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' do not need or cannot

mcrht:mg promotes artificial living an

ol
Sesllextravagance and creates demand for trivia
MW;' Modern society has become @ society

© " of Chocolate, Campa Cola and Lolipops instead
. ¢ of natural and wholesome food largely because
"ye=Pof advertising. This allegation may be truc {0
some extent but it is based on the assumption
that satisfaction of psychological needs is not
as important as that of physiological needs.
Moreover, new tastes and finer emotional
experience of life are necessary for the progress
of civilisation. By itself, advertising cannot
force people to buy things which they consider
unnecessary. |

. Misleads the Consumer : [t 1s said that
advertising is often deceptive and misrepresents
facts to the consumer. Exaggerated or tall
claims and flowery language are used to
dupe unwary consumers.)They are induced or
defrauded through bogus testimonials and false
comparisons to buy goods of doubtful valye
There is no denying the fact that some firms
indulge in false and misleading advcnising
and unscrupulous use of advertising by them
tiﬁstruys public confidence in advcnising, But
Just because a few people misuse advertising,

itdmnﬁtmﬂantht = 1 :
Uy a advertlsing 1self is hag

4. Creates monopoly :( Aeboonte:
rtisi
m[' . preferences and resiricts free cop. ey
e firms which can afford huge ﬂnf 1ton,
money on ﬂ.d\rﬂﬂiﬂiﬂg ehml[l.ﬂt ount of

: € smal|
by creating brand mnnﬂpuly.)ﬂdvertisingﬁ:hmu:
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“+or brands offer com -
1" brand butter enjoys __

put .fﬂ-fﬁﬂﬂﬁﬂmpﬂﬂﬂﬂﬂ&um g
but has™ L7 ster. In the long run, ady
0 es the small businessm

c:: mpetﬂ_‘-"'itg large concerns as well as g
ol hu:i,l:f:tuge of National Resourceg
. make use of advertising, pr
apaer o | differences in their progy
create trivid be nsed 0
|e resources that can be
Valuai?ldusniss are wasted in the producti
E:;lass varieties and dcsigﬂﬂg?’ﬂﬂflﬂ '*
in his book ‘The Waste Makers’, gives seyg
. teresting examples of how producers
America coax COnsumers to replace
cars. radios, etc., much before their use
life comes to an end. Appearance, design §
style have become more important than ¢
physical utility of the product. Manipul&ﬁvﬁi_
combative advertising leads to criminal wasts
of resources. The natural resources. r
equipment and labour energy which go into'
production of new items to take the place of!
discarded ones amount to waste when measun
il:l terms of social well-being. Valuable stationé
time and energy used in advertisements g0 ,
48 most of the advertisements either escape
attention of the people or are ignored by thél

Eﬂv:rlti-:fr:mﬂminﬁ Social Values !;“fMu_
SINE exerts such a corrupting influen
“w“ﬂ;:t!:;ril and social life that it is not Of
aesthet Ul Immoral. ) It degrades ethical ¢
. '¢ values through nude photographs &
siage. Many advertisements &
as thEy énc;;:’:'“ﬂblc ﬂl'lllj Eﬂ{_‘iﬂ”}’ U—“dﬂﬂl
smoking. o0 Social evils like drinks
the la“dsﬂapé ,G SLm*_m extent advertising 7 :
Some ad""'{:rtisind diverts attention of +|:ll'l .I ..
. laste but mﬂjﬂ:ﬂt‘nts may really be ‘m .l._l
Ity of them help to impr®
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: Mmaﬁ::mhﬂm incapable of being
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technical literature, etc,, must be

used only with a proper sense of

sponsibility to the ordinary vIewer,

Imallem data and scientific jargon

must not be used to make claims

appear to have a scientific basis they

dn-ﬂﬂt possess. Statistics of limited

validity should not be presented in

such a way as to make it appear that

they are universally trye.

(xiii) Advertisers or their agents must be

prepare.d 10 produce evidence ¢

g any claim or tlustrationg

Xiv) :i::f::iﬂwnts should not contain
g reference g anoth

product or Service, i
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testimonial and any gp.
contain. T
3. In all other respects, the Direq

o T

Doordarshan will be guideq v
of commercial telecasting ip pa.
by the Code of Ethics for
India as modified from time g g
4. Notwithstanding anything I-m;..;.‘*_f_:.
this Code is subject to such magie.
as may be made/issued by the Goyes
of India from time to time,
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SWANING OF ADVERTISING ﬂgmm

