Advertising- Main Tool of Marketing Promotion Q
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Advertising— Concepts, Nature, Objectives and Importance
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What is meant by Advertising?
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Kotler and Armstrong-9 WO, “Advertising is any paid form of nonpersonal presentation and promotion
of ideas, goods, or services by an identified sponsor.” (mﬁa, e St 5\3/5 o ewe TATF A,
CTRT AT QIR THEF I TATEF ToAZHATICSE [ 0T 1)

Belch and Belch -93 9, “Advertising is any paid form of nonpersonal communication about an
organization, product, service, or idea by an identified sponsor.” (Wﬁﬁ, e Sore 35\3/6 GEaI
ST, o147, R AT QI ToE 9L qWG S (GG @IATRNE [ 0T 1)

Skinner and Ivancevich-43 W09, “Advertising is a paid form of nonpersonal communication about an
organization, its products or its activities that is transmitted through a mass medium to a target audience.”

(@die, @I afsdiw, fedierm 267 a1 afedimg SR T=IfFs w2y Ao ARy sdq [
ST BT TO18 AR FICR (AT FACE [qC@roI« 0T 1)

Stanton, Etzel and Walker -3 NS, “Advertising consists of all the activities involved in presenting to
an audience, a nonpersonal, sponsor identified, paid-for sponsored message about a produt or

organization.” (LR, @I sy I afediw 7iF [z Seare Tes ud ewe T Sl
TSI FICR ST T2 Y TES NG FRFEACHS, [l I 27 1)
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Characteristics/Features of Advertising
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o eiitae F41fss ez Qe offe Sty «af | Rearitas Tog (@27 ete 2om-

>. O &M@ TGN (Paid form): RGN 7 7 fpifers @@ oy @3 [ve sfawe s
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e ORI 2T @ W3R O CRIT & [(fog I 7 SImiT 3@ | MRS, @riifeE &K
FRET AT ST & (@ L AW I OIF (BT SNwF @ 7T Reer=ieaa e eofd 9 |

3. &Sl (Impersonality): RGEPIFa CF@ THFS I7F G [@HTreR W @9 oAy
QI 27 1, A @ hfee agfen e 2o o | @Ry aft @t aFoml Qi
R@HT CF@ ©13 G0 I Cofd =, FAETA 7 | Ao JeT T, KO e [eerawret
G3R (OISR WK e @I & = |

©. W2 SIS (1dentified sponsor): RGEHF NS &XMFBT TET W7 SooTes At [Rearmmrens
RreE B war AW AR WAl @3 R R 28, AR YN wiE a9
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. R¥© 9fS& (Amplified expressiveness): G @IMCACAT SOT @4 TGT 20T Tig IR

afs e oFfe, afre g Rfea TR @ Wgfe [ReHs e wme S,
wiSifeFe qar wfesfed s ol |

. o1 [RBS (Mass reach): [REr=Ita 11 faghe a1 Freltet eaeR SR Gf6 GF0L KPePRAS AT

FE NQCS AT | SARTIEA &0 7, @fow-3 @7 Jwrm B @(emw o S i e
TRFET (Ae [t weamow, Gifexs I @fCsre eme [t Ty eiFei JgRe
AT FIR MR |

. CACA SCAFAFIA (Attention seeker): ‘RE@T *=fs wifoT *=7 ‘advertere’ (ATF Tg© AR |

¢ ‘to turn the attention” I “TCAICA (T | @@tz &fSlo q2 GG ST AW T4Iex
GFB A4y A1 R &S (SIS AT ETSIMS 72 ST S (08T T |

oy R@T @WK (Unique selling proposition): 2TeiF [Eismwres @I oFw R@w o@R
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%] (@GPl (Target oriented): RGP (o 4 2T ToI2 QT WR AGNER HIfRAR &S 7%y
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g fafar 9=9 I (Uses various media): &M@ A2 AR Irol Jq¢ 205wt Tors
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Objectives of Advertising
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>. &S 4l (To inform): RSN WY LRI JIT AT 247 I(F SRS I AOI8 AT
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. RIS F4I (To persuade): QI WWE I TR &y ARFMA LI T8 Re@=ta S=roy
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ot 41, IS &S T WATSF (o7 T TN ASYS AFCS AN | TADS (K@ IHTT T
@I Q2T @RI (G2 I (T ST AT I CIRAT STET3 METE @ «@F e (@,
ey AT ETAT TAF ARFME T GFT6 SITE! 3TN (O I | TE (SIERT S ARTST F400, A0
Y 27 FARICHA (5B FACS I TOA LT &S TPoi© AFCe el 27 |

©. W FRCT @S (To remind): RS IS Sy ZCETT =407 A TS ISF >t w4
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Toraa oft o7 SrmeerR oAt fesreTg e g Sy Sty @t Yeres @3 o 5 Sy (s
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5) T Ay #AfF5% IR S (Introduce a product): R I wFw=d T2 2T &
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SZCF AT IR, MO &) BT [Keareq e 206z | @2t Rt Sy 26 ArRadma
T, “SNET @B T 2/ SrowF &=y e IR |

35 73 o183



ffqq () e

%) oifRAr B (Demand creation): <19 ™% (SIS (RS FIT SR T € HIfRwAT CofF T |
T TS (SIEET 2NH6a Araemre! So@fa Fare 2 | €3 M e vifant tof, e Iow
AT M o S T G AT AT o T |

©) ARRFMT AR @M F47 (Communicate with the customers): REHET @S0 Sy et
TN O ARTS, el TFfo, Toa #0y w3 e, I Toa (FIF HIF TP fem fqzet
ol (SIS A @PITA 1 | ARFCE #°lF A JITS FHCE [0 IR SR &= fzfars
Gl erare | et TLGTT (SIS A ey A1 IS e @i Jiees TNt (e
T Ol AT AT FCF AT |

8) F® ¢ofd (Brand building): IF W JFe FARMe [Re@#M @3, TFHF 247 FRRER FF GR
SIS afeerfs g Fed, o3 TGN (12 Jeed I (ofd 27 | AT I ore wmif
TN T AP ANDR TATRRoT Fe eI Wi qeeew Ry ¢ J@rm o e w4
e | g Wi Soem w3 ragieer @fbs 9 JT (e @ @ geiite F@E R
(TFIRHIICET 0ol OF Ay JFOLTACPE el FEW IR Sima ey @3t Jre «fhvfs tofx
FERMET QIR 6 IS (ACF TR =T | (@A A @ HHICE Weees oite e f{ema Afhls, eier
0y 8 T 33T (O QIR WHIF AT ALY FI2F &) G® [l 37 IR |

¢) efSRif o @IFITIET FaT (To face the competition): SY@F Tt fGarow wyN@ GF(H el I
(SISR TNIHR G 77, I IS eiforal ATt (ATF Mg ied e e fes sens
facs G e wen, Aenfe sifemn g o aR e FAR wwe I[RE FE R O
SIS IaR IS RS JIT TS G JIT ST MG Qe AR FCF | T 98
e A1 e areaR e dfewifrem s B AR a @R TRt i R
RISk

b) T ATS T (Expands market): TS IS0 (1o AboTe! (ol I PN &= ST
CANE PATS FE | OF T (@A o107 AT GIRISTAT TE [T FAF @ TS AN
QR ST T SR (O LI ISR TP 06 | (- i {Geras [Rearit7q I2e1 2piaa
YO *RC A @rr=etene 71 e [gfe wihe |

q) JS & 1 ORAS Coff T4 (Building brand image): T G315 ST ZTer W3 Wife tofire
@it @3fs I o= IR | [Eer e @i g3 93 NTSEeS ARFTE FR WHS O
TAIY ~ifavy SR | @fb #IteliF o TR FCH QIR (OIS HALRCER [0y Qo SIcer 3ee A
SIS T B | T @I @ oIl el (ere e Sy o 27 |

v) W’I@(Creation of goodwill): fGEF SYN@ (F=AT Ao AT FI&3 I 1, A=A
@R A CofiE oTners BRI | (@e- AAfve e, «fifa e, @ atiei wrdieet e
eo! RexE /e M (@I wreml S@ive 63 AT AveTel Cofi ey [Rearq e s | @t
ISR @I AT QRAPTST IR, I AIZACE e I a3 elifsdifrs Fam g2
sl

5) ¥ I (Reduce cost): RGN JRARST TAMCTA A TS FCI AT IT6 FI |
Rt T “Atera vifkAl I =, TG I FPA ToAM B I =1 @R Aela &lfo-T8f6
TRAM A5 ZT 2I1F |

o) @& axr E{‘[T‘@ij%? (Increases sales and profit): REEH7 @S0 @W"i‘f Ty 20 AR
R AT Q3R TS AR ST | Ree=taa M @i #Itehd Mt (Sreiwma o=
LAl ST, AR A A THFOFAAT W8 A IR SId ey Feee Aifoe o6 | 0T
e e @ ¥ S weEel (@I YIS fa A
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AR =1 T, e @ @i e oF e <@g [ive a1 afswifrer B diwce
R I | GOICT REEATTT Sy TS oa M4e2 I SDifes Terer oo e o7 |

IS (CERTRC)

Importance of Advertising

Gt 2! @R SAel) T QIRFTE TS G2 (@A 8 #1te effs arama e tofa sare
RS A IR AT Ffoq | afsl @@= o 2197 I CRIT 25t AT I T (FI 1
@I 40T et 92T I AE | [T TG (Foia SId TS 2197 I (I (@rell (@AeF
J AT T IO (@ BT (ACF [0S AR I GT TAE AT 170 AT @32 Aol A GT 5T
SIS TS (OIS AT | K@ sy ©IR qLA T ¢ ANIES FiEc (eF Wy T4 A7 | Fega
foraa MR Rearoitag eFeed ToIgrew F41 T:

|

e Eir_mm: &7 | | m’@lmmﬁm 7Y
L | T BTET AR 6 qTE SR l
2| BifER e CIiTTE Wdy ATERE 2| e ArTAe AR
o1 AEE FEAE o1 A TR AE
81 FEAEEA EeAmA Bl by EeaE AT
1 EeAmA W EE ¢ ETEHSTAT e
b1 i e TR 30 | FEFE N7 A T F
4| sfEraiTel EEEE 4| TETgTEETE WAhe #eE g
| e AR | T
| g A TEEA 8 &FEE | TR e AE
bol FETE ¢ Wew WE IH hol &RW TEE T EEE

fow: felotTa e

> | @it S "feF @F9 (Economic importance of advertising): *7 8 GR [R@x BIEERIEe)
@l ol o wew [Re@rm swesd ghel M @ A | R@rims wdtafes sy g
SIS FAT R

») ifEar tofd FA1 (Creates demand): ReerHF TRENT vifvT &7 G0 SgPe AR tofd
| G5 @ MRUF ARI@R AT TAE SRS IR IR SIS AT A8y 8 Ffqametet
FTRT T A9 T FACS RN FC | FCT T #[°0) I R &) (SIS (9o bifkar 2 = |

) TP A7 &S FA! (To introduce new product): ISIF I T (FF ST GF0 T ey
YIS T RE (T & T | (S I AT G T (I ATRF (BT WFE T G
AT Q=P €0a A4 ope weel | e «Ffs Tox o6y, g, Jire, o, SAifTer
TR g MF AT AT SAZIATE NI IR LB AT HLESF IR (SN |

©) &7 9 AT AT (To increase sales and profit): [T 21y {FFER sAfawrer 7ifss
TR T G Toaet | G @R oreretEiTe wRe @ AT GRS WFE FE AR
SIMACE Aoy fFIre RIS I | TLT AUTGTE] Tge IS QA ARIMA N AT IR QR
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ST BIfRAT T@R AP 8 23 SRR AF, O FoIpeics [areza sifase Jfw o1 |
ferercara sAfarrier e et AfeDie wifefie Jre o |

8) afSwIf e (FITIET 4T (To face competition): eremSRET afe Yeres aAfswifiem A=
7o | Ao s@e Aebe s Tow 2167 7 TR fsrafirer TAT 2@ oA | Ty
Ve Affre Reer 4w G=RFma €7 A0S G AHE ISR @@ G afstifrem
(TP FCO 8 Y MARE & BrF APCS ARG I | Qe g Fg CFq [t et
wq AfecAfIne efege FI9 &= bIe] S JF |

