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8.0 OBJECTIVES

After reading this unit, you should be able to:

o define advertisement

o distinguish between advertisement and publicity

o identify the purposesof advertisingfor a businessfirm
e appreciatethe roleof advertisingin thesociety

e outlinethefeaturesof an effective advertisement

81 INTRODUCTION

Whilelistening to the radio, or viewing television, or reading a newspaper/magazine, or
walking on a street, you must have come across a number of advertisement messages.
These messages mostly appeal to peopleto buy certain products or services. Indeed,
advertisementsare used by companies to communicate how their productsor services may
bedf use to customers. In modem industrial economies, advertising plays a very important
role acquainting the public with the nature and quality of products or servicesavailablein
the market.

In this Unit we shall discuss what is meant by advertising, how it is different from
publicity, the objectives of advertising, the role 6f advertising in the society and tho
features of an effective advertisement.

82 WHAT IS ADVERTISING?

Let usstart with an understandingof what is meant by advertising. The American
Marketing Association has defined advertising as**any paid form of non-personal.
presentationof ideas, goodsor services by anidentified sponsor'. Thisdefinition includes
thefollowingfour expressions:

i) Pad form

ii) Non-persond presentation

iii) ldeas, goodsand services

iv) . Identified sponsor

To understand the definition clearly, it is necessary to clarify these expressions. Let us
discuss these expressions in detail.
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i) Paid form: For every advertisement, some money has to be paid to the mediury
which carries’the message. For instance, if the messageis published in a magagine,
payment must be made for printing and the space used in that magazine. If the
matter is printed without any charge, it will not ke treated as an advertisement

Non-personal presentation: When asalesman directly talks to the customer about
any product, it is personal presentation. If the message is communicated through
mass media like radio, television, newspaper, magazine, direct mail, hoardings, ete.,
it is called non-personal presentation. In the case of advertising, the message is
conveyed through non-personal media. In other words, there is no face-to-face
communication by salesmen. It impliestha if the message is presented to the
customer by a salesman, it would not be treated as advertising.

ii)

Ideas, goods and services: This implies that advertising may be intended to helt
selling not only goods but also ideas and services. For instance, banks,.insurance
companies, airlines, restaurants, dry cleaners, and similar organisations advertise
their services and ideas underlying the usefulness of savings, travelling, eating
palatablefood, etc.. just as manufacturersof automobiles, soaps or hair oil advertise
the usefulness of their products. Thus, the phrase ideas, goods and services explains
that advertising is concerned with much more than the promotion of only tangible

goods.

Identified sponsor: The sponsor of an advertisementis the advertiser. The phrase
identified sponsor means that the producer or seller who advertises the product
should be known through the advertised message. In other words, the receiver of the
message should be able to identify both of source and purpose of the advertisement.
If itis not sponsored by any individual or institution, it would not come under

advertisement.

Now look at the message presented in Figure 8.1 carefully. We shall analysethis
message to find out whether it may be treated as an advertisement or not. First, the
message is printed in the newspaper which is a non-personal medium. Secondly, the
payment must have been made to the newspdper in which it appeared. Thirdly, the
messageis about the quality of a product—OCM suitings the perfect fabric. Fourthly, the
name of the sponsor or advertiseri.e., VXL IndiaLtd., isclearly mentioned. It is also
obviousthat the purpose of the advertisement is to induce customers to buy OCM
suitings. We may, therefore, conclude that the printed message in Figure 8.1 is an
advertisement. The points to be noted in this advertisement are:

iii)

iv)

Product : OCM Fabric (Textiles)
Medium : Newspaper
Message : OCM Suitings the perfect fabric,
A prodhct of VXL IndialLtd.
Sponsor VXL IndialLtd.
Payment : The sponsor of the message paid for printing and space

used in the newspaper at the ratesfixed by the publishers.

Check Your Progress A
Look at Figure 8.2 and examine it carefully. Write down the particulars relating to the

media, produet, message and sponsor. State whether you can call it an advertisement.
While doing this exercise, you may refer to Figure 8,1




Figure 8.1 Example of an Advertisement

SUITINGS,
THE PERFECT FABRIC

Fig. 8.2

Leadership comes in many forms.

