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SYLLABUS

Class - B.Cem. II Year (Management)

Subject - Advertising

UNIT -1 | Advertising agencies, rele & impertance in advertising
erganizatien patterns, functiens, selectien eof agency,
agency cemmissien & fees advertising department,
functiens & erganizatien.

UNIT - II | Advertising types of media - Print media (news paper
& magazine, pamphlets, pesters & breader), electrenic
media (radie, televisien audie visuals, cassettes), ether
media (direct mail, eutdeer media). There
characteristics, merits & limitatiens.

UNIT - III | Media scene in Indi, preblem ef reaching rural audience
& Markets, exhibitiens, mela, press cenference, media
planning, selectien of media categery, reach frequency
impact, cast & ether facter influencing the cheice of
media.

UNIT - IV |Regulatien ef advertising in India, misleading &

deceptive advertising, false claims, advertising
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agencies, their rele & impertance in advertising &
false claim.

UNIT - V

Media scheduling, reung-up ef previeus lectures,
evaluatien eof ad effectiveness, Iimpertance &
difficulties, methed ef measuring effectiveness, pre-
testing, pest-testing cemmunicatien effect, sales
effect.
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UNIT —1

"The precess of cheesing the vehicle of mass cemmunicatien in which te place an
advertiser’s message, purchasing that time er space, and insuring that the advertising
message runs as purchased.”
It is alse a series of decisiens made te answer the questien, "What are the best means ef
delivering advertisements te prespective purchasers of a brand er service?”
Every media plan begins with the market analysis er envirenmental analysis. Cemplete
review ef internal and external facters is required te be dene. At this stage media
planner try te identify answers of the fellewing questiens:

o Whe is the target audience?

e What internal and external facters may influence the media plan?

e Where and when te fecus the advertising efferts?
The target audience can be classified in terms of age, sex, inceme, eccupatien, and ether
variables. The classificatien ef target audience helps media planner te understand the
media censumptien habit, and accerdingly cheese the mest apprepriate media er media
mix.

2. Establishing Media Objective
Media ebjectives describes what yeu want the media plan te accemplish. There are five
key media ebjectives that a advertiser er media planner has te censider - reach,
frequency, centinuity, cest, and weight.
1. Reach - Reach refers te the number of peeple that will be expesed te te a media
vehicle at least ence during a given peried of time.
2. Frequency - Frequency refers te the average number of times an individual within
target audience is expesed te a media vehicle during a given peried of time.
3. Centinuity - It refers te the pattern ef advertisements in a media schedule.
Centinuity alternatives are as fellews:

o Centinueus: Strategy ef running campaign evenly ever a peried of time.

o Pulsing: Strategy ef running campaign steadily ever a peried eof time with
intermittent increase in advertising at certain intervals, as during festivals
or special eccasiens like Olympics er Werld—Cup.

o Discentinueus: Strategy ef advertising heavily enly at certain intervals, and
ne advertising in the interim peried, as in case of seasenal preducts.

4, Cest - It refers te the cest of different media
5. Weight - Weight refers te tetal advertising required during a particular peried.

3. Determining Media Strategies
Media strategy is determined censidering the fellewing:
1. Media Mix - Frem the wide variety ef media vehicles, the advertiser can empley ene
vehicle er a mix suitable vehicles.
2. Target Market
3. Scheduling - It shews the number eof advertisements, size ef advertisements, and
time eon which advertisements te appear.
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e Seasenal Pulse: Seasenal preducts like celd creams fellews this scheduling.
e Steady Pulse: Accerding te this scheduling ene ad is shewn ever a peried of
time, say ene ad per week er ene ad per menth.
o Periedic Pulse: A regular pattern is fellewed in such scheduling, as in case ef
censumer durable, and nen durable.
o Erratic Pulse: Ne regular pattern is fellewed in such scheduling.
® Start-up Pulse: Such scheduling is fellewed during a new campaign er a
launch ef a new preduct.
o Premetienal Pulse: It is fer shert time, enly fer a premetienal peried.
4, Reach and frequency
5. Creative Aspects - Creativity in ad campaigns decides the success ef the preduct,
but te implement this creativity firm must empley a media that supperts such a
strategy.
6. Flexibility - An effective media strategy requires a degree of flexibility.
7. Budget Censideratiens —In determining media strategy cest must be estimated
and budget must be censidered.
8. Media Selection - It cevers twe bread decisiens - selectien of media class, and
selectieon of media vehicle within media class.

4. Implementatien ef Media Plan
The implementatien ef media plan requires media buying. Media Buying refers te buying time
and space in the selected media. Fellewing are the steps in media buying:

e Cellection eof infermatien: Media buying requires sufficient infermatien regarding
nature of target audience, nature of target market, etc.

o Selection of Media/Media Mix: Censidering the cellected infermatien and ad-budget,
media er media mix is selected which suits the requirements ef beth - target audience
and advertiser.

e Negetiatien: Price of media is negetiated te precure media at the lewest pessible price.

e Issuing Ad - cepy te media: Ad-cepy is issued te the media fer breadcast er telecast

e Menitering perfermance of Media: Advertiser has te meniter whether the telecast er
breadcast ef ad is dene preperly as decided.

e Payment - Finally, it is the respensibility ef advertiser te make payment eof media bills
on time.

5. Evaluatien and Fellew-up
Evaluatien is essential te assess the perfermance of any activity. Twe facters are impertant
in evaluatien ef media plan:

e Hew successful were the strategies in achieving media ebjectives?

e Was the media plan successful in accemplishing advertising ebjective?

Successful strategies help build cenfidence and serve as reference fer develeping
media strategies in future, and failure is thereughly analysed te aveid mistakes in future.

MEDIA SCHEDULING
This is the final step in the media precess (media plan). It refers te the timing of the media
insertiens. A media schedule is usually prepared fer the entire campaign peried, which is
usually fer a peried of 6 menths er 1 year.
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The fellewing facters are taken inte censideratien in preparing a media schedule:
e Seasenal patterns eof the preducts (Mente Carle advertises mere in winters)
e Repurchase cycles (FMCG’s require mere advertising)
e Preduct life cycle (a preduct in intreductery stage requires mere advertising)
e Cempetiter’'s media schedule (Ceca-Cela and Pepsi)

DIFFERENT PATTERNS OF MEDIA SCHEDULING

e Centinueus Advertising: this refers te advertising witheut breaks. Preducts with
shert repurchase cycle that are purchased frequently are the examples. E.g. HLL,
Ceca-Cela, Pepsi etc.

e Flighting: this is an intermittent pattern with gaps where ne advertising is dene. This
is a case fer seasenal preducts, where funding is limited and the preducts with a
leng repurchase cycle. E.g. CRY (Child Relief and Yeu) cards and Mente Carle weelen
wears.

e Pulsing: this is centinueus advertising, which gets heavy during certain perieds.
Seasenal items fellew this pattern ef advertising. E.g. Rasna (Rezana and Utsav)

e Blinkering: this is streng advertising during perieds with shert gaps in between. E.g.
Eagle Diaries start advertising frem September and steps advertising in Octeber
and again ge fer streng advertising (bursts) in Nevember and December

Thus the media planning is very cemplicated and invelves a let ef expertise. Media

planners play a very crucial rele in media budget decisiens.

UNIT I1I

ADVERTISING MEDIA , TYPES OF MEDIA
Media
* The plural of medium, are means ef cemmunicatien.
e Derived frem the Latin werd “medius” middle(“between”), the term refers te
anything that carries infermatien between a seurce and a receiver.
e Is a mean of transmitting the message, theught epinien and view peint.
e Its purpese is te facilitate communicatien and learning.

Advertising media means a media where advertisements can be placed. Media can be in
print, breadcast, er in electrenic fermat (Internet). Real life media examples weuld be
televisien, radie, magazines, newspapers, web sites, etc.

