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ADVERTISING : PRINCIPLES AND PRACTICE

MEANING AND DEFINITION OF ADVERYISING
The term 'advertising' is derived from the Latin word 'adverter' which means
the attention. Every piece of advertising attempts to turn the attention of
ers or the listeners or the viewers or the onlookers towards a product or
r an idea. Therefore, it can be said that anything that turns the attention
le or a service or an idea might be called as advertising.

o turn’
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The most widely accepted definition of advertising is the one which is given
by the American Marketing Association, according to which advertising is “any
plzid form of non.-p.grsonal presentation and promotion of goods, services and R
ideas by an identified sponsor.”

This definition highlights the following features of advertising:
« Advertising is a paid form of communication.

« [t can take any form-visual, audio, oral, written etc.

z [t involves a non-personal presentation.

s Coods, services and/or ideas are promoted and presented.

# The sponsor is identified.

However, the definition given by the American Marketing Association suffers
from some limitations. First, it has been argued that the definition does not talk
about the persuasion aspect of advertising, without which it is very difficult to
achieve advertising objectives. Keeping in mind this important aspect of
persuasion, the following definition of advertising was proposed:

"Advertising is paid, non-personal communication of information from an
identified sponsor using mass media to persuade or influence an audience so as

to maximize praﬁts. ”

The aforesaid definition though talks about the persuasion aspect of advertising
but lays emphasis on the commercial side of advertising. However, it must be
remembered that all ads are not commercial. For instance, advertisements giving
messages like quit smoking, save water, drive safely, save the girl child, etc. do
not have a commercial side attached to them. Thus, even this definition does not |
seem to be an adequate definition of advertising. Thus, yet another definition of
advertising was proposed, according to which "advertising is centrolled,
“Iir-nlifiable information and persuasion by means of mass communication”. This -
“"f_'”_ifiﬁn of advertising not only includes the persuasion aspect ignored by the |
‘i:i];i.;.mt.inn giv'en by the American Marketing Association but also goes bexond '
" “gg Ij form" and thus includes even the non—cc?nt\melrcial ads witk‘min its purview.
that thelotl?’ the definition also states that advert:_51'ng is 'controlled’, which means
"dentifiabllme' space and direction of advertising can be controlled by the

€ sponsor which is not there in publicity.

Some other definitions of advertising are given in Box 1.1. ;
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Box 1.1: Some More Definitions of Advertising EEEE—— e

1 r ~message about a product or orgamsatlon
dage defines advertising as "a form of commumcanon in wlueh the

‘Q._dl-ﬂg to Iohn k M)'ers, ‘advertising is dlssemumhon of information
oncerning an idea, service or product to compel action in accordance with
t of advertiser." |

1'Chr1°r to Wright Winter, "advertising is controlled, identifiable
rmation and persuasion to purehase the advertiser's product bv means

fhé:words of Bay and Wheeler, "advertising is any form of paid, non-
nal presentation of ideas, goods or services for the purpose of inducing
to buy them.” . |

1“the words of J Thomas Russel and W Ronald Lane, "advertising is a |
pald for by an identified sponsor “and delivered through some
of mass communication: Advertising is persuasive communication.”

‘H}e-deﬁmﬂon given by Houghton Miffin Company (1998) says, Advertlsmcr
15 th non-personal communication of marketing related information to a
'Earg_et-'audlence usually paJd for by the adverhser and deh\ ered thtough

3 -%lhstrument of business management a held of employment and pavmg
i profession.”

FEATURES OF ADVERTISING

A study of the aforesaid definitions helps us to understand the features and
nature of advertising.

1. Any Paid Form: Advertising may take ‘any’ form-visual, audio, oral or written.
Irrespective of the form of advertising, an advertiser needs to buy some time
and space in some advertising medium like newspaper, magazine, radio,
television, etc. The ‘paid aspect’ of advertising reflects the fact that the space
or time for an advertising message generally must be bought. However,
there are occasional exceptions to this and that is why one of the aforesaid
definitions uses the words 'usually paid for' in defining advertising. For

Scanned by CamScanner



ADVERTISING : PRINCIFLES flit) PEACTICE
6

instance, many TV channels show ads'_ to prrijrrit;fe ther r;‘/m\ Hi'mf”é" AR
the audiences (e.g. 'Aaj Tak-Sabse Tez)) and increase the popularity of therr
programmes among viewers. Although th‘er'(: Wr.)uld_h‘- comts ’..’I'.a"’al’fﬂffj i\
pm:’iuction of such ads, but such an advertising situation shows that all ads

are not paid for.

Noi-persoiial Presentation and Promailwsn: Advertising involves no dirert
face-to-face interaction between the prospect and the advertiser. [t 1, therefore,
referred to as impersonal method of promotion. This is exactly r)ppo‘gitf: to
personal selling where there is face-to-face presentation and promotion of

product or service by the salesperson.

wd

Gaeds, Services and Ideas: Advertising, being a powerful mass communication
tool, is used not only to present and promote goods and services; it is also
increasingly used to further the goals of public interest and social causes. We
are exposed to thousands of ads everyday which present and promote various

types of goods, services and ideas to us. Some examples of these ads are
given in Table 1.1.

g Table 1.1: Examples of ads of Goeods, Services and ideas purE_—_—_—

Goods Services Ideas

Colgate Toothpaste Airtel Communication Family Planning
Lux Soap Vodafone Customer Care Save the Girl Child
Surf Detergent Powder Idea Communication Prevention of AIDS

Cadbury Diary Milk Chocolate| Insurance plans by Metlife, UTI

HIV Awareness Programme
Soft drinks like Pepsi, Coke, Banking'Senrices by ICICI,

Save Water

Limca, Mirinda HDFC, HSBC
Health drinks like Horlicks, | Beauty/Personal Care Services | Save Electricity
Boost, Complan, Milo by VLCC, Kaya Skin Clinic
Nokia Mobile Phones NIIT Education Save Petrol

1!, LG Retrigerators Makemytrip.com Quit Smoking
Sony Television Kingfisher Airlines Drive Safely

| Levis Jeans PVR Cinemas
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6. Controlled: The advertiser/identified sponsor controls the COMMENT L
advertising message, time and direction. Advertisers say what they want t,
say (they can decide the content of advertisement), and by selecting the
appropriate medium (newspaper, TV, radio etc.), direct the message to their

target audience.

7. Persuasion: The major objective of advertising inherent in the pre:’sem:ltmr-
and promotion of ideas, goods or services is to achieve predetermined
objectives through persuasive communication, precipitating the change or
reinforcement of desired attitude or behaviour. '

‘8. Advertising is a Science and an Art: Advertising is a science as it has a
systematized body of knowledge which can be taught and learnt in classrooms.
Advertising is also an art as it involves practical application of the theory of
advertising in designing ad campaigns.

9. Advertising is a profession: Advertising now is practiced as a pr ofession.
T s Bl e

The advertising industry consists of the advertising agencies with Dilling
‘running into crores of rupees per annum. Then we have a body of advertiser:
mostly manufacturers, distributors, large -retailers; service institutions
who sustain the advertising activity. We have the media consisting of the
press, broadcast media (radio, TV), outdoor publicity etc. In all these three
components, there are trained professionals like the Advertising Manager,

the Media Manager, the Accounts Manager, the Space Selling Manager, the
Art Director etc.

10. Creative: Advertising employs creativity to design an advertising campaign.

" Various stages in Cesigning an ad campaign calls for creativity. Be it writing
a slogan, or composing good jingles, or thinking of a good storyline for the
ad, all demand a good amount of creativity from all the people involved in
designing the campaign.

11. Investment: Some people consider advertising as a wasteful expenditure
having a short-term effect. They believe that the money spent on advertising
is charged to the customers by raising the price of the product. However, i
should be remembered that advertising is an investment towards the building
of goodwill and brand image of the product/organisation in the market. It
should be sustained over a period of time; otherwise its message will be

forgotten.
12. Goal-oriented: Advertising is a goal-oriented or purposeful activity aiming

to achieve something. It may aim at increasing the sale of the product
increasing awareness among the target audience about a new product o
TNew uses of a product, changing the habits of consumers, increasing uszg
Improving corporate image etc. Thus, advertising is directed towards the
achievement of one or more goals or objectives and the advertising campaig”

is accordingly formulated to enable the achievement of these goals.
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= Classification of Advertising on the basis of
- Geographical Spread
— Target Audience
— What is being Advertised
- Advertising Objectives
» Some Other Types of Advertising
w Case Study: Idea Cellular "What an Idea, Sir Ji"

dvertising is the promotion of a company's products and-services carried.

out to achieve certain objectives. Advertising has become an essential

element of the corporate world and hence the companies allot a
considerable amount of revenues as their advertising budget. There are several
reasons for advertising some of which are: increasing the sales of the product/
service, creating and maintaining a brand identity or brand image, communicating
a change in the existing product line, introduction of a new product or service,
increasing the buzz-value of the brand or the company etc. Thus, there are several
reasons for advertising and similarly there exist various media which can be
effectively used for advertising. Without effective and targeted advertising, a
business cannot succeed. There are many types of advertising a business can’

utilize in effort to increase its sales and they can be classified into different
Categories.

_CLASSIFICATION OF ADVERTISING

Scanned by CamScanner



S
X 53
e OF AVETRTTRNG
ste OB S swiphit (R ation ol P iniany
1 ¥
‘l'.t‘-‘\‘\\'{ ACRALRIAI \ ‘\\\‘l‘\'\\\“\ Lo \\‘\ l"q“‘l‘l'-'ll'\ 'I"n'l'l
LA}

TR

ACCORBING 10 GEOGRAPMICAL SPREAD
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¢ advertisad.
a1 1 vl Adveriising: Small firme may like to restricl their business to State of
W ‘f\q;mml fevel, Some fivtae tirst localize their marketing, efforts and once success
has beent achiovad, they gpread out to wider hotizons. A classic example 15
i Nitma washing powder, which initially was gold only in Gujarat and
& subsequently entered the other markets. Retail stores also undertake local
@ advertising. The avea to be covered would generally be a city or a town and
¥ media would be selected which principally relates to that area. For example,
a store of Big Bazaar in Gurgaon (Haryana) may give its ad in a newspaper
which has its circulation in Delhi and NCR. Sometimes large firms may @.so
o in for lovcal advertising, e.g., when they undertake pre-testing of a product
especially consumer products in selected areas before embarking promotional

. vy

e —

T —— campaign on a national level.
me an essential
panies allot a 38
were are several
of the product/
communicating

3. Global Adoertising: Multinational tirms treat the
world as their market. Firms such as IBM, Sony,
Pepsi, Coke, etc. advertise globally, i.e. in different
media categories across the world. The Coca-Cola
Company rolled out its global integrated
marketing campaign, "Open Happiness" in late

open happiness

duct or service,
here are several January 2009, in the United States of America.
- which can be Following this, it decided to roll out the campaign

nt was among the first few strategic markets for the
campaign. 2009 saw Coca-Cola’s long-time brand endorser, Aamir Khan
'‘Opening' happiness for the brand in India. Aamir Khan, who has been
endorsing Coke for over a decade, was seen as a MESSENEEL of optimism in
the campaign, where a bottle of Coke brought people together in their joy.
Taking the message further, in 2010, Bollywood actor, Imran Khan, joined his
uncle, Aamir Khan as an endorser for Coca-Cola.

in India. The sub-contine

advertising, a
a business can \
into different §

ising is one which is directed to end
lace for those products which are’
a, coffee, soft

1. Consumer Advertising: Consumer advert
consumers. This type of advertising takes p
used by the consumers. Advertisements of soaps, detergents, te

n/Place)
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product Advertising: Such

advertising is done ' to
romote the sale of a
tangible product. For

example, Colgate toothpaste,
Lux soap: Ariel detergent

owder, Cadbury Diary
Milk Chocolate, Nokia
Mobile Phones, Ruffles Lays,
Harvest Gold Bread, Maruti
A-star car, LG Refrigerators,
etc. Product advertising may
be direct action or indirect
action advertising
(explained later).

Service Advertising: This
type of advertising attempts
to promote the sale of
services which are
intangible, inseparable and
perishable. Advertisements
by banks, insurance
companies, hotels, airlines,
health care services, mobile
phone service providers etc.
fall in this category.

Idea Advertising: Advertising, being a powerful mass communuication tool, is
used not only to present and promote goods and services but also to further
the goals of public interest
and social causes. This is
achieved through what is
known as idea advertising.
Advertisements like quit

save the girl child, HIV
awareness programme,
Pulse Polio Immunization,
save water, save electricity,
etc. are all examples of idea
advertising.
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[ras dhronal Lf%'»’“\“\\' Inastitntinal Avertising = done by Business (e
andnstitntions o bkl theg mage. Buch advertising does not altemplt to
The aljective (e o improve the goodwill or the
Crlganisabhion as a whaole, won B itingg oi any' ane Im\-hhl o1 retvive of the
organisation. Institutional advertising (s« also known as corporate advertising,

sell anything duectly

tistitutional
\invitabh
Bachohan promoting Relianee. Andl
[huuabhar Amban \;l\'u.‘

\ 1 l.'\.lll\pl\‘ ol

0 . L]
advertising s Saperstag

Pluace Advertisng ol
places s done to Promote tounsm
such places: Advertisements like Go
Goa: Dubat Shopping Festival, Kerala

God's Own Country ete. are all

\dt‘&‘rh.\ln\'

cvamples of place advertising

WHAT ARE THE OBJECTIVES ?

Prenary Demand Adeertising: Primary demand advertising is that type which
s designed o stimulate the demand for a generie category of a product,
rather that emphasizing on a particular brand of a product. For example, the
peyo glassful doodh™ advertisement by Mother Diary emphasizes that it is
good to drink milk, without emphasizing on the brand Mother Diary.
Primary demand advertising is used in two situations. The first is when the
product is in the introductory stages of its life cycle. This is called pioneering,
advertising. Under this, an individual firm may be run an ad about its new
product, explaining the product’s benefits, not emphasizing the brand name.
The objective of pioneering advertising is to inform, and not to persuade the

market.

The second use of primary demand advertising is by trade associations to
stimulate the demand for their industry’s product which is in competition
with other product categories. Thus, the national Egg Co-ordination
Committee urges us to eat eggs when it says, "Sunday ho ya Monday, Roz Khao
Ande”, and the “piyo glassful doodh™ by Mother Diary urges us to drink milk.
Here, the “piyo glassful doodh” ad, tries to meet competition that it faces from
other product categories like soft drinks, juices, etc.

i T,

kerala

\_W
God's Own Country

Sccondary Demand Advertising: Secondary aemand advertising is intended
to stimulate demand for individual brands such as Amul Milk, Sony
Television, etc. Selective demand advertising is essentially competitive
.ulm-rtr'sing. This type of advertising is used when a product has gone beyond
the introductory stage of its life cycle. The product is then sufficiently well-
known, and several individual brands are competing for a market share. The
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objective of competitive advertising is to persuade the potential customers.
and it emphasizes the particular benefits of the brand being advertised.
Comparative advertising is also one type of selective demand advertising
that has been used for a wide variety of products. I comparative advertising,
the advertiser directly or indirectly points out towards a rival brand and
states that the advertised brand is better than the other. (It should be
remembered that in India law does not permit taking the name of the rival
brand directly for the purpose of comparative advertising.)

Direct Action Advertising: With direct action advertising, sellers seek a quick
response to their advertisements. For instance, an advertisement in the
newspaper with a coupon, which when redeemed will give the person a free
sample of the product, may urge the reader to send immediatelyv for a free
sample. Harvest Gold Bread had used this technique where the}-' inserted a
coupon in the newspaper on the redemption of which the buver would get a
pack of Harvest Gold Buns free with the bread. This helped Harvest Gold to

secure a quick response to the brand in the initial period of launch of the
bread.

Indirect Action Advertising: Indirect action advertising is designed to
stimulate demand over a longer period of time. Such advertising is intended
to inform customers that the product exists and to point out its benefits. The
idea is that when customers are ready to buy the product, they will look
favourably upon the seller's brand. Thus, an advertisement for a brand of car
may not immediately result in sale but can place the car favourably in the
minds of prospective customers. When these people are ready to buy a car,
three months later, or six months later or one year later, it might lead to sale.

Cooperative Advertising: Cooperative advertising involves the sharing of the
cost of advertising by two or more sponsors. Cooperative advertising may be
vertical or horizontal. .

Vertical Cooperative Advertising involves firms on different levels of
distribution - such as manufacturers and retailers. The manutacturer and the
retailer share the retailer's cost of advertising the manufacturer's product.
Another type of vertical cooperative advertising involves an advertising
allowance - also called a promotional allowance. This allowance is an off-
invoice or cash discount offered by a manufacturer to a retailer to encourage
the retailer to advertise or prominently display the product. The arrangement
provides added incentive for the retailer to advertise the manufacturer’s
product.

Horizontal Cooperative Advertising involves a group of firms on the same
level of distribution - such as a group of retailers. All stores in a shopping
mall, for instance, may run a joint ad weekly in the newspaper.

Public Service Advertising: Public Service Adv_ertising rtjfgr:% rtt; ’thf:fﬁ
advertising efforts which are done as a part of social responsibility b} s eLsc
entities as advertising agencies, Government, NGQ'S as f\’ell as Othﬁff_ usg: tl;
organisations. The main objective behind Public Service Advertising 1f
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Political Advertising: Political advertising is created either by political parties
or candidates. Mostly we come across such advertising at the time of elections.
Election advertising either lists the achievements of the party of candidate or
propagates their ideological basis. Sometimes, they are provocative too. Such
advertising may become comparative, where the weaknesses of the upposition
are highlighted to show their party or candidate in favourable heht, An
example of political advertising is the "India Shining" campaign during the
2004 elections, which aimed at highlighting the progress India had made
during the tenure of Atal Bihari Vajpayce as the Prime Minuster.

Financial Advertising: When public limited companies invite the general
public to subscribe to the share capital of the company, it is called financial
advertising. In a broader sense, it includes all advertising by financial industry

such as banks, car loan companies, insurance companies, non-banking
financial companies etc.

The copy of financial ad gives highlights of the project, details of the issue,
crisis rating, management's perception of the risk factors, closing date of the
issue, lead manager's name and address, promoter's name and address, name
of the company and its address. Apart from these routine things the investing
public is motivated to invest by suitable copy matter - a slogan, a promise of
returns, profile of the product etc. The media used for financial advertising

are mainly the print media, especially the press and to some extent magazines.
Mega-issues are promoted even on TV,

Speciality Advertising: Specialty advertising refers to the special form of
advertising on various merchandise such as t-shirts, pens, mugs, diaries,
calendars, mouse pads, caps, stickers, mobile phone accessories, car and bike
stickers, key rings, sign plaques, bookmarks, bathroom accessories, toys,
glassware, luggage tags and many more. With specialty advertising, the
advantage is that anything you can think of is a good mode for advertising
your company name, its logo, or even its message, can be uscd.

For example, if a company wants to give out a t-shirt with your message and
logo on it as a special promotional offer to subscribers of a particular scheme,
it will obviously want to order t-shirts in bulk. The logic is that the more
such ads that it releases in the market, the more the visibility for its product.
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P 1 o4 sdvertung can be daed back to the wond-of-mouth

< LT thedr articles for sabe. meschants roanung

. and messengers of the

true sense, started

E sements appearsd
Iowlia's first newspapet.

England. But later, local

© ot newspaper studios.

= 1 medicne manufacturers were the major clients of

g STLAIRS medicine manufacturers usad to advertise their

n brand to have its own mascot

1950-60

s D&G got Vicks Vaporub in India in 1952 and posnioned

ros 2 retasiers advertised their catalogues containing product information

[ film actress to endorse the product.

« [nl¥6 A l.rkila'sBobbmehdongwim]WTs
ad agency)

\eritable Maharaja. The Maharaja was a polished
i courteous

~.al clothes, a striped turban and pointed

monal offers thereon. Advertising Progress was gradual till the 20th
Sur with Indi emerging a noteworthy market for products, ads for
manv multinatonal comparnies, like Lux, were designed for the Indian
the 105 Let us see some of the major milestones n Indian adwvertising

Umesh Rao created our own

man with moustaches, in red

The Maharaja made Air India the first

IRAEE -5 ASEINLA

it as a one stop

solution for all cold symptoms. As opposed to this, the market leader at that
nme, Amritanjan, was positinned as an all-purpose ointment meant for cold,
aches, pains, sprains, etc.

The All India

Radio's Vividh Bharti Vigyapan Sewd WeS started by AIR on

October3, 1957. Among the first jingles heard were the ones for Hamam,
Litebuoy and Vicco Vajradanti.
1954 saw the marketing of India’s first detergent powder 'Surf' by Alyque
Padamsee, an advertising guru.

b
o W

:;’{rm&xmw 1O ADVERTISING
. 1960-T0

The Muscle-man ot MEF was created by Alvaw
durability was a kev issud. lvque and his ga:

who was fo be the company s public face -1
essence and soul of the pro<iuct promise - Stre
identity and defmhon of what the brand stood

1904 saw Litebuoy oo through a mapor e
1900s. Lifebuoy was being sold as a body-odour =
Lintas (ad agenay’ holieved that the same StTates
India. However, que Padamsee. who was wit
convineed them o health factor woul
India. Thus, camwe ug -

the famous jingle

wuhan
Amul's cute and bubbly ‘Utterly Butterly Delicious
The frst Amul hoarding sporting the Utterly
polka dot frock came up in 1907, ina hoading in M.
made its way into the Guinness Book of World Recd
outdoor advertising campaign.

Bu

1970-80

Liril's positioning as a bathing soap made
Alyque Padamsee a legend in the advertising
fraternity. The landmark idea came in 1975
and what we saw was the Liril girl drenched
under the falls wearing only a bikini. The ad
was all about waterfalls, abundant water and
the girl splashing about in total abandon
singing "la...1a 1a la laaa..". The first Lirl ad
was a masterpiece in itself. It was shot in
Kodaikanal at a waterfall, a little beyond
Guna caves.

In 1977, Coca-Cola was virtually driven out
of India. Eager to cash into the space left -
behind, companies started launching the Lifi] e cermenem
domestic colas including Double 7, followed
by Campa Cola, ThumsUp and McDowell's
Thrill. While the other became popular in some local markets, Campa C
dominated the Delhi market and ThumsUp ruled in Mumbai.

1970s saw the emergence of National Readership Sun eys that fast st
providing relevant data on consumer reading habbits.

