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Q. No. Particulars Marks
Q.1 Objective Questions 20
(A)Select the most appropriate answer from the 10

option given below (Any Ten out of Twelve)
(B) State whether the following statements are
or False (Any Ten out of Twelve)

10

Q.2 Answer any Two of the following out
Questions - Module -1 (a), (b) and (c)

Q.3 Answer any Two of the follo 15

Q4 Answer any Two of the 15

Questions - Module - III (a),

15

20
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1.INTRODUCTION TO ADVERTISING

INTRODUCTION

Good advertising builds sales. And great advertising builds brand equity. Hence,
it's not enough to come up with good advertising but with great advertising campaigns
like Colgate Toothpaste, Raymond Suitings, Cadbury’s Dairy Milk, Nestle’s Nescafe,
Fevicol, Vodafone,............. To make a great impact on the minds of the people.

Advertising that approaches the audience with warmth, wit and wisdom can be
successful, even on a smaller budget. However, we often come across dull and boring
ads created by the co-called creative people.

When you meet a new person, and you're stuck by his / afmth and wit, you
may tend to like him / her very much, whereas, if you come 3 iRg, arrogant
and imposing person, you may not want to spend any ti
the case of advertising.

The term advertising is derived from the origina
means to turn attention.

INTEGRATED MARKETING CO

Meaning
Integrated marketing communication (I J1S0Rea integrated promotion mix.
The IMC plays an important role in persuadiig, re informing, developing image

nally buyers or dealers).
eting Communication “as the element
to inform, persuade and remind the
products.”

in an organisation’s ma
market regarding th

g messages to target audience in order to promote
rocess includes the following steps:

ing communication techniques
ining the budget
Implementing the IMC plan

Review of performance

2. Main Objectives:
IMC is undertaken to achieve certain well defined objectives which may include:
Creating awareness
Developing attitudes
Developing brand image
Developing brand loyalty
Countering competitive claims
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e Building corporate image
e Persuading customers to buy products
e Providing information for customers’ decisions

3. Continuous in Nature:
IMC is a continuous activity. There is a constant need to undertake IMC activities to
face challenges of the competitors in the market. For instance, the marketer must
continuously make use of advertising to act as a reminder to the customers to buy
the firm'’s products.

4. Elements of IMC:
IMC involves a number of elements that can be used to cog
messages to the target customers. The various elements ing

Publicity

Advertising

Sales promotion

Salesmanship

Sponsorships

Public Relations

Packaging

Participation in trade fairs an

ate commercial

5. Creativity:
Creativity is vital in all the g
required to create effect
out creative ads, some
the existing ads.

ommercial messages are planned and prepared
dience, product, competitors, etc.

at select target audience. The marketer must select the
nd direct the messages to create a positive impact on them so

IMC is primarily directed at the present and potential customers. However, while
designing IMC, firms must also consider the various groups that IMC may have an
impact. The various groups include the intermediaries, employees, shareholders and
the society at large.

ELEMENTS OF IMC

There are various elements of IMC. The elements are to be coordinated in such a

way to get the maximum impact.
For instance, if a firm needs to create brand awareness of a newly introduced brand,
it has to undertake publicity, advertising, sponsorship, trade fairs participation, etc., so
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as to create the maximum impact. The number of elements to be integrated and the
money to be spent on each element depends on several factors such as nature of the
product, customers, area coverage, competition, availability of funds, etc.

1.

Publicity:

Publicity is a form of mass communication that can be used to promote
products through news and articles carried by the mass media about a firm’s
products, actions, policies, awards, etc.

Publicity can be favourable or unfavourable. A firm may influence the media
people to carry positive publicity, and therefore, a firm needs to maintain good
relations with media.

Publicity has several advantages over advertising and othg
It may reach to people, who may not pay attention to ad
and sales force.

It is more believed as compared to advertising an
from the desk of the media.

It Is normally free of cost. The firm need not pay for th ' edia.
It can provide more information than de detailed
information about the firm and its products.

aents of IMC:

Advertising
It is any paid form of non-persona pres romotion of ideas, goods
and services by an identified rtising messages are
communicated through vaggieus med spapers, magazines, radio,

[

[ ]

° er contests,

o Discounts,

e Exchange offers,

o Free samples and free gifts,

e Guarantees or warranties, etc.
Sponsorships:

A firm may sponsor sports, cultural and social events, to create a distinct image
for the Organisation and for its brands.For instance, sponsorship of sports gives a
high visibility for the firm. Firms also get distinct image by associating with distinct
sports events like grand slam tennis tournaments, world cup etc.
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For instance, Rolex - the king of luxury watches - maintains its distinct image by
sponsoring Wimbeldon tennis tournament - the king of grand slams in tennis. (The
other three grand slams include: Australian Open, French Open, and US Open)

5. Personal Selling:
It involves face-to-face communication between the firm’s representative and
the prospect. It is the oldest form of promotional effort to sell products.

The basic objectives are:

To find prospective customers.

To persuade the prospects.

To clarify any information regarding the products.

To maintain good relations with the customers.

6. Public Relations:
Professional firms are concerned about the effect
A firm should understand concerns of the public ~ em its

Unlike the other integrated marketing communi€ati i , public relations
is concerned primarily with peop et, although it may
include them.

The main objectives are:

To communicate the fi
To correct erroneg

Exhibitions:
It is one of the oldest forms of promoting the sale of products. In India, the India
Trade Promotion Organisation (ITPO) is set up by the Government to organize trade
fairs and exhibitions. ITPO also assists Indian exporters to participate in trade fairs
and exhibitions in the overseas markets. Trade fairs and exhibitions are also
organised by trade associations and other groups.
Participation in trade fairs can achieve certain objectives:

o Demonstrating the features and operations of the product.

e Observing the efforts of the competitors.

e Generate a list of prospective buyers.

WWW.HERAMBCLASSES.COM CONT. 0251-2361216/7045833845/46/47



http://www.herambclasses.com/

HERAMB COACHING CLASSES ADVERTISING SEM III / SYBCOM

9. Direct Marketing:

Direct marketing involves several techniques to sell product directly to the
customers, such as yellow pages, direct mail (sales letters, brochures,
catalogues), interest, and telemarketing. The main advantages are:

e It offers customer selectivity. The marketer can identify and address to the

right target audience of his choice.

e The message can be specially designed to appeal the target audience.

e The message can be changed depending on the response.

e The marketer can communicate quickly the latest information of the product.

ROLE OF ADVERTISING IN IMC

competitive advantage, etc. Advertising also plays an i
elements of IMC.
The role of advertising with reference to the elements

1. Advertising and Sales Promotion:

Sales promotion includes various techniques su , exChange offers, free
i target customers to
buy the products, and from the i
purpose.

Advertising plays an
Company comes up wit : i ffers, the buyers need to be informed
about the same.

brands, as they may be influenced by the ads.

A salesperson dealing in advertised brands may be able to sell non-advertised
brands as well. This is because, the customers may respect and trust the sales
persons of reputed companies; as advertising creates good corporate image.

4. Advertising and Public Relations
Public relations is a strategic communication process that builds mutually
beneficial relationships between organization and its public. It is the professional
maintenance of a favourable public image by a Company.
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Due to advertising, public may develop a good corporate image of professional
firms. Therefore, the public relations efforts of a reputed company may be easily

accepted by the members of the public.

5. Advertising and Direct Marketing:

Direct marketing involves various techniques to sell the products directly to the
customers, such as yellow pages, internet (online), telemarketing, direct mail (sales

letters, catalogues), SMS and so on.

Therefore, the direct marketing techniques may be good response from the
buyers who are already aware of the brand(s) through advertising.
For instance, online (direct) marketers may place ads for special offers for a

limited period in various mass media, which may induce the

online.

6. Advertising and Packaging:

to place orders

A properly designed package can influence or induc product. A

well-designed package can communicate the type and

Also, the advertisers may display the pa
Therefore, the buyers become aware of t

identify the package at point of purchase

purchase decision, especially, in the

7. Trade Fairs and Exhibitions:
At trade fairs, Companies
induce them to purchase

ADVERTISING AND PUBLICITY

dvertising and publicity performs more or less the same function i.e.

to inform to the public about goods, services, ideas or events but the two terms are not
one and the same. The main differences are as follows:

ADVERTISING

PUBLICITY

1. | Meaning:

Advertising is a paid form of non-
personal presentation and promotion of
ideas, goods and services.

Publicity is a non-paid form of non-
personal presentation of ideas, goods,
services, events, etc.

2. | Purpose:
The main purpose is to create brand
awareness and to induce action on the

The main objective is only to inform the
audience of the latest events, including
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part of audience: product launches.

3. | Payment to Media:
In advertising, the advertiser pays the | Publicity is not directly paid for. IT comes
media for the time or space used. from the editors’ desk.

4. | Public Trust:
Advertising may raise doubts and | Generally, publicity creates more
suspicion regarding the authenticity of | confidence in the minds of public as

the advertising message. compared to advertising.

5. | Commercial / Non-commercial:
Advertising is a commercial | Publicity can be commercial or non-
communication. commercial communication.

6. | Control:

Because advertising is paid by the
advertiser, the wording, placement of
the ad, the timing, etc., is controlled by
the advertiser.

of the editorial

7. | Class of Audience:
Advertising may be designed to specifi
class of audience.

8. | Inclusive / Exclusive:
All advertising is publicity. ) ici t advertising.

9. | lllustration / Words:
In advertising, emphasis is placé
illustrations and also on

10.| Repetition:

It is normally repg Publicity is usually not repeated.

.| Response from Aut
Generally, publicity is for information and
not for direct action.

There is no loss to the publisher if the
publicity is ignored.

Publicity normally takes place for newly
introduced products.

Publicity is not undertaken through the
testimonials of personalities.

ADVERTISING

CONCEPT AND FEATURES OF ADVERTISING

The word advertising comes from the Latin word “advertere” meaning ‘to turn
the mind toward’. This means that advertising should attract the attention of the
audience, and get them involved or interested in the brand that is being advertised.

The commonly used definition of advertising is given by The American
Marketing Association. It defined advertising as “any paid form of non-personal
presentation and promotion of ideas, goods or services by an identified sponsor”.
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William F. Arens: “Advertising is the structured and composed non-personal
communication of information, usually paid for and usually persuasive in nature,
about products (goods, services and ideas) by identified sponsors through various
media”.

The above definitions and several other authors define the term advertisement
rather than advertising. Advertising is a creative process, which involves among
other things, planning, preparing and placing advertisements in the media to
achieve desired objectives.

Features of Advertising

1. Process:
Advertising is a creative and systematic process. The process of ertising involves:
e Planning of advertising - what to advertise, why to g i hen and how
often to advertise, where to advertise, in which mé and how

much funds to be incurred on advertising.
e Preparation of advertising - creation of ads by
of the product, nature of target audience, competiti
e Placing the ads in the appropriate medi

nature

2. Paid / Controlled Form:

The advertiser pays for the time edia. Therefore, the

e a positive news story about its new
edia for publication or for transmission.

3.
tation of commercial messages through the
oor, digital, etc. Generally, advertising is not done
resentation of ideas, goods and services, it is

4.

e Goods such as FMCG like tea, toothpaste, toilet soaps etc. are promoted through
advertising.

e Services such as banking, insurance, telecom etc., are advertising to gain
competitive advantage.

e Ideas through public awareness campaigns like family welfare campaigns,
environment protection campaigns, etc, are undertaken by Government
authorities, NGOs and others to create social awareness.

5. Identified Sponsor:
In advertising, the sponsor is always identified, either by the firm’s name and / or
by brand name. In earlier days, there was more emphasis on brand name, but now-
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a-days, a good deal of importance is placed on the corporate name as well, and as
such you come across the ads with both the brand name and the Company’s name.

A strong corporate name often benefits the company to introduce new products,
to secure funds from the capital markets, to attract and retain competent personnel,
and so on.

6. Art, Science and Profession:
e Advertising is an art because it requires creative talents to produce good ads.
e It is a science as ads are planned and prepared after systematic study of the
target audience, product, competitors etc.
e Now-a-days, advertising is considered as a highly specialised profession because
advertising is managed by professional advertising agenci

7. Element of Promotion-Mix:
Advertising is an important element of promotio iX. @ments of
promotion-mix include publicity, salesmanship, sales i ips, etc.

Advertising creates awareness, develops brand i people to
buy the products. Advertising also stren [ tlements of
promotion-mix.

For instance, advertising strengthens t efforts. Sales
promotion (discounts, exchange ith the support of
advertising creates conviction in th A tomers, and therefore, the
customers would be induced to b ‘ ithout the support of
advertising, sales promotiondasaitself ma support of the customers.

10.Universal Usage:
Advertising can be used by any individual or by any organisation. Advertising can be
used by Government authorities, NGOs, business firms and others. The organisations
may be operating at local level or even at international level. Business organisations
and non-business organisations can advertise to promote not only goods and
services but also ideas.
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11.Consumer Choice:
Advertising facilitates customer choice. It informs about the features, price, and
other aspects of goods and services. This enables the customers to make a proper
choice in their buying depending upon their budget, status, preferences, etc.

12.Builds image
Advertising helps to build image of the Company and that of the brand. Creative
advertising, the personalities used in the advertisement, the programmes sponsored
by the advertiser, etc., helps to build goodwill (image) of the organisation and that of
its products and / or services.

13.Target Audience:
Advertising is normally directed at selected target a Qhe cannot sell
everything to everyone. The advertiser has to select th i
direct messages to them. This is because; most of thegti ) ant for a
particular class of people.
For instance, one would not sell jeans to elderly p . ay use
them), but to teenagers or young adults.

14.Creativity:
A good deal of creativity is required . reat ad has a big idea

ss can be created through various techniques such as:
epetition or hammering of ads.

of celebrity to act as brand ambassador.

e C(reative advertising like that of Amul Butter, Fevicol, Vodafone, etc.

2. To Develop and Reinforce Attitude:

Advertising develops positive attitude of the customers towards the product.
When advertise make honest claims in the ads, people believe them and develop
a favourable attitude towards the advertised brand. Once, the attitude is
developed; people may be induced to buy the brand depending on their
requirement.

The positive attitude needs to be reinforced. Reinforcement mat lead to
brand loyalty.
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3.

To Develop Brand Image:
It is said that advertising is a long-term investment in building brand image.
Brand image is the perception of the brand in the minds of target customers
and others. Advertiser needs to develop intended image of the brand through
effective advertising.

