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PREFACE

Public Relations as a profession has made rapid progress during
the past two decades. The major public sector and private organisations
today have recognised the importance of Public Relations, thereby crea-
ting new job opportunities for young men and women. Maoreover,
Public Relations as a management function is fast gaining recognition
in our country. Further, there is a wide scope for Public Relations
Consultancy Service. The number of new openings advertised in the
mass-media makes one optimistic ahout the growth of the profession.
The next decade with its over a!t progress in -agriculture, industry,
commarce and greater awareness among the masses owing to increased
exposure to mass media will call for greater two-way comminication
and Public Relations than havs hitherto beef\needed.

" The social responsibility of a_Publicy tations practitioner is
greater in a developing countsy like ffurs\ghan the developed countries.
The professionzls will have a cruclgl tgle to play in the near future,

whether it is that of fightin yainst  untouchability, pollution, or.
campaigning for afforestation, %ﬁmily, or for bringing in Computer

technology.

The Post-Gradpqte lom3 Course in Public Relations offered
by the Andhra P:a pen Univarsity aims at training persons as
Public Relations pro nals.  Tha course covers all aspzcts of Public

Relations keeping in view our s2cial, political, cultural and economic
imperatives. Itiniradd233 th2 stu1>1:3 o the basic prinsinles and practice
of Public Relations.

The Course consists of the following five papers :

1. Principles of Communication and Public Relations.
Public Relations Media.

Public Relations Management.

Editing and Production of Carparate Publications, and

SIS

Advertising.

In the papar, Advartising, thz studsntis introducad to the wvarious
aspects of Advertising. Advartising, other Communication methods,
Advertising in India, basic elemzanis of Advartising, Advertising Meadia,
Media Pianning, Advertising agencies’ organisation and functioning,
gvaluation of Advertising campaigns, soms case studies are covered.




Advertising is a creative field. lts future depends on the develop-
ment and progress of a free society. Rural Advertising is yet to come to
india in a big way. With the advent of T.V. Commercials, advertising in
our country is unpdergeing changes to meet the new demands. The T.V.
has also opened up the rural peocpleto Advertising. One interestin
aspect is that many of the sponsored programmes over TV are of & very
high quality thus forcing Doordarshan to improve iis own programmes.

In this text, Advertising definition, Role of Advertising in Public
Relations and. Advertising support to Public Relations, Advertising and
other communication methods like Personal Selling, Publicity, etc are
discussed. - . |

. _ !

This text deals with the topics included in the syllabus for the
Post-Graduate - Diploma Course in Pubiic Relations offered by the
Andhra Pradesh Open University. The syllabus, for the sake of con—!
venience, is divided - into units, each of which comprises of a number of
lessons. Each unit generally covers a specific aéga of the subject. The
lessons are prepared by specialists in accorda@h a format intended
1o enable the student {o read and understand without much diffi-
culty. Fach lesson begins with a state @ its objective foilowed by
synopsis and has atits end assignment pied &t testing the siudent’s

eomprehension of the subject mattY‘ !
The University hopes this¥material would help the student to
get acquainted with the bas iples ef Advertising. ' %
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urit- 1 introduction to Advertising

umit introduction

The student is introduced to the fascinating world
of Advertising in this unit. Some definitions of Adverti-
sing, then Adveriising, Publicity, Sales Promoticn, and
Public Relations are explained and compared. The role
of Advertising in Fublic Belations and Advertising
support to  publicity are  expiained, iIn the last lesson
differant types of Advertising like Industrial, Finencial,
Corporate, etc are discussed. This u%s an everview
of Advertising, its importance, its ro d place amonyg
other communication metho@e Public Relations,
Safes Promotion, Pubiicity eic.

The next unit deals Mth the Role of Advertising
in Marketing. .




Lesson 1: WHAT IS ADVERTISING ? |

Objactive
To define Advertising and explain the principles of Advertising
as a method of communication. To discuss the aims and  objectives of

Advertising how Advertising works, the climate advertising needs Fo
function effectively, the criticisms advanced against Advertising arlnd
finatly, the reasons why Advertising is considered an essential part of

marketing. _
Synopsis |
1) Definition of Advertising.
2) Objectives of Advertising.
3) How does Advertising work ?
4) Benefits of Advertising. i
5y Criticisms against Advertising. 0 ‘

6) Why Advertising ?

1. ADVEn‘u?lG DEFINED ‘
Advertising is one o fo®r important clements of marketing,

the others being Pricz, P nd Place (Distribution network). It
is the mass communiga§ion information intended to persuade people
to buy goods znd s or to accent new ideas or practices.

The most appropriate and accepted definition of Advertising |is
the one given by the American Marketing Assaciation, which states that,

'Advertising is any paid form of non- -personal presentation alhd
promotion of ideas, goods and services by an identified sponsor’ i

If yvou analyse this deflnitnon it will help vou 1o understand clearly
not only what advertising means but also how it differs from other
methods of communication.

The points arising out of the definition given above are:
a) Advertising is a paid form of communication.

b) Advertising is non-personal communication. |

€) Advertising not only presents ideas, goods, and services, But
also promotes them.




c.

Paid form of communization

An advertising messag > ts delivered through a vehicle of communi-
cation—it is published in a newspaper or a magazine, broadcast by
tha Radic or shown on television or in the ¢inema. Al these media—
the vehicies of communication—charge a fes for carrying the message
{the advartisement}. The fee is sither for the space cr the time taken
by an advertisament. Thus Advertising fs & paid form of communi-
cation unlike "Pablicity’ wiich is ohizined free of cost from the media
such as the coverage of a press conference, press iours, etc,

Mon-peracnal communication

The advertizing message is not deliverad from one persan to anothar.
Advartising 1s ‘'mass communication’, witich means that the audience
for advertusing is unidentifiable specifically, though the target
audience is defined in general terms.  in other words, while ths
manufaciurer undsrstands or identifies the farget audiancz gs a
whole, it is difficaii for him 2 reach them and address them directiy.
Hence advartising is non-personal in chara

p-perscnal commuynicallons

Pres'sms ideas, ods and sarvices and promdtes tham

Advertising. of course, makes p2opls come to know of the existence
of a product, the improvement in a produci, 1t educates people on
new usages of a product, or informs them of various services such
as insurance and saving hiabits that are available, or advises them of
the need for afforestation, eto.  Bui more imporiantly, it promotes
ideas. sarvices and practices, such as family planning, health care,
national integration, improved methods of agriculture, etc. [In other
words. it tries to persuada peoples to accept néw  ideas, and adopt and

act upon them.

Advartising should have an identified sponser

Other important aspect of advertising is the fsct that the source of the
message is either disclosed or identifiable. |n most cases, the adver-
tising message carrigs the address of the adveriiser or trade or any
other sponsor who can be contacted. This is dene not only to give
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credibility 16 the massags but also to huild an image for the sponser
over o peiied of time,  fven the brand name ean fead you fo the
source af information, |

Though there may e accas:ions when the source is not meniioned
in an advertisement, the advertiser can be traced either through the
Medium that carries the advertisement or through other sources such
as the Distributors/Adveriising Agencies etc.  Mon-mention ef
source is often associated with propaganda.

2. BBJZCTIVES OF ADVERTISING
The abjectives of Advertising are te, ‘
— Create gwareness |
— Create interest
— Create desire ‘

— Motivate acticn

‘Brand awarenass’ and "brand preferg
of "brand purchass'—which iz aiso the

ce te the ultimate goal
markating.

Though brand sales is the
to the circumstances. Fera  new |
new markat or to get a certgif
market i the first year.
a larger share of the mgg

],

its” significance varies accordin!g
ct the goal may be 1o create ‘a
ntage of the share of an existing
{lowing vear the goal may be to get
ugh new customsars. In the third vyear,
the goal may be 1o 1 > the mavket share by a definite percentage
by expanding the uss ensity, frequency of new uses) by existing
consumers. This will require a different advertising approach.

In the eariy stages of marketing by new product innovations, the
manufacturer may have to aim at creating a primary demand, apart fro%n
building brand awareness. Only after the primary demand has bean
established and the concent of preduct innovations accepted as refier‘ied
by demand for the product, can the seller moave into Bbrand p:omot:mp
The process is the same as that which we find in introducing new ideds
and practices, awareness, liking, preferences and then, adoption.

|

Advertising obfectives for each product will depend on the marketfn!g

ohbjectives and sales goals. '

3. HOW DDES ADVERTIBING WORK ?

Advertising is a form ef communication. A message which is
being communicated can be read (through the prini medium), seen
{thiough visual media) er hzard {through audio msdia like the radio;}.
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The advertising messag? is encaNesd Dy the sender (advertiser) who uses
a vehicle {(or madium) for the transmission of the message. The message
is then regeived by the audience and the reeeiver decodss the message.

Rerowivor

Wemary

T

Freapocae
P sii

i

Il

'

|
L

'

|

Fofbhm

Advertising communication, with Avgeness, Preference and
Purchase as objectives, can be divided intoge fOflowing four stages of

operatien.
a) Awaveness : Advertisiy as the prospects aware of the
' existence of a brand famitiarises them with the brand or
product, thus making 8 and/product well known. This is
the first step of iRrig communication.
’ B Comprehensi : it then makes the audience understand

what th ict is and what it does.

¢} Convietien’: Advsitising then creates a favourable mental
disposition towards buying the product.

d) Aetion: |t makes the prospact, who has bsen successfuily
taken throtgh the pravious three stages, to the act of aciually
buying the product.

While in general, these stages may ook simple, it rmust be remem-
bered that the entive targer audicnce may nol go through all these stages
of action. Out of a large percentage of audience some may not have
hzard ar noticed the message carefully, while only a dwindling percen-

- tege of those who noticed or heard the massage may have comprehendead
it, ar got convinced of the product and ultimately went through the act
of buying the product. The dropouts therefore, can be in large numbers
at every one of the stages mentionad abaove.

. Buvying a product or adopting a practice or idea is what person does
o satisfy a need. The product or the practice or idea promises io fuifil
some of the desires and aspirations of the person, and the promise carries
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such conviction that the person decides to respond positively. The
advertisement works hecause the appeal in the advertising message is
perceived by the targei audience as addressed to them in terms of their
individual needs and in acting on the basis of the message they would
get fulfilment of their desire, and the satisfaction of their need. This
becomes possible because the message is designad to suit the needs of the
pecple according to their sacia-economic characteristics such as sex, age,
income, education, plofession, efe. People who have commaon social-
economic and other characterisiics usually have the seme kind of needs
and desirés and respond to avpeals mostly in idsntica wa'ys. This
is how advariising works, . '

" The ciimate Advertiaing needs

Adveritising does weall in some circumsiances but pootly in others.
Some of the conditions that sre necessary for saiisfactory functioning
of advertising ara :

Company

Sheuld be sound - particulariy ic‘r of policies and personnel.
Managemeant of such companies is aWewfenlightened, infermed and
sympathetic 10 advertising's objec snd has confidence in advertising.
Product

remants of a product 1o be advertised are that
basic utility, that it provides satisfaction of
rice reflecis its quantity and quality and its

The unpertant r
it possasses YALUE
some consumer need, iis
packaging is tight and attractive.

Markhot

Some markets are more favouiable 10 & product than others. [t
there are masses of prospects and customers, mass communication is
clearly needed for reasons of speed and economy. The more responsive
the market is to advertising and the greater the potential sales volume,
the greater opportunity there is for prefitable advertising.

Promotion Programme

If a manufactusers’ advertising is to be productive his entire
promotion programme must be constructed intaliigently gn‘_d executed
effectively. Activities of ihe Sales, Marketing and Advertising depart-
ments should he effectively coordinated in order to achieve a thorough,

wal} balanced advertising campaign.
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10.

4. BENEFITS OF ADVERTISING

Advertislng helps both consumers and the society in many ways.
Consumers are kzpt lnformﬂd of mprovemants in existing products

through advertwng

Through advertising, manufacturers come to know of the source
of supply of raw material, equipment etc.

Advertising keeps competl'tion"on its toes, resulting in quality
improvement in all brands. :

To a cartain extent, advertising also helps in reducing the cost of
distributors, since it helps avoid personal selling.

Advertising adds value to the prodycts. A constantly and

" properly exposed brand has a better 4Qag

Advertising makes mass distrib possible, thus making market-
ing efforts keep paceé with ma @ uction.

rers, to a certain extent to down the cost per unit. of the

Mass production and mas?;umption enables the manufactu-
product and thus reg its ®ale price.

Advertising speeds Sp the introduction of new products. 14
quickens the ance of the néw brand/products. '

Advertising safgffards the position of established brands. Since
the market is constantly changing with. new products and new

versions of old products, advertising constantly reminds consumers
of the benefits of the existing brand.

Advertising also helps in communicating to the masses various
social welfare programmes such as family planning, energy-saving,
afforestation, etc. '




11.

In the case of agricultural input preducts, advertising has becn
bringing about a change in the attitude of the farmers. They have
adopted the newer agricultural technologies, after getting educated
through the advertising programmes of manufacturers of fert]
lisers, pesticides ana the agricuitural  implemenis. Hence!a
Advertising helps in introducing nawer methods of improving
agriculture,

5. CRITICISHES aemm@w ERTISIHG

itis also necessary for ugato untersiand the argumenis against
Adveitising : . '

1.

