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“Effective Advertising targetted at the right customer brings in GOOD RESULTS”.
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Advertising forms one component of the promotion mix. It has become very popular and useful
and has reached the status of an independent discipline. It has grown at a very fast pace and
has become a special field of study.

Promotion Mix consists of:
(i) Advertising: It is a non-paid personal form of presentation and promotion of ideas,

goods services by an identified sponsor.
(ii) Personal selling: It is an oral presentation for the purpose of sale.

(iii) Sales promotion: It is an immediate inducement that adds extra value to the product.
(iv) Publicity: It is the management of functions, that helps public to understand the

policies of the organization.
In this chapter, we shall deal extensively with Advertising only. It has been derived

from the latin word ‘Adverto’ which means to turn around, to draw attention to any subject or
purpose.

Definition
It is a paid and non-personal form of presentation and promotion of ideas, goods or services by
an identified sponsor. There is also an identified Media and message behind every advertise-
ment. The advertiser tries to spread his message and ideas to the prospective customers and
diffuse information into them. By this method, he tries to popularise the products/services
which is the basic aim of the activity.
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Advertising is an important element of Promotion Mix and it is a process which gives informa-
tion to the masses about products/services. It is a paid publicity sponsored by the advertiser. It
is a persuasion which is controlled and influences the target audience. Its nature includes:

(i) Element of marketing Mix. It is also an important element of marketing Mix which
includes the 4 Ps—Price, Product, Promotion and Physical distribution. A proper Promotion
Mix is necessary for the advertisement to be effective.
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(ii) Promotion Mix: The elements of promotion mix includes, Advertising, Sales,
Promotion, Personal Selling and Publicity. All these have been described in detail in the ensuring
text.

Personal selling involves carrying of the messages of the product to consumers by
individual salesman and make them purchase the product.

Sales promotion It is the technique of motivating the customers to purchase the product.
The motivation is brought about by offering cash discount, tax deduction, free items and other
incentives. Sales promotion adds value to the product “Buy two take one free” etc.

Publicity is not paid by the sponsor. Publicity comes automatically. It can be positive
or negative publicity on which the individual or the incident publicised has no control.

Mass communication It informs not one person but a group of persons who may be
the prospects of purchase. The mass communication media includes radio, television, newspa-
pers, magazine etc. Print media and audio and audio-visual media is extensively used.

Message These are carriers of advertisement which inspires customers to purchase a
product. Message writing or copy writing is an art and a lot of effort and money is put into it.
The colour, design, structure of the message is given great importance.

Advertising agency undertakes the writing of the message and charges for the same.
It helps the advertiser in all possible ways and integrates its effort with that of the company or
the advertiser. The advertising agencies and its function are dealt with in a separate chapter
XIV at the end of the book.

Sponsor is a person who pays for the advertisement. He is identified and discloses the
ideas, message and information to be advertised.

Persuasion The message is persuasive and informative. It is creative as well. The mes-
sage attracts the attention of the audience. It is an essential factor in advertising. It has also
been dealt later in the book.

Control The time, place, message and direction of advertising is controlled to make it
effective and purposive. Advertisement can be controlled but publicity cannot.

Identifiable The message and presentation should be recognised by receivers and
customers.

Target Group Advertising aims at a target group of audience, while framing an adver-
tisement target groups are considered. However, it can reach both target and non-target groups.
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“The scope of Advertising is increasing everyday”

Advertising has a very wide scope in marketing and in the social system. The scope of
advertising is described on the basis of activities included under advertising and their forms
and systems, objectives and functions. These include the

Message—which has been discussed earlier.
Media—has also been discussed in detail.
Merchandise—It is the buying and selling of the product-advertisement covers the

attributes of the product to be sold. The outstanding qualities of the product should be assessed
and exposed with emphasis. New and existing products are advertised to popularise them. A
firm is considered as an important source of advertising.
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Advertising Functions: No product can be sold without some form of advertising.
• Advertising creates demand.
• Promotes marketing system.
• Helps middleman.
• Builds image for the organisation.
• Makes customer aware of the price and attributes of the product leading to greater

sales.
• Brings awareness in the masses.
• Consumer demand can be assessed by marketing researchers and advertising re-

search.
• It helps in expanding the market.
• It helps the middleman to easily sell the product.
• It brings customers and sellers together.
• Advertisement is economical when targeted at the masses.

Advertiser is the most important person as he is the customer and spends money on it.
He gives employment to a lot of people and supports the advertising agencies. The advertiser
also has a great social responsibility to create a sound social and economic system.