These are several advertising related factors that help to develop good brand
image:

e The celebrity that endorses the brand

e The creativity of advertising content

e The media used to promote the brand

e The media scheduling strategy adopted, etc.

To Differentiate the Product:
Advertising facilitates product differentiation. The e special
features of the product vis-a-vis competing b
company provides a 5 year warranty on its bran

from its competitors.
To Persuade Customers:

e Testimonials and celebrit
e Offering discounts and spe

e Product demons,

anship, the salesperson can easily convince the
age developed through advertising.

social welfare. Social advertising by the Government
siness firms make people aware of the social issues or social

ild immunization campaigns.

ractices by businessmen (Jago Grahak Jago Camapign)
Anti-pollution campaign

Anti-dowry campaigns.

Anti-corruption campaign.

Campaigns against child marriages, and son.

To Stimulate Demand:

Advertising stimulates demand for generic goods as well as for selective goods.
The generic ads may help to increase the demand for generic (not branded)
products such as milk, eggs, tea and so.

WWW.HERAMBCLASSES.COM CONT. 0251-2361216/7045833845/46/47



http://www.herambclasses.com/

HERAMB COACHING CLASSES ADVERTISING SEM III / SYBCOM

10.

11.

(b)

For instance, the campaign to increase eggs consumption was a big hit in
India with the tag line “Sunday Ho Ya Monday Roj Khao Ande” (Ad by National
Egg Co-ordination Committee).

To Act as Reminder:
Ads act as a reminder to the customers to buy the products Through repetition of
ads, a business firm reminds its customers to continue buying its brands. If the
ads are not repeated, customers may forget the brand, and they may not repeat
purchases of the same.

For instance, nowadays, you may hardly come across the ads of ‘Limca
the lemon soft drink, which was once the leading soft drink (in 1980s) in India.
Therefore, Limca is no longer on the top of mind of the peg

’

To Enhance Corporate Image:
Advertising not only enhance brand image b

impact on the image of the company.

To Gain Competitive Advantage
Advertising may enable a firm ¥ advantage in the market.
Creative ads and planned repetitio rtisers to effectively face
competition in the market, For ins : pothpaste brand commands

came to b&regarded as trade marks.
he trade marks were treated as a form of advertising because the

look for such marks before buying the product or tools at the village fairs or such
other places.

Town Criers: Prior to 15% century, shopkeepers and other sellers appointed
town criers to popularize their stores and products.

The town crier wore clowny clothes and played a musical instrument
such as a drum or a flute and attracted the attention of the people at the village
fairs, bazaars, etc. The town crier used to offer samples and praise the shop and
the products sold by such shops.

Town criers were treated as a form of advertising as they attracted the
attention of the people, and also induced or persuaded the people to buy the
products popularized by them.
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(c)

(a)

(b)

(c)

Sign Boards: Signs or sign boards have been in use for over 5000 years. In the
olden days, sellers used to paint signs of the goods on rocks or boards.

People were attracted by those signs and purchased the products
popularized by the signs or sign boards. For example, a sign of a cow was used
for dairy products, a row of ham for a butcher’s shop etc.

Birth of Printing Press:
Around 1440, Johannes Gutenberg invented the movable form of printing press.
Handbills: In 1477, William Caxton from London brought out the first ever
printed advertisement in the form of handbill. The advertisement was for a
religious look.

Newspaper Advertising: The Gutenberg’s invention mad
of a newspaper. Initially, the newspapers were publish
weekly and later on daily.

In the 18t century, advertisements
newspapers in England. These early print adver : ainly to
promote books. In USA, the first newspaper ad app i gWsletter in
1704 for the sale of estate.

ible the printing
y, followed by

Magazine Advertising: Magazines were e early 1700s.
However, advertising in magaziae ly around 1870. In
those days, most of the advertiseme i form“of posters / handbills
and in newspapers.

Birth of Advertising 4

e The first ackno ] as set up by William Taylor in 1786 in
England.

e In 1843, first American advertising agency in

ays, ad agencies used to act as “salesmen of space”.
space in newspapers and magazines on behalf of

r Thompson took over an ad agency (from William
renamed as James Walter Thompson (JWT) Company.

ywriters and artists to start the first ever creative department in an ad
in order to get more advertising business.

Radio Advertising:
Marconi invented the radio around 1900. The radio was introduced to the public
in the early 1920s. WEAF of New York is credited with airing the first paid radio
commercial, on August 28, 1921, for the Queensboro Corporation, advertising an
apartment complex - “Hawthorne Court Apartments in Jackson Heights” in
USA.

Because of the invention of radio, it was made possible to advertise to the
illiterates. The music and sound effects of radio advertising gave a new meaning
to the field of advertising.
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5. Television Advertising:
In 1930s John L. Baird invented the commercially viable television. It was the
most impressive medium of all times. The television advertising combined the
effect of voice and vision, music and motion. The first TV commercial appeared in
USA on 1stJuly, 1941 for Bulova Watches.

6. Other Forms:
In the 20t century several other forms of advertising came into existence. It
includes neon signs, sky writing, billboards, yellow pages, direct mail, digital, etc.

7. Growth of Advertising Organisations:

Several advertising organisations came into existence durj
e In 1914, Audit Bureau of Circulation (ABC) was set

in other countries including India in 1948.
e Advertising agencies associations were also fi : s of the

world which include Advertising Agencies As i A AAA) in

1917 and Advertising Agencies Association of | ‘
e InIndia, the Advertising Standards C
The advertising organisations gave a i the progress of
advertising throughout the world.

Oth century:
a and later on

8. Internet:
An interesting form of advertising a the internet. Internet can
be called as electronic ye

it the Company and the products. At

edium in the field of advertising.

Advertising Agencies

B. Dattaram Ad Agency is the oldest ad agency in India set-up in 1905. It still
exists in India and is located at Churchgate, Mumbai with branches at Fort and Nariman
Point in Mumbai. It took another 20 years for the next ad agency to set office in India -
L. R. Swami and Company Madras. By the 1920s, other agencies like Gujarat Advertising
and Allied Advertising had come up.
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Newspaper Advertising

Concrete advertising history begins with classified advertising in newspaper. Ads
appear for the first time in print in James Hickey’s Bengal Gazette - India’s first
newspaper published weekly on Saturdays in 1780.

Advertising was alien to the Indian mind. No one wanted to waste money.
Incidentally, advertising rates in The Times of India were in the region of 4 annas to 8
annas for a column inch and even this was considered ridiculous.

Advertising Institutions:

In India, advertising gained significance only after the World War II with the
setting up of various advertising institutions. The advertising organisations encouraged
and improved advertising standards and growth in India. Some e organisations
are:

Advertising Agencies Association of India (AAAI) in Sé¥
The Audit Bureau of Circulation (ABC) was starte
The Indian Society of Advertisers in 1952.

The Advertising Standards Council of Indi
Television
On September 5, 1959 dawned a new i of Indian mass
e in India at Delhi on
experimental basis, for one hour twice inga W i transmission was followed
by Bombay transmission (Oct. 2, 1972). rcial was transmitted in
1978.
At present, there arg avision channels in India. Hindi language
television channels havegthe hi g are. In addition, numerous regional
channels are available in t ] 1di istributed according to languages.

es sellers of products, trade intermediaries such as
ial organisations. 1t is the advertiser who makes the final
ion in respect of the target audience, the media of advertising, the period of
ign, and the size of the ad budget.

e are advertisers who run a couple of ads in a year, and there are
others who may run thousands of advertising messages in a year.

o There are advertisers who undertake only product advertising, and there
are others who undertake corporate advertising as well.

o The advertisers may advertise throughout the country or they may
advertise in a particular region or local area.

° Some advertisers may take use of a number of media, whereas, others

may use only the local media such as newspapers, or outdoor advertising.

2. Advertising Agencies:
The advertising agency is an independent business organisation, composed
of creative people who plan, prepare and place advertising messages in
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advertising media for sellers seeking to find customers for their goods and

services.

o There are agencies who provide a complete package of services -
advertising and other marketing services and there are others who
provide only specialised advertising services.

o There are agencies who earn a couple of lakhs of rupees, and yet there are
others like O&M, Lowe Lintas, McCann Erickson, ]. Walter Thompson
(India’s top 4 agencies) and others whose annual billings run in several
core of rupees.

o There are agencies who employ a few employees and others employ
hundreds of people in their offices.

3. Audience:
It refers to the recipients of advertising messages, ners, or
viewers. Every advertising message is directe § e or to
selected class of audience. Every advertiser int C jelce into

prospects and prospects into buyers.

4. Advertising Media:
The media are the channels of communic@ei which ad messages
are transmitted or communic . There are several

its and limitations.

5 Advertising Productio
These include copy, ' ] otographers, typographers, layout

designers, producg ] . They may be the personnel from the
: side by the Agencies on job basis.

rtising. For instance, ads of liquor and tobacco
television, and radio.

In India, the top three market research firms are IMRB International, RNB
Research and Majestic MRSS. These three market research firms operate in
several global markets.

8. Self-Regulatory Bodies:

There are various self-regulatory bodies which frame codes or standards to
be followed by advertisers, advertising agencies and the media. Through the
codes, these bodies regulate the content of advertising. They may also ban
unethical and advertising.

In India, various authorities have laid down self-regulatory codes relating to
advertising. The authorities include:
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Advertising Standards Council of India (ASCI)
Indian Newspaper Society (INS)

Doordarshan

Advertising Agencies Association of India (AAAI)

BENEFITS OF ADVERTISING

Advertising works to the advantage of various parties. Advertising as a potent tool of
communication is highly useful to manufacturers, retailers, consumers and the Society
at large.

A. BENEFITS TO MANUFACTURER: (BUSINESS FIRMS)
Advertising benefits the manufacturer in a number of

stage. Through effective advertisements, the manufa
the minds of the target audience. Creative ads give a

2.
rough special emphasis on
advertise the brand and
3 age for the brand. The right image or
ending upon the choice of models or
rammes sponsored, the use of the right
4 anufacturer to develop brand loyalty. Brand

ses by the existing customers, and the existing
d the product to their neighbours, relatives and
ould make constant efforts through effective ads to

enter in th ional market and even in the international market.

6. Corporate Image: Advertising can develop corporate image for the manufacturer.
The manufacturer can develop corporate image through institutional advertising or
public relations advertising. Even if the manufacturer is wrongly reported in the
media, it can be corrected through advertising and the image of the organisation can
be restored and improved.

7. Economic of Scale: Advertising enables the manufacturer to generate economies of
scale. This is because advertising generates more demand for the product. This
requires more production. More production results in economies of scale, and thus
enables the manufacturer to bring down the cost of production.
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8. Improvement in Quality: Advertising facilitates improvement in the quality of the
product. Advertising can generate more sales. This brings in more sales revenue and
profits. A part of the profits can be utilised for R&D. Effective and efficient R&D will
not only improve the quality but also reduce the cost of production.

9. Avoids Seasonal Sales Fluctuations: A manufacturer can reduce seasonal sales
fluctuations through effective advertising. For example, the demand for fans is more
in the summer season. However, the manufacturer can generate demand in the
winter season for fans by offering discounts or other offers during the winter
season. Such offers can be communicated effectively through advertisements.

of the products.
compared to

10. Facilitates Distribution: Advertising facilitates quick distrik
This is because, the dealers are willing to stock advertiseg
unadvertised brands.

11. Facilitates Promotion: Advertising is an important
in the markets. The various promotional techniq
packaging, etc. can be effectively used by the manu
advertising.

12.Facing Competition: Advertising enables withstand the
competition in the market. The manuyde
the competitors through effective ad
that it gives complete protection to
protection to teeth and gum

en Pepsodent states
s that it provides total

B. BENEFITS TO THE CO
1 ers about the availability of products
consumers can also get information in respect of the
ctions, etc. This helps them to make a proper
2 ind the consumers of their requirements, so that
s well in time. For instance, an ad of umbrella may
ase umbrella well before the rains. Again, the arrival of a
ch as Diwali or Christmas is often shown in the ads. This
3. Lowers uct Prices: Consumers can get goods at reduced prices due to

economies of large scale production and distribution. The producers often pass on
some of the benefits of large scale production to the buyers. Again, advertising
encourages competition, as such the sellers cannot exploit the consumers by
charging high prices.

4. Better Quality Products: Since advertising stimulates competition, every producer
makes every possible effort to improve the quality of goods and services. This
results in improved quality of goods and services. The consumers are at an
advantage of higher quality of goods and services.
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5. Higher Standard of Living: Consumers can improve their standard of living. This is
because advertisements makes possible a wide range of products and services.
Consumers can select those products and services which add to their satisfaction.
This results in higher standard of living of the consumers in the Society.

6. Guards against Substitutes: Advertising warns against the cheap substitutes that
are available in the market. Reputed companies often insert advertisements for the
benefit of consumers, regarding the harmful effects of cheap substitutes. Thus,
consumers are warned against the purchase of cheap substitutes.

7. Education to Consumers: Ads not only informs the consumers but also provides
education. The ads educate the consumers regarding the hand the product, the

products. For example, many people in India hav
menstrual cycle (Period Taboos). However, social a
have broken such taboos, celebrating wo
attitude.

9. Consumer Satisfaction: Advertisin
consumer satisfaction. This is beca joy better quality of

goods at a good price.

10.Saves Time in Shopping:4A¢ ing i the place / store s to where the goods
are available and as sug ( not waste his time in searching for the

L

known as retail advertising. This is undertaken mostly by
area which can be a village, a town r a city or even in a small
The response expected is “Buy at my store”.

media used is normally the newspapers, cable network, neon signs,
posters, billboards and local cinema. Local advertising builds name and goodwill
of the store and bring in more sales from the local buyers.

2. Regional Advertising:

This type of advertising is done in a particular region, say western region,
southern region, etc. There are certain marketers who concentrate their
marketing efforts in a particular region and as such they concentrate their
advertising effort in such region.

The media used are regional television and radio networks, regional
magazines, newspapers and also outdoor media in a particular region.
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3. National Advertising:

This type of advertising is undertaken by marketers who sell their
products throughout the nation. Examples include Colgate Palmolive, HUL,
Godrej, P&G etc. The response expected is “Buy my brand”.

The advertisements are in respect of branded products. The media used
include national network of television, and magazines. They also use
newspapers, radio, etc.

4, International Advertising:

This is undertaken by MNCs, airlines, hotels and exporters who promote

their products / services in different countries. Examples include advertising by
Philips, Taj Hotels, Suzuki Motors etc.