@) T B (To create goodwill): IS TJT AT ALICe R FAFa BT ACACR |
@I TP SR IR R e @reiifag Safgfs Mhve Face sy 3@ | @it
IR N @I 8 ST GF ST e Cofd I |

b) R e Reex I (Facilitates direct selling): RGEHIHT M<GTN (12 IO AT
IS AT AP (OISR FIR AT [T 8T 7Y | T AT WL (SSRGS (FIT *1-CA
NG TR G #/el] T EAPHRT ST FACO AT | AT QTGS el (FIRT (AT Froq
JI AT #1SAT A ©f [RGATTT MG (S (ST AAPNH TAMCHA IR (AF 7] T A0S
AT |

q) YA &S (Long lasting impact): REH#F T @RI @3 SfCs-fogae «afe «qag
T2 AT TR «F AOIT AGFA T @I @R [eaifore Aepfbee A e & S e |
qft =eBa awteret < “iffbfe Jare AR T | e Sestmeaa AR oRfs tofiree
ARTOT F¢H |

) JRATeH TeAmCTa JR4r ¢S (Enjoy economics of scale): (XY eI a1 9= 4037 (BF1R
SIfEnl Tofd FA0e G @ ANCS RS F, B IO DA (WHITS JRS AR TAMCTI
AT 2 | IR AR TRAMCTT FCT TAM A6 ST A AR G T AR Y o0 | (ot
faf2 fog 476 ST AT TRAMAR 71 A2 CofF 2 | Trome g ~Aferea =eet fWve <=eoe iRl
A =T GIR AT SO TR | AFSE R NI TeA TG @S g AT F AT |

5) FCAEG Ter CSfF (Creation of corporate image): REHT (FOIHT I SYN@ A6 2
AT TR T N IR GF0 (@A ot qR egfos 72 w0 | @it @I @IS =i
SRS W3R Kife tefi Fare W3R I efsrifTon Rerta TuiE Fre TRl I | @FFSr
Sid FCACE TS A O GG SRS Cofi FArE YR ARF IR OIF ARRCTAE 96
I R CACR |

0) AT (Cost effective): RTEIT GFB #ITelT &BIEF &= Y72 AT @6 Ffea e [wafve
2y | @i [ge «fife, 938 A ReE s ool A= I CTRIEE FTol @3
ARFWMI T T AN AO[ TofiW AER W3 saieioe JieTe [REGEa ool Sy
AE (FTHEGTAR P S AT T SR |

3| feits sif&s @9 (Social importance of advertising): RSN wyw@ @36 @R
SAfeT SRFRL T WO 71, IR GF6 (MCHF AWGS S8 T o Sl Ier | [w@=1ma
TGS GFPINR WIT IO Fl RCA:

) MM/ &fR® 41 (To communicate/inform): Y36 R 4T Fe2 el @=iife"
o[] T GTAT FTFS ST ARFIAT FICR (R | TAMS FTEIRT AIRFTAR BICR O #[Teliar Caf*i2y,
@I, 6T, WA, GIIIre!, @vy, Toaifrer Topift 7ot f[wr=itaa Tes “fasi st
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AW B A | @I G O ST TAFT FC O B GG AR M Tgo Aemea
Ted (NS (58 I(F |

Q) aARRFMA FiffFe T (Educates the customers): RGEHFSTET SRFMA e [y [Kfeg 2y
THF HRS FCA GR GH6 TAYS #ITely O I ITHIT F1 So© (T IAF Oine Rt
ST T | K@M AT (@A #eid IR (SISTF AT GO SAZoT I, Ao
(OISR T2 A AT ASF IR TCE TS AN | AN [earof T gy T
R qreTe (7, Il &A1RP ool AT |

©) T ffesad (Ensures public welfare): S Feiel ffve T Reeeitaa Srow
eFpel @3 Ty | STIERCeR ey R SifRAr e 71 =ee, [t n{t ey A
GG eore R [rale 209 | 719 RevtaR o1 (ffesel ¢ T eoid (& (el 27 |
EE (AR ST T TRTCRETE Froid FFRE IS AACe T, e 1 et
T FACO T, AT G A0S 27 oy ey enfee srsemieed gt ame |

8) R&w MM FTST F41 (To support salesman): G REw AeaR o= [Egsiom
ATHENE FAZTS! I | IO K@M (A TR @97 I Aoy Y7 HZCG2 AN (G
meT @re AR | eaw dfent [Reea M o @ g e ©ema @3 267
TERARA MG @t (¥ =2 | REMHAER MGeT 7 21y I @R 77 Fe 936 AoroTef tof T4t
R, O A &F© THARIS! G RS FEyete e sk TRiwE @reE ket
FAICS AT |

¢) IJFNRNWMI AT FA (To support dealers): FINS FANS GIATE 7% IJIAR @2
ARTIHTTE TS e T8 B | MIAM @ SCwF [qGIoIF S 2 Ao AT {770l 37
AR 8 ARTmE SIfTFle (ed! T | T (SIEHl AT FIF FICR “I67 NS TS O (ST
FIfEFS Aol T FACS 2R |

v) FIF IS A (To maintain relationship): 17 8 AR(F TG FF I @RT! Cofirs
fAGaritTa e FARPIT | (@FIfF @32 AT A (SIER QI ToF Cofd 0 (9lteT, afb ooy
O3 CTRIRTAR B9 (SIER B 3 feaariret tofd 763 | @t @ AdgR 71 ar Fe
R

q) Jeee! ¢ofF FAT (To create awareness): [NGI?HE LT AT TF TS T &AWF I
T #oly, RETSAT I A6 (FIRTSTER Sy 21 T[S I (ST T | AT &AT2I7s!, JCea. 2
I, R i, wiwlw, sffafee wEad 3 ey st By wfosa s o =1
GG Y8 SIeEe 1 Q7 | AT IACE (@G Ty G (I =y IRaiad ©f &
Tfow | ANt @ el (SEtE T THFIE WF (@ Whodd, ofe [Reeeitd e
I (ST A | T TS A9 G (SIS Avows! I AT |

) IR 0o T (Generates employment): NG &FF @ AT TR T ST
TG A (o I | @S @ Saeid foaf<iah, sfemw g, sebar, Gt S
TG O @, (SN e b FiE, w, TERGE 3o Trel M I FN
FIAZIE 2RI T IS |

5) QR T BJ© Fqt (Uplift standard of living): REHET TTT AR Toolet @ 77
AT FATE SCS QR IR FACS AT, (LT TIE S A% qi9el foet 51 @32 154159
G 217t ST [REPTRes ReTR seee! | [Ree e @3 e Mqead (O AT 8 =g AAH @
TeAA e ST 2 | A FFfOTS e S Jiar AR G- I QIR Wi I o1 |
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0) A& T AL (Solves societal problems): 2o Te IR, SR, T3 e
Togl, foTsr oFelre Tenma Nrol ARy A R | K@ T ANISE Tromieted
et TR FACe TIceTe! T A |

GO @ @R 8 (T Stafod TS Afedliere! SR A e Tgaae ewps
ST AT ST A |

/Sy e

R 0T (I #1ely, G 1 e widems epii A g Soiel $9T Siies ST TN @
TR (OISR A (1R A4y, GTAT AT QR QAT Bt ea | [Kearoie fgfe wvie a3 me
T ST ey @lfefb fReesited (I 91 (@I ey R B IS 7 | TRImeE, Gfefen,
@fTs, AN, (6, @S, REAe a1 B Wror [fey e 2T I [E@ew o
IR ST FTIC AT AT CTRIF AT =1 SR e (ot W TRt swes ardr | =107 ¢ @R sifzar
tofa, ey Jim, Afetitiom (IFIIE T4 @R 6 FICAT AT A Jiad MGeT @ =Aifam
1T o7 S [T eFe=d SN AT F07 ACF | (18 AN ARFIWA e F11, TvoTef Cofd
=10, NG T Afery, GRATER AF SFaa 43R GEeed WFvewace ARG TR LT
et @3fs @eeR AIGE SFCTe [T i AT |
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Functions and Types of Advertising

Ty

Q AT T -

o @I FIARfET T qeTC “ICa; aR
o @I YFIACSN TR T FAC© AR |

NI 2PTIRE Srow SHieE R Fea 2o TR [eeriw | I IR TWIRT ARFWI A el I
ORI TfFe o7 @RI & RN I/QE 340 | @I [@emE AdEers o[ i
QATfeT, AT TSI B, Yo 8 SR 6T (@ Hfeg e Tt Ml ©=F &AWiCTd FIee AR
0 | fer @32 (ol TR TR [ SRRy | e ket [eats WE afew sfw@cs o
e fpifere =37 ¥ ArdiRere fog g R fogfey T SoZH@ 11 =7 | ©i2 (@F=AfHetEa
e fafeg w@ree et oy ez @ = At s @S & @Fie T aizeme GiEfesw ¢
I, *RCT I FAK AT AT B0 JICT I AT AR (F (I AT TAYAT 1 AW | O (@A
@ SIET [ T FA@ ©f W=l Fa0e @Fr=ifaee saeete [ [Eea Face =0 |1 @we-
JICED, I8 (SGWR 479 Il (SIS SRZF 397 | (@Afqate [feg 3 ereivmr Fitz (TeitR
Ty fAfogaT fReee I/ 0 A0F | (@l @a i, I7ge Niew, THiEe e, SRl adg
@it IR B fofe I Reervs ©i2 TS S 347 T |

RearoitTa SIdfer
Functions of Advertising

$IF eferaifier 43z JRRTe TAMTTR W2 IER JIZR RGarie [vteitasr @3f6 weifard st =@
TR | T ARSI LTI G2 SIS 297 (F A AR <R O AZeersy, «ff qeice K
IR A = | [T egiia Ry q@R JAeE AT T, /R TgF AG qR SIAF IR THE
Geiele PRifFoe 67 | RGI7 TACE Tod QIR A&l o= FA0o GIR AT WP OFfsf FAC0'8 AR
FCE | AT @6 TN FRTT@E T SRS NCAE TIW (FTACE |

fReatow fefafie SRR =M s A

31 TR AT Af&fofS (Introducing new product): RE#F IS Tod AT TS ARTS! I |
GFfG (@I e QIR OIF 247 {GeI#Itae TN SAIEIRcer e ARy SR Mre #Aed | T
Il

3| oiftwite Twife a0 (Stimulating demand): RGEMQT o7 A GRT TIE QTN ©2F
ARFWAE M S W oS! (SfF I | AN AT ARF AEENTST (I TN
SFEAT TAZIAN AT AF 7 SIRANTEANE THifore I SIHATE 21l T ATRIHS A |
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o | & e Wjﬁﬁw (Increasing sales and profits): Gt G Y& TG ANF Ty <o
MATF (FOI-TOEF FICR 4T I (AT TIPS O THZAT T T | TCE [ MRAF (@l “el] Fed
T TR =W | @R ARSI Ao I A @R a2 IS AE @ JNEE AR
TS AT |

8 | OlteTl Wﬁf{% ¢sfd F4a0 (Creating good public image): REH#F BT @R “7CF (For
A TAFITT FIS2. I, AT (@FATT FA Cofaa ATBIe BT | (F Tr=aig #fely tofa
(@ AT [@oT @, T IEE @R A Gtte Face JRE @ | oAt sffar e,
(i@ mer 3t 919 e oot [Reaw Reiw e @it stesr @r#iq 303 1 beae! (ofid &=y
SIS fGare | ey At | @ FAFY ISR @I 2ITF A=eEreTeT I, e NI * eIt
T, IR O OIS B A |

¢ | e TeAMTT FZTS! AT (Assisting mass production): RSN FoF BT TRAMFCE
sifRar e wiiea I o | (e vifwl GBI T @I qRare Teeme AE, A W[
Terme fafeg SeivitTa freardt 4RI T 3T6 afs Teoive 245 Fw @ |