The birth of television in India in 1978
advertising industry presented itself.

radically transformed the
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|
w Oaidats Devit wae born i the 1980,
B (0T hin preen latl and evil cyes in
e, he l-milmuul Ondda as a television
l\h i Nl‘lhll"l'lll B ENVYy, owner's pride”,

o (inally pot a soap when Vinod Khanna
: 'd,gm'tl tor Cinthol soap in 1986,

qi ad campaign “Yelr hai right choice
_' g, aha " featuring Remo Fernandes using
mbmatmn of Hindi and English made
i.._,J into the hearts of teen nagers of India.

§D-2000

IMie 1990s stand witness to a radical
insformation in the Indian TV industry.
i eaking the monopoly of Doordirsiuin, the

Bbfirst private satellite channel.

'In 1998, Pepsi Co. came up with the first
- animated mascot, Fido Dido, for their lemon
g . flavoured fizz drink, 7 Up. The mascot was
i first of its kind as it sang, danced, joked,
& & laughed and cried with an equally
j enthralled audience.

- The Tuff shoes TV and print campaign
released in 1998 flaunted models Milind
- Soman and Madhu Sapre, clad in nothing
but a python and Tuff shoes. The ad led to
. ;. alot of public protest.

u  In the early 1990's, chocolates were seen as
‘meant for kids', usually a reward or a bribe
for children. In the mid 1990's the category
was re-defined by the very popular ‘Real
Taste of Lite' cammpaigr by Cadbury,
sl'uftmg the focus from 'just for kids' to the
'kid in all of us'. The 'Real Taste of Life'

99(0s saw the satellite TV hit India. Star Plus was the flI'St satelllte TV char
¥6 be aired in the Indian subcontinent. This was followed bv Zee TV I.m;:.s

:19905 mark&d l'hE beglmll.n.g Of a new med[um-'ﬂlg ‘met. Ad\ er [l&,[“\ ‘.'j:"“n"‘-i'--':;
j"opened new media shops and went virtual with websites and [nterne:

W

campaign had many memorable executions, which people still fondly
' remember. However, the one with the "girl dancing on the cricket field ha::
remained imprinted in everyone's memory, as the most spontaneous & natural
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The Ney Millenniym

= T
h E'“"‘-‘r”m(:n{ of India

launche )

.|||r| hed the Incredible 1ndiy
:_:HII[_J\H.L‘_H n 2003 to
Ol e

ADVERTISING : PRINCIPLES AND PRACTICE

attract mare

r;'.'mlr\‘.ut;url:mj‘t-hp country, The
.L‘."“'-il‘.'l;}ulcnrmb}-l!-l'[-lfme‘d thie

[Idzil[ll.’l‘hl] -J!m: / 01151 ?:]Iilm] and

= ”lli.'h L‘-“”:? ? n. . .

masyg| 1E1Z u]-:,WI;:I s chte Kt
Whorever vgug-o P b]“gﬂi
follows” vwax clcg:] our nciwor_ )
network was sely tied up with the Hutch-Pug campaign. The Hutch
; a3 personified as the adorable pug dog following the owner, who
Wi a very cute kid,

" Social .."\d vertising recejved a boost in 2003 with the ‘Do Boond Zindagi Ke’
campaign. The association of Amitabh Bachchan with the campaign brought |
credibility to the National Pulse Polio Immunisation Programme. The main
Objective of the campaign was to urge people through public interest ads to
get their children vaccinated against polio.

=  The metrosexual male arrived with Shahrukh Khan sitting proudly in a bath
tub decorated with rose petals and surrounded by four Bollywood beauties -
Hema Malini, Sridevi, Juhi Chawla and Kareena Kapoor, for Lux Soap in
2006

= In 2007, [dea Cellular came up with

1ts "What an idea, sir ji" campaign.

The first ad in the series where

mobile numbers were used as

replacements for people's name in

a village, was well received by the

audience. The basic theme was to

focus on lreating everyone as
equels. The social message was
well delivered and what followed

was a number of ads in this series .

- ‘Education for all', 'Walk and talk', ‘Save Paper, Save Tree', etc,

In 2007, Tata Tea's "Jaago Re” campaign aimed at awakening the masses and

Incredible INDIA
A complete A8 i
Tourism

positioned the tea as a means of truly awakening people.

Vodafone Zoozoos were created and the ads were aired during the IPL

[} season in 2009. Zoozoos created an instant buzz both in traditional media as
well as the social networking sites like Facebook, Twitter and Youtube,

s Volkswagen created a history in 2010 when in association with The Times of
India and The Hindu, the company came up with a "Talking Newspaper' for
the launch campaign of Volkswagen Vento.

alerting them to their responsibilities as citizens. The campaign thus,’

RoLE OF ADVERTISING
IN MAARKETING Mix

CONTENTS

Mmarxetl

ation of the
c B company’s marketirig system:
the prc:rduct: _the price structure, the Promotional activities and the d#stribution
syste‘rn - Philip Kotler defines marketing mix as, “the et of marketing 1ools that
the firm uses to pursue its marketing abjectives in the target market”.

bt <

The four major elements of marketing mix are described below.
1-_ 5;olﬁu;t: A product is anything that can be offered to satisfy a need or a
i tru‘ch.u:t component of the marketing mix involves decisions related tg
Erandic slzt-e, groduct quality, product features, product packaging, labelling,
Ng. trademark, warranties and after-sales services. All these activities
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things one Person

another”. Thus, ¢, wants (o Create ypg

: more persons. It js , S an attempt t, shn Ersmnding in

. response from the receiver !aly Process and g o are Understandip,
»  Communicatig, it mfo"“afil)n_ mpleted when th,

AUV EM | 5
does when he ISING . PRy

Munjey tion is

TISING AS A COMMUNICATION TooLs

ere is

k;j“*'&':ss of the
i 5 B2, skall, perceprio
d culture influence the message. The written wards, spoken wmg’s ;\:a

onverbal language selected are paramount in ensuring that the receiver
interprets the message as infended b.‘-". the sender. All communication begins
Lfgﬁ-.ritfn the sender. In case of advertising, the sender is the advertser of a
product/service.
.Encoding: The first step that the sender is faced with involves the encoding,
rocess. In order to convey meaning, the sender must begin encoding, which
means translating information into a message in the form of symbols that
represent ideas or concepts. This process translates the ideas or concepts inlo
the coded message that will be communicated. The symbols can take on
numerous forms such as, languages, words, or gestures. These symbols are
used to encode ideas into messages that others can understand.

» written, th h vi
for visual mes + though visuals ey
essages e5sa e
billboards D;rgt_~, newspapers and magazines forg:rs _tlo customers, televisior
- + Posters and interpet for a combinati Til te“m_essageS,cutdm
messages. mbination of written and visyal

u (_ummurlucaflon is a persuasive function. Th
communication i.e. advertisements th.rolu huS. o
prospective customers to act favourab] % .
advertised. This favourable response I"fﬁf?mw
increase in sales, or improved brand Io al
the advertised brand. S

®  Communication is a two-way traffic. The process of communication is not §

completed until the message has been
d w understood by the i ive
communication leads to understanding. ¢ SR

n advertiser uses advertising
arous media to persuade the
ards the product/service/idea]
the customers might mean an
or favourable attitude towards

Message: When encoding a message, the sender has to begin by deciding,

what he wants to transmit. This decision by the sender is based on what he

believes about the receiver's knowledge and assumptions, along with what
additional information he wants the receiver to have. It is important for the
sender to use symbols that are familiar to the intended receiver. A good way
for the sender to improve encoding his message is to mentally visualize the
communication from the receiver's point of view.

The encoding and message decisions are taken simultaneously. For instance,

in case of advertising, the advertiser may want to inform (message) the target
customers about the price of the product. Encoding of this message may then
take place by putting this message in these words-"Ab aapki manpasand
Nestle Munch sirf paanch rupay mein". Also, the advertiser would like to
choose that type of message which will create attitude and feelings most
likely to precipitate the desired action. The message content can focus on
rational or emotional approach. Humourous messages attract consumer
attention and put the person in a pleasant mood. Music can add emotion and
make the consumers more inclined towards the message. The marketer may
favour using fear or sex appeals or may like to use brand comparison
approach. There is a wide choice in developing an appropriate message for
the target audience.

The process of communication can be explained with the help of a $
communication model. The following figure shows a communication model with
nine elements. Two represent the major parties in a communication - sender and
receiver. Two represent the major communication tools - message and media.
Four represent major communication functions - encoding, decoding, and feedback,
and response. The last element in the system is noise. !

Figure 3.1 shows a model of communication process with these nine elements. §

[ sender | —»| Encoding [« .

F 1
[ Noise | Decoding |—» [ Recelver |—> [[Response) 2} 1
Sy

4. Media: To begin transmitting the message, the sender uses some kind of
channel (also called a medium). The channel is the means used to convey the
message. Most channels are either oral or written, but currently vigual channels
are becoming more common as technology expands. The effectiveness of the
various channels fluctuates depending on the characteristics of the
communication. For instance, in case of marketing con-lm-_micatior_\s. most
popular channels are television, radio, internet, newspapers, Magazines, ete.
Even within a particu'lar medium, the advertiser as a lot ol options. For

o
L

—! Fsedbar#’-f.— §
. 3 " Figure ik Commiilicstion Process '
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IN=LiNce, in case of televisions, an advertiser can
vanious television channels depending on his produ
fareet market Thus, an advertiser may advertise
ol
<

toothpasts, soap, detergents,

channels like Sony, Star Plus, Zee etc. A marketing manager might also use

more than one medium ie.a

aCross to

combination of various

the target audience.

5. Uhwing: After the APpropriate channel or channels
enters the decoding stage of the communicatio
conducted by
stimulus is sent to the brain for interpreting, in ord,
Meaning to

the sender’s message.

6.
is directed,
market but it might be received by

the receiver comprehends the message will depend on a number of factors,
much the individual or individuals know
and the relationship and
All interpretations by the receiver,

which include the fo]lowing: how
about the topic, their receptivity
trust that exists between sender and receiver.

to the message,

are influenced by their experiences, attitudes, knowledge,
is similar to the sender's relationship with

that the receiver has after

and culture, It

Respouse: Response refers to the set of reaction‘s'
being exposed to the message. In case of advertisin

developing a favourable attitude towards the product as a result of an

advertising campaign. Flowever, in ma'ny cases, mi

in case of advertising is not easy.

fcedlurcn : Feedback is the final link in the chain of the communicat:pn process.
It 1s that part of the receiver's response that the receiver communicates back
a message, the recejver

to the sender. After receiving 4
and signals that response to the-senqer. The signal
spoken comment, a long sigh, a written message,
action. Without feedback, the sender cannot confir
interpreted the message correctly.

N s

ADVERTISING - PRINCIPLES AND PRACTICE

nnezl like Ten Sports, educational kits for children can pe advertised o
channels like Cartoon Networks, FMCGs Jike soft drinks, potato chips

the receiver. Once the message is received and examined, the

it. It is this Processing stage that constitutes
bejrins to interpret the symbols sent by the sender, transia ting the message to
his own set of experiences in order to make the
Successful communication takes place when the receiver correctly interprets

~i '+ The receiver is the individual or individuals to whom the message
In case of advertising, the message |

make a choice between
ctand the interest ares of
sports shaes

media to put his message

to assign some type of
decoding. The receiver

symbols meaningful,

skills, perceptions,
encoding.

g, a response may mean;

easuring such responses

responds in some way
may take the form of a
a smile, or some other
m that the receiver has

ADVERTISING AS A COMMUNICATION TOOLS

. and attract attention
. advertisements these

message because of the element of
iay interfere with the intended COMmMunication) in the mzripe
process. In addition to this,
factors because of which

a..

.. selective attention,
. work hard to attract

NIz

__ that relate 10 a current need. Thus,

i,..

C

. brand is positive and he rehearses Support arguments (that is, tells hi

may hinder the fommunication. Thys, for
message) is noise. Also, any other ad, even of
are noise for Pepsi as it makes it difficult for Pepsi to ma.

when the customer g bombardeq
days, Sometimes, the selected channe|
as distortion in a radig

Pepsi, z o,
Products gih,

source of noise, such or television

We have already said that the target custome; may ngt reee
noise (random and comoe

know about the
not receive the jny,
Selective Attention -A person may be exposed to hundreds o;
ads or brand communications in 2 day. Bucause 5 persan ¢
attend to all of these, most stimuli will by wer
Thus, select; ve attention
consumer's notice. The
notice, Generally, people are
a person
most likely to notice car ads, The process of selective attention ex
advertisers BO to great lengths to 8rab the audience's attention through,
music, or bold headlines. '

Selective Distortion - Selective distortion is the tendency 1o interp_réi
information in a way that fit our Preconceptions. Consumers
information to be consistent with prior brand and
target audience will hear what fits into their belief systems. As a
receivers often add things to the message that are not there and do not not;
other things that are there. The advertiser's task is to strive for simplicy

clarity, interest and fepetition to get the main points across. :

one also needs 1o
the target customer may

stimuli people wil]

Selective Retention -

People retain in long term memory only a small fractig
of the messages that

reach them. If the receiver's initial attitude towards the

things such as the Product is in fashion or that it is reasonably priced or tha
it delivers good value, ete.), VES
high recall, If the initial attitude towards the brand is negative and the person

He not only has to create an initial favourable attitude towards
- the brand but also through his ads communicate to the audience strong.
Points about the brands so that the customers can rehearse the same and the
brand is positively placed in the long-term memory of the customers.

However Lo ’ )

an adrraskian.
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Advertising

» Derned from the Latin word “Adverter” whaoh means

. to turn the attentron
Unlt ' o Anytheng that turns attentbion to an artile, a serviwe of
Advertsang Communac aton, stages in advertis an wdea mught b called as advertsang
commumcation. IMC. Types of

advertising,
Advertsing exps

sure Model. History of advertising

History of advertising Advertising in India
* Primitively w-0o-m advertisang

* Started in India in its true sense in 18 century with
* Hawkers announcing their articles for sale

the birth of classified advertising
* Merchants roaming from town to town spreading . :’:“'“ time in print in 1780 in ‘Eengal Gazette”, India’s
awareness about their goods irst newspaper
* Messcngers of kings announcing their messages . lml‘-allr;:nrmeigs f::rln ngut#m in England; later

¢ Initial clients - British retailers & medicine
manufacturers

Advertising in India Mix

* 1940-50 - Lux, Maharaja Marketing Mix Promotion Mix

* 1950-60- Vicks Vaporub, Vividh Bharati, Surf e Product - Advertlsing

* 1960-70 - Muscle man of MRF, Lifebuoy, Amul . .

* 1970-80- Liril, Coca- Cola, ThumsUp, National Readership ®Price ¢ Sales Promotion
Surveys; 1978 - birth of television in India & Pl&(‘e é PGI‘SO nal Sellmg

* 1980-90- Rasna, Charms, Voltas, Maggi, Bajaj, Onida, etc. . . ‘

* 1990-2000 - radical transformation in the Indian TV ¢Promotion—> * Direct Marketlng
mdustry {satellite channels): internet; Pespsi, Cadbury, etc

¢ Publicity & PR
* The new millennium - Incredible India campaign, Hutch, ty
Pulse Polio, Idea, Volkswagon, etc.
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Com

Advertising

munication

i

ommun

Filter

Promotional Mix

Com
tools used to reach the

Advertising target market and fulfill
the organization’s

Personal Selling

Sales Promotion
Public Relations & Publicity

Direct Marketing

bination of promotion

overall goals.

Marketing Communications

o Marketing ©C ommupmcations o MarT om o0 mease

atd seiated melie ustl 10 COMMUTUCELE Wil & Mmarke

» Marketing commummcations 1 the "promotor” pam of e
“Markeung Mux® or the “four Ps” product price place
and promnoLion

Promotional mix a.k.a Communication mix
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—Advertising '

Any paid form of non- Features of advertising

personal presentation and o Paid form

promotion ol ideas, goods * Non personal presentation

or services through mass * Goods/services/ideas/people/places

media such as newspapers, » Mass communlcation

magazincs, television or « Identified sponsor

radio by an identified _ « Specific abjective

sponsor
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* Paid form
* Non personal presentation

. Goods;‘servicesfideaslpcople!places
* Mass communication

i = —
I,_qirﬁéﬁising | — T e
| Any paid form of non- Features of -

| personal presentation and advernsmg

:

promotion of ideas, goods
or services through mass
media such as newspapers,
magazines, television or
radio by an identified

sponsor

* Identified sponsor
* Specific objective

DR

P

New Advertising
One-to-one marketing
Wholeegg
Orchestration

360 branding

Total branding
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“IMe Definition

* IMC is the coordination and integration ot all
marketing communication tools, avenues, fingtons
and sources within a company intoa seainless program
that maximizes the jimpact on consumers and other
end users at a minimal cost.

* Itis the communications mix adopted by a company to
derive synergics from the various types of marketing
communicationstools available

IMC Definition

American Association ol Advertising defines IMC as “a
concept ol marketing conumunic ations planning that
recognizes the added value of a comprehensive plan
that evaluates the strategic 1oles of a variety of
communicationdisciplines - forex., general
advertising, direct response, sales promotions and PR-
and combines these disciplines to provide clarity,
consistency and maximum impact.”

Promotion, Promotional Mix and

IMC

Promotional Mix IMC

Praswsctaon

|—

S ———

& e
Steps for developing effective
communication

1. Identifying the target audience
2. Determining communication objectives

P st 10 s
4. seled Lil‘l!f. conutie el o g hanreels
5. Establishing communication budget
6. Deciding on communication mix
7. Measuring results and taking feedback
8. Managing and coordinating MC process
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grated Mm'kc(mg Communication

American Assnci:tlw‘l‘l of 'Il\d\"‘\”i”i“? defines INIC as “a concept of marketing Commnieations
planning that l'ccugfnfcx the added valye ol a comprehensive plan that ey aluates the strategic
roles of a varicty of communicatioy disciplines — tor ex.. general advertising, duectiesponse,
sales promotions and PR- and combines these \ll.\‘\.‘il‘liﬂt"s 1o proy wle t'lillil} , CONSISICNC and
maximum impact.”

Steps in IMC process
1. Identifying the target audience

Marketing communications should start with a clear target audience in mind. Targe! audience
may be potential buyers or current users, actual buyers/influencers. Marketing communicators
should understand their demographics and psychographics. media habits and level ol awarencess.

2. Determining communication objectives

Next, marketing communicators must decide on the desired set of responses from the target

. s WL effe S DA “
market. The most widely accepted consumer response model is “Hierarchy of etfects me del
also known as “buyers’ readiness states”

Cognitive

Affective

Conative

First th municator must know how aware the target audience is of the product or
iz, If most of it is unaware then awareness has to be built. Once awareness is
mos

t communication objective will be to spread product knowledge. After the
. (t:he requisite product knowledge, marketers should generate liking for the
velgping liking for the product, people may still not prefer to buy the

organization.
generated, the ne
target audience has
product. Even after de
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ators must then (ry to build consumer preference By oo e Bl s
and other features. When the target andience prefers bt s nob vebeanyined
ator's job is 1o convinee them as o why (his procduct should he

product. Communic
quality. value. price
to buy the product. communic
bought and not other: why is this the best choice. Some members ol Che torpe e e iy

have conviction but do not make a purchuse. They may wail for more infarmation ar post pone
purchase. Communicator must lead them to take the final step by offering the product ut low

price or offering a premium or samples.
3. Designing the message

An effective message must produce AIDA.

The AIDA Model

Attantion
- Gel naticng
Interest
— What s in it lar me?
— Brabigre salvinn?
+ Dasire
- Want lactos
- Hrand
« Action
- Hova do | get it?

This step involves deciding on the (i) message content — what to say; appeals to be used
(emotional, rational or ethical) (ii) message structure - how (o say it logically (iii) message
format — how to say it symbolically (iv) message source —~ who should say/source of the message.
A source having expertise, trustworthiness and likability is considered a credible source.

4. Selecting communication channels

Personal (people based) or non personal (non people based using mass communication tools)
channels may be used to carry the communication message. Personl channel includes (i) expert
channel - acknowledged individual experts promote the company’s products ( i) advocate
channel — person hired by the company advocates the product ( iii) social channel — word-of-
mouth communication among neighbors, friends or colleagues. Non personal channels include
(i) media like print, broadcast, etc. (ii) atmospheres/environments designed to create buyers’
leanings toward product and (iii) events designed to communicate particular messages (o target

audiences

5. Establishing communication budget
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LR £ dec:
lecide how much to spend on communication.

[i()n'dl h T
€ of saleg price of the udget is set a5 percentage of current or
© Product. In affordable method budget is
v . .
}C of sales or sales price of the product. It is
1 - -
1€ budge based on facts and figures. In

afford Tespecti

» tasks required o be done

sales promotio
1, per ; . . e
personal selling, public relations & publicity and direct marketing. Advertising

18 significant for consumer goods while personal

LT seI]ing 1S more ‘ . .
goods. Advertisin g and p useful in case of industrial

while persor] ol i ruﬁbllc.: relations work be.tte'r In generating awareness ..abc_mt the prf)duct

‘ : quired to create conviction and purchase action. Similarly during
introduction stage of the product life cycle, intensive advertising is required to create awareness.
:‘klles promotions will help induce early trial. Decline stage calls for more promotional offers to
Increase sales figures.

7. Measuring results and taking feedback

After ‘sending the message the communicator must research its effect on the target audience.
Measurement involves an understanding of whether the target audience remember the message
or not, how many times and at what points they saw the message, their past and current- attitudes
towards the product and the company, how many liked the product, how many bought it and how

many talked about it to others.

8. Managing and coordinating MC process
rks out the roles that various promotional tools will play and the
Coordination of promotional activities and their timing is then

PLC stage and thus improve efficiency.

In this final step the company W0
extent to which each will be used. :
required to modify the same according to
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Customers
* Lducating

* Easing the shopping process
Salesmen

* Suppuitssalesmen

= Functions of Adve rtismg

Soclety

* Employment generation

* Revenue generation for the
media

¢ Improving standard of living
* Solving soclal problems

‘?r -rjg. gl 4

to buy)

OEJectlves of Advertlsmg

(According to Philip Kotler)

* Inform (new uses/new products/price
changes/product working/company image)

* Persuade (brand preference/brand
switching/changing consumer perceptions/persuading

* Remind (future need for the product/where to
buy/top-of-mind awareness)

* Reinforce (right choice/positive features)
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by Lavidge and Steiner

Ppprarthy IRELL

‘¢ ‘!""““
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The FCB Model of Advertising

Strategy

e By Richard Vaughn in 1980

e Foote, Cone, Belding (FCB) strategy mix

* Suggests that advertising works differently for different
productsinvolved

T
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The FCB Model

¢ 1 dimensions of advertising strategy - thinking vs
feeling & low involvement ve high involvement

* “ there are purchase decisions where thinking is most
involved and others which are feeling dominated;
there are situations that require more involvement and
those that require less

* Different versions of learn-feel-do sequence

* Informative, affective, habitual and satisfaction
strategics”

DAGMAR approach

¢ Delining Advertising, Goals for Measured Advertising
Results by Russel H Colley

* Anadvertising goal is a specific communication task to
be accomplished among a defined audience, in a given
period of time

* - from

GMAR approach =

Communication task

| {J![]li'l-'ll:‘ii',l

Mtrtde 1 i
sy - trde Ytinn

e ' —
avioural dynamicsim
Advertising

* Desired behaviour from target audience

* Inducing trial purchases of new customersi.e.,
attracting new customers from other brands and from
other categories

* Increasing share of requirements

* Maintaining loyalty of existing customersi.e., increasing
brand loyalty and red ucing attrition rate

* Increasing the usage rate

DAGMAR approach - Specific

¢ Written, measurable task involving a starting point, 2
defined audience and a fixed time period

= Forex., to increase awareness (communication task) of
brand X detergent from 20% to 70% (amount of
change) within 2 months (time period) among
housewives (target)

Setting Advertising Objectives

* Who is the target segment?
* What is the ultimate desired behavicur?