The international advertisers may use the sap

worldwide or they may modify their ad campaigns @

audience in different countries.

sing campaign
e target

I1. On the basis of Audience:

5. Consumer Advertising:
It is directed at the consumers.

awareness and to induce action g

and services or some other action

The media used include té ad i azines, newspapers and
others. Examples of suchgad i gate tooth-paste, Dove soap,

ing done to create
e., purchase of goods

rough trade advertising, the advertiser expects the response “Stock

te the same of my products”.
The media used include brochures, folders, trade journals and direct mail.

8. Professional Advertising:

It is undertaken to influence the professionals like doctors, lawyers,
architects, professors, etc. The media used can be direct mail. Mostly, the
professionals are approached personally by sales representatives to prescribe or
recommend the product.

The response expected from the professionals is "Recommend or
prescribemy brand”. Thi type of advertising is required for the promotion of
college / university textbooks, medicines, building materials etc.
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I11. On the basis of Media:

9. Press Media:

It includes the use of newspapers and magazines. In 2016, print media
had a share of 37% of the total and spend in India. Over 90% of the print
advertising is commanded by newspapers and the remaining share is that of
magazines.

Print advertising can be used for future reference if so required. Also,
detailed information can be provided in the print advertisements, which may not
be possible in outdoor, television, and on radio.

10. Broadcasting Media:
It includes advertising on radio and on televi
advertising has gained importance and is ranked sec®8
expenditure after newspapers. In 2016, TV medi
advertising expenditure in India.
Radio advertising plays an important ro
However, its share was 4% of the total a
Television advertising with its
creates a good impact on the minds of the t i advertising also
creates a good impact, especiallyi some of the people
may not have television sets.

dia, television
dvertising

11.  Outdoor Media:
[t includes pos sit, point of purchase (POP), etc.

especially, the POP advertising. Transit

12.

ertising was over 40% and its share in the total
India was 15% in 2016.

13.
laneous media includes direct mail, handbills, calendars,
inema advertising and so on. These media can play supporting role to
edia such as television, and newspapers. Among the miscellaneous
media, cinema advertising plays a major role.

IV. On the basis of Functions:

14.  Direct Action and Indirect Action Advertising:

Direct action advertising is undertaken to obtain immediate response
or action of target audience. Examples include discount sales advertising, sale
with free gift offers, use of coupons, etc. The media used is mostly newspapers,
and television.
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Indirect action advertising is undertaken to influence the audience
towards advertiser’s brand. The advertiser expects the target audience to prefer
his brand as compared competitors whenever a buying decision arises in future.

15.  Primary and Selective Advertising:

Primary advertising is undertaken by trade association or by
cooperative groups. It is undertaken to create generic demand for products and
services. For example, the Coffee Board may advertise to consume more coffee.

Selective Advertising is undertaken by marketers of branded products.
The advertiser intends to create selective demand for his brand. Examples
include Tata Tea, Nescafe etc.

16.  Product and Institutional Advertising:
Product advertising is undertaken to prom®
branded or unbranded.
Institutional advertising is undertaken ild nam dwill of
the organisation. It is also known as corporate ad
It is mostly undertaken by large firms.

V. On the basis of Stages:

nown as reminder advertising. When a brand is
e market, the advertising is so designed to maintain
rtaken to remind the buyers to repeat the purchase of the

OBJECTIVE QUESTIONS

Select the most appropriate option given in the bracket for each of the
following statements.

1. refers to paid form of non-personal presentation and promotion of
ideas, goods and services by an identified sponsor.

(Advertising, Publicity, Sales Promotion)

2. The word advertising comes from the Latin word
(advertere, adventus, adventura)

3. Advertising is an elemnt of
(Promotion-mix, Place Mix, Market Mix)

4. Idea advertising includes as an example.

(Anti-drugs campaign, Bank Promotion Campaign, Hotel Services)

WWW.HERAMBCLASSES.COM CONT. 0251-2361216/7045833845/46/47



http://www.herambclasses.com/

HERAMB COACHING CLASSES ADVERTISING SEM III / SYBCOM

5.

6.

o ®

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

Al .

brought out the first ever printed ad in the form of handbill in 1477.
(William Caston, William Gates, William Taylor)

is the first newspaper in India.
(Bengal Gazette, Times of India, Hindustan Times)
The first radio ad in USA was aired in 1921 for
(Queensboro Corporation, Hershey Chocolates, Coca Cola)
ASCI was set up in (1985, 1947, 1925)

form of advertising appeared in the pre-printing period.
(Town criers, Radio, TV)

is the oldest ad agency in India.
(B. Dattaram & Co., L. R. Swami, Bomas Ltd.)

invented the movable form of printing press in
(Johannes Gutenberg, William Caxton, Volney Palmer).
The first acknowledged ad agency was set up by
(William Taylor, William Caxton, William Smith).

invented the commercially viable telev
(John Baird, John Lennon, John McEnroe)
The main objective of advertising is to cr
(awareness, brand image, brand loyalty)
Brand image is the of the brand 1
(perception, vision, proposition)

is a form of mass

h century.

munication between the firm’s

audience.
(Direct

ESSAY TYPE QUESTIONS
(Attempt any 3)

tent and the features of advertising.

Describe the evolution of advertising.

Explain the benefits of advertising to manufacturers or business firm.
Explain the benefits of advertising to the consumers.

Explain the classification of advertising on the basis of stages and media.
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2.ADVERTISING AGENCY

FEATURES OF ADVERTISING AGENCY

Advertising agency is one of the important components of the advertising industry. Ad
agency plays an important role in the success of client’s advertising efforts; as it plans,
prepares and places ads of its clients in the media.

Features of Ad Agency:

1. Independent Organisation:
An ad agency is an independent organisation composeg gative people like
art directors, copywriters, layout designers, media pla '

The ad agency performs three major tasks for its cli
¢ Planning the ad campaign

e Preparing the ad campaign

e Placing the ad campaign in the media

er and the media. For
instance, it books time and spa
preparation of ad campaign the ad
To get the right time and i C gency has to develop good
media relations.

Services Offered:

and the annual revenue is very limited. For example, there are a large number of
small ad agencies operating in the city of Mumbai.

5. Contributes to Marketing Success of Clients:
Ad agencies contribute to the marketing success of its clients. They come up with
innovative ideas to advertise and promote the products. Innovative ideas create
a memorable impact on the minds of target customers, which may lead to higher
sales turnover.

For instance, the ad campaign of Cadbury Dairy Milk (Kuch Meetha Ho Jaaye)
created a special space for the brand among different segments of the Society.
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6. Creative Inputs:
The success of an ad agency largely depends on the creative inputs relating to
client’s advertising. The creative inputs are generated by its creative team
consisting of art directors, copy directors and others.
Creativity is required in planning and creating innovative ads.

7. Agency Accreditation:
In India and elsewhere in the world, the ad agencies need accreditation from the
association of television channels, radio stations, and print media. Only those ad
agencies that undertake ethical advertising are granted accreditation by
concerned authorities.

The main purpose of granting accreditatig
professionalism in the advertising agency’s conduct of b

to bring our

8. Agency Compensation:
Ad agencies get a commission from media publi
about 15% of the bill charged for time / space us
the advertiser).

Apart from commission, ad agen eative and other
services. The fees depend on the value ad ncy contributes
to the success of the brand. So pensation of the ad
agency depending on the success

9. Agency-Client Relationship:
Ad agency has to
relationships are bg

elationship with its clients. Cordial
arties. The agency can maintain good

10.

11.

Full service agency
Modular agency
Creative Boutiques
Specialist Agency
In-house Agency, etc.

STRUCTURE AND SERVICES OF AD AGENCY

The Organisation structure differs from agency to agency depending upon their
specialised departments. The following chart shows organisation structure of a typical
advertising agency:
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The structure of ad agency is explained with reference to various services and
functions. The services and functions of an ad agency depend upon its organisation
structure.

The services and functions of a typical ad agency can be broadly classified into
five areas:

. Creative Services

Account Services

Media Services

Management & Finance

General Services

Copywriting is the act of writing text for the purpose of advertising or other
forms of marketing. The product called Copy, is written contepgthafiaims to increase
brand awareness and ultimately persuade a person or group 2 afticular action.

L Creative Services:
These services include copywriting, artwork and

(a) Copy: Most advertising people believe, :
aspect of advertising. In most agencies, t ne of the largest

departments.
The copy department us vertising copy for all
media, although some agencies 1t ections or departments for

(b)  Art: The art departmg artwork, although in many cases, most of it

ent is to design the layout for print
ay assist in filming the ads.

() 4 as been written and the layout and illustration

ter of scheduling. To keep the work flowing on schedule,
officer. His major duty is to monitor the production of finished

The account services section is headed by Vice President - Account Services. He
is responsible for the overall agency - client relationship. To assist the Vice President,
there are account supervisors.

The account executives perform the following work:

(a)  Advertising Plan: The account executive studies the client’s product and
problems and formulates advertising plan and after the client’s approval of the
plan, he looks after the execution of the same.

(b)  Budget Preparation: the account executive may assist the media planning
department in preparation of advertising budget of the client.
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() Client Relationship: The account executives support the Vice President in
maintaining good rapport and relations with the client. Regular meetings are
held between the account executives and the client representatives.

(d)  Creative Pitch: The account executive may assist the creative people to make a
presentation of creative pitch to the client or prospective client.

II1. Media Services:
The Vice President of Media Services is responsible for media planning, buying time and
space, and media research. The Vice President of media services coordinates with the
Vice President of account services, especially with reference to preparation of
advertising plan and budget preparation.

(a) Media Planning: This section is responsible planning
media-mix. To plan and select the right me
consider certain actors such as ad budget, object
product, nature of target audience, and so on.

(b)  Media Buying: This section is also respo
the ad campaign. The media executive pre
dates and time / space of brg

, relating to the
the ads. The media

ndertakes media research to find the
pecific products. This section may also
ads. This department may also collect

Public Relations: Agencies may have their departments specializing in public
relations. This section helps the agency to maintain good relations with various
sections of the Society including media. This section may also assist the client in
its publicity and public relations efforts.

V. Management & Finance:
(a) Office Management: The Vice President of this department is responsible for the

office management and looks after personnel (HR) matters relating to selection,
training, promotion, transfer etc. This department provides administrative
services such as maintaining records.
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(b)  Accounting: The accounting section looks after receipts and payments. It is
responsible for collecting fees from the clients and making payment of media
bills through the media section.

() Finance: the finance section deals with internal budget, cash flow, develop
investment plans. It also makes analysis of profit and loss statements.

(d)  Attracting New Business: Although growth often comes from increased billings
of existing clients, yet it is always advisable to look in for new clients. The ad
agency can directly approach new clients by making a formal presentation or can
get new business through indirect contacts.

TYPES OF ADVERTISING AGENCIE

Ad agencies can be classified by the range of services t
they handle, the geographic location of the agency, the si

1. Full-Service Agency:
A full-service ad-agency provides a
services. A full-service agency provides
advertising such as copywriting,

ectly related to
media planning, etc.

2. Modular Agency:
A modular agency is a fi
basis. Thus, an advertd

develop an ad camp

n an agency’s creative department to
ther agency services elsewhere.

offices worldwide. For instance, WPP Group, and O&M have
countries across the globe. The global companies mostly cater
s of multinational firms.

5. Mega Agency:
A significant development of the 1980’s is the development of mega agency.
Agencies worldwide merge with each other to serve their clients in a much
better way. It was in 1986, Saatchi & Saatchi, a small London based agency which
started the movement and became the No. 1 ad agency in the world in 1990.

6. Media Buying Agency:
A number of ad agencies have set up subsidiary media buying agencies. The
media buying agencies perform the following:
. Buys space / time slots from media owners and sells the same to the
advertisers.
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o Schedules slots at different television channels and radio stations.
o Checks whether the ad has been printed / telecasted at opted time and
place or not.

7. Specialist Agency:
There are some agencies which undertake advertising work only in certain areas.
There are agencies that specialize only in financial services. Agencies that
advertise financial services products operate in a tightly regulated market, so
their ads must comply with the current legislation. Sobhagya Advertising Agency
in India concentrates or specializes in financial advertising.

8. Interactive Agency:
Interactive agencies offer a mix of web design,
marketing, and such other services. Today, the
agencies are defined as companies that provi
marketing services for the digital space.

The recent boost in the interactive agen
rising popularity of web-based social
as Facebook, Twitter, Linkedin and i ive agencies are
offering personal and corporate communi
service offerings.

9. B2B Advertising Agency:
The business-to-busine

marketing and design ad campaigns

They help their clients to secure the
stomer relationships.

Secondly an advertising department may not be equipped with the personnel
and facilities which an in-house agency would possess.

Advantages:
(a) In-house agency not only provides control over advertising schedule and costs,
but also offers convenience for its owner, because it is just available in the same

building as that of the head office of the advertiser.

(b)  Such in-house agency also benefits the owner as it can bring revenue through
agency commissions that are offered by the media and by way of fees that are
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collected outside parties for undertaking their advertising work. Such revenue
increases the funds and profits of the Company.

() Another major advantage is that the advertiser’s own personnel have control
over and knowledge of marketing activities such as product development and
distribution strategies.

Disadvantages:
(a) The in-house ad agency often lacs the breadth and depth of expertise available in
an external agency.

(b)  The personnel of the in-house agency may be lethargie
enthusiasm generated by the personnel of an external
happy by producing quality and effective advertising ¥

ompared to the
eep the client

() The in-house agency people may lack objectivity, 3 ality of
advertising programmes.

AGENCY SELECTI

Selecting the right type of advestisi i difficult choice. The
advertiser should make a list of all possile RCi n serve his purpose and the
agency best qualified to provide the requi fecti ices is selected.

Following are the fact idered while selecting an

advertising agency:

1. Services Offered:

should be located within the same city where the head office
located. Advertising problems can be done quickly and
ically, if the office of the agency is within easy reach of the advertiser.

3. Compensation:
Now-a-days agencies charge for entire services. There is hardly anything free.
The advertiser has to pay for the copy writing, art work and other services. The
rates of various agencies are not standard and they differ from agency to agency.
The advertise must check on the rates before finalising the choice of the agency.

4, Personnel of the Ad Agency:
One of the main factors to select an ad agency is the quality of personnel of the
agency, especially, the creative personnel. The creative personnel of the agency
include copy writers, art directors and others. The success of the advertiser’s
campaign largely depends on the quality of the creative department.
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5. Size of the Agency:
The size of the advertising agency must be considered. The larger the size, the
more it is preferred, however, at times, small is beautiful because a small agency
may give more attention to its client’s work. The client must consider the quality
of personnel of the small agency, as the quality of services depends on the quality
of personnel.