AGENCY
Business firms and other organigg
advertise their products/services/ideas,
regular basis. They need an institution y
1S an expert in designing advertisen
releasing them through appropriate media
FLd‘I'nFEI'[iSiIl_E_[ agency is a specialised organissl
Which provides ] advertising related séni
for some fee/commission. When it is ownedd
IE'E?:::T:E h:’ the adx’er‘rirﬁ:r himself, it i *
ne advenif;ﬂfjf- HI-_IT few firms ha'-*e
an outside ;ar g;%:t?m'},r, Vg
There gre hun.:lin ‘-penfjgm adlvf:rtlﬂlﬂﬂ o
reds of advertising agenc®

India ) |
Kolks 108t of them are located in Mumg
“ Delhi ang Chennai,
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Fig. 3.1 : Organisation of an Ad Agency

36 NCTIONS OF ADVERTISING
AGENCY

The main functions of an advertising agency
are given below

) Planning : The advertising agency plans
the advertising campaign_ A client firm delegates
the respoasibility of advernsing planning and
execubion fo the agency. The agency musi have a
fair knowledge of the finm's products, its history,
the present market conditions, distribution
methods, price level and other conditions. A
successful advertising programme is built on the
basis of these data

jij Creation and Execution :

ertisernents are created. The adverusing copy
is written: the layout is prepared; illustrations are
drawn; photographs are finalised; and a correct
mechanical form for running it in the selected
media is produced/ The adrert:si_ng_ag-:nc}
prepares a suitable advertising copy for Insertion
m all the media.

(iii) Cn—nrd.éltiun - The advertising agency
cgeefdinates several activities. It often works
with the client’s sales force and distribution
network to ensure the long-run Success of the
advertising  The combined efforts
of sales persons, distribulors and retailers

-

Specific

decisions are inated properly to project
and implement the advertising programme.
__{ivy Accounting : (The advertising agency
maintains proper accounts in co-operation with
the client. The account executives see to it
that the agency keeps to the stated planj The
accountant is in charge of the administration of
the advertising programme on the agency side.
A misunderstanding arising between the agency
and the client is eliminated by the

The amount of fees received from the client

the payment of taxes, bills and other charges are
accounted for by the accountant.

(v} Media Planning : The advertising agency
sefects the media or a set of suitable media for
the client to reach the right type of audience
which is an important factor in media selection.
The rates, circulation, population, audience,
income and other important information are
collected for the purpose. It has to see to it
that the media plan is €arried out properly
which is devised to implement the compaign's
communication objectives,) The media experts
know all about the media and their coverage.
They prepare the schedule of advertising,
publication, data on printing and the time
available from television and radio.




is a key function

5. Skype

7. Instagrams
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in an advertising ﬁwﬁﬂﬂ are taken on the 9. WhatsApp 10,
creativity and medin s¢ arch makes . Snapchat Hﬂu methods are controly
ered for research. X5 e o Advertising and per
findings uncov - and logical. based s ol . 4 person;
every decision systematic - 3.8 MEANING OF SALE§ v | basic ingredients of pe
el d ﬁgumg RDM it promotion is g
it is on facts 4n e - [n recent years, sal | .
Control : The advertising i Years, sales promog. S of promotional strategy
(vii) Internal Con I .es - ves and used widely to supplemep; e - PR :
i oyees, ~ 14 advert;
R e :;3 : mﬁ}' }:md-emnnmica]]}“- advertising and personal selling ¢ 0ty
other resources effective GAae . ! fForg 4
It conducts the business behind the scencs sales IP"“”"“""”.I l““"'rb Such ag froe o I
and exercises proper control over activities  PTe e I,Um_ B “+ PTiZe conpagel Point of =
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g7 the management for the effective operations of  of daily use. The basic purpose jg il | COTTE Ma
volu the advertising agency. on the spot buying through sho erm and. zﬁﬂ
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N L us recluTing incentives i
g 3.7 SOCIAL ADVERTISING MEDIA St et 3. Time horizon |Sh
"": “—Social advertising means advertising of | ":-f”_”f-hmmuriamnm consists of all progel 3. Aim To
socially useful ideas, schemes, programmes, “_""“_“““h other than advertising pes 4. Scone Na
causes, ete. Beti Bachao Beti Padhao, Blood ~C."'"€ and publicity that help to i | cot
Donation, Smoking is injurious to health, sales through non-repetitive and onsl o
swachch E_Emr:fl Abhiyan, are some of the COMMunication, .-\umrdmg to the Amel 5. Remulacit Li
examples of social advertising. Marketing Association, sales promotionmd — = nll"r :
I Print (newspapers and magazines). radio Iljmr:u- marketing activities other o 6. Emphasis Su
ST .. 4 Y 1 L] r " FE2 o . £
television, films, outdoor and other medig are ng, advertising and publicity, that stimd E:u
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: 2. In rece S
social - ecent years,

media !1:-_.15 become quite popular,
__Loneept § Social media m
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consumer purchasing and dealer effectived
such as pomt of purchase djs[}la}ag‘ shows § Sales promotion
exhibitions, demonstrations and varioussl sales promotion and
4 Consumer sales pro
designed to inform .
and to stimulate dem:
sales promofion are
aifl coupons, premiu
shows or parades,
exhibition-cum-sale,
is used to help deal
effectiveness. It ncl
free window display 8
and trials, trade de
gifts, sales contests
trade show, dealers’
training of dealers
display allowance, €

