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†Kv¤úvwb Zvi cY¨, †mev ev eª¨vÛ m¤úwK©Z cÖ‡qvRbxq Z_¨ MÖvnK‡`i mv‡_ †hvMv‡hvM Kivi gva¨‡g MÖvnK‡`i AvK…ó 
Kivi D‡Ï‡k¨ wewfbœ ai‡Yi weÁvcb w`‡q _v‡K| eZ©gvb cÖwZ‡hvwMZvg~jK evRvi e¨e ’̄vq †Kv¤úvwb‡K wU‡K _vKvi 
Rb¨ weÁvcb GKwU †KŠkjMZ A ¿̄ wn‡m‡eI KvR K‡i _v‡K| cY¨, †mev, eª̈ vÛ ev cÖwZôv‡bi cÖwZ MÖvnK‡`i 
g‡bv‡hvM AvKl©Y Kivi Rb¨ wVK Kx ai‡Yi weÁvcb ˆZwi Kiv DwPr, weÁvc‡bi evZ©v wKiƒc nIqv DwPr, †Kvb 
ai‡Yi gva¨g e¨envi K‡i KLb weÁvcbwU cÖ̀ k©b Kiv DwPr BZ¨vw` wewfbœ wel‡q wbf©yj wm×všÍ MÖn‡Yi Rb¨ 
cÖ‡qvRb mwVK weÁvcb M‡elYvi| †QvU-eo me †Kv¤úvwbB cÖwZ eQi weÁvc‡bi wcQ‡b wecyj cwigvY A_© e¨q K‡i 
_v‡K| ZvB †h D‡Ï‡k¨ †Kv¤úvwb weÁvcb w`‡”Q Zv AwR©Z n‡”Q wKbv wKsev weÁvcb eve` †Kv¤úvwbi GB e¨wqZ 
A_© Kvw•ÿZ jÿ¨ AR©b Ki‡Z cvi‡Q wKbv Zv RvbvUv †Kv¤úvwbi fwel¨Z cÖmvi cwiKíbv cÖYq‡bi Rb¨ LyeB 
Riæwi| Gfv‡e weÁvc‡bi djcÖm~Zv ev mvd‡j¨i g~j¨vq‡bi gva¨‡g weÁvcb eve` e¨wqZ A‡_©i h_v_©Zv hvPvB 
Kiv‡K weÁvc‡bi Kvh©KvwiZv cwigvc e‡j| weÁvc‡bi Kvh©KvwiZv cwigv‡ci †ÿ‡Î KLb, †Kv_vq, Kxfv‡e, †Kvb 
cÖwµqvq Kx cixÿv Kiv n‡e, weÁvcb`vZv‡K †mB wm×všÍ wb‡Z nq| GB BDwb‡U †gvU PviwU cvV Av‡Q| cÖ_g cv‡V 
weÁvcb M‡elYv, weÁvcb M‡elYvi ¸iæZ¡ I cÖKvi‡f` m¤úwK©Z wewfbœ welq wb‡q Av‡jvPbv Kiv n‡q‡Q| wØZxq 
cv‡V weÁvc‡bi Kvh©KvwiZv cwigvc, Kvh©KvwiZv cwigv‡ci D‡Ïk¨ Ges Kvh©KvwiZv cwigv‡ci †ÿ‡Î KLb Kx 
cwigvc Ki‡Z n‡e †mm‡ei we Í̄vwiZ eY©bv †`Iqv n‡q‡Q| Z…Zxq cv‡V †Kv_vq, Kxfv‡e, †Kvb cÖwµqvq weÁvc‡bi 
Kvh©KvwiZv cwigvc Kiv †h‡Z cv‡i Zvi we Í̄vwiZ weeiY †`Iqv n‡q‡Q| PZz_© cv‡V weÁvc‡bi Kvh©KvwiZv 
cwigv‡ci cÖPwjZ c×wZmg~n mswkøó c×wZi myweav-Amyweavmn eY©bv Kiv n‡q‡Q Ges Kvh©KvwiZv cwigv‡ci 
†gŠwjK welq I mxgve×Zv m¤ú‡K© Av‡jvPbv Kiv n‡q‡Q| 
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 w e Á vcb M ‡e lY v― a vi Y v,  ¸ i æZ¡ I  cÖK vi ‡f ` 

Advertising Research― Concept, Importance and Classification 

 
D‡ Ïk¨  

G  c v V  †k‡ l A v c w b-  

• weÁvcb M‡elYv Kx Zv ej‡Z cvi‡eb; 
• weÁvcb M‡elYvi ¸iæZ¡ e¨vL¨v Ki‡Z cvi‡eb; Ges 
• weÁvcb M‡elYvi cÖKvi‡f` eY©bv Ki‡Z cvi‡eb| 