* How can advertising help in achieving the dexred
behaviour?
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Advertising Management
Pngt-fi

Functions of advg; objectives of advg — sales as objective, operational objectives,
communication objectives; Hierarch y of effects, FCB Model, DAGMAR approach; behaviorgl
dynamics - Increase Share of Requirements (SOR), Increase Brand Loyalty, Reduction of
attrition, Increase Usage, Brand awareness Camprehension, Image, Personality, Brand
attitude, Use experiences

Benefits/Functions of advertising
To the Manufacturers

1. Introduction of new product: Advertising helps the manufacturers in new product
introduction by creating awareness about the new product. and gaining it accepiance. By
providing information about the new product, advertising stimulates the interest of
consumers and persuades them to buy it.

2. Steady demand: Advertising helps the manufacturers to create regular demand by
smoothening out seasonal and other fluctuations thus enabling regular produciion.

3. Promotes new uses of the product: Advertising helps in expanding the consumer base by
promoting new uses of the product. For ex., Dabur Honey ads show that honev can be
used for maintaining good figure, to remain healthy and can be put on bread slices and
ice creams. By promoting different uses of the product, advertising enables consumption
of the product at a variety of occasions, thereby increasing product usage and ultimazzly.
increased sales of the product. Similarly, ads of Detto]l show that i1 can be used not onl
as an antiseptic lotion but also at other occasions — it can be mixed in water 10 do
manicure and pedicure, in bathing water during summers 1o fight prickiy hear.

4. Econoinies of scale: advertising helps in maintaining a steady demand for producis
throughout the year. It also helps in expanding the customer base by entering new
markets and by promoting new uses of the product. All this helps in maintaining regular
production throughout the year. As a result, several economies of scale become availzble

et

and cost of production per unit is reduced.

5. Meeting competition: Advertising helps a firm in facing competition in the market.
Advertising helps in attracting customers towards a brand by highlighting the strong
points of the brands vis-a-vis the competing brands. By creating brand lovalty. it helps 2
firm to maintain sales and market share.

6. Corporate image: Advertising helps in creating a good corporate image of the firm and
reputation for its products. A favorable image enables a firm to fight competition in the
market and secure repeat order from customers. It is thru effective adventising that names

like Reliance, Airtel, ICICI have become household names.
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etc. Some ads increase the knowledge of public in general. Fx_ the ade

educate the public about the benefits of safe drinking water.

product. the prices at which they are available, various pre
Wite

Convenience in shopping: Advertising makes shopping convenient for the Customer
reducing the time and effort involved in shopping. Customers are made aware about
availability of different brands in the-market and their specific features. This helps them
in making their preferred choices much before they actually go to a shop and purchase
the product.

5 by

Lower prices: Effective advertising leads to reduced costs due to large scale production
and economies of scale. The benefit of the reduced cost per unit is available to the
consumers in the form of reduced prices of the products.

Benefits to the Salesmen

1.

Supports Salesmen: Advertising provides great support to salesmen. If the brand is
popular. it becomes easy for salesmen to take entry in the door of prospective customer
and convince him to purchase the product. Advertising prepares the necessary ground for
the visit of salesmen by familiarizing the customers with the product and its uses. Thus, it

becomes easy for the salesmen to convince the buyers. The salesmen can sell the product
with much ease if the product is well advertised.

Benefits to the Society

|

L

Employment Generation: Advertisin

g provides direct emplovment to a large number of
people engaged in designing,

writing and issuing advertisements. These include
copyufriters, graphic designers, media planners, production houses. and advertising
agencies. Indirectly, advertising increases employment opportunities by increasing the
sales volume of production and distribution, -
Standard of living: Advertising improves the standard of living of people by providing
treasonable rates. It educates people about these products
eveloping better way of life. For instance, advertisements

W a couple can cook the food quickly by using the product.
Provides an important soy :
rc venue to the press. Asa
result, newspapers are availab] P e ofreve P £

€ to the public at a Jow, - i -
.. ; : €r Ccost. helps in increasin
their circulation. Without advertising, it wi]j be diffi t- This help :

@ cult for the press to sustain itself as
majority hep
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Objectives of advertising

e Objectives serve : e .
WhJiCh o ?]j COmmunication and coordination devices. They are the vehicles by
en . 2
» (€ agency account executive and the creative team communicate They

coordinate the efforts of such
groups as copy writers. radi iali ia buy
SN \ 4 af:ho specialists, media buyers and

¢ Objecti ovi et e ;
Jectives provide a criterion for decision making. If two alternative campaigns are

enerate iv jecti
g df execu.twes must be able to turn to objectives and select the criterion that will
most readily achieve them.
s Ob-_]EC'FIVGS help evaluate results like market share or brand awareness associated with the
objectives. At the end of the campaign that pre-selected measure s employed to evaluate
the success of the campaign.

ales as an objective
bjectives that involve an increase in immediate sales are not operational in many cases as

(1) Advertising is only one of many factors influencing sales and it is difficult to isolate
its contribution to those sales. The other forces include price, distribution, salesforce,
packaging, product features, competitive actions and changing buyer needs and tastes.
It is extremely difficult to isolate the effect of advertising.

(i1) The contributory role of advertising often occurs primarily over the long run. Impact
of advertising may not be known for a long time. Impact of a six months campaign,
for instance, may be felt twelve months later. Advertising might attract buyers who
will be loyal customers for several years, or it might start the development of positive

attitudes or brand equity that culminates in a purchase much later.

New customers
/ r .
Future sales ,

Advertising |—— Immediate sales

[

Change attitude
Or —

Improve image
P i

o T Il
1pca.nmnd
p aloe are + :II\: not \rL]){

dvertising objectives that emphasize sales are ll.blll e

I'hus, advertising 0DJ : f s o makers

actical guidance fore

because they provide little pr

p(:r:lliun;ll objectives
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it i andards against which to evaluge
Operational objectives provide criteria for decision making standards ag sl Bt
| ‘ l : I i : ale rovide 1he basis o
. & 1C ol Short run sales do not p
rlormance and serve as communication ool | : : ;
perlormance and serve as e ohor T RS T fluendine
operational objectives for 2 reasons (i) Advertising is only one of the many [z L
. H - 8 - % : Ral phrL fae =y .3 ne run.
sales (ii) the impact of advertising often occurs primarily over the long
considerations (i) behavioral

5 . . - - ,;
I'he development of more o erational objectives involves 3 ; el
p ; need to be analyzed like visiting a

decision/action that advertising is attempting to influence a : :
: . : . Hits
retailer, trying a new brand, Increasing usage levels, increasing share of requirements,

. ; THT icati ecision
maintaining brand loyalties or donating money to a charity. (ii) communication and dh o
Process that precedes and influences that behavior |ike awareness, image or attitude shou
examined (iii) target S€gment needs like usage. benefits sought, awareness level, brand

perceptions, lifestyle needs to be specified.

Ifimmediate sales do not form the basis of operational objectives then firms have to answer the
questions like (i) who is the target segment? (i1) what is the ultimate behavior within that

segment that advertising is attempting to precipitate, reinforce, change or influence? (iii) what is
the process that wil] lead to the desired behavior and what role can advertising play in the
process? [s it necessary to create awareness, communicate information about the brand, create an

objective may be to motivate employees like [|C agents or distribution channels Or increase
favorability among stakeholders such as financial stock analysts, government regulators, stock

holders and so on.

Second step is the analysis of ultimate desired behavior such as trial purchases of new customers.
. . . . . . . - - )
maintain loyalty ofeXJStmg customers, creatjon of moie positive use €xperience, reduction of

time between purchases, increase the use-up rate. or the decisjon 1o visit a retailer as well as what
is the value the desired behavior, Value of attracting a new customer to try a brand wil] depend
upon the likelihood that the customer will like the brand and rebuy it also known as lifetime
value of a customer. Does this LFTV exceed the acquisition cost of a new customer? Based on
this analysis what kind of behavioral chan ge in what kind of target segment wil] give us the

nighest return on marketing investment?

Third step is the analysis of communicatjon and decision process that will lead to the desired
behavior in the targeted segment. These are called intervenip g variables and refer to a wide range
of mental constructs such as awareness, brand knowledge, emotional feelings and attitude. For
instance, a key variable in influencing a new consumer to try a brand s to inculcate high levels
of brand awareness. The best way to maintain loyalty is to strengthen an attitude, Even though
the end goal s behavioral, the operational objective should be specified in terms of one or more

of such intervenin g variables,
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Behavioral dynamics
An increase in sales or an increase in product use comes from (i) New customers from other

brands (ii) New customers from other categories (iii) Increasing share of requirements

Segment O .

Those buying other
brands exclusively

Segment N

Those not buying the
product class

Segment E

Existing customers

New customers from other brands
For increasing size of segment E one approach is to attract members of segment O to try our
brand. Such an effort may be difficult if the other brands are performing satisfactorily. Therefore

find out which existing users of the competing brand are the most dissatisfied with it and target
these switchable consumers. For example, credit cards ‘user rewards’ feature superior to

competing brands and then convert those customers seeking good rewards.

The next step is to try ‘heavy user strategy’ - to acquire those customers of competing brands
who are most likely to grow their sales volume in the years to come.

Customers who buy on deal are another key variable. They make les money for the company.
Campbell soup found that 4% of soup customers bought less often on discount. These are the

most profitable to target.

Companies should also target customers who are most likely to influence others. Nike targets
couches of athletic teams to wear its athletic shoes because of the visibility impact that has on

other athletes and fans.

New customers from other categories
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Dannon Yogurt ads show the product as being used as baked potato topping instead of sour
cream. Such an approach is called primary demand approach and is worthwhile for a large firm
which can casily attract customers just entering the product category. If a smaller firm instigates

primary demand, there is a risk that the customer may enter the product category and buy a

bigger brand.

A smaller cellular phone manufacturer, for example, might waste it money if it ran ads telling
people why cellular phone in general were useful for personal/business reasons. A consumer
seeing those ads might decide that he needs a cellular phone. but might end up buying the betier
known brands like Nokia, Motorola. Samsung, etc. Smaller firms should therefore. be content to
let larger firms to attract people from segment N and confine themselves to obtaining new
customers from segment O. this is called secondary demand strategy. Such ads would focus not
on why cellular phones were useful but why this brand is better than Nokia or Motorola.

Increasing Share of requirements

Many product categories have switchers — customers having more have one preferred brand.

Total category requirements are allocated over one of these few brands based on discounts,

habits, so on. It is possible to convince these customers to become more loyal. Customers may,
for example, buy three different brands of soaps in a month or charge purchases to one of three
different credit cards in a month. So it makes sense for a cad to try to increase its share of wallet.
Citibank may run a promotion that states ‘every time you charge purchase to our card. you are
automatically entered into our sweepstakes. So make our card the one you use’. Advertising task
here is not one of getting a new user but of increasing that existing user’s share of requirements
going to that particular brand. If target consumers are unaware of brand advantages then this task
is feasible. But if they are convinced that several brands are equal then the effort may be difticult
and costly.

Defensive strategy — increasing brand loyalty, reducing attrition and price elasticity

:‘::;l:::l:’i::rte::nonx ahe advertising. Corr.lpetitors also adverti.se trying to steal ‘custom_m.rs |
to reinforce the ona%t eifr O‘Y”_Share of requirements. Hence, an important task of advertising is
that from segment | ti ob existing users. FlO\.V of custom.ers. from segment E to segment O and
reduced. The goal is (o ::g'me;'n N (coffee drinkers to drinking some other beverage) .should be
repurchase rates thyg reduﬂ'fﬁam lhe, Io}fa“y of segment E customers and increase their
ultimately move to segmeglng the ]'ke_l‘.hood that they would begin to buy olh‘er brnnds‘and
brand or to reinforce (e ise ad\{emsmg should remind them of important features of the |
eXperience. Premiums requiring multiple proofs of purchases might
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 Model | Advertising Intervening variables

. variable
A | Adveg—> . Brand Awareness =
B | Adve> ' Brand Awareness—>
C Advg—> ' Brand Awareness—> Knowledge of Brand
| Auributes—>
D | Advg> . Knowledge of new Application=>
E L Adve> -
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role is to be prominent in people’s minds for such “no-thoug - A 0p of S
awareness. E
2. Brand comprehension

One more task of advertising is to communicate facts about the brand. Audience s PETCeptions of
these attributes influence its brand comprehension. Trial purchase is not only dependent op brang
awareness but also on learning about a key brand attribute.

C: Perception of brand attribute is measured by asking respondents and measuring on a

continuum.

+3 42 +] 0 -1 2 -3 Strongly Disagree

Strongly Agree

D: Advertising helps to communicate new application. Arm and Hammer Baking Soda is
advertised as a product than can b used to deodorize refrigerators. % of houscholds whe usad the
product for this application went from 1% to 57°, in 14 months. Later campaigns sugeested its
use as a sink. freezer and cat litter deodorizer.

E & F: Industrial content advertising supports salesforce by creating inguiries or by
communicating information about the company. Its impact is measured in terms o1
a salesperson receives, particularly on early visits.

3. Brand Image and Personality

Brand image and personality refer to types of associations that the brand develops with 2 ope of
persen or even another product.

G: Charlie perfume was a perfume designed around a verv specific type of female hifestvle.
4. Brand Awitude
Brand attitude represents the like-dislike feeling toward a brand,

H: attitude leads to loyalty. Attitude can be measured in a variety of wavs — based on brand
comprehension which is derived from perceptions of the brand with TESpRCt 10 specific atributes
and characteristics. Another is to use the like-dislike dimension as with the scale

Dislike -5 -2 -1 0 +1 +2 +3 Like

Another alternative is to measure behavioural intentions like % of customers who will say they
will *definitely” or “probably” buy this brand.

). dssociating feelings with Brands or Use experience
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gometimes advertising objective may be to create feelings of warmth, ¢net gy. fun. antic panc

fear or concern and associate those Teelings with the prand and use experience.
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| ‘Feeling response to advertising measures how audience members feel when being exposed 0
ow they liked the commercial and their

a commercial, how they liked the commercial, h
pon the use experience.

experience with the brand. 1f advertising is liked, it should impact u

6. Multiple objectives

J: Awareness can lead to trial purchase directly ot thru the creation of attribute knowledge and

brand attitude.

bjectives could require
aign. Multiple objectives
asks for the

When it is necessary 0 deal with multiple objectives, these multiple ©
more than one advertising message, sequenced as a part of an ad camp
could involve more than one target audience or there might be two communication t

same target segment.

DAGMAR Approach

In 1961, Rusell H Colley first wrote about DAGMAR Approach — Defining Advertising Goals
for Measured Advertising Results. The book includes a precise method for electing and
qualifying goals and for using those goals 1o measure performance.

An advertising goal isa specific communication task to be accomplished among a defined target

audience, in a given period of time.

A communication task 1S involved as opposed to & marketing task and that the goal 1 specific.

involving an unambiguously defined task, among a defined audience, ina given time period.

Communication task is something that advertising, by itselt, can reasonably hope to accomplish.
DAGMAR approach suggests that there is a series of mental steps thru which brand object must

climb to gain acceptance.
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Unapare oo,

Attitude

Action

in the market.

An individual starts at some point by being unaware of a brand’s presence |
reness of the brand

.
initial communication task of the brand is to increase consumer awa
and thus advance the brand one step ahead in the hierarchy.

e Second step of the communication process is brand comprehension and involves the
audience member learning something about the brand - what are the brand’s specific
characteristics and appeals, including associated imagery and feelings, in what way does
it differ from competitors, whom is it supposed to benefit, etc.

e Next step is attitude (conviction) step and intervenes between comprehension and final
action.

e The action phase involves some overt move on the part of the buyer, such as trying a

brand for the first time. visiting a showroom or requesting information.

Thus, as per DAGMAR approach, advertising objectives are nothing but communication
tasks to be accomplished. These communication tasks are nothing but the intervening

variables. DAGMAR approach assumes that focus on these intervening variables
awareness, comprehension and conviction (communication tasks) will lead to action.

e A specific task: Another important concept of DAMAR approach is that the advertising
goal should be specific. It should be a written, measurable task involving a certain point,
a defined audience and a fixed time period. Thus, an advertising goal for a manufacturer
of brand X of detergent could b set as follows:

To increase awareness (communication task) of brand X of detergent from 207 10 70%0
(amount of change) within 2 months (time period) among housewives (target).
Measurable procedure - Goals must be specific and also describe measurement
procedure. When the goal is Brand comprehension, for instance, exactly what

appeal/image is to be communicated?
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DAGMAR approach — challenges

ant. 1f awareness doesn’t

Sales goal = Some people believe that only a sales goal is relev
ationship with sales

affect sales, then why bother to measure it? If it does have a close rel
then why not measure sales directly? Especially in an cra where measuring sales has
become much casier using scanner data panels.

If sales effects have (Taws, then use ol intermediate objectives has serious flaws 100.
DAGMAR approach assumes that relationship between sales and intermediate objectives
and monotonic and that thi

all situations.
R approach has implementation difficulties. A level in the

d and selected. A campaign to influence those at that level must

i

is positive s applies to all customer segments equally. This
may not hold true in
Practicability = DAG MA
hierarchy must be attacke
d. This is not an casy task.

5 — What should be actually measurcd when it says

9 There are substantial conceptual and

be develope

Measurement problem
nlliludc/u\\furcncss/hrnnLI comprehension
blems.

measurement pro
) — There are several causal factors other than advertising that

Noise in the systen . u
otion or unplanned publicity can affect awareness

determine sales. Competitive prom

campaign.
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Hierarchy Models
r -3 age ! 1 a
dience member will subsequently pass thru ¢

| )

A communication model w hich implies that the au

Set of steps, is termed as hierarchy — of — effects model.
ive personal sales
tion. The

L. AIDA Model suggested by Elmo Levis in 1920s says that an effect
ture dealing

. : ipitate Ac
Présentation should attract Attention, gain Interest, create a Desire and prec1p- c
. " B 82 en
first stage is cognitive stage which involves thinking, next 2 stages are affectiv

with feelings and the last stage is conative - about action.

* Attention -  Grab attention
Inform potential buyers about the product

Establish customer awareness about the product .
Advertising is the key ingredient of the promotion mix; promotional objective is set to get

the product seen and talked about.
Create and stimulate buyer interest which is achieved thru creation and

¢ Interest -
understanding of the benefits of the product with respect to the needs of
the customer; promotional messages should focus on how the product
meets these needs; move the potential buyer from passive awareness to a

more active consideration of the product’s merits
Create desire by inducing favorable attitude to the product specially with

e Desire -
respect to competing products; arouse desire for the product above any

desire for competitor’s products
To prompt customer action; the action sought is product purchase;

e Action-
stressing immediate desirability of the product: personal selling and sales

promotion play a major role at this stage.

I Hierarchy of Effects Model (also known as “Buyer readiness States” model) was proposed
by Robert Lavidge and Gary Steiner. They believed that advertising has long term effzcts rather

than immediate effects. But to move people to the action stage, there has to be shorter term

action to build conviction.
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Th ;':-IOLLSS' might take months; for impulse purchases these stages
clicctiveness of prootion should be measured in terms of
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;;;:\_‘I;; llllt;h[:u_ihlli ::“]"[‘Ll:cl‘sllm target n%idicnce is‘ unaware of the Objt:.‘c'l, the fzomfmmicator’s
ave S, perhaps just focusing On name recognition, with simple

MESSages repeating the produc : g ’ ;
i ¥ S product name. Consumers must become aware of the brand. This
ISn’Las simple as it Seems. Capturing someone’s attention doesn’t mean they will notice
the brand name. T hus, the brand name needs to be made focal to get consumers to
become aware.

* Knowledge - The target audience mi ght have product awareness but not know much
more; hence this stage involves creating brand knowledge. This is where comprehension
ol the brand name and what it stands for become important. What are the brand’s specific
appeals, its benefits? In what way is it different than competitors’ branfis? Who is the
target market? These are the types of questions that must be answered if consumers are to
ncl;iew the step of brand knowledge. -

e Liking — If target members know the product, how df) they feel about it? If the apdlence
looks unfavorably towards the product, the cornmumca?or l'1as to find .out why. If the
unfavorable view is based on real problems, a communication campaign alone cannot do

the job. For product problem, it is necessary to fix the problem and only then one can
1¢ job.

communicate about its renewed quality.
Conviction — A target audience might prefer a particular product but not develop a
on

) conviction about buying it. The communicator’s job is to build conviction among the
target audience. . .

e Purchase — [inally, SOI'I](:: members of the target aud]e.ncx‘-: might have conviction but not
quite get around to making a purchase. They may wait i()‘r more information or plan to act
later, ‘The communicator wants these consumers to take final step, perhaps by offering the

Scanned by CamScanner



* Advertising to fit FCB Grid requircments

-

THINKING -—

r:--—-

s e 5 tlea . g e e = =
JTAL e P T A -

- - - e -
= . - -
e - o _.-24!:_.._-- Lo
B
Y v e W i L
" . oy o
o s el P

oy

Scanned by CamScanner



s where

spect s

product.