Y | AR @ T FIFFAE Twifsre FAt (Stimulating research and development activities): f{ga!siw
@R IR 8 TR FEAE Twithe 6 | gfF oo R «3it efetiftrenee [
foana «fere zwe | afelt @i o [eHte Tam ISR NeT I @I 7 (@F oF
SATCE M FIF (531 707 | 6 2lfSit 20T ef e T =4y 13z SIva T IIZRGTAT LF (TS
TRE @M NEEAT FACE I FACR | I G @I AT 8 TEe L@ Tew N T @2 93
Jite 2ie i fMfe 7 w07, ozt SvF Sfiaire @i IreitEs I3 5 AT |

q | TSI % a1 (Educating people): RGEMH#F Tga 747 IR SR (IR T (OIS AIAE
fifFe S0 | RO TN TAMAFIGT GF Sen SAIfTer T1F O ¥, G WY FEa
TN IITRMNE (SIEHACE ZCS FeC R @ | AN SepirerenEs [earem st @+ -
FRFIY AR [RC@AT “HZIE T I RPN N TN @AM, WY CRIE” o5l ey
(SR TS AT @ AT & JAWR A FRGTHF ARS8 ARew | qoid K@=
TS O S IS FA0o FRIAS! I(A |

b | WIS REE FRTer F4 (Supporting other related industries): SeoM ey e @3
AT AR G0 Gl T | R (AT Al W SIewd I A LB &BeT TS I
| I A~ AR 2GR AT Tgae TP 27 | W [Rearo(tasr Ac FRfAB Sy iy
- T, ;R AN NN e e T A Frox T R w6 w63 T4 @i ozt
fafer fear=ie |

Sl VTT'{W YA TF (Uplifting cultural values): RS9 @G e 1 wifeq sMeglos
AT 49 @ eI T | RSelo Z0al ANCET AT 0T (@A aff Frer w6, ©F (12 AN
AFoT TS eforlme o | AR Reesiy g ites 67 Mo T o= e
FAIS FACS AL | T [T (ATFE qF TN T[T O AN J0d (Fg Rrpelyy qret azet Fa0e
AT |

Yo | RI@E A9 BFe F4 (Improving standard of living): REH#F INWT GW@R T TF©
FACO A I | @ (SIGMF A3 [ @eed Bfe, «fy, FEor At NS =w F@ &
G @1 Aoy T T O O | WA RS THIC AGT (OIS ACACFE T AT IR A T
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QI 9o ICACR | @AV RFSEO 8ron, [@pfed <ifee, ChRwes, fetenas onfn | «gers
RS (SIS THOTS! QT T SRAMFFIAN AT @S N[ TGN ALCS AR LT 4 F0©
1<) 2 | YOI @I (SIEMa SR-EI@E N IO |

AR = AW @, R efositas At a1 eI e tofiw st R ¢ g 3w e,
AfSHITTa A e 0 @32 ANEF @ AeFFoT Tgaea Ffwa gfirt A1 |

Reetit7 earTem

Classification of Advertising

et =0T GG (@ Aoy 9R ERE Ry Jag & [Kfey e G197 I CRIF JGes
2P | @fb ARHCE SAelT FAF RS FE IR 9007 (TN LGNS TP ARICF ADS FCF (ST |
fearom ©1 Tt [eeg @ woifazd Tome =@ St Wk «ft arema ditg [ Afkive
T2 TR O | et MRy AR Qe (5T R8T (SIS wacE =ielF I Gl T
SRfTe T AR | @FHAifTetE [(feg 77 @ iR (TRR Steey ey 797 [Reera a59g9 6@
AT | Prog @it Sy 7RI @36 @i @ awit [ewsia gegm s of e =31
CANfeF @aw, I9ze Wi, TwHiFe @rer, IR, @32 [ReeHeg «[1Kiwa S fofe wa e me
TSI O F1 AR I V0ET =T TG SoIAT Il 2T

i
gl I ! 1 _ I !
« @O (e - for® e = T - SO . P o ST PTCH oo
« e el » BTG AT T FEren - 2elfiRE a9 . eferTteTEE - ST
« FIEGCeE ffEar i « G e « AT R
ey P IRCEH LA G
efifesifaes ety

fou: faesroa edifereret
S | St @i Wil fefere @@ifTer (Classification Based on Geographical Area Coverage):
CSIColfT et e At S el fefere s faffe o e @i 4 Qe #ie:

>) @ESF G (International Advertising): IZSISF AT BT @F==i1fT AT FePreta
SIMA 2147 I (A & ASEfed O (@ [eeeq b @ oiF ASeod [eo« I |
@A (T, (o111, SefAferer Seonfnr @riifax (ext Rearem | Seefes e wore
I @3 [{fSg AT (oriviR et s1eg1a 2Ry [0 @3 [eeiom (qeat 2 A |

}) SO @ (National Advertising): R (TR (SIGIA IR a7 ASNTAT SR
YO BIfRAT B &y ALET® T Aoy eFor 1 ReIRions 7l @ @i (rea =7
SIE SO Gl 0 | (- &lel AT PFAT PR ST I (97 AT f{earaiey | srsra
TMIAMAE, @GS QIR Glerfen @CoAF 7R T FFeT AYIRT NN Sy [earaiq redr g
AT |

©) S e (Regional Advertising): (F1F RT3 @=1r A1 W2 S (orema g@ite
TR G A G0 A8 e @I Tou #Aoly aqewa G (@ [@#q (Medl =7 oitF Sl
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e 07 | @b TRoAmS A G0 A NefeTd AT A (eT W AT | e
fR@IIta & Sefere FA@meia, TS, @fs, s Bfe, aetrer e Tenw Ize

7|
8) FAW @AY (Local Advertising): I (OGO T T AT YA HIF,
fEBToE CoF, (FI-IAETS ORI, <Nfe-FT A ST Srsiy [RersRm o @1

@ el &7, ©ItE FAT oo 3t | afbee o “ypar [Rearia"s @1 =0 A | Z=
AT & (AR ST, FINE A&WE, AN, PR, fEa!, @i, e PreTsn
2o Sojif TS 27X |

R | IRZ® YR fofere @MfT@m (Classification Based on the Media Used): @it ey ffSg s
FEFTSIE AT I (ST F02 [ ST (dMtz (AT @0 2Itd | O3 MGeNe $oF fofe o
e ffefe foqfs St @ifaa w41 @ts «:

y) % fafear 3t gye a9 (Print Media Advertising): J@e SIS @ [e@=m 747 &feg
e NG - MG, WM, @i, Frefe Tejire eaife 27, o3 oie JHqe a1
fatoT fqeem o0 = | oS Nfewr Rwem F_Reee =i [Reeag Qe S0 ey |dR
TS T @N- FFW@, AR, T ISR ST LT T |

Q) TERGES T TG [ (Electronic or Broadcast Media Advertising): 2(eTRG~%
fafeg v NN @Ne- @f@s, GRifexs, T e a1 wifba, wfve-fefee ar Hife,
TR (PR qeHT opifde g0 oitF ERGe A Tpiive [ere I | @©e Tes
s e sy@ =twd (F9) Aqeferd WA I | GRifexs Mg [Kears wfve-
fograe agfon g o g3 T TOE AFPforE WA T | TG T Ho1itbe NI4T
G- fogyaeE Rearsitas =6 (qRel, ™ (RN So5iva e[ 6! T2bR F41 27 |

©) Seore fifeat @™ (Outdoor Media Advertising): SIOG(eR I IRAH (@M
st @ofs 3 Tmfer o1, T T AR RO JRIWS WP FACO JAKT FA L |
R fearitea T &bfere Twigad 26 e @19, fFaF v 991 @reiifag sicfere 3tes
@R GT T | ORBIS (APB1R, faze AR, «Afiazer At AT [R@ o, AT 9T AES (POP)
Torfre ITHTEIT [RGITa SIte SHizde ZTe 7T |

© | THEe e fofere @@t (Classification Based on Target Audience): S5 SIf&ayst
TS THF- @IeIvd B9 fofe I fReerie fMxfafis vRfb Sits @ifiaa 341 @ #i1a:

) (OIS G (Customer Advertising): 93 <HOF RGI#F (SP “[t7e [UIE (SIS &y
faafe =7, TRl Yereg frems & GRS SRR IREE G 2607 @ FE A |
@NF- BICAG AR, TACPG, BRI, B, (A 3whifer | SAHIIT® (S ATl &y (Bferfem,
@GS IR (AT TS IR 21T NFIC [T AT 2 |

?) P ™9 (Industrial Advertising): ™ o7 eFeaRE W AREF@T 770 =g TR
szl 918 @ wea Tgm FAIT G @ RS #T (e 77 oS g [wre ) e | v q@eiife,
o e, Lo T@I TR AT Ay IR A AR AT TA TS ARBEAN Ty
R AT, CPEE & MedT @ | @3 q@ed [@re[ AReTs GT i, GU CH=ai,
et Syriifee gesince (el =0 A |

©) G© 79 (Trade Advertising): €3 <FEF [T “ACTF TAMASIEAT ST 2AfRFWE @t
AR ¢ feamme (Pl Riwreinr) geiife e @R rEifbe FaM & el 2|
G eIt 2147 Tge FACe U2 RET ITITS AT 98 (R0 [@ariq (qedl = | (@=-
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(@A AFOFFRAT “¢ (@ T » @ F” wrely [eareq gpar eema ey o
IS |

¢Me @ (Professional Advertising): TIER, SGoF, SIFEAT G2 S (ST
ST AT FOIT (SIS 1T 2T AT, 2R At (epifeoa Facas Someey @) e
CMTERITT Smeey (@ RS el 27 SIS (&R [T e | a6 (oM S @3
feIolmreits afsfafaoms ST<GeT =M 1 27 |

8 | IRl fofere @fdff®rr (Classification Based on Function): ReErias sfer fofers
feateitea fNeare @fafmyeT s aw:

3)

)

eorw qR AT afeferat fea9 (Direct Action and Indirect Action Advertising): T ¥s
@rsT A AT IR (A SIHe AfSiFT I @Ea e AN Ty F1f elfsfamam
T@e el = | (@F-fTaIes 1 'itg [y e, KAy S seer [Raw, o2e-
SR o Ry 3oiiva fReereid | S9@eit Reer el e afe @reima g3 e tof
e qREE geifte R T oErE afsfer Rearm oear =3 [wmmret ¥
RTINS 68 @ e @IeR 492 ofkare @@e fraw @, afswifima
DT OIF JHISCFE ARW FAI 9T (IR (A |

RfiE g FEifte siftar Re@™9 (Primary and Selective Demand Advertising): 2RI
SifEnr Reer G SO 1 - NSt 39S e =607 37 GRF [{eARe (et =7 I
CRIT &« BIfzwr o &y (ReTl T | SHIRAREG I AW, FE ([@C TS I ASAF &+
fq@rem e «ia | Swee, Jeee Aty [eeasRioe a@r fJmar [ReasT e =30 |
@t wieT u2 F@ B JITT @N=- (o#FT @, @R (@@, AR AR 95w &y
vifzmr tefa F3ce 517 |

o7 @R AfSBIFF Rear? (Product and Institutional Advertising): */F a1 G E@rom
(OTSMT FICR JITTC A JiTS Ao =er «oy uae e ey 31 vifent AT Sy el 27 |
@- T, Fofen s, 23% FRIR [Rearie, @ er-wist Gt [T gwiifv | sFFieca
Af BT AW ¢ v SRYS T coferw & eifevifae e mear =1 afte Feefitad
Rl I 70T AT |

¢ | Rearew sifieza fofere @ifafet™ (Classification Based on Advertising Stages): e« stam=
G 5T (1 B Il & Sy ms3 200r, ©F fefers e+ e foafs o fiow w1 T

3)

)

SIS T QST (Advertising at Pioneering Stage): €6 TgF JIE AT SN TR
(SIS T A FAF G G O ToF (AHBITIE Q180 oa «fb feaee A
FIZF FACS (SIGWR TICe, doifie Fare IR AEIve Face KA 2R [ (e
7

mﬁ@w 4 @@ (Advertising at Competitive Stage): ST GF oAl S
B e, @t 47 w3 I oW Jefsie Freet @ IeR afswifrer e
T | 9% A RGN ST Ja 9 & eforaironsTe e (e =7 |

o) fafbe fRerq ar Sgwee @9 (Advertising at Retentive Stage or Reminder

Advertising): T I AT AFT JRL LT AT FCH (T, U T WK qreied fBfoAre
SZYE IS AT AT 47 ACS [BAe e el 27 | =-F, A4t 1™ el oo 8o
B TF, O (FOIAT A TE N S ST & @3 401 [eatoiey 7929 31 20 | ©1F
QIR RE@EHTNE ATAEE [ 78 Je1 27 |
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v | [y R (Miscellaneous Advertising): S7tAI& eFiacon gons 6y &g Rey w@wew ety
(TS AN A | TN