 

weÁvcb M‡elYv n‡jv wVK Kx ai‡Yi weÁvcb ˆZwi Kiv DwPr, weÁvc‡bi evZ©v wKiƒc nIqv DwPr, †Kvb ai‡Yi 
gva¨g e¨envi K‡i KLb weÁvcbwU cÖ̀ k©b Kiv DwPr BZ¨vw` wewfbœ wel‡q mwVK wm×všÍ MÖn‡Yi Rb¨ mswkøó wewfbœ 
Z_¨ c×wZMZfv‡e msMÖn, wjwce× Ges we‡kølY Kivi gva¨‡g weÁvc‡bi Kvh©KvwiZv DbœZ Kivi GKwU cÖ‡Póv| 
weÁvcb M‡elYv weÁvcb ev‡R‡Ui m‡e©vËg e¨envi wbwðZ Ki‡Z, weÁvcb cÖPvivwfhvb ev Í̄evq‡b cQ›`mB gva¨g 
wbe©vPb Ki‡Z, Afxó `k©K‡`i Dci weÁvc‡bi cÖfve cwigvc Ki‡Z Ges weÁvc‡bi e¨q- Kvh©KvwiZv wbwðZ 
Ki‡Z ¸iæZ¡c~Y© f~wgKv cvjb K‡i _v‡K| weÁvc‡bi wbR¯̂ Ges cÖv‡qvwMK „̀wó‡KvY †_‡K weÁvcb M‡elYv‡K 
Kv÷gvBRW ev ¯̂wba©vwiZ weÁvcb M‡elYv, wmwÛ‡KU weÁvcb M‡elYv, weÁvcb-c~e© ev wcÖ-‡Uw÷s M‡elYv Ges 
weÁvcb cÖKv‡kvËi ev †cv÷-‡Uw÷s M‡elYv BZ¨vw` fv‡M fvM Kiv hvq|   
 

w e Á v c b M‡ e lY v  K v ‡ K  e ‡ j ?  
What is Advertising Research? 

weÁvcb M‡elYv n‡jv weÁvcb mswkøó bvbv Z_¨ we Í̄vwiZfv‡e msMÖn, wjwce× I we‡kølY Kivi gva¨‡g weÁvc‡bi 
Kvh©KvwiZv DbœZ Kivi GKwU c×wZMZ cÖ‡Póv| cY¨, †mev, eª̈ vÛ ev cÖwZôv‡bi cÖwZ MÖvnK‡`i g‡bv‡hvM AvKl©Y 
Kivi Rb¨ wVK Kx ai‡Yi weÁvcb ˆZwi Kiv DwPr, weÁvc‡bi evZ©v wKiƒc nIqv DwPr, †Kvb ai‡Yi gva¨g e¨envi 
K‡i KLb weÁvcbwU cÖ`k©b Kiv DwPr DZ¨vw` wewfbœ wel‡q wbf©yj wm×všÍ MÖn‡Yi Rb¨ weÁvcb M‡elYvi †Kvb 
weKí †bB| GQvovI Afxó MÖvnKiv Kxfv‡e wbw ©̀ó weÁvc‡b mvov †`q Zv Rvbvi gva¨‡g weÁvcb cÖPv‡ii mvdj¨ 
wba©viY Ki‡ZI weÁvcb M‡elYv cwiPvwjZ nq| A_©vr, weÁvcb ˆZwi Kiv Ges cÖPvivwfhv‡bi Kvh©KvwiZv cwigvc 
Kiv, ỳB ch©v‡qB weÁvcb M‡elYvi cÖ‡qvRbxZv i‡q‡Q|  

G cÖm‡½ G. E. Belch and M. A. Belch-Gi gZvgZ D‡jøL Kiv †h‡Z cv‡i| Zv‡`i g‡Z cÖPvig~jK Kg©m~Pxi 
Kvh©KvwiZv cwigvc Kiv cÖPvig~jK cwiKíbv cÖYqb cÖwµqvi GKwU ¸iæZ¡c~Y© Abyl½| weÁvcb M‡elYv wecYb 
e¨e ’̄vcK‡K wbw ©̀ó weÁvc‡bi Kg©ÿgZv g~j¨vqb Kivi my‡hvM K‡i †`q Ges cieZ©x mg‡qi cwiw ’̄wZ we‡køl‡Yi 
†ÿ‡Î ¸iæZ¡c~Y© BbcyU cÖ̀ vb K‡i| weÁvcb M‡elYv cÖwZôv‡bi Ae¨vnZ cÖPvi cwiKíbv cÖwµqvi GKwU AwZ 
cÖ‡qvRbxq Dcv`vb| weÁvcb M‡elYvi aviYv w`‡Z wM‡q Zviv e‡jb, ÒResearch that is conducted in an 

evaluative role-to measure the effectiveness of advertising and promotion and/or to assess various 

strategies before implementing them.Ó (A_©vr weÁvcb M‡elYv weÁvcb Ges cÖPv‡ii Kvh©KvwiZv cwigvc Kivi 
Rb¨ wKsev wewfbœ †KŠkj ev Í̄evq‡bi Av‡M †m¸‡jv g~j¨vqb Kivi Rb¨ GKwU g~j¨vqbg~jK f~wgKvq cwiPvwjZ nq|) 