VARIOUS TYPES OF MEDIA
PRINT MEDIA -
The print media have their ewn charm and effectiveness. It prevides ailed advertising
infermatien. They reach quality audience in terms of )ine, eccupatien and educatien. The
print media use printed letters and rds, typed letters, cyclestyled circulars. They are alse
knewn as publicatien edia. The degree ef readers’ interest in the advertising centent

45, Anurag Nagar, Behind Press Cemplex, Indere (M.P.) Ph.: 4262100, www.rccmindere.cem
5



enaissanc

B.Com 2™ Year
Subject- Advertising

depends the vehicle. The print media charge fer advertising space, depending en celumn
required and the page number. The advertiser perferms the jeb cliecking, precessing,
printing and distributing. The print media have en divided inte:

1. Newspapers,

2. Magazines and

3. Direct mail advertising.

NEWSPAPER

Newspapers are generally published en a daily basis. Accerding te * recent readership
survey (NRS and IRS 1999 figures lift-r, hence beth are mentiened), the tetal number of
majer natienal and gienal/lecal dailies in 12 Indian languages and English is 117 (IRS), 96
(NK®). Maximum number of dailies is in English 22 (IRS), 18 (NRS). Secendary figure of dailies
is in Hindi, numbering 26 (IRS), 23 (NRS). In the regienal languages, Marathi and Guajarati
dailies have the largest number —(I RS), 15 (NRS), and 14 (IRS), 11 (NRS) respectively.

t

CLASSIFICATION OF NEWSPAPERS ON THE BASIS OF FREQUENCY
The newspapers are classified inte twe bread categeries en the basis of frequency, viz.
dailies and weeklies. The dailies are published every day While the weeklies are
published ence in a week. The frequency is decided On the basis ef circulatien. The
weeklies publish cencise figures and news fer the whele of the week, while the dailies
publish all serts ef news daily divvied frem different seurces.

Physical Size — The size may be the standard size er the tableid size. The standard size
has 8 celumns te the page, i.e. 300 lines in depth, while the tableid has 6 celumns, i.e. 200
lines in depth. The standard size is that ef The Hindustan times and The Times ef Indiq,
while the tableid is abeut half the standard %ize-The Illustrated Weekly, Blitz, etc.
Advertisers have te bear in mind the questien ef size. Newspaper charge fer advertising
on the basis of celumns and fermats.There are twe basic newspaper fermats, standard
size and tableid. The Standard-size newspaper is abeut 22 inches deep and 143 inches wide
and is divided inte six celunins. The tableid newspaper is generally abeut 14 inches deep
and 11 inches wide.

Specialised Audience —Seme dailies and weeklies serve special-interest audiences, a fact
lest en advertisers. The' general centain advertising eriented te their s audiences, and
the’ ma” have unique advertising regulatiens.

Supplements -Many newspapers iSSUe Supplements. The dailies issue Saturday Sunday
supplements. Seme dailies issue enly Sunday magazines. Re supplements are issued tw
dailies. Semetimes, the dailies issue seme special! supplements, Such as Independence Day
supplement, Supplements en the, pregress of a particular State er public enterprise er
trade er industry.

OTHER TYPES OF NEWSPAPERS
Mest Sunday newspapers alse feature a Sunday supplement magazine.,” Seme publish their
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eown supplement, such as Les Angeles Magazine ef the: Les Angeles Times.Anether type of
newspaper, the independent shepping guide er free cemmunity newspaper, effers
advertisers lecal saturatien. Semetimes called pennvsavers, these sheppers effer free
distributien and extensive advertising pages targeted . essentially the same audience as
weekly newspapers— urban and suburban cemmunity readers. Readership is eften high,
and the publisher uses hand delivery er direct mail te achieve maximum saturatien

OTHER CLASSIFICATION OF NEWSPAPERS
The primary rele ef newspapers is te deliver premptly detailed ceverage ef news and ether
infermatien, and incerperate interesting features fer readers. Newspapers can be
classified in different ways. The fellewing classificatien ef newspapers is cenvenient.

Natienal Newspapers —Newspapers with natienal circulatien in India are either in English
or Hindi. Times ef India, The Hindzi, Hindustan Times and ethers are natienal English
dailies. Hindustan, Nav Bharat Times and Rashtriya Sahara are Hindi natienal dailies.
These newspapers have editerial centent with a natienwide appeal. This mainly attracts
natienal and regienal advertisers.Ameng the general natienal level English newspapers,
Times ef India has ne equal. Its readership figure is 44.23 lakhs. NRS indicates that 95.75% TOI
readers are urban and enly 4.25% are rural.

Daily Newspapers (Regienal/Lecal) ~These newspapers are published daily and in seme
cases the circulatien figures eof these regienal newspapers are much higher than
natienal newspapers.

Special Audience Newspapers — These newspapers are published daily and in seme cases
the circulatien figures ef these regienal newspapers are much higher than natienal
newspapers. Fer example, circulatery figure of Punjab Kesari is 57.09 lakhs, which is mere
than any English natienal daily. They previde enly brief ceverage ef impertant natienal
news and events.

TYPES OF NEWSPAPER ADVERTISING

Display advertising is a type of advertising that typically centains text (i.e., cepy), leges,
phetegraphs er ether images, lecatien maps, and similar items. In periedicals, display
advertising can appear en the same page as, er on the page adjacent te, general editerial
centent.

Classified advertising - is a ferm ef advertising which is particularly cemmen in
newspapers, enline and ether periedicals, e.g. free ads papers er Penny savers. Classified
advertising differs frem standard advertising er business medels in that it allews private
individuals (net simply cempanies er cerperate entities) te selicit sales fer preducts and
services.

Special Advertising - Seme special cemmedities and preducts are advertised under special
advertisement celumns. Semetimes, a few pages are deveted wenly
advertisements. They are well planned and are in special celer te draw the attentien
of readers.
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Public Netices - A public netice er netice ef intent is infermatien directed te citizens ef
a gevernmental entity regarding gevernment-related activities. Public netices have
traditienally been published in specified gevernmental publicatiens and in lecal
newspapers, d cemmen seurce fer cemmunity infermatien.A public netice typically
pessesses feur majer characteristics:
1. A public netice is published in a breadly available ferum, such as a lecal newspaper.
2. A public netice is capable ef being archived in a secure and publicly available fermat.
3. A public netice is capable of being accessed by all segments ef seciety.
4. The public and the seurce of the netice must be able te verify that the netice was
published, and its infermatien disseminated te the public
Preprinted Inserts - Like magazines, newspapers carry preprinted inserts and delivers
them te the newspaper plant fer insertien inte a specific editien. Inserts sizes range frem
a typical newspaper page te a deuble pestcard; fermats include catalegue, brechures, mail-
back devices, and perferated ceupens.
General Advertising - Natienal er general advertising refers te display advertising by
marketers ef branded preducts er services, whe sell en a natienal er regienal level. The
ebjective of such ads is te help create and stimulate custemer demand fer the preduct er
service, augment re-sellers’ premetienal efferts and enceurage them te steck marketer’s
preducts
Lecal Advertising — Lecal advertising is eften referred te as retail advertising and is used
by lecal business establishments, individuals and ether erganisatiens te reach the
censumers in the lecal market area served by the newspaper. Supermarkets,
departmental steres, retailers, banks, scheels, cemputer educatien centres, and ethers
use lecal display advertising.

Seme Advantages in Newspaper Advertising -

1-We can reach certain types of peeple by placing yeur ad in different sectiens ef the
paper. Peeple expect advertising in the newspaper. In fact, many peeple buy the paper
just te read the ads frem the supermarket, mevies er department steres.

2- Unlike advertising en TV and radie, advertising in the newspaper can be examined at
yeur leisure. A newspaper ad can centain details, such as prices and telephene numbers er
ceupens,

3 - Frem the advertiser’s peint-ef-view, newspaper advertising can be cenvenient because
preductien changes can be made quickly, if necessary, and yeu can eften insert a new
advertisement en shert netice.

4 - Anether advantage is the large variety ef ad sizes newspaper advertising effers. Even
theugh yeu may net have a let of meney in yeur budget, yeu can still place a series of
small ads, witheut making a sacrifice.

Disadvantages with Newspaper Advertising -

1. Newspapers usually are read ence and stay in the heuse fer just a day.

2. The print quality ef newspapers isn’t always the best, especially fer phetegraphs. Se
use simple artwerk and line drawings fer best results.

3. The page size of a newspaper is fairly large and small ads can leek minuscule.
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4, Yeur ad has te cempete with ether ads fer the reader’s attentien.

5. We're net assured that every persen whe gets the newspaper will read yeur ad. They
may net read the sectien yeu advertised in, er they may simply have skipped the page
because there wasn’t any interesting news en it.

Rate Card - Like the magazine rate card, the newspaper rate card lists advertising rates,
mechanical and cepy requirements, deadlines, and ether infermatien Because rates very
greatly, advertisers sheuld calculate which papers deliver the mest readers fer their
meney, and weigh that infermatien against that readership.