%

Some advertisements %e, deceptive and misieading. Some!!
advertisements co | inf&rmation, and cover up the limitations ot

the product adve%

Because of its conflicting claims, advertising confuses and bewiiders.
The argument here is, for example, how can all brands of soap be
the ‘best’ ?

Advertising prevails upon the cons.umars to buy (a) what they do not
need (b) should not have, and (c) cannot afford.




o incems of
revenues which contribuia to the survival of objecvonshle madia,
b Adveriising incrzases the gost of marketing and may  rasult in an in-

creass in prices for the conswmer,

6. Advers

noyms, and encouragss ifjuricus scoial practices,

g promotass undesitabla githiudes, unhealthy values and

6. WHY ADVERTISIHG?

Advertising disseminates informstion about the product, the persons
producing and selling t, the uses it can be pu? ta, amd the price at which it
iz avaifalbilz. a |

In & rapidly develaping country dike india - adverilsing nas proved
to be an important medium 6t communication 1 ibhoulcata soeially birie-
ficiai hehaviour dowiy abolition, conserva-
tion of ens Forastation. )t has oroved to
about proiection 6f crogs.,
on ik pressure conkers,
lzohes and colds,

The argument thal adveriising incresses costs is alse nof correct,
Since advertising is ong of ihe essential means ot premoeting new pro-
ducts and entering new marksts, i challenges the market power of existing
brands and producers.  This sometimes results inlawer costs, and fow er
market power which leads to Jower prices. In the absence of adeguate know-
fedge of producis and bronds, consumets will not be in & nosition o get
detailed informaiion eboui the whoie range of products avaiiable to them,
and of the many atizibutes each pioduct has.  As a result, the consumer
may end up paying a higher price not Kinowing that anoiher brand in the
same product figld is sold at & cheaper price elsewheres of thai an im-
proved version of the product is available in the market.

Advertising fights monogolies. Examples such as that of Nirma
Washing Powdsr show thst adveriising creates 8 healthy compaetitian ta
established brands.




Advertising alse helps maintain the guality of products since it £|s
mass communication. The message has been sent in a print or in Audio
or Video Cassettes gnd ife product has to live upto its claims in the adver-

tisement. Thus it makes an insurance of gquality 1o the consumer. |

It is to be noted that the function of advertising is to help in gei‘t!r-

ing a trial purchase and the repeal purchase will entirely depend on the
product quality and performance. if repeat purchase is not ensured, pro-
duction will stop and the product will die in the market.

Author of the Lesson: Mr. R. '_Naalamoghasmr
|
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Suggested Reading

1. FEoundations of Advertising: Theory ana Practice by S. &, Chunawalla
and K. C. Sethia (Himataya Publishing House, Bembay 1985}.

2. Advertising made Simple by Frank Jefking {(Rupa Publications).

3. Adwvartising in India by Mukherjes Jiban.

4. Mass Communication in india by Keval J, Kumar {Jaico Publishers).

B, Advertising : lis role in marketing by Waison Dunn {Helt Sasunders
lnternational Editions).

6. David Ogilvy en Advertising by David Ogilvy (Pan books).

7. Mass Communication and Journalism in india by D. 8. Meita
(Aliied Publishers).

Assignmanis

1 Answer ihe following in about 30 lines each,

1. Define Advertising and explain igimp¥tance.

2. What are the objectives g wariising 7 What conditions are
needed for it to function?

3. What are the benefits o?‘ertising ? _
4. What is the critic/#M agabnst advertising 7 Do you agiee with it?

il Answer the following iszbou’{ 10 iines each,

1. What are our stages of opsration in an advertisement
message ?

2. Whatis the importance of advertising? Does it bensfit the
ConsumerfAdvertiser ?
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Lezson 1 2 ADVERTIZING AMD QOTHER
COMMUK CATION METHODS
Cbhjective

This lzsson explains the differance hatween advertising and othey
communication methods scch as Persona! Selling, Sales Promotion.
Publeiiy, and Public Relations.

Syaopsuiy
1, Advertising and Parsonal Selling
2. Advertising and Sai.r.—ts.Prcmotion
3. Advertising and Publicity

4. Advertising and Public Relations

N

& mathod of nersonal saliing

Summary

>

1. ADVESTIZ MG ANMD OMAL SELLIRG

Sometimes one may have 1oar

1o the piomotion of the safe of a p!

Personal selling is th @: by which a patential buyer is narsuadaed

to buy things or ‘goeded ini®puying a thing by the salesman. Personal

mponent to markeling sirategy as against that
4Ie8

Selling provides the " ps
of "pull’ provided by adv

The salesman meets the prospeciive consumsy parganally, explaing
the quality benefit of the product which is offered and iries fo effect a
sale. Thisis Parsonal Szlliag.

The pesic cbjectives of Advertising and Personal Selling are the
sama, t. 6., to pramete ihe demand and sale of a nroduct. That is wiy
Adveriising s sometimaos referred to as ‘Salesmansiio i print’.

g !

The role of Advertising in the promotion of the sale of a product is
as follows :
4 First, an awareness of the product is cyeatad,
2. Secondly, the piaspeciive buyet is made 0 evince inievest in tha
product.
3. Thirdly, desive to possess the product s kindled in him.

A. Fourthiy, he is persuaded io buy the produsct.

12




The steps involved i perconal selting sre alse similar to these of
Advertising. o

- Reach all those who ate directly -or indirectly involved in
purchase decision.

— Arouse interest in the product,
— Create prsference for the brand or company.
— Segure the order in spite of competition.

—  Keep the prospoct ‘sold” on the productf{company.

Advertising differs from Parsonal Selling in purpose since Advertis-
ing is intepded to communicate i3 massage 10 an unidentifiable audience
thyough mass media whereas pevsonal salling is possible only if the sales-
man has fdentified his prospective consumer with whom he can commu-
nicate directly.

However, Advertising helps salesman ig their salesmanship. It is
easier for the salesman 1o make the prospecg recegtive to him i the pros-
pect is aware of the manufacturer or the produ ugh advertising. Adver-
tising, thus, helps personal selling, | £ introducing the product to
the prospect prior to the visit by the ¢ an.

o, -Personal Selling method is used
JoMs to the trade (retailers). Here again
mosphere of raceptiveness for the sales-
o1, dealers or retailers.

advertising heips by craati
man when he visits thagistr

tn a situstion wine a product is highly technical in nature, which
needs dizcussion with the prospect in order to convince him, personal
seliing takes the len The example could be that of selling a computer,
I such cazes adveriising may oniy creale awarsness of the product and
its feaiures znd the salesman has the job convinsing the prospect why
hiz product is batter than his competitionr's,

Advertising helps personal selling maostly in the case of branded

products.  Consider the case of intermediary products like flavours, ess-
ences, chemicals, etc. Thase products are generally unbranded. In such
cases, the role of the salesman assumes greater importance than in other
cases. In the cases of products like an intermediate chemical, atdvertis-
ing has onty the role of ‘informing’ the prospects, since most of these
intermediary producis sannot claira any superiority over the others in the
same product category. rlere, the Salesman may have 1o piombie the
sale by highlighting othey factors such as dellvery schedules, packaging

differential, price, etc.




When it comes 10 the promotien of pharmaceutical products per-
sonal selling becomes move imporiant than advertising. In these cases
only OTC preducts such as Anaigics can be advertised.  [n ihe cass of
ethical preparations, however, persoral selling ie most linportant.  Anarg
from the fact that ethical preparations ‘cannot be advertised, the farget
audience is indentifiable, i. e., chemisis and doctors, wihich makes per-
sohal seiling easier. '

2. ADVERTISING AND SALES BPROMOTIOR

Sales Promotion combines both FPersonal Selling and Promotion
through Advertising. While Advertising draws the consumer closer (o
the produci, Safes Promoticn possesses the characterisiics of both Personal
Selling and Advertising. 1t is supplemeniary 1o Personal Seliing and
Advertising. .

Sales Promoiicn methods such as discounts, contents, incentives,
eic are used to boost up the sale of a product at regular intervals using
different strategies. There are several examples of sales promotional
efforts which have been made by populiar bicnds of soft drinks as weli
as consumer durable products, ete.  /n mosg of ese cases, Advertising
supports sales promotion By informing e consy s of the Sales Promo-

tionaf Schemes and other details. O
Why Sales Promotion ?

a) i can help generat@fxlla sales ;

by Itcan be @ he face of intense competition ;

¢} When i comBany is & capital intensive one ;.

dy When mpany sells through powerful middlemen ;
&) When there is a perceivable risk in purchase;

1) When there is a2 large number of marginal customers : and

h} When the goods are standardised.

Sales Promotion, howsaver is s short term effort as an incentive
to the trade or 1o the consumer to induce the purchase of the brand.
The benefits of Sales Promotional msathods have been appreicated by
many manufacturers in this country and are increasingly being used.

Consumer oriented sales promotional methods aim at
a) inducing the consumers to try a new product; or
b) to increase the sale of established products,

Sales Promotion through the tradeis done by offering higher trada
discounis for h_igher off-take during the specific period, display contests,
etc. ' '
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3. ADVERTISING AWD PUBLICITY

Many pecple use the expressions Advertising and Publieity, ai-
most synonymously, which is not eorrect.  Advertising is a pald form of
communication, whereas Publicity is oblained tree of cost from Media.

'n the case of Advertising, the message is controlled and regulated
by the advertiser whereas the message through Publicity can altered by
the Media in conformity with their editorial policies. Anysales oriented
messages are not generally accapted by the media for Publicity.

Mewspaper pubticity is genarally obiained by corporations en such
occasions as inauguration of a factory, visit of ViPs to their plants, press
conferences, etc.

Annual General meetings and issue of new shares also are used for
obtaining publicity. At times specia! articles are got published in maga-
zines. Similarly, Radio is used for projeciing a company through one
of the regular features rather than through paid spots. The TV is aiso
used for projecting a company specially public$gctor units, through films
on thelr activities and so on.

4, ADVERTISIRG AMLIC RELATIONS

Pubiic Retations is one of munication methods of an orga_ni--_
sation and inaway it isgaparfof the promotional mix—others being
Advertising., Sales Prod ersonal Seiling. However, while the
other three are basicall
services, Public Ral,
include promotions o @ icts ar services. The goat of Public Relations
is to obtain a larger 'share of the mind’ of the public while the goal of
marketing {through Advertising, Personal Selling and Sales Promotion)
is to increase the seller’s share of the market.

The audience for public relations is not just limited to prospective

‘buyers’ of the company’s products, or services but would ins;'lude its
employees, shareholders, trade, suppliers, etc, Public Relations is t.here-
fore the reflection of the sum-total of the company’s activities, aiming at
at building up a corporate image for the company.

PR Cominunication objectives are also achieved through adve_:rtls-
ing. For example, a corporate group may like to educate the public of
the number of the companies under that group or numper of products
they market under ditferent brand names. Here, their audm_nge becomeg
universe {general public). For this, they woulid use Advertising through

different madia. apou
15 : )
LIBRARY




You will be studying at length on the media and maothods used in
pubiic relations in this course. 1tis, thersfors, gnough to staxy at this

point that advertising is a "paid form' of communication whareas FPublic.
Relations communication can be sither paid for or obtained free of cost i

tha form of publicity.

One clear dist “ICUO!; batween Public nmlaho'm ang Advertis i is
that internal communication is almost always achieved only through
Public Relations, while Advertising i used for extarnal commuanication.

5. SUMMARV
Commumcatsun methoda all interiinked

You must have noticed that in some way or other all thess cemmu-
nication methods, nameiy, Advertising, Personal Selling, Sales Promo-
tion, PubllClty arsd Public. ‘{e%_ataons are inter-linkad.

fE iz, aerefon escenml that mere is utmost co- om’maﬂon amaong
these disciplines: :

Author of the Less

i6 -
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Assignments

1. Answer the following in 30 lines each.

1.

4.

Discuss the factors common to Advertising and Personal -
Selling. How do they differ?

What is Sales Promotion ? It is supplementary to
Advertising and Personat Selling”, explain.

How does Publicity differ from Advertising? What are its
chief characteristics? .

How does Advertising help Public Relations ?

" 1. Answer the foliowing in 10 lines each.

1.

2
3.
4
5

Personal Selling
Sales Promotion
Publicity

Public Relations

Differentiate between Abtisi and Public Relations.

o

o
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‘Lesaon-3 ROLE OF ADVERTISING IN
PUBLIC RELATIONS

Objactive

To explain the methods of Advertising Communication used by
Public Relations Persons in achieving the objectives.

Synopsis
1. Role of Advertising in Public Relations

2. Corporate Advertising ' :

1. ROLE OF ADVERTISING IN PUBLIC RELATIONS

Public Relations obwrtwes have to be achieved by employing
several methods and media. !

I

Public Relatians should keep its audien? nformed continuously
fo create favourable opinian about the offanfMgtion. As pointed out earlier,
the audience for public relations includg irt frem the internal public,
a corporation’s external publicsgaJhe exiernal audicnce consists qf
present and prospective customers ers and shareholders in the (;as:e
of manufacturing comnany. e nop—manufacturing corporations such
as Fiectricity Authorities, ort Corporations etc., will have the
entire citizenship as itggudichge ior PR Communication, 3 educate them
on their activities an rmance or to clear any misunderstanding on
an issue.  Pubfic Relat communication, thus has often to reach a large
number of unidentffiable audience through the means of Advertising.