G cÖm‡½ Terence A. Shimp e‡jb, weÁvcb M‡elYvi g‡a¨ wewfbœ D‡Ïk¨, c×wZ, e¨e ’̄v Ges †KŠkj AšÍf©y³ 
i‡q‡Q| wZwb we Í̄…Zcwim‡i weÁvcb M‡elYvi ỳwU mvaviY iƒc‡K Avjv`v Kivi K_v e‡j‡Qb, †hgb- gva¨‡gi 
Kvh©KvwiZvi cwigvc Ges evZ©vi Kvh©KvwiZv cwigvc| Zvi g‡Z, ÒAdvertising research involves both 
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pretesting messages during developmental stages (prior to actual placement in advertising media) and 

posttesting messages for effectiveness after they have been aired or printed. Pretesting is performed to 

eliminate ineffective ads before they are ever run, while posttesting is conducted to determine whether 

messages have achieved established objectives.Ó (A_©vr, weÁvcb M‡elYvq Dbœqbg~jK ch©v‡q weÁvcb gva¨‡g 
evZ©vi ’̄vb wba©vi‡Yi Av‡M evZ©vi wcÖ-‡Uw÷s Ges cÖPvwiZ ev gyw ª̀Z nIqvi c‡i Zvi Kvh©KvwiZv cwigv‡ci Rb¨ 
evZ©vi †cv÷-‡Uw÷s DfqB AšÍf©y³ _v‡K| AKvh©Ki weÁvcb¸‡jv cÖPv‡ii Av‡M Zv Acmvib Kivi Rb¨ wcÖ-‡Uw÷s 
Kiv nq Ges evZ©v¸‡jv weÁvc‡bi c~e©wba©vwiZ D‡Ïk¨¸‡jv AR©b Ki‡Z †c‡i‡Q wKbv Zv hvPvB Kivi Rb¨ †cv÷-
‡Uw÷s Kiv nq|) 

Dc‡ii Av‡jvPbvi †cÖwÿ‡Z ejv hvq, weÁvc‡bi D‡Ïk¨, c‡Y¨i Av‡e`b, Abywjwc cixÿv Ges evZ©v I gva¨‡gi 
Kvh©KvwiZv m¤ú‡K© we Í̄vwiZ Aa¨q‡bi gva¨‡g weÁvc‡bi cÖfve cixÿv ev cÖ‡Póvi djvdj g~j¨vqb Kivi Rb¨ 
weÁvcb M‡elYv cwiPvjbv Kiv nq|  

 

w e Á v c b M‡ e lY v i  ¸ iæZ ¡  
Importance of Advertising Research 

weÁvcb M‡elYv n‡jv weÁvcb cÖPvivwfhv‡bi Kvh©KvwiZv m¤úwK©Z Z‡_¨i c×wZMZ msMÖn, wjwce×KiY Ges 
we‡køl‡Yi GKwU ˆeÁvwbK cÖwµqv| weÁvcb M‡elYv GKwU wbw ©̀ó weÁvcb‡K †fv³viv Kxfv‡e Dcjwä K‡i, 
weÁvcb`vZvi mv‡_ Kxfv‡e †hvMv‡hvM K‡i Ges weÁvc‡bi cÖwZ wKiKg cÖwZwµqv Rvbvq Zv g~j¨vq‡bi GKwU 
g~j¨evb nvwZqvi wn‡m‡e KvR K‡i| weÁvcb M‡elYv wecYbKvix‡`i Zv‡`i Afxó MÖvnK‡`i mv‡_ fv‡jvfv‡e 
†hvMv‡hvM Ki‡Z Ges Zv‡`i mvgwMÖK weÁvcb †KŠkj‡K DbœZ Ki‡ZI mvnvh¨ K‡i _v‡K|  

weÁvcb M‡elYvi g~j D‡Ïk¨¸‡jvi w`‡K ZvKv‡j weÁvcb M‡elYvi ¸iæZ¡ m¤ú‡K© aviYv cvIqv hvq| weÁvcb 
M‡elYv weÁvcb ev‡R‡Ui m‡e©vËg e¨envi wbwðZ Ki‡Z, weÁvcb cÖPvivwfhvb ev Í̄evq‡bi cQ›`mB gva¨g wbe©vPb 
Ki‡Z, Afxó `k©K‡`i Dci weÁvc‡bi cÖfve cwigvc Ki‡Z Ges weÁvc‡bi e¨q-Kvh©KvwiZv wbwðZ Ki‡Z 
¸iæZ¡c~Y© f~wgKv cvjb K‡i _v‡K| wb‡¤œ weÁvcb M‡elYvi ¸iæZ¡mg~n eY©bv Kiv n‡jv:  

