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Advertising as a Component of 
Integrated Marketing Communication. 

Advertising is a critical component of Integrated Marketing Communication (IMC). 
IMC is a strategic approach that involves coordinating various communication tools and 
messages to deliver a unified and consistent message to target audiences. The goal of 
IMC is to create a seamless experience for the customer across all touchpoints. 

Advertising is an essential component of IMC, and it plays a vital role in building brand 
awareness, increasing sales, creating brand loyalty, reinforcing brand image, and 
differentiating from competitors. By integrating advertising with other communication 
tools, businesses can create a cohesive and effective communication strategy that 
delivers a unified message to their target audience. 

Advertising is one of the most visible and influential forms of communication in the IMC 
mix. It is a paid form of communication that is delivered through various media such as 
television, radio, newspapers, magazines, billboards, and digital channels like social 
media, search engines, and websites. 

Advertising can be used to achieve different objectives in an IMC strategy, such as 
increasing brand awareness, generating leads, driving sales, and building customer 
loyalty. By using advertising in conjunction with other promotional methods, the IMC 
strategy can be more effective in achieving these objectives. 

For example, an IMC strategy for a new product launch may include advertising on TV, 
radio, and social media platforms to create awareness and generate interest. Sales 
promotion tactics such as discounts or free samples may be used to encourage trial and 
purchase. Public relations efforts may involve media outreach and influencer 
partnerships to build credibility and generate buzz. Personal selling may be used to 
provide product demonstrations and answer customer questions. 

ADVERTISING can help businesses achieve several OBJECTIVES, including: 

 Building brand awareness: Advertising can help create awareness of a brand 
or product and increase its visibility. 

 Increasing sales: Advertising can stimulate demand for a product or service and 
encourage people to buy it. 

 Creating brand loyalty: Advertising can help build a strong emotional 
connection between the brand and its customers, leading to brand loyalty. 

 Reinforcing brand image: Advertising can help reinforce the brand’s image and 
position in the minds of consumers. 

 Differentiating from competitors: Advertising can help differentiate a brand 
from its competitors by highlighting its unique selling points. 

In an IMC strategy, advertising should be integrated with other communication tools 
such as public relations, sales promotions, direct marketing, and personal selling. This 
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integration helps ensure that all messages are consistent, reinforce each other, and 
create a unified brand experience for the customer. 

 

AIDA MODEL 

The AIDA model is a framework used in marketing and advertising to describe the 
stages that a consumer goes through before making a purchase decision. AIDA stands 
for Attention, Interest, Desire, and Action. Here’s a breakdown of each stage: 

Attention: The first step is to get the consumer’s attention. This can be achieved 
through eye-catching headlines, striking visuals, or attention-grabbing messages that 
resonate with the target audience. The goal is to stand out from the competition and 
make a memorable impression. 

Interest: Once you have the consumer’s attention, the next step is to pique their 
interest. This involves providing more information about the product or service, 
highlighting its features and benefits, and demonstrating how it can solve the 
consumer’s problem or meet their needs. 

Desire: The third step is to create a desire for the product or service. This is done by 
appealing to the consumer’s emotions, such as their desire for status, comfort, or 
security. Marketers can use testimonials, social proof, and other persuasive techniques 
to create a sense of urgency and drive the consumer towards making a purchase. 

Action: The final step is to get the consumer to take action. This can be achieved 
through a call-to-action (CTA) that encourages the consumer to make a purchase, sign 
up for a trial, or take some other desired action. The CTA should be clear, compelling, 
and easy to follow. 

AIDA Model 
Stage 

Description Promotional Mix Elements 

Attention 
Attracting the attention of 
the target audience 

Advertising, Personal Selling, Public 
Relations, Direct Marketing, Sales Promotion 

Interest 
Generating interest in the 
product or service 

Advertising, Personal Selling, Public 
Relations, Direct Marketing, Sales Promotion 

Desire 
Creating a desire for the 
product or service 

Advertising, Personal Selling, Public 
Relations, Direct Marketing, Sales Promotion 

Action 
Encouraging the target 
audience to take action 

Personal Selling, Direct Marketing, Sales 
Promotion 

 

  



UNIT – 4  SELLING & ADVERTISING 

Page 3 of 22 
 

 

Look at each stage of the AIDA model and how it aligns with the promotional mix: 

 Attention: This stage involves attracting the attention of the target audience. 
Advertising, personal selling, public relations, direct marketing, and sales 
promotion can all be used to create awareness and interest in the product or 
service. 

 Interest: Once the attention of the target audience has been captured, the next 
stage is to generate interest in the product or service. Advertising, personal 
selling, public relations, direct marketing, and sales promotion can all be used to 
provide more information about the product or service and highlight its features 
and benefits. 

 Desire: The desire stage involves creating a desire for the product or service in 
the mind of the target audience. Advertising, personal selling, public relations, 
direct marketing, and sales promotion can all be used to build emotional 
connections and communicate the unique selling proposition of the product or 
service. 

 Action: The final stage of the AIDA model is to encourage the target audience to 
take action, such as making a purchase or requesting more information. Personal 
selling, direct marketing, and sales promotion are often used to create a sense of 
urgency and provide incentives for the target audience to take action. 