S) A fR@erT (Covert Advertising): (199 RE&#F @3 @I [Kee= (@ATT G0 2/0lF I GH0
e oy [Ems a3 FfSHT st @ vefbd, GRS o I G (LEER FF P
IPHOII (I FITE FLAG "SI W FACAN A | ©IF A3 FINS T8 (olfeT! e+ s
Sfefee a1 20 A |

) ARG A9 (Surrogate Advertising): AT RGereq @3 2fF CF@ 24T A (FAH
3T @ @I WWE s [Rewem Sfe 30 TR | @@9- WEE o wewd PeEs b
SIETCHIRCER NCo! AT [Rearie (@ FEIB e W12 63 Wiva I TR | ©IF @ G306
@A T 9FE JICTT AN T8 FEIG A%y W7 APTS I A 2R e’ b

©) IS fR®=9 (Public Service Advertising): TIFHERES RGaIo 20Tl G5 GH(G T A
& A FE T, AGCAeF Toel, I T, frwae!, vy, @qww, @ifee-ss T rer
PP [FT GR ANGS Fergers T R 7F ANETe dAmEs el e & 9
25ica & e ey creet Si-]ifeifenss Soweey Reer=it 9= 3w IR |

8) M e (Celebrity Advertising): REHFT &y FHT (?MF T & I GTFOMI IR
=Y | O GleifexT g3 g [ 7 s 4R [earita ey @ifam w1t ebiRel S |
Qe R Gt IC S FIRBTR seaTeR Bor NS T SIma «itoia [Rearsiq Fidas
ARG S A |

TARE DR (AT I3 W, NYRESNT 7R R [@reqEs 3 97 N0 Zeae Iy,
(@0 I TAMIR fefere fqeemiw [fog T 2 41T |

@ ATLFA:

(IR ReaTTa AITT ARE® S #07 A GRF TAT%fe, wdat, e, o1, A e
A @A 0o T90FE T O (SIS AT FIR AT I ANF | SAMAFIA AR (SIS,
T T2 [EoW o3 Tz | Wy AIRFHE AR G2 ASTI*S o6 (@ S IR AR
©f SR bifemt 27ee 7%, @ff SER o e 5327 91 =¥ | [T o2 syqw@ @i
RET Q3 JAFIR IO I, IFR N9 0l QIR S I ITF SIS FAA(Re FAR NG SInd
ST Ay AR, AFeS TR T WO YR QAR T TS FAC© TRAST B AP |
@i ote /ey @A (Srema F0g (TR & [fey w@wem [Rears I<9gh 6@ A0F | ([@99-
e aaeR Tt fefere wewifes e, ey e, Swfe ferm a3 Ny [eEe
FIZE T4 W | TIRE @It Ikge New a wrer fefere [Rermes &6 ffewr ar e
@, ERge I TS fReom @3 wIesreR Nfew [Rewoq- a3 foq ot o w1 I |
o @R fefere [REweme SRR (e [ReeeE, g [wem, Ge [Rewem 3t orire [eeee
e T w9 I | Swe [Eees weiire s W 5 @ [Eeemes gors a3
A afsfaar Rearew, arfie g3 FEifve siftnt e 3 =07 ¢ aifsdif erm-« ee
T | TR [T 2o G 5l (B B T {5 Sy msat 2k, i fefers are w3
A e, dfswifenes it e g3 [babe Rema 3 sgams [Rere ke
femeie orf T4 IR riie AR Sl [{fey @i omsF Rearem, et [wem,
GEEIETS [Reari @ EIfeTiG fReeritra el ReRikre S gacels e 5229 7 A0S |
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Advertising Media and its Types
Ay

Q AT T TAR-

o TG Y fF (7 IF 0O A
o Ao NLTAT AFRCSA YR I FAC ARCIT; IR
o TR Ny M6 [ty TR 54T F90e AR |

TeAEIT GIR REFFIRIAT 2607 8 (T MGF® O (S| A (TSI FR (TR ST &y [Reacs
IR ICH ACH | 767 @ (T IRGFE 3 O (SIS I (FOMA FIR A1 SHI (oltr et I 1 &
AR T (P SR B G O 51T Al T ONER [T MW 0T | 97 NG A=A fowea
ez Gffedm, @fSs, s@m@, Wenfem, csE, RAEmE, JRaEe, fees, w@ta, ToREs
Tonifr | @3 AN T AF AT ST K@ oA FeeTS] I WS | ot (@i Wit
REIATTONS FI7 TR FACO A, ©f e Fa1 {92 @ow | [{er=iea Soorely, ey A1 G &gfo,
e dFhe, ARG W, WA e A I AfowEn Fonfn T facww o g feerem
TGN JIR o7 T |

festofe Sryess 4=l
Concept of Advertising Media

@ gl I IR AR IOAN € TR (GFSIMA FIR AT 8 (Tl MGG @ It (oMieg (ew 2T,
O [AGIo I 06T | [RG@o Mee AC SAWMFFIS AT AR Ay 8 (RIF [eerole a5
FE AF | [@@rog Ireteten @fs, Glfexm, wamsia, syeifem, ToREs 77 [Kfeg Mo o™t
M 1 ST ACF | [T T 18 (@A Gz (@i A @hE (ofig F1er F6a A | K@=
TYICE ST FER(0 A%l e Sogre F47 20

Kotler and Armstrong-4¥ NS, “Advertising media are the vehicles through which advertising massages
are delivered to their intended audiences.” (SR, RGF NG T G =T AT AR [&@=T
IS oS3y ACTIHWI FICR (TR (ST 2T 1)

Terence A. Shimp-dd WS “Advertising media are the general communication methods that carry
advertising messages-that is, television, magazines, newspapers, and so on.” (mﬁ&, farole gy = et
CPITCATCAR YT GPIE Arel q Reelote) SN 97 F AMF, @A- Bleafesis, raifeny, seqm=ia
o7 1)

Dirksen and Kroeger-4d C® “An advertising medium is the means or conveyance by which the sales
message is carried to prospective customers.” (WQTTQ, Ao LI e [T IreiE oroi8) (@oima
0T (M= ST T T A=A 1)

TATIT LRSI RO A0 [ TG (T Qe $TeTr “Neq I ©f A
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v @I M 2T et 6T (eI FI0E (TR (ST &) 92 ST AT 12;

v @ft @R AT (SIS (TeTae (ol CF;

v @fb [Resroec 7B S (o1

v it el fdiEee it wmgeld St e 36; e

v GRifexw, @fee, mame@, wHifes, [ecare, ToREs o [eets T e J9ge
R AN |

TART BN (AfFFTe I60 T (@, R WO ZE OB @SR FIR AT (MR T %S
TART T AT | 9T TG @A o107 @ G 7ef#B ST (ol A (ST AT FICR (TR (e T |
TG STl ISR RS2 T 7o ART 8 TS IR S e e |

feareie T<gae RN ARG ey Weare foras Ay FA2ereid SAgHT S 9

S T4
' s N fagatem el (7w, GEfenm, @fee, @S/ (SrE!
w1 [ em wpeife, TR Tenfv)
oa: e rarr
Rt e gFiEten

Types of Advertising Media

2 eremm Fr [eermg AeiE ¢t men o Remsamret [fey e Taw 99ge @
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Considerable Factors in Advertising Media Determination
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consumers.” (AR, Rw@rom afsfrf g [Rernag s fofe a1 727 g @ Jifws @ Fieg
ZreyIfRTe ST (ATt (SR &=y 1Tl *191 T 19 @3 e Ry e i 73 1)

Steven J. Skinner-9d NS, “The verbal or written portion of an advertisement is called copy; it includes
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¢. fRIFTEPITST (Credibility or believability): Rearq efsffR sitaal wmprd a8 2T wie-
WIS IR O3 RPIEreTe! | @3 [Kearm e paere! Stk e[ nred oo™
sifzarre aer e = | @3l e o zre efsffire ane w2y, 17 I Ie0E 7T T A |
gfsfefone Aage AT @ ARE T 77 A ERT T=F A7l ¢ [T (o Face AT | @
afefifice TP wfedfgs, Rafews, wdrey I Py o @@ Resied
fRPTrTess axfam T3 91 392 fSPITa AR Foag 703 | O3 (SSWT T &F FA
SArey [Woe AR e ReeHitnd (Fvig oR 26q I fekitr “qifafere oo™ ¢ gy
fafoe w4 | @F- @IGNER SPTEART G- 1T ReEritag “TaR g T 5[, @TastE
SRS 4T3 RPTT GG ST |

Y. ATFW (Coherence): [KEoItaa afsffor grea fas I@eran 93h W | ©F g @Qﬂfﬁ
SRt =12 JFCST W SAMICTR A IPRTS 2O R | [ gfsfrfte e
G, O, ¥, I, SN, R, So-fizem, foae, e Tepfacs o3 [ealfore @ «ae
ST ST SR AL AT I (TR T8 20J |

q. PFIE® (Educational): €32 e+ efefeifom wcas wppl tARET T et =@
TS | R Aoy 91 ERIT Freg IR QIR M Te Fce #A1ed, =1t
fefifsr @7 77IF adma HfFe I A0F | urers afsffR 4 [Reeifre sta= REa
€T T ST IIF ISR (SIGTWR *7] (ST (TS 10T |

b. WHITE (Conforming): &fs fiwvitan efefifoits oM T @R MR BT &=y
RO T, T 932 R4 e veIce 2@ | Reed (@ie @ R\ [ (qroseie
AN 7, *MATONE SIS T IR TEF T FCIWReTe! 8 AEF TS 78 7
O (I feferf azetamy 2 91 | @ANF- TR &) Fhodd 0 LM (T (@08 e
BTt FITD QR SIECFIREETR RS« b 4l 21 |

5. “TREEMTST (Memorability): eoitaa afsfifom sreopaiem s @FEr T afsffrm
RS | efSHfHE YITeiT dFe 41 Tve ATe GFE IRF 247 TF vy B el
AT =, 92 T A N0 G0 JI& W (@06 7 | O (@ [ewiow afsfaf v @fae aizres
A AT, ©f ©rel Oite efefif+ e Afmfae 27| «aft s1we feiom afeff ez areewe
T AT IR @I =T GF 77 | 9B Ty qered oy afsfefer foreim ww Gend 3 Je
TN FEFTSIE QT A0S T | @N9- Meril, Horlicks, Wheel, Coca-Cola, Lux @i ey
TFSIF TR G FCACR IR AT AT I AT AR Y0 0X AR |

0. W& (Simple): Y3 7Fa K@i afefifm Siaat swesd Tome g b Tre orw
forete 2@ | WfbtE AT Torge Tare TR @ AR Al Afsfafi feregee Afdwen
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ot e

TS AT | ©1F ST AReATE Toege a3 FoT =% IRE T4 ho 71 TR WefFre,
TRE IR IR (O BT N =, O, I 7w (AR A Gb® | (@N- Fit [i%eoa ey
e T “Fit A2 Hit” | @fb 433 728 946 A7 MeeTed 47 >t aFfo st o |

TtET AEHNR (TS I AW (@, 9 Tex [qeare efeff+(F Tex 20o 20 T*73 SEDT aes
QTAT TS U | THET QMBI AN YIS (qCaI WS Tewold A fsffsr ferate 23 |

e Fh?
What is Headline?

g Rearem afefeifom sy @it wexl | FERIGR T @ 3@ o [ReaeTg 3o et
ATZHAR N TAF2IF T T | A2 [eaifrs o1yt G e et Fa19 22 Fiefb s w61 AE
RGN | mf-trene 72 W 9 e [Kestsitas SHifreie a1 wayers 6@ e (I BT
I IC I (T AT TE G W ONF [@ATR s et | [eeioe 132 Qe @iz
RS 93 e Rearos SReE w@gs)d et REE Ruas s A4 |

Dirksen and Kroeger-43 WS, “The headline is that phrase or part of a sentence that has been made to
stand out in the advertisement by the size or style of type in which it has been set, the prominence of its

location, or the white space surrounding it”. (SV€iR, RN T (G712 77 A1 I A ©F o7 w9,
SBIZST, SR T AT AT fSfare Reeiofts ST ©Itg oo a1 27 1)