1. m ‡ PZ bZ v  e v o v q  (Increases awareness): weÁvc‡bi D‡Ïk¨ n‡jv MÖvnK‡K †Kv¤úvwb Ges Gi cY¨ ev 
†mev m¤ú‡K© m‡PZb Kiv| cÿvšÍ‡i weÁvcb M‡elYvi D‡Ïk¨ n‡jv †Kv¤úvwb‡K Zvi Afxó evRvi ev 
Afxó MÖvnK m¤ú‡K© m‡PZb Kiv hv‡Z K‡i †Kv¤úvwb GKwU Kvh©Ki weÁvcb wbg©vY Ki‡Z cv‡i| 

2. cwiewZ©Z evRvi we‡ kølY  (Analyzes changing market): hw` GKwU †Kv¤úvwb `xN©‡gqv`x cÖe„w× wbwðZ 
Ki‡Z Pvq Zvn‡j †Kv¤úvwb‡K me©cÖ_g Zv‡`i MÖvnK‡`i h_vh_fv‡e Rvb‡Z n‡e| evRvi ev cwi‡e‡ki 
cwieZ©‡bi mv‡_ mv‡_ MÖvnK‡`i g‡bvfveI µgvMZ cwiewZ©Z nq, KviY †Kv¤úvwb¸‡jv cÖwZwbqZ wbZ¨bZzb 
Ges D™¢vebx cY¨ evRv‡i cÖeZ©b K‡i| weÁvcb M‡elYv MÖvnK‡`i GB µgcwieZ©bkxj g‡bvfve m¤ú‡K© 
Rvb‡Z Ges GB cwieZ©b¸‡jv‡K we‡kølY Ki‡Z †Kv¤úvwb‡K mvnvh¨ K‡i|  

3. w e Á v c b †hv Mv ‡ hv M (Advertising Communication): weÁvc‡bi Ab¨Zg D‡Ïk¨ n‡jv cY¨ ev eª̈ vÛ‡K 
Zvi Afxó ev m¤¢ve¨ MÖvn‡Ki mv‡_ †hvMv‡hvM Kiv| weÁvcb M‡elYvi gva¨‡g cY¨ m¤ú‡K© m‡PZbZv e„w×, 
MÖvn‡Ki „̀wófw½ cwieZ©b ev cY¨ m¤ú‡K© MÖvn‡Ki wewfbœ c`‡ÿc MÖnY‡K g~j¨vqb K‡i evZ©v¸‡jvi 
†hvMv‡hv‡Mi mdjZv cwigvc Kiv †h‡Z cv‡i|  

4. m „R bkx j Z v i w e K v k (Developing creativity): weÁvcb M‡elYvi gva¨‡g MÖvnK, cÖwZ‡hvMx cY¨, 
cÖwZ‡hvMx weÁvcb, wewfbœ Advi ev cÖwZwjwc mswkøó wewfbœ Z_¨ mwVK mg‡q msMÖn Kiv m¤¢e nq| hLb 
Gmg Í̄ Z_¨ mnRjf¨ nq ZLb cÖwZôv‡bi AviI Dbœq‡bi Rb¨ GKwU myMwVZ m„Rbkxj †KŠkj cÖYq‡bi 
KvRwU mnR n‡q hvq|  
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5. e ¨e m v w q K  A e ’̄v b DbœZ  K ‡ i (Improves business position): weÁvcb M‡elYv GKwU †Kv¤úvwb‡K Zv‡`i 
cY¨¸‡jv Pvjy Kivi Rb¨ Dchy³ mgq Ges Dcvq Luy‡R †c‡Z mvnvh¨ K‡i| d‡j bZzb c‡Y¨i mvd‡j¨i 
mv‡_ mv‡_ †Kv¤úvwbi mvwe©K e¨emvwqK Ae ’̄vb „̀p nq|  

6. e v R v i A e ’̄v b µg w b a©v iY (Ranks market position): weÁvcb M‡elYv GKwU †Kv¤úvwbi mv‡_ Ab¨ 
†Kv¤úvwbi Zzjbv Ki‡Z mvnvh¨ K‡i| weÁvcb M‡elYvi djvdj we‡kølY K‡i GKwU †Kv¤úvwb Ab¨‡`i 
Zzjbvq evRv‡i KZUzKz GwM‡q ev wcwQ‡q i‡q‡Q, Zvi cwi®‹vi Ae ’̄vb Rvb‡Z cv‡i|  

7. m ¤¢v e ¨ m g m ¨v i c ~e ©v fv m †`q (Predicts likely issues): weÁvcb M‡elYv †Kv¤úvwbi weÁvcb ev cÖPvi 
mswkøó mgm¨v ¸‡jv Luy‡R †c‡Z ev mgm¨v¸‡jvi mgvav‡bi c_ evZ‡j w`‡Z cv‡i| cvkvcvwk Kvh©Ki 
weÁvcb M‡elYv †Kv¤úvwbi Avmbœ mgm¨v¸‡jvi fwel¨ØvYxI K‡i hv †Kv¤úvwb‡K m¤¢ve¨ wech©q Gwo‡q 
†h‡Z mvnvh¨ K‡i|  