Example of how the AIDA model might be used in a marketing campaign 

Let’s say a company is launching a new line of organic skincare products and wants to 
use the AIDA model to guide their marketing campaign. Here’s how they might apply 
the model to each stage of the customer journey: 

Attention: To attract the attention of the target audience, the company could use 
advertising, social media, and influencer partnerships. They might create eye-catching 
social media posts and ads that showcase the natural ingredients used in the skincare 
line, or work with popular influencers in the beauty industry to promote the products to 
their followers. 

Interest: Once the target audience has been exposed to the products, the company 
would want to generate interest in them. They could use personal selling through in-
store demonstrations or online consultations, as well as email marketing and direct mail 
campaigns to provide more information about the product line and its benefits. They 
might also use public relations to get coverage in beauty magazines or blogs. 

Desire: To create desire for the products, the company could use advertising and social 
media to communicate the benefits of using organic skincare products, such as 
healthier skin and environmental sustainability. They could also use personal selling to 
address any concerns or questions potential customers may have, and offer samples to 
try out the products. 

Action: Finally, to encourage customers to take action and make a purchase, the 
company could use personal selling through follow-up calls or emails, as well as sales 
promotion tactics such as discounts or free gifts with purchase. They might also use 
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direct marketing to send targeted offers to potential customers who have shown interest 
in the products but haven’t made a purchase yet. 

DAGMAR Model 

The DAGMAR model is an acronym for Defining Advertising Goals for Measured 
Advertising Results. It is a marketing communication model that was developed by 
Russell H. Colley in the late 1950s as a method for setting advertising objectives 
and measuring the effectiveness of advertising campaigns. The DAGMAR model is 
still widely used in marketing today. 

The DAGMAR model emphasizes the importance of setting specific communication 
objectives and measuring the effectiveness of advertising campaigns against these 
objectives. It provides a clear framework for planning and evaluating advertising 
campaigns and can be useful for marketers in developing effective marketing 
communication strategies. 

The Basic concept of the DAGMAR model is that advertising objectives should be 
clearly defined and specific, so that the success of advertising campaigns can be 
measured and evaluated. The model emphasizes the importance of setting clear 
communication objectives for advertising, which should be based on the target 
audience’s current knowledge, attitudes, and beliefs about the product or service being 
advertised. 

DAGMAR objectives should be specific and measurable, so that the success of the 
advertising campaign can be evaluated against these objectives.  

Examples of DAGMAR objectives might include: 

 Increase brand awareness among the target audience by 20% within the next 3 
months. 

 Increase website traffic by 50% within the next 6 months. 
 Increase sales of the product by 10% within the next quarter. 

The DAGMAR Model consists of Four Main Stages: 

 Awareness: The first stage is to create awareness of the product or service 
among the target audience. The objective is to increase the target audience’s 
knowledge of the product or service and create a favorable attitude towards it. 

 Comprehension: The second stage is to ensure that the target audience 
understands the key features and benefits of the product or service. The 
objective is to provide the target audience with enough information to form a 
positive opinion of the product or service. 

 Conviction: The third stage is to convince the target audience that the product or 
service is the best choice for them. The objective is to create a preference for the 
product or service among the target audience. 
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 Action: The fourth and final stage is to encourage the target audience to take 
action and purchase the product or service. The objective is to create a sense of 
urgency and provide incentives for the target audience to make a purchase. 

 

DAGMAR APPROACH AND PHASES 

The DAGMAR approach is a method for setting and measuring the effectiveness of 
advertising objectives. It stands for Defining Advertising Goals for Measured Advertising 
Results, and it was first introduced by Russell Colley in 1961. 

The DAGMAR approach is a step-by-step process that involves four 
phases: 

 Definition of objectives: In this phase, the marketing team defines the specific 
advertising objectives that the campaign will aim to achieve. These objectives 
should be specific, measurable, and attainable, and they should be based on the 
target audience’s current knowledge, attitudes, and beliefs about the product or 
service being advertised. 

 Definition of the target audience: In this phase, the marketing team identifies 
the target audience for the advertising campaign. This involves defining the 
demographic and psychographic characteristics of the audience and 
understanding their needs, wants, and preferences. 

 Definition of the message: In this phase, the marketing team develops the 
advertising message that will be used to communicate with the target audience. 
The message should be clear, compelling, and relevant to the target audience’s 
needs and preferences. 

 Measurement of results: In this final phase, the marketing team measures the 
effectiveness of the advertising campaign against the defined objectives. This 
involves tracking key performance indicators (KPIs), such as reach, engagement, 
conversion rates, and sales, and making adjustments to the campaign based on 
the results. 

Advantages of DAGMAR approach: 

 Specific and Measurable Objectives: DAGMAR approach helps in setting 
specific, measurable and attainable objectives for the advertising campaign. This 
makes it easier for marketers to evaluate the success of their campaigns. 

 Systematic and Structured Process: The DAGMAR approach provides a 
systematic and structured process for planning, implementing and evaluating 
advertising campaigns. This ensures that all aspects of the campaign are 
considered and addressed. 

