

estern societal approaches
•

First President K. J. Ståhlberg
1919 –

1925
•

radical m
ovem

ents like the Lapuan
Liike

(Lapua
M

ovem
ent), w

ith 
anti-com

m
unist and right-w

ing
•

Tulenkantajat(Fire Bearers), w
as a literary group that w

anted to 
bring European flare, art, and literature to Finland

•
In 1921, children’s

•
education began as kansakoulu

(elem
entary school), and school 

becam
e

•
C

om
pulsory

•
dependent on agriculture –

tractors
•

w
orking day w

as set to a m
axim

um
 of eight hours, and

•
com

pulsory vacations w
ere w

ritten into law
•

prohibition law
 1919-1932

•
national m

onopoly O
y A

lkoholiliike
A

b (Alcoholic Beverage Store)
•

early 1920s, 800 m
otorcycles,  800 cars, alm

ost 30 000 private 
vehicles at the end of this era

•
Finland’s ow

n flight carrier, Aero, started flights in 1923
•

population of Finland had just surpassed three m
illion, w

ith f5%
 

living in H
elsinki



“Foreign trust to w
in Finland? 

AS LO
N

G
 AS FIN

N
S H

AVE TH
E R

EAL 
FIN

N
ISH

 SISU
, FO

R
EIG

N
 M

ILLIO
N

S W
ILL 

N
O

T D
EFEAT FIN

N
ISH

 M
AN

U
FAC

TU
R

IN
G

.”

1924 Fighting against the kansainväliset trustit (foreign trusts)
K

otim
aisen

työn
liitto (D

om
estic W

ork)announced that: “W
e just need patriotism

 from
 our m

erchants and consum
ers, in addition to 

strong reclam
are from

 our dom
estic soap factories

Helsingin 
Sanom

at 
21.02.1926

Sunlightreclam
are, H

elsinki, Siltasaarenkatu 4, 1920s. H
elsinki C

ity M
useum

, Inventory ID
; N

2295. Photo: Tim
iriasew

Ivan.
Sunlightreclam

are, H
elsinki, 1920s. H

elsinki C
ity M

useum
, Inventory ID

; N
252363. K. R

. H
irvikallio.

“Foreign trust”
Lever’s Sunlight 1924



Suom
en Kuvalehti 28.01.1922, 2. Kilpailu

Kotiliesi 01.12.1922, The staff consisted of, am
ongst others, w

ell-educated w
om

en being M
aster of Sciences, w

om
en directors, and a congressw

om
an. The editorial staff and 

contributing w
riters w

ere alm
ost all w

om
en, except for at least tw

o m
ale doctors and professors.

Ford advertising H
elsingin Sanom

ain
Viikkoliite

21.04.1929, 8.
H

otelliTorni m
ainos

Kauppatorilla, 1931, Finnish H
eritage Agency Inv. ID

: H
K19670603:2936, Pietinen

H
uonekaluliike

O
lon

sisäänkäyntiulkom
ainoksineen, 1931, Finnish H

eritage Agency Inv. ID
: H

K19670603:30601, Pietinen
H

elsingin Sanom
at 19.02.1937

.

1920
1921

1922
1923

1924
1925

1926
1927

1928
1929

1930
1931

1932
1933

1934
1935

1936
1937

1938

Kotiliesi 01.12.1922, a professional m
agazine 

serving the hom
em

akers w
ith a prestigious 

editorial staff.

H
elsingin Sanom

at 19.02.1937

1938 Advertising sales incom
e account for 50-

66%
 of selected new

spapers’ incom
e. Their 

association dem
ands 3rd party circulation audits.

1922: Suom
en Kuvalehti(Finnish Picture M

agazine) 
aim

ed to accelerate the use of photographs by 
organizing a contest on photograph-based 
reclam

are

1938 Finnishness –
1 500 book titles, only 17%

 
foreign, over 80%

 Finnish literature. 

1929

1931



1920
1921

1922
1923

1924
1925

1926
1927

1928
1929

1930
1931

1932
1933

1934
1935

1936
1937

1938

D
ecem

ber 1927, R
eklaam

im
iesten

K
erho

(R
eclam

are m
en’s C

lub)
H

. J. Viherjuuri, A. R
aula, P. T. Thorw

all, G
. F. 

H
elsingius, W

. M
andelin, W

. K. Latvala & 
others. Jan 12

th, 1928 H
otel Käm

p
establishing 

m
eeting. “The objective of the club is to m

ake 
reclam

are w
ell know

n as an im
portant 

econom
ic and civilizing facilitator.”

1920: M
onopoly 

Sanom
alehtien 

Ilm
oitustoim

isto 
(N

ew
spapers

Announcem
ent

B
ureau)

“The only 
announcem

ent bureau 
w

hose trustw
orthiness is 

guaranteed by the 
country’s press.” 

1923: Suom
en 

Tuontiteollisuuden keskusliitto 
(Finnish

Im
port Industrial C

entral Association 
-raw

 m
aterials from

 abroad to refine for 
dom

estic consum
ption purposes, tobacco, 

cotton, w
ool, leather, shoe, m

etal, m
argarine, 

glass, chem
ical & m

ill) est. 
Teollisuuden

Ilm
oituskeskus

–
Industriens

A
nnonscentral

(Finnish Industry Announcem
ent 

C
entre). The objective for the 

association w
as to m

onitor, support, and 
advance their m

em
bers’ industries’ 

m
utual interests & “com

pete against the 
ruthless international com

petition.”
secured exclusive rights to sell radio 
advertising to an am

ateur radio station in 
1924.

1924: 6/1924 U
SR

 –
U

uden
Suom

en 
R

eklaam
itoim

isto
by 

U
usi Suom

i,W
. K. 

