UNIT -3 SELLING & ADVERTISING

Advertising - Concept, Role, Functions, Scope
and Types, Advantages and Disadvantages

Advertising refers to the communication of a message about a product, service, or idea through
various media channels such as TV, radio, print, digital, or outdoor. It is a form of marketing
communication that aims to persuade or influence potential customers to take action, such as making
a purchase, trying a product, or changing their attitude towards a brand or idea.

The concept of advertising involves a strategic process of identifying target audiences, defining the
brand message, selecting appropriate media channels, creating compelling content and visuals, and
measuring the effectiveness of the campaign. The goal of advertising is to create awareness, generate
interest, and stimulate demand for the product or service being advertised.

Advertising can take many forms, such as print ads in newspapers and magazines, commercials on
TV and radio, billboards and posters, social media ads, search engine ads, and more. The messaging
and creative elements of an advertisement can vary widely, from humorous and entertaining to
emotional and informative.

Effective advertising involves a deep understanding of the target audience, the product or service
being advertised, and the competitive landscape. It requires a creative and strategic approach to
messaging and visual design, as well as a focus on measuring and optimizing the results of the
campaign. Ultimately, successful advertising can help businesses build brand awareness, increase
sales and revenue, and create a positive image and reputation in the minds of their customers.

Advertising Role

Advertising plays several important roles in the world of marketing and business. Here are some of
the key roles that advertising can serve:

o Creating awareness: Advertising can help introduce a product or service to potential
customers who may not have been aware of it previously. By raising awareness, advertising
can generate interest and stimulate demand for the product or service.

« Building brand identity: Advertising can help create a distinctive brand identity for a
company or product, by associating it with certain values, attributes, or benefits. Effective
advertising can help establish a brand’s personality, voice, and tone, and differentiate it from
competitors.

o Communicating product benefits: Advertising can help communicate the unique features
and benefits of a product or service to potential customers. By highlighting the benefits,
advertising can persuade customers to consider the product or service and potentially make a
purchase.

e Shaping consumer attitudes and perceptions: Advertising can help shape the way
customers perceive a brand or product. By using persuasive messaging, emotional appeals,
and memorable visuals, advertising can influence how customers think and feel about a
product or brand.

« Increasing sales and revenue: Effective advertising can lead to increased sales and revenue
for a business. By generating interest, building awareness, and communicating product
benefits, advertising can help drive customer acquisition and retention.
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e Supporting other marketing efforts: Advertising can complement other marketing efforts,
such as public relations, social media, and promotions. By working together with other
marketing tactics, advertising can help create a consistent and integrated marketing message.

Advertising Functions

Advertising serves several important functions in the world of marketing and business. Here are
some of the key functions that advertising can serve:

Informing: Advertising can inform potential customers about a product or service, including
its features, benefits, and pricing. By providing information, advertising can help customers
make informed purchase decisions.

e Persuading: Advertising can persuade potential customers to consider a product or service,
by highlighting its unique benefits, solving a problem, or creating a need. By using
persuasive messaging and visuals, advertising can influence customer behavior.

o Reminding: Advertising can remind customers about a product or service, by maintaining a
consistent presence in the marketplace. By reminding customers about a product, advertising
can help build brand awareness and increase customer retention.

« Building brand identity: Advertising can help establish and reinforce a brand’s identity, by
associating it with certain values, attributes, or benefits. By creating a distinctive brand
identity, advertising can differentiate a brand from competitors and create customer loyalty.

o Generating demand: Advertising can stimulate demand for a product or service, by creating
interest and desire among potential customers. By generating demand, advertising can help
increase sales and revenue for a business.

e Supporting sales efforts: Advertising can support sales efforts by creating a positive

perception of a product or service in the minds of potential customers. By providing

information and generating interest, advertising can help sales teams close deals and increase
revenue.

Advertising Scope

The scope of advertising refers to the range of activities and functions involved in creating,
delivering, and measuring advertising messages.

The scope of advertising is constantly evolving, as new technologies and media channels emerge.
For example, the rise of social media has created new opportunities for advertising, such as
influencer marketing and social media advertising. As advertising continues to evolve, its scope will
likely expand to encompass new forms of media and new approaches to engaging with consumers.

The Scope of advertising includes:

e Advertising research: Conducting research to understand consumer behavior, identify target
audiences, and assess the effectiveness of advertising campaigns.

e Advertising strategy: Developing a strategic plan for advertising, including defining the
target audience, selecting appropriate media channels, creating a messaging platform, and
setting campaign objectives.

« Advertising creative: Developing creative content and visuals that communicate the brand
message and resonate with the target audience.
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e Advertising media planning and buying: Selecting appropriate media channels to deliver
the advertising message, negotiating rates, and purchasing ad space.

e Advertising production: Producing and delivering advertising content across various media
channels, such as TV, radio, print, digital, and outdoor.

o Advertising evaluation and optimization: Measuring the effectiveness of advertising
campaigns, analyzing data, and optimizing future campaigns based on insights and
performance metrics.

Advertising Types

There are several types of advertising, each of which serves a different purpose and can be delivered
through different media channels. Here are some common types of advertising:

e Print advertising: This includes ads in newspapers, magazines, brochures, flyers, and other
printed materials.

e Broadcast advertising: This includes ads on TV and radio, as well as cinema and outdoor
advertising.

e Online advertising: This includes ads on websites, social media platforms, search engines,
and mobile apps.

e Outdoor advertising: This includes billboards, posters, banners, and other outdoor signage.

« Direct mail advertising: This includes physical mailings, such as flyers, postcards, and
catalogs, delivered directly to consumers’ mailboxes.

e Product placement: This involves integrating a product or brand into a TV show, movie, or
other form of media content.

e Influencer marketing: This involves partnering with social media influencers or bloggers to
promote a product or brand to their followers.

« Native advertising: This involves creating sponsored content that blends in with the non-
sponsored content on a website or social media platform.

o Guerrilla marketing: This involves using unconventional and often low-cost tactics to
promote a product or brand, such as flash mobs or street performances.

Advantages of advertising:

« Builds brand awareness: Advertising can help businesses build brand awareness by getting
their name and message in front of potential customers.

e Increases sales: Effective advertising can increase sales and revenue for businesses by
encouraging people to buy their products or services.

o Targets specific audiences: Advertising can be targeted to specific audiences based on
demographics, interests, and behavior, allowing businesses to reach the right people with
their message.

o Builds customer loyalty: Advertising can help build customer loyalty by reinforcing a
brand’s message and values, and creating an emotional connection with customers.

e Supports sales efforts: Advertising can support sales efforts by creating a positive
perception of a product or service in the minds of potential customers.