Objective. The advertising objectives are many in number and dealt later in this book.
However, we shall mention a few:

• To increase sale.
• To create awareness and interest.
• Establishing and sustaining the product.
• To help middleman.
• To persuade, to remain and inform the masses.

Activities. The activities included are mass communication, carrying message, image
building. It also persuades and reminds. The activities should be performed regularly and
economically.

Art & Science. Management is both an art and science and Advertisement being a part
of marketing is also an art. It creates, it requires experience. It is a science because it is based
on certain social-psychological factors. Cause and effect relationship are studied in advertis-
ing. The effect of advertising is also studied by experimentation. The results of advertising can
be measured. It is tested on scientific principle as well.

Therefore, we see that the scope of advertising is large and varied.

Different Dimensions of Advertising
There are a number of books written on advertising and they cover different dimensions.

(a) Social dimension of advertising: It informs the society of various products avail-
able, their technology, uses and how the society can benefit from new innovations, like credit
cards, debit cards, golden cards, global cards, mobile phones, travel offers etc. Advertising also
educates the people and the society against hazards of life. Cancer, “Smoking is injurious to
health”, hazardous driving, “Better late than never”. Similarly, we have drive against pollu-
tion, against population explosion etc. Advertising should not deceive the society. It should not
manipulate the consumers against their will. They can get exploited by sex appeal.
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(b) Economic dimensions: A lot of money is spent on advertising specially when
expensive Media like T.V. is used to spread the message. There are various media which can
be used. A lot of employment is generated as people get involved in copy writing mission,
Message, Media, Money, Measurement of advertising effectiveness etc. are coordinated. The
most important thing  to consider is how much money is to be spent on various campaigns.

Advertising makes the consumer aware of products and services and provides information
for making right decisions. It can encourage consumption and foster economic growth.
Advertising makes entry possible for products and brands into the market. With larger demand
it leads to economies of scale in production, marketing and in distribution.

(c) Psycological aspects: One aspect of psycological advertising is that drinking of
Alcohol, Beer, Wine should not be targeted on the children or those below the age of 21. Women
in society are also critical about obsence ads and promoting sexual permissiveness in the ad-
vertisement i.e., Calvin Klein. There is a lot of criticism on advertising against sexual appeals
and nudity. They demean women as being sex objects. Such ads can be for cosmetics Lingerie
and other products used by women.

When a consumer tries to buy a product. He has a lot of choices before him. He gets
guided by the family, by friends, by advertisements, by salesperson and the consumer gets
confused and often feels that he has made a wrong choice. He undergoes both pre and post
purchase dissonance and the marketeer tries to remove his anxiety by reinforcing his choice.

(d) Communication task: Advertising communicates and captures the attention of
the buyer. It communicates through stories, through episodes, through tables and charts. The
communication must be interpreted in the same manner that it is intended. It also brings
attitudinal changes and changes the faiths and beliefs of the consumer.

Advertiser
(Resources)

Response
Research

Message
(Creativity)

Exposure
(How Much)

Media
(Research)

Audience
(Distractions)

Fig. 1.1

(e) Triangle of communication: The triangle shows that the advertiser has resources
which helps him to create messages. These messages reach the audience with the help of a
media. The audience is exposed to the message to a certain extent and also gets distracted by
many factors like noise and other work. The audience then responds to the message and the
feed back goes to the advertiser. This leads to researches by the advertiser and his agency.
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Ethical advertising
Advertising must follow certain moral principle, certain rules and should not degrade or ad-
versely comment on the other products and brands. It should highlight the positive points of
its own products and be of good standard. It should not be offensive and in bad taste. It should
not predict the sex of an unborn child and keep away from the unwanted practices adopted by
the advertisers.

Advertising should not be untruthful, deceptive and should not misguide the consumers.
Some companies advertise about their 2 wheelers and 4 wheelers vehicle that they will  cover
amount of kms per litre when in practice the kms covered are much less. The customer gets
deceived by these advertisements. Sometimes, advertisers have made false claims or failed to
award prizes promised in sweepstakes or contests.

The problem of untruthful advertising and promotion exists at the local level and in
specific areas such as mail order, telemarketing and other forms of direct marketing.

Therefore: Advertising should:
(i) Be truthful, should reveal the truth and significant facts.

(ii) Substantiative should substantiate with proofs e.g., Kapil Dev “Boost is the secret
of my energy”.

(iii) Be non-comparative.
(iv) Give real and true guarantees
(v) Avoid false claims

(vi) Adhere to taste and decency. Should keep away from offensive and untrue publicity.

Informative Advertising

This gives information about the products, their features, their style, their value, price and
availability. It educates the customer of its nutritional values e.g., Yogurt has low chloestrol,
Soffola refined oil has less fat and more nutritional value.