 Helps in Targeting the Right Audience: The DAGMAR approach involves 
identifying and defining the target audience for the advertising campaign. This 
helps in tailoring the advertising message to the specific needs and preferences 
of the target audience. 
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 Cost-effective: The DAGMAR approach is a cost-effective way of advertising as 
it helps in ensuring that advertising resources are used efficiently and effectively. 

Disadvantages of DAGMAR approach: 

 Complex Process: The DAGMAR approach is a complex and time-consuming 
process that requires a lot of planning, research and analysis. This may not be 
feasible for small businesses with limited resources. 

 Limited Focus: The DAGMAR approach focuses mainly on the cognitive aspect 
of advertising and may not take into account other factors that may influence 
consumer behavior, such as emotional or social factors. 

 Overemphasis on Measuring Results: The DAGMAR approach places a lot of 
emphasis on measuring the effectiveness of advertising campaigns. This may 
lead to an overemphasis on short-term results at the expense of long-term brand 
building and relationship building with consumers. 

 Limited Scope: The DAGMAR approach is limited to the advertising aspect of 
marketing communication and may not take into account other aspects such as 
sales promotions, public relations and personal selling. 

 

Advertising Media, Types (Print, Outdoor, 

Electronic and other), Characteristics, Merits 

and Limitations of each media Type. 

Advertising media refers to the channels or vehicles through which advertising 
messages are delivered to the target audience. Advertising media can include a wide 
range of communication channels, such as television, radio, newspapers, magazines, 
billboards, social media, email, and mobile devices. 

The choice of advertising media is an important decision for marketers, as it determines 
how the advertising message will be delivered to the target audience. Marketers must 
consider various factors when selecting advertising media, including the target 
audience, budget, message, reach, frequency, and effectiveness. 

Different advertising media have different strengths and weaknesses. For example, 
television advertising can be highly effective in reaching a large audience quickly, but it 
can also be very expensive. On the other hand, social media advertising can be 
relatively inexpensive and highly targeted, but it may not be as effective in reaching 
older or less tech-savvy audiences. 
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How to choose the Right Advertising Channel or Media? 

Choosing the right advertising channel or media involves considering several factors 
that can influence the effectiveness of the advertising campaign. Here are some steps 
to help you choose the right advertising channel or media: 

 Define Your Target Audience: Identify who your target audience is, their 
demographics, interests, and behavior. This will help you select the media that 
your target audience is most likely to use. 

 Set Your Advertising Objectives: Define your advertising objectives, such as 
increasing brand awareness, driving website traffic, or boosting sales. Your 
objectives will help you determine which media will be most effective in achieving 
your goals. 

 Determine Your Budget: Consider your budget and how much you can afford to 
spend on advertising. Some media can be expensive, while others are more 
affordable. 

 Consider Reach and Frequency: Determine the reach and frequency of the 
media you are considering. Reach refers to the number of people who will see 
your ad, while frequency refers to how often they will see it. You should aim for a 
balance between reach and frequency. 

 Evaluate Effectiveness: Evaluate the effectiveness of the advertising channel or 
media based on previous campaigns, industry benchmarks, and customer 
feedback. 

 Monitor and Adjust: Monitor the performance of your advertising campaign and 
make adjustments as necessary to improve its effectiveness. 

Importance of Advertising Media 

Advertising media plays a crucial role in the success of advertising campaigns. Here are 
some reasons why advertising media is important: 

 Reaching the Target Audience: Advertising media enables advertisers to reach 
their target audience through the channels and platforms that their audience uses 
most. This helps in ensuring that the advertising message reaches the right 
people at the right time. 

 Building Brand Awareness: Advertising media helps to build brand awareness 
and familiarity among potential customers. Through repetition and exposure, 
advertising can help to establish a brand identity and make it more memorable. 

 Creating a Call to Action: Advertising media can create a call to action that 
encourages potential customers to take action, such as visiting a website, 
making a purchase, or requesting more information. 

 Building Trust and Credibility: Advertising media can help to build trust and 
credibility with potential customers. By using trusted and respected media 
channels, advertisers can increase their brand’s perceived reliability and 
authority. 

 Generating Revenue: Effective advertising campaigns can generate revenue by 
increasing sales, attracting new customers, and retaining existing ones. 
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Measuring impact of advertising media 

Measuring the impact of advertising media can be a complex process that involves a 
variety of metrics and tools. Some of the key metrics used to measure the impact of 
advertising media include: 

1. Reach: This refers to the number of people who are exposed to the advertising 
message. Reach can be measured through metrics such as impressions (the 
number of times an ad is viewed) or unique visitors (the number of individual 
people who view the ad). 

2. Frequency: This measures how often people are exposed to the advertising 
message. High frequency can increase brand awareness and recall, but too 
much frequency can lead to ad fatigue and annoyance. 

3. Engagement: This measures how people interact with the advertising message. 
Metrics such as click-through rate (CTR), time spent on a website, or social 
media likes and shares can indicate how engaged people are with the ad. 

4. Conversion: This measures how many people take action as a result of seeing 
the advertising message. This could include making a purchase, filling out a 
form, or signing up for a newsletter. 

5. Return on Investment (ROI): This measures the financial impact of the 
advertising campaign. It compares the cost of the campaign to the revenue 
generated as a result of the campaign. 