6. Records and Reputation:
The past record and reputation of the advertising agency in the field of
advertising must be studied. The agency-client relationship, the client turnover,
the success of other clients’ campaigns, the implementation of the schedule, the
follow up and such other factors must be looked into.

7. Competitive Accounts:
The advertiser should also find out the other ac
agency. In no case, the advertiser must sele
competitor’s advertising, because there may b iCi f ¢ g poor
facilities and second-hand treatment. Th
choice of the agency that handles compe

8. Media Connections:
Some agencies do have better coqutietSmai owners, such as the
newspaper and magazine publishégs dio, etc.. For instance, as
per the survey conductg

arshan than other agencies.
onnections would be able to influence
e time and space for their clients.

AGENCY COMPENSATION

Agencies can be compensated in the following ways:
1. Agency Commission:
Traditionally advertising agencies have been paid a percentage of the gross
billing charged by media. The commission has been 15% of gross billing. If the
agency pay media bills on time say within 10 days after running the ad, they are
offered cash discount.
The agency commission can be illustrated as follows:
The gross billing is Rs. 1,00,000; Agency commission 15%
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Particulars Rs.
Gross Billing charged to client by Agency 1,00,000
Less: Payment made to Media by Agency 85,000
15,000

2. Agency Charges:
There are other out-of-pocket costs to the agency beside the cost of space or
time. An agency may have to buy finished artwork, comprehensive layouts,
television and radio storyboards, etc.

The agency may also pay for printing plates, filming TV / Radio
Commercial etc.

3. Agency Fees:
Agency income is also derived from the fees i
advertiser and its agency negotiate a flat sum t
work done. The agency estimates the cost (includi \
serving the client plus a desired profit omservice. i titted to the
client who either accepts it or negoti nt.” Negotiations
continue until an agreement is reached.

4, Cost-Plus System:
Cost-plus system is mostly used V
great deal of agency servige s requi or instance, the client may

| uch a situation, the client may require
additional services g | i ere not agreed upon earlier. This may

es and other non-commissionable

at the time of contract. This is especially when the
ood success at the market place. Since, the client

AGENCY AND CLIENT
MAINTAINING AGENCY - CLIENT RELATIONSHIP

When a new client signs up with the agency, he should be treated with utmost respect.
His advertising programme must be planned and executed effectively. At the same time,
the client should maintain good relations with the ad agency; to motivate the agency to
put in the best efforts in creating a good and campaign.
The agency-client relationship is always a give-and-take relationship.
1. Mutual Trust and Respect:
The agency and the client must have concern for each other:
The agency must not disclose nay sensitive information of the client to a third
party, including the competitors of the client. The client must not divulge the
terms and conditions of the contract to others.

WWW.HERAMBCLASSES.COM CONT. 0251-2361216/7045833845/46/47



http://www.herambclasses.com/

HERAMB COACHING CLASSES ADVERTISING SEM III / SYBCOM

2.

Meetings:
Regular meetings between the client and agency representatives must be held to
chalk out plans and to resolve certain problematic issues. The ad agency must
take the initiative to hold regular meetings.

Meetings may be held to discuss the modification in the ad campaign,
change in media-mix, revision in advertising budget, etc.

Renewal of Contract:
Both the parties may agree to renew the contract. Each party must not put
unreasonable demands on each other. The agency must not demand
unreasonable fees from the client, especially, when the previous campaign met
with success. At the same time, the client must agree to rg able terms of the
agency. The client must also not change the agency for

Rapport:
There should be a good rapport between the re
that of the client. The representatives must get wit
experts consider that personal chemi and the
agency’s staff is the most crucial facto

The ‘wine and dine culture’ wo
relationship.

Sorting out Differences:
The agency and the clien anding or differences at the
isunderstanding relating to agency
t the differences with the client.

d with clear terms and conditions.

client must also be proactive to provide up-dated information to the
ad agency whenever possible so that the agency comes up with effective
advertising campaign.

Payment on Time:

The client make payment on time of the fees due to the ad agency. To maintain
good relationship, it is always advisable to make payment on time rather than
waiting for the other party to send a reminder.

Avoiding Pressure Tactics:
The client must avoid pressure tactics on the ad agency to complete the
advertising work. The client must give adequate time to the ad agency to plan,
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prepare and place the ads in media. If the client adopts pressure tactics, the ad
agency may not be able to do justice to client’s advertising, which may spoil the
relationship between the two parties.

10.  Services on Time:
A proper schedule for implementing the ad campaign must be agreed upon by
the ad agency and the client. The agency must make every possible effort to
plan and execute the ad campaign on time. Undue delays must be totally

avoided.
REASONS OF CLIENT TURNOVER
Client turnover is a situation that arises when an existing clien the agency and
joins another agency. At the same time new client may cg h the agency.

Generally, client turnover refers to leaving of clients.

1. Inadequate Services: When the advertising re
present agency cannot satisfy the client with ad
client will contract with some other age *rtiser with
adequate services and facilities.

2. Dissatisfaction: The client may e di isfi i rvice and treatment
received from the agency. In lient terminates the
contract with the agency and joins

3. Changes in Personng
cause concern to th
agency. Also chang

client turnov

reative personnel of the agency may
follow the creative people to another
pel that serve client may also result in

client may have some reason to contract with another agency.

7. Reputation of a New Agency:When a new agency with highly creative people
enters the advertising scene, the client may be tempted to contract with the new
agency.

8. Differences in Opinion: When there is a difference of opinion between the

agency and the client, then it may block their relationship.

9. Change for the Sake of Change: At times, some clients change the agency for
the sake of change. Divorce is frequent with such clients.
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10. Competing Account: Client may change an ad agency when it represents a
client’s competitor without the client’s consent. For instance, when Saatchi &
Saatchi bought Ted Bates Agency in 1986; Baes lost Colgate-Palmolive account
because of the conflict with Saatchi & Saatchi’s client Procter & Gamble.

11. Withdrawal of Product from Market: The advertiser may withdraw the
product from the market and as such there are may be no need of advertising
agency for that line of product.

WAYS OF AVOIDING CLIENT TURNOVER

because; client
nage of the ad

An ad agency must make every effort to avoid client turnover. 4
turnover results in loss of business, and also affects the cq
agency.

The following are the ways of avoiding client turnover:

1. Respect to the Client:
The ad agency must develop trust of thegesli spect to the
client. The agency must not disclose an ive i e client to a
third party, including competitors of the : ust not take up

advertising work of the client’s c

2. Right Compensation:
The agency must ask for i e client. The agency should
in compensation. Whenever, there is a
may be tempted to ask for a hike in

ency is greedy, and there are chances

viding timely information to the agency regarding
g, the product, the target audience, and other related

CREATIVE PITCH

Creative pitch refers to presentation by ad agency to a client to secure ad account. The
creative pitch emphasizes on creative advertising strategy to be followed by clients
(advertisers) to achieve advertising objectives.

Nowadays, ad agencies undertake presentations with a creative pitch to get
clients. When the ad agency makes a creative pitch, it makes the advertiser to judge the
creative capabilities of the ad agency.

The steps in preparing and presenting creative pitch involve:

1. Identify Prospective Clients:
The ad agency may locate the clients who are in need of advertising services.
Sometimes, the clients directly approach advertising agencies for their
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advertising requirements. In case of large public-sector undertakings, they may
insert advertisements inviting ad agencies to make a creative presentation.

2. Meeting with the Prospective Client:
The ad agency may hold a preliminary meeting with the client to discuss the
client’s requirements in terms of creative advertising services or any other
services required in relation to integrated marketing communication (publicity,
public relations, sales promotions, etc.)
At times, the client may not be in a position to communicate clearly about
hi requirements.

3. Preparation of the Brief:
The ad agency must prepare a brief. The brief can be g
the preliminary discussion. Even if the client hasn
always advisable to prepare a brief of the ad puéj
client’s objectives.

The advertising agency must list out the obj
to make advertising effective. Dependi
customer, an advertising agency may list

m the client at
brief, it is

4, Selection of Pitch Team:
The ad agency needs to select th
representatives. Generally, two or
pitch.

a présentation to the client
must be present during a
director.

5. Prepare an
The advertj

6.
rsals, the pitch team will be able to create sentence patterns
ings of words that best articulate the proposed ad campaign.
7. Presentation of the Pitch:

The advertising agency makes the presentation with special emphasis on the
central idea of the campaign. The ad agency must make sure that the ad
campaign is creative, clear and convincing. The ad agency must make the
presentation as simple as it can be.

8. Follow-up:
The advertising agency may follow-up the creative pitch to find out whether it
has bagged the client’s account or not. The ad agency must take the initiative to
contact the client to know the outcome of the presentation.
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9. Additional Presentation:
Now-a-days clients invite advertising agencies to make creative pitches and the
most effective or convincing pitch is selected. The client may short list two or
three ad agencies that have made the presentation. The client may hold
discussion with the short-listed ad agencies and may ask them to make an
additional presentation.

10.  Signing the Ad-Contract:
If the advertiser (client) is satisfied with the presentation, the contract, of ad
campaign will be assigned t the most effective ad agency. Once the ad agency
secures the account, both the parties (advertiser and the ad agency) need to ink
the ad contract. The contract must state clearly the terms

CREATIVE PITCH

SKILLS REQUIRED FOR CAREERIN A

Every profession including advertising need successful.
Advertising people need a several skills to be 1 not only in the
short-term but in the long-term as well.

1. Conceptual Creative SKills:
Advertising people, especially, the €0y work people. Conceptual
skills enable people to visualise, ana tand the various aspects of

must have good visualisation skills.
2 of ideas, which are transformed into

communicate, to motivate, to develop team spirit, and most of all to work with
people in a team.

Many experts consider that personal chemistry between the client’s
and the agency’s personnel is the most crucial factor in the success of the ad
campaign.

4, Stress Resilience SKills:
There are deadlines and work pressures. The advertising people have to work
for long hours even during the weekends. Clients want the advertising to be
completed ‘day before yesterday’.There is no tomorrow in advertising. This
means there are deadly deadliness.
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10.

Resilience is the process of adapting well in the face of adversity, trauma,
tragedy, threats or significant sources of stress.

Time Management SKkills:
Every professional requires effective time management skills. Time management
skills enable the advertising people in timely completion of ad campaign, and
other related activities.

Advertising people must give priority to certain activities.

o What is important and urgent must be given the first priority.

o What is important but not urgent must be planned and executed at a later
date.

o What is not important but urgent cab ne delegated

. What is not important and not urgent can be drg

Problem Solving Skills
Advertising is a complex puzzle, which has no rig it there
are many possible solutions to ad problems. The st have

right problem-solving skills to solve t
effective advertising.

Persuasion and Negotiating Ski
Advertising people must have a
Persuading refers to convincing eff A hat you say or what you
offer. The more persuasi u are, t : sful you will be in the field of
advertising and mar

Leadership Skills:

motivate the subordinates. They must have good
iscipline (application and dedication), honesty,

ad agency must have good administrative skills:

ave the skills to frame right plans and policies.

They should be able to organise resources and direct the subordinates

implement the various activities.

should be able to coordinate activities of various departments.

. They must have the skills to monitor the performance of the employees,
and to take corrective measures, if required.

Decision Making Skills:

Advertising executives need to make decisions regarding selection of media,
selection of models or brand ambassadors, the timing of the ads, the amount of
ad budget, etc. For the purpose of decision-making, ad executives need to:

o Collect the right information.
o Analyse the information
o Make systematic decisions
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11.  Other SKkills:
There are several other skills, which are required by ad executives:

o Presentation skills.

J Critical thinking skills.

o Team building skills.

o Conflict resolving skills, etc.

CAREER OPTIONS IN ADVERTISING

Throughout the world, advertising continues to be one of the most sought-after
careers. Graduates or post-graduates (including MBA) with good knowledge of mass
media, graphics, software, statistics, advertising and salesmans} hope to start a
career in advertising and related areas. Some of the careg in advertising
related areas are:

L. ADVERTISING AGENCY

ght-after
secretarial

advertising, and
the natural first choice of someone pla ncy, one can try out

in the following areas:

1. skills stand a fair chance to
ckground of literature and business

ower and creative thinking are good

Copywriters: Candidate

actual production is undertaken on job or contract basis. However,
of administrative work in the production department, to monitor final
production of the ad.

5. Account Executives: A very important job is handled by account executives.
They act as liaison between the client and the agency. Their job is to keep good
client relations.

6. Media Planners: They look after the planning and selection of media, booking
time and space in the media and preparation of ad budget. Commerce graduates
with computer background and / or knowledge of statistics do stand a fair
chance of getting the job of media planners.
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7. Research: The agency also needs marketing research staff. Candidates with good
knowledge of statistics and psychology are generally preferred.

8. Management & Finance: There are number of other jobs, such as office
management, accounting and finance. Commerce graduates, with management
background are preferred.

IL ADVERTISING MEDIA

The media employs large numbers of people to work in their advertising
departments. Selling time and space and monitoring the running of advertisements
could be the major jobs.

Audience or readership research could be another majg ion. One can do
liaison work with sponsors, advertisers, or ad agencies. Some & panies provide
marketing service to advertisers.

At present, media industry is not restricted to
broadcasting - television, radio, online media, an
magazines, books, journals, etc. All the fields have witness

III. SUPPLYING / SUPPORTING FIRMS

(A)  PRODUCTION HOUSES

Production houses unde
documentaries, etc. Some of the
Balaji Tele Films, Yash Raj

ads, films, serials,
include SRK Productions,

(B)

rch. Candidates can join any organisation (that
) as research director, market research manager,

0

changing the image and profile of the industry.

Job opportunities are plenty for qualified diploma holders as the printing
industry is growing all over India with Mumbai along having about 500 to 600
printing houses and more than 100 processing units. Among the major
employers are advertising agencies, the media, and print companies. The largest
employer is the government which has printing presses across the country.

(D)  GRAPHICS AND ANIMATION
Graphic designing is a process of communication through visuals. A
graphic designer uses words, images, videos, pictures and graphics to convey any
idea or message to the audience. A professional graphic designer creates a layout
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and design for any print media organization - newspaper, magazine, journal and
any other publications.

The task of designing logos for businesses and products, packaging,
brochures, leaflets, banners and other promotional displays are considered to be
part of a graphic designer’s job. A graphic designer is expected to have
proficiency in drawing, layout designing, typography, lettering and diagramming.

