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8.1 ' INTRODUCTION 

While listening 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 people to buy certain prohucts or services. Indeed, 
advertisements are used by companies to communicate how their products or services may 
be of use to customers. In modem industrial economies, advertising plays a very important 
role acquainting the public with the nature and quality of products or services available in 
the market. 

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

Let us start with an understanding of what is meant by advertising. The American 
Marketing ~ssmiat ibn has defined advertising as "any paid form of non-persgnd . 
presentation of ideas, goods or services by an identified sponsor". This &finition includes 
the following four expressions: 

i) Paid form 
ii) Non-personal presentation 
iii) Ideas, goods and services 
iv) . Identified sponsor 

To understand the definition clearly, it is necessary to clarify these expressions. Let us 
discuss these expressions in detail. 



Marketing i) Paid form: For every advertisement, some money has to be paid to the mediurj- 
which carries'the message. For instance, if the message is published in a magqine, 
payment must be made for printing and the space used in that magazine. If the 
matter is printed without any charge, it will not be treated as an advertisement 

ii) Non-personal presentation: When a salesman directly talks to the customer a b u t  
any product, it is personal presentation. If the message is communicated through 
mass media like radio, television, newspaper, magazine, direct mail, hoaranqs, etc., 
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 implies that if the message is presented to the 
customer by a salesman, it would not be treated as advertising. 
- . -' - 

iii) Ideas, goods and services: This implies thqr advertising may be intended to helf 
selling not only goods but also ideas and savictb. For instance, banks,.ins~ancG 
companies, airlines, restaurants, dry cleaners, and similar organisations advertise 
their services and ideas underlying the usefulness of savings, travelling, eating 
palatable food, etc.. just as manufacturers of 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. 

jv) Identified sponsor: The sponsor of an advertisement is 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 it is 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 analyse this 
message to fmd out whether it may be treated as an advertisement or not. First, the 
meqsage is printed in the newspaper which is a non-personal medium. Secondly, the 
payment must have been made to the newspilper in which it appeared. Thirdly, the 
message is about the quality of a product-4CM suitings the perfect fabric. Fourthly, the 
name of the sponsor or advertiser i.e., VXL India Ltd., is clearly mentioned. It is also 
obvious that 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: 

Product : OCM Fabric (Textiles) 
Medium : Newspaper 
Message : OCM Suitings the perfect fabric, 

A prodhct of VXL India Ltd. 
Sponsor VXL India Ltd. 
Payment : The sponsor of the message paid for printing and space 

used in the newspaper at the rates fixed by the publishers. 

Check Your Progress A 
Look at Figure 8.2 and examine it carefully. Write down the particulars relating to the 
media, produot, message and sponsor. State whether you can call it an advertisement. 
While doing this exercise, you may refer to Figure 8 , l  

............................................................................................................................................ 
..,i .............. r......, ......................................................... ................ ....a. y.'.............. ..... 6 

-- 



Figure 8.1 Example of an Advertisement 

Source : Produced from a Ilewspnper 

Fig. 8.2 

Leadership-the result d constant 
endeavour towards exdlence 
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8.3 DIFFERENCE BETWEEN ADVERTISEMENT AND 
PUBLICITY 

Is advertisement different from publicity? Sometimes advertisement and publicity are 
wrongly interpreted to mean one and the same-thing. In fact, advertisemepr'k different 
from publicity. Before we discuss how they are different, let us first griderstand what 
publicity is. 

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

i) Non-sponsored 
ii) Commercially significant information 
,iii) Through non-personal media 
iv) Without a financial charge to the company 

Let us now discuss these four expressions in more detail to understand the meaning of 
publicity very clearly. 

i) Non-sponsored: The information is not sponsored by the company. It is published or 
communicated volunta~ily by the media. In other words, there is no sponsor of the 
publicity material. 

ii) Commercially significant informatih: Information about the company or its 
product,are cbltlrnuni~ated 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 mqsage may 
be conveyed through discussions or debates (as in radio or TV), or editorial or news 
items (as in newspapers or magazines). 

iv) Without a f i na~da l  charge to the company: The publicity matter is presented 
voluntarily by the media. There is no payment made by the company to the media for 

, disseminating that information. 