A puilicity item abtained through the media may not sometimes
be adeguate owing io the limitations of space or the attitude of thife
media. Even when an organisation gets enough space in nhswspapers,
the publicity received may not exactiy highlight the points which thp
organisation would like to get projected. The adoption of Advertising
techniques will reinforce the PR efforts in achieving dissemination of
information in the manner reqguired. |

. v . . |
Even in the case of government communications, which are a

matter of pubiic relations, advertising is used increasingly for informing the
public. For example, many State Governments use advertising commu-
nicaiion methods o periodically advise the public about the various wal-
fare schemes launched during a particular period as a part of their public
educational programrie. Paid supplements ave brought out in dailies and
periodicals by many private corporations which avail  themselves of the
opportunities afforded by spacial occasions to publicize their activities.
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2. COHPOHATE ADVEHTISING

Large mdustrlal houses have been doing mass medla PR advertising
for a number of yedrs by educating the public on one subject or the other
af general interest -- the saints, the temples, the rivers of India which
have been well received by the Public. Though the advertising of this
nature does not directly promote the products or activities of an argani-
sation they contribute to the building up of a favourab!e image through
association of ideas and services.

PR Communication throtigh advertising is often used for promoting
the shares of a company or to obtain fixed deposits from the public. In
these cases, apart from the press, the other media such as hoardings are
glso used. In fact, such financial advertising has been most commion gui-
ing the last ten years. As stated above, there are many more instances
where advestising has heiped achieve PR objectives of a Corporation or a
company.’ : '

some districts or some
m in developing  their
ir PR objectives. The

Many fertiliser 'companiés adopt eith
vill ages for educating the people and assist
arga. This is a public relations effort relate

achievements and their contributions to deve/opment of such areas are
then advertised through mass media to @ oy the image of the company

and highten its importance.

'u'pz themselves the resporsibility to

r such ‘other social aspects in public
ions exercise carried out through advertis-
ing methods, Here @ advertising is used because of capacity to
reach an unidentifiabl§gdience on @ mass scale. Certain corporations
and municipalities have used advertising to achieve their public relations

Such companies t
educate the public on
interest. This is a public re

-objectives. For example, the Corporation of Madras has used mass

media to educate the public on the up-keep of their lanes, streets and
roads. Hyderabad Muncipal Corporation has similarly used mass media

- to educate the public on protegtion from sireet-dogs and advising them

of the need for anti-rabies injections to their pets,. Keep the City Clean
campaigns always make use of advertising.

Public Relations advertising is known by different names—insti.
tutional advertising, identity advertising, public interest advertising, image
advertising, strategic advertising, Corporate advertising efc. Financial
advertising alse sometimes serves PR objectives. The most widely
acceptable nomenclature today is Corporate Advertising.

There - is another form of Advertising which is called ‘lssue
Advertising”. Till recently, there has been little differentiation between
Corporate Advertising and lssue Advertising which is not strictly about
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the Corporation but the public issues of importance which the corpo!-
ration confronts. The issue advertising itself has a variety of labeis:
*Cause and issue advertising’; 'View point advertising”; Advocacy Adver-
tising’ (for the issue); Adversary advertising (against the issue}); Publlb
interest advertising. '

Yet another label is 'Public service advertising” which refers to
that kind of advertising, either government or association sponsored,
which promotes causes and activitiss generally accepied as desirable.

In short, advertising which meets one or more of the foilowing
is called ‘Corporate Advertising’.

1. To educate, inform or impress the public with the companyls
policies; functions, ideals, etc.

2. To build wup favourable opinion about the company by
highlighting its scientific know-how, technolegical supen
ority, contribution to the country, etc.

3. To build up the investment qualMjes of the company's
securities.

4. To sell the company as a goce to work.
Author of %son : -Mr. R. Neelamegham

Assignments @

I. Answer the following in 30 lines each:

1. Do you think that Advertising has an important role to play
in Public Relations ? Discuss how it helps public relationsi.

2. What do you understand by "Corporate Advertising’?
Do you think it is necessary ? |
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Lesson 4: TYPES OF ADVERTISING

Objactive

tn this tesson various types of advertising with different objectives .
are discussed. This will help the students to ynderstand the variations in

“contents and methodology that take place betwaen ons type and other
_of Advertising :

S8ynopaia

Consumer Product Advertising

Industrial Product Advertising

Government Advertising 0
Financial Advertising :

Service Advertising - O
Hetéil Advertising ?‘

Corporate/Institu vertising, and

0 N o= O e =

Pubtic Servi vertfsing.

As discussed earlier, the basic functions of advertising are to create
awareness, interest, desire and motivate action (AIDA). However, certain
changes in approach will be required in each type of Advertising depend-
ing on the marketing and communication objectives or the products/

- services advertised. Let us look at how and why the change in approach
is needed in respect of various types of Advertising.

We can broadly categorise the types of Advertising as :

1. Consumer products advertising 2. Industrial products advertising
3. Government advertising 4. Fipancial advertising

5. Service advertising 6 Retail advertising

7. Corporate or Institutional advertising, ans

8. Public Service advertising
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1. CONSUMER PRODUCT ADVERTISING !

There are innumerable number of products advertised every day
using all possible mass media. There are two categories of consume|r
products viz. Consumer durables and Consumer Non-durables.

Consumer durable products are those that are long lasting (useablo
for a long period of time) such as Refrigerators, Washing Machines, Fanv
and other electrical fittings, mixies, television, radio etc. These are
generally products of high value and are added to the family depending
on the inceme levei and the need.  In the case of consumer dutable
products, brand loyalties are low due to very litile repeat purchase
chances. : -

|

The manufacturer of such products has to take into account the
profile of his prospective customets in terms of levels of income, need
for the product. location of the audience etc. Since many of thn
consumer durable products require seivicing or replacement of pavts at
one time or the other the manufacturer may have to assure facilities te
meet such needs. These products aie not boudRt frequently “and hence
a certain minimum guarantee period for p ce may have 1o be
assured to the prospecis.

The prospective buyers of these s@ ts do not make on-the-spat

decision to buy the product, !gaye alone a pariicular brand. The\_}'
think about buying the product fo% {ime and pian the purchase.

Advertising of thes odticts are generally less dramatic'an(!i
more convincing. Progwct fe@ures are given in detail, quality high-
lighted and metivat rospect to ask for more details, in soms
cases through obtaining fiets, etc.

Consumer non—durablas are products of every day use by the
households which are generally used by a large number of people
Examples are tooth pasies, toilet soaps, washing powders/soaps, and
so on. These products are bought at frequent intervals. ’

In the case of many consumer non—durable products bram!f
foyalties are very high and hence continuous advertising becomes ver
important. Advertising for such products take. ‘persuasive’ approach.
The objectives of such advertising is net only to get new customer‘,
but also to retain the existing users.

Free gifts are offered {e.g. if you buy Economy size of a parti-
cular detergent powder you get some othey product free), incentives are
given (Re.1 off if you return the empty tubs of a particular tooth
paste}, prizes offered through consumer contests and such other methods
are employed to increase the market shaie, All these nesd to he mas=
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advertised and the advertising message has to be- tuned 1o take care of
such commumca'tlcm needs. : :

Consumer non—durable advertlsmg are generally of ’hard—seil'
pature i.e. fight through advertising to keep pace with the growing
market and competitors. In this type of advertising it also becomes
essential to make the best use of the Media employed by making one's
advertisement stand out better than others.

2. INDUSTRIAL PRODUCTS ADVERTISING

Industrial products can be classified into segments like individual
equmen‘t complete systems or single products and accessories.
Advertising of industrial products is generally without the fashions and
fn.-"fs that dominate consumar product advertising.

'—Iere, advertising forms a much smaller component of the sales
effort since a great deal of selling is dons by parsonal contact or by -
direct response. In creating industrial product advertising it shou'd be
borne in mind that the product itseif is technical in nature and patforming
a specific given function; and the purchaser il By very objective in select-
ing the biand or the manufacturer of the pro #n quastion. Procedures
in a Purchasing Department normally | gwin definite specifications of
; $ and levels of pzrformance.
All these make industriat productadvarm™ g a very serious business. The
trend has coms when advartising fes employ different techniques
of communication to special

. Inthe case of industNQI product advertising, the madia of commu-
h!’cal‘;’ons_ are also qui ited” Sozzislised journals in enginzaring or elec-
tronics or chemical%raﬁurgy and such other specific catagories
which ‘are read by prospects  are also used for this type of
advertising. - Efforts like direct mailing, participation in trade fairs or
conducting cemonstrations are also adopted. One aspsct common to
industrial productdand consurner durabtles is that of providing "after sales

service, Whether it is a refrigerator, computor or g3 printing machine, it
is evident that "after sales s2rvice’ forms part of the sale deal.

‘3. GOVERNMENT ADVERTISING

Various State Governments ‘rescrt to advertising to ‘/nform’ the
people of their achievements; ar various schemes that affect the public.
This advertising is carried out by the Information and Public Relations
Departmenis of the State _Governments. In this type of advertising, be-
ing informative in character, no ‘persuasion” takes place nor do ‘they
solicit "action’. :

Other éxamples of governmem advemsmg are those by thc Income
Tax department reminding individuals and industries of their iax obliga-
tions. In this country, family planning advertising is done in.an extensive
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scale. Here both ‘persuasive’ and “educstive’ ap proachesare employed
“to convince the married couples to fimit their family size, in as-much-as
this advertising differs from the regular informative advertising of the
Government. i
4. FINAMCIAL ADVERTISING |

We come to yet another important classification of Advertising-!~
financial and allied services. This will include promotion of bankihg
services, Life Insurance, General Insurance, National 5Savings, Credit
cards or units or debentures, etc. Here we can classify the financial
operations of various institutions dealing in finance into personal and
non—perseral methods. 1f you take banking services or units, National
Saving Certificates stc. there is a tremendous leaning on advertisin'g
support as compared to Life Insurance, General Insurance etc. which
rely on petsonal seliing to a great exteni. Lot of companies in the
public and private sector resort to salling of equity shares or debentures
by seeking the heip of advertising. ' !
Every individual has different needs from theName financial institution.

For example a house—wife may have a dgving@s bank account or a
recurting deposit account in a bank, #MNthe same bank we have an
industriaiist seeking finance for his ind The same bank may serve

an individual to store his wife's jewelle d so an. The profile of la

financial institution, therefore, is oad based with different images
being presented to differepd, segfpents relevant to its service. Life
Insurance can appzal o si individual of it can even appeal 1o ja

large organisation for group Wgsurance. The General Insurance Co. can
appeal to household @ igsure his house and belongings and at the
same time, appeal to 3 orat;on to insure its factory. i
. . ;
Apart from selling the concept te the people, it also becomes
important to sell the image of security and confidence that should normally
he associated with an organisation deafing in finance.

§. SERVICE ADVERTISING .
In this category, we could include services like Travel and To»urisr:|1r
‘Management Consultancy, Computer Programming, Man—power develoﬂ-
ment and Placement Agencies ete., which sell entirely on the gquality
of service and the image. Woe see advertising on package tours bly
airlines and travel agencies to. promote business and also by some of

the hotels trying to offer occupancy at concessinnal tariffs and so on.

In this category also Advertising can help only to some extent
after which the service and its quality come into pfay. No amount of
advertising can reverse the trend if a customer is dissatisfied with a hotel's
service. !
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é. RETAIL ADVERTISING

Any Retaii outlet seils a variety of goods. Generally retailers sell
many brands of the same product and offer a choica to the consumers.
Retail outlets such as departmental stores advertise to attract customers
to their shops in preference to others. This advertising is limited to
-coveting the city in which the outletis located, and is aimed at creating
an identity to the outlei. Special festive discounts, bargain cffers, prizes
on volume purchase etc., are often offered thru” Retail Advertising which
is done in-dependent of brand advertising done by manufacturers. Retail
Advertisieg has the limited objective of increasing the turnover of the Retail
Advertiser. '

7. CORPORATE OR INSTITUTIONAL ADVERTISING

While proeduct advertising sells merchandise to consumers, Institutional
advertising (also called corporate advertising) is designed io cultivate
goodwill of the corporation or the company. /s purpose is to create a frame
of mind and to implant feslings favourable to the advertiser's company.
Its assignment is to make friends for the institution or prganisation.

is 2 broad spectrum of
ompany's products or
institutions, government

The audienca for institutionai advertisi
present users and prospective buvers ef
services, share holders, general public, Jipanc
officials etc.

difficult form of advertising. 1t ailg€ a¥f projecting a company’s philosophy
capabilities and future pr ts. $The corporate characier of a company
and its finer poinis a eyed to the audience. Institutional
advertising is one ofgpe teois of an organisation that gives the
company a ‘soeund |

Institutional advertising is $osr subtle, abstract and the most

Some of the positive attributes that peopie relate to a company’s
corperate image which are created thru® Institutional Advertising are as
follows ;

1} A Good Company to work because
a) it pays well
b) looks after its peopls well
¢} offers good benefits apart from the salary

d) offers job security.

2) It's big organisation with a large investment and massive employ-
ment epportunities. It is a safe organisation to deal with.

3) It'sa sound, professionally managed company.

4) It's & prestigious organisation.
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5) Financially very sound, good company to invest. They pay good:
dividends and one’s money is safe and growing.

£) 1t mekos products of Excellent quality, very good service and prompt
avatlability. Tharefore, it's a very good crganisation.