Latvala 
A. Tuhka

(Leipzig, C
openhagen) 

12/1924: P. T. Thorw
all 

est. Liiketaloudellinen
N

euvontatoim
isto

(B
usiness 

Advisem
ent B

ureau). 
Paasivaara

& Prof. Kom
pa

1925: Erw
in, 

W
asey & C

o. est. 
W

. K. Latvala
H

enry Ford as the 
“father”

1926: Valotorni
(Light Tow

er) 
(outdoor light 
reclam

are)

1935: SEK
Suhonen

Jorm
a, Erkelenz

H
olger, and K

nuus
Aarno

–
joined by H

enry C
zarnecki 

(Tornia), G
öran

Engblom
, & Paul 

Söderström
, w

ho had founded 
Kuvam

ainos
O

y (posters, 
w

indow
 dressing & fairs)

R
eclam

are as the facilitator
1928 R

eclam
are to advertising, 21.-29.4.1928 R

eklaam
im

essut
1928 T. R

autavaara M
ainonnan

K
äsikirja

(Advertising handbook)
1929 Kauppalehtideclares “reclam

are budgets are not costs but investm
ents, as 

long as they are used w
ith skill and deliberately” businesses should use 

reclam
are during the depression,price tags to products

1930, m
ainoshyökkäys

(advertising attacks), product benefits, packaged to 
im

m
ediate recognition, quality & pricing superior to com

petitors, coherent 
1930 Tulenkantajat(Fire Bearers) m

ainostaide
(advertising art), “art, econom

ic 
life, and social reform

 all are in desperate need of advertising to progress.
1930 co-operation w

ith the N
ordics, Sw

edish Advertising Association, Stockholm
. 

10/1931, N
ordiska R

eklam
förbundet -N

R
F (N

ordic Advertising  Association)
1935 Finland hosts 3

rdN
ordic Advertising C

onvention “Advertising in Pow
er”

1937 IC
C

 C
ode of Advertising Practice Approved as R

ules.

H
illariJohannes Viherjuuri, the announcem

ent m
anager of the publisher O

tava since 1918.245 As a talented w
riter, he w

rote both 
serious and hum

orous articles, causeries, puzzles and quizzes to m
agazines and com

ic books. H
e used the alias, Veli G

iovanni 
(Brother G

iovanni).

C
onstant com

m
unication from

 S
uom

en S
anom

a-lehdenkustantajain
liitto (Finnish N

ew
spaper Publishers’ 

Association) to secure incom
e for new

spaper advertising by dow
nplaying other than ow

n Bureau, decrease 
disproportionate discounts to businessm

en, subscribers (private agents), securing paym
ents. N

egotiations 
w

ith bureaus on 15-35%
 com

m
issions. In 1931, collateral in bank of 500 000 m

arks (ca. 200 teuros
in 2019). 



•
sielutiede

(soul science), H
arry L. H

ollingw
orth (Strengell, 1924)

•
to excel in planning and producing advertising, one m

ust have 
know

ledge of psychology and econom
ics (Teollisuuden

Ilm
oituskeskus, Industry Announcem

ent C
entre, 1925)

•
Am

erican style versus local Finnish style advertising as a topic of 
discussion. Am

erican style w
as sensual and artistic. H

ow
ever, a 

distinct Finnish style w
as considered as essential and to be 

preferred, especially in the fight for dom
estic products and 

m
anufacturing.

•
R

autavaara (1936): “honestappropriateness” in advertising. 
H

ence, ensuring that the public know
s that w

hen advertising w
as 

done professionally it w
ould not be egoistic bragging about the 

product, m
erchant, or service. Instead, it should be understood to 

have been developed in high quality and to serve consum
ers w

ith 
relevant inform

ation about products they need
•

U
lfves

(U
SR

) (1936): ”…
Am

erican conspicuous advertising 
aim

ing at aw
akening attention, often at the expense of 

pertinence, does not affect our people […
and] our adm

en have 
had to create here in Finland an advertising style to w

hich the 
Finnish national psyche reacts.”

1923, estim
ating the bureaus’ total revenue to be 3 m

illion 
m

arks, and in 1938 this w
ould have grow

n to 51 m
illion m

arks. 

1.
Sanom

alehtien Ilm
oitustoim

isto, established
1913

2.
Teollisuuden Ilm

oituskeskus, established
1924, in 1927 

nam
e

changed
to Suom

en Ilm
oituskeskus ILM

O
3.

U
uden Suom

en R
eklaam

itoim
isto (U

SR
), established

1924, in 1936 nam
e changed to R

eklaam
itoim

isto
O

y
4.

Liiketaloudellinen N
euvontatoim

isto, established
1924-

1929, re-established 1932 nam
e changed to Liike-Apu, in 

1935 nam
e changed to Liikem

ainonta
5.

O
y Erw

in, W
asey & C

o. Ltd., established 1925, in 1933 
nam

e changed to Erva-Latvala O
y

6.
Valotorni, established 1926

7.
SEK, established 1935

8.
Ilm

oittajain reklaam
itoim

isto O
y established

1934

S
anom

alehtien Ilm
oitustoim

isto, 25 years of business in 1938. 
They had been able during their existence to interm

ediate 320 000 
announcem

ents w
hich w

ere, according to K
auppalehti, valued 90 

m
illion m

arks (33,7 m
euros

in 2019). 
For a announcem

ent to be published in the new
spapers, the agency 

had to w
rite and send physical insertion orders to the new

spapers
In 25 years 1 250 000 insertion orders, over four thousand each 
m

onth (over 100 each day)

3 m
illion m

arks is valued at 1.05 M
 euros and 51 m

illion at 19.1 M
 euros in 2019. The 

industry had grow
n 18 tim

es larger am
ongst the largest agencies.

P2: 1920–1938 G
lory and Reasoning

Practitioners practicing reclam
are / advertising

1920
1921

1922
1923

1924
1925

1926
1927

1928
1929

1930
1931

1932
1933

1934
1935

1936
1937

1938



1920
1921

1922
1923

1924
1925

1926
1927

1928
1929

1930
1931

1932
1933

1934
1935

1936
1937

1938

1935, R
ector W

aino
Bonsdorfof K

auppakorkeakoulu (The School 
of Econom

ics) advertising education needed to be the 
responsibility of higher education in order to do w

hat he called 
akklim

atisointi(acclim
atization). This w

as also critical, in his view
, 

as “skilfully executed and m
orally rounded advertising is really the 

force that constructs and m
oves the business econom

y forw
ard”

1924 Strengellpubl. 1
stbook 

on reclam
are, w

ith H
arry L. 