Disadvantages of advertising:

o Cost: Advertising can be expensive, particularly for businesses with limited budgets.
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« Can be ignored: Many people ignore or tune out advertising, making it difficult for
businesses to get their message across.

o Ineffective messaging: Poorly crafted advertising messages can be ineffective, and may even
have a negative impact on a brand’s reputation.

« Ethical concerns: Some forms of advertising may be considered unethical, such as false or
misleading claims, or targeting vulnerable groups.

o Over-saturation: With so much advertising in the marketplace, it can be difficult for
businesses to stand out and get their message heard.

Economic, Social, Legal and Ethical aspects of
Advertising

Advertising has economic, social, legal, and ethical aspects that businesses need to consider when
creating and delivering advertising messages. Here’s a detailed explanation of each aspect:

Economic aspect:

Advertising plays a critical role in the economy by stimulating demand for goods and services,
which in turn drives business growth and job creation. Advertising helps businesses compete in the
marketplace by differentiating their products and services from those of their competitors. However,
advertising can be costly, and businesses need to carefully evaluate the return on investment for their
advertising dollars.

Social aspect:

Advertising can have a significant impact on society by shaping people’s perceptions and attitudes
toward products and brands. Advertising can reinforce social norms and values, but it can also
perpetuate stereotypes or promote unhealthy behaviors. Businesses have a responsibility to ensure
that their advertising messages are socially responsible and do not harm individuals or communities.

Legal aspect:

Advertising is subject to a range of laws and regulations, including those related to false or
misleading claims, privacy, and intellectual property. Businesses need to ensure that their advertising
messages comply with these laws and regulations, or risk facing legal consequences.

Ethical aspect:

Advertising can raise ethical concerns, such as promoting products that are harmful or targeting
vulnerable groups. Businesses need to ensure that their advertising messages are ethical and do not

violate consumers’ rights or exploit their vulnerabilities. This includes being transparent about
product claims, respecting consumers’ privacy, and avoiding stereotypes or offensive content.
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Here are some examples of economic, social, legal, and ethical aspects of advertising:

Economic aspect: A business might create an advertising campaign to promote a new product or
service, with the aim of increasing sales and revenue. For example, a retail store might use
advertising to promote a sale or discount, with the hope of attracting more customers and generating
more revenue.

Social aspect: An advertisement might perpetuate a harmful stereotype, such as one that reinforces
gender roles or promotes unhealthy body image. For example, an advertisement for a weight loss
product that features an overly thin model might contribute to the societal pressure to conform to
unrealistic beauty standards.

Legal aspect: A business might face legal consequences if their advertising messages are found to
be false or misleading. For example, a dietary supplement company that makes unsubstantiated
claims about the health benefits of their product might be subject to legal action from consumers or
regulatory bodies.

Ethical aspect: An advertisement might exploit a vulnerable group, such as children or the elderly.
For example, an advertisement for sugary cereal aimed at children might use tactics such as bright
colors and cartoon characters to appeal to their emotions and bypass their critical thinking skills.

Advertising laws INDIA

In India, advertising is regulated by a number of laws and regulations that cover various aspects of
economic, social, legal, and ethical considerations. Here are some examples:

Economic aspect: The Advertising Standards Council of India (ASCI) is a self-regulatory
organization that regulates the content of advertising in India. The ASCI has a code of advertising
that requires advertisements to be truthful, honest, and not misleading. This code helps to ensure that
advertising is economically responsible and not deceptive.

Social aspect: India has laws that prohibit advertising that is offensive or harmful to public decency,
morality, or religious sentiments. For example, the Cable Television Networks (Regulation) Act,
1995, prohibits the transmission of any program that is obscene, defamatory, or likely to incite
violence or promote any activity that is illegal.

Legal aspect: India has laws that protect consumers from false or misleading advertising. The
Consumer Protection Act, 2019, provides for the establishment of consumer courts to adjudicate
disputes related to unfair trade practices and misleading advertisements. Additionally, the Indian
Penal Code contains provisions that make it illegal to make false statements or representations in
advertising.

Ethical aspect: The ASCI code of advertising also includes provisions that address ethical
considerations, such as the prohibition of advertisements that exploit the superstitions of consumers,
or advertisements that are likely to cause grave or widespread offense. Additionally, the Advertising
Code of Ethics, developed by the Indian Broadcasting Foundation, prohibits advertisements that are
likely to cause harm or distress to children.
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Advertising Appeals Meaning, Types and
Methods, Advantages and Disadvantages

Advertising appeals refer to the specific strategies or approaches that advertisers use to grab the
attention of their target audience and persuade them to take action, such as making a purchase, trying
a product or service, or changing their behavior. Advertising appeals are essentially the “hooks” that
advertisers use to make their messages more compelling and memorable. There are many different
types of advertising appeals, ranging from emotional appeals to rational appeals to humorous
appeals.

Examples of advertising appeals include:

« Emotional appeals: These appeals use emotions such as fear, happiness, sadness, or anger to
capture the audience’s attention and create a connection with the brand or product. For
example, an advertisement for a health insurance policy might use fear of medical
emergencies to motivate people to sign up for coverage.

« Rational appeals: These appeals use logic and reason to persuade the audience that a
particular product or service is superior to others in the market. For example, an
advertisement for a car might focus on its fuel efficiency, safety features, and affordability.

o Humorous appeals: These appeals use humor or satire to make the advertisement more
entertaining and memorable. For example, an advertisement for a snack food might use a
funny scenario to create a positive association with the product.

o Celebrity appeals: These appeals use celebrities or well-known public figures to endorse a
product or service, with the aim of leveraging their popularity or credibility to convince
consumers to try it. For example, a popular athlete might endorse a sports drink, or a famous
actor might promote a luxury car brand.

Advertising Appeals Types and Methods

There are many types of advertising appeals, and advertisers often use a combination of them to
make their messages more compelling and memorable. Here are some of the most common types of
advertising appeals:

Emotional Appeals:

These appeals target the consumer’s emotions such as fear, happiness, sadness, or anger to create a
connection with the brand or product. Advertisements that evoke emotions are often more
memorable and effective at persuading consumers to take action.