For 2 company to gain any of tha above favourable forms of corpo-
rate Image tskes a very long and consistent effort.  Corporate image i
the aggregaie raflection of an organisation’s performance in terms of itz
product, its pegople and its impact on customers and s perception by
other people with whom it has diract or indirect dealings. ;

In framing the advertising message to convey a corporate message,
one has to ke very discreet so that there is no confiict of the message.
with regfity. !f there is @ considerable degree of disparity between a
company’s communication and peaple’s perception about the company,
the reaction may bz negative and counter productive also. Different
people witl view a company differently with respact to their association
with it ' :

8. PUBLIC SERVICE ADVBET!ISIMG

i
subjects that touch
her. This type of advertis-
#t or by large companiss

Public Seivice Adveitising covers vi
human-lives and society n one way or theeeg
ing is carried out either by the Gove
corporations and Municioalities stc,

’
1

|

Examples of Public Service adertising are many, though compared
to advanced countries, Pu eivice Carnpaigns inindia are limited.
Municipa! Corporation of H ad successfully carried out a campaign
to educate the dog o s to fet their pets vaccinated against rabbies.
Corporation of MadrasNgogibay ote,have been advertising through mass
media to keep the cities Wean. !

Notewarthy Public Service Campaigns are those of Cancer Socisty of
India, help to mentally retarded children, environmental protection and
S0 on. i

There are many more types of advertising such as advertising for
personnel, advertising for trade enquiries and so on. But broadly, the
categories where ihe objectives and the resuitant methodology and
commumncation approach differs, from one another.

Author of the Lesson: Mr.R. Mae!amegham|
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Azgighments

1. Answer the foliowicg in 30 lines each :

1. Discuss how Consumer Product advertising differs from Indus-
trial Product advertising.

2. Why do you think Coerporaie/institutional advertising is impos-
tant in P.R ? Cite some examples.

3. Whatis the importarce of Government/State advertising 7 what
is its basic purpese. Discuss.

4. Public Seivice Advertising is gaining impertance in our country.
What ere the reascns for this? How does it differ from Consumer
Product advertising 7

li.  Write Short notes in 10 lines each :
1. Financial Advertising
2. Retail Advertising

3. Corporate advertising.

O
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Unit

Umit

2z Role of Advertising in Marketing

intreductien

in this unit, we discuss the important rele which adver-
tising plays in Marketing. In maost cases, advertising strategy
is planned even befors the product takes its final shape and
ene should realise the importance of advertising in this
context. In the following fessons we discuss afl the major
aspacts of advertising in marketing itke marketing mix, consu-
mer profile, existing products inthe mgrket, competition,
introducing a new product, investmaent, €gsighing and pack-
ging. The growth and developmeg, f 2 tising vis-a-vis

the stability and sconomic growt sociaty is discussed.

fnthe -next unit, we discuss aboul advertising

Creativity [ ., actually achvBrtising takes chape.

o
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lesson -& ADVERTISING AND MARKETING

Objective

This lesson briefly explains Marketing and the elements that mak_e
the marketing-mix, and contribution of advertising to marketing is
explained.

Synapois
1. Marketing and Product development
2. Fackaging and Pricing
3. Importance of Distribution

4. Marketing : tis Constituents.

As said earlier, Advertising is one of4ghe Necls of Marketing. In
this lesson, let us try to understand Marketin eifly in order that vyou
understand the contribution of Adverti akes to Marketing.

T. MARKETING ANDLRODUCT DEVELOPMENT

Marketing covers all thgse aclvities involved in providing customer
satisfaction, and making a @ for the manufacturer who makes use of
avaifable resources to the ma¥num. The American Marketing Associa-
tion defines marketin hose activities which direct the flow of goods
and services, from pr. 1 o consumption. Marketing covers broadly
the entire actvities of g ompany - Production, Pricing, Physical Distribu-
tion, Personal Selling and Advertising.

Let us first take Production. Production of a product preceds
product development. Product development has to take into account the
need for the product, advancement in technotogy ete. Understanding
of the consumer needs and behaviour becomes essential for product
planning. The product is tijed and tested, and improvements if neaded
are carried out before the product is offered to the consumers.  Simui-
taneocusly brand name is decided, packaging designed..'and arrangements
for printing or fabricating the packaging are made. Product improvement
s @ continuous process keeping in mind the feedback that is obtained
from the market. '

The product is the starting point for any advertising effort.
Advertising works better with a good product and any amaount of advertising
cannol seif a bad product.
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Advertising helps in positioning a product. Positioning means
creating a perticuiar siot in  the market fora preduct. For example, a
toilet soap may be positioned as a special soap for chiidren. A baby
cream is positioned as a product for babies. With the change in the
at{itude of consumers towards a product, itinay become necessaty o
change the product pogitioning. in such a situation, advertising plays
a vital role. Similariy if any. modification take place in the existing
product 1o meet special needs of potential customers, ihe role of adverti-

sing becomes important, i

Advertising also helps in deciding a brand pame, designing rhe-

packaging elc., thus helping in product development process.

2. PACKAGING AED PRICING

.
Packaging helps in the success of consumer products.  Advertise-

ments featuring the produci with its package helps in cieating easy identi-
fication of the Brand. Though the essential purpose of packaging is to
piotect the product from damage, Adveriising has helped in making he
packaging attractive and innovative - more than st protecting the product.
The design and colour schemes shouid be sugh 1Mt the packaged product
looks good at the retali shelves. !

Brand name should be appealing % easify 'Recallable’. Advart)-
sing’s role is to establish the brar ama in the minds of the prospects
and as a part of this objective, # @??Iype is used for the brand name.
The logo styls or symbals oy d f8r a brand halps in advertising recall,

Advertising thugaeipNn deciding the brand name, designing the
packaging etc, conisd io product planning.

Pricing is another impartant aspect of Marketing. Itis the right
decision con the price that will ensurz profit 1o the company.

Pricing will require undersianding of demand potential for the
produci competitive pricing policy and the cest of the product. '

Advertising takes note of the pricing structure of the praduct m
cotpatision to the competition and value offered. Sometimes price af
the product is used as one of the advertising claims.

3. IKPORTANMCE OF DISTRIBUTION

Physical distribution of the product is yet ancther important area
of marketing. Distribution is te epsure availability of the product as near
as possible to the consumer. Distribution pianning depends on the type
of product. Products of mass consumption should be made available at
maximum outlets within the territory in which the product is being
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marketed. It Advertising creates demand and the prospect goes to a shop
to buy the product, non-availability wili make him change his mind towards
the brand advertised.

{neffective distribution can adversely affect the sale of a product, especially
of mass consumed items. :

tn the case of Industria! products, heavy machinery, sophisticated
equipment like computers etc, the product is supplied direct of the
from the manufacturing point.

Quality Control method halp marketing in ensuiing supply of
product of consistent quality or to standard specification laid down. Any
deficiency will attract complzaints affecting the sale or repeat sale of a
preduct.  Advertising claims of high quality for a poor quality product
will only have a negative effact.

4. MARKETING : ITS CONSTITUENTS

Similarly, a number of other departmegts f&m part of marketing.
For example, there is the Tinance Deparggent controls and regu'lzﬁéns.
the cash flow.

Vatious Marketing Compo%ﬁ affect an advertising plan

Saiws Promokon 1 Public Relalions

Firance
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Marketing encdfnpass’ess several such elements and each element:
is intes~dinked with the other. Some of these elements are: '

— Product — Salesmanship ‘
— Packaging _ — Advertising

— Pricing : = Public Relaticns ‘
—_ Quality Colntrol _ — Sales Promotion -~
— Research and Development | — Publicity

— Distribution ' — Fin'ancé

. . |

It is to be undersiood thus that marketing is noi just 'Se!ﬁng'.

Though sate of a product is the ultimate aim.of a company, successfuf

marketing will depend on the effectiveness and efficiency in integrating

all the elements of marketing. Any Advertising Campaign can be

successtul only if developed with the thiough understanding of all thess
elements. ' '

Campaign planning takes all these ¥pedhs into "account which
only helps arriving at the right media angeggeative sirategies. Flsewhere,
we have discussed how essential it is @ e a coordination between
the five areas of communication viz., gbmanship, Adverfising, Sales
Promotion, Public Relations, and? icity. All these efforis can be
successful oniy if conducied with cear understanding of what the other
areas of marketing offers, _ ‘

e -

An ideal marke ituation is that where everything is perfect
in all areas. But it n¥ e@ happens. There can always be limitations
in one area or the other due to situations beyond one’s expaciations ar}l
control and only a constant watch on the market, which consists
consumetrs, present and prospactive, can help minimise these limitations.

f.

Author of the Lesson . Mr. R. Neslameghany




Assignments
I - Answer the following in 30 lines each :

1. Define Marketing and discuss how Production, Pricing, Physica!
distribution, Personal selling and Advertising help in marketing.

2. How does Packaging and Pricing help in advertising ?
Il Write Short notes on ihe following in 10 lines each :

1. Preduct development _
2. Role of Packaging in marketing.

3. Steps in distribution of a product.
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Lesson 6 : COMPETITION, OPPORTUNITIES, PRO-
DUCT DEVELOPMENT, PRICING AND
PACKAGING. -

Dbjective

To make the student understand the Physchology of consumers,
and decide how business opportunities are studied and utilised, how
praduct development takes place and pricing policies are framed. The
importance of packaging and the principles underlying it are also discu-
ssed.

Synopais

1y  Understanding Consumers

2} New Product Introduction

3) Competition Pressure, Strategies by@s brands
4) Product Development

b) Return on Invesiment O

6) Industrial Products Das]g%

7) <?_

Pricing and Packagd

1. un@rﬁmnme'comsumms
We have learnt thaWadvertising, an economic activity, is but one

element of the marketing mix and that the ability to imagine/foresee how
other people look at things and feel about them, is a kay ingredient in any
matketing situation. '

In this lesson, let us see how opportunities present themselves,
leading to product development, competition, pricing and packaging.

Man's qguest for better and new products has been described by
Carl Sandburg {extracts below) in his poem “The Paople, Yes'

“The first wheel-maker saw a wheel, carried in his head a whea!
and one day found his hands shaping a wheal, thz first wheel.
The first wagon-maker saw a wagon, joined their hands and out of
air, out of what had lived in their minds, made the first wagon.'’
"One by one man alone and man joined has made things with
his hands beginning in the fog wisp of a dim imagining resulting in

a tool, @ plan, a working model, bones joined to breath being
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alive-in  wheels within  wheels, ignition, power, transmission,
reciprocals, beyond man alone,

Where to, What next ?

""Once having marched

over the margin of animal necessity,
Cver the grim lines of animal necessity,
Qver the grim line of sheer subsistence
Then man came

To the deeper rituals of his bones,

To the light, lighter than any bones,

To the time for thinking things over.
To the dance, the song, the story,

Cr the hours given to dreaming,

Qnce having so marched.”

A growing pepulation, planned developmeant of the eccnomy,
more and more of income and therefore gigater spending power, and
more keenly felt need's for better goods agd fa®/ities make it possibie
for new products te be faunched,

A modein organisation w0ulse its plans for launching a
product against a few questions:

First, who are the pry

paclg for our product{service ?

The answer to th¥Cauestion would turn up new buyers, give
detazils of their age . indome, habits, iifz style etc.

Who are the pedBie we are neglecting ?  While the answer to
the first quesiion tells us about nsw prospects, the neglected are
those who are using an earlier product—the present users.

What do we know about our customers/prospects ?

In addition to knowing who buys our product/service, it is
important for us to know why he or she buys it, 1t will also help our
sales siaff and distributicn channels to identify prospects more readily
and precisely. '

1} What should we know about our customers/prospects 7 Our
knowledge of customers would be jncampiete if we do not know
their aititudes and buying habits in additien to statistical data like
sex, incoma, marital status and like.

2}y What do customers/prospects know (or belisve or think} about
our company, our products? The answer is the key to planning
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and promoting our products. The prospects may have an image of:
our camaany/ product which is very different from what we believe’
they have. Any unfavourable aspects can be corrected by appropriate,
measures. '

3) Are there any /deas we can derive from our customers/prospects?
The prospects .and customers, in truth, form a treasure-hotuse of
good ideas in improving our marketing operations. We should
perfodically ask for suggestions.

4) What do we know about people who do not use our product 7,
We should know why non-users do not buy our products, and howi
they differ from users. We should know about occassional users
versus regular users, and how they diff2r from one another. |

|
%) What can we do for our customers that we are not doing now 2l

How can we improve our relations with customers ? Who are the
people who can influence our customers ?

2. MEW PRODUCT IMTRODUCTION

Our analysis would help in arrivingNat the likely Returns on
{nvestment on new products.

Whati are cpportunities? ltisas about two salesmen who'
were in the Antartic, both loof out for possibitities for scl‘.mg|
vefrigerators.  One reported th;%fngerator was unknown and it
was too coldio use ong y, therefore there was no scope
for a market. The othet sa B was tremendous scope as it was
a virgin market, The sigay is aMextreme instance of optimism. But it
is such optimism backs ason which turns prablems into oppoartu-
nities, disadvantages int vantages.

We shouid be aware of what is happening around us. For example,
with limited land and a growing population, ought we not to grow,
more food ? If so, how? By better seeds? By more tractors? By|
fertilisers 2 Answer the broad guestions and many maore that may occur.
Then vou find the oppeartunity in every field. If people had not turned
problems into opportunities, we would not be using blended cioth|
torch lights, gas stoves and electronic items today. !