10
. The
"

jdemtificd 250 product ¢ :
Alegories 1 e atverment and he
. : = 5 y 4 hagic yhvement and he
think-teel dimen Aonali, | I - recently purchased products on the basis 06 1Nyt o | ¢ ;
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thinking/feeling ang INVolveme, ' suggests a different advenising strategy based a8 o ful to point out
. ‘MENT asoeiage : i ) , . Y i 5 carelul w
that the line S€parating the Hasociated with each of the four quadrants. V,_mg__'n.n s ca '. .l‘ ’
quadrans should not be nterpreted as black and white distinction ‘M\? u._]'f
ts a guideline.

thinking and feel;
eling or high :
g or high 'nvolvement and low involvement. Rather, it simply represen

Quadrant 1: Hion :
High mvolvement/Thin King (Informative)

This uadr; - .
produ[I:!. MZI;;IEE;:].S that alarge amoun of information is necessary because of the imPOﬂ_a“‘;e' of Fhelude
almost any product }F:'Ul'Chases qualify (cars, homes, electronic equipment) an‘d th.efie are like y to ‘“C‘
model is 1o adopt th VLICh needs to convey what it is, its function, price and vallab_lhty. "Fhe‘bazzlc strategy
acceptance ang subsf;_- €am-Fel-Do sequence where information is designed to build amtudm'a )
CEatively coenip ] quent Purchase_ Vaughn suggested, “consumers may be thought of as thin etrs.

» Specific information and demonstration are possibilities. Long copy format and reflective,

inVOlVin medi 3
& media may be necssary to get thru with key points of consumer interest™.

Quadrant 2: gigp involvement/Feeling (Affective)

This product decision has high involvement but requires less specific information, therefore and attitude
or feeling owards the product is more important. This is a psychologicl model, because the importance of
the product is connected to the consumers’ self esteem. Perfume, expensive watches, and sports cars are
P"O'dUCt product examples that might fall into this quadrant. The advertising strategy requires emotional
invilvement on the part of the consumers so that they become connected with th product being advertised

and subsquently become ‘feclers’. Therefore, the propsed model is Feel — Learn — Do. Vaughn suggested

£ - 3 > o - - - - - - -
Creatlve]y, executional impact is a possible goal, while media considerations suggest dramatic print

exposure or “image” broadcast special.

Quadrant 3: Low involvement/Thinkiing (Doer)

Products in this category (including many common household items such as razors, insect repellants, and
houehold cleaners) involve little thought and a tendnecy to form buyin habits for convenience. The
hierarchy model is a Do — Learn — Feel pattern suggetsing tat simply inducing trial (through couponns or
sampls) can often generat subsequent purchase more ffeciently than “undifferentiating copy points”,
leading in turn to increased brand loyalty. According to Vaughn, the most effective cretaive strategy is to

stimulate a reminder for the product.
Quadrant 4: Low involvement/ Feeling (Self-satisfaction)

This product deicison is emotional but requires little involvemen, and is reserved for thos eproducts that
satisfy peronal taste (for example, cigarettes, candy, beer or snack food). This is a Do — Feel — Learn
model where imagey and interet will be hard to hold. Vaughn argued that the creative objective is to get
attention with some sor of consistency, and suitable methods may include billboards, point of sale or

nwspaper advertising.

Thus, the model helps the advertisers to select the communication method based on the type of product

that they are advertising.
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Unit —llI: Organizing for
Advertising and Promotion

Participants in the IMC process ~ Advertiser, Ad Agency, Media
nizations, Marketing Communication Specialist Organizations,
“ollateral Services; Role of Ad Agency, Types of ad agencies; creative
services, other agencies like Creative Boutiques, Media Buyin, Services,
Commissiens from Media, Fee, Cost & Incentive based systems,
Evaluating agencies, Specialized services

.

3/2/2017

Advertising Agencies

« Anad agency is an independent business organization
which undertakes the work of planning, preparing and
executing advertising campaigns for its clients

e According to Philip Kotler “Advertising agency isa
marketing service firm that assists its clients in
planning, preparing, implementing and evaluating
various activities of advertising campaign”

s Planning, preparing, execution

. e #:—"'—_'—ﬁ-_——-—-___l__:'_"_:_ o -
-./' e

Ad agency ...

« Is an independent business
« Works for clients

» Hascreative people

« Providesvarious services

o Fora charge/fee

Ancillary
functions

Tremhactin

Creative (AR and I (Prna, TV, Radie,
Coprl Cnadoor)

""'::: ';:'."" . R

Fimamerfegal
1 arbnvimist ration

—

| —
Types of Ad agencies

e

« Full service agencies

* Specialized agencies or Limited service agencies
« Creative Boutiques

« Media Buying agencies

¢ In house agencies

» Marketing service agencies
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Specialized services

* Direct Response Agencies

* Public Relations Firms

* Sales Promotion Agencies

* Activation Agencies

* Interactive/Online Marketing Agencies
e Market Research Agencies
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' This definition offers clues as o Wiy $0 RNy AV eTHSeTs e Ad agendies,

m Agencies are independent organisations (not owned by the advertser, the
media or the suppliers), so they bring an outside, objective viewpoint W
the advertiser’'s business.

m Agencies employ a combination of business people and creative people.

m The agency provides yet another service by researching, negotiating,
arranging, and contracting for commercial space and time with the various
print and electronic media. Because of its media expertise, the agency
saves the client time and money. |

According to Philip Kotler, » Advertising Agency is a marketing service firm
that assists its clients in planning, preparing, implementing and evaluating various
activities of advertising campaign.”

According to Rozer and Borton, « Advertising agency is a group of persons
who have a specialization in advertising. It includes ad copywriters, ad designers,
media selectors and advisors for various advertising issues.

From the foregoing analysis, it can be said that an advertising agency has the
following features:

1. It is an independent business organisation, owned independently, and
not by the advertiser or the media.

2. It works for advertisers/clients seeking to find customers for their goods
and services.

3. It is composed of creative people like writers, artists, market analysts,
researchers, media experts, etc. They combine their talent to create
offective advertisement for the client.

A

\
\

1. Anad agency serves its client by providing various services like planning,
nreparing and implementing various activities of an ad campaign, media
research, consumer research, follow up of ad, measuring the advertising

effectiveness etc.

5. It charges fee and service charges from its clients. It also takes cOmMmMmission

from media in which it issues advertisements.

n
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5.3.2 Functions of Ad Agencies

Every organization’s functions can be divided into a set : i
Ad agencies are no exception. The following chart (Figure 3.1) illustrates

a typical ad agency, which we shall discuss in detail. |

set of core and ancillary, or non-core, func uonsl
ious functional areas ot

FIGURE 5.1 Functions of advertising agency.

5.3.2.1 Client Servicing / Account Planning

“Uf the customer wants vanilla, give them vanilla.” Understanding a client’s needs,
are the first step towards a successful advertising campaign. From the initia] Interaction to campaj

completion, account management is a vital function of an ad agency. Client servidig b _pal%n
obtaining a brief from the customer. The client servicing representative interfﬂcing with the cljglns ;4
to understand their marketing strategy and interpret it into a suitable ad\'ertjsing ent has
(lient servicing representatives have also to interface with the agency’s creative de

ideas back and forth between the two parues.

goals and requirements

campaign strategy,
ar ingin,
partment, brmgmg
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Sff\ﬂﬂ:iﬁg can be an {"_\-.C{‘{“Li:ﬂi:ﬁ ame ana C\'.{'{}:\' \"“'-1\'\“1\'.'\‘\“:\3: AT \:\
SCUS AT SRV A from comng wa

an easy job. Chent
h parnes 1o lose I

i Jrisnot
of idecas tends to cause both

L cessive shuttling
L clusive and cohesive adverusing
sencies have instituted a funcoon equally important ¢

ning brings 2 consumer-oriented, focused approach t
or 2 distinct account plannung tunction, along

d agencies have opted fo
—oriented mindset make tor better

ave more of a research
al communicaton skills and markeung acumen

<p tmngs M WY PONWATAS A CONORTIIORY olviectn e, ad

strategy. To ke
client servicing, known as account planning.

owards evolving an appropriate
b Ly

Account plan
Rdvertising campaign. Many 2
ith client servicing. Individuals who h
ount planners, while those with good interperson

better tuned to client servicing.

i 390 Creative (Art and Copy)

concepuon of an ad agency are a bunch of Creauve avtists
one bright idea after another. An agency's creauve team

In the minds of people, the most common
ials, radio jingles—that is eventually

huddled together in a room coming up with
produces all the content — billboards, print ads, T\ commere
disseminated to the intended target audience.

F Itis hard to stereotype an agency’s creative department, especially when creativity flies n the face
b of rules and well-established traditions. Creative departments work fore in flat teams, consistng of
P individuals responsible for visual elements and written matter. Copywriters work on ge nerating all
P the written matter, whereas art persons come up with all the visual elements. However, nothing can
[ be stercotyped when it comes to creativity. There have been many instances where good headlines

" have originated from art directors and stunning visual ideas have sprung from copywriters!
Leading the creative department is the creative director, sth visual art

who possesses 2 blend of be
and written copywriting skills. Creative directors, or CDs in

the ad world parlance, have the ability not
only to guide the copy and art streams but also to single-handedly \isualise and write ad campaigns.

5.3.2.3 Media (Planning and Buying)

Tt is the activity of the media department that brings the
media department decides 2 client’s spend on a campaign across vari

individuals at work in a media department. Me
nt’s brief aligned with all available media data. Media buyers seek good rates

balance of strong relationships and tough negotiations. With a plethora

changing dynamically, it often happens that media
s, rather than it being the other way art ound.
by

~ommercial focus into an ad agency. The
ous media.

There are two key dia planners prepare a media
plan based on the clie
from the media, through 2
of media options opening up and media rates
planning is heavily influenced by the rates and economic

Media department organizations ate quite similar to other departments. They are typically led
a VP media or a media directot, with media planners and media buyers reporting to them. Media
management has become so competitive that many media departments have spun oft as their own

businesses as independent media houses. In India, Group M. Madison Media, Carat, Starcom and

Optimum Media Solutions are such examples.

5.3.2.4 Ancillary Functions

e Studio Operations: Up until the late 90s, ad agencies had a sizab
the output of the creative department into a print or broadcast ready format,

le in-house studio to pl't.‘p'.\t(‘
Today, studwo
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roduced, and studig
dia ready formats,

212 i\Jl'ﬂlismg and ir::;‘;r.;rad Markenng

he wgrudio-in
arerial 18 digltally P
¢ material 10tO me

1 outsourced finctitg.

roduction

. ~dvent L:‘t- L
operations have shrunk thanks to the adve Ce M
o i auve
powerful desktop computcr! Almost all cred i
: - PR L
software has made 1t very casy &0 rranstoril the ¢r . ' uqmll‘.’ o
; g B b duction 15 e r
 Production (Print/ T’/ Radio; Qutdoor): Media pr¢ d oducers. An agency s P

- akers . iers.
Prmmmkt jon tasks with external suppli

Usually these jobs are assigned t0
fepettmrat ks R 0 e RiEGIRing product urces look after recruitment,
e o et reso .
v HRe groall germnl et © ad agency, T HR also Jooks after their

. 3 S. i s
f the agencys employe¢ e industry, ¢ is the

i i compet! .
n. In an increasingly )
’ 4 retaining talent 1 a very challenging

induction, training and development ©
performance appraisal and compensati
individuals who make the vital difference. Spotting 40
function. _

o Finance/Legal _Administration: The importance 0
light during times of adversity. Clients who default payments, leg
regulators or consumer complaints, and other money and regulatory matters af
the finance and legal administration department. It is this department that keep

everyone’s heads in the agency.

f this oft ovcrlooked function COMES to
2] issues brought forth by
e handled by

s a roof over

5.3.3 Centralized vs. Decentralized Agencies

evitable that satellite branches are set up. The
e geographical vicinity as the client’s business
decide whether to follow 2 centralized or

As an ad agency grows in size and business, it is in
first and foremost concern is to be located in the sam
and target audience. At such a juncture, agencies have to

decentralized approach in handling their business.
Ina (fentralized approach, most of the core functions such as the media and creative departments
ate retained centrally, while client servicing is distributed to all branch offices. A decentralized

approach calls for having full service teams located all their key branch locations.

There are no set guidelines on whether to follow one approach or another. The two factors that
should influence this decision are the agency’s business needs and the agency’s corporate cultur
Does the management like to retain key functions at the centre, or does the management f ei
comfortable in choosing and 2ssigning employees with an entrepreneurial bent of mind tf . 2
offices? Is excessive back-and-forth communication between the branch offices and the head ranch
resulting in delays and lack of timely productivity? These would be the types of issues d }: Sl
when deciding 2 centralized approach over a decentralized one, or vice versa. cbated upon

5.3.4 Agency Compensation

Historically, advertising agencies have been receiving 15% commission on the media rel
them. Some agencies have even charged commissions on the jobs outsourced b m:;fc Ca}slcs cone by
film .pmduction, etc. This system came into force because agencies started ogf as “ = o,t? graRhy,
medja buys for their clients. The commission system is still prevalent in many a agfmts e
its rationale is being questioned today and there are increasing pressures to rcyvi gei‘: - tOda.Y’ but
per‘cen'tage downwards. Instead, a flat rate structure is becoming more po uls:r icommlssu'm
maintain a rate card for the various services they provide. Table 5.2 shows the Ir:)att: c Wd :‘IC -
startup advertising agency. Flat fees may also be in the form of a monthly retainer oj ; PI(:} ‘3'116k such
ect-based
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M@e‘r 5 The World

RS INTHE COMMUNIC e

|
! 9.2,

. 5.2.2 The Agency

Marketing communication agencies ate in the business of creating, producing,

communication campaigns for their clients. Being independent from the
unprejudiced view to a communi

placing, and managing
lient, they can provide

. ,itis for their professionalism, expettise and competence
I creating campaigns that they are hired by the clients, Agencies may be categorized as follows:

* Full-service Agencies: Full-scale agencies typically have creative and strategic expertise, :
research services, media planning capabilities, and production capabilities. In addition to
advertising services, full service agencies may also offer other service§ such as stra.tcgzj
market research and planning, sales promotion, direct marketing, Pubhc ‘rellau?nﬂs, d:%ii
markerjng, event management, etc. Companies see several ad\tantagcs in ret;jxmngrszn:; o
agencies. Since media planning is integrated with creative design work, media pe

: (g
| rtive at media-driv 4
participate in the creative thinking process and the agency s able t:a;ve s s \
strategies. Similarly, with the integration of p,-odu‘cmon t’un.:nons,llcbrje e e
to understand production possibilities and limitations, and better : o
| g ated in the agency, the clients

T i e integr
When nun-advertjsing communication functions ?r [hqumc o
. . " 2 - ]“ Y
a complete 360~degrec communications solution fros
1 4 T T nenv
For instance, the Ogilvy & Mather agency

ral agency organization:

o1 | o J\(” g
ar fst mﬂf 1 .‘

#\
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TG .m._f h.{t ‘L‘_h?_ft_lf .\!.J__? L_f_'r__‘f‘._ — .-L‘n[r:l'l.l‘/,t't,'l format, and Ol &b\p
qodct b ' ‘\&” S
&
!

RPTRTIE +
i . o apencics L hents. The company
communication networks, cmnpl‘lﬁts :-r\clfll s ol nct‘df“ ol their ¢ htﬂlh” e l‘]l.m\ Wy .
rang . e - ater o varet e affairs; brang iy -
Inge of communication solutions catering ¢ blic relanons nd pubbie 2L L N
crtisings puPie OIS direct, digital, promotioy

_““l!h' n the tollowing disciplines: adv
ientity; shopper and retail marketing; ,
and relationship marketing; consulting, research and
and entertainment; and ;;])cci‘.llist comm-.micntions. .
the network are: OgilvyOne Worldwide, Ogilvy Publi .
Worldwide, Ogilvy Action, Neo@Ogilvy, Social@Ogi!VY Ogilvy
In 2012, O&M was named Cannes Lions Network of the Year a0
Network by the Effies Global Effectiveness Index.

L] L
Specialized/A La Carte Agencies: Specialized
of servic

ndustries.

healthcare .
analytics

Some of the ﬁgchics belonging to

¢ Relations, Ogilvy Common Health
Government Relations, etc.

d Most Effective Agency

vertical

other hand, are
ncy, but

2 full-service age

agencies, On the
In-house agencies and freelancers fall

ﬂgen‘cies‘ 1e. they do not offer the expanse ¢ offered by
specialize in cerrain functions, audiences, or 1 .
}mder this category. Industry-focused agencies have a lot of expertse and knowledge regarding the
industry they cater to. They are more prevalentin industries that require 2 specialized know-

For instance, the DDB Mudra

how — infi : ,
nformation technology, healthcare, agriculture, etc
which boasts an understanding

Group has under its wings the DDB Health & Lifestyle agency,
] insight. Audience-specific

of althes :

Ih-t‘ healthcare business, consumers and doctors, as well as channe

dgencres are SC: i i ; N : 7

¥ are scarce in India, but in the U.S,, agencies that concentrate on ethnic groups like the
In India, Mudra Ignite is one

]-hslpamc or African-American communities are not uncommon.
sucha
e gency t}llat f‘ocuses on entreprencurs and startups and offers them debt-equity solutions,
in ; ;
g, packaging, etc. There are of course a few client-specific agencies that exclusively service

large cli
: B lilinIf. For example, Mudra Radar has been formed as a customized media agency to
service Reliance ADAG and its foray into medi 1 'H mmuni
y into media, entertainment D tel icati
and other services, wherea , L i - (il
S, s the agency Group M has speciali its
h 2 ecialized cells f i i
it - ; gy et has sp or its clients Unil
f:M (J] Funetion-specific agencies specialize in certain services or functions. Maatra, a fled eYer
b G Maatra, a
udra, provides services such as communication globalization, translation, and i E 8?“8
’ : ocalization

| across :?mrkets and languages. We will discuss more on specialized a i .
|; advertising communication services in section 5.4, gencles offering non-
; CreatilVf: Boutiques: These are specialized agencies that focus on th ;
gdvcrum‘ng, and offer only creative services. They are handed their str :‘ creatiye elements of
full«s.erwcc agencies hard-pressed for time, or by advertisers directl R ;glc brief by larger or
creative talents of an outside firm while retaining other fullcdons};who may Wa-nt only the
and producers ?rc a different breed of people and might not fit easil ‘_1‘ ouse. Artists, witers
They may Irc:qmre flexible work hours, freedom from dress codes, s ’ lr.lt.o A Corpo?atc culture,
like. Creative boutiques can successfully hone their skills Pfovici ensitive nurturing, and the
and kindle their spirits, Many creative boutiques are fo;nded be S DPOHVE SVISOIMEAL
agency’s creative department, who leave the firm after a good irm'y FEicinn ot il LeTSics
N(‘llt unusually, the boutiques also gain clients who were pre"iouslln}%s to start something new,
Sajit Surendran started as an art director at Mudra and had work Yd fandled b i
brands hke Rasna, Vimal, Dbara, etc. He eventually spun-off his o Sevf:ml years on mega
| I-‘;I""‘h |ime Soda and has been successfully runn'n-wg it since a fe\fwn creative boutique called
cliens such as Jade Blue, an apparel retailer, have followed h;m to {Ezriei? il Ll
agency.
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o Media Buying Agencies: These are also a kind of specialized function agencies that focy
on the planning and lm:‘ch:uSc of media real estate for their clients. They are adept in Lhi
analysis and buying of radio and relevision time, newspaper space, etc. Their expertise lies in
negotiating opaimal price and placement to securc the best value for their clients. They may

advertisers directly. Until the early 1990s, media buying was

be hired by larger agencies of
generally carried out by the media department of an advertising agency. However, many full-
to reorganize all their departments

service agencies have separated media from creative inabid
into separate profit centres. F e, in 1999, WPP Group created MindShare from the

media departments of its two 2 ther and J Walter Thompson.

Similarly, Percept Limited, a well-known co has a separate media-buying

ffe
d that by clubbing media purchases for several

ffer better rates, acquire greater expertise, and

get superior results. The growing complexity of media decisions and purchase procedures has
also greatly increased the importance of media agencies. Group M, Zenith Media, Madison

Media, Carat, Starcom, Optimum Media Solutions, etc. ate SOmMe of the large media buying
some of the fastest growing agencies are the ones that have been focusing

or instanc
dvertising networks, Ogilvy & Ma
mmunications agency,
rs media solutions to even non-Percept clients.

Many full-service agencies have discovere
clients, they get higher buying clout and can o

agencies. Currently,
on the entertainment media.
In-House Agencies: In-house agenci

Companies that need tighter contro

requirements have their own in-house agencies. Some i
name for advertising or communication departments, but others can be big enough to handle

entire campaigns, run as a separate cost/ profit centre, and manage budgets of their own. For
instance, Mudra started off as an in-house division of Reliance in 1980 and remained so until
Anil Ambani spun it off into a separate agency with the Reliance-owned Vimalbrand being its

first 2nd only account. Internal agencies ate usually mote product-specialized but less versatile
~house agency substantially reduces costs by saving on

than outside agencies. Having an in

sion payments. In-house agencies particularly make sense for communicators
on work is large enough to give them the size-related economies realized
by an independent agency serving numerous clients. Further, ownership of an in-house
agency rests with the communicator, allowing for greater control over the assignment of

personnel, scheduling and coordinating of tasks, etc. than with an independent agency serving
several clients. Besides, communicators have better knowledge about their own industry and
(e.g, electronics, instruments), ot equivalent skills

product, especially in technical sectors
ternal agencies (O produce creative communication, especially in creative sectors (e.g.,

publishing, motion pictures). Work rurnaround is also faster than external agencies. However,
external agencies too bring several benefits, which is why many organizations that have in-
house agencies also retain external agencies for additional support. The professionalism
of specialized communication agencies, theit creative or media expertise, their objectivity
in analyzing the communicator’s product, the range of services offered by them, etc. are
some advantages that make them indispensible by in-house agencies at times. One of the
biggest challenges faced by in-house agencies is attracting and retaining creative personnel as
effectively as an independent agency. Thus, the decision to retain an outside agency should

rtising organization.
mmoth promotion
t anothet

es are setup and operated by the adve

] over communication Or have ma
n-house agencies ate jus

agency COMmMis
whose promot’

as €x
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e Marketing Serﬁce Agencies: This telrm.is used to refer to aln.'nost anythir}g other tl?an
advertising in the media and commumcanon§ a.rena, and often includes ‘a].hed markctmg
functions offered by agencies. In that sense, it is a.rathe.r hazy term, which may refer-to
anything from marketing research to customer relationship management to below-the-line

communication. Sometimes, marketing service agencies may also offer advertising, replicating
the full-service agency model. However, traditionally, they

are largely execution-based, i.e. a
large client would employ an advertising agency to come up with its main advertising concept,
€ncy to carry out that concept in
disciplines have become blurred,
advertising medium. Nevertheless, the

and would then hire the appropriate marketin
other forms. However, the lines between th
especially with the emergence of ¢

g services ag
ese different
he Internetas major
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key difference between advertising and matketing service agencies is. that thf: latter specmhze
in a more direct or “hands on” form of marketing, with greater interaction xx-l'n'hm Esirgct
audiences on an individual level, rather than on a mass market level (as with ad;erUSéil%)r-ﬁZ:‘;s}
the marketing service agencies may be doing customer ot prfaduct resear_ch t a;c :ts o Po%m
communication agencies might need for formulating strategics, fonduc":&izv epecializing in
of purchase, executing sales promotional mmke@g, sF:ndmg dr:cc:t';i rr;_1 . ,gand w—r i
non-profit marketing, administering customer satisfaction survcysf t;esgenirvices eadkaged
website development, etc. They may be offering one or more O

together as “marketing services.”
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Advertising agencies get paid for their services in the following ways:

1. Commission

2. Fee

3. Percentage Charges

4. Incentive Based System

1. Commission
The commission system of compensating the advertising agencies for the

services rendered by them is the most traditional method. The agency is paid a .-

fixed commission, which is usually 15%, from the media, on any advertising
space or time purchased for the advertiser/client.