Features of emotional appeals in advertising:

e Targeting Emotions: Emotional appeals aim to connect with the emotions of the audience,
such as happiness, sadness, fear, anger, or surprise. Advertisers use emotions to create a
memorable and powerful experience that resonates with the consumer.

e Using Imagery and Storytelling: Advertisers often use vivid imagery or storytelling to
create an emotional connection with the audience. They use relatable characters, situations,
or scenarios to create a sense of empathy or identification with the audience.
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« Eliciting a Response: Emotional appeals aim to elicit a specific response from the audience,
such as feeling inspired, moved, or motivated. Advertisers use this response to influence the
behavior of the audience, such as purchasing a product or taking a specific action.

« Building Brand Loyalty: Emotional appeals can be effective in building brand loyalty, as
consumers often associate positive emotions with the brand. Emotional connections to a
brand can lead to long-term customer loyalty and repeat business.

o Appealing to Values: Emotional appeals often appeal to the values of the audience, such as
family, community, or social responsibility. Advertisers use this method to create a positive
association between the product or brand and these values.

Rational Appeals:

These appeals use logic and reason to persuade the audience that a particular product or service is
superior to others in the market. For example, an advertisement for a car might focus on its fuel
efficiency, safety features, and affordability.

Features of rational appeals in advertising:

« Focusing on Benefits: Rational appeals typically focus on the benefits of a product or
service, such as quality, performance, or cost-effectiveness. Advertisers use this method to
convince the audience that the product or service is the best choice based on objective
criteria.

« Using Facts and Figures: Rational appeals often use facts and figures to support their
claims, such as statistics, research data, or testimonials. Advertisers use this method to
provide objective evidence to back up their arguments.

o Comparing to Competitors: Rational appeals can also compare the product or service to
competitors, highlighting the advantages or superior features of the advertised product.
Advertisers use this method to position the product or service as the best choice in the
market.

e Encouraging Analysis: Rational appeals aim to encourage the audience to analyze the
information presented and make a rational decision based on objective criteria. Advertisers
use this method to appeal to the logical and rational side of the audience.

o Building Credibility: Rational appeals can help build credibility for the brand or product, as
they rely on objective evidence and logical arguments. Advertisers use this method to
establish the trustworthiness and reliability of the product or brand.

Humorous Appeals:

These appeals use humor or satire to make the advertisement more entertaining and memorable. For
example, an advertisement for a snack food might use a funny scenario to create a positive
association with the product.

Features of humorous appeals in advertising:

« Entertaining: Humorous appeals aim to entertain the audience by using humor, wit, or irony.
Advertisers use this method to create a positive and enjoyable experience for the audience.

e Memorable: Humorous appeals can be memorable, as people tend to remember things that
make them laugh or smile. Advertisers use this method to create a lasting impression on the
audience.
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« Positive Association: Humorous appeals can create a positive association between the
product or brand and humor, making the brand more likable and approachable. Advertisers
use this method to build a strong brand identity.

« Attention-Grabbing: Humorous appeals can be attention-grabbing, as people tend to pay
attention to things that are funny or amusing. Advertisers use this method to capture the
audience’s attention and create interest in the product or service.

« Differentiation: Humorous appeals can differentiate the brand or product from competitors,
as humor is a unique and distinct feature that not all brands use. Advertisers use this method
to stand out in the market and create a competitive advantage.

Fear Appeals:

These appeals use fear to motivate consumers to take action, such as buying a product or changing a
behavior. For example, an advertisement for a home security system might show a home invasion to
create a sense of urgency for the consumer to take action.

Features of fear appeals in advertising:

« ldentifying a Threat: Fear appeals identify a threat or potential danger related to the product
or service, such as health risks or financial losses. Advertisers use this method to create a
sense of urgency and emphasize the importance of taking action.

o Creating Fear or Anxiety: Fear appeals create fear or anxiety in the audience by
highlighting the negative consequences of not taking action, such as illness, injury, or
financial ruin. Advertisers use this method to create an emotional response and motivate the
audience to take action.

« Offering a Solution: Fear appeals offer a solution or course of action to alleviate the fear or
anxiety, such as purchasing the advertised product or service. Advertisers use this method to
provide a clear and effective solution to the problem.

o Credible Source: Fear appeals often use a credible source, such as a doctor or expert, to
reinforce the message and increase the perceived importance of the threat. Advertisers use
this method to increase the credibility of the message and make it more persuasive.

« Call to Action: Fear appeals include a call to action, urging the audience to take immediate
action to avoid the negative consequences. Advertisers use this method to encourage the
audience to take action and reinforce the importance of the message.

Example of a fear appeal in advertising:

An advertisement for a home security system might use fear appeal by showing a video of a burglary
in progress, with the intruder easily breaking into the home and stealing valuable items. The
advertisement would then identify the threat to the audience, emphasizing the importance of home
security to prevent burglaries and protect their family and possessions. The advertisement would
offer the solution of purchasing the home security system and include a call to action to contact the
company to set up a consultation. The use of fear appeal in this advertisement creates a sense of
urgency and motivates the audience to take action to prevent the negative consequences of a
potential burglary.
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Sexual Appeals:

These appeals use sexual imagery or themes to grab the attention of the audience and create a
positive association with the brand or product. However, advertisers need to be careful when using
sexual appeals to ensure they are not offensive or inappropriate.

Features of sexual appeals in advertising:

« Attention-Grabbing: Sexual appeals can be attention-grabbing, as sex and sexuality are
considered taboo or controversial topics in many cultures. Advertisers use this method to
capture the audience’s attention and create interest in the product or service.

o Emotional Response: Sexual appeals can create an emotional response in the audience, such
as arousal or desire. Advertisers use this method to create a positive association between the
product or brand and sexual pleasure.

« Memory Retention: Sexual appeals can be memorable, as people tend to remember things
that are related to sex or sexuality. Advertisers use this method to create a lasting impression
on the audience.

« Differentiation: Sexual appeals can differentiate the brand or product from competitors, as
not all brands use sexual imagery or references in their advertising. Advertisers use this
method to stand out in the market and create a competitive advantage.

« Controversial: Sexual appeals can also be controversial, as some people may find them
offensive or inappropriate. Advertisers must be careful to use sexual appeals in a way that is
appropriate and respectful, without objectifying or degrading individuals.