3. LOMPETITIOH PRESSURE, STRATEGIES BY VARIOUS
BRANDS

When new products are introduced, some of the existing productsi
would cease to have a demand or decrease in volume. For example,
today we have cloth that can be washed at home. This has affected'
the ‘dry—Cleaning industry.. We have videsn centres and T.V. sets which
are affecting the ‘cinema’ industry.’ '
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Therefors, every praduct has a life-cycle. The produgt Life-cycle
nsually consists of four stages. The first—introduction and establish-
ment. Second—a growth of its market and a maturity, gained by good
marketing techniques. . Thivd—a consolidation or stability of demand,
And fourth—a decline, even death of the product.

Itisin the "Growth/maturity period™ that competition sets in.
‘When a product is FIRST, it has obvious advantages. However, a
competitor with a some what improved product may be able capture a
share of the market which has been created by the first brand.

Competition, in its true form, exists among all the products. After
all, the spending pewer of customers too has a limit. All the products
compete for the avaifable money. Who gets priority in the customer’s
mind is the question.

Then, there is direct competition and indirect competition. If you
take food as an example, you have direct competition amongest all the
hotels offering, say South Indian meals. IndirecN\competition is offered
by other forms of food-—Chinese food/the oorl food/snacks and

50 an

Again cempetition could be inte@ quality or prices. We do
have, for example, toilet soa various price slabs, categorised
broadly as ""Luxury”, “Popular’ D?Carbolic" varieties, If we look
intc the marketing of these e find that each category serves g
different segment of purch

. o The benefits o@eﬁﬁon are many. One, better guality. Twao,
reasanable price. ThreNflavailability of choice. Four, better Research .

and Developmemnt leading to the development of better products and
better opportunities. In order to expand the market, companies look
for new customers, new uses and increased usage for the product. The
leader {the company which first introduced the new product), in addition
to expanding the total market size, is vigilant in protecting its market
tn order to protect its position, the leader would practise one
ur broad strategies siated betow !

t with new product ideas, customer service, better
cost-cutting improvements etc., the leader, by
new customer-values, discourages competitive

le prices, the brand is offered in various
ks thus ensuring a larger share of the total




3. c::nfrnntatidn Strategy - |

When a competion enters the market the domina firm announces
promotions (even contests offering prizes) in order to agressively build
* additional sales, or lower prices, frightening the competition. |

4. Haragament Strétogy ' |

The leader might resort to pressures on dealers against dealing in
a competitive item or even create word-of-mouth doubts about | a
new. product. ' !

A good marketirig 01gamsat|on looks for product innovation |(a
superior preduct with new features rather than yet another productaiready
‘avaitable), higher than average quality, availakility in all sizes to g’et.
mote dealer shelf space and to cater to a wider segment, even launching
morve than one brand for the same product, heavier advertising/promotion

and so on. . : _ .
When a leader employs various stra@ what do the secon!d,
third and fourth placed companies 'do?o
Let us call them ‘Runnets-up fi .They chailenge ihe leadbr
for a share and position in the m? This they do by |
1. Direct or head-on clk Strategy o '
' e a

They show peiggrv nd fight matching every move of tl"|1e

leader.
2. Backdoar StrataQy _ |

Concentrate on lesser prospecis and those dlstr:but:on ‘channéls
that are not used by the leader. :

3. Grubby Strategy | R

Attack enly the small competitors and take over their share
-market. -

The challenging new brand has to decide its sira
researched information, partlculariy about the weaknesse
The weaknesses may reveal areas not coverad by the le
{called niches) may be guite profitable, offer growt
built up strongly to ward off competitive reaction,

4. PRODUCT DEVELOD

We shall now look at how new produ
two aspects to product development. The
nessman develops new products that int
. that his product will be needed by the




However, the second way of tooking at a new product is from be marke-
ting point of view. Here ihe alert marketer knows that consumers are
irrational in their behaviour. He accepts this factor and tailors his pro-
ducts to fit such behaviour. :

The most important factor behind a marketing decision is that of the
product itgelf. If itis an item that people do not want or cannot be made
to want, it just cannot sell, however, much cne may spend on the
promotional efforts,

in marketing-oriented organisations, new ideas are always consi-
dered. New ideas are avaluated and nursed during the early stages of
marketing.

When a new idea crops up, its favourable aspects should be consi-
dered first. That a good idea is given a reasonable chance and daes not
-get killed by consideration of only the adverse factors first, (Normally, radi-
cally new ideas would get killed because of lack of understanding-whereas
a little improvement to an existing line gets €gvourable attention.) A
‘wise marketer would lock at new ideas as fallow

1. General, broad assessment _
Also among other ideas, what p should this particular idea
be given. - '

2. The positive factors ofeyed Ethe idea

a. Benefits to the cosumer,

bh. Benefitst rade.

C. Benefits to the company.

These woutd summarise the product benefits. At this stage a
product story would emerge.

-3, Now test this story for negative aspects.

a. Megative aspects to customers
b. Negative aspects to frade

c. MNegative aspects to technical areas and Production

d. Negative aspects to cbmpany‘s marketing efforts.

4. After both the positive and negative aspecls are assessed, a summary
af pros and cons can be prepared or the basis of which the idea s
accepted or refected. ' :
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5. If we accept the idea, we study the idea as a projest and, withim
the organisation appraise this from the view points of WMarketing
Sales promotions, Marketing Research, Production, Technical
Research and inputs. :

5. FINAWCE AND RETURN OR INVESTMENT

Once again, the results of the study would enable us to accept or
reject the project.

If accepted, the project is given further action. A development
plan is made, responsibilities are assigned and time frames fixed for
varicus activities leading 1o the launch. |

The main reason why businessmen and invesiors go in for new
productive ventures is for a Return On their investment, popularly called
RO |

The ROI is calculated as follows : : |

o1 = WNet Profit X No. of years of product life X100 _ Percentage

Investment

Suppose a project needs an investmefg of §s. 5 lakhs and would:

vield a nei profit of Rs. 20,000 per yeggjor ears, the ROV would be

6x 20,000 |
ROl = ——m— X 100 = 24 :
5,00,000
(It should be remembered t the machinery etc. are depreciated
every yea! and the invest thiis realised as depréciation, even in

6 years). |

In order to o aximum RO, the key marketing Tfactor would
be PRICING. _

In the formula for ROI, Net Profit is taken int® accoount. This is
obtained by |

Total sales revenue minus Costs = Net Profit.

Total sales revenue would be equal to volume of salss ('quantitf) :

X unit price.

From the above, we can rework the formula as below ; |
Net profit == volume of sales X unit price minus Cost

We can also work out RO as ' |

ROI Volume of sales X unit price minus costs

= Investment X 1007

The volume of sales, however, depends on factors that would have
an effect on demand from consumers. Amongst these factors there ard

some which the company can control, and some others cver which the
company has no such control.
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The compa.ny has control over
— Dasign of the product
— Price of production
— Cost of advertising and promotion
— Packaging
— Distribution
It has no contrcl aver

— Changes in demand patterns for product styles

-— Competition

— Government interventions directly or indirectly by way of taxa-
tion, Controis eftc,

— The general economic conditions.
Students of economics also know the theory of elasticity of

demand. This states that demand increases when price is lowered and
demand decreases with a rise in prices.

This, however, is not always true. are instances where
lewering of prices may not mez; nse indesmand. Such cases
would constitute “inelastic’” demand ample may be smoking where
pecple are not tikely to smoke e | pecause the price of cigarette
is lowered,

How elastic dem is and how sensitive can pricing be are
factors without which thNfleménd cannot be forecast accurately; and
without information ut fume of sales at a particular price, we can-
not obtain a reason L

Good marketers therefore rely on market research. . We know that
the company has control over cosi of productiop. Let us assume that the
cost of produciion of a new product at a particular volume is estimated
at Rs. 12/- a unit.

By employing market research, the demand for the product
during its life of say 6 years at various price levels was reckoned as
follows :

Retail Sales Quantity
Price . Over 6 years, (estimated)
Rs. i life for the product line
20 i 2,50,000
36 | 1,50,000
A0 1,00,000
100 | 20,000
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For calculating ROI, let us calculate the expscied sales atl
Rs. 20 a pigca. The volume will be Rs. 50 lakhs !

However, sarlier we worked out onrly the cost of production.
There are other expenses totalling approximatsly 20% of the sel!ing|
price as frade commissions, transportation etc, After allowing forl
20% on Rs. B0 lakhs, the sales revenue would be Rs. 40 takhs.

On the one hand, we have by research, obtained the likety volume
of sales at different prices. On the other hand, we have worked out
our cost of preductien for an economical quantity. MNow, the manu-'
facturer works out manufaciuring costs at different volumes and may be,
would even be able to produce even at a price lower than that assumed!
in the example {Rs. 12/-) I

Let us talke potential competition, and !lkely price wars. It Would
be necessary to mainiain @ minimum retail price an amount of ﬂemblhty
in promoftions, etc. in order to combat competition. '

6. INDUSTRIAL PRODUCTS DESIGMING |

We have refetred to promatian which is ondNgf the four elements!
of markzting mix studies eariier. Promotio f is a mix of, four!

e[emenu—ad\rernsnng publicity. sales progegjon shd packaging. Presantly:
we have to study the role of packaging (@ting, The products we|

make must “took” good. |

If it is an item of machinery, design its appearance and co[our.l
If it I3 an article of daily use eseNt the item in a wrappar in a carton
and so on. Why do we packdde a product? |

The ordinary funa wrapper is to protect the product but the|
package has another funct also.  [n a competitive market, our product |
compeleas for attention. That is why we have to package our pi educt attra-

|
ctively. '

For industrial products, today we use an industrial designer who
studies utility, simplicity and aesthetic appearance. An example would
perhaps be the telephoné. At one time it was biack, laoking farmidable
but today it is in -colours, pleasant and functional. Another example
would be the quill, and later the dip-pen, leading to the designing of
the fountain pen and later the ball point pen.

The product designer makes sure that the product fits in with the
customer physical actions and is at the same tim=2, mentally satis-
fying. The designer ensures that the package/product is easy to use,
comfortable and safe use...... taking into account the fears and desires of

the customer, The final resuit is that the product design inspires confi- |
dence. '
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" In the industrial products field. the designer of the product should
apply five main considerations. '

1. Uijlity and safety : is the item of machinery easy to handle? Is
the gtip and size of the swiich ideal and the controls situated within easy
reach does it fit the needs of the average operation? Are the equipment
and the other items that go with it properly protected to avoid any
risks ? In case of an emergency, how does one stop the machinery ?

2. Maintenance: If oiling is needed, is this easily done? If
some parts wear out, ate they easy to replace? Are maintenance factors
planned with the thought cf keeping expenses and idle time to the
minimum.

3. Cost: The cost factor is to ba always kept in mind. Alter-
natives must constantly be evaluated. Far example, radio cabinets were
once made with pieces of wood joined and glued together. Breakages
were common.  When plastic moulding was available, a more attractive
cheaper and light~weight, alternative came to be used.

4. Appeasrance : 1f a customers looks Mdall the available brands

would ours stand out among the competit d would the customer
feel ours looks best ? .
o 5. Sales appeal (value for monQDo the everall look, feel and
v operations create a favourable | sychologically ?
In the areas of con 1 products, marketing concepts recognise
the fact that, like the sayi e dress makes the men®’, packaging the
R ¢

ducts more wanted! packaging specialists look after various factors-
the visibility of the brawf, the colour scheme and the total impact made

by the package, its appeal on shelves of shops, in-use appeal-a!! aimed
to communicate the selling message.

container and mai@e- abel and carton attractive makes the pto-

in packaging has ted to the development of new pécka-
pastics.  More and more products look to packaging.
products like underwear.

ecial packaging were food items (toffees. etc.)..
jods, then drugs, cigarettes and so on.

FING AND PACKAGING

asking questions like what are the marketing
1d name, what colours are to be used, should
F. the questions asked are ‘what should be
e industry 77 (In simple terms, if we were’
verest first-we would answer “Tenzing and.




" gualities we have in mind ? in other words, packaging today needs to

et us recall a VISUAL medium. It speaks in pictures, creates moods.

Hilary’”” Who have taken the first position in our mind. We do not as
readily recalt who scaled Everest next. Similarly, a product positiong
itself as No. 1, or in other terms as “exclusive”, “trusted’’, “popular- and
so on).How do we translate the positioning in packaging ¢ What market
appeal will it have? Can a seperate segment of users be created for it? What
brand name will it carry 2 Will the brand name- be associated - with the

be created as part of the total marketing concept. And . packaging,

it seils.

The factors ‘taken into account in the. packaging of consumen

products are .

1. Customer Satisfaction
Compactness '
- Ease of use
Cost of up:keep

Durability L
Resistance to climate changes

Others ' ' \
Appearance and Design _ O

Design

Size ' | h
Style Q‘
Weight . =
Colour @ B

Material used (formuia)

"o oaeiT e

e e TN

[~

Pacicage
Quality
. Genera! Eye-appeal
" Colour _
Distinctiveness
Size '
Printing Method
Shape

F@e o o0 oo

Covering

Simplicity

j. Finish
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Practicelity in use

Cost

Disposabi[ity' Vs Re-use

Storage

Protections to product (Shalf-life, free from moisture _etc.)
Transportation

Ease of opening

Seating (Particutarly ageinst spurious copies)

Instructions for use |

Burahility

Ease of dispensing the product by the trade

Other Considerations

Legal _

Patent/Cepyright 0

Qthers _ . O

How would Packing be to implement Sales
Type of packing vk

Basic product appeal %ﬂing}

Price Display %

Labels

Copy (text) on the pack

tnformation about allied products from the same company
Display value

Hlustration/address

Others

Author of the Lesson: Myr. V.S Pndménabhan
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Assignments

Answer the following in 3¢ lines each :

1)

2)

3)
4)

5)

6)

Answer the following in 10 lines each :

1)

2)

3}

4)

What is the importance of knowing customer-profile in Market-
ing a product.