PRINT MEDIA Characteristics, Merits and Limitations 

Print media refers to any form of media that is printed on paper, including newspapers, 
magazines, books, and brochures. Here are some characteristics, merits, and 
limitations of print media: 

Characteristics: 

 Tangibility: Print media is tangible, which means it can be held in one’s hands 
and physically interacted with. 

 Permanence: Printed materials have a longer lifespan than digital media. Books, 
newspapers, and magazines can be saved and read at any time. 

 Credibility: Print media has a reputation for being trustworthy, especially when it 
comes to news and journalism. 

 Targeting: Print media can target specific audiences based on demographic and 
geographic factors. 

Merits: 

 High Quality: Print media is known for its high-quality production, with clear 
images, sharp text, and vibrant colors. 

 Credibility: Print media is still considered more credible than digital media in 
many circles. 

 Longevity: Print media has a longer lifespan than digital media, with books and 
magazines being passed down from generation to generation. 
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 Tangibility: Print media can be held in one’s hands, which makes it easier to read 
and interact with. 

Limitations: 

 Cost: Printing and distributing print media can be expensive, which can make it 
difficult for small businesses or individuals to produce. 

 Limited Reach: Print media is limited to its physical distribution area, which can 
be a disadvantage for those trying to reach a wider audience. 

 Slow Production: The process of producing print media can be slow, with lead 
times of weeks or even months. 

 Environmental Impact: Print media can have a negative impact on the 
environment due to the use of paper and ink. 

OUTDOOR MEDIA Characteristics, Merits and Limitations 

Outdoor media, also known as out-of-home (OOH) advertising, refers to advertising that 
is placed outdoors or in public spaces, such as billboards, transit advertisements, and 
street furniture. Here are some characteristics, merits, and limitations of outdoor media: 

Characteristics: 

 Visibility: Outdoor media is highly visible and can reach a large number of 
people, often in high-traffic areas. 

 Location-specific: Outdoor media can be strategically placed to target specific 
geographic areas or demographics. 

 Creativity: Outdoor media allows for creativity in design and messaging, with the 
potential for eye-catching visuals and unique installations. 

 24/7 exposure: Outdoor media is visible 24/7 and can be seen by people at all 
times of the day. 

Merits: 

 High Reach: Outdoor media has a wide reach and can reach large audiences, 
making it an effective tool for brand awareness campaigns. 

 Cost-Effective: Outdoor media can be a cost-effective form of advertising, with 
long-term contracts often leading to lower costs. 

 High Impact: Outdoor media can make a strong impact on consumers due to its 
large size and visibility. 

 Flexibility: Outdoor media can be adapted to various formats, including 
billboards, transit ads, and street furniture. 

Limitations: 

 Limited Messaging: Outdoor media typically has limited space for messaging, 
which can make it difficult to convey detailed or complex information. 

 Environmental Factors: Outdoor media can be affected by weather conditions, 
and may require maintenance to remain in good condition. 
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 Limited Targeting: While outdoor media can be strategically placed, it may not be 
able to target specific audiences as effectively as other forms of advertising. 

 Safety Concerns: Outdoor media installations may require permits or 
permissions, and can pose safety concerns if not properly installed or 
maintained. 

 

ELECTRONIC MEDIA Types Characteristics, Merits and Limitations 

Electronic media refers to various forms of digital communication, including television, 
radio, internet, and social media. Here are some characteristics, merits, and limitations 
of electronic media: 

Characteristics: 

 Interactive: Electronic media is interactive, allowing for two-way communication 
between the audience and the content. 

 Wide reach: Electronic media has a wide reach, with the potential to reach large 
audiences both nationally and internationally. 

 Instantaneous: Electronic media can deliver information in real-time, allowing for 
up-to-the-minute news and updates. 

 Multimedia: Electronic media can incorporate various forms of media, including 
text, images, audio, and video. 

Merits: 

 High Reach: Electronic media can reach a large number of people, making it an 
effective tool for reaching mass audiences. 

 Low cost: Electronic media can be a cost-effective form of advertising compared 
to traditional media like print and outdoor advertising. 

 Targeting: Electronic media can target specific audiences based on demographic 
and geographic factors, increasing the effectiveness of advertising campaigns. 

 Measurability: Electronic media allows for easy tracking and measurement of 
audience engagement and response. 

Limitations: 

 Short attention span: Electronic media audiences tend to have shorter attention 
spans, which can make it difficult to convey complex or detailed information. 

 Technical issues: Electronic media can be subject to technical issues such as 
buffering, signal loss, and compatibility issues. 
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Advertising 
Medium 

Characteristics Merits Limitations 

Print 
Uses ink and paper to 
convey messages 

High-quality images 
and text 

Limited reach and audience 
targeting 

Outdoor 
Displays advertising in 
public spaces 

High visibility and 
frequency 

Limited message length and 
audience targeting 

Electronic 
Uses digital devices to 
convey messages 

Wide reach and 
audience targeting 

May be intrusive or ignored by 
audiences 
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MEDIA PLANNING, selection of media category; 

their reach, frequency, impact, cost and other factors 

influencing media choice. 

Media planning is the process of identifying and selecting the most appropriate 
advertising channels or media to reach a target audience in the most effective and 
efficient manner. It involves analyzing market research and consumer behavior to 
determine the most effective media to use, developing media objectives and strategies, 
and selecting the appropriate media mix to achieve the desired marketing objectives. 