Bandwagon Appeals:

These appeals use the idea that “everyone is doing it” to persuade consumers to take action. For
example, an advertisement for a popular restaurant might say “Join the millions of satisfied
customers who love our food.”

Features of bandwagon appeals in advertising:

« Social Proof: Bandwagon appeals use social proof, or the idea that people follow the actions
of others, to persuade the audience to take action. Advertisers use this method to create a
sense of popularity and desirability for the product or service.

e Inclusion: Bandwagon appeals offer inclusion and a sense of belonging to the audience by
promoting the product or service as something that is widely used and accepted by others.
Adbvertisers use this method to make the audience feel like they are missing out if they don’t
use the product or service.

« Conformity: Bandwagon appeals encourage conformity, or the idea that people should
follow the behavior of the majority. Advertisers use this method to create a sense of social
pressure and encourage the audience to follow the trend.

e Scarcity: Bandwagon appeals may also use scarcity, or the idea that there is a limited supply
or time frame for the product or service, to create a sense of urgency and encourage the
audience to take action.

« Emotional Response: Bandwagon appeals can create an emotional response in the audience,
such as a fear of missing out or a desire to belong. Advertisers use this method to create a
positive association between the product or brand and the emotions or desires of the
audience.
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Example of a bandwagon appeal in advertising:

An advertisement for a popular soft drink might use a bandwagon appeal by showing a group of
friends enjoying the drink together, and emphasizing that the drink is a popular choice among young
people. The advertisement would encourage the audience to join the trend and be part of the group
by drinking the soft drink. The use of a bandwagon appeal in this advertisement creates a sense of
inclusion and desirability, encouraging the audience to conform to the behavior of others and join the
trend.

Celebrity Appeals:

These appeals use celebrities or well-known public figures to endorse a product or service, with the
aim of leveraging their popularity or credibility to convince consumers to try it.

Features of celebrity appeals:

o Credibility: Celebrity endorsements can increase the credibility of a product or service.
Celebrities are seen as experts or authorities in their field, and their endorsement can increase
the perceived quality or value of the product.

o Familiarity: Celebrities are well-known and recognizable, which can make a product more
familiar and relatable to the audience. Familiarity can create a positive association between
the celebrity and the product, making the audience more likely to purchase the product.

o Aspirational: Celebrities often represent a certain lifestyle or set of values that the audience
may aspire to. Celebrity endorsements can create a sense of aspiration or desire for the
lifestyle or values associated with the celebrity, which can motivate the audience to purchase
the product.

o Emotional Response: Celebrity endorsements can create an emotional response in the
audience. People may feel a sense of admiration, trust, or respect for the celebrity, which can
transfer to the product or service being endorsed.

o Attention-Grabbing: Celebrity endorsements can help an advertisement stand out and get
noticed. Celebrities can bring attention to the advertisement and make it more memorable,
increasing the chances that the audience will remember the product or service being
promoted.

Here is an example of a celebrity appeal in advertising:

An advertisement for a perfume might feature a famous actress or musician wearing the perfume and
talking about how it makes her feel confident and beautiful. The use of a celebrity endorsement
creates a sense of credibility and aspiration, as the audience may admire and respect the celebrity.
The celebrity’s association with the product can create a positive emotional response and make the
product more memorable.

Advantages:
o Attention-grabbing: Advertising appeals can be attention-grabbing and help an

advertisement stand out from competitors. They can capture the audience’s attention and
make the advertisement more memorable.
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« Emotional connection: Advertising appeals can create an emotional connection between the
audience and the product or service being promoted. This emotional connection can increase
the likelihood of the audience purchasing the product.

e Increased brand awareness: Advertising appeals can increase brand awareness and
recognition. They can help to create a positive association between the brand and the product
being promoted, which can lead to increased sales and customer loyalty.

o Differentiation: Advertising appeals can differentiate a product or service from its
competitors. They can help to highlight unique features or benefits that set the product apart
and make it more appealing to the audience.

Disadvantages:

o Risky: Some advertising appeals can be risky, as they may offend or alienate certain
segments of the audience. For example, using sexual or controversial themes in advertising
may be seen as offensive or inappropriate.

o Overuse: Advertising appeals can lose their effectiveness if they are overused or become too
predictable. For example, celebrity endorsements may become less effective if they are used
too often or with the same celebrities.

« Inauthentic: Advertising appeals can be seen as inauthentic or insincere, especially if they
are perceived as manipulative or dishonest. This can lead to a loss of trust in the brand or
product being promoted.

o Limited appeal: Advertising appeals may only appeal to certain segments of the audience,
which can limit their effectiveness. For example, a humorous appeal may only be effective
for audiences that appreciate that type of humor.

Advertising as a Persuasive Communication
Process

Advertising is often considered a persuasive communication process, as it involves the use of
various strategies and tactics to persuade the audience to take a desired action, such as purchasing a
product or service.

Advertising is a form of persuasive communication that is used by companies and organizations to
promote their products, services, or ideas to a target audience. It is a carefully crafted
communication process that aims to influence the attitudes, beliefs, and behavior of the target
audience.

Elements of advertising as a persuasive communication process:

e Sender: The sender is the advertiser who creates and sends the message to the audience.

e Message: The message is the information or content that the advertiser wants to convey to the
audience. It includes both the verbal and visual elements of the advertisement.

e Audience: The audience is the target group of people that the advertisement is intended to reach
and persuade.
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Medium: The medium is the channel through which the message is delivered to the audience. It
could be a TV commercial, print ad, social media post, or any other form of advertising.

Persuasion techniques: Advertising uses various persuasion techniques to influence the audience’s
attitudes, beliefs, and behavior. These techniques can include emotional appeals, rational appeals,
humor, fear, and celebrity endorsements, among others.

Call to action: The call to action is the part of the advertisement that urges the audience to take a
specific action, such as buying the product or visiting the company’s website.

Feedback: Feedback is the response or reaction of the target audience to the message. The
advertiser needs to monitor and analyze feedback to determine the effectiveness of the advertising
campaign and make adjustments if necessary.

Ethics: Ethics is the set of moral principles and values that guide the advertiser’s behavior and
decision-making. Advertisers need to ensure that their advertising messages are truthful, fair, and
not misleading or offensive.

The persuasive communication process used in advertising typically involves the following

steps:

Attention: The first step is to grab the attention of the target audience. This can be done through
the use of catchy headlines, striking images, or attention-grabbing music.

