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Introduction

NOTES

INTRODUCT'IONt

Advertising is anon-personal mass mediurLr hy u,hich marketers coflrmunicate
with their customers. Advertisers (compan ie s that iielvertise their products) pay
for transmitting relevant messages through appropriete rrrcdia. Advertising aims at
reaching out to a large group oftarget audiericc. 'ilrt: liorv ofcommunication is
unidirectional

The objective ofadvertising is to enhance blar rrl cquitr,: l}and equity increases
when more consumers are aware of the brand; thcir associations with the brand
become stronger and more positive, their percept ions oFbrand quality become
more favourable and they grow more brand loyal. Advertising enhances brand
equitybyforging favorrrable, strong and unique associations in consunrer's menory
betweenthebrandanditsfeaturesandbenctits. Whenathertisingcreatesunique
andpositive messages. a brandbecrirnr:s difll'rerrtiatecl fiom competitive offerings
and is relatively insulated from future pricc c.rmpetitions,

Strong advertising represents a deposit in the brand equity bank. But only
strong, i.e., different, unique, clever and rnernorable advertisements represent a

deposit.

The book, Advertising und Puhli,.: Relatiuns. is divided into five units.
Unit I traces the evolution of advertising and highlights its importance and
significance. Unit 2 discusses the various advertising objectives and advertising
carpaigns. While Unit 3 highlights the irnportanoe and application ofadvertising
nrcdia, Unit 4 discusses the need ofpublic relations. Unit 5 discusses the various
tools o fpublic relations,

The book follows the self-instructional mode wherein eachunit begins with
an Intoduction followed by an outline of thc Unit Objectives. The detailed content
of each unit is then presented in a sirnple and structured format. Check Your
Progress questions are provided at rcgular intervals to test the student's
understanding of the subject. A set of Qucstions and Exercises as well as Key
Terms are also provided at the end ofeach unit,

S elf- Ins tructiona I Material
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OF ADVERTISING: NATIONAL
AND GLOBAL
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1.0 INTRODUCTION

Advertising communicates to people how the advertised product/service can
satisff some relevant need of theirs in a meaningful way. Advertising is a
substitute of human salesmanship. Advertising includes all the visual or oral
messages transmitted to the people which aim to inform them and influence
their buying behavior, or to incline the target audience favourably towards
institutions, ideas or persons that have been featured.

Advertising helps in achieving the business interests of an organization.
The manner of advertising, however, may differ keeping in view the objectives
behindit.Advertising is tailor-madetobe fullyeffective.Afirmthatmanufactures
goods for the industrial sector will not be interested in embarking on a large scale
campaign aimed at attracting the attention of housewives. Thus, it would not
be incorrect to say that advertising attains greater significance for standardized
products which are aimed at large markets.

It is said - doing business without advertising is like talking alone in
an empty room; you know what you are saying, but nobody else does. This
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speaks volumes of the importance of advertising in the modern world. Its
importance can also be judged by the fact that in today's world it is tough to
imagine any organization which does not advertise. Every business strives to
make profit. Advertising is a very powertul tool that is extensively used by
business organizations to promote goodwill, increase sales, create awareness; in
short reach people with the right sense at the right time. It is a tool for making
an organization and its products and/or services known to the people at large, in
such a manner that it brings about a desire to buy the product and/or avail the
services being offered by the company,

Before we move on to the definitions of advertising, let us differentiate
between advertising and advertisements. Advertising is a process which uses

advertisements to promote a product/service/idea. It includes the process of
planning, developing, preparing and producing, placing the advertisements in the
selected media and finally assessing the effbcts of the advertisements. On the other
hand, advertisements can be defined as materials that are used to convey persuasive
messages to target prospects. Advertisements could be printed or broadcasted.

Advertising also involves significant financial implications. At the
same time, the objectives achieved by way of advertising may or may not be
commensurate with the incurred expenses. Successful advertising depends
on the right combination of numerous factors such as market trends, brand
preference and various media used to reach the target audience.

1.1 UNIT OBJECTIVES

After going through this unit, you will be able to:

. Explain the meaning of advertising

. Understand the nature and scope of advertising

. Explain the importance and benefits of advertising for the advertiser/
sponsor and consumer

. Understand the advertising objectives

. Explain the functions of advertising

. Understand the relevance of advertising as a marketing tool

. Able to delineate the evolution and growth of advertising

. Detail the history of advertising in lndia

I.2 DEFINITIONS OF ADVERI'ISING

The word 'advertising' has beeu derived tiom the Latin word -- advertere -which means to attract people's attention to a specific product or service. The
most commonly used definition of advertising was given by the American
Marketing Association (1960). It defined advertising as any paid form of non-
personal presentation and promotion of ideas. goods or service by an identified
sponsor. In the simplest of terms, advertising can be defined as a paid form ofnon
personal communication about an organization or its products that is transmitted
to a target audience, through an appropriate medium.

Albert Lasker, the father of modern advertising, termed advertising as the
salesmanship in print.

According to Mason & Roth, advertising is a salesmanship without a
personal salesman.



Krick Patrick defines advertising as mass communication of information
intended to persuade buyer so as to maximize dollar profit.

Advertising is basically a pa id form of (or comm erc ial) mass communication.
Professor James E. Littlefield and Professor C. A. Kirkpatrick, in their book
Advertising: Mass Communicution in Marketing, have defined advertising
while differentiating commercial communication, mass communication, and
commercial mass communication:

The basic function of commercial communication is tcl change a person's
attifudes about or actions toward a subject or object.

The purpose of mass communication is to change or reinforce the
attifudes of many individuals and if possible, to cause them to take actions that
are favourable to the communication.

The basic objective of advertising, as a commercial mass communication is
mostly is to induce purchase. Advertising tries to succeed in this objective by trying
to change the buying behaviour ofpotential customers, by sustaining or reinforting
the buying behaviour of existing customers and of course, by trying to create oi
maintain a favourable action towards the aclvertisecl product or company.

Albert Laskar gave a definition of advertising in the 1920's, when the
only advertising media available were newspapers and magazines. According
to him, 'Advertising is salesnttnship in print'.

The Definition Comntittee of the American Marketing Association
(AMA) gave one o1'the most commonly used definitions of advertising in
1948. It defined advertising as any paid form of non-personal presentation and
promotion of idea, goods, or services by an identified sponsor.

Although this definition is widely accepted, yet there are some
shortcomings in the definition. In 1988, Dorothy Cohen, in her bookAdvertising
pointed out that this definition does not mention about the persuasive nature o1
advertising, its creative aspects and the large number of advertising media.

So Dorothy Cohen suggested the fbllowing definition:

'Advertising is a business activity employing creative techniques to design
persuasive cotttmunication in tnass media that promote ideas, goods and
services in tt manner consistent with the achievenrent of the advertiser's
objectives, the delivery of consumer satisfaction and the development of
social and economic welfare'.

A British advertising industry's professional bocty, The Institute of
Practitioners in Advertising (lPA), describes aclvertising as a fascinating
fusion of business and art. According to IpA, the planner, the negotiatol
the writer, the artist, the production expert, the management cooidinator
combine to form a team which delivers pertinent and hopefully first-rate
advertising solutions to help clients achieve their busines, goais.

Subroto Sengupta, in his highly acclaimed book, Brand positioning:
strategies for competitive Advantage, defines advertising as the discovery aid
communication of a persuasive difference for a brand to the target prospect.

Prof. Jaishri N. Jethwaney, who teaches advertising at the Indian Insiitute of
Mass Communication, New Delhi, has provided a working definition ofadvertising
in her book. According to Jethwaney, ailvertising is the art and science of buildin!
brands through persuasive communication and positioning them in consumers-'
perception with constant vigil on the market situation and consumer expectations.
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According to another definition, advertising is an organized method of
communicating information about a product or service, which a company or an
individual intends to sell. It is a paid announcement that is communicated with
the help of words, pictures, illustrations, music, etc., in a medium/media found
appropriate for reaching the target audience/prospective buyers.

The large number and wide variety of definitions only reflect the fact that
advertising has become what it is by borrowing heavily from a wide variety
of subjects - psychology, sociology, anthropology, economics, arts, literature,
etc.

Also, experts from a wide variety of backgrounds have contributed to the
growth of advertising as both, an industry and a separate academic discipline.
Different people from different backgrounds who had different approaches to
understanding the process, functioning and effects of advertising have developed
a wide variety of definitions.

Burt Manning of J. V/alter Thompson, defines advertising as one of
the important forces which serves the public interest. It is a form of open
communication between those who sell and those who buy. It is a form of
advocacy open to any company or cause that wants to argue in case. The jury is
the public and every purchase is a vote.

Nonetheless, advertising is different from salesmanship. Unlike
salesmanship which involves direct face-to-face communication, it is clear
from the various definitions that advertising is non-personal and indirect means
of communication with the prospects by means of various media. Salesmanship
involves communication through personal interview between the salesman and
the prospect while by way of advertising, the advertiser reaches a large number
of prospects simultaneously.

Advertising also differs from publicity in the sense that publicity may or
maynothave an identified sponsor, whereas adverfising always has an identified
sponsor. Unlike publicity, advertising is a paid form of communication. In fact,
it would not be incorrect to say that paid publicity is advertising.

Cnncx Youn Pnocnnss .

l. State any one definition of advertising.

2. Differentiate between advertising and salesmanship.

1.3 ADVERTISING - NATURE, SCOPE
AND IMPORTANCE

1.3.1 Nature and Scope of Advertising

. Advertising is both, an art and a science.
desired effects amongst the target group
mass-produced messages. It involves the
to ensure effectiveness of the message.

It is the art of bringing about
by way of exposing them to
science of human psychology



' Advertising provides a link between the producer and the consumer.
' Advertising is non-personal andthus excludes interpersonal communication.
' Advertising promotes tangible products like car, iPod; ideas like prevention

from cervical cancer, family welfare and services like hospitality, insurance
policy etc.

' Advertising is apaid form ofcommuuication where the sponsor (advertiser)
is always identified. The sponsor could be a cofilmercial or non-commercial
organization.

'' It tries to bring about a desired change in the behaviour of the target
audience.

' Advertising appears in a recognized media such as newspapers, magazines,
hoardings, radio, TV, direct mail etc.

we, as sfudents of advertising, must also venture into the world of
advertising for better understanding in terms of those who play an
important role in bringing advertisements to the consumers. There are five
key players:

. The advertiser

. The advertising agency

. The media

. Thevendor

. The target audience

Advertiser: Advertising begins with the advertiser. An advertiser is usually
the initiator of the advertising process. An advertiser could be an individual
or an organization or an institution. An advertiser may wish to communicate
information about product/service/idea to a target segment. It is the advertiser
who takes the final call on all important decisions like the advertising budget,
various media to be used to reach the target audience and the *-puign
duration.

Advertising agency: It is the second player in the advertising world. Advertising
agencies are hired by the advertiser to plan and execute an individual commercial
or a complete advertising campaign. This understanding between the advertiser
and the advertising agency is called the agency-client parfirership. Advertising
agencies provide strategic and creative expertise, media knowledge and
workforce talent to the advertiser. These agencies also negotiate good deals for
their clients.

Large companies may even have their own in-house advertising
agencies. This ensutes closer monitoring and better control over advertising.
These in-house agencies perform most advertising functions and many-a
times they also undertake all the functions of an external advertising agency
in a more cost-effective manner. It was the Liverpool-based Wtrite Stat
Line's in-house advertising agency that planned and created most of Titanic,s
advertising.

Media: Media can be termed as the third player. Media is the term used to
describe the channels of communication used to carry messages from the
advertiser to the target audience. The selected media must deliver advertising
messages in a way that is consistent with the creative effort.
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Media sells space in newspapers, magazines as well as in support media

like World Wide Web, to the advertiser. It also sells time in electronic media

like TV and radio. Media organizations also help advertiser/advertising agency

in selection of appropriate media for transmitting message to the audience and

offer assistance in ad designing.
There are different media that can be used for advertising. It is not rare

to find advertisements on billboards, walls, web banners, shopping carts, web

pop-ups, bus stop benches, logo-jets (advertisements on the sides of aeroplanes),

taxi doors and even in airbuses on the seat-back tray tables and overhead storage

bins. These days we even find advefiisements on fruits. It's not rare to find
advertising stickers on apples when we go to a supefmart to purchase them.

There are even advertisements on the back of movie tickets and supermarket

receipt bills. Advertisements may secln interesting and entertaining at times and

annoying at other time. Figure I.1 shows a metro with a I-INICEF advertisement

at a railway station. Buses and trains arc popular medium of advertising. A bus

with an advertisement is a comrron sitc uot only in India but abroad as well as

shown in figure 1.2.

Fig l.l .4dvertisentent on Metro

Irig I ).lrlrcrtisenrctrl ttn Br.ts.

Vendor: Vendors are the fourth pI;ryer in thc adverlising world. Vendors are a

group of service organizations that are responsible for providing assistance to

advertisers, advertising agencies and thc mcrlia. Venclors include freelancers,

consultants and other prolcssionlls who assist in meeting the advertising

objectives and planning as u,cll as dcsigning an advertising. It is not feasible

to hire all kinds of profbssiotrais its it ttteans a lot of money. Also, many a



times, the advertiser or the agency handling his advertising campaign may not
have an expertise in a particular field or they may also have their hands full
when it comes to work. Thus, an advertiser or an advertising agency may avail
services of copywriters, graphic designers, market researchers, public reiations
consultants, etc.

Target audience: The fifth player in the world of advertising is the target
audience. The advertising strategy, for any product or service oi idea, always
keeps inmindthe targetaudience. Interms ofmarketing, target audience denotls
the person who purchases a product (also called a customer). The advertiser/
agency spends a reasonably good amount of money on ascertaining the target
audience, they need to communicate with. However, many a timeJin spite or
a lot of research, a campaign may fail to reach particular target audiencl. One
must keep in mind that in advertising there may be more than one segment that
the advertiser needs to target. The latest advertising of Knorr soupy noodles
targets both children and their mothers.

1.3.2 Importance of Advertising

In today's modern world, advertising has become an integral part of our lives.
It is omnipresent. It has even made in-roads in our bedrooms. Advertising may
be entertaining, interesting, informative or annoying. we may love it or wL
may hate it, but the fact remains that it is difficult to imagine a world without
advertising.

Advertising also plays a very significant role in business as well as
society. Let us explore that. Every business enterprise makes use of marketing
in order to satisfy the needs and wants of its customers through goods and
services. The various tools used for marketing include the product, its price,
mode of delivery of product and the place. Marketing iniludes promoting
all the relevant information about the product to its target audiince. Thii
is also called marketing communication or promotion. The four ps of
marketing include product, price, place and promotion. An advertiser uses
several communication techniques to promote its product. Although these
techniques include sales promotion, public relations etc., advertising is
viewed as an integral part of marketing communication and is probably the
most visible one.

Advertising is a form of mass communication and its role is very
significant in communicating different types of information, keeping in mini
the requirements of the market and the target audience. At th; sime time,
advertising goes much beyond plain facts and helps in giving a personality
to the advertised product. Advertising can also increase price elasticity and
provide consumers with recall cues so that they can consider more subsiitutes
at the time of making a purchase.

Advertising helps us to make more informed decisions as customers. It
apprises us of the latest trends in the market. It informs us about the latest
innovations in products available in the market. As all the established business
houses make use of advertising as a tool of marketing communication, it is
beneficial for the consumers as it helps in comparing various brands of a
particular product in the market and in making informed consumer decisions.
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3. What is the scope of advertising?

4. Who are the key players in the advertising process?

5. What is the role of advertising agencies?

6. What are the different media that can be used for advertising?

7. What are the four Ps of Marketing?

8. Where does advertising flt in marketing communication?

9. How does advertising help customers to take informed decisions?

I.4 OBJECTIVES OFADVERTISING

Advertising is always goal oriented. It is undertaken to achieve a variety of
objectives. The objectives of advertising may be to:

. Catch the attention of the prospective consumers/customers.

. Promote or persuade prospective consumers/customers to find out more

about the product or'service. e.g., visiting the company's website.
. Create awareness about the product'
. Attract the prospective consumers/customers to try the product or avail the

services by offering introductory prices, trial offers, free gifts, coupons, etc.

. Introduce a new product/serviceiidea effectively.

. Reassure the customers that the brand is trustworthy and reliable.

. Disseminate any additional information regarding the advertised producV

service, such as any new feature ofthe product.
. Reaffirm an existing brand image or to create a new brand'
. Increase immediate profits.
. Influence a desired change in the buying behavior and consumption pattern

of the people. For example, it may try to persuade us to join a particular

computer course or donate for a charitable cause.

Advertising should concentrate on clear goals that should be measurable.

These objectives are known as DAGMAR (Defining Advertising Goals for

Measured Advertising Results). This concept was given by Russell Colley in

the year 1960 in his book DeJining Advertising Goals for Measured Advertising

Results. He defined advertising as a paid form of mass communication,. the

ultimate purpose of which is to impart information, develop attitude and induce

action thit is beneficial to the advertiser, generally the sale of a product.

In the same book, Colley concluded that 'Al1 commercial communication

that weigh on (or aim at) the ultimate objective of a sale, must carry a prospect

(recipient of advertising message) through four levels of understanding. The

prospect must first be AWARE of the existence of a brand or a company. He

musthave a COMPREHENSION ofwhatthe product (or company) is andwhat

will it do for him. He must ARRIVE at a mental conviction to buy the product.

Finally, he must stir himself to ACTION.'
A good (read great) advertisement should satisfy the objectives of both

the advertiser and the consumer. The advertising should meet the objectives of

consumers by engaging them and delivering the desired message. Nonetheless,



Satisfy Curiosity / Memory / Entertainment

Support Risk Associated with Attitude Change

Behavioral Change / Trial

Repurchase / Commitment / Reminder Behavioral / ChanCe I Trial

Fig. 1.3 Advertising and Consumer Objectives

it must achieve the advertiser's objectives. Advertiser and consumer have
different expectations from advertising. The advertiser must ensure that the
advertisement satisfies all the objectives/expectations of both, the advertiser
and the consumer. Figure 1.3 depicts this dual process of good advertising.

10.

ll.
12.

Cnncr Youn Pnocnrss

List any three objectives of advertising.
What is DAGMAR?
What objectives should a good advertisement satisff?
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1.5 FUNCTIONS OFADVERTTSING

At the elementary level, advertising is all about influencing the target audience
by providing them with information. Although each advertisement has specific
objectives to accomplish, advertising performs three primary functions:

. Giving information regarding product and brand: Providing relevant
information to the target audience is the chief function of advertising. This
information, in turn, helps the prospects of decision-making. The kind of
information in advertisement will depend on the product/servicelidea being
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advertised and the needs ofthe target audience. Ifthe product is technical,
the information carried in the advertisement will be detailed.

Giving incentives to take action: Various researches indicate that consumers

are averse to switching brands even when they are not completely satisfied
with the product they are using. It is not very easy to change their established
behavior. Advertising helps in bringing about the required change in the

buying behavior of the consumers by way of providing them reasons and

offering incentives to switch product brands. Incentives being offered may
include high quality, competitive price, trial packs, free gifts, warranties etc.

Giving reminders and reinforcements: Advertising is not only directed

at the prospective consumers/customers, it is directed at current customers

as well. Over a period of time, the consumers may forget why they bought a

particular brand of TV or car. Advertising repeatedly reminds the consumers

about their purchased brand, it unique features, its benefits, its value, etc.

Constant exposure to such messages (in the form of adve.tisements) helps

reinforce the consumer's decision and helps in creating brand loyalty.

Other functions of advertising can be summed up as follows:

' Registering the brand name
, Reminding the brand name
. Reinforcing the brand name
. Creating brand differentiation
. Creating brand preference
. Creating brand loyalty
. Reinforcing brand image
. Changing brand image
. Introducing a new product/idea/service
. Creating corporate image
. Reinforcing corporate image
. Changing corporate image

In the early 20th century Daniel Starch, pioneer in advertising research, gave

a formula to explain the functions of advertising. This formula is popularly
known as the Starch formula. According to the Starch formula, in order to be

effective, an advertisement should be:

. Seen, read or heard

. Believed
, Remembered
. Acted upon

Cnncr Youn Pnocnpss

13. What are the primary functions of an advertisement?
14. Define the Starch formula.
15. State any four functions apart from the primary functions of

advertising.
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I.6 ADVERTISING MODELS

After the Starch formula, another model was soon devised. The model, called
the AIDA model, stands for Attention, Interest, Desire and Action. According
to this model, an advertisement must catch the attention of the targetaudiencel
which in turn should generate interest in the advertised product/idea/service.
The model states that the generated interest must translate into a desire to
favourably act upon the advertised message. Initially, this model did not
say anything about a very pertinent factor, i.e., conviction. Thus, conviction
was added in the AIDA model as another factor and the model came to be
known as AIDCA (Attention, Interest, Desire, conviction and Action) model.

However, advertising cannot sell a bad product. someone may try a
product once influenced by the advertisement, but only once. A customer will
buy the product again only if it satisfies the needs and requirements of the
customer. Also, even a good advertisement wil not be able to sell a product
that is either over-prized or non-competitive or else, is not easily available.
Advertising cannot sell products/ideas/services to people who havi no use for
them.

Also, it would be wrong to view advertising as a magic wand in the
hands of the advertiser (sponsor) that would bring about the desired results
overnight. Advertising moves through different stages before it accomplishes
its objectives. These stages are as follows:

(i) Firstly, an advertisement is planned and then created, keeping in mind
the objectives to be achieved from the advertisement.

(ii) The message (advertisement) is transmitted in bulk to the target
audience.

(iiD It is received and assimilated.
(iv) It influences the attitudes and intentions.
(v) It affects the buying behavior of the prospect.

(vi) Repeated exposure affects trade effort and supply.
(vii) It affects product consumption.
(viii) It changes the market.

t6.
t7.

CHncx youn pnocnrss

What is the difference berween AIDA and AIDCA?
How many stages are there in an advertisement?

I.7 TYPESOFADVERTISING

Today's market, has a variety of products and services. Also there are a large
number of advertisers who want to communicate different ideas to people. There
is a wide variety of consumers, whom the advertisers want to reach by way of
advertising. These advertisers have different expectations from advertising and
want to achieve a wide variety of advertising obiectives. Accordingly advertlsing
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has been classified in diflerent ways. We can classiff advertising broadly

according to the following criteria:

' Target audience
. Geographic arca
. Medium
. Purpose

1.7.1 Advertising on the Basis of Target Audience

An advertisement always aims to reach particular segment of people. The

advertiser always has a particular segment in mind that he wants to reach out

to, by way of advertising. This segment of the population is known as the target

audiince. Based on two main types of target audience, i.e. consumers and

business, advertising can be classified into two types:

(i) Consumer advertising
(ii) Business advertising

Consumer advertising

A significant percentage of total advertising is directed towards consumers

who buy the products either for their personal use or for their household.

This type of advertising holds a lot of importance as the buyers of consumer

proaucti are not only very large in number but are also widely distributed over

a large geographical area. This type of advertising is directed at consumers

and is rponior.a by manufacturers, marketers, dealers or retailers. Different

types of services and ideas which are meant for general consumption are also

ipurt of consumer advertising. Consumer advertising aims at promoting the

saie of the advertised product or services. We find a large number of consumer

advertisements in print media, i.e., newspapers, magazines and broadcast

media like TV and radio. For example, these days, newspapers are splashed

with advertisement related to soaps and shampoos. Figures 1.4 and 1.5 show a

advertisement cuttings of Pears soap.
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Fig. 1.5 Pears Soap Advertisement

Business advertising

Not all advertisements talk about consumer goods and services and ideas for
general consumption. There are advertisements that communicate information
about products that are meant for professional use. These advertisements target

highly well defined target segment and thus such advertisements are rarely
published in mass media. These advertisements communicate information
regarding products like machines, sphere parts of machines and a variety of
services for business enterprises. Many a times these products are advertised by
way of direct mails to the target audience. These products are also advertised

during trade exhibitions and shows. We find such advertisements in specialised

business publications or professional journals as the general masses are not
interested in such products or services.

Business advertising can further be sub-divided into three types. These are:

(i) Industrial Advertising;
(ii) Trade Advertising and
(iii) Professional Advertising

(i) Industrial advertising: This type of business advertising deals with
advertisements that convey information related to industrial products and

services. Here the manufacturers or distributors are the advertisers and these

advertisements are directed towards the buyerslconsumers of these industrial
products or services. The goods that are advertised include raw materials,

machinery semi-manufactured goods, parts of various machines, etc.,

Advertisements of file cabinets, office desks, insurance and accounting are

examples of industrial advertising.
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(ii) Trade advertising: Trade advertising is another sub-category of business
advertising. This type of advertising aims at attaining higher distribution
both by expanding the existing chain of outlets and also encouraging
the already present outlets to stock more and more of products. Here the
advertiser is the manufacturer and the target audience includes wholesalers
and retailers.

(iii) Professional advertising: This is the third sub-category of business
advertising and it is directed towards professionals who are actually
responsible for taking decisions for the final consumers/buyers. These
professionals may be from varied fields such as medical, architecture,
construction etc. There are certain products for which it is the professionals
who take a decision on our behalf. F-or example, it is the doctor who
decides the medicine brands for patients. Profession advertising also aims
at encouraging professions not only to recommend the advertised product
or service to their clients but also to use the advertised brand of product
themselves. This can be seen in figure 1.6.
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Fig. L6 Professional Advertising

1.7.2 Advertising on the Basis of Geographic Area

On the basis of the geographical spread or reach, advertising
into three different types. These are:

(i) Local advertising
(ii) National advertising
(iii) Global/International advertising

can be classified
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Let us discuss them in details.

(i) Local advertising: Different organizations operate at different levels.
There are organizations that limit their business at local or regional
levels' They restrict their business to a city, district or a state. Thus, these
organizations aim at tapping the local and regional market. For this purpose,
such organizations adopt local advertising. They advertise their proar.ts
and services at the local level. That is the reason wliy local advertising has a
local flavour and uses local media such as local or regional newspapJrs and
radio channels for advertising their products. Suchlype of advertising is
used by retail stores as well. Small firms ma,v like to focus their marketlng
efforts first at local level and once they achieve success at this level, the!
increase their reach to cover wider areas for advertising their producti
services or ideas. A classic example of this is the advertisement of Nirma
washing powder, Nirma washing powder was initially advertised only in
Gujarat but later on it spread its reach at the national llvel also.

(ii) National advertising: There are organizations that operate at national level.
Such organizations have a broad base and advertise ainational level and thus
make use of national media to advertise theirproduct, service or idea. Such firms
may advertise on national TV or in national newspapers or magazines with a
nationwide circulation. National advertising is effective r,vhen the advertiser has
to reach out to a target audience at a national level. Large flrms not only advertise
at national level, at times they advertise at the locaf level as well in order to
sfengthen their position in specific local areas. This can be seen in figure 1.7.

Fig. 1.7 National Advertising



(iii) Gtobal/International advertising: With the lifting up of trade barriers
and opening up of econc!rry, there is significant increase in the number of
business organizations operating at the international level. Organizations
such as Sony, Pepe, McDonald's, L'Oreal, Coke and Pepsi have strong

presence in many countries. Such multi-national companies (MNCs),
obviously, target the international market and thus make use of global/

international adverlising. The advertiser rnay plan the same or different
advertising campaigns for different countries keeping in mind the target

audience. They make use of rnedia fiat have an international reach.

Such media irrclucles international magazines like Reader's Digest;

newspapers like The Time and fV channels such as Star, BBC, CNN,

etc. Since it is not easy to operate efficiently at such a big level, it has

been seen that many a times, global advertising agencies tie up with
national advertising agencies in order to facilitate things. Figure 1.8

shows global/international advertising.

Fig. ) .E Globai/httertailcnal Advertis ing
L7
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1.7.3 Advertising on the Basis of the Medium Used

Advertising makes use of different media in order to effectively communicate
the desired message to the target audience. The selection of media depends
upon factors like advertising budget, reach and penetration of the medium and
the profile of the target audience. Advertisers generally makes use of more
than one media to reach out to the audience. An advertiser may buy space in a
newspaper to advertise his product and also book a slot on a TV channel. This
helps in reinforcing the message. Therefore, we have different classifications
of advertising on the basis of the medium it uses. While print advertising
includes the print media, i.e., newspapers and magazines; broadcast advertising
is all about using radio and television to advertise one's product. Outdooi
advertising is very common and includes hoardings, advertising posters, wall
writing, all types of sign boards, banners, balloons etc. Sky wriiing is also a
part of outdoor advertising. Point of purchase advertising (also known as pOp
advertising) includes printed materials like leaflets, pamphlets, brochures etc
which are distributed or displayed at the places where the product is being
sold. Direct selling companies make use of postal services to advertise theii
products. This type of advertising is known as postal advertising. It is not rare
to find advertisements being displayed on motor vehicles like scooters, cabs,
cars etc plying on the road. This is transit advertising. Cinema advertising
can hardly go unnoticed whenever we go out to watch a movie. Internet
advertising can also be very effective to reach to the younger generation and
professionals.

1.7.4 Advertising on the Basis of Advertising purpose

Advertisements essentially promote goods, services or ideas. It is by way of
advertising that not only one may aim at giving a boost to profits, but aiso cieate
the primary demand for aproduct category. Some advertiseis aim at creating good
will by way of advertising while others may try to create &wareness r*gurding
various social issues by way of advertising.

An advertiser always has certain objectives in mind whenever he
advertises his product, or service or an idea. In fact, advertising can never be
effective unless the advertiser is clear about what he wants to aihieve by way
of advertising. one way of classiffing advertising is on the basis of the prrpor.
or objectives of advertising.

on the basis of the advertising objectives, we may classifu advertising in as
follows:

. Goods advertising and non-goods advertising. Commercial advertising and non-commercial advertising. Action advertising and awareness advertising
' Primary demand advertising and selective demand advertising

Goods advertising and non-goods advertising

Most advertising promotes goods. These goods may be of different types. They
may be consumer goods or industrial goods. The target audience fordifferent
types of goods is also different. The advertiser may choose to use different

18



media in view of the target audience he wants to address. Goods advertising
is also known as product advertising, Broadly, products can be categorized
into two types - consumer products and industrial products. Consumer
products are for direct consumption of the consumer while industrial products
include machinery and other spare-parts. Consumer products include both,
consumer durables and consumer non-durables. While consumer durables
include products such as washing machine, car, air conditioner etc which the
consumer does not buy at very short intervals of time; consumer non-durables
are the products such as shampoo, hair oil, food products etc that last for a

short while.
Irrespective of the kind of product the advertisement promotes, product

advertising ensures better sales and thus eventually generate more profit for
the advertiser. Product advertising or goods advertising essentially informs the
target audience about the product and can be further classified into three types
i.e. pioneering advertising; competitive advertising and retentive advertising.
The objective behind pioneering advertising is to create awareness and increase
acceptability of a particular product category among the target groups. Such
advertisements are informative and educative in intent. Such advertisements
do not promote any particular brand. New and unique product categories
like mosquito repellants make use of pioneering advertising. Competitive
advertising focuses on a specific brand of a product. It aims at promoting a
particular product demand. This type of advertising may undertake a direct
or an indirect approach. By way of competitive advertising, the advertiser
may aim at stimulating immediate buying action or emphasizing the benefits
of the advertised product in order to influence the consumer's final buying
behavior. Once a particular brand of product has gained a good standing in
the market, it is equally important to retain its standing lest the product
demand may begin to decline. Therefore, efforts are undertaken by the
advertiser to retain the loyalty of the customer towards the brand. Retentive
advertising helps the advertiser to achieve this. Retentive advertising makes
use of soft-sell approach where the customer is motivated to continue using
the product.

There is another category of advertising that does not deal with any type of
product. Non-goods advertising or service advertising includes advertisements of
services, ideas, organizations, places, etc. These are advertisements that promote
the service sector, Services are intangible, variable and perishable. Thus, it is
very important for the advertiser to emphasize in the quality of the services that
he is advertising. Establishing supplier credibility is especially important in this
category of advertisements deals with services and ideas. Thus, we may find that
such advertisements stress on the institution offering the service and the quality
of service. You must have noticed that advertisements of luxury hotels highlight
the quality of services they provide. Such an advertisement may emphasize
that they offer a 'home away from home' experience to their clients and that
they take care of every need of their clients with a smile. Service advertising
includes advertisements promoting education, entertainment, insurance etc.
An advertisement promoting an idea like 'Conserve Wild Life'is an example
of non-goods advertising. Advertisements which aim at promoting the image of
the advertiser and win greater acceptance by the target audience are also apart
of non-goods advertising.

Evolution and Growth of
Adverti s ing : Natio na I and

Global

NOTES

Self-Instructional
Material l9



Evolution and Growth of
Advertising: National and
Global

NOTES

Self-Instructional
Material

Cornmercial advertising and non-coGtmerciaN atlvertising

The underlying objective of commerciai advertising is to make profit. It aims
at increasing the sale of the advertiscd prortruct or service. In fact, most of the
advertisements fall in this category as profit-making is one of their primary
advertising objectives. On tire other liand, non-commercial advertising does
not seek profit. They promote ideas and airn at seeking acceptance, help,
support, aid anC even attitudinal charlges. Adveilisements promoting a

social message or promoting institutionai image are prirt of non-commercial
advertising. .A.dvertisement with a c,;lehritv encouraging the parents to take
their little ones to the closest puise polio booth or a cricketer urging the
masses to switch off ail lights before ieaving the room are examples of non-
commercial advertising.

Action advertising and awareness advertising

Some advertisers seek immediate action while sorne adveftisers have long term
goals in mind when they adveftise their product. service or an idea. This concept
of classifizing advertisements on the basis of the expected consumer response
was first mentioned by tivo advertising e,rperts - Stan Rapp and Tom Collins -in their book 'Maxi Marketing'.

Action advertising aims at direct and imrnediate response from the
targeted audience segment. That is rvhy, action advertising is also known as

'hard sell' advertising. Such advefiisements may achieve their advertising
objectives by offering special discounts for the early birds or give discount
coupons to encourage them to buy the advertised product or avail the advertised
service. On the other hand, awareness advertising has a long term goal. Thus,
it first works at creating awareness about the product, selice or an idea and
then aims at creating a positive image about the product. This, in turn, should
lead to the desired action. Awareness advertising is also known as 'soft sell'
advertising as the adopted approach is subtle and indirect. We, as students of
advertising ancl communication. must remernber that only a few advertisements
fall completely under one classification.

Primary demand advertising and selective dernand advertising

Most of the advertisements airn elt creating demand for a particular brand of
product. Such advertisements create selective dcmand tbr a particular brand of
the advertised product or a service . Tiris type c;1'advertising is called selective
demand advertising. ilowever. there is another category of advertising that
promotes a product category or a particnlar service sector as a whole, rather
than promoting a specific product brand. 'Ilicse acivefiisements aim at creating
the primary dernand fbr a procluet category anii are knov'n as primary demand
advertising. Generally, it ltas been seen tirat primar-"v- de,riand advertising is
undertaken by co-operatives or retail stores ra..hich comc together and advertise
on co-operative basis. Adr,.crtiseitents promoting platinum jewellery or an
ad encouraging consumptirrn *l' *ggs or mili< are all examples of primary
demand advertising. Advertisement issueci by the National Egg Co-ordination
Committee 'Sundalt ho -vau Mondtt.,-, roz khuao unde' (Be it Sunday or be it
Monday, have eggs daily) ean be vierveri ofien on television in the prime time
slot and is very popular.



Various aclvertising categories on the basis of geographic locations,
pu{pose, target audience and medium used for advertising have already been

discussed. Aparl from these categories, there are some primary categories of
advertising. Let us now discuss them.

Corporate advertising

Advertising is not only undertaken to increase the profit margins of a company.

Many a times, organizatrons advertise to promote themselves and build a

corporate identity for themselves. This type of advertising is known as corporate

advertising. Since this type of advertising is undertaken as a part of the
institution's public relations activities, it is also called institutional advertising.
In this category of advertising, an institution may present its own story or may
present its viewpoint on a current national issue or may highlight how it is
contributing to a noble cause or even the economic growth of the country. This,

in turn, creates goodwill for the institution and leads to brand building of the

organization and better acceptability of its products.

Since corporate advertising is seen as a part of the public relations
activities, the approach adopted in such advertisements is subtle and indirect.
These advertisements, unlike most of the other advertising categories, are

directed at multiple target audiences. An organizatron has everything to
gain from its various stakeholders like its employees, investors, consumers,

government authorities, shareholders, suppliers etc. Corporate advertising helps
in trust building between the organization and the multiple target audience. It
also generates goodwill among them and adds value to its products.

Public relations advertising is a part of corporate advertising which
essentially promotes the management of the organization and communicates
its policies, problems and performances to the public. The data from the annual
report of the company can also be cleverly used for the purpose.