Lecal Versus Natienal Rates - Mest newspapers charge lecal and natienal advertisers
different rates. The natienal rate averages 75 percent higher, but seme papers charge as
much as 254 percent mere. Newspapers attribute higher rates te the added cests ef serving
natienal advertisers. Fer instance, an ad agency usually places natienal advertising and
receives a 15 percent cemmissien frem the paper. If the advertising cemes frem anether city
or state, then additienal cests, such as leng-distance telephene calls, are invelved.

Flat Rates and Disceunt Rates - Many natienal papers charge flat rates, which means
they allew ne disceunts; a few newspapers effer a single flat rate te beth natienal and
lecal advertisers.

SOURCES OF PRINT MEDIA INFORMATION

Audit Bureau ef Circulatiens (ABC) was fermed in 1914 te verify circulatien and ether
marketing data en magazines and newspapers. Each publicatien submits a semiannual
statement, which is checked by specially trained ABC field auditers. The publisher supplies
data en paid circulatien (fer a specified peried) fer its regienal, metrepelitan, and
demegraphic editiens, breken dewn by subscriptien, single-cepy sales, and average
paid circulatien. The ABC alse analyses new and renewal subscriptiens by price, duratien,
sales channel, and type of premetien.

Classified Advertising Netwerk of India (CANT) is a statewide affiliation ef daily
newspapers that reaches ever 7.5 millien Indians. It enables advertisers te place classified
ads in daily newspapers threugheut the state easily and inexpensively.

Magazine Publishers Asseciatien (MPA) has a tetal membership trade greup prevides the
circulatien figures of all ABC merry, magazines (general and farm) frem 1914 te date, with
annual fig related te pepulatien. It estimates the number ef censumer mag cepies seld by
year frem 1943, and it lists the 100 leading magazines accerding te circulatien.

Mediamark Research Inc. (MRI) cenducts persenal intervie determine readership patterns.
In additien te reperting the audien and readership demegraphics fer leading censumer
magazines natienal newspapers, MRI publishes annual studies en the affl market, business
—-purchase decisien makers, and the tep 10 1 markets.

Newspaper Asseciation ef India(NAI) is the premetienal arm’ the Indian newspaper
Publishers Asseciatien and the nati newspaper industry. The asseciatien prevides its
newspaper mein with market infermatien by cenducting field research and cellect case
histeries. It alse administers the Natienal Newspaper Netw ene-erder, ene-bill system.
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Newspaper Space Bank (NSB) is an en-line database se threugh which advertisers can buy
cancelled, unseld, er reran space in majer market newspapers acress the ceuntry at dee
disceunted rates after nermal clesings.

Simmens Market Research Bureau (SMRB) is a respect syndicated research erganisatien
that publishes magazine readership studies. Its annual study ef media and markets
prevides data & readers’ purchase behavieur and demegraphics based en persen interviews.
In additien, SMRB publishes the Natienal Cellege S and the Simmens Teen-Age Research
Study twice a year.

Standard Rate and Data Service (SRDS) publishes Newspa Rates andData, CensumerMagazine
and Agri Media Rates and Data and Business Publicatien Rates and Data, as well as ether
menthl directeries se advertisers and their agencies den’t have te ebtai rate cards fer
every publicatien.

Audience studies prevides by publicatiens. Newspapers are alse effer a magazines se © r
media planners many ether types of statistical reperts, including reader inceme,
demegraphic prefiles, arid percentages of different kinds ef advertising carried

-—-—-MAGAZINES ---
The secend ferm ef print media is the magazine. It effers specialised fermatien te a special
audience. Newspapers appeadl te peeple in a articular lecality; but magazines reach special
types of peeple in all qualities. Magazines are subscribed te by these peeple whe have
certain stern, they maybe interested in mevies, heusehelds, sperts, pelitics, etc.

CLASSIFICATIONS OF MAGAZINE

Centent - One of the mest dramatic develepments in publishing has been the emergence
of magazines with special centent, which has given many beeks geeds prespects fer leng-
term grewth. The breadest classificatiens Centent are censumer magazines, farm
magazines, and business magazines. Each may be breken dewn inte hundreds ef
categeries.viz —

a) Censumer magazines - Censumer magazines serve the interests ef censumer-men,
wemen, children. There are specific magazines serving the interests ef all types eof
censumers. The Manerama, Grahsebha, Wemen’s Era, etc. are censumer magazines.

b) Farm Publicatiens - are directed te farmers and their families er te cempanies that
manufacture er sell agriculture equipment, supplies, and services: Farm Jeurnal, Pregressive
Farmer, Prairie Farmer, Successful Farming.Farm Magazines in India are net very pepular in
spite of the expansien ef agricultural techniques and inputs, the theugh agricultural
preductien has increased censiderably.

c) Business magazines, by far the largest categery, target business readers. They include
trade publicatiens fer retailers, whelesalers, and ether distributers; business and industrial
magazines fer business peeple invelved in manufacturing; and prefessienal jeurnals fer
lawyers, physicians, architects, and ether prefessienals.
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d) Audience. Magazines may be classified en the basis of editerial appeal er audience or
readers. They may be censumer magazines, farm magazines er business magazines.

Geegraphy — On the basis ef regienal publicatiens, magazines maybe divided inte natienal
magazines, regienal magazines and lecal magazines. Many specialised magazines have
natienwide circulatien. They serve the interests ef specialized peeple living in any part ef the
ceuntry. Seme magazines, such as Cemmerce and Industrial Times, are in demand in fereign
ceuntries as well.The circulatien ef seme magazines is restricted te a particular regien,
cemmunity er religien. Bengali magazines have circulatien enly in the eastern part ef the
ceuntry, while Grihsebha is pepular in Nerthern India.

Size

It dees net take a genius te figure eut that magazines ceme in different shapes and sizes,
but it might take ene te figure eut hew te get ene ad te run in different-size magazines
and still leek the same. Magazine sizes run the gamut, which makes preductien
standardisatien an eccasienal nightmare. The mest commen magazine sizes fellew :

Size Appreximate size

classification Magazine of full-page ad

Large Life 4 cel. x 170 lines (9.375 x 12.125 inches)
Flat Time, newsweek 3 ceol. x 140 lines (7 x 10 inches)

Standard Natienal Geegraphic 2 cel. x 119 lines (6 x 8.5 inches)
Small er Reader’s Digest, 2 cel.x 91 lines

Advantages of Magazines

o It effers selectivity, repreductively, Leng life, pessible prestige and ether services.

e The advertiser can select any ene specialised magazine accerding te his preduct.

e They are cheap and intensive medium ef advertising.

e They reach the actual prespects whe are willing te purchase the advertised geeds.

e Necessary duplicatien and waste are aveided by the preper selectien ef a magazine.

e Magazine advertising can be repreduced at a later stage because the advertised
centent and phete can be used at any time.

e Seme magazines pay special attentien te celeur and printing impressiens.

e Magazines are kept fer a lenger peried and maybe used as references.

e Many magazines effer prestige advertisements. The advertisement in The’
illustrated Weekly, India Teday, etc— enjey seme prestige. Magazines may. effer
research pessibilities, test marketing, split-run testing and many ether extra
services.

Disadvantages of Magazines — Magazines are net as flexible as televisien and radie. They
may net be suitable fer lecal cenditiens because they have a natien wide appeal Very few
magazines effer regienal editiens in regienal languages., Magazines de net have a wide
reach as the ether media.
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LEAFLET AND PAMPHLETS
Pamphlets and leaflets are twe cemmen types ef print publicatiens used in advertising.
The cere difference between a leaflet and a pamphlet is based en size. A pamphlet
typically has five er mere pages of cempany er preductien infermatien, whereas a leaflet
is one single page, similar te a flyer.
Size and Scepe - Leaflets, pamphlets and similar types ef print cellateral are used te
launch new cempanies er preducts, premete special events er attract attentien frem new
custemers. A ledflet is a quick-hitter, ene-page piece that typically includes ene er twe
key messages and eften an image. It is printed en better quality paper than a flyer. A
pamphlet is lenger and prevides a mere thereugh everview eof yeur cempany and preduct
or service benefits.
Placement - Ledflets effer a bit mere flexibility in placement. Because they are en ene
page, yeu can pest er hang a leaflet in a public place just as yeu weuld a flyer. Yeu can
alse hand ledflets eut te prespects er custemers er send them in the mail. Pesting
pamphlets isn’t practical since yeu need target custemers te dig inte the material. It is
alse mere cestly te mail the larger-sized pamphlet.
Attentien or Educatien - Because of the message limitatiens, leaflets serve the purpese
of getting attentien er premeting a singular preduct er event. Pamphlets typically have
a breader purpese ef educating custemers. An insurance cempany might use a pamphlet
te previde prespects eof an everview ef varieus insurance preducts. Banks previde
pamphlets that cever varieus types of checking and savings acceunts er lean preducts.
Yeu can alse previde a cemplete everview eof yeur cempany, its missien and yeur
philesephies.
Cests — The cests of print cellateral are typically based en the velume and quality ef the
paper and use ef celer. Therefere, yeu ceuld have an exceptienally high-quality leaflet
with a higher cest than a small, lewer quality pamphlet. Typically, theugh, a pamphlet is
mere expensive because ef the size and ameunt ef paper used. Yeu alse pay an empleyee
or designer fer develepment. It cests mere te design a pamphlet than a leaflet because
of the cemplexity and centent.

