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Advertising Budget— Definition and Influential Factors
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What is meant by Advertising Budget?
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Steven J Skinner-4d WS, “Advertising budget is the total amount of money that a marketer allocates for
advertising for a specific time period. (SR, @S W2 INER T @@ IV GFe [Reremiar
TRCNIG @ A s 7@ Mo ATE, SIS [ J0en 79 27 1)

Dirksen, Kroeger and Nicosia-99 NS, “The advertising budget is primarily a blueprint of a projected
advertising plan of action by an organization for a definite period of time.” (WQI/TQ, @Ffs M2 TEE &
@I Af SRR TRy [ T Ea G e eermiers [ e’ &7 2 1)

C. N. Sontakki-4¥ NS, “An advertising budget is a plan that sets limit on the advertising expenditures,
states how expenditures will be allocated and controls the disbursement of advertising over a designated
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Factors Influencing the Determination of Advertising Budget
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Procedures and Approaches of Determining Advertising Budget
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v fSrailt @ e ees S 20 (@i [Rewem st Sorie 20 qIE;
v J@Eee FifSie I @t By 29T 9T @i [eees st Sy @i s
SN T I e ANEAFSCT O3 Fafod AZTCATS! I |

¢ | RS 4one$q “%fS (Return on investment method): RGN erees ar Ko o«
et (RO “afere feiomee Rfqcam f@or feasar a1 g1 @3 afste g s @
fRestsita @ Rewa i =i | elifes fResae g3 gor-wipfen It fRessd s ol A @, [Kearee
TR e Rew gfaa s sifpifere w0 | e ety Wwe s waw Moy e st
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SATITer S e e 7 |

v g% afere Resrsee [N Rera ol 27 361 i Rew Iad @ erre e e 59w
ERIEH
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v R dersy safore gdre e e @i FfeRe 2w 9 |
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v @l e Sme! AFE Sy O3 Ffefed smfere e 9 feae Qs I @w
@S ASIT ZJ 1|
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e’ fNge w0 AP |

ATICTS TCCHARTET FIALTHAT =CTl-

v q3 afere Rerrs (e S Rears ATes g 11 23;
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S | THI= gt 2% (Profit planning method): ¥2 *f&fere gejife JARPR AR T fofe
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Advertising Budget Allocation

s

Q AT T TAR-

o AW TG I FENCe I JIAT O FCS s
o R ITHE IBC THTETR RIfre 9071 Face #H1703w; 9%
o G TG IBC (FC@ A6y RATITAR 47T FACO AR |

@R S SN TR edTew IRER [f6e T oy [ s 4o I AF | 92
TBRIGT ST “APeTaTe e eatom qwss fdwee afem, s o [(fog aufrs smfe aae
et e feasy ez 7E Rt @z 3 s e e [easia qmcess
YOSART Y IBF TF QT | [Keare ATesa W (W6 9 @ IR, #f6ly, AL I AT
TAMTRTART & B AT 7 T TE O IGATS 9 FT FACF2. SO 364 A0 | [T ICSHo0e
Aot STy, 4T, AT, AR, 447 AT (e @aneia fofars 3% w41 T | e« IS’ 30T
(@ @A TS Reetq SAmMTR, AES-QEHe Hifs, ISR T[], GRS AFE, IS
S T, elfeRie ¥y Tenfn fmae s e sewifine et f[feg dre e e
B IS 2 |

@2 CEE TB7 FC0 P JAH?
What is meant by Advertising Budget Allocation?

@ AT 2@ G0 [WWME FINEE W0 [R@ AT M @I (@R 497 a1 GRR AbET &)
ORI QW T A6 ALATRTEHAT @erze | A R Seme e 99t it e 3t festeie
et Sraere Rearts ey anes FdwT s 1 i GRfexm Reeem, e Rearem @3 SRy
@ ToTE, Sy e R0eR [ear=itad o ) eaemia 9 emie 41 77 SR, K@= et oge T
COICT ATET AICA O ASCSH I PO TF | R4 B T (M6 @ (I Ao F AT 530
T T O F T (73 TS 9L QT TS [ AoA IS5 B 0 |

JICSG B¢ eeal re T Belch and Belch I, “The allocation decision involves determining
which markets, products, and/or promotional elements will receive which amounts of the funds

appropriated.” (e, Re@q JEE IBww  Pralcsd My ICACR T G, 247 ST BRI
TAMTRTART G S AT s T F41 27 ©f =e 47 1)

feat= ASG IBC Ty TN [{eareq afewfbre sEah TG ow w1 27 v afsf 38w e
FEH TG FAF T S T2 [ ST W | @A [ G Twere! g $oge
CEs e ToE 97 T 1, I9 AT Siire 5 IB0R Tos ST I A |
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a1 & IBCTT TARPIIR
Allocating the Budget

G IR FEFA AR ACEHE JAZE S ACE6 I6eE A (7 Far szear | [Re@tom ces
A IR =/ Seifirs T (ofte [Rearo e Jg=e of TRPRE AR FPOIE I+ 900 2 |

S | SIS fofet® 3B (Allocation by Objectives): RSE#I(7T STw*TaTa fCe#= IS I Ao
e ReTe Fie 9@ AT | [@EEme St @6 (@6 aeRifeag Smer [ew s @
T | G G, T, AR A T AN B fofe w0 avifeaea Soay Fdaer a4 27 1 9399
43 SIS STLTEIE T &) TS 9 B 1 2 | IS fe 7Boyge @l
e fSdiae v At | 9., i @ zer Ifoe ke Afes @ 2, w5t w3 2 wede Afaes
IARA |