Different definitions and concepts related to media planning include: 

 Media Mix: This refers to the combination of different media channels or 
platforms used in an advertising campaign. A media mix may include print, 
television, radio, online, social media, outdoor, and other forms of advertising. 

 Media Objectives: These are specific goals or outcomes that an advertising 
campaign aims to achieve through the use of different media channels. 
Examples of media objectives include increasing brand awareness, driving 
website traffic, or generating sales leads. 

 Reach: This refers to the total number of people who are exposed to an 
advertising message through a particular media channel. Reach is often used as 
a key metric in media planning to determine the potential audience size and the 
overall impact of an advertising campaign. 

 Frequency: This refers to the number of times a target audience is exposed to 
an advertising message through a particular media channel. Frequency is 
important in media planning as it can affect the effectiveness and impact of an 
advertising campaign. 

 Cost Per Thousand (CPM): This is a metric used in media planning to compare 
the relative cost of different media channels. CPM is calculated as the cost of 
advertising divided by the number of impressions or views, multiplied by 1,000. 

 Target Audience: This refers to the specific group of consumers that an 
advertising campaign is aimed at reaching. Understanding the characteristics, 
behaviors, and preferences of the target audience is crucial in media planning, as 
it can inform the selection of the most effective media channels and messaging. 

MEDIA PLANNING PROCESS 

The media planning process generally involves the following steps: 

 Defining Advertising Goals: The first step is to identify the overall advertising 
goals and objectives of the campaign. This includes defining the target audience, 
desired message, and key performance indicators (KPIs) to measure success. 

 Conducting Market Research: The next step is to conduct market research to 
gather information about the target audience, including demographics, behavior, 
and media consumption habits. This research helps to identify the most effective 
media channels to reach the target audience. 
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 Setting Media Objectives: Based on the market research, media objectives are 
set, which outline the specific goals to be achieved through the use of different 
media channels. For example, media objectives might include increasing brand 
awareness, generating leads, or driving website traffic. 

 Developing Media Strategies: Media strategies are developed to determine the 
most effective media channels and tactics to reach the target audience and 
achieve the media objectives. This involves selecting the appropriate media mix, 
determining the timing and frequency of media placements, and identifying the 
messaging and creative elements to be used. 

 Implementing the Plan: The media plan is then implemented, including 
negotiating rates with media vendors, booking ad placements, and executing 
creative elements. 

 Monitoring and Evaluating: Once the campaign is launched, it is monitored and 
evaluated to measure the success of the media plan and adjust it as necessary. 
KPIs are tracked, and results are analyzed to determine the effectiveness of 
different media channels and tactics. This information is then used to optimize 
the campaign and inform future media planning efforts. 

SELECTION OF MEDIA CATEGORY 

Selecting the appropriate media category involves identifying the most effective media 
channels to reach the target audience and achieve the campaign objectives. The 
selection process typically involves considering the following factors: 

 Audience Characteristics: Understanding the demographic, geographic, 
psychographic, and behavioral characteristics of the target audience is critical in 
selecting the most appropriate media channels. For example, if the target 
audience is primarily older adults who consume traditional media, print or 
television advertising may be more effective than digital or social media. 

 Reach and Frequency: Media channels differ in terms of their reach (the 
number of people who will be exposed to the message) and frequency (the 
number of times the message will be seen or heard). Depending on the 
campaign objectives, some media channels may be better suited for reaching a 
large audience, while others may be more effective for reaching a smaller, more 
targeted audience. 

 Cost and Budget: The cost of advertising varies widely depending on the media 
channel, with some channels (such as television and print) generally being more 
expensive than others (such as digital and social media). The campaign budget 
will also influence the selection of media channels, as some channels may be 
more cost-effective than others. 

 Timing and Seasonality: The timing of the campaign and the seasonality of the 
product or service being advertised may also influence the selection of media 
channels. For example, if the product is seasonal (such as winter clothing), 
advertising during the appropriate season may be more effective. 

 Competition and Industry Trends: The competitive landscape and industry 
trends should also be considered when selecting media channels. Understanding 
where competitors are advertising and how they are reaching the target audience 
can help inform media selection and avoid oversaturation in certain channels. 
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Media Category their Reach, Frequency 

The Reach and Frequency calculation is used to determine the potential impact and 
effectiveness of an advertising campaign across different media channels. Reach refers 
to the total number of people who are exposed to an advertising message, while 
frequency refers to the number of times that message is seen or heard. 

Here is an example of how Reach and Frequency can be calculated: 

Suppose a company wants to launch a new product and is considering advertising on 
television and online. The target audience is women aged 18-34 who are interested in 
fashion and beauty. The company has a budget of $100,000 to spend on advertising. 