ELECTRONIC MEDIA
Electrenic media is enjeying breader use every day with an increase in electrenic devices
being made. The meaning ef electrenic media, as it is knewn in varieus spheres, has
changed with the passage eof time. Electrenic media exists teday in many ferms: radie,
televisien, videstape, audietape, telephene, telegraph, cemputer file, etc.

Histery
e Telegraph, 1938
e Telephene, 1876
e Radie, 1895
e Televisien, 1927
e Early Cemputer, 1942
e Phetecepy Machine, 1946
e Transister, 1947
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e Cemputer, between 1960’s & 1980’s

Lancaster and Naisbitt prepesed that we are appreaching apaperless seciety, where it is
faster and less expensive te cemmunicate threugh electrenic channels: * "It is beceming
cheaper te handle werds electrenically than te handle them physically, te the peint
where the physical mede is beceming tee expensive fer erdinary use.”

There are three traditienal types of Electrenic Media and a few Hybrids:

1) Television

2) Radie

3) Internet

4) Smart phenes may have created a new media type.

5) Electrenic display advertising, electrenic streaming billbeards may alse be a new hybrid
Internet, TV, Radie, arguably electrenic Bill beards might qualify. Smart Phenes are a play
between Phene & internet se might pass fer electrenic media.

Advantage
e Immediacy
* Prevides infermatien and entertainment
* Creates awareness ameng peeple.
e It develeps sur theughts and ideas.
* Keeps us n teuch with what is happening in eur seciety.
e Made cemmunicatien increasingly easier.
e Cennect diverse peeple frem far and near geegraphical lecatien.
Disadvantage
* Neise pellutien
e Decision Making
e Cemmen diseases and cemplicatiens breught by electrenic media.
e Eyesight
e Expesure te radiatien which is lethally harmful te human bedy.

OUTDOOR MEDIA

Bulletin

Bulletin Billbeard ads impact weur increasingly mebile
pepulatien. Bulletin Billbeard signs are the perfect peint-ef-
purchase media. Menth-leng presence and tremendeus
visibility allew Billoeard advertisements te impact
cemmuters.  Size: W4’ x 48 (edd-sized Bulletins alse exist in
mest markets)
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Wallscape

Affixed te buildings and visible frem a distance, Wallscape
Billbeard ads previde maximum impact, effering the high-
impact advertising Billbeards are knewn fer in majer metre
areas. Wallscapes vary in size, previding many creative
eptiens fer yeur Billbeard signs.  Size: Varies

Pester

Highly visible te vehicular traffic, these billbeard ads bring
yeur message te a mere lecal audience. Achieve dramatic
impact and frequency with multiple units strategically lecated
te maximize yeur billbeard advertising ebjectives.  Size: 10°5”
x 228"

8-Sheet

Lecated aleng primary and secendary readways in urban
areas, 8-Sheet Billbeard signs area great medium fer lecal
businesses te drive traffic te their steres. 8-Sheet Billbeard
advertisements can target neighberheeds, sheps and ethnic
areas. Size: 5 x 17

Spectacular
CBS Outdeer’s Spectacular censists ef unique eppertunities in
the majer dewntewn metre areas and the highest traffic
cheke peints. With units lecated in the tep markets, these
everwhelming structures will turn yeur brand inte a staple eof
the city’s scenery.

Size: Varies

DIRECT MAIL

Direct mailis a way ef advertising in which advertisers mail printed ads, letters er ether
selicitatiens te large greups ef censumers. Bulk—-mail rates are used te lewer the cest of
the mailing, and targeted mailing lists are used te maximize petential respense.

Direct mailis used in many different situatiens, limited primarily by the imaginatien ef the
advertiser. Steres typically use direct mail te advertise new preducts er te distribute
ceupens. Charities typically use the it te raise meney er recruit velunteers. Almest any
sales pitch can be made by direct mail.

There are feur main types of direct mail. Each type ef direct mail is used te sell different
types of preducts er services.

CATALOGS - Catalegs are a type of direct mail. Catalegs are used te present a number
of preducts te a single buyer. This direct mail type is eften used by heme-based business
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and mail-erder marketers.

POSTCARDS - Pestcards are the secend type ef direct mail. Pestcards can be the mest
effective and the cheapest te preduce. The frent ef the pestcard has the custemer’s
address while the back has the advertisement. Pestcards are geed fer a new business er a
business new te an area.

STANDARD LETTER MAILINGS - Standard Letter Mailings has the highest respense rate
ameng all direct mail fermats. This type ef direct mail is alse knewn as a self mailer.
These pieces are usually a page-length advertisement which can be felded and mailed.
The premetienal message is nermally en ene side and felded se that the message is en
the inside facing sheet.

ALL-IN-ONE MAILERS - All-in-One Mailers are a cembinatien ef any ef the abeve types of
direct mail. These werk as cembinatien sales messages using pestcard fermat with letter
mailing length. These can be included in a cataleg er beeklet with a return card

FACTORS AFFECTING CHOICE OF MEDIA SELECTION -
1. The nature of the preduct

2. Petential market

3. The type of distributien strategy

4, The advertising ebjective

5. The type of selling message

6. The budget

7. Cempetitive advertising

8. Media Availability.

Q. Characteristics of media.
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UNIT III

MEDIA SCENE IN INDIA

The decade since 2001 has been of ecenemic and pelitical turbulence

in India. Censistent cemmitment te ecenemic referms has triggered this precess. During
this peried India has alse witnessed an unprecedented grewth ef mass media, particularly
the electrenic media and structural changes ef fer reaching censequences. Mass media in
India preliferated in leaps and beunds since 2003 in turns ef size.

There has been a preliferatien ef news bulletins en varieus televisien channels in the last
ceuple of years. The big daily newspapers have further increased their circulatien and
readership. Radie and cinema get revived in the last ceuple of years. The turnever ef
media secter is

mere than Rs.400 billien and grewing at areund 18 percent per year.

And, as a result, media is identified as ameng the tep five prierity secters fer investment.
“Press freedem” is net enly uniquely previded in the censtitutien ef the ceuntry, but alse
respected as in any ether preminent demecratic and develeped ceuntry. In fact, there
are fewer specific restrictiens er regulatiens in India restraining media freedem than
perhaps in USA, fer example. Indian mass media new is net deminated by Gevernment,
including the electrenic media, as in the earlier decades. In fact, it is private eperaters,
new and eld enes, whe are making a difference. The share ef State ewned All India Radie
and

Deerdarshan TV weuld at the mest be ene third ef breadcast scene. Glebalizatien precess
has changed the very ceurse eof mass media in India, but meved it cleser te
“entertainment secter” and, in that precess, diversity and pluralism, twe basic
characteristics of Indiq, are likely te be ereded.

GROWTH IN CIRCULATION
In the last ceuple of years Hindi publicatiens, particularly the dailies, had better grewth
in their circulatien than in the case ef ether languages, including English. While
newspapers in the Seuthern States had higher grewth ef circulatien, the grewth in the
states of Nerth was net significantly different frem the previeus years as ene expected
censidering the size of petential market. Alse, wherever there has been keen cempetitien,
the grewth has been higher.

HIGH GROWTH, LOW EXPANSION
With preliferatien ef TV, radie and newspapers recently in the ceuntry, The everall rele,
reach and relevance of media sheuld have expanded much beyend what it was a ceuple of
years age. The range ef ceverage of the news media sheuld have alse expanded beyend
metre cities. But hardly there has been any change in beth the respects. This is because
the cempetitien within and acress the media has been fer the same sectiens ef peeple,
the enes having deeper peckets.
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SHIFT IN THE PARADIGM OF MEDIA OPERATIONS
Rele and relevance of news media are te de with their ewn cencerns and centents. Until a
few years age these were te de with the “Feurth Estate” netiens and “watchdeg” standing.
Fer, that is hew the news media have been enjeying certain privileges and secietal status.
The news media are expected te have larger and leng range cencerns abeut seciety, net
just market cempulsiens er cempetitive cencerns.