Public service advertising

Business houses, NGOs, various government departments, etc., advertise as a

part of their social responsibility as well. These advertisements highlight various
important social issues and promote social causes. Such advertisements do not
aim at making profit and boosting sales. An adverlising film like 'Mile Sur Mera
Tumhara toh sur bane humaru'which emphasizes on national integration is an

apt example of public service advertising. These days, we can see a good number
of advertisements spreacling awareness about cervical cancer in newspapers,
magazines and also in broadcast media. In this type of advertising, it is essential
that the message be encoded strictly keeping in mind the target audience. Public
service advertising is also known by differeut names such as social advertising,
public awareness advertising and social awareness advefiising.

Political advertising

Posters, banners, hand bills" audio CDs, etc., have always been an integral part
of our election campaigns. But political advertising (in a more professional way)
was introduced in India by the Congress Party, tbr the 1985 general assembly
elections. At the behest of iate Sh. Rajiv Gandhi, the Congress Parly asked an

advertising agency--Rediffusion---to plan their advertising campaign for the
1985 elections.
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Political advertising (also known as election advertising) is not an easy
task. The target audience is varied and large and the time span for the campaign
is also limited. Different strategies and appeals have to be used in political
advertisements. The political advertisements in a campaign are in different
languages, keeping in mind the target groups. Both positive and negative
messages may be used in political campaigns.

Ever since Congress initiated this trend ofpolitical advertising campaigns
being handled by specialized agencies, other political parties have also followed
suit. These days, many of the political parties hire the services of various
advertising agencies like Madhyam, Clarion, Megacorp to handle their political
advertising campaigns.

Global advertising

Earlier, we had a closed economy. However, things changed with the economy
being liberalized. Liberalization of economy gave a boost to advertising indusfiry
as well. Global players entered the Indian domain and with the help of effective
advertising, they are making good profits.

Global advertising is defined as any paid form of non-personal
presentation and promotion of a product/service or an idea by an identified
global sponsor, to a global customer. Since the advertisements are for global
customers, the advertiser only opts for internationally acclaimed celebrities for
brand endorsement. Global advertising thrived in the post-liberalized era and
is perceived as a response to global marketing. It enables the advertiser to sell
his products/services or ideas at the global level rather than at just the national
level. Post-globalization, standardized products are being made available to the
customers across the globe. Thus, advertising helps in increasing the visibility
of these products at the global level, which in turn helps the advertiser achieve
his advertising objectives. Global advertising helps to create and later on retain
worldwide corporate image. It also helps in reducing production and creative
costs for the advertiser.

The success or failure of an advertisement in other countries depends upon
three factors-target audience, market share position and market competition.
Whether an advertiser will use the same advertisement/ad campaign in different
countries or not, primarily depends upon the audience segment the advertiser
is targeting to reach. If the advertised product is culture-bound, then different
advertisements of the same product are used in different cultures. However, if
the advertiser is targeting a segment which does not attach much importance to
culture, then advertiser may opt for a universal campaign. For example, pepe
jeans, targets the same segment of youngsters all over the world. So, they may
run a universal advertising campaign to tap the segment.

Global advertising may broadly include three different types of advertisements:

(i) International advertisements
(ii) Semi-international advertisements
(iii) Provincial adverlisements

When the advertiser uses a universal advertising campaign to target customers
all over the world, then such advertisements are knorvn as intemational
advertisements. For example-Brand. like Coke and Pepsi aim their products
towards the younger generation, all over the world. However, many a times partial



adaptation of the universal campaign is required. Such advertisements in which
a foreign product is shown in one's own environment with partial adaptation
of the universal campaigns are termed as semi-international advertisements. In
such advertisements, the theme may be the same but the copy is adapted to suit
the local market. Advertisements of an international brand of soap-{amay-is
an example of semi-international advertisement. In some advertisements, there
is complete adaptation of the theme of the universal campaign. It is done as
the target audience changes from country to country. A particular appeal in an
advertisement may be well received in a European country, but mayhave to be
changed when the same product is advertised in India. So, in order to suit the target
audience in a specific geographical area, the advertiser may have to fully adapt
to the local market. This is termed as provincial category of advertisements. 

-

Advantages of Global Advertising

' It helps in cutting production costs. This, in turn, can help in financing
more number of advertisements.

' Harmonized,and,globalised messages give better clarity to the prospective
customers and thus facilitate decision-making for them.

' Common factors in the customers at the global level helps in efficient
global marketing plan and deciding effective advertising strategies at the
global level.

' It gives global visibility to companies and their products, services and
ideas.

' It helps the organizations to keep up their corporate images at the
intemational level.

One major disadvantage of global advertising is that different markets have
different marketing environment. So, most of the times, different advertising
strategies are required to reach out to the target audience in different countries.

Adaptation of international campaign of Camay soap

Visual in campaign Country
(i) Abeautiful woman bathing in bathroom Universal Campaign
(ii) A man was also in the bathroom Venezuela
(iii) Only a man's hand could be seen Italy and France

In the ad

(iv) A man shown was waiting outside
The bathroom

(v) Man sees the woman much after
The woman was dressed

(Source: The Times oflndia, Feb 4,1996)

Cnncx Youn Pnocnnss

18. What is consumer advertising?
19. Differentiate between goods advertising and non-goods advertising:
20. What is public service advertising?
21. How is industrial advertising different from trade advertising?

Japan

India
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As already discussed, advertising caters to two different players - advertiser or
sponsor and consumer. The uses of advertising for both the players are varied.

1.8.1 Benefits of Advertising

Benefits of advertising for advertiser/sponsor

. Advertising provides a link between the advertiser/manufacturer and the
consumer.

. It enables the advertiser to reach its target group in an effective manner.

. Advertising facilitates the tlow of relevant information pertaining to the
advertiser's product/service/idea to the consumer.

. It promotes new ideas and products.

. Advertising enables efficient dissemination of relevant information
of a product such as its unique features, size, colour, price and models
available in the market.

. It expands the product market and thus increases the profit.

. Advertising provides brand visibility.

. It helps in restoring and reinforcing brand loyalty.

Benefits of advertising for consumer

. Advertising acts as a guide to consumers. It disseminates relevant
information about a product. The information pertains to the advertised
product or services, its benefits for the consumer, its availability as well
as price.

. It creates consumer awareness regarding socially relevant issues such as

female foeticide, consumer rights, energy conservation etc.
. It also creates awareness among the masses regarding the latest policies

announced by the govemment.
. It also educates the consumer about his rights.
. Advertising saves time of the consumer by creating brand awareness.
. Thus, advertising contributes to consumer welfare. It informs the

consumer what to buy, what to expect from the product, how to buy, why
to buy and also where to buy.

1.8.2 Advertiser and Consumer Expectations from Advertising

By now, we understand that advertising, if used properly and with adequate
planning, can help a good deal in promoting products, services and ideas.

Advertising can prove to be an effective tool in introducing newproducts, services
and ideas and increasing their adaptability amongst the target audience. Effective
use of advertising can also help in increasing sales, turning non-users into users,

brand switching and retaining the existing customers. Corporate advertisements
may also help in image building of the corporate houses. Advertising has both,
business and communication roles which means that it presents a product/service/
idea and also promotes it.



Depending on the advertising objectives, an advertiser may have
different expectations from advertising. However, generally speaking,
advertising helps in increasing the primary demand when used for a particular
product category rather than a particular brand, for example-advertisements
of products like eggs and milk as also advertisements of diamond and
platinum jewellery. Such advertisements may not highlight any one particular
brand, but they help in increasing the rate of usage of a particular product.
They help in increasing the sales and the usage rate by offering a variety
of uses of the product and reducing the time span between purchases. For
example-advertisements of Amul butter dishing out various recipes where
Amul butter can be used; advertisements of anti-dandruff shampoo advising
the target audience to use the product at least twice a week. Expectations
of advertiser from advertising may also include product identification, i.e.
helping the consumers differentiate a product from others. This is achieved
by communicating information pertaining to the product, highlighting its
USP and location of availability of the product. It also aims at building brand
preferences and brand loyalty.

On the other hand, consumers also have certain expectations from
advertising. These expectations are primarily informational in nature.
Consumers expect that an advertisement should give all relevant information
regarding the advertised product so that it eventually helps them in decision-
making. Advertisements may inform the prospects about the features, quality
and performance of the advertised product. Consumers expect advertisements
to give them true and unambiguous information. Advertisements also must
provide all relevant information regarding special offers, taste and nutrition
(if applicable) and special benefits, guarantees or warranties being offered on
the product.

1.8.3 Uses of Advertising

. Promotion of products or organizations: Advertising helps in
promoting products, ideas, services, images or organizations. Institutional
advertising promotes institutions, ideas, images and even political ideas
while prociuct advertising is used to promote goods and services.

An apt example of institutional advertising could be a liquor company
advertising 'responsible drinking' for giving a boost to the image of the
company.

. Stimulating primary and selective demand: Advertising is helpful
in stimulating primary and selective demand for a product or service.
Advertising informs people about a product or a service being offered
by the advertiser at the initial stage (also called the introduction stage of
a product life cycle) and introduces product needs to stimulate priiiit-,
demand for the product or for availing the advertised service. At this
stage, the brand name does not hold much importance.

On the other hand, for stimulating selective demand, advertisers make
use of competitive advertising, brand uses and focus on their USPs. USPs
or unique selling propositions are the features which are unique to the
advertised brand and not available in others. It could be a physical feature
or a functional feature.
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Making salespersons more effective: Advertising is also beneficial
in pre-selling a product or a service to buyers by informing them of
its uses and features. It encourages the prospective buyers to contact
dealers etc.

Reminding and reinforcing customers: Today's market is highly
competitive. New products and services are being introduced in the
market every day, thus giving consumers,/buys more than ample choices
in all categories of products as well as services.. Thus, in this highly
dynamic market scenario, advertising is very beneficial in reminding
the buyers to keep a product or a service or an idea in the forefront of
their minds.
Reducing Sales fluctuations: We all understand that increase in sales

during slow periods helps increase production efficiency. For example:
an advertisement announcing 'happy hours' at a popular restaurant or
advertisement offering discount coupons for pizza on weekdays from
11:00 am to 6:00 pm.

CHncr Youn Pnocnnss

22. State any one benefits of advertising to the sponsor and the
consumer.

23. What are the expectations of advertiser and consumer from
advertising?

24. List out few uses of advertising.

1.9 ADVERTISING AS A MARKETING TOOL

The American Marketing Association defines advertising as 'The process of
planning and executing the conception, pricing, promotion, and distribution of
ideas, goods, and services to create exchange that satisfies individual (customer)
and organizational objectives.'

Accordingly, org.anrzations aim at creating products that may satisfu the
needs and requirements of the customer. This, in turn, requires a set of well
coordinated activities. Advertising plays a vital role here by communicating
this information about the product to the target audience.

Although there may be different objectives behind marketing a product,
the primary marketing objectives include introducing product; encouraging
new customers to buy the product; inducing the present customers to make
more purchases of the product; obtaining more shelf space; maintaining sales in
off-seasons and competing with other brands.

Marketing mix: The process of marketing involves three major steps. First,
satisffingthe wants andneeds ofcustomers. Secondly, coordinating allmarketing
efforts across the organization and thirdly, achieving long-term goals.

There are four major components of marketing-product, price, place
and prornotion. All these four components are termed as controllable variables
as the nrarketers can control these components. Based on market research



and keeping in mind the customers'needs and expectations, marketers often
vary these variables. They may creatc a rnediocre quality procluct and put a
reasonable price tag or they may decide to manufacture high quality product
and price it high, depending on the target audience's profile. Marketers may
choose personal selling to sales promotion or vice versa. Whichever means
seen is most apt for advertising their product. Thus, advertising and marketing
are related.

By now, we understand that promotion is an important component of
marketing and it helps in achieving rnarketing objectives. A product can be
promoted only with the help of communication. That is rvhy, it is also termed
as marketing communication. The process of pronrotion involves apprising
the target audience about the suitability of the procluct for them in terms of
quality, availability and affordability of the product. In order to ensure that the
product promotion gives the marketer desired results. it must be carried out in
an attractive, appealing, adequate and convincing manner.

For the purposes of promoting a product, there are four tool options
available with the marketer. These are - sales promotion; personal selling;
public relations and advertising. They are also known as promotion mix. Just
as in case of marketing mix, marketers exercise control over the promotional
tool options. They decide which promotion tool has to be used and to what
extent. Earlier, these promotional tools were used separately. However,
these days there is a change in the trend. Now, marketers adopt an integrated
approach, which means that marketers integrate more than one promotional
tool for the purposes of promoting their product. when marketers adopt an
integrated approach for promotion, then it is known as integrated marketing
communication.

The first promotional tool is sales promotion. Sales promotion is a term
used for all the activities that are beneficial in promoting sales of a product.
These activities could be trade-related or consumer-related. Trade-related sales
promotion is a part of push strategy. under this strategy, the trade chain (which
includes wholesalers, dealers, retailers etc) is encouraged to push the product.
Just in contrast is the consumer-related sales promotion which is a part of the
pull strategy. Here, the focus is on consumers who are encouraged to begin and
continue buying a particular brand. It is through advertising that the consumers
are apprised ofattractive offers etc to increase the sales.

The second promotional tool is personal selling. It can be a very effective
tool of promotion, but mostly in case of industrial goods. Many in service
sector, such as insurance, also malie use of personal selling. However, one
may not find it feasible for many products, particularly for consumer goods.
Personal selling requires a large sales force and is very time consuming. It
is practically not possible to reach out to a very large number of prosp..1ir,"
consumers.

The third promotional tool is public rerations (pR). It is a long term
process which helps in creating good will and enhancing the reputation of the
organization. It is with the help of public relations that mutually beneficial
relations are created and then sustained between the organization and different
stakeholders like shareholders, customers, investors, rnedia, employees etc. The
positive image of the organization created with the help of public relations in
turn helps in achieving the marketing objectives. PR is beneficial in creating
and sustaining loyalty.
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25. Define marketing mix.
26. What are the various promotion tools?
27. What is the difference between trade-related or consumer-related

sales promotion?

1.10 EVOLUTION AND GROWTH OFADVERTISING

The history of advertising has been dynamic and unpredictable. It is not very
simple to put the exact year in which advertising began. None the less, it is safe

to say that advertising dates back to the Christian Era. Archaeologists claim
to have found signs of outdoor advertising in the remnants of ancient Rome
and Pompeii. During that time, non-verbal science and symbol were used to

advertise. For example, a picture of a cow was painted on the walls of a house

indicating that milk was available there for sale. These pictures and symbols
which were painted on the walls of the house in ancient Rome were known as

albums. Likewise, the Roman forum used to put up list of debtors which were

known as libels. These lists or libels advertised that an individual was in debt.

Today, the meaning of libel has changed to a written statement that maliciously
defames a person. Initially 'to advertise'meant to take note of. However, by the

beginning of 18th century the meaning changed to 'persuade'.
It is safe to assume that modern advertising began towards the end of

the lTth century or sometime in the beginning of the 18th century. As in many

other fields, even in advertising, India has both the traditional and new style

of advertising working on parallel lines. Oral announcement and personal

invitation from sellers to buyers which are an integral part of rural markets (also

known as haats) are nothing but the traditional style of advertising. It is not read

to find this style of advertising being adopted even in the metropolitan cities of
the world where goods are sold on the payment and the road sides.

When printing became rampant in l6th century in Europe (following
Johannes Guttenberg's revival of the technique of printing for rnovable types),

the printing as well as availability of books were announced in the periodicals

published inMainz, Amsterdem and in other European cities. These notices

were perhaps the earliest forms of advertisement in Europe.
In the 18th century England boasted the most advance advertising.

Handbills and Trade cars advertising various products and services were very
cofiImon. Advertising was a well established practice in America as well but
these advertisements were not half as appealing as were their counterparts in
England. The type was so illegible that Benjamin Franklin observed, 'If you

should ever have any secrets that you wish to be well kept, get them in the

papers'. Towards the end of the 18th century, newspapers in Europe and in
the United States of America as well as in India were carrying advertisements.

Bengal Gazette,India's first weekly newspaper, started by James Augustus

Hicky in the year 1780 carried a subtitle 'Calcutta General Advertisero. True

to its subtitle, Hicky's paper carried only advertisement on the front page. This



practice of publishing only advertisement on the front page continued for over
a century in England and in India. Some of the English newspapers in India like
The Hindu continued this practice for sometime even after independence.

With the invention of printing press by Johannes Gutenberg, the society
moved towards mass communication. The nature of advertising also changed
with this development. Advertising could now be mass produced instead of
being hand written. This, in turn, encouraged more businesses to advertise.
Different types of media such as posters, handbills and classified advertisement
in newspapers were adopted by the advertisers. The first printed advertisement
published in English newspaper rn 1472. During this time, advertisements used
to be simple and informative. With the development of the printing technology,
newspapers began to emerge in Europe in the early 1600s.

The Induskial Revolution heralded the beginning of the advertising
industry in the US. Advertising grerv in leaps and bounds during this time due to
numerous social, economic and technological developments. Industries/business
houses wifiressed an unprecedented growth. There was bulk production of high
quality products. Also, with a stronger transportation system and technological
developments such as telephone, manufacturers felt an urgent need to advertise
their products in an efficient and effective manner so as to boost their sales.

By the end of the nineteenth century advertising became a thriving
profession in the US. On the one hand, advertising agencies assumed the role
of convincing manufacturers to advertise their products whereas on the other
advertisements became more informative and rvell written. By the beginning of
the twentieth century advertising industry had attained a position where it was
recognized as a major marketing force.

The evolution and growth of advertising can be summarized as follows:

The print era

l44l - Johannes Guttenberg creates movable types
Mid 1400 - Printed Handbills
1472 - First advertising in English
1600 - Newspapers emerge
1622 - First advertising in London's Weekly relations news
1655 - First use of the term 'advertising'
1704 - US newspaper carries advertisements
1841 - Volney plamer becomes first advertising sales agent. (Boston)
1850 - Geroge P. Rowell becomes first advertising space wholeseller (Boston)

Industrial revolution

1850 - Branded items appear in stores.

1879 * Procter and Gamble introduces Ivory shops.
1880 - John Powers pioneers copyright.
1864 - J. Walter Thompson fonns JWT agency.
1890 - Lord & Thomas agency formed.

The age of modern advertising

1905 - John E. Kennedy describes advertising as 'salesmanship in print'.
1905 - 1930s - Claude Hopkins developed scientific mail-order copy testing.
l9l2 -'Truth in advertising' movement begins.
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The age of advertising agencies

1 9 I 7 - American Association of Advertisement Agencies formed.
1918 - Stanley & Helen Resor develops account services and status appeals.
1923 -Young & Rubicam agency formed.
1930s - Radio advertising surpasses magazines as leading advertising media.
1950s - TV becomes an important advertising media.
1950s - Rosser Reeves develops USP.

The Creative Era

1960s - Leo Burnett creates brand icons
1960s - David Ogilvy develops research-based image advertising.
1960s - Bill Bernbach focuses on the art of persuasion.

The era of accountability

1980s - 1990s - Mergers, globalization
1990s - 2000s - Niche marketing, relationship marketing, $owth of interactive

technology, mass customization.

1.11 HISTORY OF INDIAN ADVERTISING

Period Characteristics
Pre-Independence lndia Press Advertisements
1930s

1940s

1945

1948

1950
1952
1959

The talkie and radio emerge as media
War years
Famine
Fight for Independence
Advertising in India gained significance only after
the World War II, with the birth ofAssociation of
Advertising Agencies of India (AAAD in September.
The India Bureau of Circulation (ABC) was started in
India.
A11 those organizations improved and encouraged
advertising standards and growth of Indian
Advertising.
Watershed years for advertising.
The Indian society ofAdvertisers
On September 15, dawned a new era in the field of
Indian mass coflrmunication with introduction of TV.
Many Indian industries came up.
Wood's survey of rural market.
Burmah Shell propagated kerosene by transit
advertising on vans
Cinema advertising began (2-3 minutes films).
Calcuffa gets the privilege of having India's first
advertising
club (1956)
Press Syndicate: leading advertising agency.
National created the Murphy baby - still apopular figure.



1960

1962

1970s

1980s

1990s

India's first Advertising Convention (Calcutta -1960)
The advertising club, Bombay was formed.
Advertising should be Indian in thought and content.
(Dr. Keskar in this convention).
Shift to marketing orientation.
Professionalization within agencies.
Asian Advertising Congress at New Delhi.
Research data generated.

MRI (Market Rating Indices).
Shop Audits.
NRS.
Creativity was emphasized.
Photography finds increasing use.

Social marketing.
Media boom.
Special magazines.
AsianAdvertising Congress at New Delhi.
Life-style studies, Positioning.
Rural Marketing.
Indianization though there is still Western execution.
Public sector advertising.
Expansion and diversification of agencies. TV as a

powerful medium,
starting from Aug. 15, 1982.
Radio Commercials introduced (82).
NRS-III by IMRB.
Colour printing more popular.
Further changes anticipa{ed:

Regional broadcasts.
Expansion of radio.
Marketing techniques in print medium.

Formation of Indian Chapter of International
Advertising Association.
Formation ofASCI.
Adoption of a new code.
History of IndianAdvertising has been taken up iN a
project by
Advertising Club of Bombay.
Reach I and Reach II.
Media boom.
Concept of sponsored programmes on TV.
NRS-IV (Two surveys, one by ORG and another by
rMRB - MARG).
Niche magazines.
Emphasis on Direct Marketing.
Satellite TV:
CNN - First electronic channel to be beamed to India.
STAR channels
ZeeTY - to compete DD
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DD2 or DD Metro - both a terrestrial and satellite
channel.
Other satellite channels of DD and Indian and foreign
networks.
DD Audience Surveys
Movie channels and pay channels.
FM Radio
Emphasis on Brand Equity
Internation alization of advertising
Training facilities being set up
NRS-V (199s)
IRS Survey (1995)
NRS VI and IRS Survey, 1997
Consumer satisfaction studies and tracking studies.
DD 3 - an elite channel set up.
Prasar Bharati comes into existence
DD and AIR made free from government control (1997)

- The advertising industry in India registered a growth rate of 23.51 per
cent for the year 2000-01 according to the 12th A&M Agency report. It is
typically four times the economic growth.

- The gross income ofthe top 100 agencies stands atRs. 12,753.60 million for
200H1, as compared to their total Rs. 10,325.81 million in 1999-2000.
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Fig I 9 Jap Rose Soap Advertisement (a)

Kirk's Jap Rose Soap 28" x 38" original painting of the kids bathing the doll,
owned by and shown by permission of J. K. Curry. Kirk's Jap Rose Soap

Used for various items, including an advertising in the Saturday Evening
Post 4lllll9l4 (click on the picture here to see the advertising) and a round
colored Tip Tray.

Kids appear in many Jap Rose advertisements, sometimes with a mother.
Horsman was also licensed to produce a pair of dolls in the 1910s.
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In this lovely picture j):rrrdc!, doll and lantern are all included, along with
wisteria, butterflies and kirrrixro. tci evoke the traditional image of the Japanese.
Right after World War I, this was probabl3r a pleasing irnage of a nation which
was an ally, but was seen by some as a potential threat.
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I,I2 SUMMARY

The unit introduces you to an ever-evolving and ever-intriguing world of
advertising and the key players of the advertising world, namely advertiser,
advertising agency, media, vendor and target audience. A number of definitions
of advertising were discussed. These definitions were given by advertising
experts like Albert Lasker, Mason and Roth and Krick Patrick and reputed
associations in the field of advertising like American Marketing Association
and the Institute of Practitioners in Advertising (IPA). The large number and
wide variety of definitions that were discussed only reflected the fact that
advertising has become what it is, by borrowing heavily from a wide variety
of subjects * psychology, sociology, anthropology, economics, arts, literature,
etc. According to one definition that was found appropriate, advertising is an
organized method of communicating information about a product or service
which a company or an individual intends to sell. It is a paid announcement that
is communicated with the help of words, pictures, illustrations, music, etc., in a
medium/media found appropriate for reaching the target audience/prospective
buyers. Advertising plays a very significant role both in business and society and
advertising benefits the advertiser and the consumer. Advertising is always goal
oriented. There are three primary functions of advertising _- giving information
regarding a product or a brand; giving incentives to take action and giving
reminders and reinforcements. Different categories of advertising have been
discussed on the basis of target audience, geographic area, medium used and
purpose for advertising. This unit also discusses the evolution and growth of
advertising and the history of advertising in India.

1.13 KEY TERMS

Advertising: An organized method of communicating information about a
product or service which a company or an individual intends to sell,

Vendors: Agroup ofservice organizations that are responsible forproviding
assistance to advertisers, advertising agencies and the media.
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Advertising agencies: Organizations that offer specialized services related to
advertising, to the advertiser/sponsor,

Consumer advertising: A type of advertising which is directed at consumers
and is sponsored by manufacturers, marketers, dealers or retailers.

Business advertising: Advertisernents that communicate information about
products that are meant for professional use

Industrial advertising: A sub-category of business advertising which deals
with advertisements that convey information related to industrial products and
services.

Trade advertising: A sub-category of business advertising that aims at attaining
higher distribution, both, by expanding the existing chain of outlets and by
encouraging the already present outlets to stock more products

Non-goods advertising: A term that is used for advertisements of services,
ideas, organizations, places, etc.

Primary demand advertising: The category of advertising that promotes
a product category or a particular service sector as a whole, rather than
promoting a specific product brand

Corporate advertising: Adverrising where organizations advertise to promote
themselves and build a corporate identity for themselves

Public relations advertising: Apart of corporate advertising which essentially
promotes the management of the organization and communicates its policies,
problems and performances to the public

Global advertising: Any paid form of non-personal presentation and
promotion of a product/service or an idea by an identified global sponsor to a
global customer

Promotion mix: A combination of four tools, i.e., sales promotion; personal
selling; public relations and advertising

Sales promotion: A term used for all activities that are beneficial in promoting
sales ofa product.

I.I4 ANSWERS TO 'CHECK YOUR PROGR.ESS

Advertising is a paid form of non-personal presentation and promotion of
idea, goods, or ser.zices by an identified sponsor.

Salesmanship involves direct face-to-face communication whereas advertising
is non-personal and indirect means of communication with the prospects by
means of various media.

Advertising is both, an art and a science. It provides a link between the
producer and the consumer.

The key players in the advertising process are:

(i) the advertiser
(ii) the advertising agency
(iii) the media
(iv) the vendor
(v) the target audience

Advertising agencies provide strategic and creative expertise, media
knowledge and workforce talent to the advertiser. These agencies also

negotiate good deals for their clients.

1.

2.

J.

4.

5.



6. The different media that can be used for advertising are: billboards, walls,
web banners, shopping carts, web pop-ups, bus stop benches, logo-jets (ads

on the sides of aeroplanes), taxi doors and ever airbuses on the seat-back
tray tables and overhead storage bins.

7. Product, Price, Place and Promotion are the four Ps of marketing.

8. Advertising is significant in communicating different types of information,
keeping in mind the requirements of the market and the target audience.

9. Advertising apprises customers of the latest trends in the market and also
informs them about the latest innovations in the products that are available
in the market.

10. The following are three objectives of advertising:

(D Catch the attention of the prospective consumers
(ii) Promote or persuade prospective consumers
(iii) Create awareness about the product

I l. DAGMAR stands for Defining Advertising Goals for Measured Advertising
Results

12. Agood advertisement should meet the objectives of consumers by engaging
them and delivering the desired message.

13. Primary functions of an advertisement are:

(i) Giving information regarding product and brand
(ii) Giving incentives to take action
(iii) Civing reminders and reinforcements

14. According to the Starch formula, in order to be effective, an advertisement
should be:

(D Seen, read orheard
(ii) Believed
(iii) Remembered
(iv) Acted upon

15. Four other functions of advertising are:

(i) Registering the brand name
(ii) Reminding the brand name
(iii) Reinforcing the brand name
(iv) Creating brand differentiation

16. AIDA stands for Attention, Interest, Desire and Action. Conviction was
added to AIDA to get a new model AIDCA (Attention, Interest, Desire,
Conviction and Action).

17. Eight stages are there in an advertisement.

18. The advertising which is directed towards consumers who buy the products
either for their personal use or for their household is known as consumer
advertising.

19. Goods advertising is also known as product advertising which can be
categorizedinto two types - consumerproducts and industrial products. Non-
goods advertising includes advertisements of services, ideas, organizations,
places, etc.
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20. The advertisements which highlight various important social issues and
promote social causes fall in the category of public service advertising.

21. Industrial advertising deals with advertisements that convey information
related to industrial products and services. Trade advertising aims at attaining
higher distribution by both, expanding the existing chain of outlets and
encouraging the already present outlets to stock more and more products.

22. (a) Advertising provides a link between the advertiser/manufacturer and the
consumer.

(b) Advertising acts as a guide to consumers. It disseminates relevant
information about a product. The information pertains to the advertised
product or services, its benefits for the consumer, its availability as well as
price.

23. Effective use of advertising can help in increasing sales, turning non-users
into users, brand switching and retaining the existing customers. Consumers
expect that an advertisement should give all relevant information regarding
the advertised product so that it eventually helps them in decision-making.

24. Three uses of advertising are as follows:
(i) Promotion of products or organizations
(ii) Stimulating primary and selective demand
(iii) Making salespersons more effective

25. Marketing mix is a planned mix of the controllable elements of a product's
marketing plan, that are commonly termed as 4p's: product, price, place, and
promotion. These elements are adjusted until a right combination is found
that serves the needs of the product's customers, while generating optimum
income.

26. The various promotion tools are:

(i) Sales promotion
(ii) Personal selling
(iii) Public relations

27. Trude-related sales promotion is a part of push strategy. In this strategy, the
trade chain is encouraged to push the product. In contrast, the consumer-
related sales promotion, is apart of the pull strategy. Here, the focus is on
consumers who are encouraged to begin and continue buying a particular
brand.

1.15 QUESTIONS AND EXERCISES

ShortAnswer Questions

1. Define advertising.

2. How is advertising different from salesmanship and publicity?

3. write briefly about the role of advertising agencies in advertising.

4. Define the term 'vendor'.

5. Explain the term 'DAGMAR'.

6. What is Starch Formula?



7. What does AIDA model depict?

8. Define consumer advertising.

9. How is industrial advertising different from trade advertising?

10. What do you mean by global advertising?

I l. Differentiate between

(a) Commercial advertising and non-commercial advertising
(b) Action advertising and awareness advertising

12. what do you understand by the terms 'marketing mix'and ,promotion mix,?

LongAnswer Questions

l. Discuss the nature and scope of advertising.

2. Discuss in detail the five key players in advertising.

3. What are the different objectives of advertising?

4. Discuss the role of advertising in business.

5. 'Advertising is a magic wand in the hands of the advertiser that brings about
the desired results overnight.'Do you agree? Justi$r your answer.

6. How can we classiff advertising on the basis of the medium used for
advertising?

7. Elaborate the uses of advertising.

8. How is advertising beneficial for the consumer?

9. Trace the evolution and growth of advertising in India.
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2.0 II\TRODUCTION

This unit has been divided into six sections. Each section discusses different
aspects of advertising. In this unit, we will first try to map each of the
terms like advertising objectives, advertising campaign, advertising agency
and advertising budget by defining them. After that we will discuss the
various aims and objectives of advertising, the various phases of advertising
campaign, the role and structure of advertising agencies in advertising,
and the advertising budget. The unit extensively deals with the nuances of
effective advertising campaign planning, right from the inception stage to
the final stage.
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2.I UNIT OBJECTIVES

Define advertising obj ectives, advertising campaigns, advertising agency

and advertising budget,
Understand the importance of setting advertising objectives,
Understand the classification of advertising objectives on the basis of two
different schools of thought,
Draw up and execute an advertising campaign,
Understand the role and functioning of advertising agencies,

Understand the significance of advertising budget for advertising and the

methods of preparing it.

2.2 DEFINITIONS

Below are given definitions of the important terms used in this unit:

2.2.1 Advertising Objectives

An objective is defined as 'sornething towards which effort is directed: an aim,

a goal'. Advertising objectives are the communication tasks to be accomplished

with specific customers that a company is trying to reach during a particular

time frame. These specific communication tasks have to be accomplished for a
well defined target audience to a given degree in a specified time frame.

2.2.2 Ldvertising Campaign

Advertising campaign may be defined as the systematic and organized release

of a series of ads with the same theme but not necessarily same advertising

content over one or more than one advertising media for a certain period of time
to influence the prospects to either buv a certain product or service or to feel

rvell disposed towards a brand or all olganization.

2.2.3 Advertising Agency

Advertising agency can be defined in a number of ways. Few of the definitions
of an advertising agency are as follows:

o An advertising agency can be defined as an independent organization

with creative and managerial erperts who specialized in the planning

and execution of advertising plans, advertisement and other promotional
tools and arrange for the selection and purchase of advertising space and

time in the various advertising rnedia in order to reach the target audience

with relevant message.
o An ad agency is an agency that creates, plans and manages all aspects of

a client's advertising. These agencies may specialize in a specific area or
they can be a fulIfledged agency that creates different types of advertising

materials such as brochures, catalogues, print ads, commercials for radio

and television etc.
. An ad agency is a service business dedicated to creating, planning and

handling advertising (and sometimes other forms of promotion) for its

a

a

a

a

a



clients. They help in selling the advertiser's products or services. An
agency can also handle overall marketing ad branding strategies and sell
promotions for its clients.

2.2.4 Advertising Budget

According to the Financial Tirnes lexicon, advertising budget may be defined
as an organization's spending plan for advertising during a particular period of
time. According to another definition, advertising budget is the total amount of
money that a marketer allocates for advertising over a period of time.

Cnscx Youn Pnocnnss

l. Define an advertising carnpaign.

2. What do you mean by adr,ertising objective?

3. What is an advertising agency?

4. Define advertising budget.
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2.3 ADVERTISINGOBJECTIVE,S

Just like in any other field, all advertising campaigns too have well-defined
objectives or goals that provide a framework for action. All well-developed
campaigns have clear aims and goals. It isn't sufficient for the organization to
just say 'promote the product,'it must exactly specifl, what advertising should
do. Advertising objectives must be more specific than personal selling; each ad
must be effective,for not just one, but thousands of customers.

2.3.1 Need for Stating Advertising Objectives

Before one begins planning an advertising campaign, it is very important to set
advertising objectives. However. many a times, advertising agencies are unable
to set realistic objectives, which in turn results in the lack of clarity and co-
ordination among those working for the campaign.

Setting of advertising objectives is irnportant as:

. They help in evaluating the relative success or failure of the campaign.
These advertising objectives also form a yardstick for the advertiser for
evaluating the actual advertising results.

o All the decisions pertaining to the ad campaign are taken keeping in mind
these advertising objectives. Also, all ad campaigns are designed/planned
keeping in mind the advertising objectives. Thus, these objectives provide
direction to the campaign planners.

. They provide clarity to the professionals handling different parts of the
ad campaign and thus facilitate co-ordination among all professionals
working on the campaign.

. Advertising objectives provide a framework for action to the advertising
agency.
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2.3.2 Classifi cation of Advertisin g Obj ectives

There is disagreement among management experts regarding the nature of
advertising objectives. While one school emphasises sales objectives, another
lays stress on communication objectives. According to the school which
favours sales objectives, no advertisement can be considered effective if it
does not help in stimulating sales of the product or service advertised. On the
other hand, the school which favours communication objectives argues that as

advertising is an instance of persuasive communication, it is legitimate to fix
only communication objectives for it instead of sales objectives. They fuither
argue that advertising can create awareness, interest and desire to see the product
or service. But, it cannot influence the sale of a product as that depends on many
other factors as well, like ability to pay and the feasibility of circumstances for
the sale to happen. Bridging the gulf between the two, we may justifiably say
that advertising has both the objectives, with communication objectives being
direct and sales objectives indirect. The primacy of each of the two objectives
will depend on the nature of the entity being advertised. If it is a product or
service, then obviously, we expect sales to result from an effective advertising
campaign, but if it is an organization, then obviously we are not targeting sales;

we are only targeting better image of the organization. So, we may discuss each

of the two as the two objectives of advertising:

Sales objectives: These objectives are also referred to as direct-action objectives
as these are directly related to results and can be easily measured-sales go up,
sales lead increase and/or more people try the product for the first time. The
advertisers, in this case, are of the view that afi organization spends money on
an ad campaign to sell its product or service. So, the only meaningful way of
measuring the effectiveness of the campaign in by way of studying the sales
graph.Ads offering some incentives for buying a product or availing a service
have sales objectives.

Since these results are easily measurable, they help the advertiser in
evaluating the success or failure of an advertising campaign. These results can
be measured in various ways, llke analyzing the market share movement and
studying the sales turnover before and after the promotional campaign.

However, sales objectives are beneficial only in some cases. One may
have to be careful while using sales objectives as sales could be a consequence
of a variety of extraneous influences such as strength of the culrency. Many a
times, due to considerable time lag between actual sales and audience's exposure
to ad, the sales impact may not be fully measured. Also, sales objectives are of
little help to the creative team working on the ad campaign.

A general objective, like increasing sales, can be quantified in some
manner so that the sales objective's scope can be narrowed down. In other
words, to increase the sales of one particular model of air conditioner by 5 per
cent in the northem marketing zone over the next one year is a much useful
objective than to just seek a general increase in sales as it provides a framework
for decision making as well for evaluation.