Interest: Once the audience’s attention is captured, the next step is to generate interest in the
product or service being advertised. This is typically done by highlighting the benefits of the product
or service, and how it can solve a problem or meet a need of the target audience.

Desire: After generating interest, the next step is to create a desire for the product or service. This
can be achieved by appealing to the emotions of the target audience, such as by creating a sense of
urgency or by using aspirational messaging.

Action: The final step in the persuasive communication process is to encourage the target audience
to take action, such as by making a purchase or signing up for a service. This can be done by
providing a clear call-to-action and making it easy for the audience to take the desired action.

Advertising as a persuasive communication process has several benefits, including:

Scope:

Increased brand awareness: Advertising can help to increase brand awareness by exposing the
brand to a large audience, which can lead to increased recognition and recall.

Increased sales: Advertising can help to increase sales by creating demand for the product or service
being advertised, and by encouraging the target audience to take a specific action, such as making a
purchase.

Competitive advantage: Advertising can provide a competitive advantage by helping to differentiate
the product or service from competitors, and by creating a positive image of the brand in the minds
of the target audience.

Increased customer loyalty: Advertising can help to build customer loyalty by reinforcing positive
associations with the brand, and by creating an emotional connection with the target audience.
Improved communication: Advertising can improve communication between the brand and the
target audience by providing information about the product or service, and by creating a dialogue
between the brand and the audience.

The scope of advertising as a persuasive communication process is vast, as it can be used by a wide
range of organizations and companies, across various industries and sectors. Advertising can be used
to promote products and services in areas such as consumer goods, healthcare, education, finance,
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and more. Additionally, advertising can be used to promote social causes and ideas, such as public
health campaigns or environmental awareness campaigns.

With the increasing prevalence of digital media and social media platforms, the scope of advertising
has expanded even further, allowing organizations to reach a global audience and target specific
demographics more effectively. However, with this expansion comes the need for advertisers to be
more responsible and ethical in their messaging and to ensure that they do not mislead or offend
their target audience.

Advertising Design, Characteristics and Basic
elements of Advertising copy, Advertisement
Values

Advertising design refers to the process of creating the visual and aesthetic elements of an
advertisement, including the layout, typography, colors, graphics, and other design elements. The
design of an advertisement is a critical component of the overall message and can significantly
impact its effectiveness in reaching and persuading the target audience.

The concept of advertising design involves creating a visual representation of the advertiser’s
message that is compelling, engaging, and memorable. It involves using design elements to create a
message that resonates with the target audience and encourages them to take action, such as making
a purchase or visiting a website.

Effective advertising design is based on a thorough understanding of the target audience, including
their characteristics, preferences, and behaviors. The designer must be able to create a visual
message that speaks directly to the target audience and effectively communicates the intended
message.

In addition to creating an aesthetically pleasing design, the advertising designer must also consider
the functional aspects of the advertisement, such as the layout and placement of the design elements.
The design must be able to effectively communicate the message within the constraints of the
advertising medium, such as the size and format of a print ad or the duration and resolution of a
video ad.

Advertising copy example

Advertising copy for a hypothetical coffee brand:

“Awaken your senses with our premium coffee blends. Our expertly crafted beans are sourced from
the finest farms around the world, and roasted to perfection for a rich, bold flavor. Whether you
prefer a smooth, mellow cup or a bold, intense brew, our blends cater to every taste. Start your day
off right with a cup of our coffee and experience the difference. Order now and enjoy a taste that will

keep you coming back for more.”

Characteristics of Advertising copy
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Advertising copy refers to the text of an advertisement that communicates the message and
persuades the target audience to take a specific action, such as making a purchase or visiting a
website. Some key characteristics of effective advertising copy include:

o Clear and concise: Advertising copy should be clear and concise, using simple and direct
language that is easy for the target audience to understand. It should communicate the
message effectively and efficiently, without unnecessary or confusing language.

« Attention-grabbing: Effective advertising copy should be attention-grabbing and engaging,
using compelling headlines or taglines to capture the audience’s attention and draw them in.

e Persuasive: Advertising copy should be persuasive, using language and messaging that
encourages the target audience to take a specific action, such as making a purchase or signing
up for a service.

o Relevant and targeted: Advertising copy should be relevant and targeted to the specific
needs, wants, and preferences of the target audience. It should speak directly to their interests
and concerns, and offer a solution to their problem or need.

« Unique and memorable: Effective advertising copy should be unique and memorable, using
creative and original language that sets the brand apart from competitors and creates a lasting
impression in the audience’s minds.

e Truthful and ethical: Advertising copy should be truthful and ethical, avoiding false or
misleading claims and adhering to ethical standards and guidelines.

Basic Elements of Advertising copy

o Headline: The headline is the first and most important element of an advertisement. It should
grab the reader’s attention and encourage them to read on. A good headline should be
concise, clear, and compelling.

e Subheadline: The subheadline is a secondary headline that supports the main headline and
provides additional information. It should expand on the main headline and provide more
context about the product or service being advertised.

o Body copy: The body copy is the main text of the advertisement. It should provide more
detailed information about the product or service, highlight its benefits, and persuade the
reader to take a specific action, such as making a purchase.

o Call to action: The call to action is a statement that prompts the reader to take a specific
action, such as visiting a website or making a purchase. It should be clear, direct, and
compelling.

« Branding: Branding elements, such as logos and taglines, should be included in the
advertisement to reinforce the brand’s identity and increase brand awareness.

o Visual elements: Visual elements, such as images, graphics, and colors, can be used to grab
the reader’s attention and support the main message of the advertisement. They should be
visually appealing and relevant to the product or service being advertised.

Types of Advertisement Copies

« Informational copy: This type of advertising copy provides factual information about the
product or service being advertised. It is often used to educate the target audience and
highlight the features and benefits of the product or service.

o Persuasive copy: Persuasive advertising copy uses emotional appeals and persuasive
language to convince the target audience to take a specific action, such as making a purchase
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or signing up for a service. It often focuses on the benefits and value of the product or
service, as well as the problems it solves for the target audience.