Belch and Belch- @3 WS, “The headline is the words in the leading position of the ad-the words that
will be read first or are positioned to draw the most attention. Headlines are usually set in larger type and
are often set apart from the body copy or text portion of the ad to give them prominence.” (WQI/TQ, fearaiey

PRI 20 fReeItTa St SIBI AP > (AT AT G T A A @ NI St
A T SAZIAT T 2 | PIEITINGTET AHITNS TC TFG IS (6 FA T QA AT (RS Sy
AT PTSTANE R T[T S AT ATIF A (ATF AT IR GAZI 41 2T 1)

RIEFER TR eFed I6 20 ARFMI AR AT FA Q3R 2@ [T IS Ssima
WA 4 AR Ame g [ fogre a7 yiEas Wi (@2 ewesd, ©a afeftm
REANGE o TE-rreitm NI WA FF QAP Ay AT Fw A4its | [{feq Swaerw
@l TR (@ S it efefafsa FammGeeg AgReTe (srerl ey (e A | G 0 oA
AIIF/A¥E RN A T g AT fSfis otgs | o2 e i zte 7@ @v «ft
AT WAL FAG AN Aot [t St el som oy w02 w2y fre Ang 93 2¢07
I ORI (@K & ARIMA RIS TS A1 | I K@ nreiE Tode A FHe e Face
(3 S 0a S o5 ST *Itar [Kearsitas Y& fAw, SCame 91 B[] 9eT 470 AN |

Types of Headlines

et afsfaforr Ramm e [Reaee A$R BaAta, TR A ARYEE (@ A I 6 %7 e
@ 1 A ARG AAT 70FE =2 el @i 767 | FEINE (@9 3 S [RE#1ea sJewiie &,
ey g R3S (@F- AT €290, JIZS TGN, FANHAAS! Tohf0) G2 [@@roitg Sy
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ffqq () e

TAMCER o @ T @Ne- foaer, T I 1 [Jeyepr [feg e 8o 97 3@ feersw
effeif= FTNCe Yerog gEeIce! St T A, - o7 IR ATATF I |

F) gorF M@ (Direct headline): Zo5F PRI o7 I CRE ARANT @kl ¢ @B
AP WOIB (TSI IR FRECIY G- S ST ToF 0 | oy R Moy Ao
O AT PRI AT (TR THP-ESE G e Jdr e 41, @i feepfs @ear «3g 2y
I CRIT TGS I T AR 9197 A G &fs T 2679 IR (e 1 27 | T, @77
RIEFR T [earmg T IeiE AREHeng aRed g (MR &7 |1 @ (+F- “©6e, S00%
fAfF6® <P FRITAIT AT FIRIGRTL (T (T d00% IR, (T TF ARER A0 IFelT 2SN T |

<) G FIT (Indirect headline): A& FRTAFNGTET Ael7 I ERT TP FrEwae Face A1 [@
ATACT (GFOIM N0 (A0S I7Ze T 1 | IAR AT PRI GG AR Socerd s Seser
TR OIT T AT IR (IO SN (O T | ATATF RTAN @1 (FIHETSTETR T A0ACR %]
T4, AT (e, Freltd v - Yo g [feg oieie 7= w0 Tonim | @e- “@fecae!
RSETR! @REETR!” FEAN 2BE J7F [/E@ 9 Qe 78 I @Stz @ wwE &=
STZCHT O EE @ (P9 Cofd T(A |

eI @ AT AN Tole RS Tl «Jeeid R [ gfsfforce akge T 2@ AtF | @w+-

5 | fATfaI IR (Directive headline): T R 15wt SIew{a O FifeFs w56l Fwe
31 eIl I @I F0e Tga I | @NT- “NCE 0T AT (CfeTelf (ore Q@A Fee
oS QFFFFHE QY TR |

R | 7AW AT (News headline): REETH SR 1 MFT DI @ FEEIT I F1 2T, Ol
AW AN I | @NF- “eoft (7 ST T BICE GIET @ NI @t |

© | AfEs M (Rational headline): (IfEF M@ Ifea MOW 617 T2FAT I AIZIWRAE
o7 A G e P a1 7 | @N- (@ A Ffg AR Keersiey @1 7w C9F ARIER I
BT, (T2 AL (AT |

8 | ST MR (Slogan headline): *TF 7 I Fo Tewd e Rl 2 efsferf= e

ST T O OF (SN @ 0T | (S R AT QRsmd S A0E | @NE- ST
frEce SRR e o1 =7 “¥ft T @ T, @6 20T ST =77 |

¢ | FTORTEW#F RN (Curiosity headline): (FTeECETmI=IF RN [Ke@ifre sl a1 E&T T 4F
ARFAT N QI 2R Il (FT9Le 0ol IR | @NH- “N@ S 75 BIF oA 7 @S F16” |

Y | ST PN (Emotional headline): &R T A 2 w7 [Keifre oy 91 @RI Afo
TEHIC TR TS IR R I 27 “ A T NI G, 63 (S G 47 |

q | fifi® M (Gimmick headline): S5F%IF AT Y2 SGFK *7 LR I HANF FREIGR e
f@a ezl T | 97 Rt R Rearotas 3o REgg i ARSI QI=el siheqr 71 ¢oitere
fReifre 1oy 9T GRT FE s ae e [Kersitw afe wie-teremmes N ¢ W$e w0
(ST | (AN- GG [SEB FICRR [t Ie7 27 “y B 5 yod & 2f of ooy 571

b | (S PR (Moral headline): 3 F@MITR I ARFmR foowd (wfeFeitad wiae T
T | @NF- AR TR [{e@roi I 27 “ ol # i1, AR e |
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5 | (fSa5% M (Negative headline): #°7 I CRT FIRE ARFMA AR IR &7 707 A
G Flosa MRS e T I P Fdee w1 27 93 Ot ((fodbP i e | (@xw-
“ AT R |

o | [€ife® PRTAIT (Selective headline): @1 faEm W2 aes ar e @aE Soasy @ e
¥ ot Weifge M I | @9- AN EE [ 90 & ST Qe SN o qr
AR o 577 (@0 7T = |

TR DN (@ Ce @ T, 5167 I CRIF Q@ foger 3 feereitaa A w8 a9 faee
ey foge R [Rearw afsffrm Fammrs Koy st 2@ 4t |

Czrea €199t (Concept of Slogan)

et efs wfe-teror WA S FE e [ dfefitire @ wvww, freds s
AN ALHE ST SAFHT FAT T, OCF (IO 0 | (Fre efefafm 438 eFgsd a3 =g
@ @ft Ream aeRifeatTs QR IeT REna Fie w63 A T8 [eHT @3z Sy bR
FAPICT LRI P2 FACS [IX® T |

Belch and Belch-9% W9, “The theme for the advertising campaign is usually expressed through a slogan
or tagline that reduces the key idea into a few words or a brief statement.” (IR, fGarIt=g EMI= T
BIIoIeTIZ =eeTt fReatofe @bicas 3o s A1 iefbes seaaio *@ a1 @i wifHe koo e bie 1)

Terence A. Shimp-@¥ TS, “Slogan, or tag lines, have always played an important role in advertising.

Effective slogans encapsulate a brand's key positioning and value proposition and provide consumers with
a memory tag for distinguishing one brand from another.” (IR, (ZIo a1 Bysf 2T AT [ ATT

el SR AT F | FLFA FANST I T T dBIRAT AR ST TAFAT F0A GR
(SIFMT AT I (TN SN QW FF T ST AF0 IS (AF T TS AW IO FZTST
IE )

C. N. Sontakki-43 IS, “A slogan is any word or a group of words used regularly by the advertiser to
impress the readers of the basic idea about his product or service.” (W”TR, CTTI RCETT (I =19 T *IAaqreqr
T IRt ARFW T ©IF /¢ T (CTAT TI0F AR Qe Cofd T & frifresid <Rie we
I 1)

T ZCAT 2/l AT TR ST (T2 s AT A Rearotad el et (7 @ QIR @ 2fely A
CERIG RFET ©f 9t €07 | MRS st R@Hme e emife &7 ¥ @it RerasEe Jrifee
FrSNF G FACS AR ATARE RENT IS FACS AZTS! FF AF | @NF- adidas @A o
fRETT “Impossible is nothing” «32 McDonald's A S99 RE1E “I'm Lovin It” IQS 7% 403
AFCENF AN JIRT FE WACR | AETCACH “NIC=F Fert 2ferl, Jifoa qre oo™, “ @3t @Ft (AT B,
VG I 0 AS”, Il BeifeHa: AR A4y FI0F R BT 2cel Y2 wleH g (e |

TR DR (@fFre 397 T9-

Vo SN TR, M SIICE A 4T ;s

v @fb TREE 8 RS 7F;

v «@ft fqafiresita IR 4o F41 2T;

V' I A9 T TR NI, (I 91 rices < Tojin Afibfevee oy s

3TRG v3 Bl-be



ffqq () e

v @ft [ o facae Toe fefe e (et =6 A1 |

fo@cea €19t (Concept of Ilustration)

G217 A NPT ST SAFIT &y [ gfefafre @R fog af =K T7ze = oI
faearoie fowel a1 | efefif+a Tecs wie iBarey €I 2 Fa & [ersiawrer F gaeE beeds
foaeed IR I ACH | RGP T IS00E AR B, AT 9R T Face [{feg
TS AT =, FiGe, &TF, BI5, TN A1 Teee [Eitg afsffre a<gw a1 o | @R_ees e
A |

C. N. Sontakki-9 NS, “Illustration is the picture-may be a drawing, a photograph, a chart, a diagram or
a painting-used to gain attention, comprehension and behavior change.” (mﬁ&, foael zeeT =9 @3
SE, TP, S5, TR T (3B A ARTE WA G (@@ AT Fa0e @R A6
HARTSTTR &y 97 2T 1)

Steven J. Skinner-4% NS, “The illustration may be a photograph, drawing, graph, chart or table. It is
used to grab the target market's attention, to induse the audience to read or listen to the copy, to
communicate a message quickly, or to communicate an idea that is difficult to express verbally.” (mﬁ&,

o 2T Reari I7ge 93t FORIT, %, AF, 56 A1 GRer | «ft o8 (erema I e
e, ST oIgre T e et Fare, Fe o AT emiT TS, I GIRFOIT AT FaT F(o
O GFT [T (SIS SITe I7© 27 1)

Pride and Ferrell-49 WtS, “Photographs, drawings, graphs, charts and tables, used to encourage an
audience to read or watch an advertisement is generally known as illustration.” (WQI/TQ, e “rets ar
@ATe WE-rreTva Teoifee Face R (@99 &9, 9%, ar%F, 56 A GRe I9ze 27 o foad
JCT 1)

TR ST @ TG (/I e I, omel 2eel K@it o1 e WHe AFANT I (Ol
oy efeferfite qze =N, FG7, TORE, IF, AT, 56, GRE, SR I (1Rfo a1 IR ma
AT NFES FACS AR IR AMF | AL, fower Zeei-

v e efsfafice aaze =<, F5W, ORI, %, 41, 5i5, GRe, S b (135

v fSffIrs T @ ks (ST @I fTersT;

v RSt SETEI IR

v efsffrg TitRrer Five sam aaft zifoms;

v AT, ORI, TS A @EAIT GO A AT T $0 AfeHf[ SRee e F99 @I
EUCEIEN

T Sl =2
What is Layout?