Publicity may be favourable or unfavourable to 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 simple examples of favourable and unfavourable publicity. 
You may have read film reviews in magazines or newspapers. These reviews are written 
by the magazine or newspaper staff. The producer of the film is in no way connected 
with it. In these reviews, there are comments on the story, music, photography. 
performance of main artists, etc. These reviews count as publicify. If the comments in the 
review are not good, the readers have a qegative impression about the film and they are 
not eager to see the film. This is an example of unfavourable publicity. If the comments 
are good in the review, there is a positive impression about the film in the mind of th6: 
reader and many of them will see it. If is an example of favourable public'ity. 

In an attempt to obtain favourable publicity, companies engage in public relations. These 
public relations activities do not come under the purview of marketing department. It is, 
normally, managed by a special department called Public Relations Department. 

Check Your Progress B 
Look at the film review presented below. It is ,p example of publicity. Read it carefully 
and state with reasons.whether it would have positive or negative influence on readers. 



1 p d a y  TV films , Advertising 

A melodramatic tale of a family immersed in trouble. Its increasing problems are made more problematic by the 
quick multiplication of children with the priest father gradually being denuded of clients. The harqssed mother is 
forever complaining - what with six children to support and a new one on the way. 

, Luckily, the eldest sister is a loving kind and keeps the youngei 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 wishes md 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 real life in order lo feed the hungry mouths. 
Initially, she takes up a job 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 days is themirror in which she keeps looki~lg at her face and there is a sympathetic 
friend too. Dialogue is rather well worded and on the whole a well made film within the formula format. 

K. Balachander, the multi-lingual South Indian movie maker, directs one of his early Hindi ventures. There is 
, fine music by Naushad and the lead role is played by Munltaz rather poignantly. Others include Rajesh 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. 

Features of Advertising and Publicity 

- 1 Media Presented by non-personal media such as Presented by non-personal medium such as 
radio, TV, newspaper, magazine, etc. I radio. TV, newspaper, magwine. etc. 

Particulars Advertising 

2 Sponsor 

Publicity ' 

There is an identifiable sponsor. NormalIy a There is no identifiable sponsor. Media 
company sponsors it for its product or service, presanl the information voluntwily. I 

3 Payment 

- - -- - - -- 

Check Your Progress C 
1 Read Table 8.1 carefully and point out the sitnilnrities and differences betwecn 

advertising and publicity. 

4 Purpose 

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

The company has to pay money to the media 
for the space or time used. 

i) A sales representative from a drug manufacturing company visited a doctor, and 
explained to him the usefulness of various drugs manufactured by that company. 

Company does not make any payment to 
the media. 

It is intended to give a favourable i?pression It may have :I favourable or unPavourable 
about the cqmpany or its product. influence on the public about the company 

or its pt40ducf. 



Marketing ii) Mrs. Renu uses 'Vajradanti' tooth paste regularly, One day she told her neighbour 
Mrs. Kamala that Vajradanti is the best tooth paste available in India. After this, 
Mrs. Kamala also started using Vajradanti tooth paste. 

\ 

iii) One car manufacturing company advertised that their car gives 15 km per a litre 
of petrol consumed. After a few months, one leading newspaper published an 
article stating that the car gives only 10 km per a litre and that the manufacturers 
are misleading the public.'~fter the publication of this article, there is a slight drop 
in the sales of the car. 

3 Look at the two items presented below. Study them carefully and identify which is an 
advertisement and which is publicity. Give your reasons. I 

1 
I 

Item I Item 11 

-7 ')uiree course 

YMCA CULTURAL CENTRE I JAI SINGH ROAD NEW DELHI-I 

TENDER NOTIFICATION NO: llADMNl88-89 
FOR RESIDENTIAL ACCOMMODATION. 