Animationindustry in India is growing at a fast pace. Animation is
emerging as a vital component of computerized games, video technology, big-
budget and feature films. The animation industry has got a boost due to the
convergence of the Internet and media technologies. Visualization and audio
techniques are increasingly being used to interact and produce sophisticated
computerized games, ad films, and motion pictures.

Animation film making involves putting togeth
each slightly different from the preceding one in such ilmed and

run through a projector, the figures in the drawin ) ¢ eam of
communication design is used to make carto social
messages, and for the production of ad films.
(E)] MODELING
Models in advertising promote p i so as to create
interest on the part of target audie d by models include

in commercials. Some models
i status, at which point their popular
pducts and services.

(F)

needs to take care of proper synchronization of lip movement,
the voice, tone as well as silence, in accordance with the gestures and
age of the character. He / she would be capable of conveying all the
emotions through his voice and create perfect sync with the visuals. In short, a
voice-over artist should be a good voice modulator.

Career Prospects: There are ample opportunities for a good voice-over
artist. He / she can provider his / her voice in video and radio programs,
documentaries, presentations, jingles for advertisements, sports, phone
software, multimedia and news. Media channels and production houses are
always in search of good voice-over artists. One can utilise the talent by working
as a narrator or a dubbing artist. A person with good voice modulation can even
try radio jockey as career option. Radio constantly looks for good announcers.
Documentaries are always open for talented voice-over artists.
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FREELANCING AS A CAREER OPTION IN ADVERTISING

Freelancing is a good option for persons wanting to earn a flexible income and to work
from home. The popularity of freelancing stems from the fact that it allows you to work
at your own time and pace and place.

In advertising, freelancing can be done for copywriting, artwork (including
graphics and animation), filming the ad, ad research, and so on.

Freelancing is a good choice for those of you who do not want to be bound by one
boss and a monotonous job.

Following are some tips that will open doors to a host of freelancing
opportunities:

1. Discover your area of interest and proficiency:
freelancing, identify your area of interest as well as €
capable of penning down your thoughts well. Y
copy writing as an option. Freelance photograph
option. Some may be god at research work.

2. Approach the right people: After hav ifi you want to get
into, it is important to let people know i rough adequate
networking that you get freelancjng . lot of patience to do

oppOrtunities.

ote yourself outside. This

3. Use Social Media;
networking sites | Tube and Facebook are very popular

up your account make contacts and

u can consider working for.
-a-days, organisations create websites which offer such
opportunities.

6. Price Your Service: Since your services are valuable, you must take to price it
appropriately. Learning to make money is a core freelance skill. One of the basics
while pricing is to know your experience and level f expertise. As a beginner, you
would be expected to charge slightly lower rates but as you go higher up in terms
of experience and work, you can gradually increase the rates. Always think long-
term while pricing your services.

India’s leading advertisers in 2013 by Media Spend
1. Unilever India - Lux, Surf, Dove, Axe
2. Procter & Gamble - Ariel, Gillette, Oral-B
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3. Samsung
4, GlaxoSmithKline - Boost, Crocin, ENO, lodex
5. Cadbury - DiaryMilk
6. Aditya Birla Group - Idea, Grasim, Ultratech Cement
7. ITC - Mangaldeep, Savlon, Fiama, Sunfeast
8. Tata Motors
9, Reckitt Benckiser - Dettol, Harpic, Mortein
10. PepsiCo - Pepsi, Mirinda, Lipton Tea, Starbucks
OBJECTIVES
A. Select the most appropriate option from the bracket and rewrite the
statements:
1. In India, ad agencies get accreditation from IMRB)
2. Generally, ad agencies get commission from media
(10,15, 20)
3. Creative pitch is prepared by
(advertiser, salesforce, Ad agency)
4, agency provides services on
Mega)
5. agency provides all advertisin t. (Full service,
Creative boutique, Specialist)
6. agency operates like 3 ertiser. (Full Service,
Global, In-house)
7 g, agency to conduct business
on professional basis. t Relatlonshlp, Accreditation)
8. organisation composed of creative
9 ing of advertising production in an ad
10. ' edafter a merger of two or more large agencies.
Ans: cy (4) Modular (5) Full service (6) In-house (7)

ndependent (9) Traffic (10) Mega

EASY TYPE QUESTIONS

in the featufes of ad agency.

the factors to be considered in selecting an ad agency?

rief the various career options in an ad agency.

Discuss the various skills required to develop career in advertising.
What are the different ways of maintaining agency-client relationship.

A
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3.ECONOMIC AND SOCIAL ASPECTS OF
ADVERTISING

ECONOMIC IMPACT OF ADVERTISING

Advertising does have impact on various economic issues. It affects the value of
the products, the price of goods and services, the competition in the market, the
business cycle and the consumer choice. The economic impact of advertising is
explained as follows:

1. Effect on the Value of Products:
In Consumer’s mind advertising can give added value

more desirable by the consumer. That is wh
confidence in advertise brands.

2. Effect on Profits:

production and distribution. The large-sca i nd distribution bring
economies of scale. Therefore, t crease on account of
economies of scale.

3. Effect on Prices:
Some advertised prg
opposite is equall
demand, producers'

than unadvertised products, but the
when advertising leads to increase in

ing has an indirect effect on production costs. Due to advertising, the
firm m et higher demand, which may lead to economies of large scale
production. Thus, the cost of production per unit may decline.

6. Effect on Distribution Costs:
Advertising has a direct effect on distribution costs. Advertising generates
demand, which leads to increase in production, and consequently increase in
distribution. The increase in distribution may lead to economies of large scale
distribution. Thus, the distribution cost per unit may decline.

7. Effect on Consumer Demand:
[t is true that the promotional activities including advertising g affects consumer
demand. But, it is also true that many social and economic forces like
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technological advances, increase in educational level, changes in lifestyles etc.,
are equally significant to affect consumer demand.

8. Effect on Competition:
Some critics are of the view that advertising restricts competition, because small
firms or newcomers find it difficult to compete with the huge advertising budgets
of large firms. However, advertising by big companies often has only a limited
effect on small business firms, because a single advertiser is rarely large enough
to dominate the whole market.

9. Expansion of Markets:
Advertising helps to expand the markets. For instance,
expand to regional markets and from regional to
markets. For instance, Rohit Surfactants Limited, a K
started in 1987 on regional basis, now sells in nati
of washing powder ‘Ghari’ - now market leader i

advertiser may
] international
apany that
brand

10. Effect on Economic Growth:

Advertising increases economic growth advertising may
lead to higher demand. Increase in deman uction of goods
and services. Increase in product conomic growth of a
nation.

11.  Effects on Standard of Living:
Advertising may lead & 0 ardyof living of the Society, which is stated
as follows:
(a) Effective adve i emand for products.
0 nig pduction.
2ases employment opportunities.

services.
etter goods leads to higher standard of living.

12!

tion abouPthe brand changes. Customers develop a favourable perception
image of the brand that are frequently advertised.

13.  Effect on Brand Loyalty:
Advertising also leads to brand loyalty. The repetitive advertising creates ‘top of
mind’ awareness, which initially leads to trial purchase in the case of FMCG
products. If the customer are satisfied, they may go for repeat purchases and
may even recommend the brand to others.

14.  Effect on Consumer Choice:
Advertising generates competition in the market. To compete effectively,
business firms come up with new brands and modify and improve the existing
ones. Therefore, one comes across several competing brands of varied products
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in the market. Therefore, it can be concluded that advertising gives consumers
wider choices.

EFFECT OF ADVERTISING ON CONSUMER DEMAND

Advertising can have a range of impacts on consumer demand for a product or
service. An advertising campaign can have different influences on demand, depending
on its target audience. Effective advertising aims at influencing customers to purchase
the advertised brand.

1. Primary and Selective Demand:
Advertising can create primary demand for generic g
instance, an ad may provide information and make peg
of generic products, which may increase primary de
Board may advertise to consume more tea by hig

products. For
of the benefits
e, the Tea

In competitive markets, advertisers can ie.,
demand for a particular brand. To increase selec d, gers may
highlight special features of their bran i galadvertises to

increase demand for Tata Tea brands.

2. Evolving Experiences:
Effective advertising creates an

nvincing, other people may also go for purchase of such
it is vital for the advertisers to create a favourable

Professional Advertising:

Some business firms depend largely on professional people to increase the
demand for their products. Therefore, advertisers must undertake professional
advertising or influence the professionals by personally approaching them for
their recommendations.

The professional advertising is undertaken to influence the professionals
like doctors, engineers, professors, architects, and others. If the professionals are
convinced, they may prescribe or recommend the brand. Such recommendations
help to increase the demand for the brand.
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5. Creativity in Advertising and Demand:
Advertisers need to come up with creative ads to influence and induce people to
buy the products. Creativity is an on-going process. For instance, Amul Butter
comes up with creative ads based on current events. Such ads act as a reminder
to existing buyers to continue using the brand, and on the non-users, the creative
ads create ‘top of mind’ awareness, which may influence the demand for the
brand from non-users.

6. Effect of Advertising on Competition and Demand:
Advertising may stimulate increase in competitive activities. Advertising makes
competitors active and alive. Due to stiff competition, the competitors may come
up with sales promotion techniques such as special disco fiee samples, gifts,
extended warranties.
The competitors may be forced to come : ands with
innovative features, and improve the quality of exidsi

7. Demand from Market Segments:
Demand can be increased from certain \ creating a
new ad campaign that suits or influenc market segment.

For instance, young adults are influence i therefore, the
advertiser may use pop music ig young adults. If the

music, the advertiser may use cla ic_i ads to influence them to
make a buy decision.

Temporary Increg

ic goods or services; the firm can increase the demand for a
rand through specific brand’s advertising. For example, if a firm wants
the demand for a specific brand of toilet soap, it may focus its
advertising effort on only that specific brand. In such a case advertising may be
able to increase the demand for that specific brand.

10.  Advertising and Decrease in Demand;
Advertising may lead to decrease in demand or sales. If advertising gets
backfired, the firm may lose the demand in the market. For instance,
controversial ads may lead to decrease in demand. Also, if the brand ambassador
does something of disrepute, the sales of the endorsed brand may decrease. Poor
brand extension may also affect the demand for the flagship brand of the
Company.
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EFFECT OF ADVERTISING ON MONOPLOY AND COMPETITION

Monopoly means a complete or a very substantial hold over a market in respect of one
or more products by one seller. Critics, often claim that advertising contributes and
strengthens brand monopolies by reducing the opportunity for new products to enter
the market, whereas, supporters of advertising assert that advertising helps to face
competition.

Critics of Advertising:
Some even claim that big advertisers drive out small-scale advertisers by achieving

economies of large scale. They cite the examples of those very,
have the strongest positions in the market.

J The large company has the power of the lar
spend substantial sums on advertising, parti
degrees of product differentiation which enables to.pre pt part

of a market.

o Advertising thus creates a barrier to
product market.

o The result is high economic co

o Because of their protected pos of product differentiation
these firms can charge monopo are too high. Moreover,
they can recover the co ging higher prices.

produced o large scale production and distribution on account of increase in
demand on acca@nt of advertising. The consumer price can decrease provided the seller
passes on the benefits of large scale production and distribution (either partly or
wholly) to the consumers, without increasing the profit margin.

Impact of Advertising on Production Costs
The cost of production is comprised of three basic costs-

(a) Material Cost;

(b) Labour Cost; and

(c) Overhead Costs
Advertising is a selling and distribution cost and it does not form part of production
cost. As such it will not add to the cost of production and hence, it will never increase
the cost of production.
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However, advertising may indirectly reduce or bring down the cost of production
per unit produced (assuming that the firm is operating below optimum production
capacity). This is possible, provided advertising generates demand upto the firm’s
optimum production capacity.

Advertising can lower the cost of production per unit produced can be justified
from the fact that the overhead cost may remain the same upto the optimum point. The
same idea could even apply to material and labour costs. Increased demand could make
it feasible to install a labour saving machine and bring down labour cost per unit or it
might enable buying raw materials in bulk instead of in smaller lots, thereby, getting the
benefit of large scale purchasing.

Impact of Advertising on Distribution Costs
Selling and Distribution costs generally includes -

(a) Advertising;

(b) Sales Expenses;

(c) Other Distribution Costs, etc.

Since advertising is a part of selling and distribution co ill T dd to the
total selling and distribution costs. However, a isi ost per unit
distributed, provided the benefit of large sca rtising) is more
than the amount spent on advertising.

The above claim i.e. advertising cap distributed may be
justified from the fact that the sales \fare i y remain the same, since
advertising does the additional job of sa ion. ver, it may be noted that
incentives of the sales force and i1 [ increase to some extent.

1 per unit sold will go up when the
large scale distribution.

does not pass e benefit of large scale production and distribution to the consumers.
The consumer price will also increase, if the advertiser increases the profit margin,
apart from enjoying the total benefit of large scale production and distribution.

ETHICAL ISSUES IN ADVERTISING

Ethics is a branch of social science that deals with moral principles and values. It
differentiates what is good and what is bad. What is good should be followed and what
is bad should be discarded or avoided.

There are various ethical issues in advertising ranging from the question of
validity of claims made in the ads to the matter and manner of presentation. Often vital
issues are raised such as:
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Advertising of harmful products,
Advertising to children,

Ads in poor taste,

False claims made in the ads,
Excessive use of exaggeration,
Unhealthy brand comparisons,
Use of Testimonials, etc.

Although advertisers face ethical regulations, every issue is not covered by a
clear written rule. Many advertising issues, such as brand comparisons, use of
personalities, statistical claims, decree of exaggeration, etc., are left to the discretion of
the advertiser.

Advertisers must address themselves the following few questi

° Who should and should not be advertised to?

. What should and should not be advertised?

J What should and should not be the content and to 'ssage?
° Where should and should not be advertised?

Forms of Untruthful Advertising

There are several forms of untr isi by unscrupulous and
unethical advertisers such as:

1. Exaggeration:
Some advertisers ma i ir ads about their products. Tall claims
are often made i nd washing powder, cosmetics and

J4dozen of clothes with just a teaspoonful
xaggeration is that of Colgate toothpaste “No germs,
ithdrawn as required by ASCI.

3. Pressure Tactics:
Some firms use pressure tactics to persuade customers to buy the products or
services. For instance, certain private institutions may state the last date for
enrolment. After some days again they extend the last date and continue to do so
to fool the students.

4. Misrepresentation:
You must have come across competing brands with similar names, such as Lux
Les, Bata and Bala, Sintex and Suntex, etc. Also some sellers may state that
their product is ‘made as Japan’. All this is done to fool the customers.
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5.

10.

11.

12.