R 21 SETes JeTce e iNe PRETed [T s @RI | e gofe Resiits efsft SAmeg
@- RIEE, SARTRA, afsfefr, foae I @ @ mrewar b Teosiv ferrer [HiE e, ot
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ot e

T R 2 Pt SAMINETEIeS Ghis Do f[Rear=ite spifeere A7 yeeiifes el 27 | Ryt el 9o
fTearitTa ¥ [feg SAmeER A1 SR (OFe TR | [earitaa A Tt (@RI, Froid SageT
T4 7R O7 7AFS 5 ARHAT A1 e 5411 ez Fces [Kearoi Ry <=1 =3 |

g Te ImE =@, ReHEG dremd oo @ w6E Fare AR | /R eywe Resrees
TAMIPTCRE TR SEFE FPe v 71, TR [eeity se w9 AR Geme ey
e @y | 6 SRR I TEFEIE FooT TR T F6 0o 2@ 93R Foo! afefif forare
@ o N Fare ARy I Gwers dft fome Rme B wenE «dR @ e e
sffpreraces s =t futs «iita | seda@ Rt et iew-fegeer @ @ siere g3
a1/ M-I AT T IS TS ¢ |

Belch and Belch-43 S, “A layout is the physical arrangement of the various parts of the ad, including
the headline, subheads, body copy, illustrations, and any identifying marks,” (wﬁ&, ISRUEIEGINS IR (O]
fifeg @ e e, IR ey MR, Soificaem, o o, foae g3 @@ Amee o
TFGE AT 1)

Sandage, Fryburger and Rotzoll-43 Wt®, “The plan of an advertisement, detailing the arrangement of
various parts and relative spatial importance of each is referred to as layout.” (WQTR, UEa T Sl (O]
fafeq S Afesroaaced fm Kaae W3 gfslt s St gifae ey MERER s e
=Y 1)

C. N. Sontakki-@% WC®, “A layout is the format in which the various elements of the advertisement are

combined.” (Se, w11 2eett GRfs Resroit fKfeg wieite Jeerela Fftreaed =l 1)
TATR SCEIBAT @ FGRTRCF [ S @1 A (@, KT 7eeT-

v @3 Rearg SAmimete® @ifes [eae;

v R AT SO 2 AREH AT TeT 1T @felz;

v RE, So-REmm, e, ba, *aresae b, S st Terive e e
v RS T8 A SHMICTE N 8 ANeoie (ore AfFr=I;

v e sRSie! Mfvesacid Sarew dek |

SRR RIS
Objectives of Layout

fATRT A1 wEeTeET 20T [l AR ARE T TR A AR T T eerm w4 | /oK
e et afefet-a HIam, SA-Reaem, e, bad, *mesa b Toimte peered e
FE TAFIE I 2 | [Rearoitea FSife! @ Sekae! Iz [eaew [aner Suw o o | f e
fRee=1e I Sowrly TR SICIbAT el REAT1:

y | RE@toita RSy ToAmiaeE Tafd® Fa1 (Assembling different elements of advertisement): ReIIGT
oY Srw13 2eel el foraa fifeg wer a1 SAme @ue- e, o, o, had, e
T, @A @ T @I Sy Qs SO @TEE el T @92 I ST AT |
qTe et “ifejfer ST O3 ResrT St (eI 23 |
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ffqq () e

3 | “AfRISEF AN @WIT FT (Providing opportunity of modification): Rer™T fRearsitaz swfass foras
5% THFIANIT AT COfF B (A 0T ISR e, QT&is JII GR RMG@HATASIe polre Serame
R @It g fafi @ Teme e 2e SIeel QTATE “Ifee A2 tofd S (7 |

© | pUI% R IS I O (Visualizing the final advertisement): RO 20 gFif*redy
1 ol A OF R@To1e] T JE QT 4R A B0 (T T RIS W6 Soy |

8 | @I SFEAT 6T (S (Making the advertisement attractive): RSt fFeitg SFAR @
VAR R Colel A, ©f [Foe Far ROIER o Sl | (FF1 e @ TIRE [T ARFTAcs
et (MUTe TeTfRe Fea, T 28 Tue w0 a3 E@ire 26y 1 R @0 eaiive 36 |

¢ | RE@Ha & IS0 FRSRIG I (Sl (Clarifying the key theme of the advertisement):
R WS Sl 2 Reaee efefif i o qIe15e wie-ciireima Fitr @Yoy FC Cofe |
Ahfes, ey w3k Foifzwlge K afsffm 7 Tamies st @ =@ Torgrar ffve ww R[4y
faeatols efsfeifa o1 g s ARSI T (oM |

b | effefEfs Rreea MMt (ST (Providing guide to the copy specialists): RTRT efsffsr wef¥@
fafey Remema @Iw- BI2-00F, (AWEFRT, WOIFR 99 AT IR & G TSqemly
i R e @ | @F TAmE @R, T e FKifhs sRisiwe ffve 7@, of ke
AGTNE ARFTOR Sl T |

q | fREreamret, efsff @ee 3k fig Aot o STt ‘ﬂ? (Creating understanding among
the advertiser, copywriter and art director): ReVITR TR et afsffsr @ TeeRE
TRICI, Sor-FAcarers, e, e, “Tei a1 Y1 Te< Toniva JYT (TR fFed TAgeiv Fare 27
o fRgr fataeiced R pore Reere geas [tdE Reewmmreia e Sogreeaa el s | T
fR@TIta SerTess R f[earommret, afsfaf @4 ¢ Mg it Tty ARSI 219 tofd 27 @3
IRy e QRIRI (Y <47 989 = |

AT T T (T, ARIIAE [e@rots e A1ge wea [Reeif+e sy 91 o[ o eeafve s«
O GFfS T, e ¢ TR} R o 140 Fow F412 Ko™ Sy |

Rier e fifs
Principles of Layout

fT@rita fifeg Some @w=- efsffs, fFmmm, So-fFwmm, bad, @em, Gens, @ eeogva
YERIRSE ¢ P AR Rt <o 271 ROpie Fe%] ¢ IO TAZ#AT TS BIFCT
ReR SedarreT ¢ ifge O o a7 qT Y92 TFdl | @6 JWE, TRl ¢ FdE Reato
ot ey i R CFia g Glifers Tfowie Spee Face 21 Al 703 Srard 0 Zee:

S | S TAMITTT ©F @FFFT (Focus on dominant element): &fST St Reape=z «sf LRl
T ACE AT I 2 LR SAMIT | G2 SAMAG f[{earoitas 7 ereyd ot | [earem (o «fe
R, foad, e, 3T 3 Toqif zre «ta | dfefefr @4FE e Fte 2@ o7 [ReHeT &=
IS SAEE ASRET | TS @I [T vy@ @I o= TAME «AF | ST
THAMADIS TG 0O TR, T 1R AR FR QIR N8 G AT Sy S (BT ST (e Zeo
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ot e

A | it SIS 91 AFTOR T (SISIE AR @A QO Wi effo wWigE Fare
T |

Q| & B QT (First impression): 3RS @36 FAT &6fere TR @, “First impression is the
best impression.” SR, (I [FR ITF AT RO ZCE CRT 476l | AW [{ear=iafs ey w2 area
S @Il AW, SR AR o K@ ST AerEe a3z 2feans afsfamar (i | e,
@A I 22 wEE AREE W G O v tofi Face Y W, SR ad o [t
I oIgeaw =11 | aE [Rearemh W A «7eEw 71, [efrs o7 3 ere afe s Ifw @re
AET QIR CITR@ (T [T e 6o oA | Torepfore [ o a7y e a7d 209 | T94,
Afsfafs @t T2 [Reeeiem g 2ot e sare 2@ qite a6 afstfa eem wfmg
STFCHT T 2FSABF (I O FACS AT | QFTo SNFIA CFIA, SAFHA Fe, AR AW F, O ot
Toyifvr IR 0 @i afeffite vt 2feams 8 AGRMT de) Sew F41 @S I |

© | S e Seea @St It AF=S! (Unity of all ad parts): @@ [{GF SaPete e 70z
e | e A8 S A TAME arF R MY IEenE wiEe | Reerew e o
ASHE e 20 [R@ATa 7 AWM PR @ A et | wde, [earsi afsfefs,
R, So-fcmm, foaer, e, GeNR, @l 37 SAMAE GINeiid AEITe A @F TSRS
e R ot o ¢ Meam [ewiem W 77 | Reeritma 78 s «fs Afafere Sy
YA TR (SIGIF 0 FHF QRS I IR A TR G ot Ao 4T | o, [Kearitmm
I S A AW GFANL IS FA0S TS | IM @ I ACF, IR0 AATS SIS ST Z(A |

8 | LCIE T8 IR (Good use of contrast): R AwG ife ==l *ifgrs fewz oo
TR G e TeN R fWive | e (e Wi Reeity [eide R ararie w4,
@ JICE QI AMT FR (IR F41 | FEPD [GATGTEAT SRS BITY AT el @I [ezioitag
TGS el 2 | @- @30 Afasia 79 e 1w afes g3 @3 @3t g [Keato = Awm-FicT 27,
@ Q3 AMI-FICE RearewibE Semeng Gitd e |

¢ | BTN SPA® I&T A (Maintain proportion of space): R &fsb Tomia @ ww*w &=y
Toge I 16T A0S 701 | GRRRANT T g9 [t [feg SR T @aRei [ew wkce
A @ TAMICAR SFQIPIE F Roresa Sgate e A0S | BT [Kerew A 263 Svw =7 |
@l T AT TAMCAT & G2 TN T qw S, O [R@# WG Ot \aid 7 | [eariwg
LS SHAMITER &y @* FIT &WF FACS I GR I @F = S &y I Silf cs =67 |

Y| TAWMITT AfSF SNy T ¥4 (Right balance of elements): (ST&! SISHe 4T AATS BIZCET
RG@Io T2 TAMTYETR N0y @6 ARG STy A/ T | TAMITR SRy W [{earota
Tt Q3R I T TG AN | QUFCG Y3 G0 SR &%) ! I

v SBifeE S SPIee ST (i M@ O A W @92 = Rt A
ta =1 @R 2T I =W | ek, R@ets e @3 I e s, wWipfe a3 e 9@
AT L (T | ©IF AT GTF T 3% f[oidre e gioiw a1 23 |

vV SRR SR SHERIE SRend (v Resreitny [Riey SIeite GreeTeg o
BT A T | RGATTR T 2 Q2 T AR T (FINS SIRPTT ACF 1 | $F@ AT
@At SRt @ | Rerer (o Soameae Rfteged S Fa tes
@t @t o R Re AR e 20 i | o Tapiee SNy See F41 @
Mo | 67 Ty T BT ST W] G2 FFAT ST |
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q | FETt (Simplicity): SFeTel R [RAeR Srey (i @3 Gife | fermg [feg Samie s

CIE RS, T, TG 8 ARSI MG ST FA00 2(F | A6t Y7 I AW AFCS (A |
T TS I 7(A, QO (INCL*F) ©© =Sl =03 | @R [y K@it [T ¢ AR wioe
I (O G @LNTONE I I (0, (CPIF e Afaga w1 Bfoe | Reeroeg f[ifey s
@- gfeffsr, fRramm, So-fFRramm, foad, @eE, GeNR, @l Torme @i ot [e F40e 261
A -t FTRrEE RS AT o1 AT Toferfen FacS AT |

v | &% (Tone): BCWA W5 (IR Re@#taa SAife Staaed G @3 | o e e o g
AW TR AOTIAI BV T! I 472 TPl | GI6 SAMT (@ Ny SHAMICR ARTEoTR =0 14
2 A I, IS IR o [f2 ANTS 7 | A RKfey Soama SorgretTw cwas AE W, @,
TR IR ML 3T Rear=ieq0a v AR SoIgreie Face 27 |

® | (BITAT TOIS! SR 41 (Follow the eye movement): [RS#HGTE SG*12 (G037 TCIHT! FOF A
G 2O AACS A | MYEAS (BIEIT TOHG! A (ACF T W AR AFG Vg T TATH OIFIF
SRR 57 e S | [ede, [Eereitas (Renfore S=ers I (A0S Bt \3e B9F (AtF N5 @re
T(F | [R@owre! e [ROeR o MEffe Ao etE IR R (BT TOhG! [FI@e e “IE:

V' 98 FOIBSr: I WP GFE [Ie (514 W (BIICF APl T | wie, T =
@ @3 e WE Sifem AT, @ OFow To9 ETFe (12 MiFe SIPIE | OIF Sa
Trelfds | ©12 we-aTare ReaenT Tafge A Tagifre T ¢ sre-oifiE giee st
AR |

Vv SIBIE: AR, TG AFER SAMIN ST TAE QAT R (R | ©f2 [Rearaa I b
0 (O (A |

v fotie 37 31 oz s, o, S Terifve weet foies 7@ a1 o wiocss ufe sl Face
RS T |

v JM5: FET G3R I B8 o uiz S Fare 377 T |

S0 | FXFANTS! (Easy readability): TGN RIe Sits N 2o @7 Fzeenore! | ade, mF-o1o%
TR S W3R TS [@G AT A (AT A1 | 12 [RearI(7a *[Fete N (@6 267 Sfow
T | SRR T RGaio IS &y I@ S IR A1 ST b0 20 | BN Sy 1w A I
G ST TS JI (T O W= AT B el F0 AT |