« Institutional copy: Institutional advertising copy promotes the overall brand image and
values of the business, rather than a specific product or service. It is often used to build brand
awareness and reputation, and establish the business as a trusted and respected authority in its
industry.

o Comparative copy: Comparative advertising copy compares the product or service being
advertised to a competitor’s product or service. It is often used to highlight the advantages of
the advertised product or service over its competitors and to persuade the target audience to
choose the advertised product or service.

o Testimonial copy: Testimonial advertising copy features endorsements and testimonials
from satisfied customers or industry experts. It is often used to build trust and credibility with
the target audience and to demonstrate the value and effectiveness of the product or service.

o Narrative copy: Narrative advertising copy tells a story or uses a storytelling approach to
engage the target audience and create an emotional connection with the product or service
being advertised. It is often used to convey a brand’s values and personality, and to create a
memorable and engaging advertisement.

Advertisement Values

The concept of advertising values refers to the different benefits or advantages that advertising can
offer to businesses and consumers. Advertising values are the key reasons why businesses invest in
advertising and why consumers pay attention to ads.

Advertising values can be grouped into different categories, such as informative, persuasive,
branding, economic, social, and cultural values, as | explained earlier. Each of these values
represents a different aspect of what advertising can achieve, such as educating consumers, creating
brand awareness, stimulating demand, promoting social good, or reflecting cultural values.

By understanding the different values associated with advertising, businesses can develop more
effective advertising strategies that align with their goals and objectives. Consumers, on the other
hand, can use their awareness of advertising values to make more informed decisions and avoid
being misled or manipulated by ads that don’t offer real value.

There are several values associated with advertising, including:

o Informative value: Advertising can provide useful information to consumers about products,
services, or brands, helping them to make informed purchasing decisions.

o Persuasive value: Advertising can persuade consumers to choose a particular product or
brand over its competitors. This value is often associated with the emotional appeal of
advertising, such as using humor or appealing to consumers’ aspirations.

« Branding value: Advertising can build brand awareness and recognition, helping to create a
strong brand identity in the minds of consumers. This value is particularly important for
businesses that offer products or services in crowded markets.

e Economic value: Advertising can stimulate demand for products and services, which in turn
can lead to increased sales and revenue for businesses. This value is particularly important
for businesses that rely on a strong customer base to remain profitable.

o Social value: Advertising can contribute to social good by promoting important issues or
causes, such as public health campaigns or environmental initiatives.
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o Cultural value: Advertising can reflect and shape cultural values and attitudes, influencing
the way people think and behave.

Creation, Production and Planning of
Advertisements.

Advertisement refers to any form of communication that promotes or markets a product, service, or
brand to a target audience. Advertisements can take various forms, such as print ads, television
commercials, online ads, billboards, and social media posts.

The concept of advertising is based on the principle of influencing consumer behavior by creating
awareness, interest, and desire for a product or service. Advertisements are designed to attract the
attention of potential customers and persuade them to take a specific action, such as making a
purchase or visiting a website.

Effective advertisements are typically based on a creative concept that communicates a message or
idea that resonates with the target audience. This may involve using humor, emotion, or storytelling
to capture the attention of viewers or readers and create a memorable impression.

Advertisements may also incorporate branding elements, such as logos, slogans, or taglines, to help
establish brand identity and recognition. By building brand awareness and loyalty through
advertising, companies can differentiate themselves from competitors and establish a strong position
in the marketplace.

Creating effective Advertisements

Creating effective advertisements refers to the process of designing and developing advertisements
that achieve their intended objectives, such as raising brand awareness, driving sales, or increasing
website traffic. Effective advertisements are those that effectively communicate the intended
message to the target audience and prompt them to take a desired action.

Several key steps:

o Define your target audience: Knowing who your audience is will help you create an
advertisement that speaks directly to them.

o Set clear objectives: Determine what you want your advertisement to achieve. Is it to raise
brand awareness, drive sales, or increase website traffic?

o Develop a creative concept: This is the overarching idea that will drive your
advertisement’s message and visual elements.

o Craft a compelling message: Your advertisement’s message should be clear, concise, and
memorable.

e Choose the right media: Consider which channels will reach your target audience most
effectively. Will you use social media, television, print, or a combination of these?
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« Design your ad: Create the visual elements that will support your message and align with
your creative concept.

o Test and refine: Before launching your advertisement, test it with a small group and make
any necessary adjustments.

e Launch and track results: Launch your advertisement and track its performance to
determine if it’s meeting your objectives. Make changes as needed to optimize your results.

Production of Advertisement Meaning and Process

The production of an advertisement refers to the process of creating the final version of an ad that
will be used to promote a product, service, or brand. The process typically involves several stages,
including:

e Pre-Production: This stage involves planning the advertisement and preparing for the
production process. This may include developing a script, selecting a location, hiring actors
or models, and creating storyboards or other visual aids to guide the production team.

e Production: This stage involves filming or recording the ad, including capturing footage,
recording audio, and directing actors or models. This stage may take place in a studio or on
location, and may involve the use of specialized equipment or techniques.

o Post-Production: This stage involves editing and refining the final version of the ad. This
may include selecting the best footage, adding special effects or graphics, and synchronizing
the audio and video elements. The final product is typically reviewed and approved by the
client before it is released.

Planning of Advertisement Meaning and Process

The planning of an advertisement refers to the process of developing a strategy for promoting a
product, service, or brand through advertising.

The planning process is critical to the success of an advertising campaign, as it ensures that the
advertisement is aligned with the overall marketing strategy and is targeted to the right audience
through the most effective channels.

The process typically involves several key stages, including:

o Defining objectives: This involves determining what the advertising campaign is meant to
achieve, such as increasing sales, raising brand awareness, or promoting a specific product or
service.

« ldentifying target audience: This involves understanding the characteristics and behaviors
of the ideal customer or audience that the advertisement is intended to reach.

« Establishing a budget: This involves determining how much money will be allocated to the
advertising campaign, taking into account the available resources and the expected return on
investment.

o Developing a creative concept: This involves coming up with the idea or message that will
be communicated through the advertisement. The creative concept should be based on the
objectives, target audience, and budget of the campaign.
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e Choosing media channels: This involves selecting the platforms or channels through which
the advertisement will be delivered, such as television, radio, print, online, or social media.

o Creating the advertisement: This involves developing the visual and audio elements of the
advertisement, such as designing the layout, writing the copy, and creating the graphics or
video content.

e Measuring and evaluating results: This involves tracking the performance of the
advertisement over time, analyzing the data, and making adjustments as needed to improve
its effectiveness.

Advertising Budget Types, Components and
Process of preparing.

Advertising budget refers to the amount of money that a company allocates for advertising its
products or services to its target audience. It is a financial plan that outlines the amount of money
that a company is willing to spend on advertising for a specific period, usually a year.