8. e ¨_ ©Z v i m ¤¢v e bv  n «v m (Lessening chances of failures): Kvh©Ki weÁvcb M‡elYvi gva¨‡g evRvi I 
cÖwZ‡hvwM‡`i m¤ú‡K© bvbv †Mv‡q›`v Z_¨ msMÖn Kiv hvq Ges fwel¨‡Zi w`‡K jÿ¨ †i‡L cÖ‡ivPK †KŠkj 
nv‡Z †bIqv m¤¢e nq| weÁvcb M‡elYv cy•Lvbycy•L n‡j e¨_©Zvi SuywK K‡g hvq|  

9. c Öw Z w µq v  c Ö̀ v b (Provide Feedback): weÁvcb cÖ̀ vbKvix ms ’̄v Zvi cQ›`mB djvdj †c‡q‡Q wK bv Zv 
cixÿv bv Kiv ch©šÍ weÁvcb †kl nq bv| Kvg¨ djvdj cwigvc Kivi GKwU cÖ‡Póv n‡”Q weÁvcb ˆZwi‡Z 
wewb‡qv‡Mi d‡j jÿ¨¸‡jv AR©b Kiv ev MÖvnK‡`i mš‘wó cÖ̀ vb Kiv m¤¢e n‡q‡Q wK bv Zv Rvbv| weÁvcb 
M‡elYv weÁvc‡bi Kvh©KvwiZv m¤ú‡K© †Kv¤úvwb‡K cÖwZwµqv cÖ̀ vb K‡i|  

10. djvdj cÖ `vb (Provide Results): weÁvc‡bi g~j¨vqb ej‡Z weÁvc‡bi Kvh©ÿgZv cwigv‡ci Rb¨ cÖwZwôZ 
gv‡bi mv‡_ weÁvc‡bi cÖK…Z djvd‡ji Zzjbv Kiv‡K †evSvq| weÁvcb M‡elYv weÁvc‡bi evZ©vwU jÿ¨w ’̄Z 
MÖvnK‡`i Kv‡Q †cuŠ‡Q‡Q wK bv ev Kvw•ÿZ cÖfve ˆZwi Ki‡Z †c‡i‡Q wK bv Zv Rvb‡Z mvnvh¨ K‡i| weÁvc‡bi 
djvdj g~j¨vq‡bi GB KvRwU weÁvc‡bi ïiæ‡Z, gvSLv‡b ev weÁvc‡bi †k‡l †h †Kvb ch©v‡q Kiv †h‡Z cv‡i|  

D‡cvwiwjøwLZ Av‡jvPbvi †cÖwÿ‡Z ejv hvq, weÁvcb M‡elYv cÖwZwU †Kv¤úvwbi mvd‡j¨i Rb¨ AZ¨šÍ ¸iæZ¡c~Y© 
f~wgKv cvjb K‡i _v‡K| 

 

w e Á v c b M‡ e lY v i  c ÖK v i‡ f`  
Types of Advertising Research 

M‡elYv‡K djcÖm~ I Kvh©Ki n‡Z n‡j Zv weÁvbm¤§Z Ges c×wZMZfv‡e m¤úvw`Z n‡Z nq| e¨emvwqK †ÿ‡Î 
D‡Ïk¨, cÖ‡qvM, c×wZMZ g~jbxwZ, Z‡_¨i Drm ev DcvË Avni‡Yi ‡ÿÎ I e¨env‡ii wfwË‡Z M‡elYv‡K bvbvfv‡e 
wef³ Kiv hvq| †hgb- D‡Ï‡k¨i wfwË‡Z M‡elYv‡K D`NvUbg~jK, e¨vL¨vg~jK I eY©bvg~jK M‡elYv; cÖ‡qv‡Mi 
wfwË‡Z †gŠwjK M‡elYv, dwjZ M‡elYv I Kvh©g~jK M‡elYv; c×wZMZ g~jbxwZi wfwË‡Z ¸YMZ, cwigvYMZ I 
wgkÖ M‡elYv; Z‡_¨i Dr‡mi wfwË‡Z M‡elYv‡K cÖv_wgK I gva¨wgK M‡elYv; DcvË Avni‡Yi †ÿÎ I e¨env‡ii 
wfwË‡Z M‡elYv‡K cÖvgvwYK, gvV I j¨ve‡iUwi M‡elYv DZ¨vw` wewfbœ fv‡M fvM Kiv hvq| weÁvcb M‡elYv Dc‡ii 
†h †Kvb ai‡Yi GK ev GKvwaK M‡elYv cÖKv‡ii AvIZvq co‡Z cv‡i| Z‡e Dc‡ii aiY¸‡jvi evB‡iI 
weÁvcb`vZviv weÁvcb M‡elYv‡K cÖv‡qvwMK w`K †_‡K Avjv`vfv‡M wef³ K‡i _v‡Kb| wb‡¤œ weÁvc‡bi wbR¯ ̂
Ges cÖv‡qvwMK „̀wó‡KvY †_‡K weÁvcb M‡elYvi †kÖwYwefvM Av‡jvPbv Kiv n‡jv: 