REACH CALCULATION: 

To calculate the reach for each media channel, the following formula can be used: 

Reach = (Impressions / Universe) x 100 

Impressions refer to the number of times an advertisement is displayed to a viewer, 
while Universe is the total number of people who are potential viewers. For example, if a 
television advertisement is aired during a popular show and reaches 2 million viewers, 
and the total universe of potential viewers is 10 million, then the reach would be: 

Reach = (2,000,000 / 10,000,000) x 100 = 20% 

Similarly, if an online advertisement receives 500,000 impressions and the total 
universe of potential viewers is 5 million, then the reach would be: 

Reach = (500,000 / 5,000,000) x 100 = 10% 

Frequency Calculation: 

To calculate the frequency for each media channel, the following formula can be used: 

Frequency = Impressions / Reach 

For example, if the television advertisement receives 2 million impressions and has a 
reach of 20%, then the frequency would be: 

Frequency = 2,000,000 / 20 = 100 

Similarly, if the online advertisement receives 500,000 impressions and has a reach of 
10%, then the frequency would be: 

Frequency = 500,000 / 10 = 50 
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By calculating the reach and frequency for each media channel, the company can 
compare the potential impact and cost-effectiveness of each channel and determine the 
most effective media mix for their campaign. 

Impact, Cost and Other factors influencing media choice 

Media choice is a critical decision in the media planning process and involves selecting 
the most effective media channels to reach the target audience and achieve campaign 
objectives. Some of the factors that influence media choice include: 

 Impact: The impact of an advertising message is a key consideration when 
selecting media channels. Media channels with high impact are those that are 
most likely to capture the attention of the target audience and generate a desired 
response. For example, a television commercial during a popular prime-time 
show may have a higher impact than a print ad in a local newspaper. 

 Cost: The cost of advertising varies widely across media channels, and budget 
constraints often limit media choice. Some media channels, such as television 
and print, are generally more expensive than others, such as digital and social 
media. The cost-effectiveness of each channel should be evaluated to determine 
the most efficient use of the advertising budget. 

 Target audience: The characteristics of the target audience, including their 
demographics, psychographics, and behaviors, should be considered when 
selecting media channels. Different media channels reach different audience 
segments, and it is important to choose channels that align with the target 
audience’s preferences and habits. 

 Timing and seasonality: The timing of the campaign and the seasonality of the 
product or service being advertised may also influence the selection of media 
channels. For example, if the product is seasonal, such as winter clothing, 
advertising during the appropriate season may be more effective. 

 Competition: The competitive landscape should be considered when selecting 
media channels. Understanding where competitors are advertising and how they 
are reaching the target audience can help inform media selection and avoid 
oversaturation in certain channels. 

 Message type and format: The type and format of the advertising message may 
also influence media choice. Some message formats, such as video, are better 
suited for certain media channels, such as television and online video. The 
message type, such as informational or emotional, should also align with the 
media channel to optimize impact. 

 Measurement and analytics: The ability to measure and analyze the 
effectiveness of each media channel is critical in evaluating media choice. The 
availability of data on audience engagement, conversion rates, and other key 
performance indicators can inform future media planning decisions. 
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Problems in reaching Rural and Remote 

Audience. 

Rural and remote audiences are those who live in less densely populated areas and 

often have different media consumption habits and preferences compared to urban 

audiences. Media planners need to understand the characteristics of these audiences to 

effectively reach them with advertising messages. 

Considerations when targeting rural and remote audiences: 

 Limited media options: Rural and remote areas may have limited media 

options, with fewer television and radio stations, newspapers, and magazines. 

This can make it more challenging to reach these audiences through traditional 

media channels. However, digital and social media can provide new 

opportunities for reaching these audiences, as many rural and remote areas now 

have internet access. 

 Community-focused media: In rural and remote areas, community-focused 

media such as local newspapers, radio stations, and community bulletin boards 

can be more effective than mass media. These channels offer a more personal 

and localized approach, which can resonate better with rural and remote 

audiences. 

 Outdoor advertising: Outdoor advertising, such as billboards and posters, can 

be an effective way to reach rural and remote audiences. These audiences often 

spend more time traveling on roads and highways, making outdoor advertising 

an ideal way to reach them. 

 Language and cultural differences: Rural and remote audiences may have 

different language and cultural backgrounds, which can impact media 

consumption habits. Media planners need to understand these differences and 

consider targeted messaging and channels that align with the audience’s 

language and cultural preferences. 

 Seasonal fluctuations: In rural and remote areas, seasonal fluctuations can 

impact media consumption habits. For example, during harvest season, farmers 

may have less time for media consumption, while during the winter months, they 

may have more free time for media consumption. 

 Mobile devices: With the increase in mobile device usage, rural and remote 

audiences can now access digital and social media channels, providing new 

opportunities for advertising. However, mobile device usage may be limited in 

areas with poor internet connectivity. 
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Problems in reaching Rural and Remote Audience 

Reaching rural and remote audiences can pose unique challenges for media planners. 

Here are some of the problems they may face: 

 Limited media options: As mentioned earlier, rural and remote areas may have 

limited media options, which can make it difficult to reach these audiences 

through traditional media channels. 

 Poor internet connectivity: While mobile devices can provide new opportunities 

for reaching rural and remote audiences, poor internet connectivity can be a 

significant obstacle. Limited bandwidth and connectivity can impact the user 

experience and limit the effectiveness of digital and social media campaigns. 

 Low literacy rates: Rural and remote audiences may have lower literacy rates, 

which can limit the effectiveness of print media. Advertisers need to consider 

using visuals and other forms of multimedia to convey their message to these 

audiences. 