H
ollingsw

orh
and AID

A

1925: Teollisuuden
Ilm

oituskeskus
–

Industriens
Annonscentral(Finnish Industry 
Announcem

ent C
entre). 

Ilm
oittajan

käsikirja

1928 T. R
autavaara M

ainonnan
Käsikirja

(Advertising handbook)

1932: A. R
aula

M
ainonnan

P
erusteet(Elem

ents of 
Advertising) “N

ew
 industries have created new

 advertising habits, w
hich are 

based on the thought that a dem
and for a product m

ust first be m
ade in order to 

have it produced and sold. C
reating new

 dem
and in people, their living habits, or 

desires is a necessity for putting products to the m
arket.” ground-breaking book

1934 Erva-Latvala 
publ. M

ainostaja
(Advertiser).

1931 Sales and Advertising School O
pens

1931 N
äyteikkuna

–
periodical 

opetustaulu
(teaching poster) for “a satisfied custom

er w
ill return as a kantaostaja

(frequent custom
er).” And continues w

ith “G
ood service is advertising to our store. 

It is m
uch discussed am

ongst our custom
er, brings new

 satisfied custom
ers, and 

enables our stores’ com
petitiveness and success.”

1937 first m
ainoshoitaja

(advertising adm
inistrator) education

1933 decision to incorporate advertising into the curriculum
 of 

K
auppakorkeakoulu (The School of Econom

ics) H
. J. Viherjuuri 

w
as invited as the first lecturer.

m
arket research: Erw

in, W
asey & C

o. Ltd. w
ere early adopters, est. their ow

n m
arket research arm

 in 1928, m
arket dept in 1930. 

1937 acquired ABC
-draw

ing school, and Linguaphone Institute. W
. K. Latvala becom

es an advocate of propaganda. 
1938, Erva-Latvala published the 421-page book M

ainonta-P
ropaganda (Advertising-Propaganda).

1935, Advertising lessons given on perm
anent bases at S

venska 
H

andelshögskolan
(The Sw

edish School of Econom
ics). M

.Sc. 
BenediktW

olontis, teacher of sales econom
y & advertising: 

“advertising is not l’art, our l’art, it is a m
ean, a strong such in the 

production devices’ aim
 to sell goods.”

1934
R

egular Advertising Lessons Begins at The 
School of Econom

ics.

1935 president P. E. Svinhufvud: “The 
heroes of Kalevala had a strong faith 
in the pow

er of the w
ord. Advertising, it 

seem
s to m

e, is the deliberate use of 
this pow

er for a definite purpose. I 
w

ish success for the w
ork that aim

s at 
developing this pow

er, m
aking it serve, 

ever m
ore efficiently, all good and 

useful ends.”



P2: 1920–1938 G
lory and Reasoning

Practitioners practicing reclam
are / advertising

Suom
en Ilm

oituskeskus oy:n kirjapaino 1931, Finnish H
eritage Agency Inv. ID

: H
K19670603:2827. Pietinen

Suom
en Ilm

oituskeskus oy:n kirjapaino 1931, Finnish H
eritage Agency Inv. ID

: H
K19670603:2826. Pietinen

1920
1921

1922
1923

1924
1925

1926
1927

1928
1929

1930
1931

1932
1933

1934
1935

1936
1937

1938

Key practitioners in bureaus:
W

. K. Latvala, Paul T. Thorw
all, Toivo

R
autavaara, Jorm

a
Suhonen, 

H
olger Erkelenz, Aarno

Knuus, AukustiTuhka, O
lavi Paavolainen, 

Arm
as J. Pulla

G
ustaf Strengell

R
eklaam

isuunnittelija (advertising
designer), reklaam

i taiteilija 
(advertising

artist) or graafikko
(graphical designer), yhteysm

ies
(contactm

an)
The titles w

ere used also to  upgrade the skill set of the adm
en w

ith 
w

riting skills, they w
ere called stylists or advertising editors at tim

es.
Key practitioners on client side: reklaam

ipäällikkö
(advertising 

m
anagers). book publishers O

tava’s H
. J. Viherjuuri alias VeliG

iovanni 
(Brother G

iovanni), and Yrjö
H

alm
e, G

. F. H
elsingius

at departm
ent 

store Stockm
ann and Artturi R

aula at Valtam
eri, A. W

. Lehonkoskiat 
System

a
com

pany.



P2: 1920–1938 G
lory and Reasoning

Practitioners practicing reclam
are / advertising

1920
1921

1922
1923

1924
1925

1926
1927

1928
1929

1930
1931

1932
1933

1934
1935

1936
1937

1938

R
eciprocal relationships w

ith m
ultiple 

organizations created know
ledge and 

affected how
 the agency business 

developed.

Bureaus
/ Agencies

C
lients 

(m
ostly dom

estic, 
som

e ow
ned by 

clients)

R
eklaam

im
iesten/ 

M
ainosm

iesten 
kerho

(R
eclam

are / 
Advertiserm

en’s 
C

lub)
(reps m

edia, agency, 
client, artists)

M
yynti-ja 

M
ainoskoulun 

K
annatusyhtiö 
(Sales

and 
Advertising School)

K
auppakorkeakoulu
(The School of 

Econom
ics)

H
andelshögskolan

(The Sw
edish School 

of Econom
ics). 