Some popular sales objectives are discussed below:

Induce trial: Whenever a new product is launched in the market, the

advertiser aims at luring the target segment to try it. The advertising campaign



is developed keeping this objective in mind. Such advertisements offer discount

coupons and even assured free gifts with every trial pack. If a person tries the
product just once, the objective has been met.

Intensify usage: This objective is based on the premise that there is
no better prospect than a cufrent customer. This objective holds good for a

product that has already been in the market for a while and at this stage does

not require getting people to try it. Here, the advertiser aims at increasing
the usage/consumption of the product. For example, advertisement of an

already established brand of instant noodles may feature some innovative
recipes.

Sustain preference: The advertiser may aim at ensuring that his product

stays high on the preference list of its consumers. Coca-Cola advertises heavily
in order to maintain product awareness as well as preference.

Build line acceptance: There are many companies like L'Oreal that

advertise multifarious products while working to build a total product line. Here,

the objective is to build sales for the total line as opposed to sales for a specific

item alone. Advertisements for 'LG' feature different products right from air
conditioners, refrigerators to television sets, while a 'Big Bazaar'advertisement
talks of products right from a cosmetics and footwear to the latest electronic
gadgets.

Generate Sales Leads: One of the objectives of advertising could be

collecting the database of prospective customers by way of making some The

objectives ofthese ads may be centred around obtaining the names ofprospective
customers by offering free gifts, return coupon, etc.

Switehbaclr.' An advertiser may plan an advertising campaign with
an objective of luring back its former customers and thus may highlight new

features or discounts.

Increase sales: For most organizations, an advertising objective that

calls for an increase in sales is most desirable. However, as already discussed in
this unit, such an objective is not always beneficial to the advertiser.

b. Communication objectives: These objectives are also referred to as

indirect action objectives as these do not get directly reflected in sales.

Communication objectives relate to the level of appreciation and interest
created by an ad in the prospects' minds in regard to the products/services
advertised. Howsoever much may the prospects like the ad and feel interested

in the message of the ad, it is not necessary that this interest will always
get converted into higher sales as a number of other factors, like price of
competing goods and the budgetary priorities of the prospect, too influence
a purchase decision. At the same time, we need to realize that when an ad

achieves its communication objectives, it creates a favourable attifude
towards the advertiser that may be beneficial for the advertiser in the long
run. Communication objectives primarily aim at enhancing the reputation of
an organization. Such advertisements focus on creating a favourable image

or attitude towards a product/service or an idea. The advertiser, by way of an

advertising campaign, gives all relevant information to the target group that
eventually helps him achieve his objectives. Here, increasing sales is not the

only goal in mind. In most cases, no immediate results can be assessed and
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assessment of the success or failure of the advertising campaign is relatively
more subjective.

More and still more researches indicate that as a result of the effective
achievement ofthe communication objectives, consumers develop some kind of
emotional bonding or relationship with a brand or a product. However, this does
not happen overnight. There are a series of stages between the initial stage of
brand awareness and the final stage of product purchase. Effective advertising
must sell but none the less, it should also aim towards interacting with the
consumer at an emotional level.

The advertiser decides the advertising objectives keeping in mind the
company's marketing strategy. On the basis of the requirements ofthe company,
the advertiser may decide sales objectives or communication objectives or a
mix of both.

Some popular communication objectives that are used either individually or in
combination are as follows:

confirm image: A consumer already has a particular image of a product,
i.e., he thinks about the product in a particular way. one of the advertising
objectives is confirmation of the product image. The way the advertisement is
depicted, the media in which it is placed, its illustration and the copy should aim
to confirm what the consumer already thinks about the product. For example, an
advertisement of a high-end mobile handset, if run in an unpopular media, would
serve to confuse the image of the product and would cause cognitive dissonance
on the part of the consumer.

change habits: Advertising can prove to be very effective in bringing
about changes in the popular thinking. If planned properly, it can introduce
and sell new ideas to people. For example, volkswagen sold the concept of the
small car. MasterCard and Visa sold the idea of one-card credit.

Brand recognition' In many business situations, advertising plays an
important role in icebreaking. An advertisement may not necessarily always aim
at boosting the product sale figures, it may work at ensuring brand recognition.
This in turn leads to brand acceptance by the prospective consumers/customers.
So, an 'oriflame' ad helps its representatives to sell, since the customer has
heard of the brand and its product line. However, a prospective customer will
not pay attention to a brand that is unheard of.

Build favourable image: Advertising can do wonders in building
favourable image of a company. It can help in creating a positive feeling about
the company. Here, the results cannot be easily measured as it is a long-term
objective.

Increase awareness.' Irrespective of its stated objectives, all ads must
promote awareness in one form or the other. Ad campaigns may be designed for
increasing awareness regarding traffic rules, power conservation, etc.

Advertising objectives can be put in a pyramid form. Towards the base
of the pyramid lie the communication objectives, and towards the apex those
related to sales. At the base of the pyramid's hierarchy is awareness, higher
up is knowledge/comprehension, still higher liking for the product/service
advertised and above that preference. Till this level, all are mental responses.
Hereafter begins the behavioural responses. Above preference lies trial and



above trial
presented as

use or repurchase. The pyramid can be graphically

Sot /"x rse

/ 1o% triar \

/ 2oo/o prelerenc" \

40% liking \

/ 60% knowtedge/comprehension \

80% awarenes, \

As is obvious from the pyramid, the percentage of achievement of
objectives dwindles as we move to the apex of the pyramid. In other words, the
level of difficulty of achieving the advertising objectives increases as we move
away from the base. So, advertising has to extremely focussed and intense if we
wish to achieve the sales objectives or develop brand loyalty.

Curcx Youn Pnocnrss

5. What are the two advertising objectives?

6. Name some popular sales objectives.

7. What are the popular communication objectives?
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2.4 ADVERTISINGCAMPAIGNS

In the following sections. we will identiS, the factors responsible for making
advertising campaigns essential for business organizations and delineate the
various steps in the planning and execution of an atlvertising campaign.

2.4.1 Need for Launching an Ad campaign

Ad campaigns are extremely expensive. Yet, most business organizations do not
hesitate to launch ad campaigns. Why is it so? To unveil the reasons behind the
launchingofadvertising campaigns, we discuss inthis sectionthe factorsresponsible
for making ad campaigns essential for business enterprises. These are:

(a) Behavioural changes don't happen overnight
Human behaviour tends to be caught up in the grooves of habits and

attitudes. As behavioural psychologists observe, habits are formed by
virhre of the performance of certain actions repetitively. Once habits
are formed, they become a part of an individual's personality. Their
integration into the human personality is so strong that at times, an
individual may not even recognize them to be in himArer. Similarly,
attitudes are formed as a result of the social conditioning an individual

47
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undergoes as a part of his/trer growing up. So, attitudes too become
a part of an individual's personality and may at times be completely
unknown to the individual possessing them. Any change in the habits
and attitudes of a person calls for their objectification and rationalization.
But, as these are ingrained in human personality, it is very difficult to
make an individual to objectify a habit or attitude to rationalize whether
it needs to be changed or not.

So, to bring about a change in human behaviour, advertisers resort
to a counter strategy of making the targeted human behaviour as a far
more desirable activity than the one a person may have. In order that
this may find favour with the prospect, the advertiser has to repeatedly
stimulate and refresh the individual's memory about the desirableness
of the targeted activity.

(b) New products take time to be accepted
Communication experts opine that there are four stages in the

adoption ofany new idea or product or service. These are:
1. Awareness,
2. Interest,
3. Desire, and
4. Action.

To this we could add resistance. Any new encounter with an idea,
product or service often begins with resistance. Human beings fear the
new as children fear the dark. The new is mysterious and unknown as

the darkness is for a child. So, when an individual comes across a new
idea, his/her first response is refusal to even expose himself/herself
to the message. But, as the idea/message keeps appearing again and
again to him/her, he/she feels more comfortable with it than earlier. So,
he/she allows himself/herself to be exposed to it. Once, the prospect
exposes himselflherself to the ad message, he/she becomes aware of a
new idea orproduct or service. But, that againis not sufficient from the
advertiser's point of view as he/she seeks a change in the prospect's
behaviour. To develop the prospect's interest in the ad message, there
has to be repeated, multimedia delivery of the ad message.

As cognitive psychologists tell us, the process of knowing is the
journey from cognition to recognition. In other words, knowing happens
only when an individual recognizes a message. This calls for the
repetition of a message, which the advertiser does in an ad campaign.
Once a prospect recognizes an ad message, he/she feels interested in
it. This interest kindles a desire in him/her to act to see the product or
service being talked of in the ad. Obviously, the process of adoption
of a new idea or a product is a long-drawn one, which is sustained by
repeated deliveries of the ad message.

(c) Product innovations/improvisations need to be reported to the consumers
As companies keep upgrading their products and at times launching

existing products in an altogether new format/design, the company needs
to send across this message to the prospects. Sharing of information is
essential for eliciting the desired response from the prospects. Repeated
delivery of the ad message through an ad campaign is essential to not
only get noticed by the prospects but also to convince the prospects



about the changes/improvisations and product innovations introduced
by the company.

(d) To outsmart competition
In modern times, when the economy has been liberalized and each

business house strives to get a lion's share of the market, advertising
has become an important tool of product promotion. With each business
enterprise advertising its products and/or services, the marketplace is
flooded with promotional messages. To get noticed in this mayhem of
advertising noises, it is essential for a business enterprise wishing to
get noticed to raise its pitch above the others through a sustained ad
campaign.

2.4.2 Basis of Advertising Campaign

An advertising campaign can be run on any of the following bases:

1. Geographic'al: A carnpaign can be run based on the geographical area
where it will bc viewed. It may be tbr a local market, or one entire region
but this depends on the target audience. Small-budget companies and test
marketing are mostly avoided in national campaigns.

2. Media: A media campaign may be run on the basis of the media or media
mix selected. Different media categories suit different media objectives.
Most media options can be classified into three broad categories: mass

media, direct response media, and point-of-purchase media. A media
planner's choice will depend on the media objectives. If the mediaplanner
wants to create broad awareness or remind the largest possible number
of consumers about a brand, then he/she will pick mass media such as

television, radio, newspaper and magazine. If the media planner wants
to build a relationship with a customer or encourage an immediate sales

response, then direct response media such as direct mail, the Internet and

mobile phone are good choices.

The role of media planners has expanded. First, media planners have
moved from focusing only on traditional media to integrating traditional
media and new media. New media-cable and satellite television,
satellite radio, business-to-business e-media, consumer Internet, movie
screen advertising, etc. Also, media planners are making more use of
product placements now, in lieu of advertising insertions. Advertising
insertions, like print ads or television commercials, are made separately
from the content and are inserted into it. The ads are distinct from the
articles or TV programs, not a part of them.

3. Action: An ad campaign can also be run on the basis of action expected.

In the case of direct action campaign, the product is advertised directly
to the buyeE e.g., Tupperware came with a direct-response campaign
that combines personal selling in party format and toll-free numbers and

catalogues. In contrast, indirect action campaigns focus on prospects who
could possibly buy the product.

4. Product: An ad campaign may be of a pioneering product or of a

competitive product. In pioneering advertising, the manufacturer is
breaking new ground, presenting the public with something they didn't
know they needed. By emphasizing the product benefits, the company
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can create a desire
product advertising,
on highlighting the
marketing.

for the new product. In the case of competitive
the product is already known. So, the focus is

uniqueness of the brand that the organization is

Basis of Campaign

Geographical Area

. National

. Regional

. Local

Media

. Direct Mail

. News Paper

.TV

2.4,3 Length of Advertising Campaign

The length of an advertising campaign depends upon following factors:
l. Product offered: Some products require customers to be exposed to just a

little bit of information in order to build customer interest. For example,
the features and benefits of a new snack food can be explained in a
short period of time using television or radio commercials. However,
complicated products need to present more information for customers
to fully understand the product. Consequently, advertisers of these
products will seek media formats that allot more time to deliver the
message.

2. Nature of media/prograrnme: Each media has its own shelf life. Print
media publications like newspapers have the shelf life of a day. No
sooner is the day gone, the new newspaper arrives, and with it a new
bouquet of ads. Magazines, in contrast, have a longer shelf life as these
don't come out on shorter intervals like newspapers do. So, magazines
and otherperiodic publications provide opportunities for longer exposure
times. In sharp contrast with all print publications, exposure on television
and radio is extremely short as it is generally limited to the time the ad
is broadcast. So, the length of the campaign in the case of the electronic
media will have to be longer than print.

3. seasons: The length of the ad campaign can depend on the season during
which a product has peak sales. Like car sales in India tend to peak during
Navratras, while the sale of woollen hosiery peaks during winter. So, to
keep up the momentum of sales, it is necessary for a marketer to advertise
during the periodicity of the peak seasons.

4. Competitors Advertising: Many a time, basis of campaign's length
depends on the competitors also. We have to increase the time span for
a particular campaign just to compete with our competitors in that field.
For example, Pepsi and Coke always come up with some or the other
campaign but they continue running it till either of them stops or comes
with a new campaign.



2.4.4 Phases ofAdvertising Campaign

The advertising campaign has three distinct phases. These are:
l. Strategy Development Phase,

2. Strategy Execution Phase and

3. Strategy Assessment and Evaluation Phase.

1. Strategy Development Phase

This is the most important stage in the launch of an advertising campaign. Unless
the client is clear about the objectives of launching the campaign, neither can
the gains of the campaign be assessed and evaluated nor the campaign be given
a focus. The strategy development phase has the following stages:

(a) Enunciation of marketing objectives
On the basis of the research data collected and analyzed by the

marketing department, the organizationneeds to spell out its marketing
objectives. The marketing objectives should be specific and measurable.
Based on these objectives, the marketing team decides not only the
advertising objectives but also the objectives in regard to the other
constituents of thc ruarteting mix such as product, price, place, people,
process, physical evidence and the other three components of publicity:
public relations, personal selling and sales promotion. It is important to
mention here that advertising is the fourth component of promotion.

(b) Stating of adver-tising objectives
Advertising objectives are primarily communication objectives

as advertising is a form of persuasive communication. To set the
benchmarks for any communication activity is extremely difficult as

communication is highly qualitative. That is why some management
experts have argued in favour of setting sales objectives as the
benchmarks for effective advertising. This may hold true for sales-
based advertisements, but what of communication-based ads, where
the organization seeks to only enhance image? In such cases, the
communication objectives cannot be ignored. As advertising is a part
of the promotional strategies, which in turn are a part of the marketing
mix, the advertising objectives must be enunciated within the matrix of
the marketing objectives.

(c) Budgeting of advertising expenditure
The budget of any organization reflects both revenue and capital

expenditure. Revenue expenditure relates to expenses which do not add
any asset but are essential for doing business. Capital expenditure is
related to expenses that add value by way of increasing the assets of
the enterprise. Advertising expenditure has characteristics of both as

it not only helps an organization to do business, i.e. to boost sales,
but also helps to create brand equity, an intangible asset. So, while
budgeting advertising expenditure, organizations need to see it not
only as revenue expenditure but also as capital expenditure. This will
allow the organization to think in terms of higher ad budgets, or else
the ad budget will be restricted by the current year's overall budgetary
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(d)

constraints. The advertising budget is fixed keeping in mind the
following five factors:

O Stage in the product life q,sls
Newproducts need to have higher advertising budgetaryprovision

as the ads in this case have to convince the consumer to accept and
adopt a new product, which amounts to asking them to change their
behaviour. As already mentioned, changing behaviour is a herculean
task. So, in the case of a new product, the ad spend has to be high.

(ii) Market share and consumer base
In the case of products with alarge market share, the advertising

budget is leaner. In contrast, products with a small market share call
for greater advertising expenditure.

(iii) Competition and clutter
The advertising budget will have to be higher in the case of a

product with stiff competition. With a number of competitors seeking
the affention of the prospects through a rnaze of advertisements, an
advertiser has to advertise heavily to be noticed by the customers.

(iv) Advertisingfi"equenqt
The advertising budget will also depend on the number of

repetitions of advertisements. Greater frequency of advertising will
result in greater expenditure.

(v) Product substitutability
Heavy advertising is needed for products which can be easily

substituted. This includes most fast-moving consumer goods such
as soft drinks, snacks and even cigarettes.

Deciding media and creative strategy
Media and creative strategy are essential components of the

advertising strategy. The two are also inextricably connected. The
creation of advertisement depends on the kinds of media chosen for its
release. Most often, the promotion manager first decides the media he/
she is going to use and based on that decision, the ad is designed.

Media strategy is drawn keeping in mind the nature of the audience
and the advertising budget. The target audience could be children,
women, the aged, farmers, the youth, the urban rich, the rural rich and a
host of other such categories. Depending on the research inputs in regard
to their media habits and preferences, the promotion manager has to
choose the media best suited to the audience group being targeted. The
other important criterion is that of the budget. Even if television is the
most suitable media for reaching a target group, it may not be feasible
to go for it as the budget does not permit. Apart from these factors, one
other factor that weighs heavy in the mind of the promotion manager
while selecting a media is the degree of control that the organization
wants on the scheduling of the advertisement. In the case of the mass
media, the control is entirely in the hands of the media organization,
while in the case of direct marketing or OOH, the control is completely
in the hands of the advertiser. Apart from the factors discussed above,
please refer to Unit 3 for more details on this.



Once a media or a media mix has been selected for the campaign,
the next step is to plan the creative strategy in regard to each of the
media selected. Creative strategy concerns what message to deliver to
the target audience and in what form the message can be communicated
effectively. It involves thinking up the central theme of the campaign,
keeping in mind the manner in which the advertiser wants to position
the product in the market. For instance, 'Yeh Dil Maange More', the
punch line of the Pepsi campaign evoked the central theme of a life
full of bohemian fulfilment. The creative strategy is based on seeking
answers to questions such as these:

(a) What objectives do we want to accomplish?

(b) Who are our target audience?

(c) What are the preferences and tastes of the target group?

(d) What is the expected behavioural change?

(e) What key idea or tune do we want to plant in the minds of the target
group? and

(f) What willbe the common elements of the different ads to be released as

a part of the ad campaign?

From the preceding discussion, we see that the strategy-development phase

deals with deciding the objeotives and contents of communication, the budgetary
allocation and the media strategy. Analysis of research data and positioning of
brand is done in this phase. All the work related to strategy making is done in
a team of people who are related to all the different departments of campaign
planning. All kinds of inputs are taken in this session, which helps in creating and
improvising the strategy. After allthe sessions and group discussions, few ideas
are taken that are based on all the requirements of the product campaigning. In
many discussions, the ideas are based on strategy and creativity, but sometimes
the idea is either strategic or creative. Strategy development is the most
important phase; if the strategy is wrong, no amount of creativity will help. If
the strategy is right, despite the poor creative work, we can sell as the strategy
is correctly made.

2. Strategy Execution Phase

Once the advertising campaign strategy has been put in place, the next phase of
advertising campaign is to implement it.

(a) Media buying phase

This stage involves booking air time and print space as the media
schedules are beyond the control of the advertisers. One needs to do
this pretty early as there is always a scramble for prime time on radio
and television and prized ad space in print publications. The rates need
to be negotiated so that the budget is not overshot. Most of the times,
this work is done by the advertising agency hired by the organization.
Most mediaorganizations give discounts on the card rates. The business
organization needs to negotiate with the agency the best competitive
rates. Bulk purchase of space and air time can give an added advantage
in negotiating the rates.
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(b) Briefing phase
Once the media space and air time have been booked, the advertising

agency needs to be given the creative brief. In other words, the agency
needs to be apprised about the advertising objectives, the proposed
central theme and the inputs in regard to the organization and the
product or the service to be advertised. The advertising agency also
needs to be informed about the target audience so that the creative brief
is complete.

The marketing department of the advertising agency gives the
creative brief to its creative department about the strategy formulated
for the campaign so that the creative people may start working on the
campaign. It is important for the agency to make them understand all
the minute things in the plan that has been made by them. Good brief
will lead to good advertisement as all the details will be cleared to them
and it will be easy for them to understand the product and the plan
related to it. Within the creative team, the copylvriter and the visualiser
work together and it is a difficult to attribute the final product to either
of them. It is very important to question the brief so that there are no
cobwebs of misunderstanding in any one's mind about the kind of
advertisements the client expects. Very often a brief is a set of clich6s.
As far as possible, the brief should be specific and clear. The success or
failure of the creative department in translating the expectation of the
client into a tangible ad depends on this brief.

(c) Creative phase
In the creative phase, a creative team comprising the copywriter

and visualizer work together. Together, they take the creative brief from
the stage of a logical idea to an imaginative pictorial representation
with creative interspersing of the text. The time and the space that they
have are limited. But, within the limited resources of time and/or space,
they have to communicate the marketer's idea with force to the target
audience. This calls for effective use of pictures and texts, without
making the ad too abstract or too profound that it should elude the
comprehension of the average viewer. This means the creative people
who work on the ad have to be highly motivated, involved and skilled
in their work. Not surprisingly, the creative people are highly paid in
an advertising agency. As, creativity flourishes in the cool ambience of
freedom, they are left free from all fetters and controls in regard to their
work schedules.

(d) Pre-testing phase
The test of a good ad lies in its acceptability to the target public.

Before an ad may be run in the media, it is essential to test the public
response to it. This is done through pre-testing. In it, the proposed ad
is shown to a select group of people to study its impact on them. Based
on the response received from them, the creative department decides
whether the ad is worthy of being finally released in the media or not. If
there are any suggestions, these are incorporated in the ad and the final
copy is developed. Pre-testing prevents flopping of ads upon release
in the media as well as the sinking of money spent on buying media
space.



(e) Release phase

once the ad or the commercial has been approved by the client, it is
ready for release. The ad is released based on the media schedule already
firmed up. The advertising agency has to ensure that the schedule ii
followed and the ads appear on the designated dates on scheduled time
or in the specified print space and pass on the information to the client
about it.

3. Strategy Assessment and Evaluation phase

After the ad campaign has been run, it is essential to assess the gains
of the campaign. As far as the gains with regard to the sales objectives are
concerned, these are immediately visible. Experience shows that the sales
shoot up when the ad campaign is launched. As far as the communication
objectives are concerned, for that one needs to carry out a market survey.
The results of the survey show the reach and the frequency of the ad
among the target grouP, apart from the attitudinal changes brought about
in the respondents. Based on the responses received, the ad campaign is
modified for the future by the promotion manager.

Cnrcx Youn Pnocnrss

8. what are the four stages in the adoption of any new idea or product
or service?

9. On what basis can one run an advertising campaign?
10. on what factors do the length of an advertising campaign depends?
1 1. what are the different phases of an advertising camiaignz
12. Mention the five factors one keeps in mind *hil" niing an

advertising budget.
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2.5 ADVERTISING AGENCY

while discussing the phases of advertising campaign, we spoke of the role of
advertising agencies in it. What are these advertising agencies? What is their
structure and how do they operate? Advertising agencies are specialized
organizations that are hired by the advertiser to deiign, plan and prepare
advertisements or advertising campaigns right from tlie scratch to the end.
These agencies are basically intermediaries that offer specialized knowledge,
skill and experience that is much required for pioducing an effective
advertising campaign. The impressive achievements of the advertising
world reflect the achievements of today's advertising agencies. They helf
the advertisers in planning and producing ads ana nrtt-iedged advertisini
campaign and placing them in appropriate media. These agencies have
professional writers, graphic designers, artists, media exporters, researchers,
producers, etc., who work together as a team to fulfill the advertiser,s
expectations from an ad campaign and not only develop but also implement
suitable advertising strategies for the advertisers. Some agencies also hire
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freelancers for copy writing and graphic designing. In fact, it would not
be incorrect to say that ad agencies represent the core of the advertising
profession. Most oflhe advertisements that we are exposed to these days

are actually the brain child of these advertising agencies. Advertisers, i.e.
the firms or individuals who wish to communicate about their product,
services or ideas, hire the services of advertising agencies to manage their
advertising right from planning to execution. Most agencies are independent
companies that handle many types of clients and their different advertising
needs. However, it is not rare to find agencies that serve their one and only
client, which is the company that owns them. Such agencies are known as

in-house ad agencies.

2.5.1 Evolution and History of Advertising Agencies

The concept of ad agencies originated and developed in the USA. Volney
B. Palmer was the man behind the first ad agency that was established in
Philadelphia in 1850. Palmer was a space broker in a newspaper and did not
offer the services like preparing the copy or designing an ad that are an integral
part of any modern ad agency being performed by a modern ad agency today.

He simply sold space in the newspaper on a commission basis. Soon, many
agencies cropped up.

The first big change in the functioning of ad agencies came to the fore in
the 1850s when an ad agent by the name George P. Rowell introduced a new

concept-a concept of space-whole-se11ing. Rowell used to buy large blocks of
space at a reasonable price from newspapers and would sell smaller blocks to
advertisers at a considerably higher price.

It was in the year 1864 that an agent by the name William James Carlton
started selling advertising space in religious magazines. James Walter Thompson
who joined Carlton in 1868 purchased the firm in 1877 and renamed it 'James

Walter Thompson Company'. This firm is considered the oldest advertising
agency of America. Thompson had a great busirress sense. It did not take him
long to understand that he could make better profits if he offered his clients
the service of content development. Thompson hired copywriters and artists
for creating advertisements and is believed to have set up the first creative
department in an ad agency. In recognition of his contribution to the growth and

development of advertising agencies in America, Thompson is credited as the

'Father of Modern Magazine Advertising'in the USA.
Gradually by the beginning of this century ad agencies redefined

their role, from space selling to preparing and delivering advertisements. Ad
agencies started offering specialized seruices suclt as copywriting, designing,
to its clients. These agencies hired professionals tl;r all the specialized services

and had separate departments to handle thetn. Lord and Thomas was probably
the first advertising agency in the United States of America to offer high-
quality creative work. Over the decades, not only other ad agencies followed
suit but also the specialized services being offered by them registered a sharp

rise. These agencies had ftrll fledged departments to handle specialized jobs

like copywriting, art work, layout design, selection of appropriate medium/
media, budgeting, etc. Today's modern ad agencies have ventured into media

research and media planning as well. Now, the advertiser can avail any or all the

specialized services by paying extra fee for them.



Since those days, ad agencies have grown in leaps and bounds not only in
size but also in influence. These agencies have been creating very appealing and
effective advertisements, keeping in mind the expectations of the advertisers
and their advertising objectives. These ads are created using different appeals,
taking into account the human psychology as well as the requirements and wants
of the target audience. The modern day's ad agencies offer varied services and
deploy teams of experts who handle all the specialized jobs.

Today, we have over 5000 ad agencies worldwide and more than 2000
in India only. These agencies are doing a good business and thus, one may find
that these agencies are mushrooming the world over. The growth of ad agencies
has seen many twists before it acquired the position and image that it enjoys
today. With takeovers, mergers, strategic tie-ups occurring every day, it would
not be incorrect to state that today these agencies are in a re-engineering phase.
Today's agency is trans-national in nature with its presence in more than one
country. These agencies provide integrated services. In other words, they handle
not only advertising for their clients but also public relations, direct marketing,
brand designing, road shows and many more promotional activities.

Over the years, advertising has become a highly complex business. Apart
from other things, it requires huge investments in terms of time, money and
resources. The advertiser has a lot at stake. Ad agencies help advertiser to meet
hislher advertising objectives as it offers the services of professionals with the
required insight and expertise. These professionals include designers, artists,
copywriters, visualizers, researchers, photographers, planners, etc. What these
professionals bring together with them is expertise and in many cases their
experience. This, in turn, helps in delivering efficiently and that too at a good
pace than the advertiser could have handled himself.

An organizationladvertiser may want to hire these professionals to
work directly for him. But this means a lot of money as most experts from
the field of advertising are not very affordable. Also, it is not a cakewalk to
hire, organize, manage and co-ordinate with all of them for achieving their
advertising objectives. On the other hand, hiring an ad agency can make things
much easier and cost effective for the advertiser. Another advantage of hiring
ad agencies is their professionalism and objective approach. Ad agencies offer
objective and detached viewpoints and suggestions that can be beneficial for
the advertiser. Before an advertiser decides to hire the services of a particular
advertising agency, he does a lot of ground work to verifu the credentials of the
ad agency and to find out its suitability for achieving his advertising objectives.
The advertiser may check the following:

o Quality in terms of their experience and qualiflcations of professionals
hired by the agency.

o Competence of the agency to efficiently handle new accounts.
o Experience in handling simiiar accounts.
o Reputation of the ad agenoy.

Just as in any other industry there is a stiff competition amongst the modern
advertising agencies as well. Thus, these days the modern ad agencies offer
many additional services also. Some of these additional services are:

. Public Relations
o Media Relations
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o Election Campaign Management
r Direct Marketing
. Exhibitions
o Road Shows
o Event Management
o On-Line Advertising (Internet Advertising)
o Brand Nomenclature and Brand Designing
o Market Research
o Product Packaging
o Sales Promotion
o Training of Sales Force

2.5.2 AdvertisingAgency Compensation

Since the size and organizational structure of advertising agencies varies, even
the sources from which these agencies derive compensation vary. In fact, ad
agencies derive compensation from three different souice.. Firstly, tlese agencies
derive their compensation from the media on the rate charged flr space-or time
in media. usually, the agencies get around 15 per cent as-media commission.
secondly, the agencies also derive compensation from the fee they charge for
providing commissionable services such as market survey. Thirdly, these ad
agencies also take percentage charges on materials and servites used in planning
and designing of advertisements. The usual trend is that ad agencies charge theii
clients the cost of buying the media space and an additional 17.65 per cent.

2.5.3 Types of Advertising Agencies

Advertising agencies are of different types. Some are one-man shows and others
are highly elaborate organizations with interests in many domains ancl many
countries. There are small-, medium- and large-sized independent ad agencies.
These days, there are multi-national ad agencies as well. These multinational
agencies have their presence in many countries.

Broadly speaking, ad agencies can be categorized into:

a. In-House Ad Agencies
b. Full-Service Ad Agencies
c. Limited-Service Ad Agencies
d. Specialist Ad Agencies
e. Interactive and Search Ad Agencies

a. In-house ad agencies: An in-house ad agency is a full-fledged ad agency that
functions as a unit of the advertiser's organization. It is o*r"d by the advertiser
and handles all the advertising-related requirements of the advertiser. These
advertisers believe that it is a more profitable proposition to have an advertising
agency of their own. Although such agencies generally work for only the pu..ri
organization, in some cases they also handle outside assignments. For example,
Mudra is the ad agency of the Reliance group. However, it handles out;ide
assignments as well.

b. Full-service ad agencies: These ad agencies offer all kinds of services.
They are equipped to serve their clients in all aspects of communication and
promotion and ensure that there is no reason for the client to use any other



service agency. They take assignments from the initial stage to the final stage.

Such agencies offer total service in both advertising and non-advertising areas.

Full-service ad agencies have professionals who handle all kinds ofjobs such

as market research, copywriting, ad designing, media planning, media selection
and buying of space and time. Such agencies also handle different types of
promotional activities, like road shows, direct marketing. public relations and

product designing.
Although all full-sen ice agencies offer wide range of services, they

are not all alike. They vary in size and focus. These agencies may also have

distinct areas of specialization. Thus, even the type of client they serve may

differ. Therefore, the advertiser must choose a fuIl-service advertising agency

keeping in mind the agency's area of expertise that best serves their advertising
objectives.

c. Limited-service ad agencies: Another option that is available to an advertiser
is to hire the services of a limited-sen'ice ad agency. Such agencies offer only
limited types of services to its clients, i.e. the advertiser. Such services may
include copywriting, designing, etc. These agencies are also known as 'cteative
boutiques'.

d. Specialist ad agencies: Another category of ad agencies are specialist
ad agencies which specialize in specific areas such as financial advertising,
recruitment advertising, medical advertising, classified advertising, industrial
advertising, financial advertising and investment advertising.

e.Interactive and search engine ad agencies: Anew sub-category of specialist
ad agencies that has emerged is interactive ad agencies and search engine
agencies. Interactive agencies specialize in web designing, web development,
internet advertising and marketing and search engine marketing, etc. They are

an outcome of the rapidiy increasing popularity of web-based social networking
and community sites. These agencies rose to prominence before the traditional
advertising agencies fully embraced the Intemet. They provide specialized
advertising and marketing services for the digital space to its clients. Digital
space is any multimedia-enabled electronic channel on which an advertiser's
message canbe seen orheard. It includes the Internet, kiosks, CD-ROMs, DVDs
and lifestyle devices such as iPod, PSP and mobile. Search engine agencies are

the latest addition to different types of agencies and include pay per click (PPC)

and search engine optimization (SEO) firms that $eate both text and image ads

and offer media purchases.

2.5.4 Organizational Structure of Ad Agencies

Ad agencies vary in size and the type of services they offer. As already discussed

in the chapter, there are small, medium and large-sized ad agencies. Some

agencies are as small as a team of 2 persons. Also, there are limited service
as well as specialist ad agencies on one hand and full-service ad agencies

on the other. Some agencies offer highly specialized services in only limited
areas of advertising, such as outdoor advertising, financial advertising, social

advertising and medical advertising, whereas, other agencies may provide
almost all the services related to advertising and promotion such as research,

copywriting, account management and media selection. Obviously, as the
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sizes and the services being offered by different ad agencies are different, their
organizational structure is also different. A large-sized ad agency that employs
hundreds of people will have a well-defined division of work and authority
than a small-sized ad agency with only ten to twelve people. Thus, there is no
standard organizational structure of an ad agency. Its organizational structure
will invariably depend on the number of people it employs and the type of
services it offers.

A medium-sized ad agency offering the basic services has a very basic
organizational structure with the managing director or the proprietor at the
top and heading different departments such as accounts department, creative
department, media department and the administrative department. Depending
on the services being provided by the ad agency, some more departments
like public relations, research department, etc. may also be prevalent in the
agency.

Accounts Creative Research

The organizational structure of a full-service ad agency with a good number
of people on the payroll has a more elaborate structure. Again, it is important
to remember that there is no standard organizational structure that every large-
sized fulI service ad agency has to adopt. We can still discuss the following
organizational structure :

Primarily there are six departments in a full-service advertising agency.
These departments are account department, research department, creative
department, media department, production department and administrative
department.

a. Account department's primary function is account management. The
department is responsible for looking after the client's advertising business.
The term 'account'in advertising lingo means 'apiece ofthe client's business'.
The personnel in account department, which includes account director,
manager, account planners and account executives, first get the account or
business for the advertising agency. For this, they need to be adequately
aware of the needs and wants of the client. They are the ones who convince
the client of their agency's competence to handle the account. They are
responsible for liaisoning with the clients. In fact, the people working in
the account department act as a link between the client and the agency.
The account manager defines what kind of advertising the client requires
and co-ordinates all the resources of the agency to deliver it to the client's
satisfaction. Therefore, he must have a sound understanding of all aspects of
the process of advertising and also be able to understand the client's business
and his requirements.

b. Research department is responsible for conducting the basic research
that is essential for any effective advertising campaign planning. Information
is essential for creating effective advertising campaigns. Before planning the
basic framework of an advertising campaign, the advertising agency requires
complete information about the product brand, the company, market trends,

Proprietor/Managing Director



market demand for the product, similar products available in the market,
etc. The advertising agency also needs thorough information regarding
the prospective consumers, their wants and needs, their buying behaviour
and the media suitability for communicating the desired message to the
target audience. Research department finds out and compiles all such type
of information. The advertiser/client also helps in providing information.
However, this information provided by the client may be incomplete or
biased. Advertising agencies may have their own research department or they
may seek help of external research service providers (research agencies) for
the purpose.

c. Creative department is a core department of an advertising agency and is
responsible for creating the actual advertisements. Creative department strives
for developing great selling ideas and etlective advertisement campaigns for
their clients. The staff of the creative dcpartment has a highly creative bent
of mind. Copywriters and artists are the backbone of the creative department.
Copywriters are responsible for writing the text or the copy ofthe advertisements
while artists visualize and conceptualize the visual part of the advertisement.
Artists or the art directors decide the layout of the advertisement as well.
Copywriters and art directors work together in creating an advertisement.
These creative partnerships may be account based or perrnanent. The creative
department takes all the information collected by the account manager and the
strategy devised by the account planner. The art director and the copywriter
report to the creative director. Based on the information and other details
collected from the account department, the creative team generates ideas to
convey the key message of the advertising carnpaign. They turn the information
into words and pictures. The ideas are worked upon several times keeping in
mindthe suggestions and observations made by the creative directorbefore they
are ready to be presented in tiont of the client fbr his feedback. The creative
team may work with outside design or production studios for developing and
implementing their ideas.

d. Media department or media services department is responsible for
selection, booking and purchase of media space or time slot. It also looks after
the placement of advertisements according to the prepared schedule. This
department handles two areas that have emerged as highly specialized fields, i.e.
media planning and media buying. The department staff has good contacts with
the suppliers of various creative media which they bank upon for getting the
best rates for the clients. For example. if the advertiser wants to get pamphlets
printed, the media department will negotiate printing rates for the agency. The
advertising agency may even outsource to a media agency for helping them
in media planning, especially when major media such as broadcast media and
national press are sought. Hiring an extemal media agency for media planning
also helps in getting further negotiated prices.

e. Production departrnent is responsible for ensuring the production of
advertisements. Without production, the ads created by the copywriters and art
directors will remain nothing more than words and pictures on paper. Production
is an essential part of advertising, yet many advertising agencies may not have
this department as many experts such as photographer, illustrators, computer
experts, music directors and musicians are required. Also, the equipments
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required for producing the ads are also very expensive. Therefore, an agency
may not want to make heavy investment on hiring the production experti and
buying the equipment. Rather than having a full fledged production deiartment,
Tany advertising agencies have functional art studios and sufficient Lomputer
facilities. They leave the highly specialized job of ad production to organizaiions
that specialize inthis area.

f. Administrative department: The administrative department acts as the
supporting department. Though, it is not directly involved in the core activities
of the agency, it plays an important role by attlnding to the staff functions of
accounting and general administration.