3 | AW/FI TN IIKT (Use of whitespace): [ Ryt arew wiifessy 3t fow 4wt Sfve 73 |
@forE JeIifoe, e U ATVVRE (FLITe AT AWM (FF)) FT A/ Q| T 1 [e@ o o
I T QR RSP Y3 A SIS FRAS! FC |

33 | et IS TSt (Clarity of ad message): TG [RATHE S*I2 ST Ty 7T9CF Y ™18
20 TE | @ Rt @a 203 @ wi-mreiod Fitg Rearqea o Rag At St 39 T20s3 8
T ST | HHF-TETST @ (OIS RGE#Aa Gy AT Tl Fare [Rale 91 2 0T | ©I2 F5xe|
Tfe et Renier 9ot swesd i |

>0 | SITeT fREarei« AfGE* (Good ad atmosphere): RE@EHER #Aif=%F SRBIE @FFOE2 Soorm 1
31 %! 1 Tfow w7 | R brE IFdNT qqR TTwiRd IR o [ s sge
AL ANGAT (@0 [ st [feg s e save 2 | AT sAifaonfieen wer G S
G2 (OIS NI T TR [@NEe FN AFINT @ (O | o3 [ [eiew oFw
Mm@ amfrrer qafs wwrgsd e e [lte 2@ a4 |
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ot e

TATRT ACAD (&fFCe o7 I @, [eerq [Rie™ SoEre SIifows qce! SItereiid SPRe 341 M,
eI STt @ FAFEAT @ AAHTAT 20 T W FITFS STty SRty 72T T |

@ HICHFA:

et efsfafs zret Rearitas o fRaa<gs =N SoAgromT | [Reeeita AT, #4197 @32 B
MR ARSI g fike SI9ite Peered (@ I 9o 641 =7 oite @iy afefefs 1e |
e Ffsifte! 8 Twe! IgEE Toy afsftr tofim Tow Foa v A | afsfafis o
Gliferss, efawe, =8, Toe, femTeare, FRreEs, TR O3 =Ry Tre 2F | Rame feee
gfsfif @ ity @36 S | ArRFme [Eife 767 I R WiE T FA9 424 FEve I3
A RN | 7S-treIme 7 Aede T &y [eers Seifereme a1 s f5ar gfureme
(@I T TG TG TIHE (T ST T (& T OF [GI27a FHEIT 06T | do7F 8 2ATArF R
Tols @i efsfifire s, @ifes, @ereEm+s, e, PiNe g @fodne R
AR T LT AE | (S Al 393 e @t 5ot @war «ff Rt avmifeaem @am
ST RO F1& I | T ZE @I *7 I = O [@eamre! ARdmd N SF =167 A1 [T
TR T e afeferfare @ fom af 2R gaze &3 ot [Rem foae acet | foae =g
faroita SeTEid 9 PITTR | WA, RAeT 9 St Fwire [Meas pwet R sas
AR | REeT 7@ e 7, Reeml areme oo @ wigE e S| | /R e a3
fFwritTa fifeg St @w=- R, Sof4amm, To S, foaer u @ e b o
MBS AfroFareld &t | KAyt Reeritra [feg Sommes oifos 3, pore Reamee e
8 TN I (O, [N@HER oI ISICF ARG I (7T, G [etamret, afsffs @
3 T ARG S0y ANETST fE 7@ | @I T, IR ¢ AT [@rw tofw wer iR
et o™ ovta g Gifers ST Spre F9ce 27 | f[eerom o™ Gifers Sifssens st
IR G LT BAMICTT T (FIIT 1, NS @19 S @ I ANgoret f[{ioe 4,
B [T @ TS ST A, TAMITT AfST SIRETNy T 41, ARSIyl fve w4, [Kearo
IS ToRe! LT AT QIR SICet [earelw 2 @3 e e e |
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Advertising Campaign
s
Q A T AAA-

fReaI7 elbHITeAn YR ©fF FRTSA FF IS ACI;
farear=le AbIITSA “fATga *MCFTR FIT FACS ARCI; 9IR
fRRea1o1e W53 I LSS J® M0 6 =1 ©F GIyT TS 20 |

fearefmreT (@ Aoy a1 G “Afibe AT G ST TR T [T ¢ [T Jiad &=y
e W A | @ R[S amitnd CFta Resmwreite Squa [Keaeiq b eeEd W et
WeTs T =1, 3R AfSHITT Syiey ool ¥ Fivea Wi (REeT AATe T G FFeT FICSE W04 JHd
Ay e Fare T | O3 [eeremre! [Reetoitaa Srwmrete SIed e [eeie FeNE Afediea
APy FRGEER A AN @ @ [e@riq o o T A, oitFs [eeow epRifeae e |
fqeem apRifeame wHe-rer fefere, @M e fofere, [REwtmm SR fefere A
TeieNfere SR fefere ey @it St a1 I | v@ @i e epRifeaT e 2@, of
ey fawm o e a3 | @ua- afopm, =0, Reeraa Sy, @R, =7 11, efswifrer, ar
RS SFSARTR TATE @R e epEifeamg Tfe ¢ @ = N7 7 | Rermmiels o2 e
e BRI &) ST AR LT FACo T G 4T LT O VI F400 27 |

Rt eprifear St T2
What is Advertising Campaign?

fRear7 eprifea 2ot fog &fFdiie Sl et o= [ersimrer (ex @i fFaeifas ferem
oTHB | (@ T RS oMmTST &oTa STy JSaq & T4 AWEF oo FE@eas A ANy @0
OFfs W @ TS [T e QelTw F0aw, OiF [eer=ie ebRifeae = o | [ apaifea
T5a & SR Areiafod ebReT, < TaTed & SR ANIEE ebRe, I @I 267 I ERE
2I5ICE & AT @F(6 Mo @ 2f&foe dibsl T0o AN | [eariq J5Rifeas 2T ue 9% [w@ow
TSNeTeTR @ aFor Tt [NME swiew fAfey wqeem NS @ e @3 <@ ST WA IET A Qe
CRIE FF AT | @ geRifeams e o G 2w ane e Ndifte Sy steca &y
AfSHITTR Sy FHHIA AT FANFoOF ARBIeTe 2@ A |

@ @0 Dirksen and Kroeger IC19, “An advertising campaign is the coordinated advertising plan or
program which has been set up to accomplish some objective or purpose of the advertiser.” (mﬁ&,

i@ avrifeRE 2o 93t e e Afkegar 3 w60 A esamrer 6y S sews &=y
o A - 1)

9 &% Stanton, Etzel and Walker JC9, “An advertising campaign consist of all the tasks involved in
transforming a theme into a coordinated advertising program to accomplish a specific goal for a product
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or brand.” (Sdfie, G771 LEITSAT Z0eT @ 1 FICSF ANCS A (FF 2197 I TS ST TSI Ty
ave eIt 7 ISCF W36 TS G T FOHITe P8 G 1)

AT AR @ re I@ T, [Rewom aeRifeas T [Rewenag @t Gt T @ 267 I o[
BT T ATSHIT Ty oo FAFICST AL AL FS I | @1 pifeaie @it 21y
N G T IS AGOTS! Cofd Fa0o, 97 I G TR (SISIMT ST, 21947 A1 (A9 afe coret
gE ol FACO W (SIS IR FIFS 0] I CRI FLereTey FACe ATl I AMF | @S,
Gferfexa, Yo, sl (ree af 210 7R [{fog i [ gpiifea Afipifre g0 41 |

@ epRifeRTTT @fifor

Classification of Advertising Campaign

fRGarAe eBIAISTI 2rett o1y T7ifFs Rearom ISR Aealf5e b7 A KEw@rormreR @I STl e
T A T | W fefere, Reetm gt fefers, Reetaa Smears fefers A Sieanfers

Aww wfen fofare [eeme apaifeamee [(fey @ifice o w0 w1 foraw e f[Resew
LABRISAE TAZIT T4 TR:

‘ﬁwvﬁmﬁammm‘

vy

'

owiem fofers feero T Fofere | [Trerm S fofers | | St S e fafars aafoia
o o 2 TeT o I ISR « areifir siter e o g EbralfeRr o (T ABEITSERT
o T BT o SRS 2ErETEET ﬁﬁlﬁﬂ%ﬂlﬂ « WHEFTE ZBETSRET o ARG grrATERE
o i eI » cfos avrifeeT » i vz e o SIS eI « I el
o S apmTeT | | e o CofeT epTaTfonreT
o iR rEifEarT o TR Afsfarr
o 2T BRI RIS
o THRCTS AFRITSAT o ATETIFTE BTG
« TGRS epEifEaT o BifEmT TER A=
RIS

fo@: faeer epRiIfeRt @fafen
A [RSoM ORISR gFAcon MAFSST ST FaT FCe:

S | SfER fefere ebiAifeaT (Advertising campaign based on audience): (FF SCTIF AT WS-
ST AGHCE T FCI {2 2BIF 41 T ©Ind fefere [ eprifeame MEre fowsits o st
RIBNAIE

F) (oG A5RISAT (Consumer campaign): Ve I AMRARE dREH (WOITe WIR FOB (ST
T (K QRS 4] TF 6 AP S o7%) I (@ K@ 5RO FIET S 2 ©ICF (SISt
LGNS ICT | (AN- OIS (STSIR STy ARBITETS (oI37eT FAIF A [ S |

) JPIAW LA5RSTT (Business campaign): T ARGE I STs@ma Sy @@ 918 A
ssfRTare! o7 ¥ AEFT omE eI Fare (@ [Gerq dpReT FE SEA T SiE I
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opRIfST I | @- o, fRGRET, «RaR I Pal IPMNME o I AfRpikte [ewem
FRG |
%) fig 25T (Industrial campaign): 5 STTE!, &g <7 ageaRE AT g afedieR @ema

geiffe Fare @ [ 6T FEET S ¥ oite g aoRifeas I @w=- @eaafe
ffreiwe %7 9@ rewl SRR (@rrlifetee e St |

¥) (e BIITSAT (Professional advertising campaign): ©IER, SKIHF, SR @I S5
CRITERT JIEWMT 7R OIS (SISIMA FICR 2T AR, A= Il (ePifEama TR Staesy 9|
MG T I IR S @R Reeamreiom afeffitrr e @ [ee evRiteaT
B! = OIF (oI¥T91® BRITSTIT 0 |

R | RREereiw strress fofere epiaifemia (Advertising campaign based on media used): RSt &=y
fqGeIoMvre! @1 Y IR I A0 ©ofF 897 fofe I3 e epRifene FEe @dics o
EIRIEH

F) MIAMAG AGRIFSTT (Newspaper campaign): [feg Wfa=, Tieifes, W, AifFe I o w@weR
ARG T I (@ (@@« LBRITSTT S 2 Site AeIWoq Loifeae I |

q) AR SRISAT (Magazine campaign): Sy ATFI @=- Adime orer Ak, wizer
AR, PR ARSI, Rl AN, TGRS AR Tonv [ Fa @ Rl et
BIETICAT ] SICE AR AT JeT |

%) @ epfeTT (Radio campaign): RSy e @fee @x=- gaw @fEe I awaw @fee Rz
I (@ G127 eBIRITSAT STl 27 ©oftF (@08 LbiRifedT JeeT |

¥) GfifoxT oo (Television campaign): [feq «weem Glfesm @uw- fame, segm, o,
fRreto A (M GRfeR Bt IR B (@ [ oA SR 7W Ot (Gl
BTN T |

8) Bifood &GS (Cinema/Film campaign): TG =& A1 ¢oFiR Breast weea ey a1 w4y fafoq
I (T earoie BIITSA BTl R ©ICSF beltbd ebiifedi IeT |

5) JfEREEreT A5 (Outdoor campaign): (FTNR < LT TGHT ATH, I@ S B, TS
T AT FETET CHHTa #I1eel, fhedl =1=ea oo AfIfEns ¢ Gee Gansiy 5 Spfen ARETS,
I (@ @A BRI ST 27 OICS IrReS I bl I |