S
uom

en 
S

anom
alehden-

kustantajain liitto 
(Finnish

N
ew

spaper
Publishers’

Association)

N
ordiska

R
eklam

förbundet
-N

R
F 

(N
ordic

Advertising 
Association)

N
ew

spapers ow
ners

U
usi Suom

i
H

elsingin Sanom
at

M
agazine ow

ners
Suom

en Kuvalehti

R
adio, am

ateurs
& 

YLE

Trade periodicals
Liiketaito, K

auppalehti, 

M
ainostaja m

agazine 
(1938-> donated

to 
Suom

en 
M

ainosyhdistys) 

N
äyteikkuna m

agazine

U
nion C

ontinental 
de la P

ublicité ->
International 
Advertising
Association

S
uom

en M
ainos-ja

M
yyntiyhdistys (Finnish Advertising and Sales Association)

had num
erous nam

e changes R
eklaam

iestenkerho 1928 -> M
ainosm

iesten kerho ->
Suom

en M
ainosyhdistys (1936) -> Suom

en M
ainos-ja M

yyntiyhdistys (SM
M

Y) in 1950
-> 

Suom
en M

arkkinointiliitto (1979) -> M
AR

K Suom
en M

arkkinointiliitto (2003).

Sanom
alehtien 

Ilm
oitustoim

isto

U
SR

Teollisuuden 
Ilm

oituskeskus 
= Suom

en 
Ilm

oituskeskus 
= ILM

O

C
lient direct

patronage
w

ith
m

edia



The era end 1937-1938 –
Anticipation & Uncertainties

•
Finland’s geopolitical position difficult

•
W

orld w
as in an insecure political position and Finland tried to rem

ain an 
im

partial and peaceful nation

•
Propagandaliitto

(Propaganda Association) est. in 1937
•

acted under the Foreign Services and Defense
Departm

ent. All 
their activities w

ere approved by the sotaväen
päällikkö

(Com
m

ander-in-Chief of the Defence Force), M
inistry of Foreign 

Affairs, and the M
inistry of Defence.

•
By the end of 1938, Propagandaliitto

est. Finlandia U
utistoim

isto
(Finlandia N

ew
s Service)

•
relocation of the 1940 Sum

m
er O

lym
pic G

am
es to Helsinki instead 

of Tokyo m
asterm

ind prom
oting Finland to ensure successful 

propaganda
•

Adm
en and journalists took part in a Finnish m

ilitary inform
ation forces 

m
ilitary refresher course in M

ay-June 1938
•

O
n the “third battlefront” -journalists, advertising m

en, teachers, printing 
experts, radiom

en, artists, cartoonists, and w
riters

•
Finns could defeat enem

ies, even large ones, w
ith the pow

erful 
w

eapon of propaganda.
•

“A Finn is calm
, proper, and considerate; too m

uch roar and fanaticism
 

pings back from
 the recipient to the shooter like a bullet from

 a granite 
rock.”



P6: 1991–2006 O
ld G

iants Fail and Newcom
ers W

in
Setting the scene –

zeitgeist 

x.

•
In the beginning of this period, it began to be increasingly 
difficult to have strictly defined agency categories based on 
distinct criteria, for exam

ple, it is not obvious how
 the largest 

agency could be identified. Som
e of the agencies w

ere 
structured as groups that w

ere not stable for long periods.
•

G
roup and agency ow

nership w
ere not clear cut in 1991 

either. Som
e w

ere 100 per cent ow
ned by one person or 

com
pany, but m

any had m
inority shares sold to international 

chains. 
•

For exam
ple, Aarne

Salom
aa O

y ow
ned 77.2 per cent of AS-

G
rey shares, and G

rey Advertising only 22.5 per cent. As the 
holding com

pany, AS-G
rey ow

ned SEK & G
rey and M

Y & 
G

rey. 
•

Another m
ore com

plex exam
ple w

as AKT/BBD
 Business  

C
om

m
unication O

y. The original founders of Asanti, Konttinen 
and Torkler, held a 35 per cent share; personnel held 7.5 per 
cent; the international chain BBD

O
 W

orldw
ide N

ew
 York held 

40 per cent; and, finally, the investm
ent com

pany Bookkeeper 
Investm

ent held 17.5 per cent
•

Exam
ple of nam

e changes: Finnad
in 1957, d in 1969 to 

Finnad-G
um

aelius, then back to Finnad
in 1978, and finally 

to BSB Finnad
in 1988 (acquired by Saatchi & Saatchi 

in1983), BSB Finnad
becam

e Bates Saatchi&Saatchi
Advertising Finland O

y in 1994.

•
The financial crisis and recession w

ere perhaps the w
orst 

in Finnish econom
ic history. Finland’s G

D
P turned 

negative, declining by 6.4 per cent in the last quarter of 
1991.

•
The bank’s liberal loan politics of the late 1980s did not 
turn out w

ell for com
panies or consum

ers. Interest rates 
rose,  property prices fell, and som

e of the largest banks 
collapsed. D

epression led to restructuring, dow
nsizing, 

and focusing on core com
petencies in m

any  com
panies.

•
a steep dow

nw
ard slope for society, the econom

y and the 
m

arketing industry in Finland. 
•

export industry strengthened from
 1991 onw

ard, rising 
from

 20%
 of gross production to 40%

 in 2000. 
•

im
portant driver of this w

as N
okia, w

ith their m
obile phone 

operations from
 the m

id-1990s onw
ards.

•
1994 U

nem
ploym

ent am
ongst youngsters under 25 years 

32.5%
 

•
1991 w

as harsh on the agencies, as w
as year 1999

•
W

orld w
ide w

eb em
ergence in m

id 1990s, dot com
-crash 

in 2000-2001.



P6: 1991–2006 O
ld G

iants Fail and Newcom
ers W

in
1991

1992
1993

1994
1995

1996
1997

1998
1999

2000
2001

2002
2003

2004
2005

2006

1993 estViherjuuren
Verkkoviestintä

(Viherjuuri’s
O

nline C
om

m
unications) 

leaflet’s
page

on m
ultim

edia

D
agm

ar m
ain 

w
ebpage in 1996 

w
ith M

edia-C
D

iN
etKeskuskatu

1996M
TL delivers info on w

eb 1997 / 5 of 42 agencies have w
eb pages

Interactive units in agencies est. (VPV Euro R
SC

G
, M

cC
ann 

H
elsinki)

w
w

w
.fi1996

D
agm

ar M
edia-avain

2001

SoneraPlaza
M

edia C
ard 2001

1,5 m
il. Visitors/m

onth

http://w
eb.archive.org/w

eb/20010604211514/http://fi.soneraplaza.net/m
ediakortti/m

ainosm
uodot.htm

l

Alex N
iem

inen: 
The

w
orks

1995

1995
G

R
EY IN

TER
AC

TIVE est.