1| K v ÷ g v B R W e v  ¯ ŵ ba©v w iZ  w e Á v c b M‡ e lY v  (Customized Advertising Research): Kv÷gvBRW ev 
¯̂wba©vwiZ weÁvcb M‡elYv †Kv¤úvwb Zvi mywbw ©̀ó Pvwn`v †gUv‡Z m¤úv`b K‡i _v‡K| †hgb- †KvKv †Kvjv 
†Kv¤úvwb GKwU bZzb ¯v̂‡`i cvbxq Pvjy Ki‡Z Pvq Ges MÖvnKiv Zvi weÁvc‡bi cÖwZ †Kgb cÖwZwµqv †`Lv‡e Zv 
Zviv M‡elYv K‡i †`L‡Z Pvq| M‡elYvwU †Kv¤úvwb wb‡RB KiæK ev Ab¨ †Kvb M‡elYv cÖwZôvb‡K wb‡qvM w`‡q 
Kwi‡q _vKzK bv †Kb, M‡elYvi djvdj ïaygvÎ †KvKv †Kvjv †Kv¤úvwbB e¨envi Ki‡e| G‡KB Kv÷gvBRW ev 
¯̂wba©vwiZ weÁvcb M‡elYv e‡j| 
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2 | w m w Û ‡ K U  w e Á v c b M‡ e lY v  (Syndicated Advertising Research): wmwÛ‡KU weÁvcb M‡elYv wbw ©̀ó †Kv¤úvwb 
ev M‡elK Øviv m¤úv`b Kiv n‡q _v‡K| Z‡e GB ai‡Yi M‡elYvi djvdj PvB‡j Ab¨vb¨ cÖwZôvb wb‡R‡`i Rb¨I 
e¨envi Ki‡Z cv‡i| hw` †Kvb e¨w³ ev cÖwZôvb Zv‡`i M‡elYvi djvd‡j AvMÖnx nb Z‡e Zviv GKwU wbw ©̀ó g~j¨ 
cwi‡kv‡ai gva¨‡g wKsev Av‡jvPbvi wfwË‡Z webvg~‡j¨I †mB M‡elYvi djvdj †c‡Z cv‡ib| †hgb- GKwU 
†Kv¤úvwb GKwU wbw ©̀ó c‡Y¨i weÁvcb †`Iqvi m‡e©vËg Dcvq m¤ú‡K© M‡elYv K‡i| GB M‡elYvwU Abyiƒc cY¨ 
Drcv`bKvix Ab¨vb¨ †Kv¤úvwbi Kv‡QI mnRjf¨ Kiv nq Ges †h †KD Gi djvdj wK‡b wb‡q wb‡R‡`i Kv‡R 
jvMv‡Z cv‡i| G‡KB wmwÛ‡KU weÁvcb M‡elYv e‡j|  

3 | w e Á v c b- c ~e © e v  w cÖ- ‡ U w ÷s  M‡ e lY v  (Pre-testing Advertising Research): cÖvq mKj cÖwµqvq †Kvb bv †Kvb 
aviYv w`‡q ïiæ nq| GKwU aviYv‡K ev Í̄‡e iƒcvšÍi Kivi mv‡_ A‡bK ai‡Yi SuywK RwoZ _v‡K| Avevi m„Rbkxj 
mgm¨vi Kvi‡Y A‡a©‡Ki †ewk aviYv ev Í̄‡e iƒc cvIqvi Av‡MB e¨_© n‡q hvq| ZvB †Kv¤úvwb‡K wbwðZ Ki‡Z nq 
†h Zvi aviYv Awfó `k©K‡`i Kv‡Q wVKfv‡e †cuŠ‡Q‡Q| weÁvcb M‡elYvi cÖvK-cixÿv ce© †Kv¤úvwb‡K ZvB Awfó 
`k©K‡`i wek`fv‡e Aa¨qb Ki‡Z mvnvh¨ K‡i Ges Zviv weÁvc‡bi aviYvwU‡K MÖnY Ki‡e bvwK cÖZ¨vL¨vb Ki‡e 
Zv Rvb‡Z mvnvh¨ K‡i| A_©vr, weÁvcb cÖPvi ïiæi Av‡MB wba©vwiZ weÁvcbwU cixÿv Kivi Rb¨ weÁvcb-c~e© ev 
wcÖ-‡Uw÷s weÁvcb M‡elYv Kiv nq| weÁvcb-c~e© M‡elYv weÁvcb M‡elYvi GKwU ¸iæZ¡c~Y© Ask KviY GwU cY¨ 
ev eª̈ vÛwU †h g~j c‡q›U¸‡jvi wfwË‡Z ˆZwi Kiv n‡e Zv wba©viY K‡i Ges †fv³‡`i cQ›`, †fv³v Abyf~wZ Ges 
eª̈ v‡Ûi cÖwZ Awfó `k©K‡`i cÖwZwµqv Luy‡R †ei Ki‡Z mvnvh¨ K‡i _v‡K| 