Teday news media are mere a cerperate veice than ef cemmunity. Certain new definitiens,
news values and different prierities dictate news media teday. What dees this paradigm
shift mean fer the dilemma invelved in the media eperatiens and fer their acceuntability
te seciety. Is media a public service er private business premeting private interests. Then
of ceurse the centreversy te de with blurred distinctiens between news and views, news
and advertisements, infermatien and prepaganda, etc. Which are the facters which drive
the prierities, pre-eccupatiens and the shifts in the news media?. There is ne independent
and ebjective analysis of these changes in the media eperatiens and their implicatiens.
The paradigm shift invelves bigger issue te de with censumerism. Censumerism which is a
glebal phenemena is what dictates the media prierities teday.

POWER SHIFT
Teday advertising and market research in many ways determine the scepe of mass media,
including jeurnalistic trends. With allewing ef 100 percent FDI in beth these fields in the
last ceuple of years, beth these functiens are in the hands ef multinatienal cerperates.
Advertising, market research and media planning sets the scepe and pace ef media
including in the case ef ewnership pattern and jeurnalistic trends. By and large the
centrel of these “determining facters” has changed hands quietly.

NEW GATEKEEPERS OF MEDIA
Mere specifically, market research agencies are the enes, which alse cenduct “readership”
surveys and “rating” ef televisien viewership and there by directly influence advertising
agencies as well as the news media as te their prierities and preeccupatien. The peint
here is that the methedelegy being fellewed fer readership surveys and viewership rating
is net witheut bias in faver ef the spensers and subscribers.

PROBLEMS OF REACHING RURAL AUDIENCE AND MARKETS

The rural Indian market is grewing at a rapid pace fer many preducts and simultaneeusly,
the tastes and cheices of rural censumers are getting transfermed drastically. Se, Rural
advertising is gaining greund in teday’s cempetitive advertising market. The services and
preducts that are being effered te rural felks may er may net be different frem the enes
in urban areas. But the strategic way they are premeted and marketed has a peint te
research. Te face these challenges, marketers are using a cembinatien ef advertising and
premetienal techniques and alse unique media cemmunicatiens fer rural areas.

There has been a lets ef discussien en advertising in Indian villages. Rural India presents
immense ©
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(Village advertising India)
eppertunity fer sure but fer everyene trying te make meelah eut ef it, there are unique
challenges that the area presents and need te be cautieus. Teday I weuld like te share
my experience, which I have gained after multiple years ef off and en field research.

1.Legistics and Distributien: Infrastructure centinues te be tep challenge in Indian
villages. Additienally, dearth ef an efficient distributien system prevents cemplete reach
of services/preducts inte rural Indian villages. One of the mest preven medels in recent
times has been the usage of the Indian pestal service by mebile cempanies is penetrate
scratch cards te the rural areas. The mighty Indian Pestal Service with mere than
1,50,000 pest effices is the largest distributien netwerk acress the glebe, and has mere
than 120000 centers in Indid’s villages.

2.Payment cellection: Altheugh times are changing very fast,the madjerity ef the
pepulatien in Indian villages are still deveid of banks. Clearly cash cellectiens, are unclear
and hard te meniter, especially since cash cards er technelegy-driven centralized Peint
Of Sale (like Suvidha er E-mitra) have still net reached all rural areas. The preven
manufacturer,distributer and retailer netwerk has been the enly success se far, altheugh
setting up such a structure is hardly feasible. Indian Villages advertising - Challenges and
Oppertunities

3.Pricing: While pricing fer Sachet may have werked well fer shampee and detergent
brands, the everheads in payment cellectien create hinderances and den’t always allew
easy flew pricing. It is easier te cellect in larger ameunts as every instance ef cellectien
and carrying ef cash has asseciated cests. Extra inceme, theugh, isn’t always high since
the bulk ef rural pepulatien is dependent en agricultural and inceme cycles using creps
are very un predictable and net censtant as used te be in the case ef us salaried
prefessienals.

4.,Scaling scepe acress demegraphies: India is a ceuntry ef different cultures, the trend
becemes even mere scattered in the case eof remete villages. Setting up business
eperatiens en a PAN-India level enceunters different kinds ef issues in varieus states
ranging frem secial te pelitical facters. Any business medel where scalability means
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scaling &n real greunds eperatiens is beund te run inte unknewn issues as we switch frem
one state te the ether. Added the differences in censumer prierities and behavier acress
lecatiens than in the relatively less scattered urban Indian pepulatien.

5.Develeping inerganic scale: Develeping artificial scale threugh partnerships has resulted
in grewing everheads in the rural Indian market. Finding the right persen with reach in
villages is net se easy te start with. Mereever, there are very few cempanies whe are
streng en these peeple acress multiple areas. Hence, a whele-India rell eut requires
multiple streng partnerships resulting in grewing partner management everhead cests.

(Outdeer advertising cempany in India)

6.Secial and cultural barriers: The kiesk medel has successfully in seme parts and net
werked in ether parts ef rural India due te secie—cultural fabric. One ef the prime
reasens fer the fall dewn ef the kiesk medel was the lack ef usage by wemen ,reasen being
their discemfert in geing te kiesks run by eppesite gender. My Heardings den’t at any
peint want te play dewn the petential that is present. Mest ef the peints just ge back te
the basic assumptien that rural India is a velume market and need scale that is
erganically is the largest challenge. Ones whe will succeed in selving these preblems will
definitely change the werld areund us.

Mest ef censumer preduct and service agencies in India are rapidly targeting Indian
village markets fer expanding their greund businesses. Seme of the cempanies which have
already made their presence registered in the rural areas are LG Electrenics,
Britannia,Hindustan Unilever, Ceca-Cela, Philips, Palmelive and varieus telecem eperaters
and life insurance cempanies.Fer the first time in India, ITC started its rural mall
“Cheupal Sagar” in remete areas of the ceuntry in erder te serve high petential rural
censumers. This Cheupal sagar previded wareheuse sterage facilities fer the sterage ef
farm preduce purchased frem the farmers and alse functiens as a shepping—cum-
infermatien center fer rural censumers.Recently Axis Bank teek new measures fer
grewing its netwerk in rural areas. It’s alse planning te appeint mere field staff in villages
and set-up centers with Internet and ether basic services at rural branches. The target
behind all these efferts is te create awareness and changing spending habits ameng
farmers and ethers abeut bank services and benefits.
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PROBLEMS IN REACHING THE RURAL TARGETS
ADOPTABILITY: BASICALLY THIS PROBLEM IS DIRECTLY RELATED WITH THE MIND SET OF RURAL
CONSUMER AND CONSUMER BEHAVIOR OR ATTITUDE TOWARDS DIFFERENT PRODUCT. IT MAY BE DUE

TO WAY IN WHICH SUCH PRODUCT HAS BEEN PRESENTED. MANY MARKETERS ARE FACING THIS PROBLEM
DUE TO ONE OLD PRACTICE OF WHICH IS IN EXCESS IN URBAN MARKET IS TO BE DUMPED IN THE RURAL

MARKET. JUST IGNORING THE SPECIFIC REQUIREMENTS OF RURAL CONSUMER. ONE SHOULD
UNDERSTAND THAT THE IN THE RURAL AREA THERE IS LACK OF VARIOUS INFRASTRUCTURE FACILITY
WHICH RESULTS INTO HURDLES IN THE UTILIZATION OF THE PRODUCT

ACEESSIBILITY: THE MOST IMPORTANT PROBLEM IN THE RURAL MARKETING IS MAKING PRODUCT
AVAILABLE TO THE RURAL CONSUMERS AS WELL AS TO THE INTERMEDIATERIES. RURAL INDIA IS VERY
VAST AND SCATTERED ALSO. IT ULTIMATELY RAISES THE COST OF DISTRIBUTION AS WELL AS COST OF
PRODUCT ALSO, THE RURAL INDIA CONSIST OF MORE THAN 628000VILLAGES. DEEP DISTRIBUTION
AND SUB DISTRIBUTION REQUIRES PROPER WAREHOUSING, LOGISTIC FACILITIES, AND TRANSPIRATION
INFRASTRUCTURE. DISTRIBUTION CHANNEL MANAGEMENT IS THE MOST CHALLENGING TASK FOR
MARKETERS IN RURAL INDIA. ACCESSIBILITY IN TERMS OF THE AVAILABILITY OF VARIETY OF PRODUCT
IS ALSO A MATJOR PROBLEM. AS ALL VARIANT OF PRODUCT MAY NOT BE AVAILABLE AS THE AVERAGE
SHELF SPACE OR SHOP SPACE IS SMALL AS TO URBAN AREA. IT ULTIMATELY RESULTS INTO LACK OF
PRODUCT AVAILABILITY IN TERMS OF VARIANT AND SIZE.