What role does competitions play in |ntroducmg a product.
What are the benefits of competition to a consumer ? ‘

What aspects do you study in developing a new product ?

How is "Return on lnvestment’ of a new product calculated‘?
iHustrate with an example.

What factors do you take into cons1deranon i designing an
industrial product ?

What is the importance of Pricing and Packaging in marketing. -
Discuss the main factors that yvou take into account. ‘

Discuss the importance of tarket Resedxeh while introducing &
new product ? ‘
Why do you study consume 'Ie before marketing a new
product.

Describe the four stages?b life-cyele of a product?

Write Short Noie ‘
1. Packagin ' ,
2. Pricing
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tesson 7 ADVERTISING AND DEVELOPMENT

Objective

To discuss with special reference to India, how the development
and progress of a country helps in business growth, and to relate
business and developmant to growth in communications. The relation-
ship between advertising and development is also analysed.

Synopsia
1) Development and progress in different spheres.
2} Growth of Media.

3) Importance of Advertising as an assential part of developmant.

1. DEVELOPMERNT IN DIFFE% SPHERES

In earlier lassons, the role of advertisin s been discussed. 1In

this {esson, we shall look at our counts & developing nétion and the
role of Advertising in India‘s develonmg

We have a history and civil; going back to 5000 years. How-
ever, we truly became one-ngiélon ly after attaining Independance in

1947. Economic developm ocial welfare schemes were introduced
through Five Year Plans, W egan having more and newer industries,
agricultural projects, @ & 9Jeneration, roads, educational institutions
and so on.  Gur growMcafl be s26n from the foilowing figures :

19265 1979 India’s rank in the
world in 1579,
Population {million) 483 851 2
3ross Nationat Product
(Billion Rs.) . 256 304 15

Per Capita GNP {Rs.) 592 1440 1656
Industrial Production :

(Billion Rs.) 43 216 23
Fertiliser Production

(mn.  tons) 0.2 2.2 4
Machine Tools (Miltion Rs.) —_ 928 20
Electricity generation _

(billion KW) 37 05 : 12
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Since 1976, we have progressed further, and have set off a
nuclear device, placed satellites in orbit, and sent an iIndian into space.
We have mote roads, hospitals, educational institutions, engineering
medical, management, scientific and ether institutions. '

We have more vocations and employment. Qur exports have
gone up.

All these constitute development and progress, Progress cannot take::-

place without involving peocple. People cannot become involved until

_they have learnt about the projects, and know what they can contribute,

to the improvement of their life, showing an interest i and getlingd

involved in what happens around them, The process of making people
aware and invelve themselves needs communication.

2. GROWTH OF MEDIA

Now what is communication ? Itis a social process thatbinds
man to man. |t is the basis of all organisation and group functioning. &
provides bonds that enable concerted effort. it forms the single vital
factor that is the basis of all human activities-be it planning, organising,
motivating, directing, reporiing. reading, lisiendgg-in short, all the ele-
ments and sum total of organised endeagpurNunderiaken to  achieve
desired ends. The Time magazine describes unication as "' Civili;

sation”. “How peaple pass informatigh tone another largely determi-
nes how they conduct their lives and § Jse thelr socieites™.
In our country, communica and education) was by word-of-

mouth. Then came the pagchimdhts followed by the moving types.
printing, books, the newsp nd the beginning of Mass Media. ‘

‘Word- of mouth ‘education _ i ‘

At the turn of the 20th century the radio and the cinema, and
today, the TV and satellite communication, have revolutionized thfﬂ.
pracess of communication. we have become a part of what happens-
technologically and otherwise-elsewhere in the world. From electric
cables, attached to radios, we moved to trangisitors, thanks to electronics.
Today with the help of satellites it is possible to INSTANTLY kno
(and see) what is happening in any part of the wotld or country.
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Earlier means of communication—conveying mussages by word-of-
mouth, folk performing arts, meeting people at festivals or fairs continue.
However, in today’s contexi, these are both siow and iil-organised.

Therefore, for today’s needs, we need mass media such as newspapers,
rnagazines, cinema, teievision, etc., which can deliver information quickly
and simultaneously to large number of people. These we call ‘orgamsed’
media. For communicating, we must have the means, the distribution
and the reach. For receving the communication, the masses must possess
the capability, that is, monev to buy newspapers, the radio, the TV set,
cinema tickets, the telephone, the teleprinter and so on. The fecelvmg
capability is very poor in a country like ours.

A comparative picture of the availabi'ity of some organised media
in relation to the population in our country is as shown balow !

INDIA USA
Telephone 1 par 250 persons 1.3 D&rsons
Radio 1 per 29 persons 0.5 person
Newsprint 0.4 kg pegperSpn  49.5 kg per person

We have in India only 16 news@ per 1,000 people and about
12000 cinema theatres.

There are disparities betw ions in the availability of media.
The four States in the Southave §iore cinema theatres than all the other
states put together. Ne readership depends on literacy and the
ability of the people to buyYgewspapers. Only 36% of our people are
literate, Kerala and digarh have the highest literacy rate—over 76%.

The task of comn¥inication in India has also to take into account
the several languages spoken besides English w hich is the language of
the literate minority,

As part of communication development, the number of TV Relay
Stations has been increased 1o 170, but the TV relay programmes to
most of the newer siations is restricted to only a few hours per day.

3. IMPOCRTANCE OF ADVERTISING

The basic difference, apart from communication, between
developed and developing nations is the standard of living and attitude
of the people. We have registered considerabls improvements in
relation to earlier conditions. Further change can be speeded up if
better communication is emphasized as part of development plans.

There is a current phrase "“development communication'. This has
emerged from practical life situations in rural areas in countries iike ours
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_specifically say what he wants to say. |

whick have introduced several programmes of sccial and econoﬁic
development like health, education, agricultural extension, etc. Commu—
nication aims at bringing aboui a new humanism, a sense of unity of
minds, a sense of feeling to have actively pafticipated in the devefop-
ment process, & sense of pride in finding solutions to problems tha:t

have atisen and a sense of achievement, both mental and physical.
|

Among the various forms of communication, advertising is 0n~:9

which is a paid form of communication, where tha advertiser can
|

Advertising works in five basic ways, which function either
individually or in combination. These are: !
|

1) By making known and making familiar the name and image of
product or service. If we were to look at new product which
has been introduced, we would realise that without our being
aware of it, we get famikiar with it and siart using it, eg.,
a detergent washing cake, a mixie, a new food product iike
noodles and so on. :

!
en nesd. For example

2) By reminding peopte of a tempaorarily fgo’
al appearance bettel;

a tin of shoe polish to make opg's ¢

Life Insurance, medica! check u . [
|

3) By spreading news about ngyv prodCts and creating the desire io
own where no r*osn’o = afore, by supplying information
which constitutes msential’”’ news fto an individual at a
given paint of tme i il

beginning to be accepted like a new
style of clothes pth washing machine, a new kind of match-
hox... rnews sbouMhe availability of houses, iand eic., on easy
instalments, even a matrimonial offer where an individua! :is
looking for such information.

New products

|
4} ° By adding subjective values to the objective worth of produtts

and services. Lip stick for example is puraly subjective in value
We wear shoes for protection of our feet hut subjectively we
choose a siyle. [

|

[
a0
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5) By urging action through a demonsuation of logic and by subtle
associations. '

This can be seen from most good advertisements in any magazine/
newspaper, a film promoting a product, e radio spot.

In these five ways, advertising induces, convinces, and persuades
people to part with their meney in exchange for goods of serviges.

What place does advertising hold in our economy ?

This question is relevant in any society, be it developed or develop-
ing.  What is the vole of advertising? As an element in the marketing
mix. it has to help sell. (if not tn seil a product, a service. 1§ not
marketing, it is used for image building or social purposes, to change
attitudes).

Without adeguste consumption, production becomes fuiile. The
relationship  between product-consumption, and demand and production
has been discussed earlier.  Advertising therefore plays a key role in our
econromy and is a very refevant facet of oui fwegs. Without advertising,
reaching the enormous number of prospecis ould involve immense
manpower at an enormous cost, which would it impossible to sell
goods and service at reasonable prices.

W expense in India on adveriising is
& hundred timas this figure in
y of this comes from the government
foir their information campaigns and

Yet, on a per capita basis,
araund Rs. 5 as compared to more
advanced countries. A lar
and government funded 5
notification advertise '

How much doe vertising cost 7 When a marketing plan is
drawn, expenses are allocated t{o various efforts—disiribution, salarjes,
promotions, advertising and sc on. The amount is arrived at as a parcent-
age of the projected sales. This can be anything from 0.10% for
engineering producis 1o 30 for cosmetics.

Is advertising accepted as a necessity to economic growth, as an
inherent part of commarce 7 The answer (s both ves and no. Those who

do nio! accept advertising as necessary are not normally we!l informed
peoplte. Seme of them may even be ieaders who are held in high esteem.

In & develeping economy, advertising in its true role, is an investment,
a vital invesiment.

Author of the Lesson : ¥. 8. Fadmanabhan
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Suggoested Reading

1. Foundations of Advertising—Theory and Practice by S. A. Chunawai.da
and K. €. Sethia {Himalaya Publishing House, Bombay). '

2. Adveartising made simple by Frank Jefk:ns (Rupa Publications). !

3. Mass Communication in India by Keval J. Kumar (Jaico PLiblishers}.

4, Advertising with references to India by Singh, Upadhyay and Tandon.
5. Advartising Art and Production by Nath J. (Vakil and Sons). :

|
6. Advertising : !ts role in marketing by Watson Dunn (Holt Saundels
international Edition}. !

7. Salesmanship and Advertising by C. N. Sontakki and R. D. Deshpande
{(Kalyani Publishers), \

8 Indian consumers by S. C. Mehta. :

Aasignments

! Answer the following in about 30 lines

1. Does Development help adverje iscuss it with reference

to progress made in our Cou !

2. Growth of media and dev ment of a country are interdepens
dent, discuss it in indian text. : :

|

3. Does advertising e to national development? Explain

how it does. !

I Answer the foil 1 about 10 lines each : !

1. Growth of T.V.h our country

2. Will T.V. reduce the impact of press as an advertising medium—'
Discuss '

3. State the five basic ways in which advertising functions. v
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unit-3  Advertising Creativity

Unit Introduction

Ir this unit, we discuss how advertisements take shape.
We start with Campaign Planning which includes understand-
ing of ihe company and its products, advertising objectives,
and from advertising ohjactives to creative marketing conmmmini-
cation i.e., advertising. Next, the importance and relationship
between the Copy and Visuals (together known as LAY-OUT)
for different media is explained. The significance of typogra-
phy is also discussed.

Then the essential input ipegreati®G an advertisement,
Research, is discussed. [t shouemembered research af
both the product and the targe: Wewlumers is the basis for a
successful, informative ad ent or a campaign. [n this,

we study the Consumgig MeQlia suitability and the effectiveness
of the various med

Rural ng is yef to make its full impact in our
country.  With Wgfphenomenal growth of T.V. net-work in
1984-85, nearly 70 per cent of the pogulation is covered by
this medium. This has enormously opened up new rural
consumers making the greatest impact which could not be

hitherto achisved through either Print or Radio. This decade
will be the "Decade of Rural Advertising’.

in the next unit, we will be discussing Advertising Media.



Loseon : 8¢ CAMPAIGHN PLAMNING -

ORjactive !

To explain the factors to be tzken inic account for planning &

campaign, and formulating advertising objectives and translating them

into Creative Communication. The need for a Campaign Planner to
understand the company and its producis and their competitors are
- I

also discussed. '
[

Synopsis

1. Steps ‘v campaign planning.
2. Understanding the company and its products. |
3. . Adveriising cbjectives,

4, From advertising objectives to creatl arketing [
communicaiion.

1. STERS iN CAMRAIGN PLANNING
Marketing communicat indude S
a) Adveitising
b} Sales Prom [

¢} Public Relations (Dealer relations/brand image) - : |

[
d) Presentation by sales representatives (salesmanship)

. _ [

[tis the aim of marketing communication to build up sales and!

achieve a veturn on invesiment, ' !

In so doing, advertising brings the product or service to the!
attention of the prospective customer, through mass commurnications. !

. . . . [

Sales promotien brings the intermediary (the trader) and the

final customer to the point of sale {shop), by iincentives and other
communications. _ |
. [

Public Relations promotes a sound image of the product and of |

the organisatien in the eyes and minds of its pubiic. .

. . . |
Thase three are not necessarily separate techniques.
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Advartising is a comnunication batwean two groups of people.
We can ilfustrate this by a funnel, thus:

Haiutacicrer

(’; F\ Ateesrtising

\g

il

N f/
N

onsumer

[n the above diagram, on the left /s the manufacturer {marketer)
while on the right is the consumer.

The funnel is a two-way lane.