Cnrcx Youn Pnocnnss

13. Name the different categories of ad agencies.
14. Mention the departments in a full-service advertising agency.
15. What are specialist ad agencies?

2.6 ADVERTISING BUDGET

2.6.1 Setting an advertising budget

Setting an advertising budget is not an easy task as it is very difficult to estimate
the ideal ad spend for any product or organization in a financial year. It is
generally believed that organizations tend to overspend on consumer goods,
while they tend to underspend on industrial goods.

The factors that are usually taken into account for setting the advertising budget
are:

(a) Product life cycle stage: New products usually demand greater
advertising budget allocation as a percentage of sales .o-pi.d to
mature brands. In the case of the new products, the advertisir has to
spend more to create awareness, develop preference and induce product
triaVpurchase.

(b) Market share: Brands that enjoy a low market share usually need more
advertising push as a percentage of sales than those with high market
share to wean away customers from the rival brands.

(c) Intensity of competition and clutter: In the case of a brand with a number
of competitors, the advertising budget as a percentage of sales has to be
higher to be noticed above the clutter of ads in the market.

(d) Advertising frequency: In the case of brands which require frequent
running of ads, the allocation for advertising has to be higirer compared
to those in which frequent ad exposure is not required.

(e) Product differentiation: In the case of a product in which it is difficult to
distinguish one brand from another, the advertising budget allocation is
higher in order to create a separate identity of the brand.



2.6.2 Approaches/lVlethods of Budget Allocation

1. Theoretical Approaches

a. Economic marginal analysis approrch
Economic marginal analysis remains the time tested method of

budget allocation. According to this method, a firm cen continue to
increase the budgeting expenditure on a brand as long as the marginal
revenue generated exceeds the incremental advertisiqg expenditure.
This method of allocation of budget is based on two assumptions: one,
which advertising will always lead to sales rnd two, that advertising
is the only factor for the increase in salor. As thcre arsumptions rarcly
hold in business, this method of budgot tllocrtion ir not used by
advertisers.

b. Concave-downward functlon curve rpprorch
Based on the law of diminishing returnr, this approach holds that ac

the amount of advertising expendituro incrcases, the incrementrl gain
from it decreasos. The explanation givon for thir is that thc prospccts
willing to change their behrviour will do so after the initial exposurc
to the ad campaign. Additionrl advortiriry incertiour rre not going to
yield much returns.

c. S-shaped function curve approach
According to this model, the initirl rdvortising oxposure does not

have much of an impact in torms of sales. It is only aftcr the prospccte
have been exposed to the advcrtising for oome timo that they bcgin to
feel convinced and start chgnging thcirbohrvioru in the decired muuer.
From this stage, increased advertiring exponditue lcads to incrcased
sales. Thcse sales, however, do not continuo to rigc forcvor. After a point,
the sales plateau. In other words, the rdditionel advertising expendifire
leads to little or no sales.

Top management scts the
spending limit

Top-down epproech lulld-up rpprorch

Advertising budgct s.t to stay
within allocation limits

Activlfics n.ccss.ry to rchieve
objcctives are plrnncd

costs of dlfferent advcrtlsin3
elemcnts arc bud3otcd

Total rdvcrtisln3 budgct
approvcd by top manqGment

Top Ilown end bulld-up budgctl4 rpprorclcr
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Incremental

Sales

Concave-downward function curvc

Advertising expenditures

A

S-shaped function curve

Advertising expenditures

B

Advertising to sales response function

Advertising to sales response function

2. Practical Approaches

The theoretical approaches are rarely used. The practical approaches have
evolved over the years through hit and trial. There is nothing excusive about
them. Organizations may use or more than one method at a time.

2.1 Top-down approach

In case of top-down approaches, the top management decides the budgetary
allocation for advertising and this information is passed on to the lower rungs of
management as given. The top-down methods listed below are subjective and
are based on the judgement of the top management, and not on the targets and
objectives of the organization.

a. Affordable method
This method is usually applied by small business firms. It entails

allocating to advertising the amount of money left after allocations to
all other expenditure heads. This indicates the low priority small firms
give to advertising.

b. Arbitrary allocation method
As the name of this method indicates, the allocation of budget for

advertising in it happens on purely arbitrary basis. The top management
feels that there should be some budgetary allocation for advertising. So,
it settles on some arbitrary figure, without any analysis of marketing
requirements.

c. Percentage of sales method
This is the most commonly used method of setting budgetary

allocation by medium and large business organizations. In this method,
the advertising allocation is calculated as a certain percentage of sales.
The sales could be of rhe previous year or the projected sales of the
coming year or an average figure of the last several years' sales. The
percentage figure selected is often the industry standard. Most advertisers
find this method simple and convenient. The method is based on the



assumption that sales are the cause of advertising. This is like putting
the cart before the horse. Advertising can be a cause and not the effect
of sales"

d. Competitive parity method
In this method, the advertising allocation is based on the allocation

of funds for advertising by the competing firms. It is believed that the
collective wisdom of the firms has settled down on this figure. So, it is
best to accept this as the optimal figure. It is not a scientific method as

it is very difficult to be certain about the optimal level of advertising.
Also, it is very difficult to know in advance the budgeted expenditure
on advertising of a rival firm until it has been actually spent. Besides, it
is not wise to follow the cornpeting firms blindly.

2.2 Bottom-up approach

The bottonr-up approach is based on the firm's advertising and marketing
objectives. In this approach, the advertising allocation is fixed after taking into
consideration the marketing and advertising objectives. We discuss below the

methods followed in this approach.

(a) Objective and task method
As the name of the method indicates, advertising allocation in it is

based on the objectives of advertising and the estimated cost of specific
tasks identified to achieve them. In this method, there are four steps for
finding out the ideal budgetary allocation for advertising. These are:

(t) Defining the advertising communication objectives

(ii) Identifuing the communication strategies to achieve them

(iii) Specifying the tasks to implement those strategies

(iv) Estimating the cost of these tasl<s

This method is scientific. But, at the same time, it calls for a meticulous
identification of the tasks and the estimation of their costs. As the budgetary
allocation is based on the ground realities, it is very realistic and systematic.

(b) Payout planning method
This method is used for launching new products in which it is

difficult to expect revenues in the first few years as the prospects are

not even aware of the product. To make the prospects buy it, they
have to be taken through the stages of awareness generation, interest
development, desire for purchase and effort to purchase or try it. This
is a time-consuming process. So, in the first few years the firm has to
only pay out on advertising without any coffesponding returns. But, as

time passes, the revenues start trickling in. The budgetary allocation is
based on an estimate of the expenditure needed for advertising to make
the revenues start pouring in at the earliest. It depends on the accuracy
of sales fbrecasting.

(c) Quantitative method
This method makes use of rnathematical and statistical models for

forecasting and predicting the ideal budgetary expenditure. This method
is used for large business organizations who can afford to hire people
with this expertise. Other organizations find it difficult to use as it is
very technical and complex.
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(d) Experimental method
This is an alternative to the quantitative method. In this method,

the brand manager runs a pilot ad campaign in a select market area
to estirtrate the level of advertising needed to bring about the desired
behavioural change. The feedback data generated from such research
projects is used for determining the advertising budget. The rnajor
drawback of this method is the time needed to get the feedback
data, apart from the expenditure incurred on carrying out such a
research.

Crmcx Youn Pnocnrss

16. what are the three theoretical approaches for budget allocation?
17. What is a top-down approach of budget allocation?
18. What are the methods followed in the bottom-up approach of

budget allocation?

2,7 CASE STUDIES

Given below are some case studies of advertising campaigns carried out by
different companies/firms in different parts of the world:

2.7.1 Nike's oJust Do It'Advertising Campaign

According to Nike company lore, one of the most famous and easily recognized
slogans in advertising history was coined at a 1988 meeting of Nike,s ad agency
Wieden and Kennedy and a group of Nike employees. r)an wieden, rp.uking
admiringly of Nike's can-do attitude, reportedly said, 'ycu Nike guys, yo"3uJ
do it.'The rest, as they say, is advertising history.

After stumbling badly against archrival Reebok in the 1980s, Nike rose
about as high and fast in the '90s as any company can. It took on a new religion
of brand consciousness and broke advertising sound barriers with its indelible
Swoosh, 'Just Do It' slogan and deified sports figures. The Nike brand became
so sEong as to place it in the rarefied air of recession-proof consumer branded
giants, in the company of Coca-Cola, Gillette and proctor & Gamble. with its
'Just Do It'campaign and strong product, Nike was able to increase its share
of the domestic sports-shoe business from 18 percent to 43 percent, from $g77
million in worldwide sales to $9.2 billion in the ten years between 1988 and
1998. Nike spent $300 million on overseas advertising alone; most of it centred
around the 'Just Do It'campaign.

The success ofthe campaignhinged on the factthat an estimated S0percent
of the sneakers sold in the U.S. are never used for the activities for which they
have been designed. Nike's marketing tactics in the 'gOs, ancl in particular in
its campaign against Reebok, gambled on the idea that the public would accept
sneakers as fashion statements. Nike later cashed in on the jogging/fitnerr..ur.
of the mid 1980s, during which its 'Just Do It'campaign eipanded to attract
the female and teenage consumer, in addition to the sialwart t a- to 40-year-old
male consumer. Nike was losing ground to Reebok during this time, thanks to



the expiosion of aerobics. phil Knight, the founder and cEo of Nike, suffi,rsed
his company and ads with the idea of the intense, inwardly focused competitor.
The ads rarely focused on the product itself, but on the person wearing the
product. Heroes and hero worship abound on the Nike campus in Beav"rton,
Oregon.

The 'Just Do It' campaign seemed to capture the corporate philosophy
of grit, determination and passion, but also infused ir with 

-something

hitherto unknown in Nike ads-humour. Nike had always been known foi
its 'detached, determined, unsentimental' attitude. 'In a word, [Nike was]
cool.'The new ads retained that attitude, but several of the original 12 ,Jusi

Do It' ads incorporated jokes, explicit and implicit, to make their point. The
Bo Jackson ad stands out. Jackson is seen working out at several different
activities, joking while on a bike machine, 'Now when is that Tour de France
thing?'and after slam dunking a basketball contemplates .Air Bo., .I like the
sound of that,'he says.

The 'Just Do It' campaign received mixed ratings, ranging from 'an
instant classic'to 'sociopathic.'one critic went so far as to say the ads were
'an impatient bordering-on-contemptuous exhortation to the masses. Cool is
one thing. Poverty of warmth is another.'Eventually the campaign was credited
with embracing not just resolve and pu{pose, but also the .beauty, drama and
moral uplift of sport-even, every now and then, fun.

The Nike campaign had certain unique features. These are discussed below:

1. Linking the Campaign to Consumer Needs

Through its 'Just Do It'campaign, Nike was able to tap into the fitness cruze
of the 1980s. Reebok was sweeping the aerobics race and gaining huge market
share in the sneaker business. Nike responded to that by releasingl tough, take-
no prisoners ad campaign that practically shamed people into exercising, and
more importantly, to exercising in Nikes.

The 'Just Do It' campaign was also effective in reassuring consumers
that the brand they picked, Nike, was a quality brand. This was most effectively
portrayed by celebrity sports figures such as Bo Jackson, John McEnroe and
later, Michael Jordon. If Michael Jordan could play an entire NBA season in
a pair of Nikes, certainly the average weekend warrior could trust the shoes,
durability.

Celebrity endorsements also appealed to the consumers'sense ofbelonging
and 'hipness,'as Nike became a self-fulfilling image prophecy: if you *urt to
be hip, wear Nike; if you are hip, you are probably wearing Nike. The .Just Do
It' campaign was able to turn sweaty, pain-ridden, time-consuming exercise
in Nike sneakers into something sexy and exciting. perhaps most importantly,
even those who were not in fact exercising in Nikes (the vast majority) still
wanted to own them. By focusing on the aura and image conveyed uy ttre dtness
culture, Nike was able to attractthose who wanted the image without incurring
the pain.

2. Linking the Campaign to Strategy

Nike was in a tough spot in the late 1970s. It was being swamped by Reebok's
quick initiative on designing aerobics shoes and needed to respond dramatically
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and forcefully. It could be argued that the 'Just Do It' campaign was not only
about sneakers but also about Nike's own renaissance. No longer content to
be the choice running shoe of a few thousand marathoners and exercise nuts,
Nike wanted to expand its operation to target every American, regardless of
age, gender or physical-fitness level. 'Just Do It' succeeded in that it convinced
Americans that wearing Nikes for every part of your life was smart (the shoes
are designed for comfort) and hip (everyone else is wearing them, you too can
belong to this group.) Nike took its own advice and 'Just Did It'by directly
attacking Reebok in the sports-shoe market.

3. Why Was the Campaign Successful?

The timing of this campaign could not have been better. Americans were buying
exercise equipment at a record pace in the mid 1980s, and body worship was
at an all-time high. Nike tapped into consumers'desire for a healthy lifestyle
by packaging it into a pair of $80 sneakers. The ads were often humorous,
appealing to the cynic in all of us, while imploring consumers to take charge
of theirphysical fitness. The ads made starting an exercise regime seern like a
necessity, and the way to start exercising was to buy Nike merchandise. More
importantly, by owning Nikes you were instantly a member of a desirable
group. The campaign was easily identifiable (to the point that Nike eventually
did not even bother to display the word "Nike" in commercials-the r*oorl
was enough) and stayed true to its message.

2.7.2 Coca-Cola

To counter comparative advertising under the guise of consumer tests by Pepsi
('The Pepsi challenge': Taste the Difference), coke was compelled to change
the flavour of its advertising slogans. It came up with slogans such as this:
'Thirst knows no season' (1922), 'The pause that refreshes' (1929), 'Things
go better with coke' (1963), and 'The Real rhing' (1970). Being the ,real

thing'has been a constant message in Coca-Cola advertising since the 1940s,
partly because it has so many rivals in the cola market. other slogans equally
uplifting have been: 'I'd like to buy the world,s Coke, (1971), .Coke Add;
Life' (1976), and 'Coke is it!' (1982).

Invented in 1886 by John Pemberton, coca-cola is perhaps the most
heavily and most successfully advertised product in history. Its first recorded
advertising budget in 1890 was $11,000. It has had many legendary campaigns,
including the invention of the modern Santa claus, with his Falstaffian
appearance and red and white (the colours of Coca-Cola) robes for a Macy,s
store campaign in the 1930s.

2.7.3 Exxon Corp-Esso Motor Fuel

Put your Tiger in Your Tank

Exxon started to use a tiger in various images from the 1950s. Esso first used
the tiger in the early days of branded petrol that followed the end of rationing
after World War II. The tiger image had adapted over time, to meet the changing
times.

In the 1960s, the tiger assumed the aura of a cartoon, contrasting
humorously with the fashion at the time for baffiing scientific improvements



to the performance of petrol. 'Put a tiger in your tank'became one of the most
famous campaigns in advertising history complete with merchandized'comical'
tiger tail to fix around the petrol cap along with the bumper-sticker proclaiming
'I've got a tiger in my tank' : 2,500,000 tails were sold.

Esso, the UK brand for Exxon, started using tiger images in the 1950s,
but it was only in the 1960s that it became a craze. A cartoon tiger was used and
a whole range of merchandise using the tiger was given away atfilling stations.
The campaign was also taken to France ('Mettez un tigre dans votre moteur')
and to Germany ('Pack den Tiger in den Tank'). In the UK, the campaign
then gave way to a real and beautiful tiger, carrying a subtler environmental
message.

2.7.4 lntel Inside, 1990s

This was the slogan used in the advertisements of Intel. It was indeed a brilliant
advertising technique for making the invisible memorable and valuable. It was
targeted at the end consumer rather than the manufacturer, who had been the
target up to that point. In a relatively short time, Intel Inside@ has grown to
be one of the world's largest, most successful co-operative brand marketing
prograrnmes in history.

Before this campaign, companies such as Intel were selling their
semiconductor products directly to original equipment manufacturers (OEMs),
with their primary customers being the computer design engineers responsible
for building computers.

With Intel's new i386rM microprocessor, the successor to the 286
microprocessor, it had developed a product far superior to everything in the
industry. Despite the benefits of the improved product, many OEMs shunned
using the new technology in their mass-produced computers, fearing that
their customers (primarily corporate information technology managers who
purchased large numbers of computers) would not react well to higher prices.
Intel realized it needed a way to break through the barrier and reach the OEMs
customer directly-the IT Manager-to help them understand the value of the
i386 chip.

To solve this problem, a team at Intel proposed a revolutionary advertising
campaign, designed to stimulate the IT Manager's demand for the advanced
technology. In the ads, a large red X was spray-painted over '286' and,the i386
processor was touted as a better investment for the future. The campaign was
successful and it taught Intel that communicating technical information to end-
consumers was not only possible, but also highly desirable. It was the first
time that Intel had directed the ad campaign at PC consumers rather than at PC
makers.

The response was exactly what Intel wanted, but over time it proved
to increase awareness and sales for new technology among computer
companies across the board, not just for Intel. It became a new approach to
advertising even the driest aspects of technology. Intel needed to build long-
term awareness for their brand, creating a mindset of quality, innovation and
reliability.

Rather than just market the technology, they would market Intel
technology, influencing consumers to pay attention to the Intel ingredient inside
the computer. With this new thinking, Intel developed a cooperative advertising
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program to which OEMs would add a small Intel Insideo logo to their print ads.
By attaching the logo, oEMs would add strength to their own brands by being
identified with the strength of the Intel@ brand.

Officially started July 1 1991 Intel Inside now consist of more than2,700
organizations worldwide licensed to use the Intel Inside logo, as well as TV
spots, computer logos and an e-commerce prograrnme.

Since the programme started, more than $7 billion in Intel Inside brand
advertising has been generated. The Intel Inside prograrnme manufacturers
more than 150 million Intel Inside logo systems stickers each year for multiple
Intel brands, colours, sizes, systems and product packaging. Every five minutis,
the Intel Signature ID audio 'bong'plays somewhere in the world. Advertising
with the Intel Inside logo ran in more than 130 countries in 2001. Intel is now
among the world's most valuable brands.

2.7.5 Kellogg's (rice krispies)

'Snap! crackle! Pop!'. coined in the us in the late 1920s, this simple and
enduring slogan was accompanied by a hummable ditty. The advent of
commercial television in the late 1940s and 1 950s gave this slogan and campaign
a vast audience and enduring brond rocognition for this Kellogg,s ."r.ai ovi,
the years. While the look end rpmnnce of the characters has changed over the
years, the slogan is etched in tho mas6 memory of consumers.

2.7.6 Clairol (heir colorent)

The first Miss clairol ads were originally written 'Does she ... or doesn,t she?
Hair colour so nafural only her mother knows for sure!'However, Clairol was
concerned about alienating the older generation that the world was changed to
'hairdresser'. The final ad read. 'Does she ... or doesn't she? Hair colour so
natural only her hairdresser knows for sure!' Polykoff insisted the models in
the Miss Clairol ads resernble the 'girl next door'rather than the high-glamour
women tl?ically portrayed in the 1950s ads. The idea was to make hair colouring
respectable and mainstream. The print ads tpically included a child to undercu-t
ths sexual undertones, making it clear that respectable women colour their hair,
not just women of easy virtue, rs was .believed at the time. Also, showing the
mother's hair next to the child's hair emphasized the precise colour.ut h by
comparison.

clairol's sale increased by an amazing 413 per cent in just six years.
More than 50 per cent of adult u.s. women began using hair colour, up from
7 per cent prior to Polykoffs Miss Clairol campaign. Through her ads, Stirley
Polykoff helped transform Clairol from a small business (a tiny division of
Bristol-Myers) to a huge international brand by assisting in the creation of a
hair-colouring industry.

2.7.7 Gulnness

Guinness's advertising agency (S.H. Benson) did some marketresearch during
the 1920s to find out what people liked about Guinness. people respondei
that they felt good when they had theirprint and the slogan ,Guinness is Good
For You' was born. The slogan is still used in some countries (Africa) that
do not regulate advertising claims. Some advertising even features athletes



implying that their athleticism can be attributed to Guinness. In the UK,
post-operative patients used to be given Guinness, as were blood donors.
In Ireland, Guinness is still made available to blood donors and stomach
and intestinal post-operative patients. Guinness is known to be high in iron
content.

Guinness used the artist John Gilroy to craft a memorable and enduring set

of images to develop the idea that Guinness was good for you. Gilroy's first-known
Guinness poster was produced in 1930. Working with copywriters like Ronald
Barton and Robert Bevan, Gilroy produced more than 100 press advertisements
and nearly 50 poster designs for Guinness over 35 years. He is perhaps best
remembered for his posters featuring the girder carrier and the wood cutter from
the 'Guinness for Strength'campaigns of the early 1930s and for the Guinness
animals. The animals, including a lion, toucan, gnu, and kangaroo, appeared, with
their long-suffering zookeeper, on poster, press advertisements, show cards and
waiter trays from the 1930s to the 1960s. Gilroy continued to produce Guinness
advertisements well into the 1960s even though he left Benson's employment as

an in-house artist in the 1940s to pursue freelance work.
Guinness today is more focused on the psychological than upon the

physical, particularly in relation to men.

2.7.8 H.J. Heinz

Henry John Heinze, son of Lorenz Heinze of Bavaria, who immigrated to the
US, was bom in 1844. He began the company selling horseradish from the
family vegetable patch to his neighbours. Later, they started putting ground
horseradish into bottles.

In 1869 he took a partner and founded the firm of Heinz (dropping the 'e')
and Noble that sold bricks and horseradish. The company flourished and two
years later Heinz opened a food-processing factory where bottled horseradish
and bottled pickles were made. After a promising start, the firm was bankrupted in
the depression that marked the post-Civil War period and the early 1870s. Heinz
borrowed $3,000 from his brother John and his cousin Frederick to relaunch as

F. & J. Heinz. The new firm introduced tomato ketchup, pepper sauce, vinegar,
apple butter, fruit jellies and mincemeat to the US market. In 1886, he visited
London and persuaded the famous firm of Fortnum & Mason to sell his goods
in the UK, still at that stage the world's richest market. In 1888, Henry bought
out his brother's interest, re-named the firm H.J. Heinz & Company and then
bought a new site and started planning to build a new factory.

It was in 1896 that he originated the famous '57 Varieties'slogan which
became one of the more famous brand signatures in the world of fast-moving
consumer goods. Corporate folklore atHeinz has it that, in 1896, Henry John
Heinz noticed an advertisement for '2I style of shoes'. He decided that his
own products were not styles, but varieties. Although there were many more
than 57 foods in production at the time, because the numbers 5 and 7 held a

special significance for him and his wife, he adopted the slogan '57 Varieties'.
So, in fact the numbers 57 isn't related to the number of products offered by
Heinz.

ln 1928, it was decided to produce a canned food that became a flagship
of the Heinz company, baked beans in tornato sauce. The introduction of baked
beans was so successful that it was followed by spaghetti and a variety of
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soups. During the World War II the Heinz factory produced food for the armed
forces. Heinz became a listed public company in 1946 and continued its global
expansion.

Today, H.J. Heinz & Company is an enterprise involving more than
45,800 people in over 200 major locations worldwide, with leading brands on
three continents, offering a lot more than 57 varieties-actually more like 5,700
different products in total. It is the world's largest tomato producer.

2.7.9 De Beers, Diamonds are forever, 1940s

The campaign effectively invented the diamond solitaire as the engagement ring
of choice and established it as a symbol of eternal love. Prior to this campaign,
love had been symbolized by all different manner of tokens, few of which were
as expensive as diamond.

Prior to the 1960s, less than 10 per cent of the women in Japan wore
diamonds. After a custom-made advertising campaign by De Beers evoking
the Japanese need to maintain ties with their past and culture, with the premise
that diamonds are a perfect symbol of one's love that combines the simplicity
of Shinto with the chic of the west, over 60 per cent of Japanese women wear
diamonds today, all of which were sold by De Beers.

2.8 SUMMARY

In this unit, we have discussed advertising objectives, advertising campaigns,
advertising agency and advertising budget, all of vital importance in the area
of advertising. First, we understood what advertising objectives are and how
they are classifiable into sales objectives and communication objectives. We
also listed the various sales and communication objectives that companies and
enterprises often set. After discussing advertising objectives, we examined
advertising campaigns. Here, we first defined what is meant by an advertising
campaign and thereafter, we studied its various aspects, including the phases
of an ad campaign. We discussed the basis on which advertising campaigns are
launched. We also discussed the factors determining the length of an advertising
campaign. In the phases of an ad campaign, we discussed at length each of its
three stages ofstrategy development, strategy execution and strategy assessment
and evaluation. while discussing the phases of advertising campaign, we
referred to the role of advertising agencies. In this unit, we also discussed the
history and evolution of advertising agencies. Advertising compensation, types
of ad agencies and their structure. we saw how ad agencies can be in-house,
fuIl-service, limited-service, specialist and interactive. We discussed over here
how the interactive and search engine ad agencies are becoming increasingly
coillmon as digital advertising is becoming the in-thing in marketing. In the
strucfure of ad agencies, we saw how most medium- and large-scale agencies
have well-defined departments for handling various accounts, research,
creative designing, media services, production and administration. We also
discussed the various factors responsible for setting the advertising budget.
Thereafter, we examined the theoretical and practical approaches towards
fixing the advertising budget used by a business enterprise. In the theoretical
approach, we studied the methods of economic marginal analysis, concave
downward function approach, and S-shaped function approach. we saw how



the theoretical approaches are rarely used and how, instead, business houses
prefer using practical approaches that have evolved over the ages as a by-
product of experiential learning. The two main types of practical approaches
that have evolved out ofpractice are: top-down and bottom-up approaches. The
top-down approach uses subjective methods such as all you can afford method,
arbihary method, percentage of sales method and competitive parity method.
All these methods are used by the top management without taking the facts on
the ground into consideration. The bottom-up approach, instead, is based on
hard facts pertaining to the enterprise and employs scientific methods such as
objective :nd task method, payout planning method, quantitative method and
experimental method.
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2.9 KEY TERMS

Advertislng objectives: Advertising objectives are the communication
tasks to be accomplished with specific customers that a company is tying
to reach during a particular time frame.

Advertising campaign: Advertising campaign may be defined as the sys-
tematic and organized release of a series of ads with the same theme but not
necessarily same advertising content over one or more than one advertising
media for a certain period of time to influence the prospects to either buy
a certain product or service or to feel well disposed towards a brand or an
organization.

Advertising agency: An advertising agency can be defined as an independent
organization with creative and managerial experts who specialize in the plan-
ning and execution of advertising plans, advertisernent and other promotional
tools and affimge for the selection and purchase of advertising space and time in
the various advertising media in order to reach the target audience with relevant
message.

Advertising budget: Advertising budget can be defined as the total amount of
money that a marketer allocates for advertising over a period of time.
Sales objectives: Sales objectives are the objectives that are directly related to
results and can be easily measured-sales go up, sales lead increase andlor more
people try the product for the first time. These objectives are also referred to as
direct-action obj ectives.

Communication objectives: Communication objectives are the objectives that
do not get directly reflected in the sales. These objectives are also known as
indirect action objectives.

Interactive ad agencies: Interactive ad agencies are the agencies that specialize
in web designing, web development, intemet advertising and marketing, search
engine marketing, etc.

2.IO ANSWERS TO'CHECK YOUR PROGRESS'

1. An advertising campaign may be defined as the systematic and organized
release of a series of ads with the same theme but not necessarily same
advertising content over one or more than one advertising media for a certain
period of time to influence the prospects to either buy a certain product or
service or to feel well disposed towards a brand or an organization.
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Adve*tsitrg: &iectiveo, 2. An advertising objective is defined as 'something towards which effort is
cwtrpigaaAgencyand directed: an aim, a goal,.
Budgirt

3. An ad agency is an agency that creates, plans and manages all aspects of a

client's advertising.

4. Advertising budget is the total amount of money that a marketer allocates for
advertising over a period of time.

5. Sales objective and Communication objective'

6. Induce trial. intensiff usage, sustain preference, build line acceptance,

generate sales leads, switchback and increase sales.

7. Confirm image, change habits, brand recognition, build favourable image

and increase awareness.

8. Awareness, interest, desire and action.

9. Geographical, product, action and media.

10. Product offered, nature of media/progralnme, seasons and competitors

advertising.

t l. Strategy development phase, strategy execution phase and strategy

assessmenl and evaluation Phase.

12. Stage in the product life cycle, market share and consumerbase, competition

and cluttet advertising frequency and product substinrtibility.

t3. In-house atl agencies. full-service ad agencies, limited-service ad agencies,

specialist ad agencies and interactive and search ad agencies.

14. Account department, research department, creative department, media

department, production department and administrative deparhnent.

15. These agencies specialize in specific areas such as financial advertising,

recruitment advertising, medical advertising, classified advertising, industrial

advertising, financial advertising and investment advertising.

16. Ecoqomic marginal analysis approach, concave-downward function curve

approach and S-shaped function curve approach.

l7 . lna top-down approach the top management decides the budgetary allocation

for aclvertising antl this information is passed on to the lower rungs of
mafiagement as given.

18. Objective and task method, payout planning method, quantitative method

and experirnental method.

2.10 QUESTIONS AND EXERCISES

2.10.f Short-Answer Questions

l. Define advertising objectives.

2. Explain the significance of setting advertising objectives.

3. What do you mean by advertising agency?

4. Explain the term 'switchback'.

5. What do you mean by interactive ad agencies?



2.10.2 Long-Answer Questions

l. Classiff advertising objectives on the basis of trryo different schools of
thought.

2. Discuss some popular sales objectives.

3. What are the factors responsible fbr making ad campaigns for busirrcss
enterprises?

4. Discuss the organizational structure of an advertising agency.

5. What are the different methods of budget allocation?

6. Elaborate different types of ad agencies.

7. What are the diffcrent phases of advertising carnpaign?
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3.0 INTRODUCTION

This unit is divided into twenty six parts. Each of the parts presents a brief
overview of what all we will discuss in this unit, why it is necessary to know
about the various media for advertising purposes, define what i; meant by
advertising media, explicate different types of advertising media along with their
characteristics and relative strengths and weaknesses, explain what is meant by
media planning and scheduling, discuss the various factors for the selection of a
particular media mix, how to write a media plan and how to schedule'the use of
media for an advertising campaign, respectively. Also discussed in this unit is
the need for assessing advertising effectiveness, ways of assessing it, barriers in
its assessment and ways of improving the effectiveness of advertising. Besides,

this unit also looks at the various advertising regulations in force in India and

the need for their observance.

3.1 UNIT OBJECTIVES

After going through this unit, you will be able to:

. Understand the significance of various types of media for advertising.

. Know what are the characteristics of each of the media and how do the

characteristics of each media make it suitable for advertising.
. Describe the relative strengths and weaknesses of each media from the

point of view of advertising.
. Understand need to plan and schedule the use of various media when we

have to launch an advertising campaign.
. Describe the factors we need to bear in mind when we select a particular

kind of media mix for advertising.
. Define media scheduling and its different types.
. Describe the factors responsible for choosing a particular type of media

schedule.
. Understand how is a media plan prepared.
. Describe that once a media plan has been implemented, how do we assess

its effectiveness.
. Understand the need for assessing advertising effectiveness.
. Understand the barriers in assessing advertising effectiveness.
. Describe how can advertising effectiveness be ensured.
. Know how is advertising regulated.
. Understand the various advertising regulations in force in India.

3.2 NEED OFADVERTISING MEDIA

Knowledge of advertising media is essential for media planning. Without
knowing about the vast range of media available, the advertiser cannot decide

reasonably well the kind of media that will suit the message and the target



audience. Besides, each media has its own unique set of characteristics. These

need to be matched with the nature of the content that the advertiser wants

the media to carry to the target audience. Also, the characteristics of the

media must match the purpose of advertising. Besides. each media targets

a different segment of the audience. The advertiser needs to choose the

media that will carry the message to the intended audience. As advertising
budgets are high, it is important that advertising media be selected with the

utmost care. Besides, all advertising happens at appropriate points of time;
any goof up in the selection of media can mean loss of advantage over rival
marketers.

3.3 DEFINING ADVERTISTNG MEDIA

Defining advertising media is not easy as advertisers have found every high-
visibility object, place or virtual space useful in their quest for reaching out to

potential clients. So, if the advertisers have used the traditionally known media,

such as the newspaper, the radio, the television andthe cinema for advertisement

of their wares, they have also used rvith equal finesse objects such as key rings,
pens, diaries, lamp-posts, walls and balloons for advertising their products and

services. Any attempt at defining advertising media must not let this range of
media slip out of the confines of its conceptual framework. Keeping this in
mind, we may define advertising media as any object. place, time or virnral

space that has high visibility among viewers or listeners.

Curcr Youn Pnocnsss

1. Why do we need advertising media?

2. Define advertising media.
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3.4 TYPES OFADVERTISING MEDIA

Advertisingmediamaybe classified onthe basis ofthe nature oftheirproduction.
the attributes required for using it and the nature of their use. Based on these

parameters, we may classiSz them as below:

a. Print Media
The print media relies on the printed word and image to communicate the

message of the advertiser to the target audience. As it uses the printed word, it
calls for literacy among the audience. Illiterate audiences can at the best access

images and guess what those images could be referring to. The various types of
print media which are used by advertisers are:

0 Newspapers.' Advertisements in newspapers are referred to as

'insertions'. These are usually measured in column centimetres. As
it is not a very scientific unit of measurement, newspapers prefer to

use square centimetres instead of column centimetres. Newspaper

advertisements can either be display or classified. The display
79
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advertisements alsouse units like quarter, halfand fullpage asunits of
measurement. Newspapers vary in periodicity, size and geogaphical
reach. In terms of periodicity, newspapers can be dailies, weeklies,
fortnightlies and monthlies. In terms of size, newspapers can be
broadsheets or tabloids. In terms of geographical reach, these can be
national, regional or local. From the advertisers'point of view, four
major classifications are vital. These are: national, regional, tabloids
and supplemeRts.

:NSi.l*ts$}el{q. :tiiqiFS}iio*"u}*i,wi;*i*x*ixrq*ir*$&!:!si{{\i...,. 
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National nev,spapers; These are the traditionally venerated papers. With
their reach over the entire length and breadth of the nation, these papers have
earned a name for themselves for serious reporting. The English educated, upper
and middle classes constitute the readership of these papers. An advertisement
placed in any of them reaches out not only to a large segment of the audience
but also tends to invest the product/service advertised with a high brand value.
No wonder the advertising rates in these papers are the highest.

Regional newspapers.' These newspapers gather and distribute news
and views pertaining to a particular region, such as The Tribune in North
India, The Deccan Herald in South India, atdThe Telegraph in East India. In
their content and format, they are no different from the national newspapers
except for their emphasis on news and views pertaining to the region in
which they are published. Many of these newspapers have a more loyal

&'
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readership than the national newspapers. For instance, The Tribune has the
largest number of readers in North India, particularly Punjab and Haryana.
So, even though the ad inserted in any of these newspapers will remain
restricted to the boundaries of a particular region, it will for certain have
a far greater penetration level at the household level in its region than any
national newspaper. So, advertisers who target a particular region need not
look at national newspapers as long as they use the regional newspapers as
their advertising vehicles.

Local na/nspapers.' The local newspapers or the district newspapers
gather and distribute news and views about the loeal community. These have
also been called rural newspapers in India. This media is very much in vogue
in the developed countries of the West, but in India it has not taken off. In
India, local news and views have been co-opted into the regional and national
newspapers by way ofthe weekly local supplernent such as Gurgaon Plus, Delhi
Times andLudhiana Newsline. The local newspaper or the local supplement is
focussed in its reach and has a penetration level higher than that of the regional
or the national newspaper. So, it is ideal for clients and agencies targeting a
particular district or a particular place. No wonder, most supplements carry
more of advertisements than editorial content.