Persuasive Advertising
It is done to persuade the customer to buy the advertiser’s products. In this there are many
ways of persuading the consumer. If a person has outside work and is mainly engaged in
outside activities, he is persuaded to buy a cell phone (Mobile) so that he is well informed even
when he is out of the office. Earning members of the family are persuaded to buy insurance
policies, not only for themselves, but also for the safety of their family members. People are
persuaded to buy safety alarms for their houses, for their cars as a measure of security.

People are also persuaded to keep firearms for their safety. Other products that sell on
persuation could be flashlights, cameras, dictaphones etc. Persuasive advertising is done in
the nature part of PLC and it often lead to Comparative Advertising. While persuading the
customer to buy the advertiser’s products, statistics and performance of other products in
general are also shown, so that the customer makes a choice. An example of comparative
advertising in McDonald v/s Burger King, Pepsi v/s Coca Cola.

Reminder Advertising
This is done with mature products like cocacola and mature products of Hindustan Lever Ltd
etc. This is done at the maturity stage of the PLC (Product life cycle). This is done with great
frequency. Many advertisement are released in a short period of time so that the consumer is
reminded of the product and its benefits constantly and at short intervals of time.
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Consumer Advertising
The campaign is directed at the end user i.e., consumer. It is usually found in newspapers and
magazines. It uses headlines, illustration etc., and is a major source of revenue to newspapers
and magazines.

Trade Advertising
This is directed at the whole salers, distributors and retailers. The goal is to encourage channel,
members to stock promote and resell the manufacturer’s products to customers. Channel
members are also given incentive for the same.

Advertising for Image Building
Sometimes advertising is done for building the image of the company. This is done by high-
lighting their social responsibilities. To build an image the company keeps in mind the factors
of pollution and safety. It keeps away from harmful activities. Pays attention on the quality of
goods, price and availability of the products.

The HP PSC 2410 Photosmart All-in-One lets you print, fax, scan and copy in colour! Using HP PhotoREt 4 colour layering

technology , it gives you photos in vibrant and life-like colour. Thanks to the built-in colour image LCD, multi-slot memory card

reader and borderless photo printing, it's easy to enjoy direct photo printing without a PC. So get this versatile companion

today and change the way you perform. At home or at work.

2

INFORMATIVE ADVERTISING
It gives information about PSC 2410 Photo Smart All in one
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Advertising for Positioning
The company positions its product to a target audience by juggling its marketing mix. The
performance of the sales is analysed and the product is compared with other leading products
and is positioned by modifying the product and price to compete with them. This is also done
by perceptual mapping technique.

Advertising for Attitudinal Change
The main aim of advertising is to bring attitudinal changes in the minds of the consumer. It is
done by imparting knowledge to the consumer. His emotions are touched and played with the
feeling of likes and dislikes towards objects, are handled in a manner that leads to action/
purchase.

Reinforcement Advertising
Also known as Repetitive Advertising and the frequency of the advertising is increased.

Retention Advertising
It is done in the last stage of PLC when the product is in the decline stage and has to be
revived.

Collective Advertising
e.g., SAIL eggs and milk being advertised collectively. Two products are being advertised to-
gether to get the advantage cost and area etc.

IMAGE BUILDING AND EXCLUSIVITY BY TANISHQ
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Cooperative Advertising
This is done jointly by the manufacturer and dealers. They share the media cost and both get
benefitted.

End Product Advertising
The end product of one manufacturer which is used to produce branded goods of other
manufacturer i.e., Tafflon is advertised and used in the end products like frypan and cooking

COMPETITIVE ADVERTISING
Above is an example of competitive advertising launched by State Bank of India.
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AN EXAMPLE OF PERSUASIVE ADVERTISING

vessels. The advertisement of such products is known as end product advertising. Another
example is the Intel which promotes its pentium processors.

Direct Response Advertising
The consumer is encouraged to make response either by phone or letter or on  E-mail by just
watching the advertisement. The advertiser is provided with free toll phone services. These
days Ab King Pro and butterfly Abs are being advertised on T.V. and the prospects are requested
to give a direct response and place an order on phone.

Classisifed Advertising
Are small adds in about 20 to 30 words in newspapers. They are economical and can be re-
peated. These are given under specific heads like services, products, rentals etc. It can be
given for Autos, matrimonials, domestic help business opportunities etc.
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An example of Classified Ads given in the Times of India
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1. What do you mean by Promotion Mix? Describe all its elements.
2. Describe the different dimensions of advertising.
3. What are the various types of advertising? Describe them with examples.


