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Advertising, salesmanship, sales promotion .-° Advertising is any paid form;}d
and publicity are the four elements or techniques personal presentation or prom of ic
of promotion mix. goods or services by an identified

1. DEFINITION AND CONCEPT OF — American Marketing
g ADVERTISING Thus. advertising involves preparation of

The word. advertising has been derived feom  oral and visual messages and their dissemination
the Latin term, ‘advertere which means ‘turn through paid media for the purpose of making
to’, Advertising turns the attention of people to a people aware and favourably inclined towards a

product, service Or an idea. Some popular product, service. idea or organisation.
The main features of advertising are as

definitions of advertising are given below :
: follows :
\o“Advertising is any form of non-personal { Non-Personal : Advertising e nom |
presentation and promotion of ideas, goods Of personal as no face-to-face contact 1S involved
services by an identified sponsor”. between the advertiser and CustOMELS. _
— Philip Kotler » Mass Communication : Advertising 18 £
activities method of mass communication. The message i3

“Advertising consists of all the
. directed to a large pumber of persons.

involved in presenting to @ Eroup I e ising 18
\ i i : unication : Advertising
personal, oral or visual, openly hpﬂﬁlhﬂrc‘j _3. Paid ‘;““I“_ n Sc:me money has 10
: roduct, Service or yaid communication. = .

message regarding @ P P 2dvertisement to the medium

advertisement, 18 paid for every " The
disseminated through one or more media and  which conveys the T g M

" . ' he space Of tim
is pai identified sponsor. to pay for 4
i§ paid for by the Idc_rfﬂw.".p 1 J. Stanton disseminating the message

idea; this message called an
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pose of an adve .
fm"ﬁm about some product
persuade them to buy it.

3.2. TYPES OF ADVERTISING

Ry S, e

Adv&rtisiﬁg can be classified 1nto the
1 ories gt

fm\jl?méa;ﬁg Advertising : The main objective

of pmduct advmising 18 to pri}mﬂtﬂ the sale or

reputation of a particular product, brand m:

service. It is sponsored by manufacturers, traders

and other organisations to promote the uses,
features, benefits and image of their products and
services,

Product advertising may be further sub-
divided into direct action and indirect action
advertising., Direct action advertising aims to
seek a quick response or action to the
advertisement. For example, a departmental store
may give an advertisement in a local newspaper
stressing this month’s special arrivals. Indirect
action advertising is designed to create g
favourable attitude towards the advertised
product over a long period of time.

2. Institutional Advertising : The aim of
this type of advertising is to build 1 favourable
image of the organisation rather than to promote
the sale of a product or sc:rvicuf

- qunrnmtive IAdvertisiug s This type of
advertnsmgﬁ contains information about g
product/service or Institution, I
aware of the existence, [eature
and services. For example,
suggesting how to save

' :on + The basic
Persuasion @ 111
isement 18 (O inform
or service and to

makes Consumers
% USES of goods
udvt:rlisam::ntﬁ
Petrol or ayeig dce

are informative advertising, ‘dents
4 P Siswsive Ad ertising : This 1,
advertising is designed Ype of

COnSumers to buy a prodyc
support an idea. -

5. Reminder Advertising i Rta

remind people about the product Iservice £y l; to
ea

_-,__

ICSE Comy +* ;

‘/6./ Concept Advarﬁn% + il
known as *Fr_im'ar}{
‘pioneering advertising’, i _.
stimulate demand for a new
Advertisement designed to chang
people 18 concept E:dvmﬁging_ For
diamond is forever’ seeks to prg o 6
jewellery as a concept. Gy

Advertisements can be dopa . .

X '!5"';1'

pational and international levels. Rl
3.3. OBJECTIVES OF ADVER “n"‘; i

The main objectives of advertising g
below : ‘ k-

4. To Introduce New Products ; pyo
and traders advertise to inform customers g
the availability of a new product and 113%
features. They seek to develop a good lﬂhggﬁ
the new product and persuade CONSUMErs o by
it. An attempt is made through advertising 1
create a demand for the new product or Service.