False Statistics:

There are also advertisers who make use of false statistics to substantiate the
superiority of their brands. For instance one magazine stated ‘One lakh copies
already sold’ but hardly few copies may be actually sold. Also, unethical
educational institutions - (Indian as well as foreign ones) - state fake statistics
such as rankings, placements, etc. to induce students to join their institutions.

Free Gifts, Discounts and Contests:
You must have come across such ads as ‘Pay for two and take three’ or upto
50% discount or enter into a crossword puzzle or some other contest and win
handsome prizes. Most of such advertising is another trick to fool the innocent
customers. Even if the advertiser gives free gifts, they & ot be worth the
name and if there is discount sale, the product may be ddia of old stock or
of inferior quality. And there are contests in which th€idecision g judges is
final in favour of their known contestants.

Total Lies:
There are also cases of advertisers pres
customers. For instance, one ad said ‘Yo
drugs, no exercise, no fasting’. And som
landed in the hospital.

o trick the
o dieting, no
nded to this ad

Poor Taste:
At times some advertise involving sexual innuendo,
nudity and double me i otomac Pens ad with the words “Sub
had been withdrawn subsequently as

solation ones. Again, the quality that they have presented may
erior than what they sell in the local market.

Brand Companies:

Now-a-days, advertisers are engaged in unhealth brand comparisons with the
help of advertising. Such comparisons create problems and confusion for the
right choice of products as far as audience is concerned. Examples can be cited
that of Colgate toothpaste, and Pepsodent toothpaste.

Surrogate Advertising:

Some marketers who are not allowed to advertise their products in certain
media undertake surrogate or back-door advertising. You must have come across
ads for packaged water, music CDs, club glasses, cards etc., bearing the names of
alcoholic drinks and cigarettes. However, there is debate on this aspect, as
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supporters of advertising claim that there should be no restriction to advertise
products like alcoholic drinks, provided they are done in a good taste.

13.  Advertising to Children:
Advertisers try to exploit the young kids by advertising products which are not
conducive to their health. This includes the ads of chocolates, soft-drinks, etc.
Quite often such products lack nutritional value. However, they make believe the
kids that such products are healthy for their mind and body, and as such the kids
demand such products from their parents. There are cases where ads created
inferiority complex if they do not use the advertised products.

Importance of Truth in Advertising

Truth refers to facts, complete facts and actual facts. I
the whole truth and nothing but the truth.Truth in
connotation, for the advertisers are supposed to tell
merits of the product, but no advertiser will advertise - ot do or
what it does not have.

The importance of truth in advertising is
1. Survival of the Ad Industry:

High ethical standards are vitalgfe advertising itself. If
people are confronted with growiig ' ill lose confidence in
advertising and advertising itself je. ver, in spite of so many
unethical ads, advertisingghusiness r prospers mainly due to the

o states true facts about his product will not only build
inds of the buyers, but it will bring name and goodwill to the
its products. False advertising may succeed for some time, but truth will
prevail. Therefore, to build a good corporate image, a firm should
come up with ethical advertising.

4, Competitive Advantage:
Firms that adopt ethical practices including advertising gain competitive
advantage in the market. For instance, Tata Group of Companies enjoy’s
competitive advantage in the market on account of ethical practices. Customers
trust those companies that are honest and ethical in business dealings.

5. Customer Loyalty:

Ethical advertising may generate customer loyalty. Satisfied customers not only
go for repeat purchases but also recommend favourably the products to others.
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Therefore, to ensure customer loyalty, business firms must resort to truthful
advertising.

6. Brand Image:
Ethical ads help to build brand image. Customers develop a favourable
perception of the brand vis-a-vis those brands that resort to unethical
advertising. Brand image helps a firm to gain customer trust and loyalty.

7. Business Expansion:
Truthful ads may enable a firm to expand the business not only in the domestic
market but also at the international level. Throughout the world, customers
respect those companies that are honest in business prag including ethical
advertising. The increase in customer trust and suppg afirm to expand
its business form local level to national level a
international level.

8. Brand Equity:
Ethical ads may help a firm to enhange it C ity is the
incremental value of the brand over ané ' 1 aSsets. This is
because; ethical advertising adds value to 3 arefore, the brand
may command strong brand equi

§ a combination of tangible aspects and
aspects include music, architecture,
ible aspects include ideas, knowledge,

intangible aspects of a
buildings, literature, clotl

Violence: Advertising sponsors serials or programmes which depict scenes of
crime and acts of violence. This influences the audience, especially, the younger
generation and they too get involved in such crimes and violence.

3. Vulgarity: In advertising, there is a good deal of vulgarity. Some of the ads
depict nudity and use double meaning language. Such vulgarity is against the

norms or culture of the Society, especially, in India.

4. Surrogate Advertising: Ads promote the sale of harmful products such as
tobacco products, and alcoholic drinks in a good number of countries. The ads
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of such products dramatize in a glamourous manner the use or consumption of
such products.

5. Undue Influence: Unethical and uncultured marketers take the advantage of
untruthful advertising and lure the people to buy the products or services
offered by them.

Ads try to create complexes among the people. They often show people
using the advertised product as superior as compared to the non-users. Such ads
do affect children and other members of the Society in a negative way.

6. Unhealthy Competition: Ads create unhealth competition among the
marketers. The marketers get involved in unhealthy mar, practices to lure
the customers to buy their products.

7. Passive Role of Women: Ads depict woman in a mere
housekeeper or as a servant of the family. This fi ebelief of
some narrow-minded people that women are mea ssivelible in the
family.

Supporters of Advertising

The supporters of advertising claim t isi ot résponsible to degrade
cultural values, but it upholds and impro hey cite the examples of
the following instances:

1. Concern for Girl Child: e girl child in a positive role; such as
: . This generates concern for the girl

rs sponsor sports programmes, and variety of
. Without the support of advertising such programmes

India such as strong family ties. For example, Ads develop family ties as a good
number of ads show family in a very happy environment, eating together,
living together and enjoying the life together. This definitely goes in a long way
to strengthen the family relations.

5. Respect for Women: Now-a-days, ads depict women in a positive and active
role. The good example is that of Havells Appliances. In 2014, Havells Appliances
came up with a series of ad films depicting ‘Respect for Women Empowerment’.
Such ads give a new meaning to the roles of women in our Society.
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6. Caring Males: Ads depict males not only in macho roles, but that of a good
father, or a good husband. The best of the example, is that of Nivea (Cream for
Men) which depicts a man carrying a bay on his back indicating that men too
care.

7. National Integration: There are ads on national integration, which brings
people of different castes, religions, culture, etc. together. This generates peace
and harmony in the society.

8. Advertising generates employment either directly or indirectly. This increases
the purchasing power of the people, and as such improves standard of living, not
only on the economic front but also on the education and front.

POSITIVE AND NEGATIVE INFLUE
OF ADVERTISING ON INDIAN VALUES

Advertising can influence Indian values and cultures b
manner. The positive and negative effects of a isi nd culture
are explained as follows:

L. Positive Impact
Supporters of advertising advoca 2 ositive effects on the

(a) ate positive economic effects on the

erates higher economic growth due to increase in
of goods and services, and therefore, employment level goes

(b) i ects: Advertising may also help to generate positive social effects on

. It raises higher standard of living due to availability of new and better
type of goods and services.

o Advertising can help to upgrade cultural valuesthrough dramatization of
family ties, respect for elders, etc.

o Advertising can promote communal harmony and other social issues
such as concern for girl child through public service advertising.

o Advertising helps to promote social welfare through various campaigns

undertaken by business organisations, NGOs, and Govt. Organisations,
such as anti-drugs campaigns, child immunization campaigns, etc.
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I1. Negative Impact
Critics raise certain issues relating to negative economic and social effects of
advertising on the society such as:

(a)  Economic effects

o Advertising may lead to concentration of economic power in the hands
of large firms.

. Advertising may increase consumer prices.

o Advertising may lead to unproductive use of funds.

o Advertising may affect economic well-being of the society, because it

promotes harmful products (indirectly in India) like cigarettes, liquor etc.,
and people waste lot of money on such products.
(b)  Social Effects

Critics also raise certain issues relating to the social g advertising such

as:

o Advertising may degrade cultural val asis on
individualism and overemphasis on vulgar

o Advertising may create material values ra d social
values.

o Advertising may create social or
on well-off sections of the society.

Social advertisi
version of Lati

Pro Bono advertising. Pro Bono is a shortened
blico -which means ‘For the Good of Public’.

aferred to as Public Service Advertising. Any
Ifare of the society can be considered as social

dvertising is undertaken to create awareness among the
f various social issues and concerns that affect the welfare of

to overcome the negative tendencies prevailing in the society, which
in turn may lead to welfare of the society.

2. Area Coverage: The pro bono advertising can be done through the nation. It can
be also done in a particular region or area depending on the nature of the
campaign.

3. Target Audience: The prop bono campaigns are targeted to the masses. The

social advertising campaigns can be targeted to all members of the society
belonging to different age groups, gender, income, occupation, cultures, etc.
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4,

(a)

(b)

Type of Copy: Mostly hard sell copy is used to convey the social message to the
audience. The ad may highlight the negative aspects of certain customs,
traditions, or practices. For instance, an anti-noise pollution campaign can
highlight the negative aspects of noise on the society and on the environment.

Personalities: The advertisers may use personalities or celebrities to create a
better impact on the audience. For instance, the Govt. of India selected Mr.
Amitabh Bachchan for the ‘Pulse Polio Campaign’.

Sponsors of Social Advertising: Anyone who has the funds and the inclination
towards social good can undertake soc1al advertlslng Normally, large business

Media Used: Any media can be used that can
instance, a campaign on “Don’t Drink & Drive”
media such as radio, newspapers, magazines, TV,
depends on the availability of funds with

Types of Advertising: The social advertisi

follows:
Public Service Campaigns: Publ 2 g deals with social and
cultural issues. Such issue ’ ention of improving public

o link a company to some social or charitable cause.
lp to promote the cause-marketing efforts. For example, a

utilised for such social cause activity.
Mumbai Indians - EFA

MGNREGA - Mahatma Gandhi National Rural Employment Guarantee Act is an
Indian job guarantee scheme enacted by legislation on August 25, 2005. The
scheme aims all enhancing the livelihood security of people in rural areas by
guaranteeing hundred days of wage-employment in a financial year to rural
household whose adult members volunteer to do unskilled manual work.
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SOCIAL ADVERTISING BY GOVERNMENT THROUGH DAVP

Directorate of Advertising and Visual Publicity (DAVP) is the nodal agency of the
Government of India for advertising by various Ministries and Organisations of
Government of India including public sector undertakings and autonomous bodies.

Vision of DAVP

To communicate important social advertising messages in an effective manner,
to empower the lives of the country’s citizens, and the one-step agency for the
advertising needs of all Central Government bodies all over the country, be it print,
audio-visual, outdoor or emerging media, and to provide servi a a professional,
responsive and quality-driven manner, at media-buying ra are the most
competitive in the market.

Role of DAVP

At DAVP, we provide solution for the paj ici all Central
Government organizations, PSUs or Governm icties. g on the Client’s
target audience, and his budget, a range of ging from the
conventional, like newspapers, TV an i or publicity options

such as hoardings, messages on Railway

DAVP undertakes various socj under the series titled as
“Bharat Nirman”. The vario
Children Immuniz

2. Social Development: The DAVP campaigns can bring about social development
in the country. For instance, the campaigns on health and education can improve
literacy rate, life expectancy and also result in family welfare. Education and life
expectancy are the two main indicators of social development.

3. Empowerment of Weaker Sections: The DAVP campaigns may highlight the
special facilities and benefits available to the weaker sections such as scheduled
castes, scheduled tribes and others. Therefore, these campaigns bring out social
empowerment of the weaker sections.
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4, Standard of Living: DAVP campaigns highlight the employment facilities
available under MGNREGA and other schemes. Therefore, people in villages and
in semi-urban areas get employment. Increase in employments result in increase
in income level. The increase in income leads to higher purchasing power. The
higher purchasing power facilitates higher consumption of goods and services,
which in turn results in improvement in standard of living.

SELF-REGULATION LAWS

Self regulations laws refer to standards and / or codes that provide guidelines
for ethical and professional conduct of advertising.
The codes / standards have been laid down by various authoritie
o Advertising Standards Council of India (ASCI)
o Indian Newspaper Society (INS)

J Doordarshan

o Advertising Agencies Association of India
The Standards or Codes have been adopted in order to gui

o The advertisers

o The publications / media

o The advertising agencies

MAIN HIGHLIGHTS OF SELF-REGULAT
. Unethical ads to be done away with!}

. Those who do not fo are at a disadvantage. The

. Decency is gar ads are done away with.
J Generate ir é@mpetition in the market among different sellers.
. nents directly or indirectly about competitors or

se liquor and cigarettes on TV.
might result in mental, physical or moral harm to children

ROLE OF ASCI

The Advertising Standards Council of India (ASCI), established in 1985. The ASCI
was formed with the support of all four sectors connected with Advertising.

The ASCI is not a Government body, but it is a voluntary self-regulatory council,
registered as a not-for-profit Company under section 25 of the India Companies Act.

Its main objective is to promote responsible advertising; thus enhancing the
public’s confidence in Advertising. ASCI thus aims to achieve its overarching goal i.e., to
maintain and enhance the public’s confidence in advertising.
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Objectives of ASCI

J To monitor, administer and promote standards of advertising practices in India.

o To codify, adopt and modify the code of advertising practices in India and
implement, administer and promote and publicize such a code.

J To give wide publicity to the Code and seek adherence to it of as many as
possible of those engaged in advertising.

o To print and publish pamphlets, leaflets, circulars or other literature or material,

that may be considered desirable for the promotion of or carrying out of the
object of the Company.

Role of ASCI

The ASCI was set up to perform the following tasks:

1. Truthfulness in Advertising:
ASCI performs its role through its Consumer e CCC
ensures the truthfulness and honest of the claims in the

The code framed by ASCI clearly states:

(@)  Advertisements must be tru and
comparisons which relate to matt certainable fact,
should be capable of subs

(b)  Where advertising claim : ated to be based on, or
supported by independent [ nt, the source and date of

this should be i
ed as to abuse the trust of consumers
or knowledge. No advertisement shall

(c)

widespread offence.”

3. Safeguards Against Indiscriminate Use of Advertising:
The ASCI safeguards against indiscriminate use of advertising in situations or for
the promotion of products, which are regarded as hazardous to Society or to
individuals.
The ASCI code clearly states:
. No advertisement shall be permitted which:
(a) Tends to incite people to crime or to promote disorder and
violence or intolerance.
(b)  Derides any race, caste, colour, creed or nationality.
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(c) Adversely affects friendly relations with a foreign country.