4 | w e Á v c b c ÖK v ‡ kv Ë i e v  † c v ÷- ‡ U w ÷s  M‡ e lY v  (Post-testing Advertising Research): weÁvcb evZ©v cÖPv‡ii 
cÖwµqvwU GKwU wØgyLx cÖwµqv| †Kv¤úvwb hLb Zvi c‡Y¨i weÁvcb †`q ZLb GwU ïiæ nq Ges MÖvn‡Ki KvQ †_‡K 
cÖwZwµqv †c‡j GB cÖwµqvwU m¤ú~Y© nq| †Kv¤úvwb weÁvcb cÖKv‡kvËi M‡elYv †_‡K weÁvc‡bi djvdj cwigvc 
Kivi Rb¨ cÖ‡qvRbxq cÖwZwµqv cvq| weÁvcbwU mdjfv‡e ev¯ÍevwqZ n‡q‡Q wK bv, †cv÷-‡Uw÷s M‡elYv 
†Kv¤úvwb‡K Zv Rvb‡Z mvnvh¨ K‡i| A_©vr †cv÷-‡Uw÷s weÁvcb M‡elYv weÁvcb cÖPvivwfhvb ïiæ Kivi c‡i 
m¤úv`b Kiv nq| GwU †Kv¤úvwb‡K weÁvcb cÖPvivwfhv‡bi Kvh©KvwiZv cwigvc ev hvPvB Ki‡Z mnvqZv K‡i _v‡K|  

Gfv‡e weÁvcb M‡elYv‡K wewfbœ †kÖYx‡Z fvM Kiv hvq| Z‡e GKwU welq G‡ÿ‡Î g‡b ivL‡Z n‡e †h, weÁvcb 
M‡elYv ïaygvÎ GKwU wbw ©̀ó cÖKv‡ii g‡a¨B mxgve× _v‡K bv eis GKBmv‡_ ỳB ev Z‡ZvwaK cÖKv‡iiI n‡Z 
cv‡i|  

 m v ims ‡ ÿ c :  

weÁvcb M‡elYv n‡jv mswkøó bvbv Z_¨ we Í̄vwiZfv‡e msMÖn, wjwce× Ges we‡kølY Kivi gva¨‡g weÁvc‡bi 
Kvh©KvwiZv DbœZ Kivi GKwU c×wZMZ cÖ‡Póv| weÁvcb M‡elYv wecYb e¨e ’̄vcK‡K wbw ©̀ó weÁvc‡bi 
Kg©ÿgZv g~j¨vqb Kivi my‡hvM K‡i †`q Ges cieZ©x mg‡qi cwiw ’̄wZ we‡køl‡Yi †ÿ‡Î ¸iæZ¡c~Y© BbcyU cÖ̀ vb 
K‡i| weÁvcb M‡elYv weÁvcb Kvh©KvwiZv cwigv‡c, †Kv¤úvwbi MÖvnK m‡PZbZv evov‡Z, cwiewZ©Z evRvi 
we‡kølY Ki‡Z, m„RbkxjZvi weKvk NUv‡Z, †Kv¤úvwbi e¨emvwqK Ae ’̄vb‡K AviI kw³kvjx Ki‡Z, fwel¨‡Zi 
m¤¢ve¨ mgm¨vi c~e©vfvm w`‡Z Ges weÁvc‡bi Kvh©KvwiZv m¤ú‡K© †Kv¤úvwb‡K cÖwZwµqv cÖ̀ vb Ki‡Z mnvqZv 
K‡i _v‡K| e¨emvwqK †ÿ‡Î D‡Ïk¨, cÖ‡qvM, c×wZMZ g~jbxwZ, Z‡_¨i Drm ev DcvË Avni‡Yi †ÿÎ I 
e¨env‡ii wfwË‡Z M‡elYv‡K bvbvfv‡e wef³ Kiv hvq| Z‡e weÁvc‡bi wbR¯̂ Ges cÖv‡qvwMK „̀wó‡KvY †_‡K 
weÁvcb M‡elYv‡K Kv÷gvBRW ev ¯̂wba©vwiZ weÁvcb M‡elYv, wmwÛ‡KU weÁvcb M‡elYv, weÁvcb-c~e© ev wcÖ-
‡Uw÷s M‡elYv Ges weÁvcb cÖKv‡kvËi ev †cv÷-‡Uw÷s M‡elYv BZ¨vw` fv‡M fvM Kiv hvq| 
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 w e Áv c ‡ b i Kv h©Kv w iZ v  c w ig v c― a v iYv ,  D ‡Ï k ¨ Ges  KL b  Kx  c wig vc 
Ki‡ Z  n ‡ e 
Measuring the Advertising Effectiveness― Concept, Objectives, and 