Through it (left to right) the marketer speaks to the consumer.
That is adveriising. - :

Through it (right to [eft) ths .consumsr’s reaction flows to the
marketer. This is callad feed-back obtained threugh research. The
consumer’s action or rosponse is a2iso symbdNeed by purchase of the
product. '

2. UNDERSTAMDING GF THELOWPANY AND PRODUCTS

Mow, fet us study what goes The first
requirement is facts - planty of

and advertising dacisions. ‘zotion of facts is often done through
‘Creative’ services. Thesg are offered by experts - groups of
people who can assess, anaMge mark=ting problems and goals, and set
advertising oiiecti atlvertising campaigns, select ths
approptiate media, N e' tha advertisements to the media, check
appearances and broadcksis, bill the marketer, collect the money, pay
the media and repaat the‘se activities.  These groups of experts are
cailed the “Agency’ - the Advertising Agency o Cansultants.

The marketer engages the services of the agency who creates the
advertisements which are iater carrizsd by the media. Thus there are
three parties who are involved. The Advartiser, the Agency and the
Media. The lessons to follow will deal with Agency and Media,

- Letus go back to facts. If we structure the steps through which
an advertisemant comas into being we can gei a clearer picture of the
planning of the campaign. Some of the questions the advertiser needs
to ask are ;

1. In which product fisid or fields does the company operate ? - For
instance, chocolates are sold through general shops. Yet, in a
farger context, chocolate is a food Item. We should classify the
product field as chocolate and sweets. '
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9!‘

10.

11.

12.

13.

what is the nature of the product field ? !
a) How oid is the product classification 7 - : !
b)' What is the history of the product field ? ' ' |

¢) What are the leading companies operating in the field and their
estimated volume/value. !

d) Are there any prejudicial factors behind the product classifice-
tion? For example, a manutacturer may have produced somée-
thing earlier which had failed. The known failure of a product
is a prejudicial factor. '

e} What are the factors waorking in favour of it 7 (May be technd-
logical superiority now acquited through collabotation with 2
wellknown companyj. : |

YWhat is the general outlook foi the product field in the near future?
is it vulnerable to depiassion? |

\What is the competition - {by leading hran

: and the character of
such competition (cut throatfgentlemani !

What are the organisation factors, @ orate philosophy, Research
and Development, teadership etc,. &fi#e company itself~that could

be used as favourable pointsY
’ |
How does the company t icddcompetiiion ¢ |

WWhat are its relations wi the trade 7 !

What are the co marketing and trade policies? |

Is thete a trade mark? what is its history and usage. s there a legal
code to using the trade mark? i

s . . |
What is the attitude of the company towards advertising agencies/
Does it respect the Agency’s professional expertise?
: |
If there has been advertising done earlier, what were the appeals?
what factors determined these appeals? '
Does the cempany have Research and Development facilities to bacl»;:
each produci? what are the special features? What have been the
cutstanding resuits? :
i

Quality-wise, how does the product compare with competitors?
[
Also, if we could have an “'ideal’” produci-what would that product
be? How does the present product compare with the “ideal”” one?
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14. What have been the nature of customer complaints, if any, on

15.

16.

17.

18.

19.

20

21.

22,

products?

How can we describz the product and compars it with others in
terms of Competition

Compactness

Ease ©7 use

Durability

Cost of upkeep

Resistance to changes in climate

Appearance-Design, styie, coiour, s]zé, weight, formula

Package - Quality, Eye appeal, Size, Colour, Distinctiveness, Shape,

Covering, Ease of use, Cost, disposal or reuse, freighting
(and breakages), instructions for use etc.

What is its pricing like 7 Have any changes been made in the last
few years 7 Why ?

What is its delivery period (promptnes$etc.¥?

Is the product seasonal ? O

Who are the users or potentgal uvsers ?

Age. Sex, Education, living sf¥fidards, locations.

What is its distributi orik ?

Type and numbgpaf deaters.
What are its Sa@ntacts/&ecking procedures? How often would

dealers be contacted and fresh stocks supplied?

What are the plans for Sales Promotion? How much are we going
to sell 7 When ?

The study would tell us in clear terms all about ouy product, our
competition, target consumers, distribution etc.

The study would enable us to arrive at the formulation of adverti-
sing objectives.

3. ADVERTISING GBJECTIVES

These spell out

1.
2.

In what way advertising should change or affect consumer attitudes.

What effect is needed on our distributian network.
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' |

We then look at what the product would mean (like a personality)

to the consumer and create and ADVERTISING POSITIONING state-

ment. For example, Mysore Sandalwood soap is positioned as “’A great
Indian Tradition.””

|
Thereafter, we work cut the Strategy - what should the “"Copy™
(text) say 7 How should we say this 7 What picturas should we use?
How 7 . ;
. . l
We also look at the customers and at what media reach them
effectively ? |
|

We have to be different and yet relevant and forceful.

4 FROM OBJECTIVES TO CREATIVE MARKETING |
COMMUNICATION |

Eram all thesa facts, wa can work out the PROPOSITION-a propo-
sition which is retated to the consumer desires, a proposition that offers
the uniqueness of our product - which we think W! motivate the consu{
mer to buy it. '

. |
This is the Concept Stage. We rived at this stage by means

of reasoning out the established facts, ugh analysis, logic, know-
tedge, understand!ng, and commo e. ,

In the agency, creat isis are involved in the process of arriving:
at the concept. They now t aver the PROPOSITION, interpret it, and
through imagery ol ay date  words, turn this PROPOSITION into an
ADVERTISING 1DEA !

The idea could be the product itself, it could be the packaging, if
could be the price or the value. It has however, the difficult aspect ofl
Greativity lies in communicating the significant product differences from
competition.

|

Look at the funnel in the diagram above and notice how narrow
itis. This narrowness tell us the restrictions, the limitations, inherent ]
sho framework within which creativity is to be achieved.

Creativity, from the point of view of latin poet, Seneca - Es,i
“Set Wide the Palace Gates”

: [
Is this not the same as ""Open the palace gates” ?  The idea is the,
-same but what the sentence evokes is grandeur, and he has opened:

the doors further, wider than they have ever been opened-psychologically.
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Let us afso lock @t a brand of canned fruit. The claim is that it
tastes as fresh as fruit. The reason is that it is freshly picked and quickly
cannead,

To the creative man, the canned fruit appears like fresh fruit. So,
‘he expresses this ina visual. He shows a photograph of a grove of
treas with ripe, fresh fruit. He superimposes a can of our brand over a
bunch of the fresh fruit. The headlines says, ""PEEL A CAN AT DINNER".
The copy talks of freshness. '

In these examples, a meaningful relagonsMp has been created from
the proposition and a good sales idea has en d.

Creativity is quite simply /m&ginaive Expressfon - either in the

verbal, or image form ar both. - I is tha™ansformation of a Proposition
into a original advertising idea.

Mathew Arnoid h; sed his feelings ahout another creative
subject - POETRY -

“"The power o aling with things, asto awaken in us a won-
derfully full, new’and intimate sense of them, and of our relations
with them”’,

This is as relevant to advertising as it to poetty. However, the poet
is free to express all his feelings because he is not selling a product but
an idea. The creative advertising man has to be disciplined and is con-
trolled by what emerges as the PROPOSITION and iis related constraints.
That is why Aldous Huxley said, “it is far easier to write ten passably
effective sonnets good enough to take in the not tao inquiting critic than
one effective advertisement that will take in a few thousand of the uncri-

vical enquiring public”,

Author of the Lesson: Mr. V. 8. Padmanabhan
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Suggested Reading i

1.

S B

Foundatians of Advertising—Theory and Practice by S. A. Chunawalla
and K. C. Sethia {Himalaya Publishing House, Bombay 1985). |

i
Advettising :  Its role in marketing by Watson Dunn {Holt Saunders

Internatienal Edition). : |
y

David Ogilvy an Adva-;ti's'mg by David Ocji.lvy {Pan Books). ; !
Advertising made simpie by Frahk Jefkins (Rupa Publications). |
Advertising in India by_Mu_l(hérjee_J'iban. !
Indian Consumers by S. C. Mebta. ' |
Advertising Art and Production by Nath J. {(Vakil and Sons). |

Advertising with reference to India by Singh, Upadhyay and Tandon:

Assignments !

|

Answer the following in about 30 lines eac
’ |
1. What basic facts are required about 1 ompany and product
before launching an advertise campaign 7 What is their
importance ? i

2. What role does an ad@eglising agency play in changin{j
objectives to creative mark@#ind communications ?

|
Answar the following ii 10 lines each : '

1. Whatis Cam;Jai1ning? Discuss its imnortanca. i
' |
2. What are the gitising objectives 7  How does it help In

campaign planning ?

3. What are the constraints in ¢reating an advertisement ?

4, What is the importance of f2adback or research to the marketérﬁ
manufacturer ? :
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Leason 9 CODPY AND VISUALS

Objective

To discuss further, the concept of advertising creativity, and
relationship with the media of communication, the ground rules generally
followed for copywriting are poinfed out apart from explaining the
importance of typography.,

Synepais
1. Understanding media for advertising
The Cepy and Layout

fs the advartisement consumer-arientad ?

Bow o

[mpartance of Typography

1. UKDERSTANDI MEDIA

tn the previous lesson, we learn ut creative marketing commu-
nication - advariising creativity. Hoars shall discuss this discipline
further.

At the odiset, letus un%d the charactetistics of various
media. Medie are the ve es §f Communicaticn. These are visual,
audio—visual. Each is usé maz distinct ‘purpose and uses different
techniques for productign an®vdiffers in presentation.

The following 1 t of important media; obviously it is not com-
prehensive.

Print Medium

This includes daily newspapers, weeklies, magazines, monthlies and
annuals. There are about 18,000 such publications in different languages.

The dailies are of different sizes. News is presented in columns
of normally about & em width. In the newspaper there are usuaily eight
columns. For classified advertisements and job advertisemants, the same
page area is narrowed to even ten columns in some newspapers.

The dailies are printed by rotary, offset or fiat-bed machines. The
composing of news is done b\; hand, monotypes or by photosetting. All
these have relevance in the preparation of advertising material.

Some dailies also use colours in printing.

_ Magazines and other oenodzca[s are of different sizes and printed
by different processes,
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Radio

This medium is mainly audin. The effect is created thtough wo;gis.
and music attracts us. |
Cinema _

This is an audio as weil as a visual madium where we have an
opportunity of movement, of depicting live situations and demonstrating
a product. '

TV , |

The produciion of a TV programme of commercial could be o;n
video tape. In both cinemaand TV, the services of experts who know
the media and technical aspects like lighting, sound and special effectls,.

are needed. |

Outdoor
This relates to wall pai ings; hoardings. neon and lighted sign{?,

buses, tizins, lamp posis a n.

Each one of theg@ynediavappeals differently and needs close underr
standing so ihat the %ition is adapted 1o the medium effectively in

both ithe Copy and Lay®ft.

2. COPY AND LAYOUT

The copy relates to text — headline, explanatory or descriptive texi
(called body copy), address portien etc,

Layout relates to how various elements of the advertisement are
arranged and the advertisement is balanced within a determinad space!
Where does the headline appear? Where will the illustration be inserted?
Are there any captions 7 Where is the body copy to be placed? In totol
is the advertisement well presented and well balanced; does it catch the
attention cof the audience ? These are the questions which are asked in
planning the layout.of the advertisement. ' _ |

Let us 1ake the copy first. Whether it is the written work or spokeng
word, we must know our audience characteristics. Except when we have
to use technical terms with special audiences, we should remember thali,
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the natmal vocabulary of the high szhaol level js limted. Even smaller
is the number of easily. understood words. The words used commonly
in our interactions are called *‘Core words. Incidentally, if we look at

successful authors like Hemingway (and even Milton), they have used
not morte than 11,000 words.

The main consideration in our copy would be the intellectual and
educational levels of our targer audience.

Equally important is the fundamantal truth that ~effective commu-
nications stem from acquiting a deep sympathetic understanding of
people, their hopes and fears, aspirations and desires™. In a continuously
changing world where a new generation is different from the earlicr ones,

we should continually and consciausty nourish and strengthen our under-
standing of people. :

. Let us sce how the Copy and Layout are marged by the creators
of advertisements. ' '

The ground rules are -
1. The Iaydut should be Simp/e.

2. There should be one 'foc'a!po.*'

3. Photographs seem to ha\?ge credihility than drawings.

4. The eye movement T, r

- Wa are taught to start an the left at
the top and gradu o the bottom right—should be borne in
mind. The mgin ill0§tration stands a better chance of getting

attention if 4 the top.
5. The headline should be under the illustration (or above i)
. 6. Short headlines gain more attention.

7. Long headlineé-mus_t be broken up.

8. Betierreadability is ensured by using capitals and lower case
(as we read in our text books, not all capitals)

9. Too much of body copy tends to bors the audience. Thearefore,

if along copy is used it should ba broken up into short para-
graphs and sub-heads given. ' '

0. The name of the product, logo, addfess seem to work better
right at the bhottom. :

Simplicity s pe-rhaps_. the  most  important- virtue of any
advertisement. . :
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2, |€ THE ADVERTISEMENT CORSUMER-ORIENTED ?

Every advertisement is a communication beiween the marketer

snd the consumer. Therefore the advertisement must convey the advaer-

tis er's genuine interest in the consumer. !t must speak the language of

t he consumer and understand {(and overcoms) the cansumer’s nrohlems.

in short, advertisemeants shouid be perceived by the reader as a promise
to fulfil his personal necd, desire or aspiration.