Q| WY fefere B (Allocation by Media): [RfSg Mg Wty SIia S_Wie, &*FfeF 245,
Afofef Tz, smwesma 3R ItRFel feferoe Tmee AHE B T4 @S 21 | s qresa
T IS ST SIERATy WK AW T NS IS (SN IRy | ArdiRers (5 feareiw
JICHCBA bro *STHT AN AF6 WRI02T G I+ Il = | WF 92 AT *[oH4! vo O3 I T F
GfAfE= TrrTsa oy | ST (R (=5 @R [Eom ICTeT AT vo Ot 9 7y e [y
e LTI I WERT & |

© | ST FSfETe IBF (Allocation by Message): &S TR Ty Cofdl T4 IrST SR JCHG I6
T T | e e oy afsfefsr Taaa @32 @ F M ooy [\ws oifasre s g
T | YRG! ASH SR G [, feess «3e foared Spaws seve A | kiw#tw afefs Irst g
ST eifed Same oIt &) IR A “Afrer Feiae Face TRe! I A | 9ol K@=t
fJore FEE IYEF ACSHO T FES (AT IR (T AT TFAC 06! I FACS AJ €AR IS
AT 8 FIEFT I T FO6T T FC (TS A |

8 | EIER fofere B (Allocation by Market): Fiif ©F IEIE IS0 W [FoF I A |
AfSfb W7 SHACT &y 7J2A ORI % FACO R | GG (WS I WK T Gl I3 T4l 5w ©f
TR PTae @7 | €@ I B (PR ISR ST A CRR e ey 497e | 4R
@ SPIE @PAf fread BT TFereNm [RF 473 ordl | @3 eqe gost 7% &=l 203,
fqearoltaa 96 o @R 2 | [oqe BT Afelt Tomitas Smie ATeias &« Afee JTeod Afsrer
e v

¢ | TR ffere IBT (Allocation by Products): SIS ACEH AR &fsls o7 A [Reww
fofere Taw 341 2 | [T T ggoaRe IM (e IFeR <107 toft I AT, o Afe it
fSrarieR sfasr, AeE TgaEeR A, afsft st Tiew swe «3R sima [P &&
R ol opfn et woe vy M REval 3@ P fate =01 @ = @rifm
AT @0 SEREETSE I8 X @33 Mo A, MRS (73 #eB7 &y I@ w2f<e 3w 27 |

v | (SPifE WEeR fSfere 3B (Allocation by Geographical Area): RS 7R (SHferd @aIA
FO[E IO I FRCR (O FGARANS JACEG 69 I TR AE | PR Ger 7Ry [opelieas et sice
FAE TC AT O QW I T | JIT AT JRNE FIOS ALNCS FIAT QM@ @R
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QOII2 TR SN TR DA (€10 (@FAINTS K@= e’ 3%+ 41 27 |

et et IBeTw ¢Fed [Keavy [REenR
Factors to be Considered for Allocating the Budget

(o wGre [RGEF ACEE IBCR (Fae [eariq IJgowce AT [y [avar s 17 |
RGeS IBET CF@ [ IFHF (@ OeteE [Eva @ A0, ©iF 047 S ey
EXGIH

S | TS R @I SAMITRTIR (Allocating to IMC Elements): RGeS’ 3 7% (FTD2
2feTe @M ToMIF STEITe [T SNe I SAbleTe 8 To7 CAMA wteice @ 2R I3
FA | (@ AR 6F IRARTEACS @8 I ANFTRITe [ 3w S [ QT AHF FN (902 | 2Bfere
TN L AFAG SBRAEAD fofed N [E@oM v ¢ JER T ([@0UCR | TAFF G G (@rifg
Q35 G F s Moz, evRifsamee e @ @ 932 THFe NYEe JIRT AT e
TG Tz | ©1% [@oe A0S0 IBER CFEG JIBHARE ARO[ @RI SAmE ST
IO T ICHE I FACS (A |

3| ARF-ACEHT NS (Client/Agency Policies): (@I a0 @wee goifqe FCe 2T @S
AESH BoAWI T (@ T Rearerat ez wfeere N | 5y areh f@w o s w@mw saiE
feeiifee Face #ta W3R Rearitma (F@ @ 9 7 F0e ev 363 | W[IF g et fremas
wepfere 9 ey W Ko ReTe Fremea Sgiees e S0 (PR GR ARMR SR SR
@ Ao @ e 93 @3 TNHre W FE | AW GTEBIEET THREE @ 9 T T
A | ©12 (@ qifne o fFeig 3fte 2@ o aree A e Sfeq Satas e 37 |

© | HRER AFF (Market Size): ST AFAS [@F ST IBHT TSN LSS XA FIS A |
JEER SFI (R 20T Y TS QIR TG A2 T2 (TSI IR (N0 e I | ©iT (26 AR
e &=y @M AT s 5 w1 e 2@ | Wi, SRR HFR (=T 0 @ (7 ISR &)
N 9L I A I (AN IC HIBICEF AT & (@ L 359 F00 ZJ |

8 | JAET W (Market Potential): o IR o IAe70E STHma G Q@R TBRANT 7o
s 41 7 | T4 [ @ A ok e A e 8% TR AE ol [ g
SV &) Sfefie oY Fhw 319 el e AEw | o sywi@ @it e Reres A @ @2
R SE ACHB T (A ST 1 Tow w77 | ©IF AT IBCa (Hd GG SRS 20e A
JAEF TR | GG IoNT [ I T8 T TR W7 @¥« @36 9 FfSfie et I
ey f{eafbe 20e M |

¢ | ST T I T T (Market Share Goals): ISR T 7% @21 SO IBCF FATOT
@7 FIES (7T T GTIR | @N- Roaiar 7 e i T o Aeite i i) [Rears
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q| ST &MEr (Organizational Characteristics): efedita MR Foe [Reeiee o
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