Leadership-the result d constant
endeavour towards excellence
and quality, manifests itself in
everything the leader performs,
Televista is the leading name in
Televisions for tech

performance and class. t's one
of the first and is still the
foremost.

televisia

ONLY THE BEST CARRY OUR NAME
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8.3 DIFFERENCEBETWEEN ADVERTISEMENT AND
PUBLICITY

'Is advertisement different from publicity? Sometimes advertisement and publicity are

wrongly interpreted to mean one and the same-thing. In fact, advertisement s different
from publicity. Before we discuss how they are different, let us first uniderstand what
publicity is.

8.3.1 What isPublicity?

Publicity refers to the communication of any non-sponsored commercidly significant
information about a company or its product to the public through non-personal media
without any financia charge to the company. In this explanation you can notice the
following four expressions:

i) Non-sponsored
ii) Commercialy significant information

{ii) Through non-persona media

iv) Without a financial charge to the company

Let us now discuss thesefour expressionsin more detail to understand the meaning of
publicity very clearly.

i) Non-sponsored: Theinformationis not sponsored by the company. It ispublished or
communicated voluntarily by the media. In other words, there is no sponsor of the

publicity material.

ii) Commercially significant information: |nformation about the company or its
product are communicated in_publicity. The information should be commercially
significant to the company.

iii) Disseminated by non-personal media: The information may be presented by non-
personal media like radio, television, newspaper or magazine, etc. The mgsage may
be conveyed through discussions or debates (asin radio or TV), or editorial or news
items (asin newspapersor magazines).

iv) Without a finaucial charge to the company: The publicity matter is presented
voluntarily by the media. Thereis no payment made by the company to the mediafor
disseminating that information.

Publicity may be favourable or unfavourableto the company. When the publicity
favourably reports about a product, it can positively influence the demand,for that
product. On the other hand, unfavourable publicity may lead to reduced sale of the
product. Let us consider some simpleexamples d favourableand unfavourable publicity.
You may have reed film reviews in magazines or newspapers. These reviews are written
by the magazineor newspaper staff. The producer of thefilm isin no way connected
withit. In these reviews, there are comments on the story, music, photography,
performance of main artists, etc. These reviews count as publicity. If the comments in the
review are not good, the readers have a negative impression about the film and they are
not eager to see thefilm. Thisis an exampleof unfavourable publicity. If the comments
aregood in thereview, thereis a positiveimpression about thefilm in the mind of the
reader and many of them will seeit. If is an example of favourable publicity.

In an attempt to obtain favourable publicity, companiesengage in public relations. These
public relationsactivitiesdo not come under the purview o marketing department. It is,
normally, managed by a specid department called Public Relations Department.

Check Y our Progress B
Look at the film review presented below. It is an exampled publicity. Read it carefully
and state with reasons whether it would have positiveor negative influence on readers.

.............................................................................................................................................




isit
Sunday TV films Advertsing

“Aaina”

(Hindi/1974/5-45 p.m.)

A melodramatic tale of afamily immersed in trouble. Itsincreasing problemsare made more problematic by the
quick multiplication of children with the priest father gradually being denuded of clients. The harassed mother is
forever complaining — what with six children to support and a new one on the way.

. Luckily, theeldest sister isaloving kind and keeps the younger ones happy by playing and telling them stories.
Once she decided to play the role of an all-powerful Devi and asked the kids to name their wishesand they shall
be fulfilled. Little did she realise then that the role would stick to her for ever.

Time comes when she had to take up the role of the mock drama in red life in order lo feed the hungry mouths.
Initially, she takes up ajob but finally lands in the world's oldest profession as the family demands go up. The
climax comes when the " goddess Didi” is disowned by all those whom she supports and brings up.

Her only solace in those daysis themirror in which she keeps looking at her face and there isa sympathetic
friend too. Dialogue is rather well worded and on the whole a well madefilm within the formulaformat.

K. Balachander, the multi-lingual South Indian movie maker, directs one of hisearly Hindi ventures. There is
fine music by Naushad and the lead role is played by Mumtaz rather poignantly. Others includeRajesh Khanna,
Nirupa Roy and Hangal.

8.3.2 How does Advertisement Differ from Publicity?

We have learnt what advertising is and what publicity is. Now we are in a position to
analyse the difference between these two. Read Table 8.1 carefully. The characteristics
of both advertising and publicity are presented. After reading this table, you should be
able to make out the difference between these two terms.

Table 8.1

Featuresof Advertising and Publicity

Particulars Advertising Publicity -
" 1Media Presented by non-personal media such as Presented by non-personal medium such as

radio, TV, newspaper, magazine, etc. 1| radio. TV, newspaper, magazine, etC.