RURAL MARKETS HAVE FIVE LAYERS OF DISTRIBUTION CHANNELS, WHICH ARE VERY HIGH AND CREATE
TWO PROBLEMS VIZ.1. HIGH PROFIT MARGIN2. DELAY IN DELIVERY

AWARENESS: THE MOST IMPORTANT PROBLEM OF RURAL MARKETING IS THE AWARENESS ABOUT THE

PRODUCT AND ITS USAGEAMONGST THE RURAL CONSUMERS.POINT OF SALES IS MOST IMPORTANT
PLACE FOR COMMUNICATING CONSUMER FOR THE PROVIDING NEW OFFERINGS OF THE MARKETERS IN

URBAN INDIA BUT IT IS IGNORED IN THE RURAL INDIA. IT IS MOST POWERFUL TOOL BUT NOT TAKEN
INTO ACCOUNT. IT DOES NOT HAVE LANGUAGE BARRIER ALSO.
- PERSONAL SELLING IN NOT USED IN RURAL INDIA FOR VARIOUS FMCG PRODUCTS AS WELL AS FOR
CERTAIN CONSUMER DURABLES.

PERSONAL SELLING IS TO BE TREATED AS ONE OF THE MOST IMPORTANT TOOL FOR THE
DEVELOPMENT OF BRAND AWARENESS THOUGH SALES MAY NOT BE RAISE.
- LOCAL LANGUAGE ADVERTISEMENT IS NECESSARY FOR THE ATTRACTION OF RURAL CONSUMERS. BUT
SUCH SPECIAL ADVERTISEMENT IS VERY COSTLY.
- MEDIA REACH IS TO BE TREATED AS MOST CRITICAL HURDLE FOR REACHING TO RURAL CONSUMERS
MIND. FOLK MEDIA IS VERY COSTLY AND ALSO HAVE VERY LOW SPREADING CAPACITY.
- PROPER MIXTURE OF COMMUNICATIVE LOCAL NATIONAL LANGUAGE, WHICH APPEALS THE RURAL
CONSUMER, IS TO BE MADE. BUT IT CAN BE DONE BY VERY FEW MARKETERS.

ELECTRICITY AVAILABILITY IS VERY LOW WHICH RESULTS IN TO LOW REACH OF THE
ADVERTISEMENTS.
- FREE BEES WITH THE CONSUMER DURABLES ARE ALWAYS OFFERED TO THE URBAN CONSUMERS LIKE
STANDOF REFRIGERATOR OR DTH CONNECTION WITH TELEVISION SET OR A GLASS OF WATER WITH
COFFEE. BUT SUCH SPECIALIZE OFFERS ARE NOT LAUNCHED FOR THE RURAL CONSUMERS.
- RURAL CONSUMERS ARE HIGHLY INFLUENCED BY THE REFERENCE GROUP AND SUCH GROUP IS ALSO
HIGHLY IN FLUENCED BY THE SPECIFIC RETAILERS. HERE ROLE OF RETAILERS IS VERY VITAL BUT ITS
INVOLVEMENT IN DEVELOPMENT OF PRODUCT AWARENESS IS LESS.
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- RURAL CONSUMERS ARE VERY TYPICAL IN UNDERSTANDING THE USAGE OF DIFFERENT PRODUCT. ONE
SHOULDGIVE ON H ND EXPERIENCE TO CONSUMERS FOR OFFERING WHICH IS NOW TO HIM OR HAVING

DOUBT ABOUTTHE PERFORMANCE OF PRODUCT.

- ABSOLUTE LACK OF TRAINING TO THE SALES PERSON AND EVEN TRADERS OF RURAL MARKET. IT
AFFECTSADVERSELY. INSTEAD OF CREATING POSITIVE IMAGE OF THE PRODUCT OR ORGANIZATION, IT
GENERATESNEGATIVE ASPECTS OF THE PRODUCT AND ORGANIZATION BOTH.

- THE ADOPTION PROCESS OF NEW PRODUCT TAKES LONGER TIME IN RURAL AREAS AS TO URBAN
AREAS WHICHCOMPEL THE MARKETER TO GO FOR LONGER SALES PROMOTION SCHEME WHICH RAISES

THE COST OF SALES.

AFFORDABILITY: OUuT OF ALL THE FOUR AS OF RURAL MARKETING CHALLENGES THE MOST
SENSITIVE IS PRICE OF THE PRODUCT OR OFFERINGS. AS THE AFFORDABILITY OF RURAL CONSUMERS IS

DIRECTLY DEPENDING UPON THE EARNING CAPACITY OR OCCUPATION. IN RURAL INDIA OCCUPATIONAL
DEMOGRAPHIC SHOWS THAT HIGHEST NOT OF PEOPLE ARE STILL DEPENDING UPON THE AGRICULTURE

WHICH GENERATES A SEASONAL DEMAND OF VARIOUS PRODUCTS IN RURAL INDIA

EXHIBITION /MELA / PRESS CONFERENCE
What is Exhibitien? - Exhibitien is the art ef displaying preducts and services fer public
viewing. One may exhibit werks ef art, preducts, a skill, etc. The purpese ef exhibiting may
alse vary. It may just be fer generatien ef business er simply fer public viewing. Such
exhibitiens preve prefitable fer cempanies, whe want te display their preducts te a vast
number of prespective custemers in a shert span ef time, thus saving en time and meney.

ADVANTAGES OF EXHIBITION ADVERTISING

o The exhibiter can display a wide range ef preducts and services

e Buyers can seurce as per their cheice frem a wide cellectien

e One can meet large number of prespective buyers in a brief duratien ef time

e Massive cest-benefits fer the cempany

o Itisa plartferm fer beth the exhibiter and the buyer te establish a netwerk fer
future dealings

e One can get an idea ef the exhibitien advertising trends as well as get acquainted
with the future prespects ® the related market

e Oppertunity te view frem clese preximity, the USP of the cempetiter’s preducts,
and their selling strategies

o A face te face interactien with the prespective custemers

e An eppertunity te learn frem the mistakes of the cempetiters.

DISADVANTAGES
o Stiff cempetitien eften leads te less of prespective custemers
o Ne scepe fer any leepheles in the premetien precess
o Cempetiters may cepy enes ideas which may cest ene a huge sum of meney.
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PRODUCTS USED IN EXHIBITION ADVERTISING

A wide range of items are utlised while displaying preducts fer prespective censumers.
Listed here are the mest cemmenly used items used in exhibitien advertising:

o Pepup Displays

e Banner Stands

e L-Banners

e X-Banner Pester Stands

e Panel Systems

e Brechure Stands

o Display Shelves

e Light Bexes

e Truss Displays

o Fetleck Display Stands

o Display Banners

e Rell Banners

e Felding Tents

e Acryls

e Slim Light Bexs

e Shew Cases

e Framesm

e Menu Beards

o Advertisement Flags

e AD Players

e Fan Rellers

o Lift Displays.

e Card Pedestal ,Steppers

Active Exhibiters
e Garment Manufacturers
o Steel Plants
o Craftsmen
o Feed and Beverage Industry
e Agre- based industries
e Others

Where Are the Preducts Exhibited?

These geeds are displayed in large halls and wide spaces, that can amass a large number
of peeple at the same time. A few ef them are listed belew.

Cenventien Centers: They are huge buildings with epen spaces te hest business and secial
events. These centers have the ability te incerparate a huge number of peeple and are a
faveurite fer hesting events like cerperate cenferences, industry trade shews, etc.
Exhibitien Halls: These are wide spaces, which are given en rent te varieus industries, whe
wish te put their preducts en display. Pragati Maidan in New Delhi is a classic example of
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such a hall
Art Galleries: Art galleries are places where pieces of art have a téte-a-téte with art
enthusiasts. It is an easy way in which an artist very cemfertably reaches eut te a large
audience.
Exhibitiens in India...
India is a fast paced develeping natien, where the industries are at their all time beem.
Varieus events are erganized in India te premete varieus industries, big and small, agre-
based industries and a number ef craftsmen. Many examples of such fairs can be sighted, a
few of them that have beceme a regular feature are:

e Trade air - Agre-preducts, beeks, cesmetics, etc.

e Beek Fair - Beeks by a variety ef publishers

e Aute-EXPO - Autemebiles like cars sceeters, mepeds, meterbikes, etc.

e Dilli-Hatt - A permanent place fer shewcasing preducts.