For instance, the agency places an order to purchase a full page ad in a
national newspaper costing Rs.50,000. The newspaper (i.e. the media) will bill the
agency for Rs.50,000 less 15% (i.e. less Rs.7,500) commission. The media also
offers a 2% (Rs. 1,000) cash discount for early cash payment, which the agenc
passes over to the client. Thus, agency will bill the client for Rs.50 000 jess 29}’{
cash discount. Thus, the client will pay Rs.49,000 and 15% commissioim of Rs.7 5000

is kept by the agency.

2. Fee
f:’&gency executives might feel that 15% commission is inadequate for the
services rendered to the client. Thus, in addition to the commission, the agency
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2 |5|NG AGENCIES 259
a fixed fee based on the work done. For instance, the agency may charge

ed fe for a television commercial created by it which will be used over a
penod of time. *

3 w1 3G =9 . x 3 %
Sometimes, the agency is paid through a combination of fees and comnussion

sthod. The media commissions received by the agency are adjusted against the

_ eed fee. If the received commissions are less than the negotiated figure, the
dient has to make up for the difference.

Another variant of this method is the cost-plus method under which the
f dient agrees to pay a fee based on the costs of the work the agency performs,
lus some mutually agreed margin of profit for the agency. Thus, under this

': method,. the agency is required to keep detailed records of the costs incurred in
performing the desired services for the client.

3. Percentage Charges

. ngetimes an agency buys some services like market research, artwork,
printing, etc., from outside for the client. While billing the client, it adds some

percentage of these charges as a markup. These charges are known as percentage
charges.

For instance, if an agency pays Rs.1,00,000 for research conducted for its
client, it may add 17.65% of these charges i.e. Rs.17,650 and bill the client for
Rs.1,17,650. ( Note that with these percentage charges, the agency will also earn a
commission of 15% as.17.65% of Rs,1,00,000 = 15% of Rs.1,17,650).

4, Incentive Based System

o
A
Some companies use incentive based system to compensate agencies for their #
performance. The basic idea is to compensate the agency on the basis of h
he agency has been able to achieve the predetermined goals identified jointly by
$he client and the agency. Performance criteria may relate to market share, sales,
or the quality of agency’s creative work. The Incentive Based System is a good
way to work in theory but in practice, it is very difficult to implement. The

ow well

hs A lts achieved by the client are not only dependent on the agency’s creative
: I ork but also on competitive fadverh.sg'lg over which the cher}t and the agency

... o control. In such a situation, holding the agency responsible for the results
. fis not fair.

{1 ADVERTISING AGENCY _ . .

Fhe advertisers should keep in mind the following factors while selecting an

fdvertising agency:

The range of services offered: Advertising agencies may be full service

r agencies or limited service agencies. A full service agency starts with an

4 1 advertising brief given by the client, which is taken through the stages of
1 ' development of detailed plans, creating campaigns, giving them the final

Scanned by CamScanner



involving art work

Jrious media according ¥R
in Ve

260 A

form afger processing them HU'U}Igh val

Phutugmphv’ ote.r and arranging for p 1 |imitt;‘d ser

:-n the agreed schedule, On the other -h?int Carierally |

CW services ; are venerally 8 ecla _-— - Y
should keep ;::dm]illtdh;\is rvq'uirt‘ments at the fume more fully ;_

Speaking, the greater the range of services |

It.can serve the client’s needs.

Assistance in preparing or reformul

value to those clients who are new in a produ

New type of a problem or are not aware z\xbout mo

approaches. ;

3. Marketing and advertising research: These ar
in marketing research, advertising research, or bot '
may have a full fledged research department whic e, Somel
studies, the cost of which will normally be borne by the advertiser. :

agencies may not have a research department. They may, however, hav eh.
research team which may undertake limited research as requested by theg
agency teams working on different accounts. '
4. Agency team: The agency team includes management specialists, mar ‘
researchers, copywriters, media experts, production managers and ar

i

directors. The attitude, thinking, experience and personalities of the tean
members go a long way in the selection of an agency. .=_:-

5. Accounts handled: The advertisers may look at the accounts that the agency
handles and the accounts it has gained and lost. The work that the agenc
has done for the other clients matters a lot in the selection process.

6. Compatibility: Compatibility here refers to the personal equation of tjj
advertiser with the client. The focus is on developing a streng client-agent
relationship so that successful campaigns can be produced. 3

7. Creativity: Creativity is the main element in advertising. If the adverti
agency is capable of great creative efforts, it is selected. Style, clarity, impa}
memorability, and action are taken into account while evaluating creativi
Creativity can also be evaluated by considering the jingles, advertising stol
woven around the product, creative use of celebrity etc., which the agengy
has handled with previous accounts. E

8. Agency stability: An agency which has been long in existence generall
performs efficiently and effectively. Thus, one of the basic requirements ig
that the advertising agency must be known and should have some stability.
Most of the clients do not prefer unknown agencies or agencies which h ity-9
not been in existence for long. liae g

. agenc /¢

: be of i
jans: This may D .
8 are faced with a

ating marketing
management Sy .

ct category Of
dern

!J

es specializgd

h. Some advertising agm'wc.les
h can undertake specified;

e research compani

ke'

In addition to the above, the process of agency evaluation involves
r

assessment of two aspects of performance area — financial and qualit egular St
1

ative.

The financial assessment focuses on how the agency conducts its busi -

Fi A - ~ . S | I
\ Lrlfy costs and expenses, the number of personnel hours ch | e 10 B
arged to an account St

and what payments are made to media
o « , C 51nd Othe Ou’tS' 1
1 ide Service sy 1 T
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jue assessment explores the agency's efforts devoted in planning,,
and implementing the c\ient company's adwr\\s’mg campaign and an
t of the achievements. For a qualitative assessment even the sma\\l
atter; such as a quick turnaround time, creativity because this is what
ncy 15\ the business of, value added in terms of giving the clients a

e edge by giving them a Creative leap etc. One can also evaluate agencies
ir track record of losing clien

'S Or acquiring new clients and retaining
k.
The parameters on which an ad AZeNcy’s creative services dept is evaluated
as follows:

Agency regularly produces fresh
Creative executions are consisten

Research is effectively used in st
of advertising?

1deas and original approaches?
tly on strategy?

rategic development and in pre-post testing

Creative group is knowledgeable about the company’s products, markets
and strategies?

'

. nd submits for review in time to permit
i orderly revisions?
' Creative

group performs well under pressure?
Agency presentations are well organized with cifficines
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5.4 SPECIALIZED SERVICES I

was an advertising agency that
rive services as well. And
ding specialized

tc. Some

As discussed earlier, the fiest marketing communication agency
primarily bought ad media for its clients. It gradually evolved 10 Ofﬁ-:r - d provi
much later, with the advent of multinational companies, these ngcn(flcs startc. Prcl’ ions. €
communication services such as sales promotions, direct ms\rkcr.lr.ug‘, Pubhc I at;lo 'mc agency
advertising agencies rendered these services through separate divisions under ¢ Sda lo gcdas
banner, thereby providing integrated marketing solutions to their clients, whereas q.hcrs e fw i

specialized agencies that provided only specific communication services, such as interactive sc =
marketing research services, etc. For instance, Web Chutney and Hungama are spccmhzed Interactvy
agencies whereas Ogilvy One is the interactive services arm of the agency 08'-’-M- The overall
structure of specialized service agencies is quite similar to that of advertising agencies, onl}{ [}_lc sFalc
is relatively small. The menu of specialized service agencies depends on their field of specializauon.

5.4.1 Direct Response Agencies

Direct Response Marketing was pioneered by Aaron Montgomery Ward in 1872. His company,
Montgomery Ward, decided to market products directly to the consumer by distributing product
catalogues over postal mail. The central idea was to eliminate the “middleman” and elicit direct
responses from the consumer.

Direct Response Marketing is all about closing the feedback loop with the customer. Mainstream
advertising is generally viewed upon as mass communication, whereas direct response marketing
takes a one-on-one approach. Typically, the potential cusiomer is presented with a crisp, clear and
attractive message containing an offer. The customer then has a quick and easy means of order
fulfillment, which requires minimal effort. In most cases, it used to be a call to a toll free telephone
number. The entire objective behind direct response marketing is to elicit a quick customer response.
Discounts or packaged bundling are quite common in direct response marketing, Periodicals like
Readers’ Digest have always carried discounted offer coupons with a very attractive postal respbnsc
process. Today, the Internet has come to be a major game-changer in direct response marketing with
companies like Snapdeal.com who started out with an instant deals-of-the-day strategy.

A direct response agency offers skilled services for launching and managing a successful direct
marketing campaign. Some key services are:

® Creating a sharp, attractive offer message that showcases the product or service clearly and
succinctly. '

* Providing a means for capturing immediate customer response. Telephone, IVR, online
' ] )
websites and SMS are popular means of closing the feedback loop with the customer
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5.4.2 Public Relations Firms

A Spl:l':nind PR agency helps in corporaté positioning and image enhancement, strategic media
relations, crisis and issue management, internal communications, etc. Most PR agencies are focused
on mamtaining press relations, i.c. ensuring good media coverage for their clients and their brands.
A successful PR agency maintains very good relations with the media. Journalists and reporters are
cultivated over time so that they would look upon carrying articles in a favourable way for the company
involved. This involves bringing the right media representatives to cover the event, preparing the
reporters, fielding and managing the questions from the press, choosing the right venue, and most
impottant, choosing the right iming. PR agencies also compile and analyze the coverage received and
prepare a dossier for their clients to help track effectiveness of the messaging. Secondary objectives
may also include dealing with issues like allegations, bad publicity, adversity, etc. PR agencies decide
upon and advise their clients about the content of the message that goes out to the public. A weak
message and poorly written copy can be a deal-breaker in the world of PR.
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5.4.3 Sales Promotion Agencies
18 with short-term rechniqu
Cess

es to build product awareness,

ful sales promonon agendy

stimulate demand. A sac
As advernsng

Sales Promotion Agencies help their clien
ales promouon campaigns.

create interest in their offenng of simply
should be capable of designing and execut
budgets shrink, a lot of companies in Indw FIGURE 5.3 Area
are turning towards specialist sales promonon

agencies for improving their marketing
effectivencss.'”

ing effecuve

s covered by activation agonces.

5.4.4 Activation Agencles

The latest to join the bandwagon of specialized
agencies are activation outfits, which are
specialived outfits for online and on-ground
activities that involve greater direct interaction
with consumers. Iigwre 5.3 shows the kinds
of services that such agencies may offer,
According to unofficial reports, the activation
industry is more than Rs. 4,000 crore and 18
growing at a rate of 40% p.a. NLX (New late
Fxperience), KidsStuff, Lintas IM AG, Ogilvy
Activation, Mindshare Fulerum Acuvation,
etc. are some of the activation outfits in India,

5.4.5 Interactive/Online Marketing Agencies

A typical interactive services agency offers the kinds of services histed in Table 5.4. The noted
: ' ) L Y L ¥

agency Ogilvy Interactive has had many firsts, such as holding the first online press conference for

its client ICICI Bank, creating the first online talking agent for VIP Fresabie X and running the first

email campaign with tracking of open rates and click-through rates, Today, there are e\:-en e.upc;

o1 y ) o ) )
specialized online agencies such as social media agencies Creats

ies 8 8 § lia agencies that create, unders onli
tand and manage online

conversations around their clients’ brands.

5.4.6 Market Research Agencles

Wit R —
' :1 llhc nereasing importance of market research, many agencies ofter specialized services i that
field alone, For instane - ¢ spraahiecd s 1at
) n:“, For instance, they may offer syndicated 1esearch reports on consumer segmentation, ad
fravckimg, b ne — o saplad 8T Nanon, ag
g brand tracking, customer satistacton surveys, and ad metnes tracking, Clhents can even
oY > LAl AT

tequestcustom research on consumer ns ' - s
Sey simer usage and atnde stadies for their arw advartic
re and atnnde stadies for their industry, advernsing pre- and
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g4 Tyoic nvice Menu of Interactive Service Agencies

D
B Email marketing

Web development Experiential

k Search marketing
mar
,:.-_a_*egv Emails, —eng

Strategi :
wong8 | Sweepstakes, g toohme™  [ISEENG a0t Seaen marcein
jsening  e-coupons, lan ding digital sprinab s strategy including
pages. contests 5 pringboard, Flash games Identifying relevant
SNV X0k b:ah':cs & Viral marketing keywords
codomie. ﬁll‘ nchmarking, Screen mates . Search engine
protiing  Information Application skins ~ optimization using
architecture, * Mobile, CD & technology &
Content touch-screen analytics
management kiosks Paid inclusions
& technology
solutions,
E-commerce,
Intranet/extranet,

Portals & verticals

esting, customer/dealer/employee satisfaction studies, website usage studies, etc. JuxtConsult
mch research agency that provides research matetial on Indian urbanites, mobile phone users,
ee opinions, etc. Ogilvy Discovery, on the other hand, understands deeper motivations and
that drive human behaviour. Some of its research tools include cultural analysis of popular
e photo diaries, scrapbooks, interviews with observers of change, discussions with sociologists,
2 hologists and innovators, and consumer observation. Among other things, such research provides
j ration for creative ideas and identifies need gaps that marketers can fill with new products.
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Unit IV: Promotional
Budget

bsswes in Budget Setting; Sales-Response Models, Factors
Influencing Ad Budgets: Budgeting Approaches -
Affordable Method, Competitive Panty Method, ROI
Methad: Obvective & Task Method: Allocatien of Budget

T.‘ i i __,,--""".
Sales -Response Models
(relationship between
sales and promotions)

T /J"'
Sales —Response Models
The Concave-downward The S-shaped Response
Function Function
* Eachadditional rupeebring @ Slow start-steep growth-
in lesser and lesser sales plateau
* Lawof diminishing marginal ~ * Range A - little impact on
returns sales

* Lucrative prospects, laggards ¢ Range B - increased sales up
and light users to a point
* Range C - no noticeable
impact on sales
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18.5.1.2 Sales Response Models

Most communication managers believe that sales and promotions are related in one of the following
two manners:
® The concave-downward function: As shown in Figure 18.24, as the amount of advertising

and promotion increases, sales increases at a decreasing rate up to a certain point. In other
words, each additional promotional rupee brings in lesser and lesser sales. This model is
based on the principle of the law of diminishing returns in economics. The reason for
sales following the concave-downward curve pattetn is that when the initial communication
expense is made, the most lucrative prospects and heavy users buy the product. The task of
bringing in laggards and light users with communication is then more difficult and has little
impact on the total sales. The model suggests that the highest response rate occurs after the
first exposure'and diminishes thereafter. Italso suggests that the most effective ad is the one

closest to the purchase lecision.

The S-shaped response function: As shown in Figure 18.2b, the S-shaped curve is
characterized by a slow start, followed by steep growth, and then a plateau. Initial advertsing
and promotion expenditure has little impact on sales in range A. In range B, additional
communication expenditure brings in increased sales, up to a point. Again in range C, the
benefits of additional promotion expenditure taper off. The model suggests that until a
company has a minimum share-of-voice, its advertising brings in no benefits. Share-of-voice
is the advertising weight of a brand/company as a percentage of the advertising weight of a
given market or market segment. Expenditure in range B brings in returns first at an increasing
rate and then at a diminishing rate. The optimum level of expenditure is at the point in
range B where marginal revenue and marginal cost are equal. Money spent in range C does
not have much noticeable impact on sales as the product may have already reached its market

potential,
These models also suffer from the same limitations as does the marginal analysis. However, they
also further the theoretical understanding of the relationship between comniunication expenditure

and its result variables, Also, 4 rumber of studies undertaken to understand the relationship of §
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 FACTORS INFLUENCING THE ADVERTISING RUDGET
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o ; SAINCIPLES AND .. @
116 ADVERTISING - PRIN AND pry,,

wcrease thelr markg, )
Ty

ing (o1
::]nuc:frﬁil‘ma with fow {narkcbshnn_-, altempting {
¢ larger expenditures. . Jarkel, the greater is , B
C"’nppm.io”: The heavier the mmpv{ilinn in the N | N
choice of brands availabloe (o the constimers. is
ath‘rtjsjng but also to more cut-throal au!vcrtmng',_
f‘dVErtjsing expenditure, The trend is very much cv_lde.l e
INdustry, The huge advertising spending by the sol"l‘—dr in _‘b ‘ ' .TiCketwg .
Pepsi, in areas of new ad films produced, signing flll'l'.l stars and ¢ d';' in. ,1;1
their celebrity endorsers, and high repetition of ads in various mfa l;b‘t- ‘ t
attempt to compete with each other makes their advertising budget exorbitant.

This oflen leads to notjust gy,
lh(‘f'l.‘b\" requiring morg
nt in case of soft-drink

> F requency of advertising: If frequency of product purchase 1s hlgl‘wi -t.]-wlj
repetitive advertising will be required. This will mean a lm‘ger i"ld\/tl.tlbln,ﬁ.
budget. This is especially true in case of FMCGs (Fast Moving Consumel
Goods) like toothpastes, tea, detergents, soaps, etc. whose purchase frequency
is very high. It is probably, because of this reason that Hindustan Lever has
emerged as the top spender in advertising in the last few years with an
exorbitant advertising budget.

6. Product differentiation: The more similar the product to the competitive
products, the greater the need to invest in brand differentiation through
advertising. Here, advertising aims at establishing brand superiority over
other competing brands by highlighting the brand’s unique selling proposition
(USP) and other distinguishing features.

7. Support from retailers: The lesser the support from retailers, the greater is

the need to advex:tise and tol ‘pull’ the consumer to the brand. If the brand

enjoys good ‘push’ by the retailers, then the burden on advertisers gets reduced
to some extent.

Financial resources: The level of ad\'vr.tising must be adapted to the

availability of fuads. If more funds are available, the organisation can afford

to have a large advertising budget. However, if financial resources are lil‘nit-\ ;
the size of the advertising budget will be small, ed,

 CONCLUDING NOTE
L I o

Marketers and ndv'url'irm m.ust' remembe, .lllmt none of the above factors can
be considered in isolnt'mn in s::ltmg the Tulm‘l-ll.\s!m\; budget of an organisation ‘ I
‘. 2 mix of the aforesaid factors ..-1llnny, w_llh the vircumstances of the org —
its policies and the markel RTRARG By eeonomy that will fing]y,
11;‘- level of advertising spending of the organisation, ‘

anisaton,
dt‘tl‘l'minp
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ADVERTISING PRINCIPLES AND PRAGTICE

METHODS OF SETTING DV

T}N?]'t‘ are sever

} RTISING BUDGET
al methods used ; FESRSE—
u) - ! . ]S'Cd 1 W o
most common ones are listed below- n deve

1. Affordable method
Percentage of Sales method

Competitive Parity method
Objective and Task method

I2

3.
4.

Let us now discuss each of these methods in detail.
AFFORDABLE METHOD

canUI;;ler this method, advertisers base their advertising budget on what they
afford. After all the allocations hiave been made to cover other relevant

company expenditures, whatever is left is allocated to advertising, presuming :'_

that this is what the firm can afford to spend on advertising.
Advantages:

1. This is a very simple method of determining advertising budget.
Disadvantages:

1. The affordable method leads to an uncertain annual advertising budget which
makes it difficult to prepare long range plans.

2. The method is not logical. It fixes advertising budget on the basis of what the
company can afford instead of considering the advertising needs of the firm.

PERCENTAGE OF SALES METHOD

The percentage of sales method is a commonly used method of determining
advertising budget. Under the percentage of sales method, a fixed percentage
of the sales figure is allocated as the advertising budget. This sales figure
could be the last year's sales figure or the average of the sales figures of last few
years, say, last five years.

Let us assume that a company allocates 10% of the average sales figure in
the last five years as its advertising budget. Let us also assume that the sales
figures of this company during the five year period (2006-10) have been as follows.

b <. B—

Year s | ~ Sales (in Rs))
2006 Rs.20,00,000
2007 Rs.25,00,000,
2008 Rs.22,50,000,
2009 Rs.27,50,000
o0 | Rs25,00000 |

loping an advertising budget. The

. ADVERTISIM

Then, |
= Rs.(Z
= Rs. 10
= Rs. 2

The ««

b Rs.24,00,0(

If the
figure as t

: would be

10% 0.
=Rs. .
Under

" sales figu:
| example €

advertisin

Yet ar

~ sales metl

profit per

¥ A is Rs5(

he decide

t Also, let
f year is 1,
- determine

Advantag

1. The:
sales
arrive

2. Adve

cOmE
be sp

3. Ther
be cl

4. The
relat

Disadva

1. The
tha
2. Th

ma
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FOVERTISING BUDGET

; y five vears W(_Juld be ¢
Then, the average sales figure of the five year ¢

,
= Rs.(20,00,000+25,00,000+22,50,000+27,50,0004+25,00,000) /5 W
= Rs.120,00,000/5
= Rs. 24,00,000.

The company’s advertising budget would then be determined as 10,
.Rs.24,00,000 which is equal to Rs.2,40,000.
£ If the same company has a policy of allocating 10% of the last year's sale,

j ﬁgure as the advertiSiﬂg budget of the current year then the advertising budget
"would be calculated as follows:

10% of Rs.25,00,000 (last year’s sales figure)

hey = Rs. 2,50,000.
ant /
g Under the percentage of sales method, a company may also use projected

sales figure in determining the advertising budget. Thus, if the company in our
examp.le. expects to achieve Rs. 27,00,000 of the sales in the coming year, then its
adverhsmg budget would be 10% of Rs.27,00,000 which is equal to Rs.2,70,000.