1998 50%
 phone penetration & 20& internet penetration

1998
PH

S IN
TER

AC
TIVE est.

2000 M
arkkinointi

Viherjuuri est. Axel G
roup

1997 Interaktiivinen
Satam

a
est. (Talentum

85%
 -pers. 15%

)

(1989) W
W

W
 W

eb 1.0  1997
new

m
edia “sexy industry” (Suom

en Kuvalehti)
(2000) W

eb 2.0  2000-2002 & dot.com
 crash

eC
om

m
erce

& m
C

om
m

erce

D
igitalization

From
 the 

Finnish 
Agency 
perspective

Kärkim
edia

Spider 
digital transfer 
system

 launched

N
etbooking

est.

C
onsum

er daily
m

edia habits
in 2005: 

39.9 m
in. internet 

94.1 m
in. print

135.3 m
in. radio (66.2 m

in com
m

ercial)
182.6 m

in. TV (98.5 m
in. com

m
ercial)

2004-2006
3G



P7: 2007–2020 Technology O
verwhelm

s
Setting the scene –

zeitgeist 
•

Era begins w
ith a positive outlook on Finnish econom

y 
•

G
lobal finance crisis in 2008 & 2009 affected Finland. It brought 

a deep recession, w
ith the annual G

D
P declining by 6.4%

 in 
volum

e in 2009.
•

N
okia announced m

assive savings program
m

e in 2009, w
ith 

redundancies in Finland. The spearhead product, N
97, w

as a 
dism

al failure m
id-2009 

•
2017: 

•
3 600 m

agazines 
•

200 new
spapers 

•
20 com

m
ercial television channels, m

ost free to air (no 
subscription fees),

•
100 com

m
ercial radio stations 

•
30 different outdoor sales com

panies 
•

68 cinem
as show

ed m
ovies w

ith a big screen for 
advertising

•
N

um
erous digital channels 

•
All the new

 digital form
ats; G

oogle, Facebook & LinkedIn
•

Vloggers, Bloggers

Internet penetration 94%
O

f the Finnish people used: 

60%
 

26%
 

4%

Still large variations in age groups

Paid M
edia

O
w

n M
edia

Earned M
edia

C
ontinuous 

U
biquitous 

M
arketing



Sanom
a M

ediahinnasto 2020 https://m
edia.sanom

a.fi/sites/default/files/2020-01/Sanom
a%

20m
ediahinnasto%

202020.pdf
M

TV3 M
ediatiedot 2020. https://w

w
w

.m
tvuutiset.fi/blob/7685302/f733913c6e8ebdb9f5dad82deb417f3a/m

ediatiedot-2020-data.pdf
https://datareportal.com

/reports/digital-2020-finland
https://w

w
w

.iab.fi/m
edia/pdf-tiedostot/standardit-ja-oppaat/iab-m

arkkinointiteknologian-opas-2018-10-v3.pdf

P7: 2007–2020 
Technology O

verwhelm
s

2007
2008

2009
2010

2011
2012

2013
2014

2015
2016

2017
2018

2019
2020

2020: M
TV3 new

s w
eekly reach 52 %

YLE new
s 67%

 w
eekly reach 

M
ost trusted brands: 

1.
Yle

N
ew

s (84%
) 

2.
local new

spapers (81%
)

3.
H

elsingin Sanom
at (79%

)

Television View
ing habits in 2018: 

Linear TV supplem
ented w

ith m
ultiple apps: Yle

Areena, M
TV, 

C
M

ore, R
uutu, R

uutu+, and dPlay. 
Finland is am

ongst the first countries that m
easures total 

television view
ing regardless of w

hich device is used to w
atch it. 

This, TotalTV
is provided by Kantar and Finnpanel. 

2018, 
2 hours and 45 m

inutes.
+35 m

inutes  the TV devices w
ere used for other view

ing.

Adform

D
oubeC

lick

2018 G
D

PR
data privacy issues 
1

stparty data2020 C
hrom

e
1

rdparty cookies

Transparency?
Trading Desks



P7: 2007–2020 
Technology O

verwhelm
s

2007
2008

2009
2010

2011
2012

2013
2014

2015
2016

2017
2018

2019
2020

Advertising agencies im
age 2007-2013, Add Value.

Q
uarterly investm

ent in m
edia advertising from

 2013 to Q
2 in 2020 (Kantar TN

S.)

M
ass m

edia investm
ent shares in Finland 2007–2019

H
alf of this period’s annual m

edia 
investm

ents w
here negative com

pared 
to the previous 
(2009, 2012, 2013, 2014, 2015, 2017, 2020) 
–

2009 deepest dow
nfall, -15.8%



Advertising Agencies som
e lose, som

e w
in

•
G

lobal financial crisis and declining m
edia investm

ents contributed to 
further struggles for the advertising agencies. M

any of them
 began several 

em
ployee cooperation negotiations during this era, w

hich ended in both 
layoffs and dism

issals of personnel. It also gave a justified reason to 
reconstruct em

ployee skill sets by firing em
ployees w

ith outdated skills and 
hiring m

ore digitally oriented and capable people
•

Bob H
elsinki

•
7th largest in 2007 w

ith 6.4 m
eursales m

argin. 18th in 2011, 12th in 2012. 
10th 2014, 20th 2018 & 2019

•
2007 Bob H

elsinki est. a joint com
pany w

ith Finnish-ow
ned consultant agency 

August, and nam
ed it A&B.