2 Sponsor There is an identifiable sponsor. Normally a There is no identifiable sponsor. Media
company sponsorsit for its product or service, present the information voluntarily,

3 Payment The company has to pay money to the media Company does not make any payment to
for the space or time used. the media

4 Purpose Itisintended to give a favourable impression It may have a favourable or unfavourable
about the company or its product. influence on the public about the company

or itsproduct.

Check Your ProgressC
1 Read Table 8.1 carefully and point out the similarities and differences between
advertising and publicity.

................

........................................................................................................................

2 Three cases are presented below. Briefly explain whether they can be called
advertisement or publicity or none of the two.

i) A sdes representative from a drug manufacturing company visited a doctor, and
explained to him the usefulness of various drugs manufactured by that company.
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ii) Mrs. Renu uses 'Vagjradanti' tooth paste reglilarly, One day she told her neighbour
Mrs. Kamala that Vajradanti is the best tooth paste availablein India. After this,

Mrs. Kamaa al so sarted using Vajradanti tooth paste.

....................................................................................

.............................................

iii) One car manufacturing company advertised that their car gives 15 km per alitre
of petrol consumed. After afew months, one leading newspaper published an
article stating that the car gives only 10 km per alitre and that the manufacturers
are miseading the public. After the publication of this article, there is a dight drop

in thesales o thecar.
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......................................................................................

......................................................................................
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............................................

............................................

3 Look at the twoitems presented below. Study them carefully and identify which is an

advertisement and which is publicity. Give your reasons.

Item | [tem 11
| T IGNOU degreecourse |
‘ e e g . ' By A Staff Reporter
INDIRA GANDHIY NATIONAL -
OPEN UNIVERSITY

YMCA CULTURAL CENTRE | JAI SNGH ROAD NEW DELHi-1

TENDER NOTI FI CATI ONNO: 1/ADMN/88-89
FOR RESIDENTIAL ACCOMMODATION.

. University isin need of residential accommodationas follows:

a) For providing hostel accommodationto someof itsofficers, 3flatsof
3 bedrooms each, preferably in one building or acompact building
-with 89 bedrooms, near Tughlakabad (preferably in Saket,
Alaknanda, Yamuna/Kaveri Apartments, Kakaji Extn., etc.) and
b) Residential accommodationfor housingitsstaff members—25t030,
2 bedroom flatsin asingle block or contiguoushblocksin areaslike
Maidan Garhi, Saket, Noida, Patparganj, etc.
Interested parties may send their offersin sealed covers superscribed
"Tender for Residential/Hostel accommodation™ indicating the terms
and conditions, detailsof accommodation,location, owner's name and
address on or before25th May, 1988.
REGISTRAR

NEW DELHI, May 12: The
Indira Gandhi National Open
University here will admit 10+ 2
or the equivalent stream of
candidatestoitsB.A. and B.Com
cours¢s commencing in August.

An'IGNOU release said there
would be no restriction of
minimum or maximum age
regarding these candidates.

Also, there would be no
entrance examinations for these
candidates and they would be
admitted purely on merit, with
referenceto their marks at the 10
+ 2 examination.

A candidate admitted to B.A./

B.Com can complete it in three

"yews or a maximum period of

eight years.

84 OBJECTIVESOF ADVERTISEMENT

You have learnt what advertising isand how it is different from publicity. We will now
discuss the objectives of advertising. Business firms advertise with one or more of the
following objectives,

1
2

[(oX o JENTN- N 3; BN N}

Introduction of new products

‘Inducing potential customers to buy

Reminding users

To create brand image

To intimate customersabout new uses of aproduct
To highlight brand character

Dedler support

Trafficking the retail trade

Miscellaneous

1 Introduction of Nnew products Manufacturers Introduce new productsfrom timeto
time S0 as to compete with other manufacturerswho might have succeeded in winning
over customers of theexisting product. Advertising the iew product iS necessary so



that consumersknow about the introduction of the product, its usefulness, where it
may be available, how to get more information about the product, etc. Indeed,
advertising is highly important to promote the sale of new products.

For examplelook at Figure 8.4. You can seehow Essma Woollen Mills advertised when
it introduced the Continental Quilts.

Figure 84

Advertisement introducing a new product. It explainsthe leatures of a new product and also give
addressfor tradeenquiries. I
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2 Indﬁcing potential customers to buy: Another important objectived advertising -
to induce potential customersto buy the product. Advertising is one o the best means
by which the sale of an existing product can be increased. For this purpose, the
advertisement should emphasise the usefulness of the product, its qudlity, price
advantage, etc., so as to win over potential buyers and make them actuad buyers. If the
product is so advertised, traders expect sales to increaseand keep larger stocks for
sde. Thus, advertising leads to immediate buying action among customers as well as
traders.