MELA
Mela (Sanskrit: #<T) is a Sanskrit werd meaning 'gathering’ or 'te meet’ or a 'fair’. It is used
in the Indian subcentinent fer all sizes of gatherings and can be religisus, cemmercial,
cultural er spert-related. In rural traditiens melas er village fairs were (and in seme
cases still are) ef great impertance. This led te their expert areund the werld by seuth
Asian diaspera cemmunities wishing te bring semething eof that traditien te their new
ceuntries.In recent times "Mela” alse pepularly refers te shews and exhibitiens. It can be
theme-based, premeting a particular culture, art er skill. Generally in "melas” peeple can
find eateries, entertainment activities, sheps and games.
PRESS CONFERENCE

A meeting erganized fer the purpeses ef distributing infermatien te the media and
answering questiens frem reperters. Nermally the press cenference is led by the
cempany’s executive management er their appeinted press licisen. Given the medid’s
limited reseurces, it may be difficult te attract majer media attentien te a press
cenference unless the cempany has a truly unique er newswerthy anneuncement te share.
Press cenferences can alse be issued in respense te addressing public relatiens issues.
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UNIT IV

DIRECT MAIL

Advertising mail, alse knewn as direct mail (by its senders), junk mail (eccasienally, by its
recipients), or ad mail, is the delivery ef advertising material te recipients ef pestal mail.
The delivery ef advertising mail ferms a large and grewing service fer many pestal
services, and direct-mail marketing ferms a significant pertien ef the direct marketing
industry. Seme erganizatiens attempt te help peeple ept eut ef receiving advertising
mail, in many cases metivated by a cencern ever its negative envirenmental impact.
Advertising mail includes advertising circulars, ceupen envelepes (Meney Madiler, Valpak),
catalegs, CDs, “pre—appreved” credit card applicatiens, and ether cemmercial
merchandising materials delivered te hemes and businesses. It may be addressed te pre-
selected individuals, er unaddressed and delivered en a neighbeurheed-by-neighbeurheed
basis.

DIRECT MAIL PROCESS

DESIGN| | PRING | |PROCESS| | mMAILL | [ TRACK

Create Prepress Database Scrub Postage Delivery

Revise Proof CASS Cert Sort Pckg & Tray Response
Produce Print Fold/StuffTab Mail Delivery Follow-Up
Approve Ship Address Reporting ROl Analysis

CHARACTERISTICS OF DIRECT MAIL
It is quicker te preduce. Yeu can prepare and mail a small premetien within days er
weeks rather than menths. Hence, it is perfect fer testing prices, titles, effers, and
petential audiences. Mere elaberate and carefully targeted premetiens de take lenger te
prepare, but even then they usually require a sherter lead time than mest ether media.

Respense is quicker. Net enly is a direct mail quicker te prepare, but| respense time te
direct mail is usually quicker as well. Thus yeu can preject the final results of a mailing
mere quickly and accurately than yeu can with mest ether advertising.

It can be cheaper, especially fer smaller tests.

It dees net require as much design time. A standardized direct maill fermat (letter,
respense card, felder er brechure, and return envelepe) is much easier te design and

preduce than a magazine advertisement er televisien cemmercial.

It can be highly targeted. If yeu cheese lists carefully, yeu can| target yeur mailings
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mere selectively than yeu can with mest ether media. Yeu can reach almest any market
segment, buyer prefile, or area ef the ceuntry yeu feel is mest apprepriate fer each beek.
It allews yeu te target hard-te-reach censumers. Direct mail allews] yeu te reach
audiences yeu might net be able te reach threugh any ether methed.

It is mere flexible. After testing a premetien, yeu can change almest] anything right
away witheut waiting. Yeu have cemplete centrel ever the media, the audience, and yeur
offer.

It can effer mere details. Yeu can pack alet ef infermatien inte enel envelepe, far mere
than yeu can en a full-page magazine er newspaper ad, er in twe minutes er even a half
heur en radie er TV.

There is less cempetition. Yeur advertising message dees net have tel cempete with
other advertising messages er editerial matter. At least, it deesn’t have te cempete ence
the envelepe is epened.

Direct mail can be mere persenal. Net enly can letters be persenalized] via mail-merging
techniques, but yeu can use mere infermal language in writing yeur letter and can direct
yeur letter te the specific interest of the reader.

It is easier te respend te. The inclusien ef an erder card and return| envelepe makes it
easier fer the censumer te respend te direct mail as cempared te magazine ads (unless
you include a bind-in card eppesite the advertisement er include a tell-free erder
number).

It is easier te keep. A direct mail piece is mere likely te be| retained fer future reference
than a magazine ad since many readers find it incenvenient te tear an advertisement eut
of a magazine or will be reluctant te de se. Other ferms ef advertising (radie, TV, and
telemarketing) effer neting te retain.

It can be used te test. Yeu can build an advertising campaign with] mere cenfidence by
testing small lists, then building te larger lists, and then relling eut te a full list er lists.

It can build a list of leyal custemers. Direct mail allews yeu tel build and maintain an in-
heuse list of prime prespects feor yeur future beeks (and backlist beeks).

ADVANTAGES OF DIRECT MAIL

1. Specific targeting: Clearly the mest impertant aspect ef direct mail is that it can
be targeting exactly a specific, individual custemer.

2. Persenalizatien: Direct mail can address the custemer persenally depending en
previeus experience based en the stered database.

3. Optimizatien: Because of its direct respense nature, the marketing campaign can
be tested and varied te ebtain the eptimal result.

4. Accumulatien: Respenses can be added te the database allewing fer future mailings
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te be even better targeting.
5. Flexibility: Direct mail campaign can be meunted quickly en a variety ef tepics of
everall premetien campaign.

DISADVANTAGES OF DIRECT MAIL

1. Cest: The cest per theusands will be higher than almest any ether ferm ef mass
premetien (Altheugh the wastage rate will may be much lewer)

2. Peer Quality Lists:The mailing list may initially be ef peer quality, (With duplicate
names and eld addresses) They maybe expensive te clean and may be centribute te
effending custemer.

3. Relatively lack ef develepment: The techniques ef direct mail, even new,
unsephisticated and this may mean that the medium is less effectively used.

4. Seme individual ept eut ef direct mailing and yeu may net send them mails te
their addresses.

The greatest disadvantage in terms ef censumer marketing is the peer image that direct
mail helds. Its pepular descriptien, as “jJunk mail” is well deserved and histerically accurate.
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Media Strategy

“A medium is a channel er a system eof cemmunicatien such as newspapers er radie
A vehicle is a specific carrier within the channel”

Messagesent [— MEDIA —» | Message received

In the precess of transmissien, the advertiser tries different kinds ef media te wee the
masses. It ceuld be newspaper, magazine, TV er radie. The majer advertising media
include.

In develeping a media plan, three basic media strategies
(i) the natienal plan strategy,
(i) the key market plan strategy, and

(i) the skin plan strategy. The advertiser may use anyene of them er a cembinatien of all
the three strategies. We discuss these strategies hereunder:

1. The Natienal Plan Strategy:

This strategy is generally empleyed by these advertisers whe have natien wide market
fer their preducts and therefere they advertise naturally in an attempt te reach the
peeple living in every cerner of the natien. Such peeple are the target market fer the
advertiser. Frequently, media cheices fer such advertisers will be these, which are capable
of reaching large number ef censumers wherever lecated at lew cests per impressien.
Under this strategy, an advertiser seeks a large number ef impressiens either threugh
ene or d number of media vehicles. Usually, such advertisers cencentrate the advertising
in natienal magazines having a wide circulatien threugheut the ceuntry er en the netwerk
televisien. Mereever a cembinatien ef ether media including newspapers, radie, eutdeer,
advertising may be chesen. Such media-mix may suppert the natienal media advertising.
The natienal plan is usually empleyed after ene te expand distributien te natienal level.

2. The Key Market Plan Strategy:

Many advertisers are net interested in expanding the market fer their preducts
threugheut the ceuntry. Their strategy is te seek a substantial segment ef it and te
develep it with their full strength. The segment which the advertiser wants te reach may
be selected en the basis ef geegraphical units er censumer characteristics. A media
strategy based en divisien ef the market inte geegraphic segments may be called key
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market eor zene appreach.