University is in need of residential accommodation as follows: 
a) For providing hosteI accommodation to some of its officers, 3 flats of 

3 bedrooms each, preferably in one building or a compact building 
.with 8-9 bedrooms, near Tughlakabad (preferably in Saket, 
AIaknanda, Yamuna/Kaveri Apartments, Kalkaji Extn., etc.) and 

b) Residential accommodation for housing its staff members-25 to 30, 
2 bedroom flats in a single block or contiguous blocks in areas like 
Maidan Garhi, Saket, Noida, Patparganj, etc. 

Interested parties may send their offers in sealed covers superscribed 
"Tender for Residentid/Hoste! accommodation" indicating the t e n s  
and conditions, details of accommodation, location, owner's name and 
address on or before 25th May, 1988. 

REGISTRAR 

By A Staff Reporter 

NEW DELHI, May 11: The 
Indira Gandhi National Open 
University here'will admit 10+ 2 
or the equivalent stream of 
candi ates to its B.A. and B . C O ~  
cours s commencing in August. f An IONOU release said there 
would be no restriction of 
minimum or maximum age 
regarding these candidates. 

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

.A candidafc admitted to B.A./ 
B.Com can complete it in three 
yews or a maximum period of 
eight years. 

8.4 OBJECTIVES OF ADVERTISEMENT 

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

1 Introduction of new products 
2 'Inducing potential cuitorners 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 
9 ~iscellaneous 

1 _Introduction of new products: ~anufactureh Introduce new products from time to 
time so as to compete with other manufacturers who might have succeeded in winning 

W over customers of the existing prgduct. Advertising the rrew product is necessm so 



that consumers know 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 example look at Figure 8.4. You can see how Essma Woollen Mills advertised when 
it introduced the Continental Quilts. 

Figure 8.4 
Advertisement introducing a new product. It explains the features of a new product and also giw 

address for trade enquiries. I 

. --  

I GflNTlME&TA'At QUILTS 
* -. p* ;*y'y+ Fa* . . % , 6, e 9 

2 ~ndGcin$ potential customers to buy: Another imporrant objective of advertising - 
to induce potential customers to buy the product. Advertising is one of 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 quality, price 
advantage, etc., so as to win over potential buyers and make them actual buyers. If the 
product is so advertised, traders expect sales to increase and keep larger stocks for 
sale. 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 
fissibility, 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 To create brand image: Business firms 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 significance in the case of well-known 
manufacturers of products. 



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 
Up is a refreshing 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. 

Figure 8.5 
Advertisement Intended to Create Brand Image 

' 



5 To intimate customers about 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 case is 
to convince the customers about the superiority of a product in comparison with other 
products in the same line. 

6 To highlight 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, adirertising is 
used to stress it and demonstrate its advantages. Similarly, if the product has a special 
feature which is linked with a desirable consumer benefit, advertising is used to 
ernphasise 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. 

Figure 8.6 
Advertisement Highlighting the Rrand Character 

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

The new refigerator 
every hard-working woman deserves. 

7 Uealer suppork Sometimes the aim of advertisement is to provide support to dealers 
and distributors. Thus, there are many advertisements in newspapers, in which the list 
of dealers and distributors are mentioned along witl; the particulars of the product. 

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

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



Figure 8.7 
An Advertisement Giving the List or Dealers 

~ ~ r n a l  Sareer 
A fasc~nanng l r raY 
O[ stnsuous 
CreaIIons. 
Every month more 
ol rhese beaut~ful 
erprcsrlonr are 
lnrroduccd In 
e<clulsitc roi~urr 
shades designi and 
lc\:urer 

f r c r i  vinlal 
On\,, ~ : m a l  

dwwromu h W r t  w: Jyd Ta* C-4. E M a w ,  
? a s *  KIA- D.rl, N1ng.l Raya, Jail R o d  Oupl T- A! 
Shopping C.ntra, Shrlimrr Bogh. wrWM Nm Mark-at. TIIak NWJW 
Udu Mdn Mmrk6t, W r n  Nwar  a V l d  Dug Mun Marluc. R a J o u ~  
Gatdan * Utuk T.aorlum Krkhn~puri. Slngl(n Marka, Near V i b  
Purl Ean. * I l ( hTu (P r  6-2/36, Jrnatpuri. .TsrkTuctR.. 1137 0, Main 
Road. N a l a b h .  