Sales promono
achievé the followin

recurring sell T, - i
armng selling efforts not in the o
routine, ™ |

Jhu.: ultimate aim of sales pmmﬂll'ﬂ
Jereasing the sales and profits, But it is difle
. advertising angd personal selling in apps
1".”li lechniques Personal selling involves
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Distinction between Sales Promotion and Advertising | ___—

dealer effectiveness,

Sales Promotion Advertising
Distinction
|. Meaning Marketing activities which Any paid form of impersonal presentation

stimulate consumer buying and

and promotion of a product, service or
idea by an identified sponsor.

2. Time horizon | Short term perspective.

Long term perspective.

towards buvers.

3. Aim To increase immediate sales. To build image of producer and his produet

4. Scope Narrow — Free samples, coupons,| Wide — Hm:.'spapers, magazines, TV,
contests, premium offers, displays, | radio, posters. films and other media.
exhibitions, etc.

5. Regularity Limited period, non-recurring. Regular and recurring.

6. Emphasis Supplement to advertising and Informs, persuades and reminds,

personal selling, pushes product

attracts customers towards the product.

Sales promotion is of two Kinds—consumer
sales promotion and dealer sales promotion.
Consumer sales promotion includes activities
designed to inform and educate the consumer
and to stimulate demand. Examples of consumer
sales promotion are samples, demonstrations,
gift coupons, premium and price offers, fashion
shows or parades, bonus stamps, contests,
exhibition-cum-sale, etc. Dealer sales promotion
is used to help dealers and to improve dealer
effectiveness. It includes free display material,
free window display services, free demonstrations
and trials, trade deals offering discounts and
gifts, sales contests for dealers or salesmen,
trade show, dealers’ conference, house organs,
training of dealers’ sales force, advertising
display allowance, etc.

Sales promotion activities are designed 1o
achievé the following objectives :

(a)
(b)

o mtroduce new products

to attract new customers and stimulate
demand

to increase sales during slack periods
and thereby clear old stock immediate

to encourage dealers to carry large
stocks

(e) to improve the public image of the firm

(f) to counter sales promotion campaigns of
competitors.

3.9. ROLE OF SALES PROMOTION

Sales promotion techniques are used to
perform several functions and to achieve the
following benefits.

(i) Provides Information : Sales promotion
tools help to inform the prospective buyers
about the availability, features and uses
of a product. Due to the diversity of

1




et cetailors? i Themmiu oS
‘the dealers and consumers about the

dy features and uses of the product. This
il‘ﬂ method is used in case of products
'm, of a complex and technical nature,
hr% e.g., computers, clectrical equipments,

cosmetics, etc,

! (e) Special displays : The producer in
collaboration with dealers may put up

'S 10 by,
COung
ﬂ% special shows of the product at fairs
and exhibitions. In some cases display

’ w
and advertising allowances are given to
Ogrampyg, compensate dealers for the space given

iy,
activigy

)
1, 4
K

0

'

ik

nal for the display of the product.
keep a lay 3.10. TECHNIQUES OF SALES
: djsmmi | OTION

ders placi At present a wide variety of devices
terial, sy are available for sales prmpminn_ Some of
ire the mg the important sales promotion methods are
described below.
: 1. Distribution of Free Samples : Many
l, pm“ a fime free samples of low-priced and repeat
or stockl sales items are distributed to selected people
to gain consumer acceptance and o popu larise
. contes the product, The sample may be distributed in
yffered i the shop or door-to-door. Pharmaceutical hirms
| distribute free samples of medicines among
Lonstratit doctors and publishers distribute samples rnf
%) priz® books among professors so that they may
g recommend the products to ultimate users, This
is an effective device of sales promotion as
consumers can test the product before buying iL.
It is particularly useful in the introduction of new
products and frequently purchased convenience

tra\Fﬁl

roduc?
P
S, ;11!;;%

| for Py goods such as tea, coffee, detergent, ketchup,
-h ete. Explanatory literature stating the features

" and uses of the product can be added to the
ti0f
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oupon is a cetificate
: specified saving or it or
gift on the purchase of a particular product,~

The holders of coupons present their coupons 0

e
e

i

retailers and get the product at a reduced price. )
The manufacturer reimburses the retailers for th
value of coupon redeemed by them in addition
to some commission to cover handling costs.
Coupons are used to introduce mew products
and to increase sales of established products.
Coupons are often used for consumer products
of daily use to increase sales during the slack
period. For example, Reliance Industries and
Raymonds issue discount coupomns.