•
2007 Kontaktitoim

isto
(contact agency) Toinen, Bob H

elsinki, and ten planners 
est. a “high m

argin digital agency”, G
yllene

Skor (G
olden Shoes)

•
2011 m

ost creative agency in Add Value R
esearch

•
2013 m

erged w
ith R

obot C
reative & becam

e Bob R
obot

•
2016 Bob the R

obot leads m
ost aw

arded agency in G
rand O

ne (digital agency 
com

petition)
•

2016 Bob the R
obot w

on the m
arketing agencies category for agencies w

ith 
over sales m

argins over 5 m
eurs

in a new
 com

petition called V
uoden

toim
isto

(The Agency of the Year)
•

2018 est. Bob the R
obot Engage, w

ith analytics and digital skills. This and Bob 
the R

obot Picture w
ould be revenue drivers for future

•
Evia sought to diversify and acquired G

SM
 Finland in 2008, w

hich endangered 
all their business. In 2019, all the group agencies w

ent bankrupt, including 
M

arkkinointiViherjuuri at the age of 54 years
•

2020: M
cC

ann H
elsinki, changed the nam

e in Septem
ber to Briefcom

m
O

y. 
O

ctober it w
ent bankrupt. The foundation of this agency lies in Liikem

ainonta
(est. 1924), 4 additional years, it w

ould have been 100 years. 

•
2007 JW

T N
etw

ork w
ins the N

okia account from
 G

rey
•

Account m
oves from

 SEK & G
rey in Finland to JW

T est. 1962 as, 
H

uhtam
äki’s

house agency, 1985 part of global J. W
alter Thom

pson, 
& w

ith 52.2%
 global ow

nership in 2002. In 2007 the H
elsinki JW

T 
w

as 1/3 of SEK & G
rey size. 

•
2011 JW

T H
elsinki had 4

th strongest advertising agency im
age in 

a Add values R
esearch. M

D
 J. G

allen: 
•

“I am
 even allergic to publicity, as the w

rong kind of publicity seeking 
outside the industry, is often seen as bragging, and w

e are just 
here to produce advertising for our custom

er that brings 
results.”

•
2012 JW

T H
elsinki incorporated digital into all planning & 

production for their clients (tech coding Into D
igital). W

PP w
as the 

w
hole-ow

ner of JW
T. Becom

es 3
rdlargest agency in 2012.

•
W

PP in Finland 2012 m
edia agencies in G

roup M
; the com

m
unication agency 

H
ill & Know

lton; the advertising agencies W
underm

an and Y&R
, and 

also the research com
pany TN

S G
allup. In addition to these 

com
panies, W

PP w
as a m

inority shareholder in Taivas, N
2 and SEK 

& G
rey.

•
JW

T acquired m
ajority equity stake of Activeark, the Finnish full 

service digital agency “This acquisition continues W
PP’s strategy of 

investing in digital capabilities and its com
m

itm
ent to developing its 

strategic netw
orks throughout Europe.”

•
2014 Activeark

JW
T est. office in Stockholm

 (they had already 
office in London & M

um
bai)

•
2015 Activeark

JW
T est. a global agency netw

ork, M
irum

. H
elsinki 

office becam
e M

irum
 H

elsinki

P7: 2007–2020 
Technology O

verwhelm
s

2007
2008

2009
2010

2011
2012

2013
2014

2015
2016

2017
2018

2019
2020

https://w
w

w
.m

arkkinointiuutiset.fi/artikkelit/m
ccann-helsinki-sai-uuden-toim

itusjohtajan

2019
#5

Taivas  (H
eaven)

•
2007 Taivas

Innovation’s Sulake
C

orporation O
y bought D

ynam
oid

O
y, the com

pany ran 
the “Finnish Success Story” IR

C
-G

allery w
ith 850 000 visitors per w

eek, 415 000 
registered users, and 2.2 billion page-im

pressions per m
onth in 2007. H

ence, it w
as said to 

be largest w
ebsite in the N

ordics. IR
C

-G
allery already had a foothold in G

erm
any, 

Lithuania, R
ussia, and Estonia,

•
2008, the Taivas

G
roup w

as in the headlines for their financial strains. M
any new

 ventures 
had failed; the anim

ation business had ceased. The net portal for Igglo, the digital real 
estate service, w

as partially sold to Sanom
a in 2008. Igglo

had m
ade a loss of 15 m

illion 
euros over the past three years.1548 The Taivas

G
roup had only one business m

edia 
agency H

appiM
indshare w

as m
aking a profit 

•
They had planned to list the Sulake

C
orporation. D

igital m
agazine S

ilicon A
lley Insider had 

valued the Sulake
C

orporation to be w
orth 800 m

illion euros. The H
abbo H

otel and IR
C

 
G

allery, C
orporation’s m

ain businesses, had a turnover of 43 m
illion euros and m

ade a 
total loss of 4.6 m

illion euros. 

•
2008 Taivas

G
roup agencies w

ould now
 be under one roof and one brand. The driving 

force w
as the feedback received from

 key custom
ers. Taivas

had too m
any unstructured 

projects. Let go of 20 per cent of their 70 em
ployees.

•
2008 Key person JussiN

urm
io

est. new
 agency w

ith Alex N
iem

inen N
2

•
2012 Taivas

G
roup changed its nam

e to Fifty Fifty
N

elja
and filed for bankruptcy. Fifty Fifty

N
elja

had only operations abroad, operations in Finland had been separated from
 this 

group. Thus, Taivas M
aan Paalla

O
y, and its

subsidiaries, Suunnittelutoim
isto Taivas, 

research agency Kuulas
M

illw
ard Brow

n, and production com
pany 7th H

eaven Production, 
w

ould continue their business w
ith approxim

ately 90 em
ployees.