S ~ d y  [he advenigment presented in Figure 8.5. eanfuliy. Along with t l ~  inI'0rinallOn 

reg ad in^ ~roduct range. it gives i n f o n ~ u t i a ~  about 20-401 rpreial feslivi~l rebate " - .  
offered by Co-Optcx Tamilnadu Handlooms. 

Figure 8.8 
Advertisumml Intended for Trafficking I he Retail Trndc 



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

8.5 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 fiml. 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.   here 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 Arguments Against 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 monhpoly: It is well known that large business firms 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 results in 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 resources find it difficult to 
compete with such established firms. 

3 Advertising results in 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. 

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

d) It influences the values and life styles of people ifi 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 th,e society creating tensions between different groups of people. 

5 Advertising may act against the freedo of press: Mass media earn huge income 
from advertisements. If the media are de k endent on income from advertisements 
sponsored by la few 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 mqdia 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. 



i 

1 
Marketing 6 Advertising encourages unnecessary competition: There is a distinction between I 

informative advertising and competitive advertising. Informative advertising is that 
which passes on the useful information about a product or service to the customers. I 
Such advertising is desirable. On the other hand, the competitive advertising is 
primarily meant to shift demand from one brand to another brand. In this case the 

i 
I 

advertisement has not created any additional demand. Therefore, such advertising is 
undesirable. In some cases, even the product features mentioned in the advertisement 

I 
do not compare with the product when inspected. This type of misleading advertising 

1 
is all the more undesirable. 

I I 
8.5.2 Arguments in Support of Advertising . 4 

, \?i, have noted above that advertising is qot always beneficial to society. However, it 
offers certain advantages as well. The arguments in favour of advertising run as follows: I 
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 production is increased accordingly. Increase in production leads to 
economies of scale. The benefits resulting from the economies of scale offset the cost 
of advedsing. 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 selling. In the absence of advertising, business firms 
may adopt other more expensive methods. 1 

2 Advertising need not necessarily lead to monopoly: It is not always true that 
advertising results in monopoly. It cannot be said that the first advertiser always wins 
the consumers' patronage and the later entrants have a disadvantage due to late entry. 
There is no evidence to believe that increased advertising-always results in increased 
sales. The fact that the soap and cigarette manufacturers constantly introduce new 
brands shows that the consumers like some novelty. If the neq entrant has a better 
product, there is always 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 accorcling to demand: By creating 
demand for godds, advertising influences the allocation of resources. It informs people 
about produp available in 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 allocate 

, 
their resources accordingly. Thus, advertising directs the allocation of resources in 
accordance with the demand for goods and contributes to economic development. 

4 Advertising and social values: It is argued that the social values and customs are 
subjective. What is objectionable to one person may not be objectionable to another 
person. Similarly, what is good at one point of time may not be good at another point 
of time. It is accepted that advertising is misused occasionally 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 e m  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 advertisements the price of newspapers 
and maga~ines would be much higher. The earnings from advertisements make the 
media financially se!f-supporting. Because of this financial 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 
I get useful information relating to products, prices, quality, terms of sale, servicing, 

etc. It is the main 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 bkneficial to consumers. 

I I 

7 Advertising generates employment: A point in fdourbr  advertising is that it 
generates employment. A large number of artists, designers, models, technicians, etc., 
work in advertising agencies and mass media, and earn their lilrelihood. - .  



8.6 ESSENTIALS OF 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 prop& 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 advertiseme~it may be divided into 
two broad categories: 

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

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

1 8.6.1 Features Relating to the Message 

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 huch as to win the attention and interest of 
the target audience. So, while designing the :iclvertisement message, one should keep the 
following points in mind. 

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

2 Exclusive: Customers should know how the PI-oduct advertised is better than the other 
products. So, the advert~sement message should point out the unique features of the 
product. In other word;, i t  should say something exclilsive 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 believ,lble. 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 Memorable and easy to recall: 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 
:?,oms used in the message should be easy to rneinorise and recall. 