(ii) Magazines

Unlike newspapers, magazines have a greater periodicity. This gives
them time to interrogate news at greater length. As they pertain to a larger
period of time, they tend to have a longer shelf life. This enables readers to
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potential custorners. Priblishers often ttsc thi'i i:it'tlta to lidr ertise recently
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heads of educational
institutions" httping
that they will order the

books listed therein
either for themselves
or for their libraries.
Consumer goods

manufacturers use it
when they send mailers
to houses in the hope

that people living
therein will get to know
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b. Broadcast Media
Apart from the print media, the broadcast media too lends itself to use for
advertising. The two traditional broadcast media are:

b.l. Radio

The radio is an oral medium. It calls for no basic qualifications or
competencies for its use. Even an illiterate person can use it conveniently.
Advertisements made for this medium are based on oral narratives and short
tunes, called jingles. For a long time in trndia, the radio was in the hands of
the government. As it was apartof the public broadcaster, advertisements

were not allowed on it. But, with
liberalization, the FM radio was
introduced. FM radio stations are
commercial radio channels. Their
revenues come from advertising.
The government has also introduced
community radio stations, which too
have been allowed a commercial
air time of 5 minutes per hour to
offset the costs of production and
distribution of community based

radio programrnes. Each of the FN{ radio channels can be heard with
clarity in the town/city for which it has been granted broadcasting rights.
So, advertisers interested in targeting tristeners in a particular city or town
can choose the FM radio of their ctrroice. It typically generates specific
audiences at di{ferent times of the day-adults at breakfast, housewives
and commuters during rush hours. It can be a cost-effective way of
reaching these audiences-€specially since production costs are much
cheaper than television, though the lack of visual elements may limit the
message. In radio advertising, we need to identiff the timing of radio
listeners, like many people listen when they are stuck in the taffic, and
many do so at night.

b.2. Tblevision

Like radio, television too is a broadcast medium, but unlike radio,
it combines sight with sound. Besides, it presents moving pictures,
thereby capturing the flow of iife in action. With the help of the dynamic
'spectacle', it can imitate life and create 'willing suspension of disbelief'
in the action of the fllmed story. These characteristics qualiff it to be

an ideal medium for advertising. By producing programmes of interest
for the cash-rich sections of the soeiet1,, television channel owners and

managers can sell the attention of their
viewers to the marketers. The higher
the target rating points (TRPs) of a

channel and/or its programme(s), the
higher is the exposure of a particular
ad broadcast over that channel or
during that programrnr. Programmes
and channels which earn high TRPs
also cornrnand high advertising rates.
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Otherwise, prime time prografilmes on any channel tend to command
a higher advertising rate. As these ads, called commercials, are telecast
directly into the homes of the viewers, they get noticed by them. Besides,
as these are broadcast, while a programme is on or at times after a
prograrnme has ended, their viewing and perception rate is much higher
than that of ads in print media. At the sarne time, their production is also
time consuming and highly expensive.

c. CDs/DVDs
This is another mode of electronic media that has become popular with the
availability of cheap compact disks and digital video disks. These disks carry
either music videos or films and are usually produced for home viewing. As
these offer an experience similar to that of the television, many advertisers
buy viewing time on these too. Their rates are relatively cheaper as the
circulation of a video is limited compared to the viewership of a televised
programme.

d. Cyber Media
This is a new medium that has emerged with the advent of the new information
and communication technologies, particularly the World Wide Web. When we
compare this medium to the media that have evolved in the past, we find that it
is not simply yet another
medium in the long
evolutionary list. Rather,
it is a medium that is a
blend of all other media
of the past as it combines
text, image, sound and
action. Besides, it is at
onceamassaswellasan Take a 2 rninute 'gaOUginCa*"

inter-personal me,Jiu=. , surgev for. a -3l
So, ii can be used to CFrOllC€ tO Wln a I
mass distribute all kinds . *4tl$ Gtft Cardt '

ofmessagesaswellasto .".".:1 ,: .." ;-: ;,;ffik
interact with individuals
on a one-to-one basis. More than this, it supports not only institutionalized
forms of communication, such as newspapers, magazines and television, but
also facilitates individual production of news and views in text and video
formats, thereby allowing individuals to mass distribute nelvs and views. Sites
such as You Tube are only capitalizing on this potential of the new media. By
virtue ofthe immediacy ofnews production on the new media, many people are
logging on to this media for most of their informational and social networking
needs. With more and more people going online for work as well as pleasure,
the new media is becoming a highly frequented information corridor. This
makes it attractive to the advertisers. As online users leave their footprints
on the Internet, advertisers can also track their preferences and prejudices.
With the help of this knowledge, they can direct advertisements with pinpoint
precision to potential customers. So, every time you open your e-mail account,
it shows on the side bars ads that are relevant to your profession or to the
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subject of your e-mail. Internet advertising has already taken off in a big way
in India and abroad. As broadband communication becomes easily available
in the different parts of the country, Internet advertising is going to increase in
its size all the more.

e. Telephone Advertising/Mobile Phones
Telephones have been used for advertising for long. Telecallers hired by
advertisers call up potential clients on the basis of calling lists prepared by the

marketing departments. In recent years,
with the advent of the mobile phones,
telecalling has undergone a sea change.
As desktop or even laptop computers
suffer from portability, they can be
used to access information only when
one is sedentary or is at the best mobile
in a restricted way. Btt cell phones
suffer from no such disability. They are

everyone's companions all the time. The
shadow of man can abandon him at night
but not the cell phone. It is irritatingly or
pleasurably all the while with a (wo)man.
With cell phones acquiring the features

of computers, the cell phone has ceased to be a mere talking handset; it has

now become a substitute mobile computer. Besides, with Internet networks
going Wi-Fi, these cell phones can serve as the new media as much as the
desktop computer did in the past. In view of the seamless connectivity of the
cell phone to the cyber world, advertisers find the medium very tempting.
Mobile advertising is set to take off in a big way in the times to come,
particularly with 3G services being unrolled all over the country.

f. Out-of-Ilome Media
Out-of-home media referto such media as billboards, LCD
screens. automobile display boards/sides, kiosks, banners

and panels that one happens to see while one is travelling
or standing in a public place. Out-of-home media can be
Cigital or non-digital.

/.1. Digital out-of-home media

It is dynamic media that is simultaneously displayed at venues
across a city or town, though it is loaded centrally through a network.
DOOH networks typically feature independently addressable screens,

kiosks and jukeboxes. The availability of inexpensive LCD screens

with built-in media players enables marketers to display products
and services even at the point of purchase. The display on the LCD
screens provides an experience similar to that of a televised ad. DOOH
media, in fact, benefit location owners and advertisers alike in being
able to engage customers and/or audiences and extend the reach and

effectiveness of marketing rnessages. It is also referred to as Digital
Signage.

f,*:rglt
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f. 2. Non-digital out-of-home media

These do not use the digital technology but at the same time are as
commonly available at different places across a town or a city and are no
less powerful in their impact on the viewers. These are:

Billboqrds: These are usually put up at
high-visibility points on traffic intersections,
highways, city roads and expressways. As
these are put up for long periods, they are
noticed by the scores of commuters day in
and day out. Many of them have fluorescent
lighting that makes them extremely eye
catching at night. With extended periods
of high visibility, billboard advertisements
provide advertisers with significant impact on
commuters.

.':; Bus/Car/Train Display; 6s
buses have huge and flat sides, they
are used by advertisers to showcase the
products and services of their clients
with larger-than-life pictures. Besides,
as buses are mobile, the advertisement
moves around wherever the bus goes,
thereby impacting potential customers
in different parts of the city or state.
Of late, the government has allowed
even taxis and cabs to carv such
advertisements. Trains have been sporting advertisements of major brands for a
long time now. As trains move across state boundaries. the ads on them have a
national viewership.

Lamppost banners Lamp posts are planted
all along the roads or the dividers of roads in a cit5r.
Banners put up on them are wonderful eye catchers.
As commuters drive down roads, they can't
help watching these banners. In the case of daily
commuters, these banners register effortlessly on
their minds. These can serye a very useS.rl purpose
when an advertiser wants to target a specific city or
town.

Mobile hillboard: Mobile billboards
offer a great degree of flexibility to adveftisers.
These advertisements can target speciflc routes,
venue or events, or can be used to achieve market
saturation.

Street advertising: The use of pavements and
street furnifure to create media space for brands to
get their message onto the street in a cost-effective
approach.
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Wallscape: Wallscapes are ideal
for advertising in India as most Indian
roads pass through cities and crowded
localities. An ad on a wallscape lends

itselfto maximum viewing as it is directly
across the view of the commuters. This
media too is most suitable for local
advertising.

Specialty advertising: This kind ofadvertising entails the use ofconsumer
or decorative products called advertising specialties, such as key chains,

computer mouse and mugs,. The advertiser uses this media for advertising by
printing his/her details on these products and distributing them free of cost

among the target group members.
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3. Name the different types of advertising media.

4. Mention the various types of print media used by advertisers.

5. What is out-of-home media?

6. What are the different types of non-digital out-of-home media?

3.5 ADVANTAGES AND DISADVANTAGES OF
ADVERTISING MEDIA

Having discussed the characteristics of the different advertising media, let
us now turn our attention to their relativd strengths and weaknesses from the

advertiser's point of view.

3.5.1 Newspapers

The advantages and disadvantages of using newspapers as advertising media

are siven below:



Advantages The advantages of using newspapers as advertising media are as

follows:

(a) Large audience: Newspapers allow the marketer to reach all those
people who constitute the readers of a particular paper. Depending on
the audiencelarca targeted by the marketing team, the advertiser can
select the newspaper/supplement of his/her choice and reach all of them
with one insertion.

(b) Choice of placement: As a newspaper has many pages, the advertiser
has the choice of page and its placement.

(c) Choice of size: Advertiser also has the choice of size. He/she can go for
a classified if he/she does not want to spend much. But, if the advertiser
wants visibility, he/she can go for display ads ofvarious sizes, depending
on the amount of space the advertiser can afford and the amount of
information to be given away.

(d) Low cost compared to T'fi: A newspaper ad is much cheaper than a

commercial on television. Most advertising agencies don't charge much
for the preparation of the ad copy. They meet their expenses out of the
commission provided by the media house to them.

(e) Flexibility of referring back: As the ad copy is in printed form, the
viewer/reader can always refer back to the ad for checking on details or
for simple recapitulation.

(f) Flexibility to change the ad per insertion: The client can change the
ad copy in each insertion without much cost involved. So, if the client
finds the response to one ad copy low, he/she can change it in the next
insertion.

Disadvantages: The following are some of the disadvantages of running ads
in newspapers:

(a) The quality of newsprint in newspapers is usually of a poor quality. As
a result, photographs don't create the kind of impression they do in a
magazine or on television.

(b) There is a clutter of ads in a newspaper. So, unless the ad is large enough
to emerge out of that clutter, it will tend to get lost in it.

(c) A newspaper ad can reach only the literate section of the audience.

(d) As newspapers have a low shelf life, a newspaper ad does not get noticed
as much as amagazine ad does.

3.5.2 Magazines

The advantages and disadvantages of advertising in a magazine are given
below:

Advantages: The advantages of advertising in a magazine are as under:

(a) Target specific advertising: As both general and special-interest
magazines are published, so it is possible for the advertiser to target a
specific segment of the audience as much as the entire audience.

(b) High-quality paper enables high-quality photographs, which in turn
enable magazine advertisements to cast an indelible impression on the
minds of readers/viewers.
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(c) Long shelf life: As magazines are periodic publications with content that
is more long-lasting, the ads published in them have a longer shelf life
too. As a result, they tend to affract attention for a longer time.

(d) No clutter of ads: Unlike newspapers, magazines do not have a clutter
for advertisements. So, ads published in magazines stand out and atlract
attention immediately.

Dlradvantages: The disadvantages of publishing ads in a magazine are as

under:

(a) Long lead time: As magazines are periodic publications, the ad has to be
booked much in advance.

(b) Dfficult to time the relea.se on a daily basis: At tirnes, the advertiser
wants an ad to appear on a certain day or days. As a magazine comes
out after a week or a month, it is dillicult to synchronize its release with
a certain event.

(c) Higher cost: A magazine ad is far more expensive than a newspaper
advertisement.

3.5.3 Yellow Pages/Directories

The advantages of advertising in Yell.rw Pages/Directories are as follows:

Advantages:

(a) City-wide circulation: As theYellow Pages are circulated throughout the
city or among all the members of an industry association, advertisements
in them give ready access to a large audience.

(b) Iess expensive: It is less expensive than advertising in mainstream
newspapers and magazines.

(c) More interactive than other print ads: As it answers the need of the
reader who is looking for information on a product or service, it is much
more interactive than an ad in a mainstream newspaper or magazine.

(d\ Greater sheff'life: The shelf life of' ads published

Dlcrdventages: The disadvantages of advertising in Yellow Pages/Directories
are as follows:

(a) Low visibilit"v: As these directories are voluminous, the ad can get lost,
unless the reader is actively looking for it in the directory.

O) No scopefor creativity:As the format of ads is pre-determined, there is
no scope for creativity in their production.

(c) Rigidity: As these directories have as long a shelf life as a year, they
cannot respond to changes in the business environment.

1.5.4 Direct MaiUDirect Marketing

The direct mail advertising media is useful to the advertiser in the following
way8:

Advrntages:
(a) HiSh visibility: It enjoys high visibility as the advertisement is targeted

individually. Unlike newspapers in which an advertisement has to jump



out of the clutter of ads to be ntrticed, ads sent through direct mailers
attract immediate and individual attention.

(b) Personalized ffiessages: It is only in this form of media that an ad can
be given a personal touch. This increases the appeal of the advertising
message.

(c) Confidentialit-v: It permits confidentiality of the message and its timing
of release. This gives the advertiser a head start over his/her rivals.

(d) Low cost of production: As the advertising message is usually in the
form of a letter addressed directly to the prospect, it does not call
for elaborate designing and layout. This helps in cutting the cost of
advertising.

(e) Advertising content: The
one desires, as the space

newspaper.

content of such mailers can be as long as
bcing used up is not as expensive as in a

(f) Facilitates aclive reccption:As the envelope is closed, it excites curiosity,
which makes the reader an active participant in the communication
process, unlike in the case of newspaper ads where the reader/viewer
has to make no such effort.

Disadvantages: The disadvantages of direct mail advertising are as under:

(a) Intrusive; Most people consider mail advertising as intrusive. They feel
that it trespasses on their privacy. So, such people often tear these mails
even before they open them.

(b) Mortality: At times, the mailing lists are faulty. As a result, the mails
bounce. This leads to unwanted expendirure.

(c) Good.for limited advertising: lt is good for advertising for a limited area
and audience. But when the area is vast and the audience huge, it can
turn out to be unfeasible apart from incurring high costs.

3.5.5 Radlo

Also hailed as the peoplc's mcdia, radio has the following advantages and
disadvantages as an advertising media;

Advantages:

(a) Radio is the medium of the rich as well as the poor: Even when the
affluent sections of the society in tndia had written the obituary of radio
as a media, the poor man held on to it zealously for providing him with
news, views and entertainment. With the beginning of the FM era in
radio broadcasting, radio has recaptured its place in urban audiences.
So, radio can give the widest access to an advertiser, much more than
newspapers or television.

(b) Radio is a liberal media: It allows the listener to engage in any activity
while listening to the radio broadcasts. This is most convenient for the
advertiser as the listener can listen to an advertisement without having
to intemrpt hisArer work.

(c) Radio ads are very cheap to produce and broadcast as the air time on
radio is not very expensive.
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Disadvantages:
The disadvantages of radio as an advertising media are as given below:

(a) Highly perishable: A radio ad cannot be referred back to like an ad in a
newspaper or in a magazine.

(b) As ads are fillers, the listener is many times not in a mood to hear. Only
repeated exposures to the ad can break this resistance.

(c) Inattention: As one listens to the radio, while being busy in doing
something else, so one may not necessarily pay complete attention to
what is being broadcast on the radio.

3.5.6 Television

Advantages:
The advantages of using television as an advertising media are given below:

(a) It is a medium of colour, sound and action and attributes that captivates
the attention of most people. So, commercials telecast on television
have a spellbinding effect on the audience.

(b) Commercials can have nation-wide audience, as most TV channels are

available nationally these days.

(c) Commercials on TV don't require the audience to intemrpt their work.
They can watch the commercial even as they work.

Disadvantages:
The disadvantages of using television as an advertising media are:

(a) TV commercials are extremely expensive, both in terms of their
production and distribution.

(b) Ads on TV are as perishable as the radio ads: If a viewer happens to
miss the ad, he/she cannot refer back to it as in the case of a print ad.

This calls for repeated telecast of the ad, which again adds to the cost
of advertising.

(c) The time of telecast of each ad is very limited as air time is very costly.
In limited time, it is not possible to accommodate much information
about the product being advertised.

(d) There is not much flexibility in a TV commercial as it is not convenient
to keep changing a commercial in a short period. For one, the production
time is long and secondly, the production cost is high.

3.5.7 TelephoneilVlobile Phone Advertising

Advantages:
The advantages of using landline phones/cell phones as advertising media are
the following:

(a) One can interact interpersonally with the prospect. Direct interaction
helps in the removal of doubts and apprehensions, if any.

(b) It is cost effective as there are no production costs involved except for
the call cost.

(c) One can know about the impact immediately. If the listener likes the
product, he/she will buy it or else will show his/trer disinclination. So,

the effectiveness of this advertising is measurable.



(d) It is highly informative as well as interactive. With good communication
skills, the telecaller can change the mind of the listener.

I)isadvantages:
The disadvantages of using telephones as advertising media are:

(a) Most people are averse to telemarketing.

(b) Regulatory regimes also restrict telemarketing to only those persons

who have not registered themselves under 'Do Not Disturb'category.

(c) It is dififrcult to display products. It is most suitable for service marketing
which does not require a product to be shown.

3.5.8 Out-of-Home Media

Advantages:
The advantages of Out-of-home (OOH) media for advertising purposes are as

follows:
(a) As these are available at high-visibility points at public places, they

attract the maximum number of eyeballs.

(b) As these make use of a lot of technological gadgetry these are highly
pleasing and attractive to the eye.

(c) They can create a larger-than-life impact unlike any other media.

Disadvantages:

Their disadvantages are as follows:

(a) Lackfiexibility: These advertisements are produced once and put up for
a long time to come, without much change.

(b) As the audience that views them is a floating one, it is hard to assess

their eflectiveness.

(c) The OOH media space is very expensive.

(d) It is difficult to focus on a segment of the audience.

(e) It is susceptible to being vandalized by miscreants.

Cnrcx Youn PRocRrss

7. What are the advantages of newspapers?

8. What are the disadvantages of magazines?

9. Mention a few advantages of direct mailr'direct marketing.

3.6 NEED OF MEDIA PLANNING AND SCHEDULING

Anumber of factors have made media planning and scheduling very important
for businesses. Firstly, with increasing competition, it has become essential for
business enterprises to stay in public memory through advertising. Secondly,

as markets have expanded, marketers have to look at different media vehicles
to reach them. Thirdly, as there is a stiff competition for high-visibility media
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space and time. rhe adr ertising costs have shot up. So, if a business house goes
ahead with spending its advertising money without a plan and schedule, it may
not get the best retrurl on its expenditure. Fourthly, by planning and scheduling
its advertising in the media, a business house can factor in the various discounts
and packages available in advance booking and bulk buying of media space
and time.

But perhaps tlie primary reason for the importance of media planning
is that advertisers are asking for returns from advertising expenditure; they
expect ad agencies to justify their media decisions and plans. Media planners,
therefore, have to address the following key questions:

(a) What a!'e the media available that will serve advertisers'interests in the
most elJbctive manner'/

(b) Which indiviclual medium in each general category of media selected
will be the best vel"ricle for a client's total advertising?

(c) What would make the best 'media mix'for the client's total advertising?

(d) What would be the most effective media schedule for the release of
client's ads in each of those media?

That's why media planning and scheduling is an important and core part of the
advertising campaign, which rests on the pedestal of budget sanctioned for the
purpose for the particular tenure.

Cnrcr Youn Pnocnrss

Why is thcre ir need for media planning and

3.7 DEFINING ]\IEDIA PLANNING

Media planning is the process of translating one's marketing objectives into
a workable adveltising plan that specifies the use of different or one media at
different poirrts ui' tir.ne fbr carrying advertisements of different sizes and/or
different time periods ar the least cost to the business organization.

Curcr Youn Pnocnrss

I L l{ow dn you define media planning?

3.8 THE MEDIA PLAI{NING PROCESS

The three stages rif the media planning process are as follows:

1. Defining the marketing problem

Media planning process is part of the marketing planning process.
media planning, one needs to be clear about his/her marketing

So, before
objectives.



Defining marketing objectives invoh,es scekiu,g. cl;rrit,v about tht: tr:arket to be
targeted fur penetration and development. The rnarket of an1; product or service
is a heterogeneous one. So, one has to understand this heterogeneity first before
deciding which segment of the market is to be targeted. Besides. the marketing
objectives of any product or service will depend on the product's life cycle.
When a product is to be launched, the market has to be created. In the case of
an existing product. the marketing objective lies in retaining the existing market
share as well as in adding to it.

2. Translating the marketing requirements into attainable media
objectives

Once the marketing objectives have bccn enrini--i,.r1cd. thel'need tcl be translated
into specific advertising obiectil'es. lf one walit! i<r rrach out to a large consumer
base that cuts across attributcs like rducatiol. li11','111e. age. and culture. one
can go for ntitss ruedia lltat lta',c natronrvide :i'.C..rrt. Birr. if onc u'ants to make
a statement of class b.v presenting thl prodt,,.i i'r:i 3 prrrileged product like
Ferrari, then direct rnail adr u'rtising is tire bc.. r. it is highly' tbcussed and
personalized,

3. Defining a media solution bl.forutulating mcdia strategies

Based on the specific media ob.iectir,'es, thc rrc.rt stcp in media planning is

selection of the most appropriate media. Thc r.clcr:tion is based on the relative
strengths and u cakncsses of each mcdia to r'*rt:h \)ui to ttre market segment that
has been rtlcntified in the marketing plan. 1'hc aiir r:rtisirrg budget also plays
an important role. For a small business cnterprisu'r,r,ishing to nrake inroads
into thc natiorral market. print media is a better option than teler,ision. even
though telerision has an instant and pou,ert'ul reach nationally, After media
selection, one needs to schedule the release dates of the advertiscments. One
needs to be clear as to when the campaign should start and when it should
end. Certain scheclules work best with different media. For example. print ads
as a matter ot guncrai lule ntust run three tirnes before these may get noticed.
Similarly, radio advt'rtisin-s is most ef]'ective u,hen it is timed accordirrg to the
peak listening huurs.

CHrcx Youn Pnocnrss

12. W'hat ale the three ;tages of rnedia planning process'?
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3.9 FACTORS f OR T{EDIA SELECTION

One of the nrost important steps in media planning process is media selection.
Though a number of media are av'ailable in the market, the advertiser cannot
possibly use all of them. For one. that would be very expensive. Secondly,
that could be wasteful, as all media may not be required. Therefore, the media
planner has to be discerning enough to make an informed choice. While making
such a choice, the advertiser needs to bear the following factors in mind:
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3.9.1 Reach

The reach of the ad is measured in terms of the percentage of persons in the
target group who are exposed to it at least once. Multiple instances of exposure
of the same person to an ad are counted as one instance only for the purposes of
the calculation of reach. So, if a media plan targets a reach of 50, it implies that
it strives to expose the ad to 50 per cent of the people in the target audience, no
matter how many times they may view that ad. It is important to remember that
reach is always calculated for a certain period of time. In other words, an ad can
have a reach of 50 in the first quarter of the year and 57 in the second quarter.
This means that reach is accumulative in nature. The reach of an ad depends
on the reach of the advertising media. Depending on the degree of reach being
targeted, the advertiser has to make the selection of media. For a high reach,
mass media is the best advertising media. For low reach, one could go for out-
of-home advertising media.

3.9.2 Frequency

Communication experts feel that a prospect should be exposed at least three
times to an ad before he/she may be persuaded to alter his/her behaviour
favourably. Frequency of any ad in any media is calculated by dividing the
Gross Rating Points of a programme with the reach of the media/programme.
So, if the GRP of Kaun Banega Crorepati (KBC), a reality show on Sony,
is 84 and the reach of Sony is 60, the frequency will work out to 84160,
which comes to 1.4. A frequency of 1.4 would imply that, on an average,
the viewers of KBC got around one and a half opporfunity to watch the ad
telecast during it. By calculating the frequency of ads on a programme telecast
from a TV channel, the media planners can get an idea about its visibility
in measurable terms. Programmes with high frequency have high visibility.
Depending on the kind of visibility the advertiser desires, the media is
selected.

3.9.3 Weight

It is the volume of advertising required to accomplish advertising objectives. It
is calculated in three different ways:

(0 Gross Rating: Gross rating of an ad in a particular programme is
calculated by multiplying the reach of the programme with the
frequency of running an ad in it. So, if an ad is run once during KBC,
which has a reach of 84, then its gross rating point (GRP) would be 84
multiplied by one, which comes to 84 only. But, if the ad were to be run
twice, then its GRP would be 84 x 2, which comes to 168.

(ii) Target Rating: When gross rating of an ad is calculated not by taking all
the members of the household but by only those members who form a
part of the target audience of the ad.

(iii) Etrective Rating: The earlier two ratings presume that the ad is always
watched by the viewers who watch the programme. This rating adjusts
this rating to the effective exposure out of the total exposure during a
media planning period, which is normally of 4 weeks.



3.9.4 Cost Per Thousand

This method of cost calculation is often used in the print media. It involves
finding out the cost of running an ad in a thousand copies and is calculated
by dividing the cost of the advertisement with the publication's circulation in
thousands.

3.9.5 Cost Per Point (CPP)

This technique used to calculate the relative benefit of advertising over one

media channel than the other. The total cost of the advertising over a particular
channel or during a particular time slot is divided by the rating of the channel

or the programme as the case may be to get the cost per rating point. A rating
point equals one per cent of the targetpopulation. In other words, CPP : cost of
advertising during the programme/programme rating. So, if the cost per point
is higher for advertising in a certain prograrnme compared to another, then it is
not advisable to advertise in the first programme.

3.9.6 Impact

While the previous factors took reach and cost into account, this factor looks
at the impact a particular ad can leave over a target audience. The impact is

measured in terms of the potential of designing and layout as well as interactivity
and appeal to senses,

3.9.7 Selectivity

This factor refers to the ability of the advertiser to restrict the advertising
message to a particular segment of the audience by using a particular media. For
example, in the case of wall hoardings and billboards, the message is available
for one and all. But, in the case of trade magazines, and specialist magazines,

the advertiser can restrict the message to a particular segment of the audience.

This way, the advertising budget can yield the maximum return.

Cnscx Youn Pnocnrss

13. What are the different factors one should keep in mind for media
selection?

14. How is weight calculated in media selection?
15. What is cost per thousand?
16. Define impact.
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3.10 DEFINING MEDIA SCHEDULING

Media scheduling refers to the chronological sequencing ofthe release dates of
a particular advertisement over different media. Media scheduling is essential
as the prospects may not always be in a mood to receive the advertising
message. The dates of release of advertisement can be synchronized with
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the period when a certain cconomic activity gains momentum. For example,
summers are the boom time for university and college admission ads, as it is
during this time that students get their exam results and plan their academic
career.

CHrcx Youn Pnocnrss

17. What do you mean by mcdia scheduling?

3.11 TYPES OF MEDIA SCHEDULING

The different types of media scheduling traditionally followed by businesses
are given below:

(a) Continuity scheduling.

(b) Flighting and

(c) Pulsing.

a, Continuig' scheduling: ln continuity scheduling, the advertising budget
is evenly spread out over the year so that the product or service advertised
remains all the time in public eye and perception. This enables brand building
and fends off competition from rivals. It is an important form of schcduling
in the ease of fast-moving consumcr goods where consumers keep making
purchases throughout the year in different lots. But, it ealls for a large ad
budget. rvhich multinational eompanies in the FMCG scotor don't find difficult
to allocatc.

b. Flighting: In this kind of media scheduling, the ad campaign is not evenly
spacccl orer the year. [n this form of scheduling, the ad carnpaign is launched
onl-v at intr.'rrals. l-or instancc, thc wtrollcn hosiery industry in India floods
thc ntedia u,ith its ads during thc tutunrrr and winter seasons, while during
spring. sumlner and rainy season, thcrc is absolutely no woollen hosiery
advertising.

c. Pulsirg; In this kind of nrcdia sclrcduling. the advertisement campaign is
run throughout the year. but the intensity of the campaign varies from one
period to another. So. likc thc pulse of btood. thc ad campaign may be intense
at one point of time and low key at another. For instancc. while airlines keep
advertising throughout the year, thel. increase the ad budget during long breaks
like summers, Christmas holidays or Diwali holidays to rope in customers who
have leisure lime around these days. Pulse scheduling keeps the product or
service all the time in public memory while increasing the media blitzkrieg at
the peak time of demand.

This kind of media scheduling overcomes the weaknesses of flighting and
continuous scheduling. In flighting, the advertiser stops being noticed in certain
periods. while in continuous scheduling the advertiser spends equal amount
of money throughout the year on advertising, even if it may not be required.



However, there could be products and services for rvhich continuous scheduling
and flighting could be more appropriate than pulsing.

In the following section, we take a look at the factors that need to be
bome in mind while going in for any particular type of media scheduling.

Cnr:cx Youn Pnocnnss

18. What are the dift-erent types of media scheduling'?
19. What is flighting'/
20. What is continuity scheduling?
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3.I2 FACTORS AFFECTING MEDIA SCHEDULING

The various tactors thut atll'ct the rncelia scheduling decision are discussed
below:

l. Sales seasonality

One of the factors advertisers bear in mind while choosing the type of
scheduling is the nature of the product or service. If the product is seasonal
in nature, then it will sell only during certain periods. If for instance, we have
to advertise cardigans, we cannot possibly expect them to sell in summer. So,
during summer, there is no use advertising cardigans. Instead, they need to
be advertised during autumn and winter. Similarly, if one has a product like
suntan lotions, one can't expect these to sell in winter. Obviously, these will
have to be advertised in summer instead of winter. Similarly, the sale of gold
and diamond jewellery tends to pick up in India during the Hindu auspicious
months for marriages. obviously, advertising has to be intense during this
period than during other periods. So, rvhile in the case of cardigans and suntan
lotions, flighting is the best option, in the case of jew.ellery. pulsing would be
a better option. Companies with seasonal products are more likely to choose
flight scheduling to concentrate their advertising for the peak sales season.
Other goods, however, everyday products like milk and toothpaste, may lack
a seasonal pattern. Everyday goods may be better served by a continuity
approach. Media planners can use a breakdown of sales by month to identify
whether their brand has seasonal fluctuations, which can serve as a guide for
the allocation. They can allocate more money to high-sales months and less to
low-sales months.

2. Consumers' product purchase cycle

The other factor that is equally important for deciding the kind of media
scheduling appropriate for a product is the product-purchase cycle. Fast-
moving consumer goods, such as burgers, candy, sofi drinks, chips, tissue
papers and aluminium foils that arc consumed in a short while after their
purchase, permit another purchase of the same product as soon as it is
consumed. As a result, purchase decisions are made frequently in the case
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of these products. Continuous advertising schedule is appropriate for such
products as this alone can keep the brand etched in the memory of the
consumer every time he/she makes a purchase decision. But, in the case
of consumer goods in which there is a longer interval of time between any
two purchases, the advertising schedule can be either flight or pulse as the
purchase decision is not frequent. Therefore, automobile advertising does not
require continuous advertising. Its media scheduling could be either flight or
pulse depending on other factors.

3. Consumers'interval between decision making and consumption

A third factor that affects media scheduling is the time interval between the
time of purchase decision and that of actual consumption. For example, family
air trips, in particular the foreign ones, are decided much in advance by people
keeping in mind the schedule of children and the availability of leaves. So,
advertisers must take this fact into consideration at the time of media planning
and scheduling of ads. Obviously, the ads are scheduled much in advance of
the summer or Christmas holidays. The advertising of this kind of product or
service requires flight scheduling.

4. New product launches

The factors we discussed till now concerned products already in market,
but when a product is to be launched for the first time, the media selection
strategy will differ. As a new product is completely unknown to the users, it
has to be introduced to them. Also, the potential users need to be convinced
about the need to use it. This calls for heavy and intense advertising. It helps
to create brand awareness and interest in the product. The launch period may
last from a few months to a year. When a spate of new cars was launched
in 1999 in India, they had to face a formidable rival in Maruti, which by
then had mopped up a very large chunk of the market share. To create a

space for themselves, they had to advertise heavily to get noticed and to elicit
interest.

Cnncr Youn Pnocnrss

21. What are the factors that affect media scheduling decision?

3.13 HOW TO WRITE A MEDIA PLAN

In the following section, we will learn as to how a media plan is written. The
various stages in the writing of a media plan are as given below:

a. Goal setting

The first step in writing a media plan is to identify the goals of
advertising in measurable terms and state them for future retbrence. The
goals could be in terms of increasing the awareness of the brand among



a certain percentage of the target population. It could also be to persuade
a certain percentage of prospects to visit stores/showrooms to look up
the product. The ultimate goal would, of course, be to see the sales curye
shoot up.

b. Identification of the target audience

Keeping in mind the goals of advertising, the audience needs to be
identified and defined. This audience will form the target group for the
advertising campaign. For instance, for an ad of a higher educational
institution which seeks quality students, the target audience will be senior
secondary school pass outs and their parents.

c. Media selection and scheduling

Once the advertising goals and the audience have been identified
and defined, the next stage is of identifuing the most appropriate media
for reaching out to the target audience, keeping in mind the advertising
budget. The relevant media list needs to be prepared along with the manner
of their use over a particular period of time.

d. Message preparation

Once the advertising goals and the audience have been identified and
defined and the media schedule prepared, the next stage is of identifring
the content of the message. In other words, the advertiser needs to decide
what all information he/she needs to give out in the ad to the target public
and what should be the priority level of each item of information. Also,
the punch line or the tag line needs to be decided as that tends to linger in
the mind long after one has forgotten the contents of the ad. The content
of the ad must highlight the unique selling proposition (USP) of the
product/service. After the content has been decided, the ad copy needs

to be developed and thoroughly vetted for checking on its appeals. The
ad copy should be creatively designed without sacrificing the utilitarian
purpose of advertising. The development of the ad and the kind of appeals
that need to be put in it will depend on the media in which the ad will be
released.

22.

Cnncx Youn Pnocnnss

What are the various stage of writing a media plan?
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3.I4 CASE STUDIES

Dove

Dove is a personal-care brand owned by Unilever. Dove products are

manufactured in the Netherlands, United States, Germany, Ireland, Australia,
Canada and Brazil. The Dove trademark and brand name is currently owned
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by Unilever. Dove's logo is a silht'ruette profile of a dove. the colour of which
often varies.

Dove's products include antiperspirants/deodorants, body washes, beauty
bars, lotions/moisturizers, hair care and facial care products.

History of Dove

Advertisements reinforced the message by depicting cream being poured
into the beauty bar. In 1979,the phrase'cleansing cream'rvas replacecl with
'moisturizer cream'. ln 1979, a Pennsylvania dermatologist showed that Dove
dried and irritated skin significantly less than ordinary soaps. As a result of this
study, Unilever started aggressive marketing and won more than 24 per cent of
the market by 2003.

Marketing Camping

In 2006, Dove started the Dove Self-Esteem Fund. It purports to be 'an agent of
change to educate and inspire girls on a wider definition of beauty and to nrake
them feel more confident about themselves'. To this day, Dove have created
a number of largely online-only short films, including Daughters (which also
aired in a 75-second spot during the Super Bowl XI-, Evolttion (which won two
awards at the Cannes Lions International Adverlising Festival, Onslaught and
Amy.

This case is about Unilever's 'Campaign fbr Real Beauty' (CFRB)
marketing campaign for its leading personal care brand 'Dove'. cFRB was
a multi-faceted campaign that sought to challenge the stereotypes set by the
beauty industry. This campaign featured regular women (non-models) who
were beautiful in their own rvay and did not fit in with the idealized images of
models, super-models and celebrities. unilever developed the CFRB campaign
based on a global study on the perceptions and attitudes of women with regard
to their personal beauty and ,*,ell-being. This campaign was a huge success as
it was appreciated by many c()nsumers and resrrlted in increased sales of f)ove
products. It also generated plenty af hszz. and u,ide media co\,eraqL' tirr the
Dove brand.

Dove in India

The late 1990s was a period which witnessed a revolution in the attitude of
Indian women, with much more liberalization coming in. This was a time
when the Indian woman was aware of herself. HLL already had a major
presence in the Home & Personal Care sector with products like Liril. Pears,
Lifebuoy and Rexona. Dove was introduced into the Indian market, targeted
at women who were now recognizing that beauty is 'not just how you look,
but more about how you feel". The target segment lor tlre research would
generally be women in the upper-rniddle and higher class. lnitially women in
the metropolitan cities will be targeted and thereafter those in Tier I and Tier
II cities will be surveyed. Estimates have been made for the next three years
because by that time, there might be a need in the changes in strategies or
product offering.

t02



Newspapers

Vehicle
Readership

000's Rate CPM Size Rate x Size Insertion Amount

Reason
For vehicle
selection

The Times
of India

8092 4110 0.50 400 4110 x 400
:1644000

4 6576000 It is very
prestigious
newspaper.