There may be ether persens why the advertisers cheese key markets fer their advertising.
For example—(1) ene rig en may be the centre ef cempetitive situatien which the
advertiser wishes te meet threugh advertising. (2) Because ef their iselatien and
pepulatien cempesitien, ether areas may be chesen te be test areas fer the intreductien
of new preducts, new packages, er experimental advertising. These areas, in fact, will net
receive the same advertising treatment as ether regiens even theugh the advertiser is a
natien all advertiser.

3. The Skin Plan Strategy:

The previeus appreach (key market appreach) is based en the cencept of the segments of
the market based en the geegraphic lecatien. An alternative way ef appreaching
segmented market is te aim specific censumer greups regardless ef their geegraphic
lecatien. This appreach may be called ’skin plan

CAMPAIGN PLANNING, CREATIVITY AND PSYCHOLOGY IN ADVERTISING

Advertising is tee impertant an activity te be left unplanned. Advertising task is te be
speilled sut and its centributien te everall marketing effert is te be pre-decided. The
advertising pregramme is planned te fulfill certain ebjectives which are related te everall
market-ing ebjectives. Advertising plan is thus a part ef marketing strategy and is ce-
erdinated with the ether elements of marketing mix — persenal selling, sales premetien,
pricing, distributien and preduct.
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Research Input
Market Environment Feedback
Consumer Research '
Product Research

Marketing/Advertising

Strategy

Objectives

Target Audience Ad

Budgeting Allocation Effectiveness

Creative Strategy Studies

Co-ordination with
Marketing Effort

Execution
Creativity in
Execution — Copy
Layout and _
Production Ad
Media Vehicles
Scheduling
Budgeting

Effectiveness

Planning Advertisement Effort or Campaign Planning.

Advertising plan is based upen research which prevides inputs te strategic decisiens
pertaining te cepywriting, scheduling and budget-ing. After the campaign is run, research
prevides data te judge its effectiveness. Research thus prevides the feedback mechanism.

Advertising plans are geared te segmentatien, targeting and pesitiening strategies.

UNIT 5

SCHEDULING ADVERTISING

Scheduling is defined as the determinatien ef the time when each items ef preparatien

and executien sheuld be perfermed. The term scheduling has twe meanings in advertising
circles.

First meaning of the term is analegeus te the factery situatien. Precedures are
established within the agency set-up te make sure that creative werk is dene in time.
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In the secend meaning, the term scheduling is used te describe any activity clesely
related te the physical placement ef advertisements in the required media. When all the
specific media te be beught have been censidered, the jeb ef placing ads in these media
becemes simple. There are varieus ferms of media schedule; but everyene centains feur
basic elements. These are:

) The list of media in which the ad weuld appear;

i) The dates of insertien-airing er pesting

i) The space, time er ether units te be used; and

iv) The cest, circulatien figures, etc., are alse semetimes given.

The media schedule prevides a werk-sheet, against which the persen charged with the
respensibility ef actually placing the advertisements can check the eperatiens. The
schedule is a handy device te shew what the advertising pregramme of the cempany
centains.

METHODS FOR SCHEDULING MEDIA

After selecting the apprepriate media vehicles, the media planner decides h many space
or time units eof each vehicle te buy and schedules them fer lease user a peried of time
when censumers are mest apt te buy.

(1) Centinueus, Fighting, and Pulsing Schedules

Te build centinuity in a campaign, planners use three principal scheduling metheds:
centinueus, fighting, and pulsing.

In a centinueus schedule, advertising runs steadily and varies little ever the campaign
peried. It is the best way te build centinuity. Advertisers use this scheduling pattern fer
preducts censumers purchase regularly. Fer example, a cemmercial is scheduled en radie
statiens WTKO and WRBI fer an initial feur-week peried. Then, te maintain centinuity it
the campaign, additienal spets run centinueusly every week threugheut the year en
statien WRW.

Fighting alternates perieds of advertising with perieds of ne advertising. This
intermittent schedule makes sense fer preducts and services that experience large
fluctuatiens in demand threugheut the year (tax services, lawn care preducts, celd
remedies). The advertiser might intreduce the preduct with a feur-week flight and then
schedule three additienal feur-week flights te run during seasenal perieds later in the
year.
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The third alternative, pulsing, mixes centinueus and fighting strategies. As the censumer’s
purchasing cycle gets lenger, puttsing becemes mere apprepriate. The advertiser
maintains a lew level ef advertising all year but uses periedic pulses te "heavy up” during
peak selling perieds. This strategy is apprepriate fer preducts like seft drinks, which are
censumed all year but mere heavily in the summer.

(2) Additienal Scheduling Patterns

Fer high—ticket items that require careful censideratien, bursting—running the same
cemmercial every half heur en the same netwerk during prime time—can be effective. A
variatien is read blecking, buying air time en all three netwerks simultaneeusly. Chrysler
used this technique te give viewers the impressien that the advertiser was everywhere,
even if the ad shewed fer enly a few nights. Digital Equipment used a scheduling tactic
called blinking te stretch its slim ad budget. Te reach business executives, it fleeded the
airways en Sundays—en beth cable and netwerk channels—te make it virtually impessible
te miss the ads.

(3) Maximising Reach, Frequency, and Centinuity: The Art of Media Planning

Geed media planning is an art. The media planner must get the mest effective expesure
on a limited budget. The ebjectives of reach, frequency, and centinuity have an inverse
relatienship. Te achieve greater reach, seme frequency has te be sacrificed, and se en.
Research shews that all three are critical. Fer guidelines en determining the best reach,
frequency, centinuity, and pulsing cembinatiens, study.

Advertising Budget

A budget is a financial er Quantitative statement prepared prier te a definite peried of n;
of the pelicy te be perused during that peried er the purpese of achieving a given
ebjective

Advertising budget is a plan er expenditures te be incurred en the advertising campaign.
Advertisement budget is a functienal budget and setting the geals and ebjectives in
terms of inceme and expenditure en advertising during a specified peried. The
expenditure may be te meet the present expenses as well as future expenditure. In
advertising budget, budget decisiens explain the budget strategies and pregrammes.
Advertising budget cenverts advertising plan inte meney. Advertising expenditure is ne
lenger expenditure; it is new widely cenfident te be an investment. Like any ether
investment in a capital asset, an effective advertising campaign may increase the figure
sales, theugh, in the cencept of acceunting, it is still censidered te be a business expense.
In the mest elementary ferm, it states the preperly advertising expenditure and inferms
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and suggests the cempany management ef the anticipated cest ef executing the
advertising plan.

Thus, budgeting is a ferward plan ef any activity expressed in terms ef rupees, and
budgeting is the precess of this planning.

Therefere, the advertising budget is the cenversien of an advertising plan inte rupees;
and thus inferms the tep management ef the ameunt ef prepesed advertising expenditure
and its appertienment en the varieus advertising activities ef the cempany

ADVERTISING BUDGET PROCESS

1. Cellectien of data and preparatien ef budget: The advertising department is
respensible fer the planning ef advertising werk after getting infermatien frem varieus
seurces. Determining the size ef the future advertising apprepriatien is the first step in
preparing the advertising budget. The budget must be allecated ameng different market
segments, time perieds and geegraphical areas depending upen the market petential
within that segment, peried er area.

2. Presentatien and appreval ef the budget: The next step in the budget marking precess,
after it is develeped by the advertising head in censultatien with the agency persennel is
te present it befere the C. E. O fer appreval.

3. Budget executien: The impertant task undertaken fer this purpese is the purchase of
autherized time and space ever the media and the agency handles the jeb fer and en
behalf of advertiser. The cests of advertising preductien such as making televisien
cemmercials can alse be significant elements in the everall expenditure of advertising.
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Centrel of budget : It is the duty ef advertising manager te see whether actual
advertising expenditures ceincide with the budgeted expenditure er net A precedure
must be evelved which brings infermatien abeut current expenditure te the advertising

Collection of Data and Preparation of
Budget

'

Presentation and Approval of Budget

I

Budget Execution

'

Review and Control of Budget

manager.

Metheds ef Advertising Budget:

11

2,

3'

4,

5'

6.

70

8.

Objective & Task Methed
Maximum Afferdability Methed
Share of the Market Methed
Arbitrary Decisien Methed
Percentage of Sales Methed
Fixed sum per unit Methed
Other Methed

Cempetitive Parity Methed
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