2019  
Position

2018  
Position

Category
TO

P 10 - 2019 N
am

e 

Sales m
argin 

thousand 
euros

Em
ployees

O
perating results 

/ person thousand 
euros

1
1

Com
m

s, PR, content m
arketing

M
iltton

19 975
205

19
2

2
M

edia agency
D

agm
ar

16 426
182

15
3

3
Technology

M
obiilim

arkkinointi Routa
15 198

149
7

4
4

Advertising agency
Avidly Agency

13 700
190

-
5

5
Technology

M
irum

 Agency
12 470

124
13

6
6

Technology
Valve Group

12 376
153

1
7

9
Advertising agency

TBW
A/H

elsinki
12 297

99
26

8
7

Advertising agency
hasan &

 partners
10 661

97
1

9
8

M
edia agency

Toinen PH
D

9 907
88

21
10

11
M

edia agency
G

roup M
 Finland

8 853
89

3

R
ebirth

of inhouse
agencies? Veikkaus, SO

K, and Kesko
W

hat is the proper m
easure for top-10?

P7: 2007–2020 
Technology O

verwhelm
s

2007
2008

2009
2010

2011
2012

2013
2014

2015
2016

2017
2018

2019
2020

G
lobal holding com

panies, W
PP, Publicis G

roupe, O
m

nicom
 G

roup, D
entsu, 

H
avas, and Interpublic have their presence in som

e form
 in Finland.



P7: 2007–2020 
Technology O

verwhelm
s 

Practitioners Practising M
arketing 

2007
2008

2009
2010

2011
2012

2013
2014

2015
2016

2017
2018

2019
2020

Agencies w
ithout borders?

Key practitioners: 

M
edia agency practitioners, Tuula

Kallio, m
d for D

agm
ar for m

any years, and now
 retired, has been a prom

inent figure in advancing the 
m

edia agencies’ strengthened cooperation w
ith advertisers. She continued to build D

agm
ar a stronger agency w

ith the m
otivation and 

capability to invest in new
 business areas

Advertising agency practitioners, Am
i H

asan “The G
odfather”. W

as outspoken and active, ready to step aside, but, as he stated, no w
illing 

am
bassadors seem

ed to exist. H
is passion and com

m
itm

ent to advance the m
arketing industry kept m

arketing issues present in the 
m

edia. R
IP.

C
om

m
unication agency practitioners, M

athias Järnström
com

es forth from
 the text as a hum

ble, com
m

itted, am
bitious, entrepreneurial 

force that thinks big and speaks of boosting the Finnish econom
y (not the m

erely the m
arketing industry). 

D
igital or technology agency practitioners, there w

as no person that stood out. The agency that show
s the am

bition to drive and extend 
m

arketing to business-to-business, governm
ental, and other arenas w

as valve group. In addition, the group has a drive to strengthen their 
business into international m

arkets. The m
anaging director for valve group since 2011, Jorm

a
M

aaninka, is rarely m
entioned, although 

undoubtedly has been an im
portant figure in the strategic decision the group has m

ade. 

The godm
other of m

arketing w
as, for this era, Anne Korkiakoski, w

ho took the applicable events’ arenas and w
as a convincing 

am
bassador for strategic m

arketing.



Theoretical Im
plications: Cross-Periodic

A Concise Interpretation of the Evolution of the Finnish M
arketing Industry 1883–2020 (RQ

1)

Five areas w
ere the m

ost im
pactful on how

 the industry 
developed and on the agencies’ trajectories. These are: 

1) the perception of m
arketing 

2) the reciprocal relationship of all m
arketing practitioners

3) choice of custom
ers

4) ow
nership issues (not presented here)

5) m
arketing practitioners (not presented here)



Theoretical Im
plications: Cross-Periodic

A Concise Interpretation of the Evolution of the Finnish M
arketing Industry 1883–2020 (RQ

1)

1. the perception of m
arketing

•
rules set in 1928 for the R

eclam
are M

en’s C
lub: 

•
reclam

are w
as the catalyst for building Finnish 

society through strengthening the econom
y. 

•
“M

arketing is the activity, set of institutions, and processes 
for creating, com

m
unicating, delivering, and exchanging 

offerings that have value for custom
ers, clients, partners, 

and society at large.”AM
A, 2007–2017 definition.

•
Adm

en’s boosted this perception w
ith taking actions, w

riting 
articles, and giving lectures 

•
Key m

arketing practitioners’ sem
inars, congresses, and 

dem
ands for scientific research all exhibited that m

arketing 
w

as to be taken seriously. 
•

They m
et and collectively agreed on how

 to im
prove the 

m
arketing industry

•
agreed actions w

ere com
m

unicated through the 
m

edia. 
•

they strategized and ensured that m
arketing w

as 
utilized as a strategic tool. 

•
O

ne of the eras w
here m

arketing had show
n its pow

er, w
as 

during W
W

II, and w
hen re-building the econom

y after the 
w

ar. M
arketing had thus proven its im

m
ense pow

ers to 
build the econom

y and benefit the society.

1970s onw
ard

•
The perception of m

arketing appeared to becom
e 

narrow
er. 

•
The focus on m

arketing m
anagem

ent and advertising 
techniques ensured the efficiency, effectiveness, and 
constant fine-tuning of m

arketing com
m

unication. 
•

This study dem
onstrates, to an extent, that this fine-

tuning continues.

•
W

ill the desire to build cross-channel holistic seam
less 

custom
er experiences broaden the perception and the 

job of doing m
arketing to a m

ore strategic level? 
•

O
r the increased consciousness of social 

responsibility, does it broaden the aspirations for 
businesses to understand and incorporate m

arketing 
as a strategic tool to their daily business strategy 
agenda?



Theoretical Im
plications: Cross-Periodic

2 ) Reciprocal relationship of all m
arketing practitioners

•
The industry’s strategic trajectories w

ere the sum
 of m

any forces. From
 its infancy, strong coalitions w

ere 
form

ed, and the associations, educational institutions, and clients all played a significant role. This 
industry’s m

arketing practitioners’ reciprocal relationship ensured that the entire industry grew
 and 

developed. Analysing this from
 the perspective of agencies show

ed that this industry level evolution also 
affected how

 the agencies developed their internal m
arketing practices. 

•
It displays the evolution of the com

plex m
arketing industry w

hich m
ost dram

atic changes have been 
outcom

es of the reciprocal relationship of three key actors; agencies, m
arketers and m

edia. W
hich all 

have used their pow
er in their respective w

ork through their associations. 