.2 To Sustain Demand for Existing Produst
Advertising aims at maintaining demand for an
existing product in the face of growing
competition. The purpose is to increase sales by
Informing consumers about the new uses ol
existing products, about improvements made
therein, benefits available, ele
Advertisements are used to induce potential
buyers to buy the product,

_3 To Build Brand Preference : Repeated
advertisements are used (o develop preferente
for a particular brand. Brand loyalty hﬂlpls'rtﬂ
yield tepeal sales in the long run. Advertising
L‘nnlimmuxly reminds consumers about b
Superiority of the brand, A brand image and
Customer’s loyalty are so created that customes
Will not like to switch over to other brands

4. To Eliminate Middlemen : Businés smﬁl
US€ advertisements to send their mESEﬂgimd:
and wide, They can establish direct e
WII[h_L‘LlHtUmEFH, thereby eliminating MIGE=EE
E::Ir”TSm-i{m of middlemen helps to reduc® P

NSumers,

about

maj . : i ;
o Purpose of ath-'rer[mng is to sell §

the
S. To Edlﬂ?ﬂtf Consumers : Though 2

b
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¥ T@It.puhli&mngﬂmwspnfman

tingazings &t yery 10 pri-:ﬂ r_/lcﬂgﬂ

() Adyertising provides £ knw:s e
to’ pubtic. It helps 0 fmproye s

o romaies hégl[h?r

M gﬁﬁﬁﬁﬁgﬁ ;IE prowth of ‘huﬂ_ug::-.

Tt acts as a barometer of the couRty's

economic -growth.
815! CRITICISM OF ADVERTISING

Adyertising has been criticised on the
Tollowing: grounds:

1. Higher Prices : Advertising 1ncreases
prices of produets to consumers because the
expenses incurred on advertisements are passed
on to. consumers. However, advertising may not
increase prices if it leads to large scale
production.

2, Creation of Monopoly : Big firms spend
huge amounts of money on adyertising. Small
firms camnot compete with them and ultimately
fafl. As a result, big firms become monopolies
and use their monopoly power to exploil
COnSUMers.

3, Wastage of Resources : Money spent on
-advertising is sheer waste because it does not
add to the utility of products and services. Most
of the advertisements are either ignored or
¢seape the attention of consumers.
Advertisements do nol create new demand but
only shift demand from one produet to another,

4. Deceptive and Untruthful : In order to
impress the people, false statements ang
exaggerated claims are made in advertisements,
As a result, innocent people are misled (g buy
inferior and even worthless produces.
Advertising offers scope for fraud ang
deception.

5. Extrayagance Advertising tempts
people to buy goods which they cannot afford.
They become extravagant and do ppi hesitate

fo) adopt CCITUpL PrACtices
;‘E‘; creates frustration ﬂﬂﬂ i mptfn
pegple become greedy and’seltce
pnrest and j;ﬂluusy.
6. Vulgarity : Advertisements
smotions - and sentiments of peop
advertisements are vulgar, Dh's_j;gm:
They arc offensive to public d _
insulting to women, Hﬂwe_n._rg;_!_ this cap |
checked by enforcing moral and e
<tandards in advertisements, Adyertisingies &
to promote sales of harmful products Elli,'h“
cigarettes, liquer, ete. ; s

¥3l6) DISTINCTION BETWEEN
ADVERTISING AND PUBLICITY

Publicity means the non-person
stimulation of demand for a product, service o
buginess unit by planting commereally
significant news about it in a published mﬁdlum
or obtaining favourable presentation of if oo
radio, television or stage that is not paid for by
the sponsor. For example, a Minister inaugurates
the new factory of 4 company. This news i§
reported by newspapers and Doordarshan, It
improves the image of the company in public

Publicity means any commercially
significant news which has no sponsor, is nen-
personal and is not paid for by the individual o
organisation involved in it. Mass media such'ss
newspapers, radio and television give news-and
views about an orpanisation and its produgts o
services in such a way that the image of the
orgamisation is enhanced. News releases (&8
about the opening of a new showroom), feature
articles, letters to the editor, press conferente
and audio-visual material are the maid
techniques of publicity.

Pfuh]icity iS an inexpensive, timely and
credible method of promotion. But m.@
Organisation has no control over publicity Just
45 good publicity can enhance image: bi:
publicity can spoil the image of an arganisation
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w,v; “To Support Dealers : The purpose of

is also to assist deal
ons. Advertisements inform consy Salﬁé

pave the way for the visit of
Advertisements carry details of dea:;{:smm.
the product is available, N
{,’ Tn Bl{ﬂﬂ Goodwill : Another objective of
5 Em}:mg is to build the reputation of th
eaterprise. El_:gli].ii!’ advertisements help to creat;
a good |r_nprcssi0n in the minds of customers
Special gifts, discounts, etc., during nff—s::aﬂm:bsl‘.
can be announced through advertisements, -

34. ADVANTAGES OF ADVERTISING
The advantages of advertising are given
below.
1. Adyantages to Manufacturers
,‘,Iﬂﬁlj Advertising creates demand for new
products by informing people about
their availability and uses
LY Tt helps to increase sales and profits
by attracting people 1o buy and by
expanding markets. [.arge sales
facilitate large scale production which
in turn leads to reduction in the cost

per umnit.
Ae) Advertising Cre
I making the manufacturers and 1}i~;
products famous and known 1n public.