8.6.2 Features Relating to Consumer Reach 
Apart from the message, the impact of an advertisement also depends on how well it 
reaches the target customers. For this purpose, the following points should be borne in 
mind while designing the advertisement. 

1 Appropriate media: 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 ~ e r i o d  of time. It also refers to the time gap between two or Inore 

Advertising 



Marketing advertisements. In other words, it refers to how many times and at what intervals the 
advertisement is repeated. The main purpose of i'epetition is to keep the message alive 
in the memory of the customeis. If the frequency is less, people lnay 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 mecsage 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 majority of the customers are viewing the T.V. programme. Hence, the 
tirning of the advertisement should be so detennined that it may reach the majority of 

Check Your Progress D 
1 List out the purposes for which advertising is used by the business firms. 

2 ~ifferentiate between informative advertising and competitive advertising. 

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

3 State the features of an effective advertisement. 

4 Which of the following statements are True and which are False? 
i) Advertising is not at all useful to the society. 
ii) Advertising creates employment. 
i i i )  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, 

8.7 LET US SUM UP 

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

.disseminating that message. 'On the other hand, publicity is not sponsored by ally 
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 inany useful purposes and benefit individual firms, it may have 

f 18 bofhpositive and negative effects from the social point of view. Advertising may ' 



ur~necessarily raise the prices of goods particularly, when expenses are incurred on 
competitive advertising simply to divert customers from other products without any real 
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 leaders. 

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 also 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, generates employment, and helps Inass 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 as is 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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8.10 ANSWERS TO 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 itself in everything the leader 
performs. Televista is the leading name in Televisions 



Marketing for technology performance and class. It is one of the 
first and is still the foremost. 
Televista-Only the best carry our name. 

Sponsor Manufacturer of 'Televista' TVs or its' agent. 

B Reviewer says that the film 'Aaina' is a well made film within the formula format. It 
is also 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 I Similarity: In both these Gasi: 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, etc. 

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 a favourable or unfavourabl~ 
impression about the company or its product. 

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

ii) This is presented by an individud which does not come under mass media. So, it 
is neither advertisement nor publicit5 

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

Item 2 is publicity. It is written by the staff reporter and published by the newspaper 
volu~~tarily for the information of its readers. 

D 4 i) False ii) True iii) False iv) False 
v) ?'r,.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 harmfvl to society? 

4 What are the characteristics of a good advertitement? Suggest guidelines for 
designing an effect!ve advertisement. 

5 'Advertisement is a waste'. Do you agree with this view? Give reasons for your 
argument. 

Note : These questions will help you to understand the unit better. Try to write answers for them. But 
do not submit your answers to the university. These are for your practice only. 
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UNIT 9 ADVERTISING MEDIA 
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- 

9.0 OBJECTIVES 

After studying this unit, you should be able to: 
6 a~lalyse the importance of media in advertising 
i outline the characteristics of each medium of advertising 

I state the features of an ideal medium 
I describe the factors influencing choice of media 
1 explain the role of advertising agencies 

9.1 INTRODUCTION 

In Unit 8 you have learnt what is advertising, how it is different from publicity, the 
objectives of advertising, the role of advertising in the society and the features of an 
effective advertisement. As you know, for business firms advertising is a very important 
means of communicating with the consumers about products or services, their userulness, 
quality, place where they are available, etc. The basic objective of all this is to promote 
sales. This objective is fulfilled only when the advertisement message reaches the intendcd 
customers. In this regard the media used i.e., the means which carry the message, is very 
important. In this unit we shall discuss the importance of media in advertising, 
characteristics of various advertising media, features of an ideal medium, and the factors 
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 vehicle or carrier of 
advertising message to the target customers or prospects. Thus, newspaper is a medibm of 
advertising because it carries messages in print about products and services. Similarly, 
radio is another medium of advertising to broadcast and communicate advertisements to 
the listeners. Advertisements through television carry the message about products and 
services to viewers. Posters, handbills, cinema slides, outdoor display of goods, etc., are 
also used for advertising purposes. These are all media of advertising. The basic purpose 
of using the media is to bring products and services to the notice of potential 
customers. 