 Lack of cultural understanding: Rural and remote audiences may have 

different cultural backgrounds and preferences, which can impact media 

consumption habits. Advertisers need to understand these differences and adapt 

their messaging and channels accordingly. 

 Geographic dispersal: Rural and remote audiences are often spread out over 

large geographic areas, which can make it challenging to reach them with 

traditional media channels. Advertisers may need to consider using outdoor 

advertising or community-focused media to effectively reach these audiences. 

 Seasonal fluctuations: As previously mentioned, seasonal fluctuations can 

impact media consumption habits in rural and remote areas. Advertisers need to 

be aware of these fluctuations and adjust their campaigns accordingly. 

How to tackle them? 

Here are some ways that media planners can tackle the challenges of reaching rural 

and remote audiences: 

 Limited media options: Media planners should consider using a combination of 

traditional and digital channels to reach rural and remote audiences. This might 

include community-focused media, outdoor advertising, and digital and social 

media channels. By using a variety of channels, media planners can increase the 

chances of reaching these audiences. 

 Poor internet connectivity: Media planners can consider using offline media 

channels, such as radio and print media, which do not require an internet 
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connection. They can also optimize digital content for low bandwidth and slow 

connectivity. Additionally, media planners can consider working with internet 

service providers and telecommunication companies to improve internet 

connectivity in rural and remote areas. 

 Low literacy rates: Media planners can use visuals and other forms of 

multimedia to convey their message to rural and remote audiences. Advertisers 

should use clear and simple language, and avoid using technical jargon that 

might be difficult for these audiences to understand. 

 Lack of cultural understanding: Media planners should work with local experts 

and influencers to gain a better understanding of the culture and preferences of 

rural and remote audiences. This can help them develop messaging and 

campaigns that resonate with these audiences. 

 Geographic dispersal: Media planners can use outdoor advertising and 

community-focused media, such as local newspapers and radio stations, to 

reach rural and remote audiences. They can also consider using targeted digital 

advertising campaigns that are geographically focused. 

 Seasonal fluctuations: Media planners should be aware of seasonal 

fluctuations in media consumption habits and adjust their campaigns accordingly. 

For example, during harvest season, when farmers may have less time for media 

consumption, advertisers can use shorter and more targeted messaging to 

maximize their impact. 
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EVALUATION OF ADVERTISING 

EFFECTIVENESS: Importance, difficulties and 

methods of measuring advertising effectiveness. 

Advertising effectiveness refers to the ability of an advertising campaign or strategy to 
achieve its objectives, such as increasing brand awareness, generating sales, or 
changing consumer attitudes and behavior. 

The concept of advertising effectiveness is based on the idea that advertising should 
generate a positive return on investment (ROI) for the advertiser. In other words, the 
benefits of advertising should outweigh the costs. 

The effectiveness of an advertising campaign can be measured using a variety of 
metrics, such as reach, frequency, engagement, brand awareness, brand recall, 
purchase intent, and sales. These metrics can help advertisers determine whether their 
campaign is achieving its objectives and identify areas for improvement. 

It’s important to note that advertising effectiveness can vary depending on factors such 
as the target audience, the product or service being advertised, the media channels 
used, and the messaging and creative approach. An effective advertising campaign 
should be tailored to the specific needs and preferences of the target audience and 
should be based on a clear understanding of their attitudes, behaviors, and motivations. 

History of Advertising Effectiveness 

Advertising has been used as a means of communication for centuries, but the idea of 
measuring its effectiveness is a relatively new concept. The effectiveness of advertising 
can be measured in various ways, such as sales, brand awareness, recall, and 
engagement. 

In the early 20th century, advertising was primarily used to inform consumers about 
products and their benefits. However, with the advent of radio and television, advertising 
became more persuasive, with a focus on creating emotional connections with 
consumers. The effectiveness of advertising was measured in terms of its ability to 
persuade consumers to buy products. 

In the 1960s, the concept of brand awareness emerged as a key measure of advertising 
effectiveness. This was the result of the increasing importance of branding as a means 
of differentiation in a crowded marketplace. Advertisers began to measure the 
effectiveness of their campaigns in terms of their ability to increase brand recognition 
and recall. 

In the 1980s and 1990s, advertising effectiveness became more focused on sales, with 
the introduction of direct response advertising. This type of advertising was designed to 
generate an immediate response from consumers, such as making a purchase or 
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calling a phone number. The effectiveness of these campaigns was measured in terms 
of their return on investment (ROI). 

Today, advertising effectiveness is measured in a variety of ways, including brand 
awareness, recall, engagement, sales, and ROI. With the rise of digital advertising, new 
metrics have emerged, such as click-through rates, conversion rates, and social media 
engagement. 

Evaluation of advertising effectiveness 

Evaluating advertising effectiveness involves measuring the impact of an advertising 
campaign on the target audience and assessing whether it has achieved its objectives. 
Here are some key steps in evaluating advertising effectiveness: 

 Define objectives: The first step in evaluating advertising effectiveness is to 
clearly define the objectives of the campaign. These may include increasing 
brand awareness, generating leads or sales, improving brand perception, or 
changing consumer behavior. Objectives should be specific, measurable, 
achievable, relevant, and time-bound (SMART). 