3 Reminding users: In a competitive market new products are introduced quite
frequently by different firms. All these products are advertised in the market. As a
result, old brands are likely to be forgotten by the consumers. To offset this
possibility, manufacturers continue to advertise their products to maintain the buyers
interest. Thus, advertisements are also designed to.serve as a reminder to existing
customers.

4 Tocreate brand image: Businessfirms very often advertise for establishing an image
for the product (brand) and create customer loyalty for that product. When customers
develop brand loyalty, they are not inclined to shift to other brands easily. This
objective of advertising has great significancein the case of well-known
manufacturersof products.

Advertising
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Look at the advertisement for "Thums Up' soft drink presented in Figure 8.5. The
sentence at the top says, 'many great players are heavy drinkers' and shows two great
cricket players enjoying the drink. It is mainly intended to create an image that Thums
Upisarefreshing drink which is accepted by many great players. The brand name of
the drink "Thums Up' is impressed upon the public by associating it with two great
players.

Figure8.5 .
Advertisement Intended to Create Brand Image

]
i
|
i




5 Tointimate customersabout new uses of a product: Advertising is sometimes used
to convey new uses of an existing product to the customers or to draw their attention
to some new features of the product. The basic objective of advertising in this caseis
to convince the customers about the superiority of a product in comparison with other
products in the same line.

6 Tohighlight brand character: For certain products. consumers feel that a particular
characteristic is very important. Its existence determines the buyers' choice of a
particular brand out of several brands. If the product has that feature, adverising is
used to stress it and demonstrate its advantages. Similarly, if the product has a specia
feature which is linked with a desirable consumer benefit, advertising is used to
emphasise it.

Look at the advertisement presented in Figure 8.6. It says how godrej 165 litre
refrigerator is designed to establish its superiority over the other refrigerators.

Figure8.6
Advertisement Highlighting the Rrand Char acter

You work so hard to take care of your family.
But who will take care of you?

Q

Reﬂ'z'gerr

The New Godrej 165 litre Refrigerator is designed to take
better care of you. Because it gives you space where you
really need it: in the vegetable tray and door panel.

[ oV - ot

Largest Vegetable Tray and
Egyg Rack. Among 165 litre
‘Refrigerators
The Godref
vegetable tray
holds mare and
keeps vegetables
fresher for a
longer time. s
In the door panel you can store as g
many as 15 eggs; more than in any other |\
refrigerator. The New Godref helps to
keep pace with your family’s demands.

The Only 165 litre Refrigerator
Which Holds ;
10 Large Bottles

So, say goodbye to the
trouble of filling up your
bottles again and again.

® '
The new refrigerator
every hard-working woman deserves.

7 Dealer support: Sometimes the aim of advertisement is to provide support to dealers
and distributors. Thus, there are n@ny advertisements in newspapers, in which the list
of dealers and distributors are mentioned along with the particulars of the product.

Look at the Figure 8.7. In this advertisement, apart from certain details about the
product, a list of dealersis also presented at the bottom.

8 Trafficking the retail trade (increasingretail sale): On certain occasions, the
objective of advertisement is to increase retail sale through off-season or specia
festival discounts, gift schemes, clearance sales, etc. The objective of such
advertisements is to draw the attention of customers towards the special offers.

Advertising
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Figure 8.7
An Advertisement Giving the List of Dealers

Virnal Sarees

A fascinating array
of sensuous
creations.

Every month more
of these beautful
CKPI’CSSIOHS are
intreduced In
exquisice colours
shades designs and

lextures

fFrom Vimal
onl Vimal

o

£

s &
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m p

®
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Sances 3

SHOWROOWS THE LARGEST NATIONWADE RETAR
mnummtmmovm INDIA.
Authorised ahowroome i Wast Dbl Jyotl Textlles, C4, E MUM'
Junakpuri * Kumar Desp Nangal Raya, Jail Rud ® Gupta T
Shopping Certre, Shalimar Bsgh ® irishna New Markat, Tlllk Nmr
Libag Msin Market, Uttam Nagar * Vimasi Daop Main Market, Rajouri
Garden ° Katarta Textorum Krishngpuri, Sangam Market, Naar Vikas
Puri Ean. * Riltin Textilea B-2/35, Janakpuri, * THak Texties 1137 O, Main
Road. Naiafaarh,

Study the advertisement presented in Figure 8.8. earefully. Along with the informalon

regarding, product range. it gives information about 20-40% spetial festival rebate
offered by Co-Optex Tamilnadu Handlooms.