The advertising budget is an important aspect of a company’s marketing plan because it helps to
determine how much money should be allocated to different advertising channels such as television,
radio, print, online, social media, and others. The budget is based on various factors such as the
company’s marketing objectives, the target audience, the competition, and the industry trends.

The advertising budget can be calculated in different ways, such as a percentage of the company’s
revenue, a percentage of the projected sales, or based on the objectives that the company wants to
achieve through advertising. A well-planned and executed advertising budget can help a company
reach its target audience, increase brand awareness, generate leads, and ultimately drive sales.

Advertising Budget Features

The features of an advertising budget may vary depending on the company’s size, marketing goals,
and industry. However, some common features of an advertising budget include:

o Budget allocation: The advertising budget outlines how much money will be allocated to
different advertising channels or mediums, such as print, radio, television, digital, or social
media.

o Timeframe: The advertising budget defines the duration of the advertising campaign and
how much money will be spent during that period.

e Objectives: The advertising budget is based on the company’s marketing objectives, which
could be to increase brand awareness, generate leads, drive sales, or achieve any other
specific goal.

o Cost estimation: The advertising budget estimates the costs associated with each advertising
medium, including creative development, production, media buying, and other related
expenses.

e Return on Investment (ROI): The advertising budget considers the expected ROI of the
advertising campaign and how it will impact the company’s revenue and profitability.

o Flexibility: The advertising budget should be flexible enough to adapt to changes in market
conditions, consumer behavior, and emerging technologies.
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e Tracking and evaluation: The advertising budget includes metrics to track and evaluate the
success of the advertising campaign, such as reach, engagement, conversion rates, and sales.

Advertising Budget Types

There are several types of advertising budgets that companies can use, depending on their marketing
goals, financial situation, and industry. Some common types of advertising budgets include:

o Percentage of Sales Budget: This type of advertising budget allocates a certain percentage
of the company’s sales revenue to advertising. For example, a company may allocate 5% of
its sales revenue to advertising.

o Objective and Task Budget: This type of advertising budget is based on the specific
marketing objectives that the company wants to achieve through advertising. The company
determines the tasks required to achieve the objectives and the associated costs, and then
allocates a budget accordingly.

o Competitive Parity Budget: This type of advertising budget is based on the level of
advertising spending by the company’s competitors. The company matches its advertising
spending to that of its competitors to remain competitive in the market.

« All You Can Afford Budget: This type of advertising budget is based on the amount of
money that the company can afford to spend on advertising after all other expenses have
been paid. This approach may not be effective as it does not consider the company’s
marketing objectives and may lead to insufficient advertising.

« Affordable Budget: This type of advertising budget allocates a fixed amount of money for
advertising, based on what the company can afford. This approach may also not be effective
as it does not consider the company’s marketing objectives and may not be sufficient to
achieve desired results.

o Payout Budget: This type of advertising budget is based on the expected return on
investment (ROI) of the advertising campaign. The company allocates a budget based on the
expected revenue generated from the campaign.

Process of preparing Advertising Budget
The process of preparing an advertising budget involves several steps, which include:

o Setting Marketing Objectives: The first step in preparing an advertising budget is to set the
marketing objectives that the advertising campaign should achieve. This includes
determining the target audience, the message that needs to be communicated, and the desired
outcome of the advertising campaign.

e Conducting Market Research: The next step is to conduct market research to gather
information about the target audience, the competition, and the industry trends. This helps to
identify the most effective advertising channels, the appropriate timing for the advertising
campaign, and the budget required to achieve the marketing objectives.

o Establishing the Advertising Mix: The advertising mix is the combination of different
advertising channels that will be used to reach the target audience. The company should
consider the cost, reach, and effectiveness of each advertising channel and determine the
appropriate mix.

o Setting the Advertising Budget: Based on the marketing objectives, market research, and
advertising mix, the company can determine the appropriate budget for the advertising
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campaign. The budget should consider the costs associated with creative development, media
buying, production, and other related expenses.

o Allocating the Budget: The next step is to allocate the budget across the different
advertising channels in the advertising mix. The company should consider the cost, reach,
and effectiveness of each channel and determine the appropriate allocation.

e Monitoring and Adjusting the Budget: Once the advertising campaign is launched, the
company should monitor the effectiveness of each advertising channel and adjust the budget
as necessary. This helps to ensure that the advertising campaign is achieving the marketing
objectives and generating a positive ROI.

Advantages of Advertising Budget:

e Increased brand awareness: Advertising helps to increase brand awareness by exposing
potential customers to your brand, products or services. This increased awareness can lead to
increased sales and customer loyalty.

o Targeted marketing: Advertising allows businesses to target specific demographics or
groups of people with their messages. This targeted approach can increase the effectiveness
of the advertising campaign and lead to a higher return on investment.

o Competitive edge: Advertising can give a business a competitive edge over its competitors
by making it more visible and recognizable to potential customers.

« Positive perception: Well-crafted advertising can create a positive perception of the brand in
the minds of consumers, which can lead to increased sales and customer loyalty.

e Measurable results: With the use of various tools, advertising campaigns can be tracked and
evaluated to determine their effectiveness.

Disadvantages of Advertising Budget:

o Cost: Advertising can be expensive, especially for small businesses with limited budgets.
Advertising costs may not produce immediate results and may take time to yield a return on
investment.

o Over saturation: Consumers are exposed to many advertising messages every day, and there
is a risk that advertising campaigns may get lost in the noise and fail to make an impact.

o Ineffective messaging: Poorly crafted advertising messages can have the opposite effect,
damaging the brand’s reputation and leading to decreased sales.

o Ad fatigue: Consumers may become fatigued by seeing the same advertising messages
repeatedly, which can lead to a decrease in the effectiveness of the advertising campaign over
time.

« Ethical concerns: Advertising campaigns can sometimes cross ethical lines.
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Advertising Agency, Functions and Selection,
Role of agency

An advertising agency is a company that offers services related to creating, planning, and executing
advertising campaigns and promotions for its clients. The agency typically employs a team of
professionals, including account managers, creatives, media planners, and researchers, who work
together to develop effective marketing strategies to help clients reach their target audience.

The primary goal of an advertising agency is to help clients promote their products or services,
increase brand awareness, and ultimately boost sales. This involves conducting market research,
developing a creative concept, designing and producing advertising materials such as print ads, TV
commercials, and online banner ads, and placing these ads in media outlets that will reach the
intended audience.