 Establish metrics: Once objectives have been defined, advertisers need to 
establish metrics to measure the effectiveness of the campaign. These may 
include reach, frequency, engagement, brand awareness, brand recall, purchase 
intent, and sales. 

 Determine baseline metrics: Before launching the campaign, advertisers 
should determine baseline metrics to provide a benchmark for measuring the 
effectiveness of the campaign. This may involve conducting surveys or other 
research to measure the target audience’s attitudes, behaviors, and perceptions. 

 Monitor campaign performance: During the campaign, advertisers should 
monitor performance metrics to assess how well the campaign is achieving its 
objectives. This may involve tracking website traffic, social media engagement, 
or sales data. 

 Analyze results: Once the campaign is complete, advertisers need to analyze 
the results and compare them to the baseline metrics. This will help them 
determine whether the campaign was successful and identify areas for 
improvement. 

 Adjust strategy: Based on the analysis of the results, advertisers should adjust 
their strategy and messaging for future campaigns. This may involve tweaking 
the creative approach, targeting a different audience, or using different media 
channels. 

Importance of Advertising effectiveness 

 Return on investment (ROI): Advertising is an investment, and like any other 
investment, businesses need to see a return on that investment. Measuring the 
effectiveness of advertising allows businesses to determine whether their 
advertising campaigns are generating enough revenue to justify the cost. 

 Competitive advantage: Advertising effectiveness can help businesses gain a 
competitive advantage. By creating effective advertising campaigns, businesses 
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can increase brand awareness, differentiate themselves from their competitors, 
and attract new customers. 

 Improved decision-making: Measuring advertising effectiveness provides 
businesses with valuable insights that can inform future advertising campaigns. 
By analyzing data on consumer behavior and advertising performance, 
businesses can make more informed decisions about how to allocate their 
advertising budget and target their advertising efforts. 

 Brand building: Effective advertising can help build a strong brand identity, 
which is important for establishing customer loyalty and trust. By measuring the 
effectiveness of advertising campaigns, businesses can identify which messages 
resonate with their target audience and use that information to strengthen their 
brand. 

 Customer engagement: Advertising effectiveness can also help businesses 
improve customer engagement. By creating advertising campaigns that are 
relevant and engaging, businesses can encourage consumers to interact with 
their brand and develop a stronger emotional connection to their products or 
services. 

Difficulties of advertising effectiveness 

Measuring advertising effectiveness can be challenging due to several factors: 

 Multiple variables: Advertising effectiveness is influenced by multiple variables, 
such as the target audience, the type of media used, the timing of the campaign, 
and the message conveyed. It can be difficult to isolate the impact of advertising 
on consumer behavior from other factors that may be affecting it. 

 Complex consumer behavior: Consumer behavior is complex and can be 
influenced by a range of factors beyond advertising, such as personal 
preferences, social influences, and economic conditions. This makes it 
challenging to attribute changes in consumer behavior solely to advertising. 

 Limited data: Obtaining reliable data on advertising effectiveness can be 
difficult, particularly for small businesses or new products with limited marketing 
budgets. There may be a lack of data on consumer behavior or insufficient 
resources to gather meaningful data. 

 Short-term vs. long-term impact: Advertising can have both short-term and 
long-term effects on consumer behavior. While short-term effects, such as 
immediate sales or website visits, can be easily measured, long-term effects, 
such as brand loyalty or customer lifetime value, can be more challenging to 
quantify. 

 Changes in consumer behavior: Consumer behavior is constantly evolving, 
which can make it difficult to predict the impact of advertising on future behavior. 
As consumer preferences and attitudes change, advertising campaigns that were 
effective in the past may become less effective. 
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Methods of Measuring Advertising Effectiveness 

There are several methods for measuring advertising effectiveness, including: 

 Surveys: Surveys are a common method for measuring advertising 
effectiveness. Surveys can be used to measure consumer recall of advertising 
messages, brand awareness, brand perceptions, purchase intent, and other 
relevant metrics. 

 Sales data: Sales data is a direct measure of advertising effectiveness. By 
tracking sales before and after an advertising campaign, businesses can 
measure the impact of their advertising on revenue. 

 Website analytics: Website analytics can provide valuable insights into the 
effectiveness of digital advertising campaigns. Metrics such as website traffic, 
bounce rates, and conversion rates can be used to measure the impact of digital 
advertising on website visitors. 

 Social media analytics: Social media analytics can be used to measure the 
effectiveness of social media advertising campaigns. Metrics such as 
engagement rates, reach, and impressions can provide insights into the 
effectiveness of social media ads. 

 Focus groups: Focus groups can be used to obtain qualitative feedback on 
advertising campaigns. By gathering feedback from a group of consumers, 
businesses can gain insights into the effectiveness of their advertising messages 
and identify areas for improvement. 

 A/B testing: A/B testing involves creating two versions of an advertising 
campaign and measuring the effectiveness of each version. This can be used to 
determine which version of the campaign is more effective in achieving the 
desired outcomes. 

 Return on investment (ROI) analysis: ROI analysis involves measuring the 
cost of an advertising campaign against the revenue generated by the campaign. 
This can provide businesses with a clear understanding of the financial impact of 
their advertising efforts. 

 