Almost every
middle class

people read it
and reach is
very high

Hindustan
Times

3947 2085 0.52 400 2085 x 400
: 834000

5 4170000

Dainik
Bhaskar

17379 2569 0.r4 800 2569 x 800
:2055200

6 12331200 For
geographical
reason. Low
cpm and high
reach

Navbharat
Times

2958 750 0.25 400 750 x 400 =
300000

4 1200000

Total 242777200

Date of Insertion (3 months from r to November)
l't week 2nd week 3'dweek 4th week 5th week
Times of India

Dainik Bhaskar

Hindustan
Times

Navabharat
Times

Dainik
Bhaskar

Hindustan
Times

Times of
India

Navabharat
Times

6th week 7th week 8th week 9tb week 10tb week
Hindustan Times

Dainik Bhaskar

Dainik Bhaskar

Navabharat
Times

Hindustan
Times

Dainik
Bhaskar

Times of
India

11'hweek l2th week 13th week

Navabharat
Times

Hindustan
Times

Times of India

Dainik Bhaskar

Reason

For vehicle

selection
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3.15 NEED OF ASSESSING ADVERTISING
EFFECTIVENESS

According to Jerry W. Thomas, the advertising industry
poorest quality-assurance systems and turns out the most
(their ads and commercials) of any industry in the world.

as a whole, has the
inconsistent product
He goes on to assert

103



Advertising Media, Media
Planning and Scheduling,
Adv ertis ing effectivenes s,

Re gul ations of adv ert is W
in India

NOTES

Self-Iwtructional
Material

that this might seem like an overly harsh assessment, but it is based on testing
thousands of ads over several decades. According to him, only about half of
all commercials actually work; i.e., have any positive effects on consumers'
purchasing behaviour or brand choice. Rather, a small share of ads, in his
opinion, actually appears to have negative effects on sales.

It is not that the advertisers or their sponsors are there to throw millions
of rupees down the drain without getting any return on it. They do want to
know if the money they have spent on advertising has really made a difference
to their brand value or boosted their sales. What prevents them from knowing
this is the complexity of the process of measuring advertising effectiveness
as much as their willingness to fork out additional money on researching this
expenditure. For one, it is very difficult to identiff the factor which has actuated
a prospect to purchase a product advertised. Similarly, it is equally difficult
to determine whether the prospect has not purchased the product advertised
because he/she found the advertising ineffective. There could be many other
factors for the purchasing decision such as ability to pay, availability of stocks,
weather conditions, competition and other opinion makers. Secondly, because
of the high cost involved in collecting and arnlyzing the data of advertising
effectiveness from the target audience, many advertisers or their clients may
not go for it.

But, with the liberalization of the economy and the opening of the
markets, competition has become stiffin all sectors of the economy. To beat this
competition, it is essential for business houses to carve a unique brand image for
themselves and their products. This is possible only with effective advertising.
As advertising budgets climb sky high, it is equally necessary for advertisers to
know that their advertising money is yielding the desired results. It may not be
possible to assess the impact of advertising on purchasing behaviour of customers,
but it is always possible to assess the achievement of the specific objectives of
advertising. Measuring advertising effectiveness helps to give concrete feedback
to the marketer regarding need for any changes in future. Thus, advertising
research companies are doing brisk business these days in India.

3.16 DEFINING ADVERTISING EFFECTIYENESS

Advertising effectiveness may be defined as the degree of change brought about
in the level and nature of awareness of the largest number of prospects with
regard to a product or a service or an organization. The greater the awareness
the greater is the effectiveness of advertising. Similarly, the more favourable the
response the greater is the effectiveness of advertising. Finally, the quantitative
parameter of the number of persons seeing the advertisement is as important as
the qualitative parameters discussed till now.

3.I7 MEASUREMENT OFADVERTISING
EFFECTIYENESS

As is clear from the definition above, advertising effectiveness can be measured
on both quantitative and qualitative parameters. The quantitative areas of
measurement are:



a- Number of viewers

It is important to know about the number of people who have viewed
an advertisement. The greater the number of eye balls attracted to it, the
greater would be the breadth of its impact. Marketing research companies
keep tabs on the viewership and readership figures of audio--visual and
print media to get an idea about the number of persons to whom the ad
may have been exposed. The problem lies in being certain that the readers/
viewers of a particular media have also seen the ad.

b. Time spent

The other important quantitative parameter for assessing the
effeetiveness of advertising is the arnount of time spent by a prospect
on the advertising message. Mass communication theory tells us that
there are four responses of a member of the audience to a communication
message. These are: selective exposure, selective perception, selective
understanding and selective retention. Based on these four responses,
one can identiff the effectiveness of an advertisement. But, as these are
qualitative responses, these need to be quantified in terms of the time
spent. A short duration of less than a minute would indicate the rejection
of the message. Atime period of one to two minutes would indicate mere
perception, while a duration exceeding two minutes would indicate the
prospect's readiness to understand the advertising message. The final stage
of retention can neither be measured by time nor tested by it. The duration
of time spent for each of the first three responsos will vary from one mass
media to another. In the case of the electronie media, the duration will be
shorter as the messages in it move rapidly, compared to print, where the
decision to view is solely that of the ne\.vspaper reader.

The four main qualitative parameters are as below:

a. Ad recall

It is meant to test the fourth response of the advertisement viewer. It
is usually tested by way of a question to this effect in a questionnaire. The
prospects are asked to answer questions about the advertisements that
have appeared over a particular period of time in print/electronic media
to test the degree to which the advertisement has been able to register
itself on their minds. Simpler questions regarding the punch line and
general details show an effort on the part of the prospect to engage with
the message of the advertisement. Complex questions that seek answers
at the analytical level are designed to test the depth of understanding. As
the prospect scores higher on the scale of complexity, the deduction is that
hislher level of engagement with the advertising message is higher.

b. Brand awareness

The purpose of all advertising communication is to enlist the support
of the potential customers for the organization or its brand. This can be
achieved only ifthe target clientele is aware ofthe brahd and its competitive
edge over its rivals in the market. So, all advertising communication seeks
to enhance brand awareness in the minds ofthe potential customers. While
ad recall measures the ability of the prospect to remember the ad, brand
awareness measures the actual gain in terms of the interest created in the
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marketer's brand. Brand awareness is measured by taking the following
two variables into account:

(i) Advertiser identification qnd

(ii) Previous lcnowledge

Advertiser identification tests how far the viewer/reader can identiff
the brand now. But, it would be an exaggeration to attribute advertiser
identification to the present advertising campaign alone. It could partly or
wholly result from previous knowledge as well. In other words, a prospect
may know about the brand even before the present campaign is launched.
So, while assessing advertising effectiveness, it is essential to find out
from the prospect if he/she had prior knowledge of the brand.

c. Appeal

Apart from measuring the enhancement of brand awareness, it is
essential to assess the kind of appeal that the advertising campaign has
had on the prospects. Following are the kinds of appeals that an ad could
have on its viewers/readers:

O Directed to me

This is the strongest appeal. When the viewer/reader feels that the ad
is directed to him/trer, it tends to have the strongest impact. This could
be achieved with appropriate visuals and/or appropriate text that speak
directly to the audience.

(it) Interesting

This is the second-most important appeal. When the prospect finds the
ad interesting, he/she can be expected to pay full attention to its content.
As per the AIDA model of persuasive communication, awakening the
interest of the target consumers in a brand is the second-most important
stage in persuasive communication.

(iii) New information

This appeal indicates that the prospect finds the ad informative. When
the prospect feels that he/she is getting to know something more about a
product or a service, the ad can be considered to have achieved its goal of
leaving an impact on the mind of the viewer/reader. So, it is much more
powerful an appeal than that of interesting'.

(iv) Easy to understand

This appeal is more descriptive by nature. It tells whether the additional
information given in the ad is easy to understand or not. Understanding is
an important component of any communication process. If an ad facilitates
comprehension, it can be said to be effective.

(v) Positive attitttde

This appeal refers to the kind of response generated by an ad. For an
advertisement to be effective, it is essential that it should not simply have
all the above appeals but also the ability to create a positive attitude in
the viewers/readers towards the product/service/org anization advertised.



ultimately, this appeal qualifies to be the most important one for advertising
effectiveness and all advertisers work for it.

d. Benefit

The other parameter for judging the effectiveness of an advertisement
is the benefit that prospects expect to derive from it. Even if all the appeals
are positive, but if the prospects don't feel that the product or service
advertised is going to benefit them in a substantial way, then the entire
purpose of advertising is defeated.

e. Usefulness

This parameter measures the actual actionable result that has resulted
from the advertisement. It could be either or all of the below mentioned
follow-up actions:

(i) Lookfor more information

(i, Wsit store

(iii) Have bought/will buy

The prospect could look for additional information to confirm or
refute the information gained from the advertisement. He/she could also
visit store to verifr the product for himselflherself and satisfu himselfl
herself about its qualities. And finally, helshe could either buy the product
or service or decide to buy it in the near future.

Cnncx Youn PRocnrss

23. What are the quantitative areas of measurement of advertising
effectiveness?

24. What are the four responses of a member of the audience to a
communication message?

25. How do you test ad recall?
26. What are the appeals that an ad can have on its reader/viewer's

mind?

3.18 BARRIERS OF ADVERTISING EFFECTIVENESS

In the previous section, we have analyzed the parameters on which advertising
effectiveness can be measured. In this section, we will look at factors that hinder
the effectiveness of advertising.
These are discussed below:

a. Close-mindedness:
In order that advertising effectiveness may be brought about and maintained,
it is essential that the advertising agency and its client(s) be open to assess the
effectiveness of advertising. In most cases, both are reluctant to do so as they
tend to depend on their common sense. If they feel comfortable with a copy,
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they presume that the ad will have an impact on the prospects. But, this may
not always be the fact. As a result, most advertising effectiveness is affected

adversely by the close-mindedness of the agency and its clients.
According to an advertising expert, who has been in the field of testing

advertising for 40 years, even he cannot tell whether a cofirmercial is any good

or not, just by viewing it. They may have opinions, but he is quick to confess that

these are almost always wrong. In the words of Jerry W. Thomas, 'advertising
agencies and their clients are just as inept at judging advertising as we are. It
seems that none of us is smart enough to see advertising through the eyes of the

target audience, based purely on our own judgment.'

b. Reliance on sales performance:

Similartoclose-mindedness isthe advertiser'srelianceon sales data. Mostclients
prefer to check on the effectiveness of advertising with their sales performance.

If the sales go up substantially after the ad is released, they feel that the ad

has been effective. According to Jerry W. Thomas, 'Unless the sales response

to the advertising is immediate and overwhelming, it is almost impossible to
use sales data to judge the effectiveness of the advertising. So many variables
are beyond our control, as noted, that it's impossible to isolate the effects of
media advertising alone. Moreover, some advertising works in a few weeks,

while other advertising might take many months to show positive effects, and

this delayed response can confound our efforts to read the sales data. Also,
advertising often has short-terrr effects that sales data might reflect, and long-
term (years later) effects that most of us might easily overlook in subsequent

sales data. Because of these limitations, sales data tends to be confusing and

unreliable as an indicator of advertising effectiveness.'
To overcome this problem, he suggests marketing mix modelling. With

the help of marketing mix modelling, one can assess the impact of advertising
on sales. But, it is very expensive, requiring a huge budget to be executed.

Besides, it requires huge and exact databases of sales over a number of years.

And, what is important, after investing so much of time, money and effort, it
is still not able to help us know whether a particular ad has had the desired
impact on sales. It can only give the cumulative impact of all advertisements on
sales. Besides, even in this case, marketing mix modelling cannot tell us why
the advertising worked, or failed to work. Was it message, or media weight
or media mix that made the advertising effective? Obviously, the result is not
worth the effort.

c. Tendency to evade objective assessments on the part of the agency:

Not only the client but even the advertising agency would like to drag its feet

over an objective assessment of advertising ef[ectiveness, as it may expose its
weaknesses to the client. So, most agencies come up with very salacious reasons

to evade testing of advertising effectiveness. Commenting on this behaviour,
Jerry W. Thomas mentions the following excuses given by agencies as the

reasons for avoiding testing of advertising effectiveness:

. There's no time. We have to be on air in five days, so we'l[ just have to
skip the testing.

. These ads are built on emotions and feelings, and you can't measure such

delicate, artful subtleties.



. We've already tested the ads with a focus group during the development
process.

. These are image ads, and you can't test imagery with standard advertising
testing techniques.

. We have so much equlty in this campaign that it doesn't matter what the
testing results are. We can't affiord to change.

. We're in favour of testing, but let's remove those questions about purchase
intent and persuasion from the questionnaire.

. We are in a new age, with new media and new messages, and none of the
old copy testing measures apply any more.

d. Creative ego:

Advertising agencies are maruled by artists in the creative departments who
usually get carried away by the beauty of their own creation. As they are highly
imaginative and moody, they shun objective critiques of their work. So, even
when there is a need to modiff a copy, many of them consider that as a trespass
on their creative domain. As a result, their creative ego becomes a major barrier
in the assessment of advertising effectiveness.

e. Competitor knows the best:

Another major irritant in not assessing advertising effectiveness is the belief
ttrat one's competitor knows the best. So, it is presumed that if the client follows
the ad sfrategy of one's competitors, they can be sure to reach out to their target
audience in the best possible and the most effective way. Speaking about this
barrier, Jerry W. Thomas recounts a case: 'We recently had a client who was
about to copy the advertising sfiategy of a major competitor, but we were able
to persuade the client to test all major competitive cornmercials as a precaution
before blindly copyrng the competitor's advertising approach. This competitor
was the industry leader in market share and profitability. Our testing quickly
revealed that this industy leader was the industry leader in spite of its bad
advertising. The testing also revealed that another competitor, in contrast, had
great advertising. Needless to say, the client's desire to copy the industry leader
quickly vanished.'

f. Lack of strategyl

The sixth barrier to better advertising is a lack of shategy on the part of the client.
After all, it is for the client to give the advertising briel which should include
among sthsl tlings, background information about the organization and the
product,thevisionandmissionoftheorganizationaswellasthephilosophyofthe
brand they want to promote. Most often the client gives incomplete information
and leaves it up to the advertising agency to glean whatever information it can
about the brand and the organization. The client simply tells the agency to go
forth and create great advertising, without providing any stategy guidelines.
In the absence of a proper brie{ the agency is left to guess and speculate about
stategy. As Jerry W. Thomas remarks, 'Great advertising is rarely created in a
stategy vacuum. If the client cannot define a sound strategy, the agency cannot
create great advertising. Again, the responsibility for strategy falls squarely on
the client.'
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g. Client ineptness

Client ineptness can also mar great advertising. Some clients have poor inter-
personal skills and poor workflow and information processes. These do not
inspire much confidence in the agency about its work. As a result, its people
are not able to apply their mind well to their job and would prefer to complete
it as a mere commercial assignment than as a dedicated task. Jerry w. Thomas
observes, 'Bad clients rarely stimulate or tolerate great advertising.'

h. Poor copy testing

The eighth and last barrier to better advertising is poor copy testing by
research companies. There are many reasons for this. For one, copy testing
systems are not available for all kinds of markets. Besides, some of these
systems are so expensive that the cost of testing exceeds the value of the
results. In the case of others, only a few measures are taken into account,
due to which the results obtained are not always reliable. In the words of
Jerry W Thomas, 'for several years research companies argued publicly
over which was more important, persuasion measures or recall measures?
The truth is that both are important, but of greater import is the fact that
neither of these measures alone, or in combination, measures advertising
effectiveness. To judge the effectiveness of an ad, many different variables
must be measured and considered simultaneously.'But as there are scarcely
any valid copy testing tools available, advertising effectiveness cannot be
measured appropriately.

27.
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What are the barriers of advertising effectiveness?

3.19 WAYS OFACHIEVINGADVERTISING
EFFECTIVENESS

Given all of these barriers to better advertising, the question arises how can
effective advertising be achieved? Jerry W. Thomas gives the following ways
in which it may be accomplished:

1. Using a sound strategy:

The client must be sensitive to the need for a sound strategy for brand
promotion. This strategy should be based on facts, not wishful thinking
and self-delusion. The client must also understand that advertising is only
a tool for brand promotion and marketing. So, the advertising goals must
synchronise with the brandpromotion and marketing skategies. This calls
for setting of precise communication objectives for the advertising that are
in tune with marketing and branding needs of the organization. Agencies
are not miracle workers. Once strategy and positioning alternatives are
identified and tested, the strategy should be locked down and rarely
changed thereafter.



2. Pre-testing of advertisements:

Pre-testing enables the agency to collect vital data pertaining to the
communicative potential and effectiveness of an ad among the target
audience. As advertisements are developed keeping in mind the branding
and marketing needs, it is essential that these are also pre-tested before
being finally printed or broadcast. By collecting vital data about the
effectiveness of an ad, the advertising agency can make suitable changes

in the ad on time. This would ensure that the ad is in agreement not only
with the organizational goals of branding and marketing but also with the

target audience's reading and viewing preferences. The greater the number
of executions pre-tested, the more likely it is that great advertising will
emerge. Testing the creative provides a reliable feedback loop that helps
agency and client alike become smarter over time. Pretesting should be

standardized over a period of time by being used over and over again,

with necessary conections as they come to light. Also, it should be done

twice: once at an early stage and the second time, just before the final
release of ad order. As Jerry W. Thomas remarks, 'Early-stage testing
allows rough commercials to be tweaked and fine-tuned before you spend

the big dollars on final production. Early-stage testing tends to be highly
predictive of finished commercial scores, but not always. Testing the
finished commercials gives you extra assurance that your advertising is
"on strategy" and working.'

3. Creation of a mathematical model for measuring advertising
effectiveness:

Use a mathematical model to derive an overall score for each execution.
It doesn't matter that an ad has great persuasion if it does not register the

brand name. It doesn't matter that an ad registers the brand name if no one

will notice the commercial itself. It doesn't maffer that an ad increases short-
term purchase interest if it will damage the brand's quality reputation over
time. So, all of the key variables must be put together intelligently to come

up with a composite or overall measure of advertising effectiveness.

4. Pre-testing

Use the pretesting results as a guide, as an indicator, but do not become

a slave to the mathematical model. Read al1 of the open-ended questions

carefully. Make sure you really understand the underlying reasons. Base

your decisions on this comprehensive assessment of the results, and leave

yourself some wiggle room. No model or system can anticipate every
marketing situation, or give a 100 per cent solution every time. Informed
human judgment remains important.

5. Agreement between the client and agency:

Client and agency need to accept that 'continuous improvement'of
the advertising is an important goal. This means that every execution is
tested and tweaked based on scientific evidence from the target audience.

We are not talking about changing the strategy or changing the campaign,
but making sure that every execution is 'on strategy'and working as hard

as possible.

The ultimate goal of testing is an advertising success formula that
works. That is, the goal of advertising creative development, and the
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goal of advertising testing, is to identi& the elements/ideas essential to
advertising effectiveness, and then to make sure that those elements/ideas
are consistently communicated by all advertising executions.

Cnncx Youn Pnocnrss

28. what are the different ways of achieving advertising effectiveness?

3.20 NEED OFADVERTISING REGTILATIONS

Most counkies are presently democratic. In other words, they grant freedom
of speech and expres sion to their citizens. This freedom could be exercised
for participating in the political, social and cultural life of the nation or in
its economic activities. Advertising requires the use of creative expression
of thought for persuading potential customers to buy a product oi service
that a business house is dealing in. So, there shouldn't have been any legal
restrictions and restraints on advertising in democratic countries. But, that
is scarcely tnre anywhere. In all democratic states, govemments have put in
place a regulatory regime for monitoring advertising. This is because of tnt
following reasons:

(i) To ensure that customers don't get duped by unscrupulous marketers:
It has been observed that unless the state has provisions to penalize
advertisers who give false information to lure customers to buy their
products, people will have no legal remedy against such unscnrpulous
advertisers. Thus, all democratic states have advertising regulations to
protect their citizens againsl unscrupulous advertisers.

(ii) To ensure that products and services considered harmful to society or
a section of the society do not get wide publicity: In many countries
of the world prostitution is banned. So is cigarette smoking in public
places. Similarly, driuking is discouraged by the government in India.
Therefore, ads that publicize these products and services are banned in
India. In the absence of any advertising regulations, it would have been
difficult for the state to control these activities.

(iii) To ensure that advertisements do not adopt unethical means of
representation ofwomen and othervulnerable sections ofthe society to
athact potential customers. Advertisers are often tempted to use images
ofsemi-clad andnaked women as baits to attract the attention ofprospects
to their advertisements. To prevent such a gross misrepresentation of
women as sex objects, we need to regulate advertising.

(w) To ensure that advertisements.do not encourage superstition and
or cash in on the superstitious nature of the masses. [n

developing countries like India, where many people are iltiterate and
steeped in religious orthodoxy and superstition, advertisers tend to sell
their wares by appealing to their superstitious bent ofmind. Sometimes,
some try to sell magic remedies as paoacea for diseases. To cqrb such
activities, the government has to have regulations for advertisers.



(v) To ensure that advertising happens in a level field among competitors.
Last of all, it is essential that competing businesses do not resort to
running down each other's products or services to sell their own. So, there
has to be regulation to check such a temptation among advertisers.
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3.2I DEFINING ADVERTISING REGULATIONS

Advertising regulations are reasonable restrictions on the right of the citizens to
express themselves in public for a commercial purpose.

Cnncx Youn Pnocnnss

29. Define advertising regulations.

3.22 ADYERTISING REGULATIONS IN INDIA

Post-liberalization of the Indian economy, the business and industry have
been released from all restrictive rules and regulations. As a result, business
organizations are gfowing both laterally and vertically. This phenomenal growth
ofbusiness and industry has resulted in greater competition and greater ad spends.
As per the recent FICCI report, the growth of advertising in lndia is matched only
by the cumulative annual growth rate of the entertainment and media industry.
To ensure that this industy does not grow in 6 slanner prejudicial to the interests
of the corlmon man, it is important that it follow certain regulations.

Advertisingregulations inlndiadrawtheirsustenance fromArticle I 9 ( I ) (a)
of the Indian Constitution which guarantees to all Indian citizens the right to
freedom of expression, though under certain reasonable restrictions, to ensure
that this freedom does not become the nighmare of other citizens and the nation
as a whole. These restrictions are applicable to all fonns of public expression,
including commercial. As no law in India can contravene the provisions of
the Constitution, the advertising regulations too have been drawn within the
framework of the reasonable restrictions on freedom of expression mentioned
in the Constitution.

There is no particular legislation on the Indian statute book that addresses
the issue of regulating advertising in India comprehensively. The legal
provisions that impinge on advertising in India are contained in various Acts
that have come into being at various points of time, many of them dating back
to the pre-independence era. Given below are the Acts which contain provisions
regulating advertising in India:

l. Restiction on obscene publications or the advertisement of a lottery
under the tndian Penal Code, 1860.

2. kohibition of Harmful publication under the Young Persons (Harmftl
Publications) Act, 1956.

3. Ban on &e indecent representation of women under the Indecent
Representation of Women (Prohibition) Act, I 986.

lt3
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4. Ban on the use of a report of a test or analysis for advertising any drug or
cosmetic under the Drugs and Cosmetics Act, 1940.

5. Ban against inviting transplantation of organs under the Transplantation
of Human Organs Act,1994.

6. Banagainstthe advertisementofmagicalremedies ofdiseases anddisorders
under Drugs and Magical Remedies (Objectionable Advertisements)
Act, 1954.

7. Prohibition of advertisements relating to prenatal determination of sex
under the Prenatal Diagnostic Techniques (Regulation and Prevention of
Misuse) Act,1994.

8. Ban on advertisements of cigarettes and other tobacco products under
the Cigarettes and other Tobacco Products (Prohibition ofAdvertisement
and Regulation of Trade and Commerce, Production, Supply and
Distribution) Act, 2003.

9. Restriction on publication of any political advertisement forty hours
prior to polling time under the Representation of People Act, 1951.

In the absence of a single comprehensive legislation, there has been a lot
of confusion in the advertising industry in regard to the regulations governing
it. Besides, the legal process in India has been very tardy. Getting dragged into
a legal tangle implies wastage of time and money over an extremely long period
of time. Such legal bottlenecks stalled the growth of the industry

To overcome this bottleneck, the industry thought of self regulating
itself. So, in 1985, a self-regulatory mechanism of ensuring ethical advertising
practices was established in the form of the Advertising Standards Council of
India (ASCI), a non-statutory tribunal. The ASCI is a voluntary self-regulation
council, registered as a not-for-profit company under section 25 of the Indian
companiesAct 1956. The sponsors of theASCI, who are its principal members,
are firms of considerable repute within the industry in India, and comprise
advertisers, media, advertising agencies and other professional/ancillary
services connected with advertising practice. The ASCI is not a government
body, nor does it formulate rules roi tie public or the relevant industries.

In August 2006, the ASCI Code was made compulsory for TV
advertisements by amending the Cable Television Networks (Amendment)
Rules, 2006:'No advertisement which violates the Code for Self-Regulation in
Advertising, as adopted by the ASCI, Mumbai from public exhibition in India,
from time to time, shall be carried in the cable service.'This recognition from
the government has given more teeth to the ASCI than it enjoyed as a self-
regulatory industry body. Divided into 4 chapters, the code lists the following
dos and don'ts for the advertising industry:

1 . Advertisements must be truthful. All descriptions, claims and comparisons
whichrelate to matters of objectively ascertainable fact shouldbe capable
of substantiation. Advertisers and advertising agencies are required to
produce such substantiation as and when called upon to do so by the
ASCI.

2. Where advertising claims are expressly stated to be based on or supported
by independent research or assessment, the source and date of this should
be indicated in the advertisement.

3. Advertisements shall not, without permission from the person, firm or
institution under reference, contain any reference to such person, firm



or institution which confers an unjustified advantage on the product
advertised or tends to bring the person, firm or institution into ridicule or
disrepute. If and when required to do so by the ASCI, the advertiser and
the advertising agency shall produce explicit permission from the person,
firm or institution to which reference is made in the advertisement.

4. Advertisements shall neither distort facts nor mislead the consumer by
means of implications or omissions. Advertisements shall not contain
statements or visual presentation which directly or by implication or by
omission or by ambiguity or by exaggeration are likely to mislead the
consumer about the product advertised or the advertiser or about any
other product or advertiser.

5. Advertisements shall not be so framed as to abuse the trust of consumers
or exploit their lack of experience or knowledge. No advertisement shall
be permitted to contain any claim so exaggerated as to lead to grave or
widespread disappointment in the minds of consumers.

For example:

a. Products shall not be described as 'free'where there is any direct cost
to the consumer other than the actual cost of any delivery freight
or postage. Where such costs are payable by the consumer, a clear
statement that this is the case shall be made in the advertisement.

b. Where a claim is made that if one product is purchased anotherproduct
will be provided 'free', the advertiser is required to show, as and
when called upon by the ASCI, that the price paid by the consumer
for the product which is offered for purchase with the advertised
incentive is no more than the prevalent price of the product without
the advertised incentive.

c. Claims which use expressions such as 'Up to five years'guarantee'
or ' Prices from as low as Rs. Y' are not acceptable if there is a
likelihood of the consumer being misled either as to the extent of the
availability or as to the applicability of the benefits offered.

d. Speeial care and restraint has to be exercised in advertisements
addressed to those suffering from weakness, any real or perceived
inadequacy of any physical attributes, such as height or bust
development, obesity, illness, impotence, infertility and baldness,
to ensure that claims or representations directly or by implication,
do not exceed what is considered prudent by generally accepted
standards of medical practice and the acfi:a'l efficacy of the product.

e. Advertisements inviting the public to invest money shall not contain
statements which may mislead the consumer in respect ofthe security
offered, rates of return or terms of amortization; where any of the
foregoing elements are contingent upon the continuance of or change
in existing conditions, or any other assumptions, such conditions or
assumptions must be clearly indicated in the advertisement.

f. Advertisements inviting the public to take part in lotteries or prize
competitions permitted under law or which hold out the prospect
of gifts shall state clearly all material conditions as to enable the
consumer to obtain a true and fair view of their prospects in such
activities. Further, such advertisers shall make adequate provisions
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8.

for the judging of such competitions, announcement of the results
and the fair distribution of prizes or gifts according to the advertised
terms and conditions within a reasonable period of time. with regard
to the announcement of results, it is clarified that the advertiser's
responsibility under this section of the code is discharged adequately
if the advertiser publicizes the main results in the media used to
announce the competition as far as is practicable, and advises the
individual winners by post.

6. obvious untruths or exaggerations intended to amuse or to catch the eye
of the consumer are permissible, provided they are clearly to be seen as
humorous or hyperbolic and not likely to be understood as making literal
or misleading claims for the advertised product.

7. In mass manufacturing and distribution ofgoods and services it is possible
that there will be an occasional, unintentional lapse in the fulfillment of
an advertised promise or claim. Such occasional, unintentional lapses
may not invalidate the advertisement in terms of this Code.
In judging such issues, due regard shall be given to the following:
a. whether the claim or promise is capable of fulfillment by a typical

specimen of the product advertised.

b. whether the proportion of product failures is within generally
acceptable limits.

c. whether the advertiser has taken prompt action to make good the
deficiency to the consumer.

To ensure that advertisements are not offensive to generally accepted
standards of public decency. Advertisements should contain nothing
indecent, vulgar or repulsive which is likely, in the light of generally
prevailing standards of decency and propriety, to cause grave or
widespread offence.
To safeguard against the indiscriminate use of advertising in situations or
of the promotion ofproducts which are regarded as hazardous or harmful
to society or to individuals, particularly minors, to a degree or of a type
which is unacceptable to society at large.
1. No advertisement shall be permitted which:

a. Tends to incite people to crime or to promote disorder and
violence or intolerance.

b. Derides afiy race, caste, colour, creed or nationality.
c. Presents criminality as desirable or directly or indirectry

encourages people-particularly minors-to emulate it or
conveys the modus operandi of any crime.

d. Adversely affects friendly relations with a foreign state.
2. Advertisements addressed to minors shall not contain anything,

whether in illustration or otherwise, which might result in their
physical, mental or moral harm or which exploits their wlnerability.
For example, advertisements:

a. Should not encourage minors to enter strange places or to converse
with strangers in an effort to collect coupons, wrapps:s, labels or
the like.

9.



b. Should not feature dangerous or hazardous acts which are likely
to encourage minors to emulate such acts in a manner which
could cause harm or injury.

c. Should not show minors using or playing with matches or any
inflammable or explosive substance; or playing with or using
sharp knives, guns or mechanical or electrical appliances, the
careless use of which could lead to their suffering cuts, burns,
shocks or other injury.

d. Should not feature minors for tobacco or alcohol-based
products.

e. Should not feature personalities from the field of sports, music
and cinema for products which, by law, either require a health
warning in their advertising or cannot be purchased by minors.

3. Advertisements shall not, without justifiable reason, show or refer to
dangerous practices or manifest a disregard for safety or encourage
negligence.

4. Advertisements should contain nothing which is in breach of the law
nor omit anything which the law requires.

5. Advertisements shall not propagate products, the use of which is
banned under the law.

6. Advertisements for products whose advertising is prohibited or
restricted by law or by this code must not circumvent such restrictions
by purporting to be advertisements for other products the advertising
of which is not prohibited or restricted by law or by this code. In
judgtng if any particular advertisement is an indirect advertisement
for product whose advertising is restricted or prohibited, due attention
shall be paid to the following:

a. Visual content of the advertisement must depict only the product
being advertised and not the prohibited or restricted product in
any form or manner.

b. The advertisement must not make any direct or indirect reference
to the prohibited or restricted products.

c. The advertisement must not create any nuances or phrases
promoting prohibited products.

d. The advertisement must not use particular colours and layout or
presentations associated with prohibited or restricted products

e. The advertisement must not use situations typical for promotion
of prohibited or restricted products when advertising the other
products

10. To ensure that advertisements observe fairness in competition such that
the consumer's need to be informed on choice in the marketplace and
the canons of generally accepted competitive behaviour in business are
both served.
l. Advertisements containing comparisons with other manufacfurers or

suppliers or with other products including those where a competitor
is named, are permissible in the interests of vigorous competition
and public enlightenment, provided:
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a. It is clear what aspects of the advertiser's product are being
compared with what aspects of the competitor's product.

b. The subject matter of comparison is not chosen in such a way as
to confer an artificial advantage upon the advertiser or so as to
suggest that a better bargain is offered than is truly the case.

c. The comparisons are factual, accurate and capable of
substantiation.

d. There is no likelihood of the consumer being misled as a result
of the comparison, whether about the product advertised or that
with which it is compared.

e. The advertisement does not unfairly denigrate, attack or discredit
other products, advertisers or advertisements directly or by
implication.

2. Advertisements shall not make unjustifiable use of the name or
initials of any other firm, company or institution, nor take unfair
advantage of the goodwill attached to the trade mark or symbol of
another firm or its product or the goodwill acquired by its advertising
campaign.

3 Advertisements shall not be similar to any other advertiser's earlier run
advertisements in general layout, copy, slogans, visual presentations,
music or sound effects, so as to suggest plagiarism.

4. As regards matters covered by sections 2 and 3 above, complaints
of plagiarism of advertisements released earlier abroad will lie
outside the scope of this Code except in the under-mentioned
circumstances:

a. The complaint is lodged within 12 months of the first general
circulation of the advertisements/campaign complained against.

b. The complainant provides substantiation regarding the claim of
prior invention/usage abroad.

Under the ASCI code, complaints against the advertisements can
be made by any person who considers them to be false, misleading,
offensive or unfair. Complaints can be received from the general public
including government officials, consumer groups, etc., complaints from
one advertiser against another and even suo moto complaints from the
member of the ASCI board, CCC or the Secretariat. The complaints
are evaluated by an independent Consumer Complaints Council (CCC)
within a period of 4 to 6 weeks of the reply given by the party against
whom the complaint has been lodged.

Cnncx Youn Pnocnrss

30. What isASCI?
31. When was ASCI Code made compulsory for TV advertisements?
32. UnderASCI Code, when and how can complaints against

advertisements be made?



3.23 SUMMARY

Now that we have come to the end of this unit, let us now try to sum up all that
we have learnt tillnow.

1. We have learnt that any object, place, time or virtual media space that has
high visibility among viewers or listeners is an advertising media.

2. Keeping in mind, the above-mentioned definition, advertising media are

of the following types:

(a) Print media which includes newspapers, magazines, pamphlets/
leaflets/brochures/posters, yellow pages/trade directories and direct
mail.

(b) Broadcast media which includes radio and television,
(c) CDsiDVDs
(d) Cyber media
(e) Telephone/Cell phones
(0 Out-of-Home, which includes both digital and non-digital media

3. We have learnt about the characteristics of each media mentioned above
as,,well as their relative advantages and disadvantages.

 . Hilving understood the various media available to an advertiser, we have
uflderstood the need for media planning and the various stages of its
pfocess. We identified three stages: one, defining the marketing problem;
tWo, translating the marketing requirement into attainable media
objectives and three, formulating the media strategies, which includes
selecting and scheduling the media for the advertising campaign.

5. We also identified the following as factors on which media is selected
for advertising:

(a) Reach: The reach of a media is the percentage of people who will
possibly view an ad telecast on it.

(b) Frequency: It is the number of times an ad can get noticed by a

member of the target group. It is calculated by dividing the gross

rating points of a media with its reach.
(c) Weight: It is the volume of advertising required to accomplish the

advertising objectives. It is calculated in three different ways as gross

rating point, target rating points and effective rating points.
(d) Cost per thousand: It refers to the cost of running an ad per thousand

copies ofa paper.

(e) Cost per point: It is the cost of advertising per media channel in
a particular time slot. It is calculated by dividing the total cost of
advertising in a time slot of a media channel with the rating of that
time slot on that channel.

(f) Impact' It measures the value of appeal that a media has in terms of
its creative variety.

(g) Selectivity: ltrefers to the ability of a media to restrict the advertising
message to a particular segment of the audience.

6. We also discussed continuity, flighting and pulsing as three different
types of media scheduling. In continuity, the ad budget is evenly spread

out over the year, in flighting, the ad budget is concentrated in one part
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of the year while in pulsing the ad budget rises and falls in different parts

of the year.

7. We also discussed factors such as sales seasonality, consumers'product
purchase cycle, consumers' interval between decision making and

consumption and new product launches, which are responsible for
deciding the kind of media scheduling an advertiser might like to go for.
Wb also enunciated the various stages in the writing of a media plan.
We went into the need for assessing advertising effectiveness and how it
could be measured.
We also discussed the barriers to assessing advertising effectiveness and

the ways in which advertising effectiveness can be improved.
Finally, we discussed the need for advertising regulations and the status

of advertising regulations in India.

3.24 KEY TERMS

Advertising media: Advertising media may be defined as any object,
place, time or virtual space that has high visibility among viewers or
listeners.