Advertising agencies work with a wide range of clients, including businesses, non-profit
organizations, government agencies, and political campaigns. They can provide a full range of
services from creating a new brand identity to executing a specific campaign.

Functions of Advertising Agency

An advertising agency is a company that specializes in creating, planning, and executing advertising
campaigns for clients. Some of the primary functions of an advertising agency include:

e Market Research: Conducting research on the market and target audience to determine
consumer preferences, market trends, and competition. This helps in developing effective
advertising strategies.

o Creative Development: Developing creative concepts, messaging, and visual designs for
advertising campaigns, including television, print, radio, online, and outdoor media.

e Media Planning and Buying: Determining the best media channels to reach the target
audience, negotiating advertising rates, and purchasing ad space.

« Campaign Management: Managing the execution of advertising campaigns, including
coordinating with suppliers, tracking progress, and making adjustments as needed.

e Public Relations: Developing and implementing public relations campaigns to promote the
client’s brand and manage their reputation.

e Branding and Identity: Developing the brand identity, including logos, taglines, and brand
guidelines, to ensure consistency across all advertising and marketing materials.

o Digital Marketing: Developing and implementing online advertising campaigns, including
search engine optimization, social media marketing, email marketing, and display
advertising.

« Analytics and Reporting: Measuring the success of advertising campaigns through analytics
and reporting, and making recommendations for future campaigns based on the data.
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Selection of Advertising Agency

Choosing the right advertising agency is a critical decision for any business that wants to effectively
promote its products or services. Here are some factors to consider when selecting an advertising
agency:

o Experience and Expertise: Look for an agency with experience in your industry or market
segment, and expertise in the specific type of advertising you need. For example, if you need
to run a social media campaign, choose an agency with a strong track record in social media
marketing.

e Reputation: Check the agency’s reputation by looking at its portfolio, reading client
testimonials, and checking online reviews.

o Size and Resources: Consider the size and resources of the agency, including the number of
employees, its capabilities, and its capacity to handle your project.

o Creative Capabilities: Evaluate the agency’s creativity and ability to develop unique and
effective advertising campaigns.

« Communication and Collaboration: Choose an agency that communicates effectively and
collaborates with clients to understand their needs and goals.

e Budget: Consider the agency’s pricing and how it fits with your budget. Ask for a detailed
breakdown of costs, and ensure that there are no hidden fees.

o Location: Consider the location of the agency, as local agencies may have a better
understanding of the local market and culture.

o Compatibility: Choose an agency that aligns with your company culture and values, and
with whom you can build a long-term relationship.

Role of Advertising Agency

The role of an advertising agency is to create and execute effective advertising campaigns for clients.
Advertising agencies are responsible for developing marketing strategies, creating advertising
materials, and placing ads in various media channels to reach target audiences.

Roles and responsibilities of an advertising agency:

« Strategy and Planning: Conducting research on the target audience, market trends, and
competition to develop effective advertising strategies that align with the client’s goals.

« Creative Development: Developing creative concepts, messaging, and visual designs for
advertising campaigns across different media channels, including print, television, radio,
online, and outdoor.

e Media Planning and Buying: Identifying the best media channels to reach the target
audience and negotiating advertising rates and purchasing ad space.

o Campaign Execution: Managing the execution of advertising campaigns, including
coordinating with suppliers, tracking progress, and making adjustments as needed.

e Analytics and Reporting: Measuring the success of advertising campaigns through analytics
and reporting and making recommendations for future campaigns based on the data.

o Branding and Identity: Developing and maintaining the client’s brand identity, including
logos, taglines, and brand guidelines, to ensure consistency across all advertising and
marketing materials.

« Public Relations: Developing and implementing public relations campaigns to promote the
client’s brand and manage their reputation.
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« Digital Marketing: Developing and implementing online advertising campaigns, including
search engine optimization, social media marketing, email marketing, and display
advertising.

Types of Advertising Agency

There are several types of advertising agencies, each with a unique focus and specialization. Here
are some of the most common types of advertising agencies:

o Full-Service Agency: A full-service agency provides a comprehensive range of advertising
services, including strategy, creative development, media planning and buying, campaign
execution, analytics, and branding.

o Creative Agency: A creative agency specializes in developing unique and innovative
creative concepts, messaging, and visual designs for advertising campaigns across different
media channels.

o Media Agency: A media agency specializes in media planning and buying, identifying the
best media channels to reach the target audience and negotiating advertising rates and
purchasing ad space.

« Digital Agency: A digital agency specializes in developing and implementing online
advertising campaigns, including search engine optimization, social media marketing, email
marketing, and display advertising.

« Social Media Agency: A social media agency specializes in social media marketing,
including creating and managing social media accounts, developing content, and running
social media advertising campaigns.

e Public Relations Agency: A public relations agency specializes in developing and
implementing public relations campaigns to promote the client’s brand and manage their
reputation.

« Boutique Agency: A boutique agency is a small agency that specializes in a specific area of
advertising or serves a specific niche market.

« In-House Agency: An in-house agency is an advertising agency that is owned and operated
by the client, providing advertising services exclusively for the client’s brand.

Advertising Agency Advantages:

o Expertise: Advertising agencies have specialized skills and expertise in advertising,
marketing, and branding, which can help businesses develop effective advertising campaigns.

o Cost-Effective: Advertising agencies can often negotiate better advertising rates and have
established relationships with media outlets, which can save businesses money.

e Creative Concepts: Advertising agencies can develop unique and innovative advertising
concepts that help businesses stand out from the competition and engage their target
audience.

o Resources: Advertising agencies have access to advanced tools, technologies, and resources
that businesses may not have in-house.

« Time-Saving: By outsourcing advertising to an agency, businesses can save time and focus
on their core competencies.
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Advertising Agency Disadvantages:

« Cost: Hiring an advertising agency can be expensive, especially for small businesses or
startups with limited budgets.

e Lack of Control: Businesses may feel that they have less control over the advertising
process when working with an agency, as they rely on the agency’s expertise and decisions.

o Communication Issues: Communication breakdowns between the agency and the client can
lead to misunderstandings, missed deadlines, and ineffective campaigns.

e Turnaround Time: Depending on the agency’s workload, it may take longer to develop and
execute advertising campaigns than businesses expect.

e Quality Issues: The quality of the agency’s work may not meet the expectations of the
client, leading to a strained relationship.
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