Figure8.8

Advertisement | ntended for Trafficking Ihe RetajITmde

Spcial o §
testrval Bebate




9 Miscellaneous: In some cases theobjective of the advertisement is to inform the
customers in remote areas which are not accessable to salesmen. Similarly, itis also
aimed at informing customers in far off places or outside the country about new
products.

85 ROLE OF ADVERTISING IN THE SOCIETY

In the previous section you have learnt about the objectives of advertising and the
usefulness of advertising for an individual firm. From the social point of view, it may be
said that advertisement has a positive effect on economic development. But this point of
view is not accepted by all. There are arguments both for and against the use of
advertisement in society. Let us first examine the arguments against advertising from the
social point of view.

8.5.1 ArgumentsAgainst Advertising

1 Advertising leads to higher prices: Many hold the view that advertising leads to
higher prices of goods. Advertising involves considerable expenditure. If that,
expenditure is avoided, the cost of goods may be reduced and the consumer can get
the product at a cheaper price. If the money spent on advertising is used for improving
the quality of the product, consumers may get a better product for the same price.

2 Advertising leads to monﬁpoly: It is well known that large businessfirms establish
brand image through advertising. Consumers develop brand loyalty. Then it becomes
difficult for new producers to enter the market. In other words, advertising enables the
existing large producers to block new competitors from entering the market. Thus,
advertising acts as a barrier to entry and thereby leads to monopoly. Moreover,
increased advertising often resultsin increased sales. Due to this possibility,
established firms spend more and more on advertising and increase their sales. In this
process they earn larger profits which enable them to spend even'more on advertising.
Thus, new entrants who do not have large financial resourcesfind it difficult to
compete with such established firms.

3 Advertising resultsin inefficient resource allocation: Advertisements are intended
not so much for the benefit of consumers. They are mainly directed to influence the
consumer demand to fit whatever has been produced. In other words, advertisements
are aimed mainly to change the tastes of people so that they will buy whatever is
manufactured. This leads to distortion in consumption expenditure and increases the
producers market power. Thus, advertising indirectly determines what people should
consume. In this process productive resources i.e., land, labour and capital, may not
be used in the best interest of the society.

4 Advertising causes undesirable social effects: There are certain other criticisms
about the social effects and cultural impact of advertising.

a) Objectionable appeals like sex, horror, etc., are used in advertisements to attract
the customers' attention.

b) Consumers are exposed to hundreds and thousands of product appeals which they
may not be able to buy and enjoy. This may create frustration and disappointment
in many cases.

¢) Advertising is used for promoting objectionable and harmful goods like cigarettes,
liquors, etc.

d) It influences the values and life styles of peoplein society. Often it is used to
promote products that satisfy the materialistic requirements of consumers.
Advertising is, thus, accused of promoting materialistic values in the society.

e) Advertisements occasionally portray certain things objectionable to some sections
of the society creating tensions between different groups of people.

5 Advertising may act against the freedd! of press: Mass media earn huge income
from advertisements. If the media are dePEndent on income from advertisements
sponsored by lafew large business firms, it may be difficult-to disseminate
infonnation in public interest when it is unfavourable to those big business firms. Big
sponsoring firms can threaten the media owners by refusing their advertisements and
dictate what media have to do. Thus, the financial dependence of media on
advertisements may act against the freedom of press.

AdJ‘erlising
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6 Advertising encourages unnecessary competition: There is a distinction between
informative advertising and competitive advertising. Informativeadvertising is that
which passeson the useful information about a product or service to the customers.
Such advertising isdesirable. On the other hand, the competitive advertising is
primarily meant to shift demand from one brand to another brand. In this case the
advertisement has not created any additional demand. Therefore, such advertising is
undesirable. In some cases, even the product features mentioned in the advertisement
do not compare with the product when inspected. This type of misleading advertising
is al the more undesirable.