J Advertisements addressed to children shall not contain anything, whether
in illustration or otherwise, which might result in their physical, mental or
moral harm or which exploits their vulnerability.

° Advertisements shall not, without justifiable reason, show or refer to
dangerous practices or manifest a disregard for safety or encourage
negligence.

° Advertisements should contain nothing, which is in breach of the law, or
omit anything which the law requires.

o Advertisements shall not propagate products, the use of which is banned

under the law.

4, Fairness in Competition:
The ASCI ensures fairness in competition. The ASCI e gnsumers
are informed on the choices at the market plac i
firms follow the canons of generally accepted c
adopt unfair practices.

5. Responsibility of the Advertisers:

Code. The advertiser is responsib
the ASCI performs an important : the advertisers are held
responsible if anything isgmisleading i

The ASCI has fixed{he i ad agencies to observe its code. Ad
sible to ens e observance of ASCI Code in as much
, i.e,, to advise their clients in accordance with the

y of the media owners to observe its code. Media
offered to them for publication from the viewpoint of

Responsibility of Celebrities:
The Advertising Standards Council of India (ASCI) issued a series of sweeping
guidelines in April 2017 on celebrity advertising. The guidelines are aimed to
finally claim down on random or exaggerated claims made by celebrity
advertising. The guidelines must be strictly followed by actors, sports people,
doctors, authors, activists and educationists.
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OBJECTIVE QUESTIONS
A. Select the most appropriate option given in the bracket:
1. False statistics is a form of advertising.
(Unethical, ethical, social)
2. Surrogate advertising is undertaken for products which are from advertising.
(restricted, deleted, canalized)
3. is a combination of tangible and intangible aspects of a society.

(Culture, Advertising, Ethics)
4, Advertising has effects on the society.
(Positive and Negative, Only Positive, Only Negative)

5. Advertising Standards Council of India ensure
(truthfulness, untruthfulness, misrepresentation)

6. ASCI code is applicable to misleading ads on
(All Media, TV and print, TV and Magazines)

7. advertising is also known as pro bono ad
(Primary, Selective, Advocacy)

8. Generic advertising is also known as
(Primary, Selective, Compartive)

9. DAVP is the nodal agency of the Governmen
(India, Maharashtra, Goa)

10.  The goal of ASCI is to enhance

(Public, Advertisers, Ad Agencies)

th in advertising.
ral issues in advertising.
d negative influence of advertising on Indian values and

NN AW

9 a detailed Hote on pro bono advertising.
10 he social advertising by Government of India through DAVP.
11 role of Advertising Standards Council of India.
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4.BRAND BUILDING AND SPECIAL PURPOSE
ADVERTISING

BRAND BUILDING

COMMUNICATION PROCESS

Communication comes from the Latin ‘Communis’ which means common. When
we communicate we are trying to establish ‘commonness’ with someone. So to say, we
are trying to share information, an idea or an opinion.

Communication always requires at least four elements
message, the medium, and destination (receiver). Ad

e (sender) the
a form of
hom and
with what effect.
This can be explained as follows:
o Who - refers to the advertiser (sender of message).
o Says what - refer to the advertising me
o In what channel - refers to the media c
which messages are transmitted.
o To whom - refers to the audiencé

instance, the retailer may expect \ge at my store’.A national
as ‘Buy my brand'.

message.*Through the advertising message, the advertiser aims to achieve the
following objectives:

To create awareness.

To build or reinforce attitudes
To create brand image.

To develop corporate image.
To counter competitors’ claims.
To expand markets.

To educate customers.

To provide information.

To persuade buyers.
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3. Medium:
The medium of communication refers to the media of advertising. The media
are the channels of communication through which ad messages are transmitted
by the advertiser to the audience.
The most frequently used media are newspapers, TV, internet, magazines,
and radio and Outdoor media.

4. The Receiver (Decoder):
The recipients or audience of advertising messages include readers, listeners
and / or viewers. The recipients may decode the ad message to understand it.

Advertising message is directed to either mass audience or to class
audience.

The audience also includes dealers wit
communicates to stock and promote the sale of
advertisements are directed to professionals lik
etc, so that they prescribe or recommend t
advertiser. The advertiser may also communicate ° blic and
other stakeholders.

The AIDA formula was popularis
of Selling’. The AIDA formula stands for:

in his'book ‘The Psychology

TING ATTENTION:

primary purpose of any ad is to attract the attention of the audience.

The headline and the illustration are the two important elements of an ad that

attract the attention of the readers.

(a) Attractive Headline: The headline usually states the ad’s central idea,
elicits an emotion, or poses a question. It must attract attention and
develop interest, so the reader will look at the rest of the ad.

(b) Beautiful Illustration: The illustration should also attract attention.
There are several ways to make the illustration beautiful and attract the
attention of the readers.

(1) Cartoons: The use of cartoons in the ad has a fair chance of attracting
attention.
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(ii)

(iii)

(iv)
v)

(vi)

(c)

(d)

(e)

Natural Scenes / Wile Life : Natural scenes such as landscapes and wild
life like lions, tigers, birds and even domestic animals like cats and dogs
attract the attention of the readers.

Personalities: When you are walking down a busy road, you see so many
others also walking along the road, but your eye sight may gaze on a
beautiful face or someone known to you. In the same way popular
personalities do attract attention of the readers.

Motion: Printed ads expressing some kind of action like excitement,
happiness attracts attention.

Colours: Coloured illustration attract more attention as compared to
black and white ads, but at times, as black and white ad may stand out if it
is surrounded by a host of colour ads.
Contrast: The advertiser may include contrast
the ads more attractive. Contrast not only
generates interest.

ytions to make
3, but also

Size of the ad: Generally, i d, the more it has the
attention attracting value. &t : 1, especially, if the ad

Position: The 3 , centre page and on the pages near the
itely costly as compared to ads on the

out: Layout needs to attract the attention of the readers. The
out must be an unique one. This could be done by unusual placement
ements of the ad, bleed borders, use of pointed devices.

2. AROUNSING INTEREST:
Once the attention is attracted the ad should arouse interest in the mind of the
readers to read the advertising message and slowly develop an interest toward
the product that is advertised.

The advertiser can exploit such buying motives such as:

Love and affection.

Pride and Possession.
Comfort and Convenience.
Sex and Romance, etc.
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The advertiser should exploit buying motives by making use of the selling points
such as:

o Special features of the product.

Uses of the product.

Company name and reputation.

Price of the product, etc.

3. CREATING DESIRE:
The advertising copy usually expands on the idea of the headline and
illustration and provides facts and anticipates action on the part of the readers.
The objective is to create desire for the product. The desire can be created in the
following ways:
Highlighting product’s special features and use
Presenting negative effects for not using the pr
Showing proof of performance.
Giving guarantee / warranty.
Money back guarantee.
Offers like trial, discount, free giff
Use of testimonials from reputed p
Effective after-sale-service,
Emphasising manufactur

4. SECURING ACTION:
The ultimate p

action on the part g aders. ffective ad is the one that moves the
prospect to some
generate into agti

(a) dfY instructions as to the availability of the

jective of advertising is brand building. Brand building involves
developing brand’s core values in the minds of target audience.

The brand image concept is the brain work of David Ogilvy, who is considered as
the father of image advertising.

What is Brand Image?
Brand image is a mental picture or perception of a band in the mind of the
consumers.

Sometimes or the other, someone must have asked you - How’s the product? And
your reply was either positive or negative. The moment you, say the product is really
good - this means you have a good image of the product, at least for the time being.
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Consumers make their buying decision on the images they form of the different
brands. Even when the competing brands look the same, buyers may perceive a
difference in the company or brand images.

Ways of Developing Brand Image:

Marketer can develop brand image of the product through several ways. The various
factors that play an important role in building brand image are as follows:

L ADVERTISING RELATED FACTORS:
Creativity in Advertising:
The advertiser must come up with creative ads to develg
Therefore, the advertiser or the ad agency must be seleg
element of an ad such as headline, copy text, slogan, c8

od brand image.
pect of various
R, etc.

2. Brand Ambassadors:
The personality of the person endorsing the j with the
personality of the brand. Therefore, th i e to choose
the right personality to endorse the bra of a’short stature

3. Media Selection:
The quality of media or program e fluence the brand image.
Raymond Suitings may 3 '
magazines. Advertisig or by sponsoring cheap or silly

1 image of a brand.

hospitality.
o Mercedes - three-pointed star which signifies sign of luxury.
o MRF Tyres - muscled man which signifies strength or durability.
6. Sponsoring of Events:

The events sponsored by the brand / company can affect its image. Therefore,
brands having rich image sponsor prestigious events. For instance, top tennis
tournaments are sponsored by reputed brands such as Mercedes and Rolex
Watches.
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7.

IL.

Size / Length of Ad:

The full page in the magazine or newspaper can create better impact. However,
in case of newspaper, it may be advisable to insert half page ad alongside the
matter of interest to the readers. This will create more impact in terms of notice-
ability of the ad. While reading the interesting matter, the reader may also glance
at the ad.

Humour in Advertising:

Humour may be used in advertising depending upon the nature of the product.:

o If the product is a FMCG, and if popular brand image needs to be
developed, the advertiser may use good or witty humour but not cheap
humour.

o If the product is luxury one, and if premi
developed, the advertiser may not use humour; Z d must be
highly creative.

NON-ADVERTISING RELATED FACTORS:

Distribution:
The type of distribution undertaken by a e image of the
brand. For instance, Tanishq Jey i t stores in India, so
that the brand get rich image. Als ple s are marketed through a

After-Sale-Service:
Prompt and effectjsf@’a 3 elps to develop a good image of the

Company:

The image of the company can influence the image of the brand. For instance,
companies like Tata Group, P&G etc., which enjoy goodwill in the market can
generate favourable image for their brands.

Packaging:

The package is the face of the product. Therefore, it must be properly designed in
order to give a rich image to the brand. He material, colour, shape, size, etc., of
the package can affect the image of the brand.
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BRAND EQUITY

Meaning:
Every brand has a value, and the value of a brand is brand equity.Brand

equity must not be confused with brand personality or image. Edward Tauber defines
brand equity as “The incremental value of a business above the value of its physical
assets due to the market position achieved by its brand and the extension potential
of the brand.”

Factors Influencing Brand Equity:
The factors influencing brand equity are as follows:

1. Brand Loyalty:
Customer’s brand loyalty is the vital base of a brand
expensive to gain new customers and relativelygi
ones - provided the existing customers are satis

e that it is

of customers results in brand loyalty. Satisfied c use the
brand, even though competitors make en

2. Brand Name Awareness:
Brand awareness is the ability o i nise or recall that a
brand belongs to a certain prod . er words, it is a process of

linking product class and brand.
Buyers often buy _a.k

s do influence purchase decisions and brand loyalty. Nike
associated with sports. Goa is associated with beautiful beaches.

5. After-sale-service:
The after sale-service provided by the company can make a difference in brand
equity. Nowadays, most of the durable products are more or less standardised.
To provide effect after-sale-service, firms need to:

. Select the competent and committed after-sale-service staff.

° Train the service staff to improve their knowledge, attitudes, skills and
social behaviour.

o Motivate the service staff with monetary and non-monetary incentives.
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6.

Brand Ambassadors:
Some marketing experts claim that brand ambassadors can enhance brand
equity. For instance, the Lux soap is associated with female film stars and
positioned as the beauty soap of film stars.

Some marketing experts do not agree that brand ambassadors enhance
brand equity. Creative advertising does the trick such as that of Zoo zoos of
Vodafone.

Brand Patent:
Companies can obtain brand patents for new and innovative products. They need
to register under the Patent Act of respective countries where they want to
patent it.

Patenting the product gives exclusive marketing
of years. Other companies cannot sell similar produc
permission of patent holder. For instance, ph
marketing rights for at least 15 to 20 years.

ertain number
ithout the

Brand Logo:
Brand logo can enhance brand equit
facilitates instant identity of the brand. So
include Apple, Nike, McDonalds,
on. It has the letter “a” in lower

ave unique logo
eebok, Pepsi, and so

eness of its marketing programs - it can enhance
t new customers and to hold on with existing ones.
he perceived quality, well - known name of the brand, brand

Price and Profit Margins - Well-known brands can command premium price
and as such higher margins.

Brand Extensions - It can help to introduce new products under existing brand
names.

Trade Leverage - A strong brand can gain support from dealers or stores.
Competitive Advantage - A strong brand equity presents a real barrier to
competitors.
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MANAGING BRAND CRISIS

Brand crisis takes place when certain negative event(s) centers on one particular brand
or a set of brands belonging to the same company. When a brand crisis breaks out,
consumers and other stakeholders (employees, shareholders, customers, the media,
regulators and the Society) are likely to raise questions about the affected brand and
why the crisis happened. Questions may be raised such as:

o Who is to blame?

What would be the effect on company’s corporate image?

What would be the effect on the company’s stock prices?

What would be the future of the company?

What would be the penalty or loss to the company?

Short-term effects of a crisis are lost sales and the costs asso 3
In the long term, the incident can severely damage the brand’s on. The
key challenge for companies faced with a crisis is to
brand. For competitors, the crisis is often a great opportu aiee ers away
from the affected brand.

Examples:

1. Toyota Motors:
For many years, Toyota en]oyed a
maker of high quality, re
when the company f3

the US and Europe as a
as seriously dented in 210
T A spate of negative reports of sudden
led to a massive recall worldwide of
jally sticky accelerator pedals or out-

hat software can tell when a car is going through an
king the vehicle appear more environmentally-friendly than it
is. The problem came to light in September 2013.

hen West Virginia University researchers’ road-tested VW models
ith the 2-liter turbocharged 4-cylinder diesel engine, some cars
emitted almost 40 times the legal levels of nitrogen oxides.

The deception has massive environmental and health implications.
Increased levels of nitrogen oxides emissions can be deadly, as shown by a study
conducted by MIT which found that the excess pollution emitted by affected
Volkswagen models in the U.S. will lead to approximately 60 deaths 10 to 20
years premature.

Reason for Cheating: The U.S. has tougher diesel emissions standards
than Europe, where such cards are far more common. Meeting those steeper
requirements can mean reductions in fuel efficiency and performance, making it
tougher for an automaker like VW to advertise their diesel cars against more
typical vehicles in the U.S.
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Effect: The VW brand posted a loss of 127 million euros ($144 million) in
the final three months of 2015 from a profit of 780 million euros a year earlier.