In creating the advertisement, we must always remember that w2
are conveying a message. The advertisement is aiways subordinate (o
the mescege, so we should treat our effort as communication and not
uee eny g mmicks to persuade the consumer.

We must not judge an advertisement only as an advertisemeni,
but evatuate if by asking; Does the adverisement draw attention to
only itself 2 Or Does it draw aitention to the message? ls the advertise-
ment believable ?

The idea may not necessatily be believable but the Propesition
must be believable, For e. g. no one believes qthat all pretty girls jump
and run on sea shores. But the fact that sugh gMWs are fashionable and
their hair is lovely (because they use a particBgrfbrand of shampoo)
believed.

d is ™1s the idea one that could be
is one that could, (like war)

The next queiy 1o be answ
used in a campaign 7 Now a ca

be long-term or temporary. carmpaign may use several media. Could
the proposition be used e vy inall ?

is the adverti distinctive ? When tco many advertisementis
| cek like one anoiher, tiginal idea will create the difference. Does

it have distinctive identily ?

And finally, we must ask DOES THE ADVERTISEMENT COMMU-
NICATE ? This is the crucial question and the answer to it can be found
by research and or the sales achieved.

We have considered the various questions we have to ask oursalves
before creating an advertisement.

We should now look at creativity in relation fo the media we are
using. 1f it is a newspapey, what should- the size of the advertisement
Lbe ? Should the adveriisement be in colour 7 1f it is the TV/Cinema,
movement must bring out the proposition ciearly, and the effect of sound
and spoken or sung words must be appropriale. i the setiing is out-
doors, because peopie fleet by, the. message must be really short. If it
is radio, the ireatment, the voice, the sound, the words —~ sung or spoken-
must be suitably selected.
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The copy and layout {the equivalent is script ‘visuals and outline
for TV/Cinema/Radio) form key elements in campaigns.

4 IMFPCGRTANCE OF TYPOGRAPHY

Wy see words printed in advertisement or in a titie or sub-tiiles
in the cinema/TV. '

Typoaraphy has replaced wiiting by hand. The growth and deve-
topment of manuscript saw the development of script writing in the
middle ages. In due time. when printing was first done, a single wooden
block was engraved to reproduce a whole page of text. From there, the
idea of separate letier blocks was developed. From wood to metal was
the next stage. Once dene in metal, casting helped duplication. Today, -
types are assembled and composed by hand or mechanically or with-
electronic aids.

The primary application of typography in advertising is for Reada-
bility. Several types of typefaces are available - Serif, Sans Sarif, Htalics,
Bold, medium and light in several sizes calied Points. The styles avaiia-~
bls, are many - Times, Roman, Baskarville, Wloister, Bodoni, Ceniura,
Electra, Caslom, Bookman, Garamond, Fut angl so on.

The choice of typography wou end on ;

a) How thay should be gget somihat the 'eve movement of the

reader is easy and co
®) How itcanb tive to the reader

¢) What met of Mproduction would be most useful (for exam-
ple. the ould get filled in screen printing.}

The selection of typefaces would take into account the fayout and
elements like illustration, heading, sub-heads, body copy and trade mark.
Since the reader would read and treat the advertisement as a ‘whole’ the
detail devoted to the selection of other elements must equally be devoted

to the selection of typefaces.

in selecting it, only one style shouid be used. Too many styles
would detract attenticn from the message. For stressing a word, italics
or underfining should be used.

Author of the Lesson : Mr. R. Nesiamegham
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Assignments
1. Answer each of the following in about 30 lines each.

1. What ave the main characteristics of various media ? Biscuss
their importance te an Advertising man.

2. The success of an advertisement depends on its copy and layout.
Biscuss.

3 What is the importance of Typography in an advertisement 7
Il.  Answer each of the foliowing in about 10 lines .

1. Characteristics of aut-door advertising.

2. What are the importani points to be remembered in creating an
advertisement (with regard to copy and tayout)

3. Should an advertisement be consumer-oriented and why ?

Exercise

Create an advertisement for a tooth stelftoilet soap. Indicate
the position of visuals, copy in your layout.

™
%)
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Leeson-1¢ ROLE GF RESEARCH IN ADVERTISING

Objective

To explain how Research helps in developing an advertising
campaign, understanding the target consumers, analysing the inter-media
effectivenass efc.

Synopais
1. Consumer Studies
2. Research for Media Selection

3, Effectiveness of various Media.

1. CONSUMER STUDIES
There are three parties to an advertiging ®ampaign.
1) The advertiser 2) The COQY, and 3) The media.

Seme campaigns succeed whil e do not.

Let us first understaggd howipeople view advertising. The Economic
Times of 25 Feb 1984, i plement Advertising in Retrospect gives
us the result of a survey consumer products.

1. Advertising w@ the whole, perceived o be important and
meaningful by m of the respondents.

2. Personal experience and brand image were found to be the two
most influentiai-factors in buying consumer products.
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3.

Advertisements of foileteries, cosmetics and food items motivatedi
product trial. :

Maost people do pay attention, even if only casually, to advertisements
in various media.

The credibility level of advertisements on \he whole is not highi
especially for food, toiletery and cosmeticNge i

The ¢redence given to advertiseme sing celebrity - testimonials
was shockingly low.

The credibility of aduertiseme% drugs, clothing and eiectrica!i

appliances was good. 2

Three out of four persons interviewed thought that sexually [Iiustra-é
ted advertisements could be avoided. :

tn the highly developed USA, the American Association of Adver--
tising Agencies (AAAA) conducted a study on consumer attitudes to
advertising in 1964. From 1971 they opted for a continuous study.
The AAAA demegraphics inciude sex, age, education, family income, |

|
media habits and so on. : l




The safient findings i 1974, over 1964 were

_ASPECTS 1964 1974

1. Advertisiﬁg is essential ©  Yes 69% 89%.

2. Does adueriising present; Yes 409% ] 46% |
a true picture of the No -59% |of B9Y% 50% | of 89%
product advertiser? MA 109% 10% |

These surveys remind us that the consumer is an intelligant person.
He or she buys a newspaper particularly for news, tuins on the radio or
TV, goes to the cinema, primarily for entertainment. la an earlier
lesson, we saw how advertising communication is [ike a funnel,

Message
Advertiset———— - Consumer

<—Response——
(Research)

One of the famous quotations in advertising is that of Wrigley
who sald “"Half my advertising goes waste. 4l don't know which half”.
And David Ogilvy, a highly regarded advertiging ersanality has pointed
out that some of the advertising may, instead rsuading the cansumer
to buy, dissuade him from buying.

How can we find what is right? vy by research. By research
we make ourselves doubly sure o ssumptions about the product and
its consumers. -

2. RESEAR R MEDIA SELECTION
it [s.by resaar we have re-learnt that, as we are taught to
vead books, the eye sh move from the left to the right in an adver-

tisement aiso. it is by research that we know that people believe maore in
photogrephs than in illustrations and that a good photograph is worth
10,000 words,

Unless we know as much as we possibly can about our consumer,
we cannot create the right appeal or bring out the right  advertisement.

When we choose a newspaper itis not the citculation but READER-
SHIP. thatis the total number of people who read it, that matters.
Simitarly in other media too.

Let us look at the growth of advertising in our country.  Till the
50s. we were importing most goods (yes, even toothpaste). Advertising
was done by and farge, by the multinationals. Industrial development
in the country began with the second five year plan.

In the 50s, the press was the main media for advertisers. The
need ita know more about circufation data was feit. A nonprofit,
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independent body called the Audit Bureau of Circulations (ABC) was,i
formed by the leading advertisers and newspapers.

In the late 50¢, the cinema media (til! then used only for S“dlé
screening) began developing for advertising shots. .

th the 60s, the radic was made availabic for commareisl messages.
In the 70s, ihe tielevision too was avallabie 1o advertisers,

Several newspapers gained in circulation. A boom in magazines

also took place. [

The Organisation Research Group (ORG), to iis subscribertls,
otfered shop audits which give the monthly offtake from shelves by
consumers for specific groups of products. !

o i
Computers and research methodology &s well expertise in market/

consumer tesearch have developed. .
i

The advertiser and the advertising agencies have realised that théy
have different roles to play. One is the business Wjnd that gives marketing
inputs, plans etc. and the other, the creafive M which gives shape lo
communication in the form of advertisemegts. ther, these two invest
efforts and money in order to achieve @ . In so doing, they have
been using tesearch more and more, !

One such research deals w%dia habits of people. This his

bean necessitaied by the a ipati®n that the markeis for most cansumer
products would, from a seilgh rket, move into a buyers’ market. It

was also felt that themast otNadvertising would go up sharply.

3. EFFE@EHESS OF VARIOUS MEDIA
Inter-media effectiveness : From the NRS, ABC and, other surveys,
conducted by advertisers or from the surveys made available by Vividh

Bharathi/Doordarshan eic,, we Now have a betier research base o
choose the most effective media, in terms of reach.

However in choosing, we also look at the strengths, weakness and
peculiar characteristics of the medium itself. Fov example, if we were
to consider the cinema, we look at its location. We find it is a highly
localised medium, necessitating selection and plarning, individually, for
each geographical unit - town, locality etc. .

in the case of the press, we get more data. The same consumers
see a cinema, read the newspapei, listen to the radio so, which one
should we use? lg it encugh if we use one ? The newspaper is read!in
the movning. A person goes 10 the cinema, may be, twice a month.
And so, for each medium, we can estimate the degree and extent of

exposure the consumat gets.
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We have to reach our customer at regular intervals, We have to
realise that if the customer has more Opportunity To See them (OTS),
there is a bettnr chance of his knowing about and buying the products,
Therefore wa have te arrive at a good media plan which yields the maxi-
mum Q7S.

The medi'a, like any other aspect of communication, are inter-
dependent and at the same time, unique. To promote cinema viewer-
ship, newspapers carry advertisements of gurrent films. Over the TV, a
newspaper is advertised. The main consideration is effective reach
. amongst our target consumeis. The next consideration is treatment.

What research has taught us is that the PROPOSITION should be
Gapable of being treated effectively in all the media we may choose.
For example, a pressure cocker which has a unique 100% safe gasket
can effectively describe this in 2 press advertisement while it can
actually demonstraie it in a cinema or TV ‘shot. '

The first stap towards aveiding waste In advertising was to get to
know the media habits of consumers. By me habits. we mean, who
are required for which media, how often, wigt th¥ think of such media,
which media has a greater influence an their TN ing and attitudes etc,
If we look at ourselves, we find that € San recall a cinema that we
saw weeks ago, a music programme % even months earlier, a
short stoty or a poem but not ne that we read a week ago. Now that
many mass media have become =z e, which ones would reach the
consumer most effectivelymgnd gconomicaliy becomes the erucial
question. '

We realise th 2me consumer goes to the cinema, watches
the TV, listens to the r9gigf reads newspapers and magazines, looks at
hoardings and so on. :

The initital step taken towards tinding out media habits was the
National Readership Survey (NRS} No. 1, conducted on the basis of the
1961 census. This was available o advertisers in 1972. This gave data
on reach of media and the characteristics of reading age, sex, incame
both in urban india - citywise and rural India~districtwise. Besides
newspapers, it also gave data on fitm viewership. NRS I, based on the

1971 consus was a further improvement and was made available in 1979.
This gave data on: .

i} Newspaper and magazine reading habits of various demo-
graphie groups of urban Indian population.

i} Inthe case of Kerala however, the survey covered the rural
population also. :

li)) Frequency of readership.
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iv) Cinama-going habits in all the demographi.c sirata.
v) The habit of listening to- Viuidh Bharathi in various groups.
vi} Television viewing habits for all the groups.
vii} Inter—media duplication between : '
a) Pfess and Cinema
by Press and Vividh Bharathi
d) Pressand T.V.

viii) Inter-media dupiicatio'n ior p{'ess'only.

The above reports were presented in 5 volumes. comprising 4
volumes one for each zone, and the 5th volume for the entire country.
NRS I!1, based on the 1981 census, was available early in 1984, i
also gave the same data as NRS I} but on a larger geographical area.

To the creative mind, the inter-media effectiveness is such a
challenge that while the PROPOSITION s maintained in all of them the
treatment is so adapted, that the resultant impget is greaier in some.

Depending on which medium is most e¥ecive, the media planners
give a greater weightage to 1hat medi and allocate lesser and lesser
weightage to the others. In this prog e ensure the greatest reacin
and maximum opportunity to thegaudie 1o see the preduct(s}.

Putting the advertisem in &e right type of medfa and ensuring the
right quanium of exposure ight people to acquire the desired result
at the (most) minimum cost T hat Media Planning does.

Author of the Lesson : Mr. R. Neelamegham
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Assignments

Lo Answer cgch of the following in about 30 lines.

1. "Consumer is Inteliigeni’” - Discuss the statement with suitable
examples and based on the survey report.

2

Why is reszarch important in selectinig the Media ?

3. 1z udvertising in ditferent media necessary 7 Discuss the effec-
tiveness of variocus madia.

I, Answer gach of the following in about 10 lines
1. s it essezntizl 1o know the consumer habits befoie taking up an
advertising campaign ? Why ?

2. Discuss ihe changing importance of various media ke Press,
Radio and T.V. in India.

Exorcise

What media will you choose to introd8e a teoilet sosp for the
middie-class cligntele 7 Explain the reaso

O
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