8.5.2 Argumentsin Support of Advertising

We have noted above that advertis ng is not dways beneficial to society. However, it
offers certain advantages as well. The argumentsin favour of advertising run asfollows:

1 Advertising leads to reduction in the cost of goods: Some people hold the opinion
that advertising may lead to a reduction in the cost of goods. When consumers come
to know about any product through advertisements, the demand for that product
increases and productionis increased accordingly. Increase in production leads to
economiesd scale. The benefits resulting from the economies of scale offset the cost
of advertising. On the whole, the cost of production need not necessarily increase due
to advertising. Besides, advertising costs are much less than other forms of business
communication like personal sdling. In the absence of advertising, businessfirms
may adopt other more expensive methods.

2 Advertising need not necessarily lead to monopoly: It is not always true that
advertising resultsin monopoaly. It cannot be said that the first advertiser always wins
the consumers' patronage and the later entrants have a disadvantagedue to late entry.
There is no evidenceto bdieve that increased advertising-alwaysresults in increased
sales. The fact that the sogp and cigarette manufacturersconstantly introduce new
brands shows that the consumerslike some novelty. If the new entrant has a better
product, thereis dways a better chance of its acceptance by consumers. There are
many instances of new comers successfully competing with entrenched leaders.

3 Advertising directs allocation of resources aceording to demand: By creating
demand for godds, advertisinginfluences the alocation of resources. It informs people
about produgts availablein the market. Based on this information, consumers choose
and buy those products which satisfy their needs more effectively. Thus, the goods
which satisfy consumer needs better are more in demand, and manufacturers alocate
their resources accordingly. Thus, advertising directs the allocation of resources in
accordance with the demand for goods and contributes to economic devel opment.

4 Advertising and socia values: It is argued that the socia values and customs are
subjective. What is objectionable to one person may not be objectionable to another
person. Similarly, what is good & one point of time may not be good at another point
of time. It is accepted that advertisingis misused occasionaly by unscrupulous
businessmen. But advertisement as such should not be blamed for its misuse. This
misuse of advertisement may be controlled through statutory regulations.

5 Advertising encourages autonomy of mass media: Mass media such as newspapers
and magazines earn huge income from advertisements which make the media
financially self-supporting, Thus, the publishers of newspapers and magazines are able
to sell them at a fairly lower price. Without advertisementsthe price of newspapers
and magazines would be much higher. The earningsfrom advertisements make the
mediafinancialy self-supporting. Because o thisfinancial autonomy, media can .
publish matters of public interest freely and frankly. Thus, advertising may be said to
increase freedom of the prices.

6 Advertising provides useful information: It is through advertisement that consumers
get useful information relating to products, prices, qualit)}, terms of sale, servicing,
etc. It is themain sources of information, particularly for those who live in remote .
areas and cannot be approached by salesmen. Thus, advertising plays an informative"
role which is béneficial to consumers.

LN
7 Advertising generates employment: A point in fayour of advertising is that it
generates employment. A large number of artists, designers, models, technicians, etc.,
‘work in advertising agenciesand mass media, and earn their livelihood.




8.6 ESSENTIALSOF AN EFFECTIVE
ADVERTISEMENT

As you know, the ultimate purpose of advertisement is to induce the customers and
influence them to buy the goods and services. To be effective, the advertisement must
have right type of message communicated through proper media so as to reach the right
people at the right time and at the lowest cost possible. To achieve this, advertisement
should be properly planned and designed. Otherwise, it will fail to achieve its purpose
and the money spent on it will be a waste.

Designing an effective advertisement'is a challenging task. There is no definite formula
for that purpose. But certain guidelines may be kept in view while designing an
advertisement. The essential characteristics of a good advertisement may be divided into
two broad categories:

1) Features relating to the message
2) Features relating to consumer reach

Let us discuss each of these types of characteristics in detail.

8.6.1 Features Relating to the M essage

The impact of an advertisement depends not only upon what is said about the product,
but also how it is said. The message should be such as to win the attention and interest of
the target audience. So, while designing the advertisement message, one should keep the
following pointsin mind.

1 Desirability: The message should say somerhing desirable and interesting about the
product. Otherwise, the advertisement may fail to induce the customers to buy the
product.

2 Exclusive: Customers should know how the product advertised is better than the other
products. So, the advertisement message should point out the unique features of the
product. In other word;, it should say something exclusive or distinctive about the
product which does not apply to any other brand in that product category. Then only
people may realise why and how the product is better than others.

3 Believable: Whatever is stated in the message should be believable, For instance, if
the message conveys imaginary qualities of any product, people will never take the
advertisement seriously. The message should actually compare with the product
which the customer may verify so as to be convinced. Therefore, the message should
be believable and provable.