VW could face billions of dollars in fines from the Environment Protection
Agency (USA) and, potentially, other government agencies around the world.
Customers who were cheated were likely to file civil lawsuits against the
company. The projected costs of litigation and compensation are between $18
billion and $21 billion.

Management of Brand Crisis:

Brand crisis is a serious issue. It needs to be managed as a top priority. Warren
Buffett once said “It takes 20 years to build a reputation and 5 minutes to ruin it. If
you think about that, you will do things differently.” Brand cci n severely affect
the reputation of the firm, and may even result in its demisg e, brand crisis
needs effective management.

1. Crisis Management Team (CMT):
Professional firms must set up a crisis managem brand
crisis. The CMT team members maygi of various
departments such as PR, HR, Legal, Ma i se, and other
departments.
The crisis management t chats, or review by

customers and others.

2. Crisis Management Plan;

to the customers and to the public for the mlstake
and tak i pvercome the crisis rather than wait and watch for

ny comments of their brands and / or of the company.
ocial media monitoring makes it easier to keep track of all mentions of
, competitors, important news and industry updates in real-time.

4, Public Relations Campaign:
A brand crisis demands a public apology and public cation. Public apology must
be instant, which can be undertaken through a well-designed public relations
campaign. It is equally important to follow the words with action to overcome
the brand crisis.

5. Media Relations:
When brand crisis strike, media gets an opportunity to sensationalize the issue.
The media make disparaging remarks against the brand and the company, which
further worsens the crisis. Even when the company is not a fault, the media may
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project the company and its brand as a culprit. Therefore, the top management of
the affected company must develop good relations with the media.

6. Recall of the Product:
Firms must immediately recall the product from the dealers and from the buyers,
if certain defects are identified. Recall must be done from all the countries in
which the company has sold the brand. There are cases, when firms recall the
defective product only from developed countries for the fear of being penalized
heavily and to protect their brand name.

7. Compensate the affected Buyers:
A company affected by brand crisis must immediat
compensate the affected buyers. They may recall the dg
replace with a new one if possible. They may als8
buyers for the problems faced by them. If t
compensated, they may resort to law suits an
penalties on the company.

nake efforts to
product back and
e affected

8. Consultants:
An affected company (on account of ppoint worthy
consultants to advise them togue . is not that the top
management of the affected compa % e up with a good plan to
overcome the crisis, but at time s y be an advantage. The
consultants (outsiders) mg A1t ive crisis management plans,
which may work welldf@ : herefore, it would be worth to hire

consultants to overg

1.

etry, dance-dramas, rural specific art forms are performed at village
meals and s=temple festivals.

o Word of mouth.

° Mike announcements, processions.

Caparisoned (decorated with ornaments) elephants and decorated

bullock carts carrying ad panels.

Folk theatre.

Demonstration, house to house campaigns by special promotion teams.

Advertising in fairs and melas through puppets, posters, etc.

Information centres for company’s products.

Wall paintings and posters at prominent places.

Ads on delivery vans.
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2. Mass Media:

o Television, especially Doordarshan and regional channels.

o Press and other print media including local / regional magazines.
. Radio

. Cinema Halls

o Point of Purchase ads.

Strategies for Rural Advertising:

The marketers may use the following strategies to advertise in the rural areas:

1. Influencer Strategy:
Advertising under this strategy actually depend on the convincing power of
influential people and / or events in the villages to com the commercial
messages to the rural customers.

The marketers may utilise the services of influ@ he village

such as the local Panchayat leaders, local
landlords, and even the school teachers.

2. Participatory Strategy:
Events like different festivals and dif!

3.
Several firms are ing i ifferéfit ways to educate the rural consumers
different shows and events. This kind
reness about the brand among the

4.

t with the local language.

team members demonstrate the process of using /
duct and highlight special benefits of using the product. The
ters may also provide free samples to the villagers.

POLITICAL ADVERTISING

Political advertising refers to advertising on the part of political parties, local Govt.
bodies, Statement Governments, and Central Government.
Contents: Political advertising may include the following contents:

. Achievements in terms of educational levels and health standards of a particular
local area, state or even nation.

. Developments in the field of infrastructure such as irrigation projects, roads,
power generation, water supply etc.

. Special schemes introduced specially to uplift weaker sections.

o International agreements signed and implemented (in case of Central
Government)
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J Increase in economic growth.
o Number of jobs created during certain period, and so on.

Purpose: The main purpose of political advertising is to create a favourable image on
the minds of public by highlighting their achievements - past, present and potential. At
the time of election, the political parties urge the voters to vote for their candidate.

Media Used: Generally, the media used include newspapers and outdoor. But
sometimes, some political parties may also use radio and magazines. Nowadays, SMS
(cell phones) is also used especially at the time of elections.

Timing of Advertising: Normally, a bulk of political ads appeg ing the time of
elections. The political ads may also appear after completig gar or so by the

during important festivals or such other cultural activiti

Code for Political Advertising: Political advertising is s
Govt. authorities with respect t the content of a
to be spent on advertising especially during elec

int of funds

Advantages of Political Advertising

1. Political advertising influences the articular candidate or the

party at the time of electioa

2 image of the political party, as it may
pmises that may fulfilled after coming

Reasons for Advocacy Advertising

At times, a company may not get favourable reporting in the media due to poor public
relations. In order to counter such unfavourable reporting, a company may resort to
advocacy advertising. For instance, during employees’ strike, media may report
negatively against the company and in support of the employees. In such situation, the
affected company may present its viewpoint through the ads.
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Media Used

Generally, the media used for advocacy advertising is newspapers. This is because; the
wrong reporting or rumours mostly originate through the press. Secondly, the firm can
provide detailed facts and arguments. In media like radio, TV, outdoor, and magazines, it
is difficult to present the advertisement with details. Secondly, newspaper advertising
gives the benefit to highlight current topics.

Undertaken by:

This type of advertising can be undertaken by person or party or organisation. It can be
undertaken by organisations to present their point of view. Indiyi may also resort
to such ads to present their views on certain issues such as |
of Government authorities towards social problems. T
undertake such advocacy such as advertisement con i position
parties.

Advantages of Advocacy Advertising:

o Advocacy advertising helps to correct ne
towards the firm and its policies.
J It helps to maintain or impro ] rm in the minds of

stakeholders.

. It helps to develop good

. It develops a sense o dence in the minds of employees and
shareholders.

Meaning and
It is also kno i 1 ising. It is undertaken to build, maintain and
improve g i
is placed on

to advertise itutional ads. At times, television may be used.

Nature of Corporate Image Advertising

This type of advertising is non-controversial and non-argumentative in nature. Through
institutional ads, a firm seeks to communicate positive attributes about itself and
presents itself in a favourable way.

Aspects

The following aspects are normally included in institutional ads:
. Research & Development of the firm.

o Number of factories or branches of the firm.

. The number of employees and facilities provided to them.
o Foreign collaborations, if any.
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Distribution network of the firm.

Market position of the firm.

Products or services offered by the firm.

Social welfare programmes undertaken by the firm, etc.

CORPORATE IMAGE ADVERTISING V/S PRODUCT ADVERTISING

CORPORATE IMAGE ADVERTISING PRODUCT ADVERTISING

1. Emphasis:
Emphasis is placed on the | Emphasis is placed on the features or
achievements or history of the | image of the brand.
company.

2. Purpose:
The purpose of corporate image | It is done to inf@
advertising is to build name and | features an
goodwill for the company.

3. Use of Personalities:
Normally, firms do not make use of
personalities in Corporate Image ads.

4. Words / Illustration:
There is more emphasis on words
written text.

5. Public Trust:
Corporate Image advertisig
believable.

enticity of product advertising.

Corporate Image adve be controversial in nature and
straight 3 ain  details may mis-guide the
' audience.

. Media Use

It can be done in media.

It can be undertaken by well-established
firms and by new firms.

Product ads may be repeated frequently,
especially in case of FMCG.

In Corporate Image advertising, the | In product advertising, ad budget may be
budget amount may be less. quite high due to the frequency.

GREEN ADVERTISING

The concept of green advertising has come into existence on account of green
marketing initiatives. Green marketing refers to marketing of eco-friendly products.
Thurs, green advertising refers topromotional campaigns relating to eco-friendly
products. It also includes the green initiatives undertaken by business and non-business
organisations to protect the environment.
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According to green environmentalists, a green advertising campaign has to
inspire a movement among buyers. Firms that produce green (eco-friendly) products
need to highlight the same in their promotional campaigns. They should make people
aware of the benefits of eco-friendly products. They need to highlight the fact that they
invest a good amount of money on R&D to design eco-friendly products.

Common Green Marketing / Advertising Claims:

The following are some of the common green marketing / advertising claims made by

sellers, especially in developed countries like USA, UK, Japan and so on:

1. “Free Of” Claim:
Companies may make a point to let the consumers know 4
“free of” any harmless chemical or other ingredient
health or lives.

Aeir products are
a risk to their

2. VOC-Free:
Some products are labelled and “low-VOC” or “Vi

VOCs (Volatile Organic Compoun i paint, household
cleaning products, floor polishes, charcoa ' i ield wiper fluid,
and some hair styling products, au :

VOCs are emitted as ga ‘ smoOg by contributing to
ground-level ozone formation, or h 0

3. Non-Toxic:
Marketers may sta
and environment.

decomposes into elements found in nature when it's exposed to light, air,
moisture, certain bacteria, or other organisms.

6. Recyclable and Recycled Products:
A company may say that its products is recyclable or recycled. Recyclable
products are those which people can recycle the package or product after use.
Recycled products are made with content that was kept out of - or
delivered from - the trash either during the manufacturing process or after
people used a product.
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7.

Carbon Offset Claims:

A company can make claims that it takes action to reduce greenhouse gasses, like
planting trees, or using green technology and can get credits for those “carbon
offset” activities.

Renewable Claims:
A company make claims that it uses Renewable Materials and Renewable Energy.

TRENDS IN ADVERTISING

TRENDS IN INDIA

Convergence of Media:
Advertising industry is witnessing convergence
convergence, and more appropriately digital co ; S to ¢
trend for using computer technology to deli a programming and
information.

Convergence allows one media
and benefits offered through other
convergence of television and interne
programmes, one see the samegp
person can see it on the interne

dvertising

’ 0f features
stance, there is
ome television
vision, and another

Interactivity:
Interactivity means
media and vice v,

Send messages back and forth to the
ificant change, until recently, most
here the audience only viewed or

Reebok hired 500 college students to wear temporary tattoos
the Reebok logo and the slogan ‘The plain train is coming’ on their
foreheads. These students were strategically placed around the 26.2 mile course
of the Boston marathon in an attempt to take away attention from the official
sponsor of the event - Adidas.

Audience Tracking:

Now-a-days, technology has made it possible for audience tracking. Downloading
entertainment from the Internet, such as games, video and software, may contain
a hidden surprise - internet spy-ware. Spyware is a special program that runs in
the background of a user’s computer and regularly forwards information over
the Internet to the spyware’s company operating the spyware. In some cases
spyware keeps track of websites the user has visited. The information is then
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used to gain an understanding of the user’s interests, which then results in
delivery of special ads when a user visits a certain site.

5. New Media Options:

Today, the media options available to supplement an advertiser’s primary
vehicles have grown dramatically. The introduction of vehicles such as the
internet, video catalogues, mobile and interactive television has brought major
changes to the job of the advertising and media professionals.

For instance, the media planners have created new ways to view the
media function and media buyer. Media planners are forced to go beyond costs in
developing plans.

6. Unbuilding of Media Services:
The split between creative agencies and media agen®
‘unbundling’. The idea of breaking away the medi
as a separate business has become an important
Upto the late 1990’s, media buying was genera
department of an advertising agency.

The unbundling of media indep e doors of to the
outside clients as well i.e. clients other liation are now
pitched for as new business.

There is a growing trengd S efpet adWertising. Internet advertising
rtising, etc. Advertising through social
er, and many others have also started

Share of Me Ad Expenditure:
. Digital media share in ad expenditure grew by over 40% in 2106. IT generated
Rs. 7,315 crore with a total media expenditure share of 15%.

Category Wise Ad Expenditure (AdEx):
o Close to 50 percent of print’s growth of RS. 1,216 crore is accounted by only four
categories, namely FMCQG, auto, education and BFSI.
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TRENDS IN AD AGENCIES

1. Trends towards Global Joint Ventures:
In India, there is a growing trend of Indian ad agencies having a tie up with global
agencies. Due to globalisation of business, it gives a big advantage for Indian ad
agencies to have a tie-up with foreign ad agencies. At present, most of the top 20
agencies in India have a global partner or owner, which provides an immediate
link to global markets.

2. Media Buying Agencies:
There is a growing trend to set up media buying agency. A number of ad agencies
have set up subsidiary media buying agencies, and severa agencies will do
so in the near future.
The media buying agency perform certain functions:
o Buys space / time slots from media o al8ame to

3. Smaller Niche Ad Agencies:
Clients (Advertisers) in developeg also started moving
away from agency giants, instead i rk in-house or use a raft of
smaller agencies.

P&G has reduced the R Jdy@rtising agencies it works with
by around 50% over tk

4, Less Investment B
Ad agencies i

book went in hard with a multimedia advertising campaign to
promote its Facebook Live Service in December 2016, while its sister company
Instagram added live video functionality in November 2016.

2. Participatory Strategy:
Events like different festivals and different games and sports competitions
actually have a high participation level in the rural India.
The local events and shows offer great opportunity to effectively reach to
rural masses. Firms can sponsor different events and shows in rural villages
which is actually a cost-effective way to advertise with the participatory strategy.
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3.

RPEYoOoNO A WN R

= o

Show-N-Tell Strategy:

Several firms are venturing into different ways to educate the rural consumers
about their brands and their usage through different shows and events. This kind
of initiatives actually creates huge awareness about the brand among the
interested people in the rural India.

Influencer Strategy on Social Media:
Influencer strategy on social media has become a buzzword among advertisers.
The concept of influencer marketing is straightforward - to reach new audiences
on social media, brands pay “influencers” (social media personalities and
celebrities with massive follower counts) to post about the products, which they
use.

Augmented Reality and Virtual Reality:

A trend that may emerge in 2017 is augmented
(VR). The launch of PokemonGo was a wakeu
haven’t explored this option. The mainstream shi
new ways to connect with customers an '

reality
es who

Explain the communication proce
Discuss the elements of AIDA Mod
Describe the role of advertising in d
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