•
N

onetheless, m
ost significant to any specific agency’s developm

ent, w
as the choice of clients. 



Theoretical Im
plications: Cross-Periodic

A Concise Interpretation of the Evolution of the Finnish M
arketing Industry 1883–2020 (RQ

1)
3) choice of custom

ers

•
The core com

petency of Finnish agencies w
as in their superior understanding and know

ledge of the 
Finnish consum

er, the Finnish m
edia landscape, and the Finnish m

arket industry and its ecosystem
.

•
Agencies served international m

arketers’ business in Finland; the interest of global agency netw
orks 

and holding com
panies w

as subject to their client’s need to strengthen their business in Finland.
•

SEK supported Aero (Finnair) from
 1935, and N

okia in the 1990s, in their m
arket expansions.

•
Agencies need to invest in technical capabilities. Investm

ents are m
ade to collect and store 

actionable data on consum
ers and m

edia vehicles, as w
ell as on tools and system

s to utilize the 
data. In addition, investm

ents are m
ade in training personnel to use and transform

 this data into 
insight for m

arketing com
m

unication proposals for clients.
•

Finnish consum
ers’ and businesses’ m

edia consum
ption and purchase habits have shifted to also 

encom
pass global m

edia platform
s (G

oogle, Facebook, and Linkedin) and online shops. Thus, the 
m

arketers and agencies need to follow, and learn to use these global m
edia platform

s and tools. 
H

ow
ever, the language, tone-of-voice, visuals and activations still need to adhere to “Finnishness”, 

w
ith the exception of the agencies that handle their clients’ global m

arketing



KeyTake
O

uts for Today

1.
Be fam

iliar w
ith your com

pany roots & evolution, in order to avoid re-inventing. 
1.

W
hat needs

to change & rem
ains the sam

e?

2.
U

nderstand the reciprocalrelationship
the com

pany has w
ith the other key 

stakeholders

3.
U

nderstand the im
pact the

choosing your custom
ers and their im

pact on your ow
n 

product and service offering

4.
G

lobal versus D
om

estic. C
hoice ofinternationalrelationships, are you or the 

international agency in charge of your business?

5.
People –

personnel, ask, listen, act, im
plem

ent, learn, institutionalize?



Tips for history research in Finland
https://w

w
w

.finna.fi/Finna.fi is a search service that collects m
aterial from

 hundreds of Finnish organisations under one roof. 
U

sing versatile search functions, you can easily access m
illions of item

s, free of charge.

https://elavam
uisti.fi/The N

ational AudiovisualInstitute (KAVI) is subordinate to the M
inistry of Education and C

ulture. The 
N

ational AudiovisualInstitute (KAVI) is a cultural m
em

ory organization and supervisory agency w
hose task is to preserve the 

audiovisualcultural products of Finland and to prom
ote audiovisualcultural heritage and m

edia education.

https://digi.kansalliskirjasto.fi/etusivu
The N

ational Library of Finland is the oldest and largest scholarly library in Finland. It is 
responsible for the collection, description, preservation and accessibility of Finland’s printed national heritage and the unique 
collections under its care.

https://w
w

w
.elka.fi/index.php/en/research/database

The Central A
rchives for Finnish Business Records (Elka) is the only institution in our country 

that specialises in the preservation of the docum
entary history of com

panies and business life.
https://w

w
w.elka.fi/designarkisto/index.php/fi/aineistot/tietokannatD

esign A
rchives began its operations in 2010 and its aim

 is to docum
ent 

and prom
ote research on Finnish user-centric design. It is operating in conjunction w

ith the Central A
rchives for Finnish Business Records. D

esign 
A

rchives receives docum
ents from

 designers, design agencies and com
panies. The m

aterial includes contract and project docum
ents,negotiation 

m
em

oranda, brochures, draw
ings, pictures, m

odels, prototypes and finished products, for instance. D
esign A

rchives offers also
inform

ation services 
for users of design docum

ents.

https://svenska.yle.fi/
https://areena.yle.fi/tv/ohjelm

at/historia
-for exam

ple on the W
inter W

ar https://areena.yle.fi/1-668466



Tips for history research G
lobal 

https://w
w

w
.loc.gov/collections/Library of Congress (U

SA
) digital collection. The Library of Congress is the largest library in the w

orld, 
w

ith
m

illions of books, recordings, photographs, new
spapers, m

aps and m
anuscripts

in its collections. The Library is the m
ain research arm

 of the U
.S. Congress 

and the hom
e of the U

.S. Copyright O
ffice.

https://w
w

w.w
dl.org/en/Launched in 2009, the W

orld D
igital Library (W

D
L) w

as a project of the U
.S. Library of C

ongress, w
ith the support of 

U
N

ESC
O

, and contributions from
 libraries, archives, m

useum
s, educational institutions, and international organizations around

the w
orld.The 

m
aterials collected by the W

D
L m

ake it possible to discover, study, and enjoy cultural treasures and significant historical docum
ents including 

books, m
anuscripts, m

aps, new
spapers, journals, prints and photographs, sound recordings, and film

s.

https://historiana.eu/Historiana
offers free

historical content,ready to use
learning activities,and

innovative digital toolsm
ade by and for history 

educators across Europe.

The
Europeana

w
ebsite (Europeana.eu)is Europe’s digital library, m

useum
, gallery and archive, providing online access to a vast store of cultural heritage m

aterial
and collections from

 across Europe.

https://archive.org/
Internet Archive

is a non-profit library of m
illions of free books, m

ovies, softw
are, m

usic, w
ebsites, and m

ore.Search the history of over614 
billion

w
eb pages

on the Internet incl. w
aybackm

achine.

B
e C

ritical 
R

em
em

ber legal issues, copyrights 



M
arketing Industry from

 the Film
 Production Com

panies perspective

Finnish A
dvertising 

Spots, long version
Finnish A

dvertising 
Show

reels 1970s –
2000s