4 Attractive If the message is attractive, it will draw the attention of the customers
very easily. If the message is not catchy, it will not have any effect on the minds of
people. Therefore, such words or pictures which may draw the attention of customers
should be used in the advertisem'ent.

5 Memorableand easy torecall: The message should be easy to remember, so that it
may be easy to recall it. Whenever customers go for shopping, the advertisement
message should come to their mind and remind them about the product. Therefore, the
words used in the message should be easy to memorise and recall.

8.6.2 FeaturesRelating to Consumer Reach

Apart from the message, the intpact of an advertisement also depends on how well it
reaches the target customers. For this purpose, the following points should be bornein
mind while designing the advertisement.

1 Appropriatemedia: The advertisement message should be presented through the
media to which the target customers have access. For example, if the majority of the
target customers do not have television sets, the message presented by TV
transmission will not reach them. Similarly, if the majority of customers are illiterate,
the message presented in newspapers may not reach them. So, the use of appropriate
media is highly important for the effectiveness of advertisements.

2 Frequency: Frequency refers to the number of times any advertisement is repeated
within a specified period of time. It also refers to the time gap between two or more

Advertising
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advertisements. In other words, it refers to how many times and at what intervals the
advertisement is repeated. The main purpose of tepetition is to keep the message alive
in the memory of the customers. If the frequency s less, people may not remember
the message. If the frequency is more, people may get irritated and may stop giving
attention to it. So, the frequency should be optimum.

3 Timing: The specific time of advertising the message is an equally important aspect
of advertisement. For example, if the advertisement appears on the T.V. when most of
the customers are not viewing it, the effect will be much less as compared with the
effect when a mgjority of the customers are viewing the T.V. programme. Hence, the
timing of the advertisement should be so detennined that it may reach the majority of

customers.

Check Your ProgressD
1 List out the purposesfor which advertising is used by the business firms.
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4 Which of thefollowing statements are True and which are False?
i) Advertising is not a all useful to the society.
ii) Advertising creates employment.
iii) Advertising always encourages monopoly.
iv) Advertisement need not be attractive to draw the attention of the customers.
v) Some advertisements have undesirable social and cultural impact.
vi) Advertising through newspaper is appropriate when the potential customers are
mostly illiterate,

87 LET USSUM UP

Advertising is any paid form of non-personal presentation of ideas, goods or services by
an identified sponsor. Publicity is non-sponsored commrtercially significant information
about a company or its product disseminated to the public by non-personal media without
afinancial charge to the company.

Advertising is different from publicity, although both use non-personal media,
Advertising is sponsored by some company and payment is made to the media for

.disseminating that message.'On the other hand, publicity is not sponsored by any

company and no payment is made to the media.

Business firms use advertising with one or more of the following objectives:

1) introduction of new products, 2) inducing potential customers to buy, 3) reminding
users, 4) to create brand image, 5) to intimate customers about new uses of a product,

6) to highlight brand character, 7) dealer support, 8) trafficking the retail trade, and

9) other objectives like informing customers in remote areas if they are not accessible to
salesmen.

While edvertising serves many useful purposes and benefit individual firms, it may have
both positive and negative effects from the social point of view. Advertising may




urmnecessarily raise the prices of goods particularly,when expenses are incurred on Advertising
competitive advertising simply to divert customers from other products without any rea

benefit to them. Large business firms establish brand image through advertising and are

thus able to block the entry of new competitors in the market. This may lead to

monopoly. However, if new comers can offer better products they may be able to

compete with entrenched |eaders.

Advertising indirectly determines what people should consume as it is directed to
influence consumer demands to fit whatever has been produced. Therefore, productive
resources may not be used in the best interest of society. Moreover, advertisements often
have harmful effects on the social and cultural values of the people.

Society is aso benefited in several ways as a result of advertisements sponsored by
business firms. Advertising leads to the allocation of resources in accordance with the
demand for goods and contributes to economic development. It provides useful
information to consumers, gencrates employment, and helps mass media to publish
matters of public interest freely and frankly.

To be effective, advertisements must have the right type of message communicated
through proper media so as to reach the right people at the right time and at the lowest
possible cost. The message should communicate something desirable and distinctive
about the product advertised. The message should be believable, attractive, easy to
remember and recall. It should be coinmunicated through appropriate media and
repeated as often asis necessary to keep the message alive. The timing of the advertising
should be so determined that it may reach the majority of target customers.

8.8 KEYWORDS

Advertising: Any paid form of non-personal communication of ideas, goods or services
by an identified sponsor.