‘3. Premiums or Bonus Offers : A sales
premium or bonus offer is the offer of an article
free of cost or at a nominal price on the purchase
of a specified product. For instance, one ‘Lux’
toilet soap may be given free on the purchase
of an economy pack of ‘Surf’ detergent powder;
A premium is also known as a combination
offer. It is a practical persuasion to buy that
helps to increase immediate sales and to clear
accumulated stock. |Premiums are used in case
of convenience goods like detergents, toothpaste,
toilet preparations which are bought frequently.
Success of the premium offer depends upon
judicious choice of the bonus item which should
be useful and in good taste.

Premiums can be of following types :

(a) With pack premium : In which the bonus

item is included either inside or outside
the package, e.g., one spoon free in the
packet of Horlicks,
Price off premium : Which implies a
reduction in price on the purchase of a
large or economy pack. e.g. save Rs. 5
on purchase of family pack.

(b)



' tooth brushes. ‘
Ig‘iﬂi!nt:ﬂg;nmps :f[‘rading or bonus

oh i customers who
st o 3sled 2 ml?[l‘]]glmnfmber of stamps
buy goods from them. 1he By
given to @ buyer depends upon the amount

made by m‘fur instance, in India
Ramon Bonus Stamps are issued at the rafe
of 2% per cent of the purchase amount. These
stamps are given free of charge and the customer
can redeem them to obtain products out of the
specified list) This technique induces customers

customer lnya]gr?
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consumers are givep ..
or creative thinking g
form of slogan Wfiﬂﬂg,
problem solving quiz, 1,15‘
to successful panjcipﬂnm' )
prizes, merchandise, or frgq
help to create consumers®

provide new ideas for ady
reveal buying motives, Cqpn
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held through newspapers . Pometimes, sales conventions
+f dealers are held. Produc
rften organise fashion shows
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radio. Such contests may alsg
salesmen and dealers tg induge .
oreater effort or to obtaip new .+:i:1:'-
be successful, sales contests gy

[ here publishers all over the s
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I 1tract attention and stimulate

k

planned and objectively execufed T o purchase goods in large g

and period of the contest should
people have equal Opportunity, Fuine

to buy their requirements from the retailers who  Judged by competent people in 4 fiira 1
offer such stamps. The purpose is to increase  rewards should be given pmmpﬂy;- 2.
Examples of Sales Promotion Schemes 2
fd:”‘ Company/Brand Offer 4.
- Free samples Hindustan Lever i -
oo 5 Vim Dishwash.
3. Premium offer Ponds = : %
Bring any toilet soap wrapper ind 6
4. Prize: oo NI ¢ 5 off on any Ponds Face Wash '
= niest Economig Times B et ; :
. Free offer srand equity contest.

Asian Sky shop

6. Elﬂhargg offer LML

;=

6. Free Offer f/l" orde Take new LML scooter.

r
. 10 promote sitles

of an expens; E glﬁ with the »
phone & ﬂf;‘w uct. For eXamn]p P Lhﬂﬂe
Erﬂ"d ﬁ-'&-E' on [h : ]:I L, d E{}rdleqa
?M:?Iﬂir or colour Ty Pchase o
+ Fairs o
ion ﬁhnw:::i exhihj OnS : Tro
i L8 E
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Y Provide g g, U Of sglgy - OitiONS
ﬂnﬂnﬂﬂ‘atiun Df? .ﬁ]r i E_-x mm'l:ll.iu.n
can be A:...- c 1tj
¢ distributeg ¢, iuﬁgu ,) ir:?;uﬂr
atur
and jig

Buy easy food processor. '

T : : i
lake citrus juicer free.

Bring old scooter.

Advertising is a non-pe
It seeks to create, sus
It plays a vital role in f
will, introducing new pi
Advertising has been |
sumption, misguiding
social values.

It provides information
facilitates market contt
Free samples, prize G
of sales promation.

' SHORT ANSWER QUES

Define advertising.
Define sales promolic
Distinguish between |

Products to the public. Fairs L Distinguish between

are organised usually by hig firmns I:f 5.

¥ 1] i - L i I.
associations, At these fairs and &8

h.u‘““'-!ﬂbs firms are allotted stalls ¥ il
display their products. Fairs .':lﬂ"ii ¥
have wide appeal as several peoP® S

'C'Ll:ﬁ'mmul'a can be attracted n:l .
SPecial concessions and free deMTggd 11,
lechnijca| and speciality [.‘ll'“ducts' |rr 12.
A Opportunity to the visitors '

“Ompeting products and help &

Give any two sugges
advertisement of @ pf
State any two demen
Distinguish beiween
Mention any two ben
. Advertising encourag
State two methods 0

What do you mean
What is Direct Mail #
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