Yet anoth(?r way of determining advertising budget under the percentage of
sales method is to determine the bud get amount by working out the selling price,

rich A is Rs.500 and the seller has a profit margin of Rs.100 on it, Out of this Rs.100,
he decides to fix Rs.15 as advertising expenditure on every unit of product sold
s - Also, .let us assume- that the projected sales figure of product A in the comin
Ny year is 1,00,000 units. Thus, the advertising budget for product A would be
determined as Rs.15 x 1,00,000 = Rs.15,00,000.
Advantages:
ing 1. The method' is simple and easy to understand, Regardless of whether past
age sales or projected sales are taken as the basis for calculation, it jg ms‘ l‘u
sute : arrive at the budget figure. » TSy
few . 2. Advertising expendi-tures are directly related to the funds available, |f
; company sold more in the last year, presumably more funds are availai';l -a
& T | be spent on advertising this year. - ke
ales i 3, The method satisfies the financial managers who believe that expe
YWS. ‘ be closely related to the movement of corporate sales. penses should
4, The method encourages fh'E‘managers to fix up the bud T
relationship between advertising cost, selling price and Profﬁe}gelpug;jttms of

¥ Disadvantages:
The method views sales as a factor determin;

ng advertig;
. i SINg s i ;
than viewing sales as a result of adverhsmg. 5 8| md’”% rather

The dependence of advertising budget on year to

. s year g
malkes long range planning difficult, Jear sal

03 f|l.l(!llli'll‘iﬂllh‘
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: used if the
market. For a ne

. W product, past sa
sales figure of a neyw Product m
requires a heavy advertising ex
'mrrqducrmn stage of PLC,
be high.

advertiser Introduces a neyw product in the

les figures are not available. Also, projected
4y not be realistic, Moreover, a new product
penditure in the initial stages, that is, in the
although sales in the introduction stage may not

6. The method does not take

e . into account the competition and market
Opportunities while setting

advertising budget.

PARITY METHOD

Under this method, the advertising expenditures of competitors are taken
2s the guideiines for setting advertising budget. The logic behind this method is
that collective wisdom of various firms in an industry cannot be too far from the
optimal figure. The marketer believes that by having the same amount of
advertising spending as his competitors, he will maintain his market share. Thus,
this method is used as a defensive device by tne advertiser.

Advantages:

1. The method recognizes competition as an important factor in determining
advertising budget.

2. It enables a company to monitor the marketing and advertising strategies of
competitors.

3. The collective wisdom of the firms in an industry generates advertising
budgets that are close to optimal.

4. By determining advertising budget as an amount close to the competitors’ §

spending on advertising, this method reduces the chances of promotional

i

wars.

Disadvantages:

1. The reputation, resources, opportunities and objectives of various firms diffe
, Te

so much that following the competitors might not give a good estimate of
;-fyfl'lr'lf' the company should be spending on ”“J""'m(‘”"ﬁ'

the optirnal level. The market conditions ari|

2. There is no guarantee that what firms in the industry spend on advertising i
| Fie "} 10y & I .
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I

AWdvertising abjectives of o flem, which are import
roalistic advertising budgel,

advertising budget wherein the

This iy , -
I the most logical way of selting * this method,

S s on (he advertising task (hat 18 to be achieved, Unde ) B
dvertising objectives ave fixed afler intensive markel research. For mfataan, or
ReW product launched in the market, the advertising objective m'l}%h[ L’_“ lo
ate brand awareness among 40 percent of the target consumers in a given
riod of time, Afler this, marketers identify the tasks which must be pcrfuln?'lcd
achieve these objectives, These tasks may include advertising on t'clewsml'h
ndio, newspapers and magazines, The advertising cost of each relevant taslk is
en calculated. This would mean caleulating the costs of advertising on television,
pdio, newspapers and magazines, In addition to this the cost of hiring an
dvertising agency, designing the advertising copy, etc. also need to be considered.
e aggregate cost of all these tasks is then set as the proposed advertising
pudget. These figures may be accepted if they are within the financial resources
the company:.

us, the objective and task method involves the following steps:

Task Definition - The objective of the advertising programme have to be
defined in the first place. These might include creating awareness, arousing
interest, slrvr‘-gl'!wning comprehension ete,

Determining the type of strategy, media and the amount of exposure required
for efficient satisfaction of the task set,

Estimating the cost of various elements of adVertising that have bass
considered. »

Deciding whether the firm can afford the bud

; e | get taking into
financial constraint and availability of fundgs, & account the

- Advantages:

1. The objective and task method is more objective and Iogj

other methods as it is based on advertising objectives
accomplished to achieve the objectives, ) and the tagks to be

_2 The method takes into account the businesg co
compelition in fixing up the advertising budget and alsq the

'3, The method does not rely on past sales f
Thus, this method is suitable for new

dcvvll‘l"t-'l' more or less from seratcly.

Igures Or proie
Products When
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Past or forecasted sales

Competitive Parity
Based on Competitors’
ad\-'ertising budget

Objective and Task
Based on determining
objectives and tasks,
then estimating costs

rtising Budgeting Methods

Figure 7.1: Adve

Figure 7.1 sums up the various advertising budgeting methods available to 1
an advertiser.

ADVERTISING BUDGETING PROCESS

The aforesaid discussion concludes that the objective and task method is the
most logical way of setting an advertising budget. Let us now see what all steps

ill be required in advertising budgeting process when an advertiser follows the
;\;jjective and task method of setting advertising budget.

isi eting process invalves the following steps.

e ade?mSlT:fg 2?2?115; Ogb};ectives: The first step in the advertising budgeting |

b serting A Z;o set advertising objectives. The most common advertigin_g 1
i lude increasing the level of sales, increasing the market share,
Objec't o m;reness about the product, disseminating information about
Creiim;tg’sagatures and its uses, building brand loyalty,
p]?ecﬁves should be laid down clearly, a{u:lI as far as pos
ferlms, so that they can help the advertising manager
allocating advertising budget.

Determining the Tasks to belPleml'me:’f to Achieve Adve.rtftsinag tObje;rév:]z‘\sf.;
After identifying the advertising ob]ectlves,‘ the nexf step 3_5 .(') e ;;m; ¢ e
tasks and activities to be performfeq to achieve thebg ObJL_Ltlc;v‘t?S.t. les tasks
may include selection of an advertising agenyy, selo:chon_ oh V fzr ]Slﬂdg 3 o

like television, radio, magazines efc.,, c‘1e51gn11?g of aqvelimng copy, 1831 ! glr
on the frequency and timing of ad, etc. AII this requires a good knowledge o
various activities of an effective advertising campaign.,

etc. The advertising
sible in quantitative
in determining and

[ ol o] an
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¢ Advg strategy is a game plan devised 1o maintain a
viable fit berween an organization’sobjectives and
resources and changing market opportunities

» A message that the advertiser gives to solve a
communications related problem

* “what”and “why"

* The idea that advertisers select for communicating the
strategic message in a creative manner

» Umbrella /central theme foraseriesof adsina
campaign

* Strategic direction doesn’t change frequently while big
ideas may change from campaign to campaign to keep
the ads fresh and current

= “How" to execute the strategy
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bl

d/ertlsmg creatﬁnty . Features of creatlve ads

Underlying all advertising messages 14
» e ¥ * -
creative stralegy « Originality
that determines what the advertising i
message will say or communicate
and )
: ; « Appropriateness

for how the message strategy will be exceuted
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Creative strategy development process

step 4: Verification and revision
* Story board

¢ Animatic

¢ Screeningand pre-testing

et
Ad Campaign
Anadvg campaign is a series ol ads of a brand that are

related because they all have the same central idea and
are run during the same time period,
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Types of Ad COPICS '
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1. Generic approach
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roarket (Amul. Lo\.no‘a Funl scooters. VIP suitcases)

- a 2 8 e Mmaea A e ares Beactoime SO NONVITYONS

Scanned by CamScanner



e il . "
5. Preemptive claim
+ Claiming something not quite unique about onc's
brand preemptively - getting there first before
competition does.
« (Vadilal first claimed that it produces 100% vegetarian
ice creams)
» (Anchor - 100% vegetarian toothpaste)
¢ (Amul - Products made with real milk)

/. Affective strategy

*» Usesemotional appeal to surf through product’s
indifference *
e (Visa - Richard Gere)

6. Resonance

¢ Suits products with little or no differentiation

¢ Links products with experience or occasion

¢ Greeting cards companies (new occasions for product
usage)

* (Asian paints - festivals)

R RS A e RN o :

_—Execution styles or
Appeals in Advertising

s Those directed at the
thinking of the audience

e Emphasize on the benefits
of the product

s Provide Information - facts
& figures

* Quality, economy, comfort,
health, performance,
efficiency, etc.

e Industrial buyers are most
responsive to rational
appeals

* Rational appeals=>
* Emotional appeals
» Moral appeals

—Execution styles or
Appeals in Advertising

¢ Use negative/positive
emotions that motivate
purchase

e Psychological orsocial
needs for purchasing

« Include personal and
social appeals

e Positive - humor, pride,
love, joy

» Negative - fear, guilt,
shame, anxiety

* Rational appeals
* Emotional appeals—>
* Moral appeals

o B

———
——

p//;..- =t .
Execution styles or
Appeals in Advertising

* Appeal to the audience's
sense of right and wrong

* Social causes

e Rational appeals
* Emotional appeals
* Moral appeals 2
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Raminder Advertising

! €s provide new and dit
rmation about the product

AR = TR -
— —— A ——

Teaser Advertising

o A teaser campaign, also knownas a pre launch
campaign, is an advertising campaign which typically
consistr ol senes ol small cey pic
challenging wivertisements that anticipate a larger,
full-blown campaign tora product launch or otherwise
important event,
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(What you say?)

* Appeal, theme, idea or U
attract the attention /interest of the
consumers/influence their feelings towards the
product/service or cause

* Rational, emotiona] and ethical a ppeals

nique Selling Proposition to

3/15/2017

- Me5Ssage content N

~ Message structure -
(How to say it Iogically?)

* Conclusion drawing messages
* One sided vs two sided arguments

* Orderof presentation

- climax, anticlimax o
pyramidal order

Message format

(How to say it symbolically?)

* Pint ad - size, color, illustrations, layout
* Radio ad - words, voice quality and vocalizations

* TV ads - words, voice quality, vocalizationsand body
language

=

e { i
R —

”’M‘gssage_ source
(Who should say it?)

* Source credibility - expertise and trustworthiness

* Sourceattractiveness - similarity,

familiarityand
likeability

|

LN
\3ag d;qsuo;«-.
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ent sales, poor brand cquity, .

ient sales,
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_rriendliness of 2 P
adverdsing strategy could be to communicate abourt the user menr_li ss, ete. Note the emphasis o
=] & e cOSUINESS, d : N

it as an all-narural product, to solve 1 misconcepuon Jboulf its LO; Sl within the purview of the
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what, ;‘\d\'CIUSIUg strategy is not abour roa vou do sc mn] . O:uhne.: e, nct‘dF O be communicated,

tegy only >

- 3 3 8
O sayv ol do o s

outhnes zzas the adveruser proposes t

<< insuffic
The problem could be lack of product rwareness, mnsul

‘big 1dea’ and “creative executon’; adverusing st
givin ‘hy. ' ; P
gving reasons why. L Jicating the strategic MESSAZEe 11 3
The big idea is the idea that adverusers select for coMmMUIICATIAS

creative Wav — it Is ink beryveen sirateg™ nd |fr;'_“-'_i‘\'e executon. = )
SARIVE Mo els s kRbbepwRen SRR or a central theme for a seriesal
concept to execute the advernsing strategy and S . A
: . e 5 ) : bicid -ould be qpccmc to a campalgnu

ads in a campaign. While strategy is a long-term direcuon, a bigdea © E o m

= s i - s -an chang campaig
few campaigns. Strategic directons don’t change frequently, bur big 1deas can Lbaﬂéc Lrbo 1 ; n}fi g:;
to campaign to keep the adverdsing fresh and current. Once the strategic direction has been finalized,
the hunt begins for the big idea and then follows its creative execution. Creative execution deals
with the physical form of an adverdsement — story, scripf, COPY, art, music. words and phrases, colour,
production, etc. It is during the process o1 execunon thart adverdsers actally begin making the ad
based on the big idea, which is based on the surategy. Finally, advertising tactics are the short-term
decisions about specific, angible tasks related o the adverdsing method, media, etc., and that go
together to fulfil the strategies. For example, the decision to release 2 half-page ad in The Times of
India, or a 15-second television spot on Gemrini channel in Tamilnadu, are tactcal decisions that are

In other words, 10 1S a creatye

serves as an umbrella

short-term in nature.

Let’s understand the above concepts with the help of an example. If you've followed the advertising
of the soft-drink brand Thums Up, you can infer that its advertising strategy (or message) has been
to posidon itself as a ‘strong-tasting cola for today’s young adult males”’ This positoning strategy
stems from the product per se. Thazs Up has unusaally high carbonation, the highest in anv col,
which has gone down very well with Indian raste buds. A Thums Up consurne:uvcould S&t‘de for
nothing less than a Thums Up. Hence, the swategic direcdon for its c-om.mun.ica‘jon 1s 1o focus on

the drink’s ‘strong taste’. But to merely w=2lk of ‘srong rasre” would make 1 bt el wodlddhi
Hence, based on Thums Up’s strategic direction, the big idea for quite a few camp:ai s i_m be;mt',
show brawny or macho celebrities performing challenging or adventurous sports '[g;:jc 'L:n~ idea of
showing machoism is supposed to couvey the message of Thums Up’s suong raste; .t'or sr:ro - le.
In other words, the message of *srong taste for young males’ is metamorphosed in ;ggﬁ_eﬂgﬂ
of showing ‘macho advenlture sports.” The creative executions of this adventure t tl(;)h f': - lthc
gamut from bungee jumping to sky diving, and from jet-skiing to train-top escapad ac -d_?\e ruiﬁm
celebrities like Salman Khan, Suneil Shetty and Akshay Kumar. Further creagv ej - ma?c th
ragline urging ‘Taste the thunder’ and the new logo sporung strong sue;ks £ b(; iy 'hke :
meant to add powerful elements of speed and adventure to the brand ima . . TEe Spee.d—h{'ze? ;I
decisions like spending high in television advertsing; promoting more in ther}‘ s e 111\-;‘1
Up like Andhra Pradesh, Maharashtra, Gujarat, Utcar Pradesh, West Eenaalea:lcc;rf(?rf:iztf?itj “
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ADVEHTISING -~ PRINCIPLES AND PRACTICE '
128

of television o
components ot anad are to be placed and positioned.

COPYWRITING

[V

Layout eenerally refers to the activity of deciding how vanous

Copywiting s the art of writing selling messages. It is salesmanship in print. |
It it tails to provoke the desired attention, interest, desire and action, it has failed
Copywriting is likely to be assisted by other forms of creativity such as pictl‘u'us,
typography and perhaps, colour. The copywriter should think visually and direct
these other elements to achieve his or her purpose.

The copvwriter should work closely with the visualiser and typogmplwl: to
obtain artistic and typographical interpretation of his or her copy. The copywriter
cannot suceessfully work in isolation, merely writing the words, with artists
working in sinular isolation to create the physical appearance of the advertisement.
ldeally, the complete advertisement should be a team effort. The design and
layout should give effective presentation of the words, the illustrations shoulfi
give emphasis and support, and the typography (choice of typefaces, and their
size and weight) should make the copy legible and give emphasis where necessary.
The copywriter should always try to write with the final appearance of the
advertisement in mind.

_ ADVERTISIN

Advertising copy refers to the text of a
print, radio, or television advertising &
message that aims at catching and holding ¥
the interest of the prospective buyer, and
at persuading him o1 her to make a '~
purchase. 1The major elements of copy are
discussed below. All of them may not be ..
necessary for most advertisements. ‘

1. The Headline

The first and possibly the most
important copy element is the headline.
The headline of an advertisement will
normally present a selling idea or will
otherwise help to involve the prospect
in reading of the advertisement. Most
advertisements have headlines of one
sort or the other and their primary [
function 1< 1o catch the eve of the §
reader. Expaits have suggcstéd various
things to ke headlines effective and
capable of sitracting the audience. For
instance, e of contrasting colours,

u Paye R |
-'"‘.“].f-'".:".l‘ld 7

L
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The Sub.he

] ‘(Ill‘l

Ve th

b - . r
- d to the reader and 1t may
.\lt\

- [ o . y
1 headline. Such intor mation _ \
L ‘ ) ‘ |
nd is known as sub-head
[} .

“ ’ ' N v 't
Sometimes important facts have to be cony

require mope space than what ghould be used tor
.5 . 5 Ty o ine
Can be put in smaller font size than the headling

|

Uhe Hml_\' Copy e details
The body copy refers to the text in the advertisement Whlfh Co-l.tt:nzfl';\;hbtt‘)ti\’
l‘t.‘g-.n'din‘g the functions/benefits/ features of the product /.ser\'ltt- bout th-e
copy can be short or long depending on how much there is to say a bou
product,

Caplions

Captions are small units of teat used with illustrations, coupons and special
offers, These are generally loss important than the main selling points of the
advertisement (set out in the body copy) and are usually set in font sizes
smaller than the body copy.

Blurb

A blurb or a balloon is an arrangement where the words a ppear to

_ ‘ be coming
from the mouth of one of the characters illustrated in the adv

ertisement.
Boxes and Panels

Boxes and panels are the captions placed in Special display positions so as o

get greater attention, 1t is a caption which is lined on all the sides and
singled out from the rest of the copy., ‘ o

Slogans and Logo Types (Signature)

A slogan may refer to the basic theme, or USP (
the product, or something with which the
product to, For instance, Than
People, ele,

unique selling pr
target audience w
In Matlab Coga-¢ ola for Coke

Oposition) of
ould relate the
Nokia - Cmmecting
A logo type is the symbol of the romy

nl 0 |‘|'rl'l'l'l'd H} LN iH“l l“l‘l.‘ “ i in lll ’““Il
) v i"" “‘ll\l in. q”il‘k "0 it 1
H LS l‘\l:l

Identification ol the company and o creating familiarity for the ands
Figure 9.1 shows the various elements of 4 Prnt ad of Sunfe t '“-ldw!wo'
Oaly, ; east Marje Light

NVl seal or trademark, Which ig
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AYR IR EIET COP Tt 1y | ol COPY e e al s Hications are ‘.'l‘t\'ul'i\“l' I
cused e case oF laph i olveent goods durable poods and industnal
poods For mstance, newspaper ads which talk about specitications o a laptop.

Descriptiee copy: Tn o non techinical manner, the product attributes are
described, The copy uses divect sentences. 1L looks very commonplace
announcement. For instance, Cinthol talks about the lime freshness inits ads.

Naveatioe copy: Here a fichional story is narrated. The benefits of the product
emerge trom the story, Maybe, e narrative is humorous. Or else, it has
strong appeal, TEshould make ancimprint on the memory of the audience. For
mstance, the “Daag achelie hain” campaign by Surt Exeel,

4. Colloguial copy: Here intormal conversational language is used to convey
the message. 1t could even become a dialogue, Amul Chocolates-a gift for
someone you love-follow a collogquial pattern, The woman says, “1 am too
old for mini-skirts, too young to be a grandma”. And the man says, ‘But 1
think vou're just vight for Amul Chocolates’,

5, Huwmorouns copy: Humour has been heavily used in advertising, especially in
TV commercials, For instance, Fevicol ads have been using humour to put
across the message.

6. Topical copy: Such a copy is integrated to a recent happening or event, For
instance, during the world cup days, Britannia’s ad campaign — ‘Britannia
Khao, World Cup Jao’ and, during IP'L, Idea’s ‘Lingli cricket’.

7. Emdorsement copy: Heve a product is endorsed by an endorser — celebrity, or
an expert or even a typical satistied customer. Shahrukh Khan endorsing tor
Dish TV is an example,

8. Questioning Copy: In this copy, several questions are put forward not to
sock answers but o emphasize a certain attribute. Such questions can be
asked in a humourous tone or a serious tone depending on the product being
advertised. For instance, Close-up used a questioning copy in asking “Kya
aap Close-up karte hain? Yal duniya se darte hain? Aap Close-up Kyon nahin karte
hain?"

9, Prestige Copy: Here the copy is ased to build an image for the product, A
distinguished and favourable atmosphere is created for the sale of the product.

10. “Reason Why” Copy: It is known as an explanatory copy where the reasons

for a purchase are x.‘\plninvtl. Fach reason illustrates a pnrticulnr attribute,

and its benefit to the consumer, One attribule may be chosen and rep‘ented
soveral limes, each time an oceasion is given to justify it. For instance, Ewant.ru
used the “total number of Santro buyers” Ligure 1o promote its product while

Maruti emaphasized on the wervice availability almost nn_\'\\'lwn".
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Advertising creativity

" dvertising creativity 1s the ity SR .

Advertising r' tyis the dt.‘llll,\ to generate tresh, unique and appropriate ideas that can be

¢ used as A solution to communication problems. Te be appropriate and etiect T
IS priate and efectn el a4 creain e ada

must be relevant to the target audience.

Creative adVCl’lISII.]g mESSAgC IS one that is built around a creative core idea or power idea and
uses excellent design and execution to communicate information that interests the target

audience.
Features of creative ads

Originality: an ad 1S original in the sense that the methods, techniques and copy are novel tor the

product category 1n question. An original ad is somehow out of the ordinary. It differentiates
- 1self from the mass of mediocre ads. Advertising that s the same as most other advertising is
unable to break thru the competitive clutter and grab the consumers’ attention.

Appropriateness: an a8 must offer a useful solution to a marketing problem. In an advertising

context, the problem is of achieving objectives such as increasing sales by a specified

percentage.

win awards in advertising competitions but will be

An ad that is original but not appropriate may
| while at the same time being succe

unlikely to increase sales. Creative ads are origina
the imperatives facing a brand at the time the campaign is launched.

ssful given

The creative process — Young 's model of 5 steps

1. Immersion — gathering raw material and information thru background research and

. ijmmersing oneself in the problem.
2. Digestion — taking the information, wor
3. Incubation — putting the problems out of one’s conscious mind and turning the
information over to the subconscious to do the work.

4. Illumination — the birth of an idea. “Eureka” phenomenon.
5. Reality/V erification — studying the idea to see if it still looks good or solves the problem:

then shaping the idea to practical use

king it over and wrestling with it in the mind.

fulness.