Yellow pages: Yellow pages are trade directories that promote goods
and services of an enterprise by listing the enterprises according to their
product line or the service provided.

Pamphlets/leaflets: Pamphlets/leaflets are unbound printed sheets of
paper that are distributed among members of a target audience. These can
be created and published at will.
Direct maiVdirect marketing: Marketing that involves dispatching of
brochures, sales letters andpamphlets directly atthe addresses ofpotential
customers is called direct maiVdirect marketing.

out-of-home media: Out-of-home media can be defined as such media as

billboards, LCD screens, automobile display boards/sides, kiosks, banners
and panels that one happens to see while one is travelling or standing in a
public place. Out-of-home media can be digital or non-digital.

Digital out-of-home media: Digital out-of-home media is a dynamic
media that is simultaneously displayed at a number of venues across a
city or town, though it is loaded centrally through a network.

Media planning: Media planning is the process of translating one's
marketing objectives into a workable advertising plan that specifies the
use of different or one media at different points of time for carrying
advertisements of different sizes and/or different times at the least cost to
the business organization.

Media scheduling: Media scheduling refers to the chronological
sequencing ofthe release dates of aparticular advertisement over different
media. Media scheduling is essential, as the prospects may not always be
in a mood to receive the advertising message.

Advertising effectiveness: Advertising effectiveness may be defined as the
degree ofchange brought about in the level and nature ofawareness ofthe largest
number of prospects with regard to a product or a service or an organization.

Advertising regulations: Advertising regulations are reasonable restrictions
on the right of the citizens to express themselves in public for a commercial
purpose.

8.

9.

10.

11.



Advertising Media, Media
Planning and Scheduling,
A dv ertis ing effec tiv e n es s,

Regulations of advefiising
in India

NOTES

Self-Instuctional
Material

3.25 ANSWERS TO 'CHECKYOUR PROGRESS'

l. The advertiser needs to choose the media that will carry the message to the
intended audience.

Advertising media can be defined as any object, place, time or virtual space
that has high visibility among viewers or listeners.

Print media, broadcast media, CDs/DVDs, cyber media, telephone
advertising/mobile phones and out-of-home media.

Newspapers, magazines, yellow pages/directories, pamphlets/leaflets/
brochures/posters and direct maiUdirect marketing.

It refers to such media as billboards, LCD screens, automobile display
boards/sides, kiosks, banners and panels that one happens to see while one
is travelling or standing in a public place.

Billboards, bus/train/car display, lamppost banners, mobile billboard, sheet
advertising, wallscape and speciality advertising.

Large audience, choice ofplacement, choice of size, low cost compared to TV,
flexibility of referring back and flexibility to change the ad per insertion.

lead time, difficult to time the release on a daily basis and higher

High visibility, personalized messages, confidentiality, low cost ofproduction,
advertising content and facilitates active reception.

To stay in public memory through advertising, marketers hdve to look at
differentmediavehicles to reachthem, to getthe bestreturnonthe advertiser's
expendifure and business house can factor in the various discounts and
packages available in advance booking and bulk buying of media space and
time.

Media planning is the process of translating one's marketing objectives into
a workable advertising plan that specifies the use of different or one media at
different points of time for carrying advertisements of different sizes and/or
different time periods at the least cost to the business organization.

Defining the marketing problem, translating the marketing requirement into
attainable media objectives and defining a media solution by formulating
media strategies.

Reach, frequency, weight, cost per thousand, cost per point, impact and
selectivity.

Weight is selected in three different ways: gross rating, target rating and
effective rating.

It involves finding out the cost of running an ad in a thousand copies and is
calculated by dividing the cost of the advertisement with the publication's
circulation in thousands.

16. This factor looks at the impact a particular ad can leave over a target
audience.

17. Media scheduling refers to the chronological sequencing of the release dates
of a particular advertisement over different media.

)

3.

4.

5.

6.

7.

8. Long
cost.

9.

10.

11.

12.

13.

14.

15.
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18. Continuity scheduling, fiighting and pulsing.

19. In this form of scheduling, the ad campaign is launched only at intervals.

20. In continuity scheduling, the advertising budget is evenly spread out over
the year so that the product or service advertised remains all the time in
public eye and perception.

21. Sales seasonality, consumers'product cycle, consumers' interval between
decision making and consumption and new product launches.

22. Goal setting, identification of the target audience, media selection and

scheduling and message preparation.

23. Number of viewers and time spent.

24. Selective exposure, selective perception, selective understanding and

selective retention.

25. It is usually tested by way of a question to this effect in a questionnafue. The
prospects are asked to answer questions about the advertisements that have
appeared over a particular period of time in print/electronic media to test the
degree to which the advertisement has been able to register itself on their
minds.

26. Directed to me, interesting, new information, easy to understand and positive
attitude.

27. Close mindedness, reliance on sales performance, tendency to evade

objective assessments on the part of the agency, creative ego, competitor
knows the best, lack of strategy, client ineptness and poor copy testing.

28. Using a sound strategy, pre-testing of advertisements, creation of a

mathematical model for measuring advertising effectiveness, pre-testing and
agreement between the client and agency.

29. Advertising regulations are reasonable restrictions on the right of the citizens
to express themselves in public for a commercial purpose.

30. The Advertising Standards Council of India is a voluntary self-regulation
council, registered as a not-for-profit company under section 25 of the Indian
CompaniesAct 1956.

31. August2006.

32. Complaints against the advertisements can be made by any person who
considers them to be false, misleading, offensive or unfair. The complaints
are evaluated by an independent Consumer Complaints Council (CCC)
within a period of 4 to 6 weeks of the reply given by the party against whom
the complaint has been lodged.

3.26 QUESTIONS AND EXERCISES

Short-Answer Questions

1. What do you mean by advertising media?

2. Define media planning.

3. What do you mean by the term 'media scheduling'?



4. What is media mix?

5. Define advertising effectiveness.

6. What do you understand by the term 'advertising regulations'?

Long-Answer Questions

1. Elaborate the need of advertising media.

2. What are the different advertising media?

3. Enlist the advantages and disadvantages of any three advertising media.

4. Discuss the media planning process in detail.

5. What are the various factors that affect media scheduling?

6. What are the different types of media scheduling?

7. What are the nuances of writing a media plan?

8. How can the advertising effectiveness be evaluated?

9. Elaborate the different barriers of advertising effectiveness.

10. Discuss the advertising regulations in India.
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4.0 INTRODUCTION

This unit has been divided into five learning sections and one summing up
section. Apart from these, it provides at the end a list of terms used, list of books
for further reading for the inquisitive readers, and questions to test the level of
your learning along with model answers.

4.I TJNIT OBJECTIVES

After going through this unit, you will be able to:

. Understand the factors which have contributed to the need for public
relations,

. Understand the precise meanings of public relations, public opinion,
publicity and propaganda,

. Differentiate between public relations, public opinion, publicity and
propaganda,

. Identiff the publics in public relations,

. Know the elements involved in public relations,

. Understand the process and the tools of public relations, Self-Instructional
Material t25
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Learn to map the scope of public relations,
Understand how public relations is a management function and the role
it plays in management,
Know the benefits and limitations of public relations,
Know the competencies and qualifications needed for becoming a public
relations officer.

4.2 NEED OF PUBLIC RELATIONS

Modern organizations are a far cry from the sole proprietorships of the past.
They employ a number of people and have to interact with an equally great
number of people to achieve their organizational goals. People differ not
only in their temperaments but also in their aspirations. Besides, as times
change, the aspirations of people also change. sometimes a change can be
brought about by the opening up ofnew opportunities too. Technology and
government regulations keep on changing the environment in which people
change. These changes open up new opportunities which every individual
wants to seize for hisftrer advancement. In order that an organization may
achieve its goals and objectives, it must build good relations with people.
For this, it needs to keep the channels of communication with them open so
that any misunderstanding can be removed at the earliest. The professionals
who look after this important aspect of an organization's activities are called
public relations officers. And the work performed by these professionals is
referred to as public relations.

Good public relations determine the success or failure of an organisation.
Recent case in point is the Tata Nano project at Singur in West Bengal. The
Tatas had acquired the land through the West Bengal govemment and were in
the process of setting up the production facilities for Nano, India's smallest car
but because the company did not take the public of Singur into confidence, they
agitated against this project. Political parties opposed to the CPM Government
also jumped in. They offered support to the people in their agitation. Eventually,
the Tatas had to wind up the project. They shifted their project to Gujarat. Their
failure to setup the Nano factory at Singur is a classic case of failure of public
relations. Not only did the company fail to take the people of Singur into the
confidence but it could also not prevent political parties from jumping into the
agitation. The case of Tata Nano project clearly issues that modern organisations
must have a very effective public relations department to keep satisfied the
people related to the organisation.

What is true for a private sector organisation is equally true for public
sector organisations and government departments when the family planning
programme was lost vigorously by the then congress government in 1976, it
created strong resentment against the government. As a result, the congress
party lost the next general elections of 1977 for the first time in the history of
independent India. The failure of family planning prograrnme was partly due
to the failure of public relations department of the then government of India. It
could not convince the people about the urgency of family planning for an over
populated and poor country like India.

Public relations department have to therefore keep track of the changing
moods of people. They must be sensitive to any swings in public opinion. Also,



they must take immediate action in cases where they feel the public opinion is
not favourable to the govemment or the organisation.

In view of the significant role played by public relations, all modem
organisations give a prominent place to public relations in their managerial
planning and decision making. In democratic countries where the consent of
the people is very important, public relations departments act as a link between
the people and their organisations. They establish a two way communication
process between their respective organisation and the people. They resolve
conflicts of interest by seeking common grounds of understanding and areas of
mufual interest.

Cnrcx Youn PnocnBss

1. Why did Tata Nano project failed in Singur?

2. Who are the public relations officers?

3. What are the qualities needed in a public relations department?
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4.3 DEFINITIONS

In this section, we will take a look at the definitions of the terms used very often
in public relations.

4.3.1 Public Relations

One of the earliest definitions of public relations is by Denny Griswold, founder
and former editor of the newsletter, Public Relations News. She defines public
relations as: 'the management function which evaluates public attitudes,
identifies the policies and procedures of an individual or an organisation with
the public interest, and plans and executes a programme of action to earn public
understanding and acceptance.' The definition is a little cumbersome, but it
very rightly focuses attention on the overall objective of all public relations
exercises, which is to achieve public understanding.

Another equally useful definition of public relations has been given by
the Foundation for Public Relations Research and Education. It defines public
relations as: oa distinctive management function which helps establish and
maintain mutual lines of communications, understanding, acceptance, and
cooperation between an organization and its publics; involves the management
of problems or issues; helps management keep informed on and responsive to
public opinion; defines and emphasizes the responsibility of management to
serve the public interest; helps management keep abreast of and effectively
utilize change, serves as an early warning system to help anticipate trends; and

uses research and sound and ethical communication techniques as its principal
tools.'The definition is far more comprehensive than the one by Denny Griswold.
It sketches almost all the goals of public relations exercise and also outlines the
process and its tools. A more succinct definition than the ones mentioned till
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now is by Edward Bernay. He defines public relations as 'information given to
the public, persuasion directed at the public to modiff actions, and efforts to
integrate actions of an institution with its publics and of public with those of
that institution.'The definition brings into focus the interventionist role played
bypublic relations in mouldingpublic opinion in line with an institution'i goals
and integrating an organization's objectives with that of its neighbourhood
community.

There are, however, pithier definitions of public relations too. According
to the one by Scot M. cutlip and Allen H. centre, .public Relations is the
planned effort to influence opinion through good character and responsible
perfonnance, based upon mutually satisfactory two-way communication.,
Though this definition is brief and easy to remember, it leaves out the aspect
related to the integration of the organization's objectives with public inteiest.
The definition by the Institute of Public relations in the UK takes a far more
balanced view, without sacrificing preciseness. It defines public relations as
'the deliberate, planned and sustained effort to establish and maintain mutual
understanding between an organization and its public.,

4.3.2 Publicity

Publicity is not a discipline or a profession like public relations. It is an
outcome of the public relations campaigns launched in the mass media. Lisa
Manyon defines publicity as 'an act or device designed to attract public interest,
specifically information with news values issues as a means of gaining public
attention or support.' It has also been defined as 'the simple act of *akirg a
suggestion to a journalist that leads to the inclusion of a company or produciin
a story.'It can lead to two kinds of news coverage:

(a) a news story devoted exclusively to your idea; or
(b) the inclusion of your idea in an already existing news story.

So, publicity may be defined as unpaid news coverage of a company, its product,
service, or event in news/editorial columns of a newspaper or a magazine or in
the non-commercial broadcasts of a television or radio channel.

4.3.3 Public Opinion

Public opinion has been defined as an aggregate of the views and beliefs
held by an adult population. According to the American sociologist, Herbert
Blumer, public opinion is a form of collective behaviour which is made up
of those who are discussing a given public issue at any one time. As per this
definition, there are many publics. Each of them comes into being *h.n u
public issue arises and ceases to be when that issue dies with its resolution.
Public opinion can be moulded by public relations in favour of an issue or
against an issue. Public opinion gained currency with the emergence of the
notion of public as opposed to the mass and the community. Theierm, public
opinion, is derived from the French expression, l'opinion publique, which
was first used in 1588 by Montaigne. According to Ferdinand Tonnies, public
opinion in an urbanised society has the equivalent function of religion in a
community.
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Public opinion is not simply the belief held by the dominant group in
a community. In other words, it is not a majority viewpoint. At its best, it is
a unanimous opinion or else it is a mosaic of all shades of opinion. Moulding
public opinion is the avowed aim of public relations. It becomes especially
important when there is a crisis or a problem. At that time, it is important to
know what the public feels about the issue or problem at hand. In case, it is
not favourable to the organization, it is essential to launch a public relations
exercise to shape it favourably. Appeals to the physical, social and economic
needs of people are said to be effective in bringing about such a change.

4.3.4 Propaganda

Propaganda is the selective dissemination of information to influence the
attitudes of a community or public towards a cause or position" As opposed
to impartially providing information, propaganda provides information with
a bias with the purpose of influencing the opinions, beliefs and attitudes of
a community. By omitting information that does not further the cause of an
individual or an organization,propaganda distorts the information disseminated.
Propaganda also tends to use emotive language that appeals to the sentiments
of a community instead of its reasoning. It has, therefore, been used often
as a form of political warfare. The term, propaganda, derives from the Latin
word, propagare) meaning to propagate and was originally associated with the
Christian practice of propagatrng the Faith. Originally, the term was considered
pejorative. But once, it started being used in its political sense from World War
I, it acquired a negative connotation. Garth Jowett and Victoria o'Donnell have
defined propaganda as 'the deliberate, systematic attempt to shape perceptions,
manipulate cognitions, and direct behaviour to achieve a response that furthers
the desired intent of the propagandist.'Though this definition is comprehensive
enough, yet another definition given by Richard Alan Nelson is far more
comprehensive. He states, 'Propaganda is neutrally defined as a systematic
form of purposeful persuasion that attempts to influence the emotion, attitudes,
opinions, and actions of specified target audience for ideological, political or
commercial purposes throughthe controlled transmission ofone-sidedmessages
(which may or may not be factual) via mass and direct media channels. A
propaganda organization employs propagandists who engage in propagandism
-the applied creation and distribution of such forms of persuasion.'Different
forms of propaganda messages are news reports, government reports, historical
revision, books, leaflets, movies, radio and television broadcasts, posters and
advertorials.

Cnrcx Youn Pnocnrss

4. Define public relations in simple words.

5. What are the two kinds of news coverage?

6. The term'public opinion'is derived from which French
expression?

7. What are the different forms of propaganda messages?
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4.4 DIFFERENCE/RELATIONSHIP BETWEEN
PUBLICITY, PUBLIC OPINION, PROPAGANDA AI\[D
PUBLIC RELATIONS

The diagram given below gives an idea of the inter-relationship between public
relations, publicity and public opinion. As is obvious from the figure, the left
and the right circles represent public relations and public opinion respectively,
while the intersection of the two circles represents publicity.

In other words, the entire process of public relations is geared to shape
public opinion favourably through appropriate publicity. Though public relations
emphasizes generating favourable public opinion, it stops short of earning the
label of propaganda as it achieves its ends not through selective dissemination
of information, but through the evolution of mutual understanding between an
organization and its public. So, in the language of set theory we could say that
public relations and propaganda are two disjoint sets.

4.5 NATURE AND SCOPE OF'PUBLIC RELATIONS

'Public relations' is a loosely used term. It has been used to refer to the profession
as well as the process. So, experts who look after the public relations of an
organization are called public relations officers and the departrnent of which they
form a part is called ptrblic relations department. The main task of the public
relations departmentisto develop agoodrapportwiththepublic ofthe organization
by keeping the channels of communication between the organization and its public
all the time open. While the public relations department gauges the opinion and
attitudes of the public towards the organization on the one hand, it also circulates
information among the public to correct any deviation from the norm of expected
public opinion and attitudes. It does so by feeding the media with reports about the
activities and performance of the company. The overall objectives of any public
relations exercise can be put in a linear progression such as this:

' Understand the organizational goals and specific objectives behind the
public relations exercise;

' Create messages for suitable media in tune with those objectives for the
specific public in mind;

. Gain attention of the public;

' Get it interested in the message(s) being fed into the public sphere by the
public relations department;

. Win their belief in the message(s); and

' Establish a cofllmon ground of understanding between the organization
and the public through the messages released.

Public
Relations

Public
Opinion



4.5.1 Elements of Public Relations

Public relations is said to have four major elements. In this section, we examine
each of these:

(a) Corporate social responsibility:

Public relations philosophy rests on the premise that organizations do
not exist in a vacuum but in a society. So, they should be sensitive to the
needs of the society. Incidentally, this is also the inspiration behind the
philosophy of corporate social responsibility. As apart of this philosophy,
corporate organizations recognize that their main objective is of wealth
generation is not for themselves only but also for the society of which they
form a part. If the society, it will have a rub off on them too. But, if the
society remains under-developed, it will be harmful to the interests of the
organization too. AsAdam Smith once said, enlightened self interest is the
comer stone of modem economic organizations. Enlightened self interest
demands that the self interest will flourish only if the society of which the
self is a part also prospers. So, public relations departments of corporate
organizations lay a lot of emphasis on identiffing the needs and aspirations
of the neighbourhood community. They pass on this information to the

management of the enterprise so that it may initiate steps for fulfilling
these communitl'aspirations and needs. Once the company takes these

steps, the public relations department publicises this information to earn

a good name for the company in people's minds. So, corporate social
responsibility and public relations departments complement each other in
this meaningful and beneficial task.

(b) Caring for public opinion:

Apart from fulfilling the aspirations of the community, organizations
need to be sensitive about the diversity of public opinion in regard to various
projects and ventures. Public cannot be taken for granted. It may react at

times completely unexpectedly to any decision of the organization. Public
opinion does not rest on logic as much as it rests on sentiments. Any stray
or thoughtless remark of the management can lead to a widespread public
resentment. So, the management of an orgarization needs to be very careful
when it issues any public statement or when it allows any information to
enterthe public domain. As the public is comprised ofmany diverse interest
groups, it may not be always possible to satisfu each of these groups. The
job of public relations is to ensure that even when any of these groups is
dissatisfied, it does not feel alienated. This will depend on the level ofrapport
built by the public relations department with each of these groups. In times
of any misunderstanding or miscommunication, these groups should feel
confident enough to approach the organization for a clarification and the
organization at its end must on dislike this attempt of the aggrieved group.

(c) Two-way coflrmunication:

In order that an organization may develop rapport with the different
public groups, public relations department must ensure that there is a two-
way communication between the two. This implies that the organization
should not only be sending the messages in to the public sphere but also

receiving messages from the various interest groups in the public. This
ensures a two-way flow of information between the organisation and the
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public. However, many times organizations place greater value on their self-
produced messages instead of the ones produced by the public. This isolates
the organization and insulates it to public opinion. ln fact, organizations need
to pay greater attention to the verbal and non-verbal as well as formal and
informal communications being produced by the public. By listening more
and speaking less, the public relations managers ensure that they produce
messages which would keep the relationship between the organization and
its public amicable and peaceful. Besides, listening helps a public relations
manager to get feedback from the public about various policies and decisions
ofthe organization. This feedback can be very useful to the organization for
strearnlining its activities in a way that does not offend or seem to offend
public sentiments. So, a public relations manager must remain in close
touch with the people as well as with the top management.

(d) Mutual understanding:

The goal of all forms of human communication is the evolution of
common ground of understanding. As public relations is a form of
organizational communication, its goal is also the development of
mutual understanding between the organization and its public. Two-way
communication ensures that there is nothing unsaid between the organization
and its public. This facilitates mutual understanding between the two. Here
it is important to know that in the relationship between an organization and
its public, the former seeks to achieve its private interest while the latter
seeks satisfaction of its public interest. The job of the public relations team
or officer is to synchronise the two. (S)he needs to embed the organizational
interests within the overall societal interests so that there is no mismatch at
any stage between the two. A case in point is Jamshedpur, u,hich is home
to Tata Iron & Steel Co (TISCO). The township of Jamshedpur is a fallout
of the industry established by the Tata group there. Similarly, Duliajan
in Assam is a town developed by Oil India Ltd as an ideal town with all
civic arnenities. Each of these companies have synchronised their private
interests with the public interest, as a result of which they stand to enjoy
mutual understanding with the neighbourhood community.

4.5.2 Publics in Public Relations

In public relations, we often speak of 'publics'. who are these 'publics'? And
why pluralise the word, public? To understand the answers to these questions,
we need to understand the sense in which the word is used in this profession/
discipline. In public relations, the word public refers to the human environment
of the organization. In other words, the employees, the creditors, the debtors,
the customers, the neighbourhood community, the government, media and the
shareholders -_ all constitute the public of the organization. As these groups are
widely different in their constitution from each other, it would not be appropriate
to lump them under one label, 'public'. So, we use the term 'publics'to refer to
all of them together. By pluralizing the term, we drive home the point that each
of these groups is a separate entity by itself and deserves individual attention.

In traditional Public Relations usage, publics are said to be of rwo types:
external and internal. External publics are the groups of people r..ho are not
a part of the organization. In other words, they exist outside the iegal space
of the organization. They are public officials, journalists, opinion makers,132



retailers, suppliers, financiers, customers, competitors and neighbourhood
community. These groups frequently interact with the organization as a part of
the organization's business activities.

It is essential that the organization has a good rapport with each of them
or else its business interests will get affected adversely. In pre-liberalizedlndia,
public officials were extremely important for a business organization as they
were responsible not only for the issue of licenses but also for certifuing that the
organization was meeting its obligations to the society" But with the liberalization
of the economy, many of the governmental controls have been dismantled and
business organizations can now operate in a far freer atmosphere. Besides, in
pre-liberalized India, businesses were looked upon rvith suspicion. a typical
Socialist attitude towards private enterprise. But, with liberalization, business
organizations have come to be regarded as parhrers in the nation's progf,ess.
So, the attitude of public officials towards business organizations has become
friendlier. This makes the job of the public relations officers easier. Now, they
don't have to wrestle with the Socialist prejudices of the bureaucracy.

Journalists and opinion makers are extremely important for an organization.
It is they who create a particular image of the organization r.vith their written
and oral messages. Every organization vies for their attention. As long as an
organization is not talked about, it does not exist in the minds of the public. So,
to be noticed, it is essential that the organization attracts the attention of the
media. But, the work does not stop here. Having been noticed, it is important
that it be talked about in a favourable manner. So, the public relations officers
have to ensure that the right information reaches the media. And if there are any
doubts about the integrity of the organization in the mind of the media, these
should be addressed early or else a wrong report in the media can vitiate the
business atmosphere and affect the business interests adversely.

Similarly, retailers, suppliers and financiers. with whom a business
organization interacts on a regular basis, need to have faith in the organization's
financial fundamentals and its overall integrity. The public relations officials
have to ensure that that at no stage this faith should get broken because of
any act of disinformation by competitors or misinformation. If the financiers
lose faith in the organization, they will either recall their capital or will not
lend any fresh loans. This can affect the financial health of the organization
adversely. Similarly, if suppliers don't have faith in the financial fundamentals
of the enterprise, they may insist on hard payment terms, which may not suit an
organization. Keeping the channels of communication open with all of them is,
therefore, essential.

Just as an organization has extemal publics, so does it have internal
publics. Its internal publics are those groups of people who form a part of the
organization. They are the shareholders, the management and employees. All
of them share one common bond: the institutional identity. Each of them has a
stake in the rise and fall of the organization. If the organization prospers, they
prosper, but if it goes downhill, they too stand to lose. When Satyam Computer
reported huge losses and the fudging of financial reports, each of the internal
publics had to bear the brunt of this catastrophe. While the employees faced
the bleak prospect of becoming jobless, the management faced the horrendous
prospect of judicial prosecution for criminal offences. The shareholders saw
the prices of their stocks plummet and their hard-earned investments robbed
of real value. Even though the shareholders do not run the organization, they
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have long-term interest in the success of the organization. The job of the public
relations department in an organization is to ensure that each of these publics
continues to hold long-term interest in its survival and gowth. For this, it has
to keep the channels of communication between the organization and each of
these publics all the time open. Shareholders must continue to get reports about
the various developmental activities of the enterprise that impact upon the
price of the stocks they hold. Similarly, the employees must get a good hearing
regarding any of their grievances as well as be informed about the growth of the
organization. All these efforts tend to create a common interest in the growing
fortunes of the business enterprise.

4.5.3 Public Relations Process

Publicrelationsisaformofpersuasivecommunicationinwhichthepublicrelations
practioner plays the role of a catalyst and a negotiator. So, to understand the
process ofpublic relations it is necessary to understand the process ofpersuasive
communicationfirst. PersuasivecommunicationdatesbacktothetimeofAristotle,
when it was called rhetoric. The rules of rhetoric and persuasive communication
remain the same. In persuasive coflrmunication, there is a source, a context,
a message, a channel, a receiver and feedback. The source is responsible for
collecting information and disseminating it. The context determines whatkind of
information will be collected. It refers to the overall intent of the communicator/
source behind initiating the communication process. The message is the form in
which the information collected is disseminated. The message could be either
formal or informal and verbal or oral. The channel determines the shape the
message will take. There are many channels available for a communicator. These
are mass media and interpersonal media like telephones and public address
systems. The choice of the media is determined by the kind of audience the
communicator is targeting. If the audience is illiterate, radio and television are
the best media but if the audience is literate, newspapers and magazines are a
very convenient and cheap media of communication. The receiver of the message
has already been talked about when we talked of the audience. The receiver is
one who receives and understands the message. Feedback is the response that
the receiver gives to the source after understanding the message. Feedback is
the litmus test of the success or failure of the communication process. Effective
persuasive communication is one which brings about a desired level of change
in the receiver through the communication process. It is through feedback that
the source gets to know whether the desired change in the behaviour of the target
audience has been brought about or not. If the feedback received is not positive,
the source has to look into the shortcomings in the content and style of the
messages and also the media selected for disseminating it. These are corrective
steps tailored to elicit the desired response.

The public relations process follows the moder of persuasive
communication. It too has the objective of bringing about a change in the
opinions, beliefs and attitudes of the publics. To this end, the public relations
process has the following elemenis in it:

(a) ImageAudit
(b) Planning

(c) Collection of Information



(d) Preparation of Message

(e) Evaluation

a. Image audit
This is the first stage in any public relations process. Before the

process may be initiated, it is necessary for the public relations department
to know about the kind of image the organization has earned in public
memory. Image audit is carried out with the help of image surveys in which
questionnaires are distributed among a sample group of the population
to know what they feel about the organization. As the questionnaire is
comprehensive enough, it collects good amount of information about
how the public rates the organization on various variables.

b. Planning
Once the public relations managers have collected information about

the ways in which the public views the organization, the next stage in the
public relations process is to plan the public relations campaign. Planning
involves preparation of the plan of action which should state the specific
and measurable goals of the PR process, the types of messages to be
inserted in the mass media, the mass media to be approached, and the
estimated budget for these activities. Based on the cost benefit analysis,
a workable plan of action needs to be put in place.

c. Collection of Information
In order that suitable messages may be prepared for circulation in

the public sphere, information about the strengths, weaknesses and
developmental activities needs to be collected. This information needs

to be evaluated for its news value before it may be used for message
preparation.

d. Preparation of message(s)
The information collected needs to be artfully presented in the

form of persuasive messages. This requires skills of news writing and
inter-personal skills for the organization of press conferences and
meetings. The messages need to be tailored according to the relative
strengths of each media chosen for the purpose.

e. Evaluation
Once the organization has released verbal and non-verbal stimuli in the

form ofvarious mass media messages in the public domain, it needs to assess

their impact on the target audience. This calls for an Impact analysis.

4.5.4 Tools of Public Relations Communication

The tools of public relations communication are drawn from the print, oral
and audio-visual media. The written/printed word tools are house journals,
newspapers, trade magazines, bulletins, newsletters, reports, posters, press
releases and handbills, while the oral media tools are press conferences,
meetings, radio broadcasts, and public speeches. The audio visual media tools
are television broadcasts, news casts, talk shows and documentaries. The choice
of these tools depends on the kind of public being targeted. The following table
gives an idea of the kind of tools used by a public relations practitioner to reach
out to a particular public.
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Public to be reached

Stockholders

Financial community

Employees

Labour Unions

Communities

Government

Trade group

Technical group

Competitors

Suppliers/creditors

Customers

4.5.5 Scope of Public

Tools of communication

Annual and interim reports, meetings

Financial publications, personal meetings
(brokers, securiry analysts)

House journals, bulletin boards, posters, handbills, target
charts, letters, video films, meetings

Bulletins and statements or policy

Company publications, local press, radio & tv, outlets,
local group meetings, meetings with opinion leaders,

exhibitions

House publications, reports, brochures, booklets

Trade magazines

Technical magazines and joumals

Association meetings, direct mails

Credit and banking associations, suppliers' meets

Product publicity media, press releases, advertising, POP

marketing, direct mail, television sponsored
programmes, newspaper cell etc

Relations

We have already defined public relations and also distinguished it from
related communication practices and terms such as publicity, public opinion
and propaganda. We may now attempt to draw the conceptual map of public
relations to know what its boundaries are. As we have seen when we defined
public relations, the conceptual territory of public relations is very broad. It
attempts to build bridges of understanding between the orgatization and not
one public but a host of publics, through the effective use of communication
tools and strategies. It is important to note two things here: one, that the number
of publics to be dealt with extremely large; two, the communication strategies

and tools used to reach out to these publics is equally large. This makes the term
public relations acquire alarge conceptual area unlike the terms like publicity,
public opinion and propaganda. As a result, public relations involves activities
ranging from the most mundane and routine to the most spectacular and

extraordinary. Public relations involves routine activities like daily and regular
interaction with different publics as well as the management. At the same time,
it also involves rising to the occasion in times of conflicts to troubleshoot and

in times of major achievements to publicise. Ultimately, the goal of all public
relations activities remains to win a favourable public opinion. So, public
opinion falls partially within the domain of public relations. The figure given
in the section differentiating each of these terms best illustrates how public
opinion is an independent entity, which happens to overlap with public relations
only as far as it indicates the success or failure of public relations. One other
term with which it needs to be distinguished is corporate communications.
The latter owes its birth to the emergence of corporate organizations in the
twentieth century. Public relations is a term with greater scope as it may be

applied to the communication strategies of not just corporate organizations but
even public organizations. Corporate communication, on the other hand, has a

restricted field as it is firmly tied down to corporate organizations alone. From



the preceding discussion, it is clear that public relations is an umbrella term
with a very large scope of activities/functions.

4.5.6 Role of Public Relations

Public Relations has an important role to play in a developing country like
India. Countries like India are under-developed not simply because they lack
technology or resources but also because they are educationally underdeveloped.
Education creates the right attitude towards change. It helps people to understand
change without getting unnecessarily scared of it. As all developmental efforts
bring about a change either in the workplace or in the society as a whole, it is
essential that people do not misread change as a threat to their survival. Herein
public relations can play an important role.

B.y=;>7troi>\>3.rhra:,3=\>.r>=x-a-t>ru:pubtirtt,'a7rub\i:r>hat\>tipf>1:So\\>tr>\
can troubleshoot resistance to the diffirsion of innovation at. the workplace and
in the society. A case in point is the resistance put up by government servants
to the computerisation of government offices by the then government of India
under Late Shri Rajiv Gandhi. Government employees mistakenly thought that
once computers would come there would be no need of human workers. So,
they feared retrenchment from job. But once computers were introduced, they
realised how mistaken they were in thinking so.

Another case in point is the family planning prograrnme launched
during the Emergency in India. The launch of the programme created so many
apprehensions that people resented this encroachment of the then government on
theirpersonal and human rights. As a result ofthis popularupsurge ofresentment,
the then ruling party lost the General Elections to the Indian Parliament in 1977 .

The word, Family Planning itself acquired so pejorative a value in popular
consciousness that the governments henceforth dropped its usage and instead
started using the phrase Family Welfare. Unfortunately, with the failure of that
programme, govefirments thereafter put it on the back bumer with the result
that India today is far more populous a country than even China. Had the public
relations department of the then government done its job well, India would have
been able to downsize its population and also the number of poor people. So, it
is not only private enterprises but even governments which need the services of
public relations officials to achieve the goal of national development.

4.5.7 Public Relations as a Management Function

Public relations is a part of the communication function of management.
Without unintemrpted communication, no group can work as a team. It is
communication which makes all organized activity happen. By establishing a
bridge of understanding between the organization and its internal and external
publics, public relations communication galvanises the work of an organization
and helps it to achieve its goals without any impediments. As public relations
professionals do not play a direct role in the management of the enterprise,
public relations may be classified as a stafffunction instead of line function.

As per the Public Relations Society of America, the following activities fall
within the ambit of its management function:

. Anticipating, analyzing and interpreting public opinion, auitudes and
issues which might affect, for good or i11, the operations and plans of
organizations;
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Counselling management at all levels in the organization with regard
to policy decisions, courses of action and communication, taking into
account their public ramifications and the organization's social or
citizenship responsibilities ;

Researching, conducting and evaluating, on a continuous basis, prograrnmes
of action and communication, to achieve informed public understanding,
necessary to the success of an organization's aims;
Planning and organizing the organization's efforts to influence or change
public policy; and
Managing human resources to meet all of the above objectives.

Benefits of P ublic Relations

By now, we have discussed public relations threadbare enough to be able to take
stock of its benefits and limitations. The main benefits that derive from public
relations communication to the organization and its publics are:

Public relations helps organizations to gauge public perceptions. As a

corollary of this, we can say that public relations helps the publics to be
heard on vital issues that concern them. In other words, it becomes the
voice of the public.
By highlighting the good work being done by an organization, public
relations helps an organization to build its brand image in the eyes of the
various publics.
By troubleshooting differences between an organization and its publics,
public relations irons out all wrinkles in the relationship between the two
and makes the atmosphere conducive for work.
By facilitating freeflow ofinformationbetweenthe organization and each of
its publics, public relations creates the image of a transparent organization.
By negotiating in critical situations, public relations can help change
attitudes of individuals for the better.
It can make organizations responsive to public needs by awakening social
conscience in the managements.
It can remove misconceptions of the public by disseminating fulI and
authentic information.
It can make employer-employee relations cordial, thereby preventing
labour unrest.

Limitations of Public Relations

Public relations communication is only a staff function which can
facilitate interaction between the organization and its respective
publics. It cannot perform on behalf of the line management. It is
the line management which needs to take action in consonance with
the sentiments of the various publics, as advised by public relations
professionals.
Public relations professionals cannot be expected to rush in for fight
fighting all the time. Organizations need to build long term relationship
with their respective publics instead of adopting an ad-hoc approach

towards public relations. If an organization ignores the sentiments of
its publics and takes note only when it rises in revolt, public relations
professionals will not be able to deliver much.

4.5.9



Public relations professional cannot perform also when the top
management takes a very dim view of public relations. In many
organizations, particularly in India, public relations professionals are

kept busy with either feeding press releases to the mass media or taking
care of tour arrangements of the top management"
Public relations professional cannot perform also when they are not
allowed to perform their advisory role. Public relations officers are the
eyes and ears of an organrzatron as much as they are its mouthpiece too.
So, if public relations professional have to perform well, managements
must listen to their information input at the time of planning and taking
operational decisions. But, many top managements think it below their
dignity to give that kind of importance to the Public relations department
of their respective organizations.

Cnncx Youn Pnocnnss

8. What are the major elements of public relations?

9. In public relations what does the word public refers to?

10. What are the two types of publics?

11. List the elements in the public relations process.

12. List any two printed, oral and audio visual media.

13. Which tools can be used to reach your employees?

14. What is the prime goal of public relations activities?

4.6 QUALIFICATIONS AND RESPONSIBILITIES OF A
PUBLIC RELATIONS OFFICER

In this section, we will be defining the profile of a public relations officer in
either a corporate organization or a public institution. The profile includes
the qualifications required for this position and the responsibilities to be
shouldered.