Publicity: Commercially significant information about a company or its product
disseminated by a non-personal media without a financial charge to the company.

Brand Loyalty: Buyers inclination to stick to a particular brand of product while
making purchases.

Brand Image: Favourable opinion that goes with a particular brand name.

Mass Media: Channels or vehicles of communication which may be used to convey
messages to large numbers of people.
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810 ANSWERSTO CHECK YOUR PROGRESS

A Product ‘Televista Television
Media Newspaper
Message Leadership comes in many forms. Leadership—the

result of constant endeavour towards excellence and
quality, manifests itsdf in everything the leader ‘
performs. Televista is the leading name in Televisions C 19
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for technology performance and class. It isone of the
first and is still theforemost.
Televista— Only the best carry our name.

Sponsor Manufacturer of ‘Televista® TVs or its agent.

B Reviewer says that the film 'Aaina isa wel made film within the formulaformat. It
is al so stated that the dialogue is well worded, fine music by Naushad and the lead
role is played by Mumtaz rather poignantly. On the whole, the review may have
some positive influence on the reader.

C 1 Similarity: In both these vasc: there is no face-to-face communication with the
target audience. Both of them are presented through non-personal mass medium like
radio, television, newspaper, magazine, €tc.

Differences. There is an identifiable sponsor for advertisement whereas in the case
of publicity there is no identifiable sponsor.

In the case of advertisement the company pays money to the media which present
the message. The company does not pay anything to the media in the case of
publicity.

Advertisement messages are mainly intended to create favourable influence about
the company or its product. Publicity may give afavourable or unfavourable
impression about the company or its product.

2 1) Presented by a sales representative which is a personal communication.
Therefore it is neither advertisement nor publicity.

ii) Thisis presented by an individual which does not come under mass media. So, it
is neither advertisement nor publicity.

iii) Newspaper, a non-personal media, presented the information voluntarily.
Company did not pay any money to the newspaper. It comes under publicity
(unfavourable publicity).

3 Item lis an advertisement. It is sponsored by Indira Gandhi National Open
University (Registrar) calling for tenders for ,residential accommodation.

Item 2is publicity. It iswritten by the staff reporter and published by the newspaper
voluntarily for the information of its readers.

D4 i) False ii) True iii) False iv) False
V) Tr..e vi) False

8.1 TERMINAL QUESTIONS

1 What is the main purpose of advertising? What are the various objectives served by
advertisements?

2 Explain the usefulness of advertising from the consumers' point of view.
3 In what respects can advertisements be harmful to society?

4 What are the characteristics of agood advertisement? Suggest guidelines for
designing an effect:ve advertisement.

'‘Advertisement is awaste'. Do you agree with this view? Give reasons for your
argument.

n

Note: These questionswill hdp you to undersandthe unit better. Try to write answer sfor them. But
donat submit your answerstotheuniversty. Thesearefor your practiceonly.
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9.0 OBJECTIVES

After studying this unit, you should be able to:

# analyse theimportanceof mediain advertising

4 outline the characteristicsof each medium of advertising
8 state thefeaturesof an idea medium

r describethe factors influencingchoice of media

8 explain therole of advertising agencies

9.1 INTRODUCTION

In Unit 8 you have learnt what is advertising, how it is different from publicity, the
objectivesof advertising, the role of advertisingin the society and the features of an
effective advertisement. As you know, for businessfirms advertising is a very important

meansaof communicating with the consumersabout productsor services, their usefulness,
quality, placewherethey are available, etc. The basic objectiveof al thisis to promote
sales. Thisobjectiveis fulfilled only when the advertisement message reaches the intended
customers. In thisregard the media used i.e., the means which carry the message, is very
important. In this unit we shall discuss the importanceof media in advertising,
characteristicsof various advertising media, features of an ideal medium, and thefactors
influencing the choice of media.

9.2 MEANING AND IMPORTANCE OF MEDIA

The method or means adopted to communicate the message of an advertisement is known,
as the medium of advertising. In other words, medium is the vehicleor carrier of
advertising message to the target customersor prospects. Thus, newspaper is amedium of
advertising because it carries messagesin print about products and services. Similarly,
radio is another medium of advertising to broadcast and communicate advertisementsto
the listeners. Advertisementsthrough televisioncarry the message about products and
services to viewers. Posters, handbills, cinema slides, outdoor display of goods, etc., are
aiso used for advertising purposes. These are al mediaof advertising. The basic purpose
of using the mediais to bring products and services to the notice of potential

customers.
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