Creative strategy development process
e team has to first learn as much as possible about the

e competition and any other relevant background
e knowledgeable about general trends,
s well as research on eftective advertising

Step 1: Background research: the creativ
client’s product/service, the target market, th
information. The creative specialist should also b
conditions and developments in the market place, a
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; observing people
SEP 2: Progue ing people o
CL/SNppvg ; r e COT Hed on the
\Y' Py ,\'}u'('{'ﬁ(' rescarchi: 'l hi includes .‘:]R'L'illLi hllli|lth C ”"'(l“{‘!
. Clarpet aueds ' ' , antitative
Consumer rescarcl " audience, or o combination of the (wo. (‘“M““-l lies such as
P arch such yg attitude studies, markel structure and positioning btud( ies ¢ ] s ’
mpping lif: ' e der 5 Py sychographic
Hestyle pecenmte (- . . demographic and pe
profiles of yg / yle research, focus group interviews, demogr P

Crs of a particenl. J roduct-specific
planning input 4 Particular product, service or brand are examples of P

Product /e : T
LU-\LFVI(:L-_. th and gqualitative

Proble i rvi
m detec vohni : e : service o
Shestiot lechniques ~ asking consumers familiar with a product/

gencrate an exhaustive Jjs of problems that they encounter when using the
product/service, The consumers rate these problems in the order of importance and -
evaluate various brands i terms of their association with each problem. Such SLUAY Z1VES
valuable inputs for product improvements, reformulations or new products, features to
emphasize and guidelines for positioning new/existing brands.

Psychographic studies - detailed lifestyle profiles of product/service uses. - -
Brand researching - to determine how a brand is perceived among consumers and to
develop more effective advertising campaigns.

Step3: Qualitative Research input: This includes in-depth interviews and focus groups.

In research using focus groups 10-12 people from the target market are led thru a
discussion on some topic pertaining to consumers/market/product/service. They give
insight into why and how consumers use a product/service, what is important for them
while choosing a brand, what they like or don’t like about various products/services and
any special needs they might have that are not being satisfied.

Ethnographic research involves observing consumers in their natura] Stvitonment.. i
their homes, at work or at play.

Step 4 Verification and revision: This stage of the creative process evaluates ideas generated

during the illumination stage, rejects inappropriate ones, refines and polishes those that remain
nd gives them final expression. Target audience members may be asked tievalya

a

g te rough
creative layouts and to indicate what meaning they get from the ad, what they think of s
execution or h

ow they will react to a slogan or theme.

d is a series of drawings used to present the visual plan/|a

yout of a
series of sketches of key frames/scenes a] - oposed

ong with the

Storyboar .
commercial. It contains a
copy/audio portion for each scene.

Animatic is a video tape of the story board along with an audio soypg track
ni 4
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Weminder advertising

Reminder advertising is aomarketing steategy typncally consisting of brief messages sent
Willl the n|1|l‘t five ol u-mimlmu n hllgi'i consumers gronp abennt 2 ;m,d.,(_g (91 SETVICE OF orf
introducing o new theme into an existing tharketing program. Veminder ads serve 0 erhandt
the top-of the mid awareness of ihe brand and 1o reinforce the key messages of (he brand value and/or
recent offers or products. They are often brief and mention the name of the product and testimonials of
§ 2 well-estabhished

|1ll!| customers Sl e me H‘pi'nlml 10 lr;-_p" the p.,h]‘"_ 'mg,."u‘.,‘ iny. arw) aware of.

product thit 15 most likely ot the end of the product life cye le.

Teaser advertising

algn, 15 an advertising camnpaign which

¢ campaign, also known as a pre-launch camp
¢ advertisements that anticipate a largeT.

consists of a series of small, cryptic, challengin
se imporant evert

A lense

typically
full-blown campaign for a product launch or otherwi
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not be more than A Dip, ’
| - dvcrtismg strategy in a few lines. 1deally, they should ht be foo simple -.nl]l Ui“ by .y
" € L . u¥ . Iy ) ;
>0 At Hmes it ig POssible (har what a strategy statement states mugh S i ‘]"w :
- i . b y dl ¢ e y, 1 . s DO S Micles .
mmmhm% that the brand hae iways stood for. But then, why « hallenge & f ey,
€St o : I L ' lift.
A€ 10 takep After all, the brand may only need a creative face
6.5 CH S
~OICE OF STRATEGIC APPROACHE .

-

. tc%ic OpPtions cap 1, broadly divided into product- or prospect- centred 35P’°3;h°5‘ Pi“”-]““*
Catre Strategic opy; i Claims about the product are
_ Ptons focys o res and product image.
Made 1} product feature p

Ough be

of Loy notable

‘the Detachap)eg:
Product iﬂnovato

2. Unique selling proposition: A brand may have a trye an,

called the

unexploited by its competitors (since they. do not
take advantage of it. Howevet, the USP strategy
started attaining parity.

Campaigns |ike ¢

; : : le, some
fore-and-afte, comparisons, demonstrations, testimonials, etc. For example, some

hose for ‘Original Body Language’, ‘Easy to Gct- In’, ‘the Carf{ncs’,
> ‘the Loose Fig and ‘the Low Rise — Dangerously Low’ have reinforced Leus as 4
[ with the ability to interpret fashion in an interesting manner. On the other hand.
OPtions focus on the needs and wants of consumers and are projected through

d distinctiye Competitiye advantage
uable to the brand’g CUstomers ang
Possess that feature). Advertisers sh ul

Is tather 4 rarity since most brands 1(1);\1:

Unigue Selling Proposition (USP) that is both vl
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’ /, L B2 Advertisng and Integrated Marke
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lng (‘”m"mmmnw,
A : -~
W Brand i Witk ——
v, - Drand image: With product feareec . : -
/// A 3 £ pr :dyu features anq benefirs attaining
v In markeuny ¢ ommunication, In th; .

anty, the reg) distinction lies only
. S ¥ 10 establish 3 djffe :
Tnstance, in F
and image fo, the car,

S approach, advertiser
roduct. J,
4 5trong masculine by

on factors that are CXrinsic re the p rence based

be seen creating #ire 6.8 Marysi Suzuki $X4 can

this strategy is purely about Positioning the product in ¢
Note the emphasis. While brand ima

g¢ strategy is about creating an image for a brand,

FIGURE 6.8 Maruti Suzuki SX4 creates a strong macho image of the car.

‘MEN ARE BACK. .-  wm
| AND THEY ARE Uy&fﬂ! ]

) — S -
&

S ol VI

/ e
|

MEN ARE BACK

S RUTANATIO BLINATE Ko FRag
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6. Resonance: Another strategy best suited for products with little or no differentiation. This
strategy links the product with an experience or occasion (birthday, marriage, Drwalz, picnic,
vacation), situation or lifestyle. Greeting card companies were among the first to embrace
this strategy. In fact, they went a step further and even created occasions to increase product
usage — friendship day, mother’s day, father’s day, peace day, etc.

Yin2010:4R
itiative around
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Bs the emo
m tional card in ‘one of its commercials. showing a fore|gner (Rlchard /

3.

. |Gereihas,played the nic
'when* the'bewlldered girl: looks-at' him_

credit -ards are, being.accep d:in:Inc
"how its power could be u:

base their communication on it. Nir#4,

8. Price claim: When price is an advantage, brands may
s strategy for long. Figure 6.9 features

Rasna, Parle G biscuits, etc. have been followers of thi
one such ad by Rasna.

FIGURE 6.9 Rasna communicates its aggressive pricing to attract the masses.

HOME

s 5 simpls, #ven @ child cculd do the irdl
M;wnhdlhu\l-.lwﬂ
ard s Peady In mingies
o mmky

Courtesy: Pioma Industries, Mudra. Reproduced with permission.
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ADVERTISING ;" decisi
144 )  the consumers © ecl1sIon-
. . - k'\l . —~—y o

the adrince 1 and logical aspect d mnotmﬂal response.
abjective to appeal to the ralo" A ke some desiTes "~ ative work of

i . 0 . ks L o :
making process and others might v 1€ - t. yoos MO the '.Ln § consumers
A vast amount of time, moneY and eners’ € .o pehavior 8 e h
t ¢ me The DUVIES - v DIC ; 5
developine advertisi e to influence e S k. It 18 nngall} the

pmg aavertising appeais i ! e ass '
& i i -h‘a]if’ﬂ‘qln""
Is s a ¢ 5 rency-

Developing advertising appea g as
- s ] & rHisIng Yo
responsibility of the creative people '

Rox 10.1 discusses some features of
Box 10.1: Features of A

| u " Adverksin ""'\kg,":;ppeals refer to the approa

n the adve
advertising appea]s.

dvertising appeals [T— vy
ch used to attra Hon

vards the product service |

| TOmSumers.

- The purpose is to influence consuméer feelings to |

| Orcause. e ‘r
ce the behaviour of consumers. I

'@ Advertising appeals attempt 0 influen
' @ They motivate the consumers to purchase

' w Itis a challenging task.
 w ltis the responsibility of the creative people in the advgrﬁsﬁlg agency'.

the product.

can broadly be classified into three categories — Rational,

Advertising Appeals
vs a broad dassification of advertising

Emotional and Moral. Figure 10.1 shov
appeals used by the advertisers.
Figure 10.1: Types of Advertising Appeals

Retional Appeals

e Economyv

o Convenience

e Quality

» Health

» Performance

o Efficiency

o Durability "

« Positive Emotional Appeals -~ Humour, Pride, Love, Joy
b . A . Joy
« Negative Emotional Appeals - Fear, Guilt, Shame, Anxiet
y 4 ety

Moral Appeals
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\ b ADVERTISING APPEALS

Rational appeals are thos
They appeal to the audience
benefits of the pro
 performance, efficienc
L the product would yield t

aspect, giving consumers

: Advertisements  of
E products like television,
- refrigerators, automobiles,
. music systems, washing
- machines and other
k- consumable  durables
highlight the quality and
k. features of their products.
| They may also emphasize
' on the brand’s popularity
b and special offers which
 again are rational reasons
f for a consumer to buy the
. product.

Products like Women's
: Horlicks, Complan and
f Calcium Sandoz focus on
b the health and nutrition
g aspect in their
- advertisements.

Y, durability and dependability. T
he claimed benefits.

Let us now discuss some examples of ratio

Advertisements of Aquaguard
a rational reason to buy the products.

THE PUREST PART OF YOU

RATIONAL APPEALS )

e directed at the thinking proc
s self-interest. Rational appeals ¢

duct like quality, economy, convenience,

ess of the audience.
mphasize on the
comfort, health,
hey attempt to show that

nal appeals.
and Aquafina high]ight the “purity of water”

AR

& comes with'the'coolestio
”mmmm::ummmnmmhmmnﬁ:
v s 30 41 o K privher frie, Powtetd By P Inket® Panbun® 4 Processor 517
Bupborong HT Techaaingy™ ¥, this dosdon PO & pours for Ind Waleng 52 hurty 80d 204 000
1y, UNEr i fof Theod G o0k '

BUY NOW |

For (vmtiacd Wl o th pontart an MR Ausnodera Petadry,
ok Toll Froe: 1800 425 4999 (from MTNUDSHL Kinet)
ot {ptefix 5TO code) 3020 2499 [trom moblie).

Scanned by CamScanner



5 : i ]

. . '_“J P
* 9%
\ Yokt il s - e Aandh
‘S' ; ool e it Iy §3 MR AN i 4
9‘”6’1 " crtibical tiaavours R

Ao bodesdd S e

ﬂor/rm{‘s ok p

I "M P
N
\§ /‘} ‘“' High b ol |_|||,-‘i:‘la

SYlbe et

r""T"'!{."\'I‘-;‘_I'\;w:‘m:"
PR EA AL ol e

TR et iy

Rs.1000nly @
(200a petbowle) -

Advertisements of Lifebuoy and Pepsodent emphasize on protection from
S€rms and cavities to sell their products.

i

Scanned by CamScanner



ﬂ)lenl:’)lN(l APPEALS 18

quality, ccon ymy, convenience, comfort, health, performance, efficiency, durability

or dependability.
EMOTIONAL APPEALS

"lmmmm;wm,
e emotions that will

Emotional appeals attempt 10 Use negative Or positiv
or excited states of

motivate purchase. Fmotions are those mental agitations
feeling which prompt us to make a purchase. Emotional motives may be below
| the level of consciousness, and may not be recognized by a person; or even if he

is fully aware that such a motive is operating, he is unwilling to admit it to others
pecause he feels that it would be unacceptable as a proper ceason for buying
gmong his associates and colleagues. Emotional appeals; unlike rational appeals,

are not preceded by careful analysis of the pros and cons of making a buying-

An emotional appeal is related to an individual’s psychological and social
eeds for purchasing certain products and services. Many consumers are
smotionally motivated or driven to make certain purchases. Advertisers aim to
gash in on the emotional appeal and this works particularly well where there is
ot much difference between multiple product brands and its offerings- Emotional

ppeal includes personal and social aspects.

'om

_ersonal Appeal

Some personal emotions that can drive individuals to purchase products
clude safety, fear, love, humay, joy, happiness, sentiment, stimulation, pride,
Lolf esteem, pleasure, comfort, ambition, nostalgia etc.

§ocial Appeal
Social factors cause people to make purchases and include such aspects as
pcognition, respect, involvement, affiliation, rejection, acceptance, status and

pproval.
Emotional appeals can be studied under two broad categories — Positive
imotional Appeals and Negative Emotional Appeals.

pOSITIVE EMOTIONAL APPEALS
Advertisers use positive emotional appeals such as humout, love, pride and

by to influence the behaviour of consumers.

| umour‘ appeals work best for low

| etc. wolvement and feeling-oriented products.

\ Ziz ¥ Most baby food products use a mother’s

| are bve appeal. For instance, the advertisement

| | ase i Johnson’s baby products shows a
1l | a hother’s love for her baby and the tender

gare that a Johnson’s baby product will
grovide just as a mother does.
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The love appeal is als0 usect 7
PF ecial occasions  ijiess YOU jove, this Valentl

advertisers during some SP
like the Valentine's Day,

Father’s Day etc. The print ¢
shown here uses the love apped
promote its product on Valentine’s Day-

Advertisers also Uus€ messages
communicating the joy and thrill
associated with using the product. The ad
of Frooti with the jingle “Mango Frootl,
Fresh and Juicy” is an example here. The
same holds true for advertisements of soft
drinks. For instance, in March, 2011, Coca-
Cola India unveiled the ‘Brrrrr’ campaigry
the globally successful campaign for brand
Coca-Cola. The communication is based on
a spontaneous Brrrrr expression, an
incomprehensible and spontaneous feeling
of upliftment one derives after sipping an _ S
icy cold Coca-Cola. Other positive (ﬂv K.V \l:’ FREE \){, L
emotional appeals involving pride and A 5& o

S B LW W N S
prestige are also used by advertisers. For
instance, Reid and Taylor suiting’s “Bond |
with the Best” conveys the pride associated with the product.

Humour Appeals: Humour is one of the most common advertising appeal§
used by the advertisers. Humour appeals evoke the feelings of amusement and

pleasure and thus help in- .
a. Attracting attention

b. Improving memory of the brand name

e
f

c. Creating a good mood
d. Distracting the audience from counter arguing.

TPPILI N SO

With the advertising clutter increasing and the audience being exposed —te
innumerable ads in a day, it becomes difficult to attract their attention. An a
which does not catch audience’s attention cannot be expected to achieve its resul
Humourous ads, by attracting the attention of the audience, make the job of th
advertiser much easier. Humourous ads can be created by using an illlte ti
and entertaining storyline. Humour is also reflected in the jingles, th restin
the puns used in the ads. - the satire and

!

Fevicol ads have used humour to create ads that can convev the mes ]I
the audience in a very light and humourous way The nunch life r(k_?l_essa‘ge_tg
lagaye, achche se achcha na tod paye” is very Il'”i"‘“!bil]mrh‘ o I.‘;MJ i PIG
advertisements. For instance, one ad which shows a bus '.1{-@1-1;{ Jed wwitth eopl
aded with peopl
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Exhibit 10 1 Fevlcol Ads Use Humour Appeal to Convey the Message

uf-;x e

vs ._Cleaﬂfestlabhshed the brand Iﬁe ad BNy
1 mm’“h Fevzcol ké‘;bd ?mz; ulega i 1%

et

&ep. up the ”Pakde rehna chodna nahm :stram for an -
dibly long. period. Fed up with the melodrama; one of the car ots:
*.¢.d1sgust “Arre, yeh bhi kot film hm*” hé exc]ai'rﬁ‘s W"" ) .J_(__)"_"cqntmu“é“

[

5., "ork_"he- Wa]ks over to thé 'fV é‘ﬁd plcké up a can of placed oh_

1¢01 he has pxcked up Slowly, he turns and e}feS’fan'b e :
]creen--ls"'shﬂ-;danghng

| s feeding from' an old Fevicol box'.‘fAnd the voice-over. 31mu]taneously
' ”Iagta hai yeh'Fevicol ka kaamal hai... : tootega nahi!”
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The jingles used in the advertisements may themselves be quite effective in .|
creating humour and attracting the attention of the audience. For instance, Close-
Up toothpaste’s jingle, “Kya aap Close-Up karte hain” is quite entertaining. Such

jingles are also quite effective as far as brand recalls are concerned. Irlmfszl
While humour can help the advertisers in getting attention and securing : fron
brand recall, it can also hurt the effectiveness of an ad. This can happen when i How
humour overshadows the product or the brand. For instance, one may remember L app
 the lines, “Wah Sunil babu, naya ghar, nayi car, Badiya Hai”, but one might get a R 8
' little confused as to whether the brand advertised was Asian Paints or Nerolac. & Neg:
? { Yet another problem in using humour in advertisements is that what strikes one | 4 _
" yperson as humourous, another might consider it silly and irritating. Also, the * 3
probability of humour to irritate will increase with repetition. Nonethéless = "
researches have proved that humourous ads have higher recalls. a adv
&, abo
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©S car > In re uc ADVERTISING : PRINCIPLES AN ACTICE
Ov, 1n . ’
Prer to aff()]:e €art, Thgethe cholestero] level, soaks less oil while cooking énd !
“vent ol if One had uses the fear appeal to show that one must switch § -
Seaseg aS to take care of the growing cholesterol level and ] xfcr
)
.: g,

Exhih:
- *- 10.3: Adyert;
T -—-h—,‘ Uses Fear and ni

P A A da e

cWient of Saffola Gold ety}

A B i R e

"
RN

“Dil-mein.

mein kam' tail satike;

Some of the ad messages of toothpastes employ a ; Ib = ;
subtl

present the fear of tooth decay or unhealthy gumspor){)ad }‘j—lreafhfiz;rdatlipeal. They |

the use of a specific brand of toothpaste to get rid of such 'fear; en suggest 4

There are also more subtle fears associated wi -

motivations of the people. These include the fear (‘;rlfgs: %cfl?ii anccli psychological
rejection, Or a Sense of failure to be a good parent or homem 911: s, status or job,
turn, lead to the feeling of shame, guilt and embarrassment Ei: er. Such fears, in
are ads which say that {f you do not use a particular brand of d or instance, there
smell bad and you might lose your friends. The adverti eodorant, you will
CJeaner shows that if you have not disinfected the floo isement of Lizol floor
have protection from germs. When your baby crawls on t§1gvf11t§OL11201’ you don't

I, he might catch

from the germs. Thus, the ad arj
ga

some infection fror
ker if you haven't used Lizol,

good homema
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o fyThlS is ’Che most pOpular form 'addressmg mamly the woman,
r;and _w1fe, and her ‘care- g1vmg persona The. actwe concern for her
J n_d- dear ones glves advertlsmg an opportumty to raJse her anx1et'y leVEIS
gﬁns ert bilitexisterit eriémies 567 Pép sod’*‘nt 1seabout ‘dzshum”dzshum

& aused by food; Dettol'a“dd, Llfebouy isiabout: chrt;«germs that
and. Saffola 1S abou’c "rro'd%{if,s stressful hfe )}n'eg’_"" ;eral that
sBand susceptlble to' "’hfes’rj?le” diséases at an edrly'age.” g
X ,‘Et‘_r_e may not necessarlly be" d'siéas&related Complan 1$ bﬁS'éd 011 3'
‘ ,-1_ concern of 15 m“"ehﬂd crowing. right’ Interestlﬁ lysan 1ety:_
el “thet cas 'E?j?""‘:%r"f:)g";“d"én %ﬁdm Detﬁ 5 oﬁ agl(fﬁle'

5‘!‘!\})1- 'F‘ -t

-‘."

?_“Dmtger' Thls g 1685 frequenﬂ'y'used because of the Indlan cultural-'__
,e._to talk about death and illness openly’ and because marketmg theory
ates that you should sell benefits (positive stories) with: brands rather.
ghhght fears. There is a hypotheﬂs that people tuneé off negative

gl BT R

sand visuals - andare umcceptmg;of dangers Yet, when you want to
oTtia; fear helps to ‘be most drarﬁatlc 1t just forces the viewer to notice
Saffola-did‘it very successftilly i the early.90s with its visual-of a
being wheeled into-an operation theatre with the background soundsf'
mbtilance : siren. However, the fear of re]ec’non for a dark girl has been a
?-Fau and Lovely’ cream and 1t has been con51dered by the souety as

in' bad taste. _ e il
: about demoristrating danger ”hght heartedly - the we,’: ""Anchor_,

’.}",rb

Witches’ have done over ‘the years ‘W’hen the fear is known it

e'it ends being taken up casually

. "t ension: This 1s perhaps the most d1fﬁcult to do in adverhsmg One'
i ;h_@wed a woman leaving; the! gaé stove On and then ¢ t*ured the
P’"éo‘ple ignorant of this, trymg o hght a'fite'in the hods“eiif” rditferent

L. Tension builds as to when the house could explode

.éd from: “Indian advertising uses’ the ‘fear factor WWW. redlff com
: ary, 2008 A
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< rCIPLES AND P“‘\CTlff_—
: ADVCRTISING PRINCIPLES
kt’%@. :

arch st ; lion o occur, fear
”E‘Eds t “tudyeg hd\.u sroved ] for the prefet red rea

Obe . Proved that for I . _ L
Fespons,(bL At the fight leyel If the level of fear in the ad is too low, the emotional
: W a - N “ ) \ar
1 S “ not e fﬁl‘thcoming- Therefore, a selection of the appropriate fear
D MPOrtane gy

uy 3 part;

\ I [ he people
]l\}{ll(i l“'t‘ htr("]g L’nl“lﬂh ll‘] 1‘][']}_‘]]‘[']1 I1“ \.‘l ]\ l" (‘I T ]t i i } ‘
_ . A of fear is too high,
roduct. On the other hand, it the level of tear s too hg
a defe

nsive behaviour, may try Lo avoid the advertisement, |
Accept the th '

reat. They may even take the view that _thc solution
may be inadequate to deal with so great a fear.

ased on fear appeal needs three elements to elicit the
Audience ¢, : he audience. It must convince the

L the depicted thre
2. that 1t will have severe consequences,

3. that the advocated behavioural change will lead to
removal of the threat,

For instance, an ad by C
shows that Cigarette smoki

at is very likely,

ancer Patients Aid Association
Ng may lead to cancer which

One of the ways of making fear or anxiety
ads more effective is to depict as the object of
threat not the person seeing the ad but instead
some family member or friend close to the ad
viewer. An ad for an education policy taken
for a child, or an ad for a floor cleaner to
provide your child with a germ free
environment are appropriate examples here.