4.6.1 Qualifications

We discuss the qualifications first. The personal and professional qualifications
required for thisjob are as under:

(a) Personal qualifications

A public relations officer should possess the following personal
qualifications:

1. Good communication skills: Anyone aspiring to become a Public
Relations Officer should possess good communication skills. The
person should be both a good and patient listener as well as a good
and convincing speaker. His/ Her command over the language should
be strong enough to help him/her to use it effectively.

Naturc andsape dwblic
relations

NOTES

SelfJrstntcttotul
Marqial 139



Nature and scope ofpublic
relations

NOTES

SelfJnstructional
140 Material

2. Cool headedness: A public relations official needs to be level-headed.
(S)he must not get provoked by the gravest of situations. (S)he must
know how to control hisftrer anger in critical situations so that (s)he may
be able to think clearly and without prejudice to any of the parties.

3. Nose for news: As a public relations official has to build a positive
image of the organization in the media, (s)he must have a nose for
news. In other words, the aspirant for such a job should know what
will attract the attention of the media or better still how some even can
be presented to attract the attention of the media. So, (s)he should be
able to evaluate information inputs for their news value.

4. Arbitrations skills: As a public relations official may be asked to resolve
crises arising out of conflicts of interest between the organization and
any of its publics, (s)he should have good arbitration skills. That will
help him/her to mediate effectively and save the organization from the
loss of man hours due to stalemates in such crises.

5. Networking skills: A public relations official should also have good
networking skills. These enable himlher to build long term relationships
which could be helpful in the discharge of his/her responsibilities. The
greater the number of people he/she knows and the wider the circle
of his known persons the better as he can then approach each of them
with ease.

6. Positive attitude: Finally, a public relations officer should have a positive
attitude towards the problems he grapples with. He/She must not
himself start taking sides over issues instead he should try to harmonise
the conflicting interests of the organization and each of the publics.

(b) Professional qualifications

1. Formal academic degree in Communication Studies/Public Relations and
Advertising: Aspirants for public relations officers' job should possess

formal educational fraining in the theory and practice ofpublic relations.
This should be subskntiated by a formal university degree. A formal
training in the profession would help them understand their job better.

2. Industry experience desirable: Industry experience is desirable as that
helps to hone the skills acquired during training. The greater the experience
the more the exposure to different kinds of trying circumstances.

4.6.2 Responsibilities

The profile of a public relations expert's responsibilities is comprehensive
enough to include activities as disparate as the following:

1. to assess the public perception of the image of the enterprise;
2. to anticipate the public response to a purported action of the organization;
3. to provide information feedback to the management regarding public

perception, responses and attitudes;
4. to counsel the management about the possible ramifications of an

intended course of action;
to network with opinion makers and mass media professionals;
to influence public opinion through various public relations campaigns;
to mediate in times of crises between the organization and the estranged
public;

5.

6.

7.



8.

9.

to provide information
organization;
to boost the image and

feedback to the public about the activities of the

brand of the organrzation in the public domain.

Cnrcr Youn PnocRrss

15. List down any two personal qualifications.

16. List down any two professional qualifications.

17. Any of the two PR expert's responsibility can be?
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4.7 SUMMARY

This unit opened with the elaboration ofthe factors responsible for the emergence

ofpublic relations as an important staff management function for the successful

achievement of organizational goals. It was emphasised that public relations is

a necessity not just in the private sector but also in the public sector as keeping

the bridges of communication with the publics open is important for both. After
that we turned to defining public relations. We discussed a number of definitions:
prominent among them being of Denny Griswold, Edward Bernay, Scott M
Cutlip and Allen H Centre and the Institute of Public Relations (IIPR), UK.
Of all these definitions, the one by IIPR, UK is both lucid and comprehensive.
It defines public relations as 'the deliberate, planned and sustained effort to

establish and maintain mutual understanding between an organization and

its public.'We also defined the related terms of publicity, public opinion and

propaganda and then distinguished each of them from public relations. We learnt

that public relations is a management function that seeks to influence public
opinion favourably for the organization through publicity and various other

communication strategies. We also saw that propaganda is different from public
relations because it involves the giving out of distorted information to the public
for winning their favourable opinion. We also learnt about the scope of public
relations by examining its constituent elements, its process, the kinds of publics
involved and the tools used in it. We also discussed the role of public relations
in organizations and in a society. Apart from these, we studied public relations

as a management function and its benefits and limitations. Finally, we discussed

the qualifications and responsibilities of a public relations professional.

4.8 KEY TERMS

Pubtic Relations: It can be defined as a deliberate, planned and sustained effort
to establish and maintain mutual understanding between an organization and its
public.

Pubticity: Publicity is an outcome of the public relations campaigns launched

in the mass media. It can be defined as an act or device designed to attract public

interest, specifically information with news values issues as a means of gaining
public attention or support.

Pubtic Opinion: The term, public opinion, is derived from the French

expression, l'opinion publique, which was first used in 1588 by Montaigne.
l4l
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Public opinion has been defined as an aggregate of the views and beliefs held by
an adult population.

Propaganda: The term, propaganda, derives from the Latin word, propagare,
meaning to propagate and was originally associated with the Christian practice of
propagating the Faith. Propaganda is the selective dissemination of information
to influence the attitudes of a community or public towards a cause or position.
Public: The term 'public'refers to the human environment of the organization.
In other words, the employees, the creditors, the debtors, the customers, the
neighbourhood community, the government, media and the shareholders-all
constitute the public of the organization.

4.9 ANSWERS TO 'CHECK YOUR PROGRESS'

1. The Tata Nano is the case of failure of public relations. Not only did the
company fail to take the people of Singur into the confidence but it could
also not prevent political parties from jumping into the agitation.

2. To achieve its goals an organisation must build good relations with people
and keep the channels of communication with them open with them. The
professionals who look after this important aspect of an organization's
activities are called public relations officers.

3. Public relations department should keep track of the changing moods of
people. They must be sensitive to any swings in public opinion and they
must take immediate action in cases where they feel the public opinion is not
favourable to the government or the organization.

4. Public Relations is the planned effort to influence opinion through good
character and responsible performance, based upon mutually satisfactory
two-way communication.

5. (D a news story devoted exclusively to your idea; or
(ii) the inclusion of your idea in an already existing news story.

6. l'opinion publique

7. News reports, government reports, historical revision, books, leaflets,
movies, radio and television broadcasts, posters and advertorials.

8. (D corporate social responsibility.

(ii) caring for public opinion.

(iii) Two-way communication.

(iv) Mutual Understanding.

9. The human environment of the organization. The employees, the creditors,
the debtors, the customers, the neighbourhood community, the government,
media and the shareholders.

10. External and Internal.

I l. (i) Image Audit

(ii) Planning

(iii) Collection of Information

(iv) Preparation of Message

(v) Evaluation



12. (i) Printed: House joumals, Newspapers.

(iD Oral: Press Conferences,.Public spcoches.

(iii) Audio Visual: Newscast, Talk showr.

13. House journals, bulletin boards, posters, hmdbills, tlryot ctartt, loficl,
video films, meetings.

14. To win a favourable public opinion.

15. (i) Good communication skills

(ii) Nose for news

16. (0 Formal academic degreo in comnuniodion rtrdicr0l.
(ii) Industy expericnce (desirable)

17. (i) to assess the public perccption of tbc inrgo of thc otleritr.
(ii) to anticipate the public rosponsc to e purportod lctio oftlr qrrri:Iio.
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4.10 QUESTIONS Ar{D EXEBCISES

4.10.1 Short Answer Querdonr

1. Define public relations.

2. How can public opinion be shaped in frvou of ra icruc or {rilrt rr irtuG?

3. What do you mean by the term 'propagandr'?

4. Define the term 'publics'in public rolrtionr.

5. Why are journalists and opinion makorr coridcrcd cxfiady inpotrl fur
any organization?

6. What do you mean by the term 'internel publicr'?

4,10.2 Long Anrwer Quertlonr

1. Discuss the factors rcsponsible for tho evolution and gronrth of prblic
relations.

2. Describe the relationship between publiciq public opinion" popagsDdr strd
public relations.

3. Elaborate the various elements of public rclrtions.

4. Describe the process of public relations.

5. 'Public Relations has an important role to play in a dovolopitg ooutfy litG
India.'Discuss.

6. How can an organization bencfit from public toletions connuniortioa?

7. What are the limitations of public relations?

4,II FURTHER READING

Diwakar Sharma. PR. An Emeryin;Specialised Prufcssion; Texr otd Coro &tdte;,,

K Chandrakandan, C Karthikeyan, C Vonkatessn, C Balaji Babrl htblb Relations.

Amanda Barry. PR Power Inside Secretsfrom the World of Spin,
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5.0 INTRODUCTION

The subject of public relations is very vast. In the previous unit, you gained

conceptual clarity about the nature and scope of public relations as well as its
relationship with otherrelated concepts such as publicity, propaganda andpublic
opinion. In this unit, we will understand more about the tools used by public
relations professionals to keep the channels of communication between their
respective organizations and the various publics open for dialogue and mutual
understanding. Of these tools, w'e will focus our attention particularly on house
journals. Another equally prominent area of professional expertise discussed

here is that of corporate communication. This subject has gained prominence in
recent times with greater corporatisation of business entities worldwide. This
unit also provides a synoptic view of the various public relations societies and

associations.

5.1 UNIT OBJECTIVES

After going through this unit, you will be able to:

. Know the various tools at the disposal of a public relations professional

. Explain the need for house journals

. Understand the evolution of house journals



House Joutruls, Corporale
Conmunlcatian,
Prufes s i onal Organizati ons
in Public Relations

NOTES

fuy-Iutllrltiorul
Matqiol

. Define the types of house journals

. Know the publics targeted by house journals

. Define the meaning of corporate communication

. Understand the need for corporate communication
' Explain the relationship of corporate communication with public

relations
. Understand the various tools of corporate communication
' understand the various professional organizations in public relations
. The various tools that a public relations professional uses. The need for house journals
. The evolution of house journals
. The types of house journals
. The publics targeted by house journals
. The meaning of corporate communication
. The need for corporate communication
' The relationship of corporate communication with public relations. The various tools of corporate communication
. The various professional organizations in public relations

5.2 TOOLS OF PUBLIC RELATIONS

In the previous unit, we undertook a conceptual survey of public relations. Now,
we come to the practical part of the subject. The practice of public relations
relies on certain tools. In this section, we discuss the characteristics and uses
of each of these tools, paying special attention to the house journal as a tool of
public relations.

5.2.1 Press Release

The press release is an account of the organizational developments of public
significance presented in the form of a news story for possible publication in
the editorial section of a newspaper. The possibility of its publication depends
primarily on the degree of newsworthiness of the information being reported.
But that alone is not sufficient to guarantee its publication. The press release
should also be written professionally. In other words, it must be written in the
inverted pyramid style of a news story. That helps to prioritise the information
given in the release and enables the editorial department of the newspaper to
judge the merit of the release in a shorter space of time. Well-written press
releases are always welcome in a newspaper as these do not eat up the time of
thc sub-editors editing the story. It is always a good idea to include a photograph
or two to add authenticity to the story.

5.2.2 Case Histories/Studies

Case histories are comprehensive book-length accounts of the growth of
an organization/individual/product/innovation, going into every facet of its
identity and operations. By satisffing the curiosity of the readers about every
aspect ofthe subject, case histories/studies earn not only gain the approval of
the readers but also their understanding. In this way, they serve to enhance
brand value.



5.2.3 Articles

Unlike news stories, articles give an in-depth analysis of the work done by
an organization to its publics. Articles could be in the form of news articles,
opinion articles or feature articles. News articles are objective factual accounts
that appeal to the sense of logic in a reader. Opinion articles are also factual
accounts but these are not objective as the facts are filtered here through the
prism of the writer's personal preferences and prejudices. Opinion articles tend
to take positions and to present all facts from the author's standpoint. Feature
articles go beyond the fact. These present an experiential account of reality with
the narrator being either the omniscient author or the character-narrator. In other
words, feature articles present facts in the form of real life events/experiences.
These events are narrated either by an omniscient author or by the author acting
as a character-narrator of the story. A feature article resembles a fictive story
in its narrative style. But, it is different from fiction as it is based on real life
events and persons. Articles help to provide information comprehensively and
effectively to the various publics of the organization and are therefore effective
tools of public relations practice.

5.2.4 Interviews

Interviews are equally effective instruments of public relations practice as these
hold the attention of the public with their racy, interactive and suspenseful
style. As interviews are in the form of questions and answers, they simulate
conversation. As such, they enjoy all the strengths of conversational style
of information sharing. As the questions and answers in an interview are
unpredictable, they not only arouse the curiosity of the audience but also sustain
it for a longer span of time. This helps the communicators to give out more
information to the listener/viewers. So, interviews of corporate leaders are often
broadcast over radio and television by public relations experts.

5.2.5 Corporate Publications

All the above mentioned tools require access to the mass media. But an
organization can print its own publicity materials too. The printed information
made available for various stakeholders by an organization falls within the
domain of corporate publications. It could be any of the following:

(a) Reports/Speeches: An organization may keep its stakeholders informed
about its performance through annual reports presented in the annual
general meeting and speeches delivered by the top management. In
either case, the printed copy serves the purpose of updating the public
about the recent developments in the companyiorganization. The flow
of information ensures that they don't fall a prey to any disinformation
campaign by competitors.

(b) Brochures.'Brochures are booklets that highlight the most significant
strengths and achievements of an organization along with a statement
of the strategic intent as enshrined in the vision and mission of the
organization. These could be illustrated apart from carrying text with
highlighted headlines and captions. Brochure helps the public to get
acquainted with an organization's value systems as well as the scale of
its activities.
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(c) Corporate films/Documentaries.' Public relations practitioners give
out information about the organization also through the production of
corporate films and documentaries. Corporate films capture the various

facets of an organization's activities while in action to impart a visual
experience and feel of the magnitude and method of its operations to the
public. In comparison, documentaries arc a creative representation in
the audio-visual medium of the successful organization of a particular
project or activity. Both enlighten the public and attempt to draw
their admiration through a first-hand audio-visual experience of the

or ganization's activiti e s.

(d) House journals

d.l Definition

House joumals are internal publications produced by an organization

to inform and entertain its employees to generate an atmosphere of
goodwill and understanding.

d.2 Need

According to Gordon (1998), the previous decade has seen a sea

change in the organizational environment as a result of which internal

communication has shifted from the printed house journal to electronic

communication. Murray (2001) confirms this when he highlights how
organizational intranets have started providing employees with new

information on organizational developments and changes on a daily basis

instead of having to wait for the new issue of the printed house journal to
provide that information.

However, Charmaine Scriven (2002) maintains that the printed
house journal will never entirely be replaced by new technologies such

as the Intranet, E-mail and the electronic newsletter. The printed house
journal has its own advantages such as providing an opportunity for more
in-depth articles and to feature employee profiles. She maintains that
new technologies, by providing immediate and important information
to employees, should be seen as complementing the printed house
journal. In other words, she sees both the printed house journal and new
technologies playing a decisive role in enhancing internal communication
in the organisation in this new information society.

Swift (1993:72) affirms that the house journal is not a luxury, but a
necessity in organisations and that more money should be spent on internal
communication. He goes on to add that in South African organizations,

printed house journal is still regarded as a very effective mode of internal
communication. As the house journal carries as much information about

the achievements of the employees as of the organization as a whole,
employees appreciate reading about their colleagues and their own
achievements (Lubbe & Puth, 1994:273).

According to Sonnenberg(1992),house journals have gained greater

significance in recent times because of uncertainty in organizational
stability. By keeping abreast of the changes reported in the printed house
journal, employees feel reassured about the health of the organization. In
the light of this development, house journals have become not only the



facilitators of internal communication but also the icons of a transparent
management philosophy.

But, in order that a house joumal may fulfil this management
function, it needs to present news and views representative of the wide
diversity of employees in the organization. According to Sparks (1997),

even though the printed house journal remains an important channel
for internal communication, it should be updated regularly according
to the needs of employees. Regular surveys should be conducted within
the organisation regarding its readability, the kind of articles employees
want to read, and the perceived relevance of the information circulated
through the house journal.

Brubaker (1990) endorses Sparks'view by pointing out that effective
managers realise that good internal communication enhances employees
self-worth, their perception of the organisation, and that high morale
and high productivity are interrelated. Unfortunately all too often, the
printed house journal is so outdated in terms of its content and visual
appeal that not all employees read it. He underscores the need suggested

by Sparks (1997), to revamp the printed house journal according to the
,irritr ofregular reader surveys. '

One charge which is often brought against the printed house joumal
is its slow response to news gathering and reporting as it has a monthly
or quarterly deadline. McGoon (1992) argues that the online newsletter
can easily overcome this charge of time lag in news reporting. One

advantage of an onJine newsletter is its timeliness. News items can

be made available to employees immediately, before their relevance is
diminished. Another important benefit of electronic newsletters is that
they encourage immediate feedback. Because electronic newsletters
are timely, the editor receives ample feedback which often improves its
content. Electronic newsletters definitely solve some of the problems
associated with the printed house journal such as lack of timeliness and

old news. Besides, as Peppriell (1990) observes, the electronic newsletter
can be read far more quickly than a printed house journal. Also, as the
newsletter is received in the inbox of each employee, it acquires a more
personalised touch.

d.3 Historical background

The house journal is one of the oldest forms of public relations, with the
Americans being pioneers of this medium. As early as the 1840s, Charles
Dickens referred to a publication for New England cotton workers. The
Lowell Offering (1842),I.M. Singer & Co.'s Gazette (1855) and the
Travelers Insurance Companies'Protector (1865) were all produced for
the first time around this period. In Britain, Lever Brothers (now part
of Unilever) and the Manchester Co-operative both launched a house
journal towards the end of the nineteenth century.

d.4 Types of House Journals

House journals can be of the following types:

(t Sales Bulletin

It is a periodic publication that exchanges vital sales information
between a sales manager and sales staff.
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(ii) N*tsletter
It is a periodic publication that carries news of the developments
in the company and in the professional lives of the individual
employees to all employees and the external publics.

(iii) Magazine

This is a periodic publication which carries features and articles
on the performance of the company and also the business
environment to its internal as well as external publics. Its
purpose is both educative and entertaining in comparison with
the informative purpose of the newsletter. While the articles
educate the public with their analytical precision, the features
regale with their sensitive and emotional appeal.

(iv) Tabloid n*vspaper

The tabloid newspaper is a periodic publication that seeks to
entcfiain with iti larger than life colourful pictures of various
rc'tivitics orgloized by the company and of the dignitaries who
participated in them. Its purpose is to create a brand image
rvhich is lrrger thsn life.

(u) Tall nawpaper

It is a periodic communication, not publication, usually displayed
rt a promiDcnt place on a wall, informing employees at a
pltticulu stategic business unit about the recent developments
in the organization in both text and picture formats.

d.5 htblics of a House Jourwl
The possible publics of a house journal are:

O Distributors: They are the ones enfiusted with the task of
reaching out a product or service up to the end users. They need
to be informed about the various developments in the enterprise
to mahe thern feel as a part of the organization and also to keep
thern away from any misinformation campaign launched by the
cornpetitors.

(iil) Business Associales: They are the creditors, debtors, suppliers and
various service providers. They have a stake in the progress of the
enterprise. So, they must know how the company is faring so that
thene is no miscorrmunication between them and the company.

(iii) Shareholders: They are the ones who have invested in the
company and have the highest stakes for the longest period of
time. It is essential to retain their trust or else there could flight
of capital, which could impact upon the market value of the
company's share capital. So, house joumals must address their
concerns and their inquisitiveness about the financial health of
the company.

(iu) Enployees.' The employees are there to make a career in the
enterprise. A thriving and growing company brightens up career
prospects of ernployees. So, the house journal reaches out to
this inquisitiveness of the employees about its performance.



(") End users: The customers are the end users. Depending on
the nature of the product manufactured, the end users could be
the general public or industries. In the case of industrial goods,
the end users would be the factories using this product. In the
case of consumer goods, the end users are the general public.
The business of the enterprise depends on the loyalty of its
customers. So, it is essential for a company to keep in constant
touch with them. A house joumal acts as a point of contact
between the organization and the end users of its products. It
informs the customers about the innovations and modifications
in the products and services of the company.

(vi) Patrons, Opinion Leaders and the General Public: They
constitute the social space inwhichthe enterprise functions. No
private or public enterprise can ever discount the significance
of its social space particularly when social responsibility of
the corporate houses in respect ofneighbourhood development
and observance of environmental norms is always under
scrutiny. House journals in the form of magazines and
tabloids can provide the much-needed image makeover to the
enterprise.

As Dawn Jones of Shandwick International notes: 'truly successful internal
communications turn organizations into intelligent organisms which learn and
grow'(quoted in Theaker, 2001, p. 134). Harrison (2000) notes that BP, with
62,000 employees in 70 countries, has an enornous internal communications
challenge. The BP Exploration division publishes BPXpress in four editions
from four separate locations annually. It is significant that, although all kinds
of innovations (including new media) have been introduced into internal
communications, the printed house journal has survived as the most effective
medium.

Cnrcx Youn Pnocnnss

1. What is a press release?

2. How are articles different from news stories?

3. List down few of the corporate publication.

4. Which are the new technologies that can replace printed house
journals?

5. What are the types of house journals?
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5.3 CORPORATECOMMUNICATION

In this section, we willtry to understand what corporate communication means,
how it has evolved, its nature and scope, and the various tools used in corporate
communication.

151
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5.3.1 Introduction

As the economic environment became more competitive and there was a greater
scramble for markets, business orgarizations found the scope ofpublic relations
too limited to meet the new challenge. There was a school of thought which
called for looking at the communication function of management in a more
holistic perspective. They argued that organizations must not look at advertising,
event management, public relations and organizational communication as
disparate activities but as strategies of communication serving a common goal,
the goal of organizational effectiveness in meeting its set targets. Besides, they
contended that each of these activities was aimed at managing perceptions,
brand building and pre-emptive conflict management. In recent times, corporate
communication has assumed a significant place in the strategic management of
most companies.

5.3.3 Definition

According to cees van Riel and charles Fombrun, the term corporate
communication can be defined as the set of activities involved in managing
and orchestrating all internal and external communications aimed at creating
favorable starting points with stakeholders on which the company depends.
Corporate communication consists of the dissemination of information by a
variety of specialists and generalists in an organization, with the common goal
of enhancing the organization's ability to retain its license to operate. We may
also define corporate communication as an integrated form of communication
which seeks to management public perceptions, organizational identity and
brand building of the organization so that it may grow on a sustainable basis in
spite of the competition in the industry

5.3.4 Nature and Scope 
.

The nature and scope of corporate cofirmunication becomes clear from the
various objectives it seeks to achieve. These are:

(a) Promoting strong corporate culture
(b) Creating a corporate identity
(c) Creating a strong corporate imageibrand conscious in public mind
(d) Evolving a co{porate philosophy and disseminating it to the various

publics

(e) Creating a sense of corporate social responsibility
(0 Managing media perception of the organization
(g) Negotiating a way out of critical situations without denting corporate

image and identity
(h) Managing an affirmative relationship with all stakeholders

To this end, the key tasks that corporate communication accomplishes are:

. to flesh out the profile of the "company behind the brand" (corporate
branding)

' to develop initiatives that minimize discrepancies between the company's
desired identity and brand featuresSelf-Instructional
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to indicate who should perform which tasks in the field of communication;
to formulate and execute effective procedtres in order to facilitate
decision making about matters concerning communication
to mobilize intemal and extemal support behihd corporate objectives
to coordinate with international business firms

Tools

The various tools at the disposal of a corporate communication professional

are:

l. Application of visual identity systems (sometimes referred to as "house

style"): House style has been defined as the standard grammatical,
graphical and typographical manner in which an organization
communicates through written words or other symbols via all means-

from nameplates to its aircraft, ships, or other vehicles. House style covers

interior decoration of the office or the building, its fagade, its enfance,
reception, the stationery used, the visiting cards, the directional signs

in the premises, the email ternplates, the letterheads, the advertisements

and other promotional publications. By designing all these in a certain

way, an organization sends not just verbal but also non-verbal messages

about the nature of its identity.
2. Use of integrated marketing communications: According to Laura

Lake, integrated marketing communication is a management concept

that is designed to make all aspects of marketing communication such

as advertising, sales promotion, public relations, and direct marketing
work together as a unified force, rather than permitting each to work in
isolation. By using integrated marketing communication, the corporate

communication professional mounts a multi-pronged attack on his target

audiences, trying to anrbush thern from every side with his/herpreferred
meaning/message.

3. Reliance on coordinating teams: As corporate communication involves
a number of activities launched together, it is essential to coordinate

their schedule of actions to have the ma:rimum effect. So, corporate

communications department has to depend on the efficiency and

ingenuity ofthe coordinating team for the success of any communication
campaign.

4. Adoption of a centralized planning system: As the activities involved
in corporate communication are multifarious, they need to be well
ptanned before they are launched. This calls for a centralized planning

system.

Cnrcx Youn Pnocnrss

6. Define corporate communications.

7. State any two objectives of corporate communications.

8. What is the use of integrated marketing cornmunication?

Eld

H ous e Jounta ls, Corporate
Communication,

Pmles s ional Oryanizations
in Public Relations

NOTES

SclfJnstnrctional
Matqial 153



Ho'ua e Jownals, Corporate
Communication,
P rofes s i on a I O rg an iz at i o ns
in Public Relations

NOTES

Self-Instnrctional
Material

5.4 PROFESSIONAL ORGANIZATIONS
IN PUBLIC RELATIONS

Given below is a select list of public relations societies and associations active
in different parts of the world:

o The Global Alliance for Public Relations and Communication
Management: The Global Alliance for Public Relations and
Communication Management is a non-profit organization registered in
the UK. The mission of the Global Alliance is to enhance the Public

I Relations Profession and its Professionals around the world working( mainly in the following areas as per the new five year strategic planning,
2009-2014: The strategic priorities for the 5 year period include:

(a) Creating value for member associations and practitioners
(b) Enhancing member engagement and participation
(c) Increasing visibility and influence
(d) Securing financial viability

. Canadian Public Relations Society: The CPRS is a not-for-profit
professional society dedicated to serving Canadians through the
establishment and maintenance of high professional, educational and
ethical standards in public relations. It has 1,500 members in 16 member
societies across Canada.

The Canadian Public Relations Society, as a distinct Canadian
association, seeks:

(a) to group all public relations practitioners in Canada and to foster their
professional interests

(b) in cooperation with its regional Member Societies and with like-
minded organizations in other countries, to advance the professional
stature of public relations

(c) to regulate its practice for the benefit and protection of the public
interest

(d) to serve the public interest by upholding a standard ofproficiency and
code of ethics, and by providing ongoing professional development
to its members and public relations practitioners across Canada.

. Council of Public Relations Firms: The CPRF provides PR industry
information covering topics such as how to find and hire a public
relations firm; how to start a career in public relations; ways to research
the industry; and process for members and firms interested in joining. The
site also posts detailed rankings of top PR firms.

The Council is dedicated to strengthening the recognition and role
ofpublic relations firms in corporate strategy, business performance and
social education; to serve as an authoritative source of information and
expert comment and to help set standards for the industry. The Council
provides its members guidelines that include the Code of Ethics, a
Statement of Principles, which specifically addresses transparency
and disclosure, and an ethical-decision making "train-the trainero'
program.



. Entertainment Publicists Professional Society: The Entertainment
Publicists Professional Society (EPPS) was founded in 1991 by a group
of top entertainment marketing and public relations professionals, who
recognized the need for an organization that would bring together people
from all areas and levels of entertainment publicity to share their expertise,
ideas and exchange information. The EPPS serves as a professional
resource for the entertainment industry and academic institutions in
matters involving entertainment public relations, and also provides
members with the opportunity to exchange information for permanent and

freelance employment. The business arenas of EPPS members include
broadcast and cable television, home entertainment, motion pictures,
music, performing arts, theme parks, digital/online media, sports and

many others. Our members hold positions ranging'from senior marketing
executives and agency owners to junior publicists.

. Institute for Public Relations: Established in 1956, IPR carries out
valuable PR research, education programs, and makes data widely
available to improve the profession. The IPR has supported more than
200 separate research projects covering everything from what PR students

should study to an analysis of how new technologies are affecting the

profession.

The Institute for Public Relations is an independent non-profit
organization that builds and documents research-based knowledge in
public relations, and makes this knowledge available and useful to
practitioners, educators, researchers and their clients. They were chartered
in 1956 as the Foundation for Public Relations Research and Education.

. Institute of Public Relations, UK: The IPR is the professional body
for PR practitioners in the UK, with over 7,000 members involved in
all aspects of the public relations industry. "It is the largest professional
body of its type in Europe with rigorous qualifications for membership
ensuring that standards are high and maintained."

. InternationalAssociation of Business Communicators: The IABC has

a membership of 13,700 professionals with access to industry information
sources including Communications World Online for searching business

communication topics. It also has a current and free PRjob boardprovided
to members and non-members lets you interact directly with the employer
or agency posting the notice.

. International Public RelationsAssociation: The IPRAaims atproviding
professional development and personal networking opportunities for its
worldwide membership and promoting the practice of public relations on
a global level.

. Issue Management Council: The IMC is a professional membership
organization for people whose work is managing issues and those who
wish to advance the discipline. As the international clearinghouse for
resources and education on the issue management process, the IMC's
primary objective is to enhance organizational and individual ability
to anticipate and manage issues. It includes members from companies
and organizations in North and South America, Europe, Asia and

Australia.
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Public Relations Institute of New Zealand: The Public Relations
Institute of New Zealand (PRINZ) is a non-profit, incorporated society
created to promote public relations and communication management
in New Zealand,, and serve the best interests of the people who practise
it. The PRINZ has 650 members throughout New Zealand and is a
member of the Public Relations Global Alliance, and welcomes overseas
membership. PRINZ seeks:

(a) Wider recognition of the role of public relations in management.
(b) Higher standards of professionalism.
(c) An effective forum where members can share common interests and

experience.

Public Relations Society of America: PRSA is the industry's largest
professional group. In depth PR resources, member and agency lists, links
and several superb publications - Strategist and Tactics. PRSA has 114
chapters throughout the United States, with about 20,000 members. PRSA
is a community of more than 21,000 public relations and communications
professionals across the United States, from recent college graduates to the
leaders of the world's largest multinational firms. Our members represent
nearly every practice area and, professional and academic setting within
the public relations field.

Public Relations Society of India: This national association of PR
practitioners was established in 1958 to promote the recognition of public
relations as a profession and to formulate and interpret to the public
the objectives and the potentialities of public relations as a strategic
management function. The society functioned as an informal body till
1966 when it was registered under the Indian Societies Act XXVI of
1961, with headquarters in Mumbai. The father-figure of professional PR
practitioners in India, Kali H. Mody, was the founder President of PRSI
from 1966 to 1969. The Public Relations Society of India seeks:

(a) To provide a forum for PR professionals to meet, interact and enhance
their professional skills.

(b) To keep abreast of the changing Socio-economic, political, cultural
and media scene and the changing role of public relations.

(c) To keep abreast of emerging concepts and tools of public relations.
(d) To enable PR professionals to exchange case studies and share

experiences.
(e) To help promote ethical standards in public relations.
(0 To promote PR education.
(g) To recognize and award Excellence in Public Relations.

Public Relations Council of India: Public Relations Council of
India (PRCI), a registered body of PR professionals and has over l8
active chapters spread across India. It is a non-political organisation of
professionals in the field ofpublic relations, communications, advertising,
education and many other allied services, providing industry professionals
an opportunity to serve their community by encouraging high ethical
standards in their respective areas of work and will be the first forum
to offer accreditation to professionals in the stream. The organization
provides a forum where creative minds often come together, upholding



the challenges and values of professionalism in public relations. PRCI
Mission:

(a) To promote the practice of Public Relations at local, national and

international levels
(b) To enrich professional development and networking opportunities for

higher standards of PR practices with international understanding,
friendship and co-operation

(c) To further the cause of the profession in multi dimensions

Cnrcx Youn Pnocnrss

9. What are the strategic priorities of the Global Alliance?

10. Which PR firm's site posts detailed rankings of top PR firms?

11. How does EPPS serves the PR community?

12. List down the PR associations in India.

13. Who was the founder president of PRSI?

Hous e Journals, C o rp n,s1p

Communicaiion,
Profes s ional O ryaniz ations

in Public Relations

NOTES

Self-Instructional
Material

5.5 SUMMARY

By now, we have learnt about the various tools of coqporate communication,
house joumals as powerful tools of public relations management, corporate

communication and the various professional organizations active in the
promotion of the profession of public relations. We have seen how corporate
communication has evolved as a reply to the growing complexity of business

houses marketing themselves and their products in the global market place. We

have also understood the nature and scope of corporate communication and

how it is inclusive of public relations apart from advertising, house style and

direct marketing among other integrated marketing activities.

5.6 KEY TERMS

Press Release: Press release is an account of the organizational developments of
public significance presented in the form of a news story for possible publication
in the editorial section of a newspaper.

Case Histories: Case histories are comprehensive book-length accounts of the

growth of an organizatiorlindividual/product/innovation, going into every facet

of its identity and operations. Case histories help in brand building.

Brochures: Brochures are booklets that highlight the most significant strengths

and achievements of an organization along with a statement of the shategic
intent as enshrined in the vision and mission of the organization. Brochure helps

the public to get acquainted with an organization's value systems as well as the

scale of its activities.

Documentaries: Documentaries are a qeative representation in the audio-
visual medium of the successful organization of a particular project or activity.
They enlighten the public and attempt to draw their admiration through a first-
hand audio-visual experience of the organization's activities.
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House Journals: House journals are intemal publications produced by an
organization to inform and entertain its employees to generate an atmosphere of
gbodwill and understanding.

Tabloid Newspaper: Tabloid newspaper is a periodic publication that seeks to
entertain with its largerthan life colourful pictures ofvarious activities organized
by the company and of the dignitaries who participated in them. The primary
purpose of bringing out tabloid newspaper is to create a brand image which is
larger than life.

Sales Bulletin: Sales bulletin is a periodic publication that exchanges vital sales
information between a sales manager and sales staff.

Newsletter: It is a periodic publication that carries news of the developments
in the company and in the professional lives of the individual employees to all
employees and the external publics.

Magazine: Magazine is a periodic publication which carries features and
articles on the performance of the company and also the business environment
to internal as well as external publics.

Tabloid Newspaper: Tabloid newspaper is a periodic publication that seeks to
entertain with its larger than life colourful pictures of various activities organized
by the company and of the dignitaries who participated in them. Its purpose is to
create a brand image which is larger than life.

Wall Newspaper: It is a periodic communication, not publication, usually
displayed at a prominent place on a wall, informing employees at a particular
strategic business unit about the recent developments in the organization in both
text and picture fonnats.

Corporate Communication: Corporate communication can be defined as
an integrated form of communication which seeks to management public
perceptions, organizational identity and brand building ofthe organization so that
it may grow or1 a sustainable basis in spite of the competition in the industry.

5.7 ANSWERS TO 'CHECK YOUR PROGRESS'

1. The press release is an account of the organizational developments of public
significance presented in the form of a news story for possible publication in
the editorial section of a newspaper.

2. unlike news stories, articles give an in-depth analysis of the work done by
an organization to its publics.

3. (i) Report/Speeches

(ii) Brochures

(iii) tsrochures

4. Intranet, E-mail, electronic newsletter.

5. Sales Bulletin, Newsletters,Magazine, Tabloid or Wall newspapers.

6. The set of activities involved in managing and orchestrating all intemal and
external communications aimed at creating favorable starting points with
stakeholders on which the company depends.

7. (i) Promoting strong corporate culture

(ii) Creating a corporate identity



8. By using integrated marketing communication, the corporate communication House Joamals' corpmte

professional mounts a multi-pronged attack on his target audiences, trying to *rr*rfi&H#fii;
ambush them from every side with his preferred message.

9. (a) Creating value for member associations and practitioners

(b) Enhancing member engagement and participation

(c) Increasing visibility and influence

(d) Securing financial viabilitY

10. Council of Public Relations Firms

11. The EPPS serves as a professional resource forthe entertainment industry and

academic institutions in matters involving entertainment public relations.

12. (i) Public Relations Society of India.

' (ii) Public Relations Council of India.

13. Kali H. Mody

s.8 QUESTIONS AI{D EXERCISES

ShortAnswer Questions

1. Discuss press release as a tool of public relations.

2. Discuss interviews as a tool of public relations.

3. Discuss the effectiveness of house joumals as a PR tool.

4. What are the different types of house journals?

5. Define corporate communication.

LongAnswer Questions

1. Discuss in details various tools of PR.

2. Discuss the nature and scope of corporate communication.

3. Enumerate the various professional organizations in public relations.
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Cutlip & Center. Effective Public Relations.

Sam Black. Practical Public Relations.

Stephenson Howard. Handbook of Public Relations-

John Harston. The Nature of Public Relations.



NOITS

150 Self-Irctructional Mdteridl



NOTES

Sev-InsoactionalMateial 161



NOTES

152 klflwtnrctional Matcria!