_ (d) It helps to maintain steady demand by

smoothening oul seasonal fluctuations

in demand.
to ﬂ.f-iuhliruh

ates goodwill by

direct link

(e) It helps _ ;
between manufacturers an
consumers. Direct contact helps 11

reducing the cosis of distribution-
(f) Advertising 15 helpful in meeting
competition in the market.

2. Advantages 1o Consumers T
onsumers as o

/Eﬂ Advertising informs €OMSEL " " v
where and when products

quality of products um

prices.

h._ie]’?fdverﬂsing has C g

=

for consumers, They come to know
sbou v o, gk i
. lflns in  use, ete. Such
!nfﬂrmatmn and education help to
improve the standard of living of
CONSUMmMers.

(d) As advertising creates a direct link
between producers and consumers,
products become available to
consumers at lower prices and more
quickly. “Advertising also reduces
prices E/»y increasing the volume of
sales and production.

(e) Advertising reduces the possibility of
cheating of consumers as they come
to know about the quality and prices
of products. Customers get wider
choice.

3. Advantages to Society

(s Advertising creates employment

"~ opportunities for a large number of

persons. Direct employment is created

for artists, COpPYWIILETs, advertising

agents, pressmen, etc. Indirect

employment is created by increasing

the scale of business npﬁﬂliﬂns’;?.

(b) Advertising leads to variety in

' consumption and use of better quality

products. Growing usé of house

appliances such as micro-avens.

conditioners, refrigerators. cnﬂ.ﬂﬂSs

phones, washing machines, el '5[;2
example. This has helped to raise

standard of living in society. "’ﬂiﬁ .

air

a dvertising sustains the
A ‘;‘i‘;ﬂlsmg f revenué for
newspa

SOUrce

As @
pers and
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known. :

Identity of the sponsor is not clear.
g7 o .

- | The message originates from the
advertiser.

The message Wmﬂw '

The advertiser has to pa
t
Ly pay to the

The individual.ocfiam involed i
have to pay.

The sponsor has control over the

Media has control over the contents and

. contents and timing of the message. | timing.
" Nature of | Persuasive mess ; : - :
, Natu ssage designed to | Informative message designed to inform
;-ME;ge persuade customers to favour a | public. =

product, service, idea or organisation.

e 9

3

TURES OF A GOOD
RATISEMENT

A good advertisement should contain the
following features.

1. Attention Value : The first requirement
of a good advertisement is that it must be able to
attract the attention of those to whom it 1s
directed. Most of the people are busy and pay a
gursory attention (o advertisements. Unless the
advertisement draws their attention, it will go
waste. The following techniques may be used o
make the advertisement attractive.

(a) By using catchy but short headlines. The
headline may be a slogan of reference 10
the quality of the product. “Campa Cola,
the only one™; “Don’t say ink, say
Quink”; “Mothers who care, us Dalda”
are some examples of the use of
headlines. .

(b) By using pictures of drawings of the
product being advertised. Lux toilet s0ap
is, for example, advertised along with
the photograph of a popular film Star

(¢) By putting a question. €8 “Is your
premium due this month?” by LIC:
“How white a white shirt can be?" by
Snowwhite dry cleaners, €i¢.

(d) By quoting price where the price is
comparatively low and is likely to
attract the atiention of the customers,
e.g., “Buy a Televista TV for Rs 1295".

(¢) By inserting reply coupons for gifts or
free literature.

(f) By using artistic borders, blank spaces,
bold types, bright colours, ete., which
bring the message into sharp focus by
separating it out from the rest of the
material, Use of right page or space and
underlining of key words also help t©
attract attention. For instance, “Campa
Cola, the real thing” in which the word
real is underlined.

3. Memorising Value : The design and
layout of the copy should be such that it has a
lasting impression on the minds of the people.
Repeated use of brand names and trademarks
helps to make the advertisement memorable. A
picture depicting the use of the prnur:Iuct fm: a
specific need is useful, e.g., huusff‘-'-'l‘fﬁ nursing
a burnt finger with Burnol iation of the

product with a symbol or skﬂf:h also _hdFﬁ W
create a long-term impact on For nstance. it

the smiling baby has become as
Murphy radios.

L
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