®) “fiqe" GRISAT (Transit campaign): feg @ @=- I3, GF, EGINE @I Sy
QIR oo a3 W3R iz Bififae etente @ fReees aeRifea s o oite Az
2BIAITSTIT I |

®) gorF o5ifeTT (Direct campaign): M2 SCWACE %7 T TP A SBECA (ATTIG,
I, WBET, AweEs, Rew@ Tojfnn oW @ ReeHs eoRife s 2 oits eers
AbTAITSTI 3T |

) IVIAEe OIS (Internet campaign): STREGE Iiea wif e ¢ Remifre ey
SIARG @NF- @& ©6 A (bikroy.com), LA ©6 I (othoba.com), I SHINEH ©5 I
(amazon.com) 271" IZT I (@ K@« HRITSA SN 2 OIS A0 LBRISTIT e |
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«r) TR anEifeRe (Directory campaign): [fSq €3t U2 @W9- 3W@E e (Yellow
Pages) 9T A (@ a2 LIS ST 27 OF TG LIS 0T |

© | Restitm Swei fofere obiifSaIT (Advertising campaign based on advertising objectives):
fm 3ffe @dite o w41 T3

) aArf@ sifzar ﬁ? e5IAifSTF (Primary demand creating campaign): Rfeg Ge SyieRmE™T ar
AR IS TP (SART 7o I G & bifRwl Cofa Soaeey (7 RG> b RifSae bt &7 oite
A bifEm 92 ARITST q0T | @N- BT @I WS BT A &y G l#1w e #11e |

¥) frdifee wifAr 3w A6 (Selective demand creating campaign): (F1% *Tea A1f® SifaAr
tofd =z AeTF S [wrsiwrer Fee WWE Fites @NT- TR, Gof, wrer o Tejia wwy sifar
o S 0T (F Rearoi v St 2 o i vifzwr 2w epmifea 9 |

%) aorw ofeferat obfSTT (Direct action campaign): THFS @rs! I AW IR (AT
SIeH{T efel I TRF ATl AR & @ [Geriq ebRISAT bt &% ©ite oy elfefar
LGRS I | (@- FEATET It =G Ry [w@riw, KAy Soge o 7R [{Re, (or-se™ 394
@y gepifva et |

¥) A@rE efefera oS (Indirect action campaign): RSMWre™ Frted Afs ETeMT Sw@eT
I (o, R qReE <fiqeq Far 9 oire @rE Praece geiite FaF & @ [eeree
LGRS BIETT T OIS AT AfSiraT epRifeae I |

8) ST BRI (Introductory campaign): IS T Aol I GTAT BT FAT AT ST FAR I
(TSI (2 A I CIRF V=T 7 7o oifafoe s Sy @ Reeros enifeas s =
OIS AL OIS 0T |

) 5ifzAr I@W AT A5RISTT (Demand maintenance campaign): 77 I G BifzAT tofd 29T 74
CTR BIfRAIE 40 AR & (T RS oIS Reeamrel F¢ a-piReeitd b Medl 27 o
SIfRWT IS AR ARSI 70T |

8 | cSieAifere A il fefere avIfSaIw (Advertising campaign based on geographical area
coverage): (SIS aTT g a1 S +iweld fefere e epmifeame Fere @dite ee
BRI EE

F) ZNT SRS (Local campaign): INT (CEWd geiife TR &0 I Pl GFE,
fCATEOE GOF, @F-SAEDS EOF, *fS-FoE, I T (©rHFy ReTsme ad @i
AETes!, N A@WA@, AR, (AR, AR, @, T, Il AEN, g A =@
2ol R T @ @91 BRIfSTT St 28 Ot N BRI e |

%) S BIAIfSAT (Regional campaign) (P19 RT+¥ @=1wr 1 MW Sieed (Siee aw@ifoe w99
T A G0 B ST G0 ToT Aoy AR Ty [KfSq @e Sl Weamea, SR, @S,
wiefers fBfe, wICorer MW Bejin AR S @ [T epRIfea brE g7 ot wisfes
BRI I |

%) SOIT BRIfSTT (National campaign): (5T \OR (SIFIHT IR R@ATR ISIGTE SR
N pifRAr fEw Ty AR FITE o6y dFedar A I8 ReRdRIoR a[ qreiy Mame@, @fos
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W3R GRTfe= ((BeTFR T AT TG TG IR A (@ {2 OIS ST g7 oitd
SIS IR JCT | @N- @ffel T [T &5 FE3 AfRBIfeTe F= coroiy el Reet=1e ebifedi |

¥) WSEeF AGRISAT (International campaign): ICHSF AT BT (@A AU G @M
S A AN CRE ies weeifes (ot wige Faa & ey et Gffexs, Fomet
TR ISF NG (@ @ bRIfSTT P 27 ©ItF WWEIeF ebiIfedi I |

¢ | fifx oIS (Miscellaneous advertising campaign): $2aI& aSTeon giels oy 6y Ko
4RO S ebRIfeT (AT “Aned 17 | 7:

¥) ORI A5RISTT (Service campaign): (SIS IR JFTSC A F© YT GRIF [@ A vifgwr
AT & (T el AORSA BT T O (I PRSI T | GAARISA (STeT eiphod
T OoF ey e 27 |

<) FCAEG AT (Corporate campaign): &fSITTT TN ¢ JWa SRYFS T (ST &=y fFedr
(SIS 4T 10T \8IT (ST AT NS 91 9 QI T & (T [earsiey ebiaifeaie sietear
T Ot G 3 i enaifea ae |

) e AveTer tofim &bIAfSAT (Social awareness campaign): & FeeEE T 77
TEE @ANF- AE A QRN AFTH, Ao Towl, I9 THy, Nawe!, iy, Ieniarz, gEifs,
qBer, (Fifee-ss Tejina el wwped facy Twfawed arifes ST emitas ML oetree!
o &y (@ e bR Sl 2 SItE INIfes Avorse! (ofa ebHIfedT e |

%) AT &oRISTT (Guerrilla advertising campaign): I4F IF(0 207 I JFECF FR [EMT A<,
SICRET I R 3Te0h @- beAfbd, Gletfexa (<N, (IEIE AT (FIF AW FI0E FICF T (I
IS FUAG BFOR) &AWHq FARCAR NGeN [Re@iw epRifead s g7, 49 ©ie  ifae
LSRG I | @ <o BRI AR (G (@G [ 1 IBH-S @Al qeaa [sel rceas
ARSI T AME SR (IR I AN |

TR TR (@fFFre =1 Iw @, [y aw oo 3 e aerifeas [feg «@em 2@ 4 |
©13 Wi e [Reavaw Fag gt @it nfas R aemifsas s s e |

Considerable Factors in Advertising Campaign Planning

I, 219 T G &lfe T ¢ TR (@O SAPE S AL Ay 1 R rena 2, Keww I
T (FIF T ST G I G (FIT A oo FR@g 7 7he @0 [e@om e
Ty faw Reasarw fee 23 a1 [T ST eet et S0 J6E |

5 | &fSHIT (The company): @ A1 Al o757, Sy, I, WAF 757fS, Q=ACATS!, IS
AT TONETE TTZI, sfqTe s Tom e @i [Reeree eprifeae oftsgr aeifte zw
QCF | ©I3 LSS AfGFg=T e = efediag FEs e [eavay e =@ |
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Q| #9F (The product): (@ 24 I ORI Ty [KGarq ApRISAT AfiTga e @A I @13 AT
agfe, wened, [IER, Sy ey Topiv Raas s Tos g2 @ AbiRIfeae AfegeT a=d
PACS (] |

© | A& (The market): eI epraIER g dZeew 5T e aFe, AT WfE, (@Ol T3,
OF PRSI IGCIE SRR &7 o7 7 |

8 | efsrEfine siere (Competitor activities): @fstifataz FHIIET o epRifen Afwsar S
I | ©I2 ABRITSTT “fiegar (o T AfSr@riitaa #ofy, TR @/, o1, B elfr, efetaifrom
€3, effsrariia sen Tonifnr f[afey fRacaa w1 A @ee [Kear epRifeaT sifawger aze w1 Bfow |

@ | #1907 3E (Product price): e avrifeae sfaagae Som @=ifa soy 317 @R efecaifioms ey
T RfEE W KA et deR qAR | O bRICA ARGHN e I (I ofeelr
IS 8 TRY T4, SN SG@ !~ o7, U< effs TR 71, o[Rqre o7 o1 ZH-3ad
IR, o AP (GO NS oyiv ey REpaw A14Te 77 |

b | fReari@ Bw=r (Objectives of advertising): RIS “fiFgaeae Rerm RS
TTTRTE T SRR IRl A0S =1 | 93 Sy @i, =1l I G &S I8 @ /Ry (@Foimd
P8 T, A A CRIF & 2 4, K Jfa w41, RF@ G110 TS A0 1 A Q@OF Sy
20O AN | I SO Ny (NG A (@t @ ewpsid of fRKieavar fea [t eprifeais s
2O 8 VI FACO (A |

q | fR@rq WG (Advertising media): RE@F &y Reariaarel @R TG T I AP O
Tz o a0x f[Reereiw aprifena «faagat fFdifae 2 | Gffoxm, @fSs, amem@, RS, THRE0 7”
L TG AGFITETT ATTBE T (@CS IR | S A AT HI 2N Gy T FIIpat 7 A
0, ARSI ARFEAT a=re T Reer=Itas T FReE [asaa o 7 frare frs 23 |

b | T57 el (Distribution set up): G AGRITGTR “f@gal #tefa B9 Lol w_r @oifie & |
AR I QAR 4R, THFOFRMA WL, SRZE 8 efifEie FRaitrer Toniv =™l ebRieaT
AR (@ 201, ©F eifae =70 |

& | f9S7 ATEG (Advertising budget): RGI#Ita ICSD AT LGRS “Af7FFAT TS @STH 2
@I Fee feifre 20 AP | ©1F Rear TR Ao o= & wfmer o @mw =i S 8o
fofe sta ebIRIfeAT AR &oT FaCo 27 |

o | RS AT (Advertising appeal): RS AR<E Reeo SN@wew 747 W $0% 6w |

53 | R T (Advertising schedule): RS ebEa RO A2 T4 [RET @@=- @ 7T,
(@IF AT, FOAE, F© T T {5 2bie 201 T9ima T [ear iAo sfiiesmr o7 31 |
TREH e T 7fE A0S 27 |

R ﬁ@ﬂ?‘ﬁhm (Role of salesfore): RET7A FRIFSATTT AT RGFTFAMA TGS FACO AT
O SRS AT FIEGA IR Sga FACo AR ©f 8¢ 9T 7220 I 1, IR ORISR
TIPS T FAO ACRT RO & A |
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30 | TGE IRARMT BT (Role of middlemen): Rearitaz epRifeanT vy @=if"g wfte s =1,
TR I G G A ARFANE LERISANAT ACF @ NeH2 W& SATITel T I AMF | AT I
VY FRAKWA 277 I AR W Simae SRS ot @ IBARCT SIS AN I Al
@R T BRI FGNE A8 [ICAN 8 7T IS AR FF A |

38 | @ wa O f (Language): REMIT OET Toas e gpRifete sfiager o7 I AT |
AT ©i2 SfEWR SF i (W @0 @ [eer «f{Fgas e Aeis & | o
BRI ARHFT T, TR 9 @A Wi Siare [T FA @CO AT |

se | 7R RERREAT (Government regulations): Reeriw apRifeamg @9 @i @3 @ mysiT
ABA-FAT N AT T 2 | R [ e twfewer ofergr @i st A g
G2t WHGTT 2BIF F1 AR 1 | ©fF [« AvRifeaT ARegae Ty [emwreits R wiea-
F @ @it ffafgieas e (I @ 07T eelze F0e =3 |

Toifaie Ewenes e (e @ e Resamrens e ebRifeaT sfiege o e
RN

Steps in Advertising Campaign Planning

Reerem evrfeRs =g e efenimm Ffere % wewa & J=¥e [fey mosem aaft
ffiee Q| -fsfre arRifeam st fifeg ReeHm @ T F90e AR @ R
TR e R fWfte a1 e avriferE sfaegam [feg “mests 4o €t srima
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Is Advertising Deceptive?
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