It is also said that fear appeal is most effective when source credibility is
high. Thus, the pulse polio campaign, which warns people about the threat of
polio to their kids if they do not get them the dosage in time, uses celebrities like
Amitabh Bachchan and Shahrukh Khan for sending the message across to the
people.

An advertiser may try to induce a particular behavioral change by emphasizing |
either positive or negative appeals, or a c':ombmatmn O,f both. 1)()§ill\*e -
use the strategy of reducing a person’s anxzet.y abou!- buying and using a product,
while negative appeals use the strategy of Increasing a person’s anxiety a\l)t‘wut |
not using a product or service. lt’1 gengral, a positive a‘ppml stresses the I-‘ﬂSlt}vo |
gains to a person from complying with the persuasive message; tlhv m‘?%‘flf.'\‘t‘ =
appeal stresses his loss if he fails to comply. David Ogilvy, the guru “'I‘“h'(‘!'tlﬁln‘q ]

| it is better for advertising to sell hope rather than fear highlight the
i‘a;di'thmf:ﬂlt r than the problem; create amazement rather than shaock.
solution rather tha

Scanned by CamScanner



- repuse of - - -waouagery ;
then it shoulg the Product ang ere with the actual message Of e auvee==r=
be can also cause low brand recall. If this is us€

shift S an inte
hould be towardsgsreﬂsi?lt, tof the product and should not seem vulgar. The
all y

Sex a

Ppeals i
. P are mterpr
? O person, countr
PEerson reacts to them dif

eted differently from time to time, region to region,
Y to country, and society to society. Even the same
ferently at different stages of his life cycle.

Given below is a list of some other advertising appeals used by the marketers.
1. Music Appeal
Music can be used as a type of adve .
value and can help n increasing the persuast
C

a certamn intrinsic

rtising a eal as it has
° 4 ud\-'vrtisement. It

veness of the
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3, Masculine/Feminine Appeal

APPEALS

o also help captioe attintiog o |

4 ' ' A

A _r|!|‘”“| P des INCEE 0

o Nfll' \\I ] .i}'h iy ¢k friciid » W CRslomer reeall

I i i . y L]

4 rﬁ“’h“”‘ A POBIVE emotiong] Hroort hota i

i e Y |. ! W 1 i

ounpaters, rging them 1o 4 nNeet witly i |

andd itB HCTVICeS, A0y connpe

H{‘.ll'l'“)’ APP":\I

T % ¢ E p- ' )

gearcity appeals are based o

purchase of products and are

including sweepstakes, contes

157
The recent ad of
Hses music and Lries to
Remd arpet audience, ie. the

Uh their friends using Airtel

v limited
o4 oo 1 ' I
upplies or limited time period for

often usec :
vl e .
6 aF tl Whlh tlnplny]nr‘ P"Ullmli('lnn] tools

Used in cosmelic

iy il IC or l‘) At e

aims at creating the im{;‘El.l.y‘-lm“lm‘q and also clothing. This type of appeal
‘ pression of the perfect person. The message is that the

product will infuse the perfecti
E il e the perfection or the stated qualities of muscularity or
emininity in you, jualities of muscularity ot

Brand Appeal

gl\;z;\gpt:’\l.lb clln‘ccl‘cd ltw\fnrcls people who are brand conscious and wish to
particular products to make a brand statement.

Snob Appeal

This appeal is directed towards creating feeling of desire or envy for products
that are termed top of the line or that have considerable qualities of luxury,
elegance associated with them.

Adventure Appeal

This appeal is directed towards giving the impression that purchasirig a

product will change the individual’s life radically and fill it with fun,

adventure and action.

Less than Perfect Appeal

Advertisements often try to influence people to make certain purchases by
ointing out their inadequacies Or making them feel less perfect and more

ir present condition. These types of advertising appeals

issatisfied with the : :
5 and health industries.

are used in cosmetic

Romance Appeal .
These advertisements display the attraction between the sexes. The appeal is

ienify that buying certain products will have a positive impact on
sex and improve your romantic or love life. Fragrances,
automobiles and other products use these types of advertising appeals.

Emotional Words]Sensitivity Appeal
These advertisements are used to drive at and influence the sensitivities of

consum ers.

:_' 10. Youth Appeal

Advertisements that reflect youth giving aspects or ingredients of products

use these types of appeals. Cosmetic products in particular make use of these

appeals.
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ADVERTISING - PRINCIPLES AND PRACTICE

their pith and well known personalities often endorse certain products and
IT pitchino . ‘
Pitching can help drive the sales.

;\r‘\j;?r_ﬁsements also use statistics and figures to display aspects of the product
IS popular ity in particular.
Baf'dwagﬂn Appeal
1S type of advertising appeal is meant to signify that since everybody is
OIng something you should be a part of the crowd as well. It appeals towards

e 1 r ke 3 = -
or PORlﬂant}- aspect or coolness aspect of a person using a particular product
Service.

Given below are some essentials of an advertising appeal.

1. It should be interesting enough to hold the audience’s attention.

It must be rightly used in conjunction with the product being advertised.
It must be believable. It should not make extravagant claims.

It must be exclusive or unique. Consumers must be able to distinguish the
advertiser’s message from the competitor’'s message.

5. It must contain truthful information. An ad that tries to deceive results in a
" bad reputation for the advertiser.

W N

|
|
|

I

Advertising appeals can be rational, emotional or moral depending on the )
nature of the product, quality of the product, human needs and motives, the |
message to be conveyed and the advertising objectives to be met. The choice of
appeals in advertising is an art and it requires a creative mind. Advertisers must
try to strike the right link between their product and the appeal to get the desired
behavioural response from the target audience.

[
|
9
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Message Content

Message Structure

. Drawing Conclusions

- Repetition

. One-sided Vs Two-sided Advertisements
. Order of Presentation

Message Format

Message Source

_‘ Saurce Credibility

Source Attractiveness

Conchinding Note

ost vital component in ma<mq.~.._m__=m
the thought, idea, attitude, image
, wishes to convey to the target
ed is critically important n
hould command and draw
f the product, and elicil

the message 1s considered as the m _
communication process. The message 15
or other information that the macmz_vn. |
How an advertising message 15 present
ess. An ideal message S
ossession 0

audience.

determining 1ts effectiven

attention, hold the interest, arouse desire for p

action.
Formulating the messag
. What to say? — Message Content
| How to say it logically? - Message Structure
;. How to say it symbolically? - Message Format
,. Who should say it? - Message Source

e will require solving four probiems:
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ADVERTISING MESSAGE _u.__m_u_,q._n;.m)JT 47 o
_ . TN
ST . % al = b.y -& ./W\U
The effectiveness of a message depends to 4 T W
3 Gl R u.....,.___ P T ] L\ ..—_.—:_;.:. -/v
advertising appeal refers to the approach used by an ... | x

: : g . _::..._.,
attention or interest of consumers and/or influence their :.,__:s:“ e
e b LT

product, service or cause. Through the use of different hinds of appeats, aq. . -
attempts to communicate and influence the purchase and covcumption b,
of existing and potential customers. Some ads may be desi
:Eu_,.m_ to the rational and logical aspect of the consumers’ oo onamaky
and others might try to evoke some desired emotional respiai-e |
are three types of advertising appeals - rational, emotional nd niaial

Rational appeals in a@ message capture audience mtere=t by claiming
product will produce certain advantages. For example, miessages demonstrating
quality, economy, value or performance. Generally incustriil buvers are the ones
who respond the maximum to emotional appeals. They are Liowledgeable about
the product, trained to recognize value and are accountable to others tor the
choices they make. When consumers purchase expensive coods. they have o
tendency to gather much information as they can beforchand tor estimating the
advantages. Rational appeals work well for such consumers.

Emotional appeals in a message attempt to stir up pegative or positin
emotions that will motivate an individual to go in for the purchase ot the produc
Marketers must search for the right emotional selling proposition. The prodact
may have similarities to a competitive product, but its 1nique associations sl i
be promoted. Advertisers may use positive emotional appeai~ Iike humour love,
pride and joy woven into their messages. Advertisers muy also use newain e
appeals like fear, guilt and shame to get people to stop doing things like dinkime
smoking, or taking drugs.

Moral appeals in messages are directed towards the audience s sense of w il
is right or wrong, good, proper, or correct thing to do Moral appeals may be
used tor the purpose of exhorting people to support social cinses and 1ssines 1o
example, eye donation, helping the aged. The topic o Advertising Appedls s
discussed in detail in Chapter 10 of the book.

Besides the message content, the effectiveness ot a message also depends on
its structure. The important aspects of message structure are. Diawing conclusiens
repetition, one-sided versus- two-sided arguments, and the order ot presentation

Ly e T ol

It is important for the advertisers to decide whether the message should
allow the audience to draw their own conclusions about the product /service o
the message should draw a definite conclusion tor the audience
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120 ADVERTISING - PRINCIPLES AND PRACTICE

Some of the early advertising experiments supported stating conclusions for
the audience rather than allowing the audience to reach their own conclusions.
However, such consumers feel that the message which draws a conclusion is an
attempt at forcefully influencing their choice. Also, this may have negative
reactions in the following situations.

a. If the communicator is seen as untrustworthy, the audience members

might resent the attempt to influence them.

b. If the issuc is simple or the audience is intelligent, the audience may be

annoyed at the attempt to explain the obvious.

c. 1f the issue is highly _um_‘mo_.._.p_. the audience might resent the

communicator’s attempt to draw conclusion.

Recent rescarch supports ads asking questions from the viewers and allowing
them to form their own conclusions.

The advertiser should follow the following :..:3@ rule when faced with the
question of whether to draw conclusions for the audience. .
_ Complexity of the issue (more complex issue — draw conclusion)

_ Level of education possessed by the receiver (less educated — draw

conclusion)
_  Whether immediate action required
ow involvement — draw conclusion)

(Urgent action - draw conclusion)

_ Level of involvement (I
t drink like Pepsi (2 low involvement product), when says,

mol:ﬂm:nm.mmom , i :rmno:maamnm
“Yahi hai right choice baby", is obviously drawing 2 conclusion fo

hat this is the soft drink that they should drink-

crevit Bbazati

i i peneficial, for it develops a continuity o
Repeating an ad message 18 often : .
:..._Emmacs w:._ the minds of the target audience, and B%w Emmm.wmm“aﬁ
redisposition to think and act favorably towards .::w products a - E.&
m thing else being equal, a repeated mesSage increases awarene .
mumﬂw_mmmm on the part of the prospect- Audience retention improves wit
repetition, and falls off quickly when repetition 15 abandoned.

25 Vwo-siderd Advertiseme ot

This section discusses whether the advertiser should only praise the _unon:_.a
or should also mention some of its shortcomings. The most common AP :._ﬂ
sales and advertising is a one-sided rpproach irmﬁ Em.m%mngﬁ talks mﬂoun.
the benefits of the product. However, there are situations where two-side
messages which mention the shortcomings of ?m mu.om:nﬂ turn c& to be more
effective as compared fo one-sided messages: Listerine had a two-sided message
which worked well. It said that Listerine tastes bad twice a day. One Canadian

R
trntrhad

s

ADVERTISING MESSAGE DECISIONS 2

Cough Syrup advertised “Relief is just a yuck away”. These are examples of how
an advertiser can intelligently put across a two-sided argument
Some research findings indicate that
i One-sided messages tend to work best with the audiences that are mtiaily
favorablv inclined to the claims made in the ad message Two-sided arguments
Bo well when audiences have an unfavorable opimion about the
communicator’s position
Fwo-sided messages tend 1o be more effective with educated audiences
capable of sound reasoning
Two-sided messages tend to be mare effective with audien s thatare like
to be exposed to counler propaganda
However, it is the single-side communication or one-sided messages that o
commonly used, because it s difficult for the advertiser 1o reiv b
shortcoming and still effectively persuade prospects to buv o

the pradin

Lo . v s sk b

Whether to put the strongest argument first or last i the advertsor -
presentation is equally important. Sometimes this is considered o part of
copywriting strategy. In a one-sided argument, it is advisable to present the
strongest point first, for 1t will result in better attention and intervest. lTias 1=
especially important in newspaper advertising where the audience often does
not attend to the whole message.

In case of a two-sided message, the issue is whether to present positive
argument first or in the end. If the audience is initially oppuesed to the product,

the advertiser might start with the negative argument first and conclude wath the
strongest argument.

vt et s o o When the strongest message arguments are
.?wmm:ﬁmn_ at the end of the message, it is called /.., order. But .:_ww.m: the sl
important message points are presented at the beginning of the message, it -
referred to as i 1o order. The main message points when ;...m.mm_,,?m m the
middle are called ;v ini1.11! order. Figure8.1 shows the climax _”_.n_m.__ ,.:.._:n::, v
order and pyramidal order in the presentation of advertisin, :,ﬁwumu_%.

Based on research findi i 1

h SL_:mm the followin uidelines ¢ iec

’ an O N deddang i
Whomeont g8 S Car ,_._1_.,_ n decidn g 1

5 . _.. .
hen Jm audience is likely to have low involvement i a product categons
an anticimax order tends to be most effective. ’

In case of audi 5 i i i
o M%m:nmw having high level of interest in the product categony
max order tends to be most effective. , o

The least effective order of presentation is believed to |

- be the pyramidal

I
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el s bioks frr ATEA I —vsn.fh.-_—-u.a&:
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| _ Anbclimax Order
‘ Cumax Order _
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2
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F
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Weak
Time Time
e Pyramedal Order
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i /
Weoas
Time

LG tppecrs Prmacy effect oocuns when the information
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mo % Vﬁnnwmm& MMEQ .Ur liked mn.n_ identified with. A source may be considered as high
o ension _.,um credibility (such as noaﬁnﬂm:nm,... but low on another. This

ght also have an impact on the effectiveness of the source in getting the desired
response from the audience.

deja i i
ﬁsm#zﬁ._ww Hﬁmm%ﬁﬂnmo?ma in match fixing charges, Pepsi's ad featuring Jadepa
: 1 advantages and limitations i DT 5 rser
are explained in detail in Chapter 11 of the _von.._w......_&m saing prpms endere
n .t is likely to be the best choice when the product 1 technical of

nsu
consumers need to be reassured that the product is worth buying especially 1

e of high-involvement products. An expert can dispel fears n the andience

cas
frorn not KNOWIng Jnove something

concerning the product whether those fears arise
works, concern about side effects, health-related concerns abou
ut fulfilling a role such as father, mother, house:

e CROSEN and al

Research findings show that expert and

v..m_.mzmm?.m than others who ar¢ considered 1es
message coming from an expert influences beliefs, opinions: attitudes and

behaviour pecause the audience believes that the information coming, from such
a source 15 accurate. For instance, & doctor may ve considered as an expert in

_..,vr.aqs:,,mdn:ﬂm a drug.

trustv-orthy endorsers are more
s wﬂoiﬁammwd._m or trustworthy. A

AT

."J/,u:r....r_::n <

concern abo e, and S0t
Doctors, lawyers, engineers, and other kinds of experts <an
ably less cost than a celebnty. For instance, @ dcctor recommendin

o Indian Dents

consider
ﬁ_.o/.ma oy The

Colgate and announcing that Colgate has been ap
Association puts 1o rest many fears and reinforces the beliei of consumers ¥

RS TV R
expert’s trustworthiness. Tt Colgate toothpaste.
are not only mm,.__oﬁmzm to :

tion of the product, as no

is often the best choice when 1t ean

must also be n05<,_:nmn_ about the
ith the role s

thy iawq,_&:mﬂm say things that
ficant limita

s ppiapiotl gne boote
e strong audience identification W
the target audience and atarbutes

{hat there W illb
s similar to many members of

The consumers

Sften helps if trustwor
also talk about some insigni

the brand but
product can be thought t© be flawless-
. 1
ﬁa:..m:a:mmm often use the following as message sources: ::m:q_.o_,z,..immm are likely to come fhrough- For instance. N
, catisfied customer for its weight-loss programme and, Harpic ao
_ Celebnty Az E : 9 Sr 2
- :,%F.i housewife 10 explain how these products can be helptu: ¢ 2 housewilt

.. Expert In 1980s, t L became a household name when she urged every Ipndian Womar

i AE&Q: satisfied customer o trust only Surf with "ol [uargke fis i

_ Announcer \ Radio advertising uses T spokesperson as the ezsential sOuYEE

.. Company CEO " component. The creativity uses in preparing the 2d copy, the props U=e 3,and the

.wmﬁm_.mon fora ?.Aun.:..—n_w or a service is an announcer s wﬁmﬁmw ability to bring, about @m_.,m...._n..w.?.m impact <at make A rade ad
successful.

The selection © :
::ﬁoﬁm:r but a difficult decision. . |
has the advantage of ﬁ:c:n._é. and mzmsdcn-m%zm powel Companies may sometimes also use t- ot a
! of the audience can instantly | instance, Anil Ambani seen S he ad of Reliance. N
e important message 15 1© e com
, nesticide 1ssue!

odwill | spokesperson when som
belief in the company {for Instance: after the coke Y3

Emmqn:mmm o th th famous celebrity 2

~ognize and identify W1 the o Wl :

«mr m.”m.ma with the nw_m_omﬂw can be nmnmmmﬂma to the Eomcnﬂ. Local .nmﬂmdﬂwmm enhancing the

o t sO d_r__m: u-ﬂ._..-g..?__ﬂ. can O:Gﬂ. be mem& mn loca or or how a h_.u.—._.‘-ﬁm.—....v.. has M.«.ﬂﬁ//.ﬁ over a ﬁmﬂw& Qm ume rﬂﬁm.wwu..—.;..r. Al
apr ! ).

not = - . . ,

its Research shows that the effectiveness Ol an endorser = relatod t
n wnﬁm;,f when the ﬁ.j.:n_?r..m je based

or likability ike 0 many low un o

elebrities are not usuait !
: - ~en the ;
s mmﬁncmf when product being endorsed.
is likely O be u?m,r.oﬁjan \

On the negal
Jowever %
I | onabrand’s awareness and/

e to ust e

advisabl e ot
consumers are looking for an gppers @ .E..m,, ) - tance Sachin Tendulkar - .
Jebrities can 1lso be experts in some situation= For instantt R e Jecisions, celebrity endorser
- S Cald €= z o+ - 5 - hen ‘i 3
r i also an expert 0 selecting SPOTS shoes, an ' may also be very aseful when the consumers aspire fhe lite=ty
endorser. Aishwarya Rai's La'real campaign pecause L mwd A 1S AR
sp mote Tananat &

is not just & cule

on with Adidas- . _
but aré hard to get are likely to be more appropniate &
fusid-rating grovt

5. For instance an expert
nding a mutual fund as compared i & celebrity.

as endorser here. In contrast, experts
endorsing St .mﬂo.asnm. highly involved purchase decision
, i ith the wﬁd.__n. the | more effective in recomme

»_”..mom._m:

Furthermore.

are usually
If some event ha

publicity could P
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Attractiveness of a source refers to similanty, familiarity and likeability.
Similarity is an assumed resemblance between the source and the members of o:.f AN i
the audience. Familiarity means that customers have knowledge of the source i
through exposure. Likeability is the affection developed for the message source
as a result ot physical appearance (for instance, film stars like Katrina Kaif) and .
vm,rn,._s:_..: aspects (for instance, cricketers like Sachin Tendulkar who are a A R R
pride ot the country). e iR R Y

Advertisers otten use ﬁrwﬂnw:v. attractive ﬁmom,_m in their ads to atfract X B ANt
attention. Allractiveness generates positive influence and can lead to favouable AR IV LS . i
evaluations of product as well as ad. The relevance and suitability of the message .

nds on the nature of the product. For instance, a celebrity like
Lux'. However, even | pimes o= f.sisome s, s CORTERTE
(L Bla b e =

source depe

Atshwarya Rai is suitable for endorsing a beauty soap like

an attractive celebrity like Shahrukh Khan might not be suited to endorse a ‘Quit .
Copywriting

Advertising Copy and its Elements

Scanned by CamScanner

Smoking’ campaign.

Celebritics like film stars and cricketers are popular message sources because

of their attractiveness and likeability. The marketers use celebrities to endorse

their products because of many other reasons too. At the same time, celebrity Types of Adverti c
ypes of Advertising Copies

endorsements have their own disadvantages.
Print Copy Principles -

Requirements of an Effective Copy

£k . Radio Copy Principles

IR
' .

W i A2

{ is, advertising can succeed only i Television Copy Principles

The purpose of advertising is to T :
: : pes of Television C erCi
a message in a certain o on Lnmmercidls

N ; -
No matter how big the advertising budge
tion and communicate well

the ads gam atten

get the consumers 10 think about or react to the product or _

way. The crealive concept guides the choice of specific appeals, advertising copy, + Jingles
used in an advertising campaign. llustrating

nessage source to be
long with ad repetition and
in target customer’s attentio

illustrations, layout and 1
All these message elements a
arguments work together to ga

across to him.

order of presentation of .
Lay _ .
n and to get the message ,! Ayl |

Concluding Note
Sy

dvertising is an art and hence, it is creative. Creative advertising need

be imaginative, intelligent, sharp, to\the point and extremely cais
Creativity should focus the attention of the peopte on the product. The

message and appeal made should be able toymake positive mmpact on e
ne o des

wnsumers. Creative strategy is used in conceiving, wrtiig
producing advertising messages.

DRy QUESTIONS FOR-GISCUBSION — “
n advertiser has to take?
conclusions

message decisions that a
d as far as drawing
t audience is concerned?

ghing at

What are the vari
What precautions sh n,
(about the product adv
Distinguish between one-si

Discuss the meanings of climaxprde

in context of the order of presen ,W:E of ar :
e source influen

be kept in min
) for the targe
and two-sided messages: |

¢ anticlimax order and wﬁpﬂﬁm_ order Copywrting, Hustiating g bacdutane bk
_ uments in an advertisement- the Cleatie slage o adverlising developusent
m of putting words to paper, particularly those contained in

- el
nce!
ce the target audie . : ,
& et (the main arguments and appeals used), headlnes :
writer who develops the sce pario or 0

main body

1 .rr,_._.__,,..._..ﬁ.f., =

How do various qualities ofa Bmmmm,m broad
_ roadcast, the copywriter is a script
ain with exam les. ) ; 7 P ) P : o L L
Expl f nnm_onmm_. will you use fo- the following ﬁnomsﬂm. be used in radio or television medium. Writing a jingle, tnat s B
What type of an (b) Toothpaste Music may also be involved. 1t tie 1S usually the work of an arlist i s
127

g MM ”uﬁnwﬂhuﬂoi e () Health Drinks