What & When to Test 

 
D‡ Ïk¨  

G  c v V  †k‡ l A v c w b-  

• weÁvcb Kvh©KvwiZv cwigvc Kv‡K e‡j Zv ej‡Z cvi‡eb; 
• weÁvcb Kvh©KvwiZv cwigv‡ci D‡Ïk¨mg~n eY©bv Ki‡Z cvi‡eb; 
• weÁvc‡bi Kvh©KvwiZv cwigv‡ci †ÿ‡Î Kx cixÿv Kiv nq Zv e¨vL¨v Ki‡Z cvi‡eb; Ges 
• KLb weÁvc‡bi Kvh©KvwiZv cwigvc Kiv nq Zvi we Í̄vwiZ weeiY w`‡Z cvi‡eb|  

 

weÁvc‡bi Kvh©KvwiZv cwigvc ej‡Z cÖPvwiZ weÁvcb weÁvcb`vZvi weÁvcb ev cÖPvi D‡Ïk¨¸‡jv wVK KZLvwb 
AR©b Ki‡Z †c‡i‡Q ev Kvw•ÿZ cÖfve ˆZwi Ki‡Z †c‡i‡Q wK bv, Zv g~j¨vqb Kiv‡K †evSvq| weÁvc‡bi Kvh©KvwiZv 
cwigv‡ci D‡Ïk¨¸‡jvi g‡a¨ i‡q‡Q weÁvc‡bi c~e©wba©vwiZ jÿ¨¸‡jv AwR©Z n‡q‡Q wKbv Zv wba©viY Kiv, weÁvcb 
cÖwZwjwc, wPÎY ev web¨v‡mi Kvh©KvwiZv g~j¨vqb Kiv, weKí weÁvcb †KŠkj g~j¨vqb Kiv Ges weÁvc‡bi Kvh©KvwiZv 
e„w× Kiv| weÁvc‡bi Kvh©KvwiZv cwigv‡ci †ÿ‡Î weÁvcb Dr‡mi cÖfve, evZ©v Dcv`vb, gva¨g †KŠkj Ges ev‡R‡Ui 
wm×všÍmg~n cixÿv Kiv nq| weÁvcb cÖPvivwfhvb ev Í̄evq‡bi Av‡M weÁvcb Kg©m~Pxi wewfbœ w`K cwigvc Kivi Rb¨ 
wcÖ‡U÷ ev weÁvcb-c~e© cixÿv Ges weÁvcb cÖPvwiZ nIqvi ci Gi Kvh©KvwiZv hvPvB‡qi Rb¨ †cv÷‡U÷ ev 
weÁvcb-cÖKv‡kvËi cixÿv Kiv nq|  

 
w e Á v c ‡ bi K v h©K v w iZ v  c w ig v ‡ c i A _ ©  
Meaning of Measuring the Advertising Effectiveness 

eZ©gvb cÖwZ‡hvwMZvg~jK evRvi e¨e ’̄vq wU‡K _vK‡Z Ges weµq I gybvdv e„w× Ki‡Z †Kv¤úvwb¸‡jv cÖwZwbqZ 
wewfbœ iKg weÁvcb cÖPvi K‡i _v‡K| weÁvcb eve` †Kv¤úvwb¸‡jv cÖwZeQi wecyj cwigvY A_© e¨q K‡i| ZvB 
weÁvcb`vZviv weÁvc‡bi Kvh©KvwiZv hvPvB K‡i †`L‡Z Pvb †h, Zv‡`i wewb‡qvMK…Z A‡_© cÖ̀ Ë weÁvcb Zv‡`i 
Kvw•ÿZ D‡Ïk¨¸‡jv AR©b Ki‡Z †c‡i‡Q wK bv| weÁvc‡bi Kvh©KvwiZv cwigvc ej‡Z weÁvc‡bi djcÖm~Zv ev 
mvd‡j¨i g~j¨vqb Kiv‡K †evSvq| cÖPvwiZ weÁvcb weÁvcb`vZvi weÁvcb ev cÖPvi D‡Ïk¨¸‡jv wVK KZLvwb 
AR©b Ki‡Z †c‡i‡Q ev Kvw•ÿZ cÖfve ˆZwi Ki‡Z †c‡i‡Q wK bv, Zv hLb g~j¨vqb Kiv nq ZLb Zv‡K weÁvc‡bi 
Kvh©KvwiZv cwigvc e‡j|  

G cÖm‡½ C. N. Sontakki e‡jb, ÒTesting or evaluation of advertising effectiveness refers to the managerial 

exercise aimed at relating the advertising results to the established standards of performance and 

objectives so as to assess the real value of the advertising performance.Ó (A_©vr, weÁvcb Kvh©KvwiZv hvPvB 
ev g~j¨vqb ej‡Z Ggb e¨e ’̄vcbvMZ PP©v‡K †evSvq hvi jÿ¨ n‡”Q weÁvc‡bi djvdj‡K weÁvc‡bi Kg©ÿgZv 
Ges D‡Ïk¨¸‡jvi cÖwZwôZ gvb`‡Ûi mv‡_ Zzjbv Kivi gva¨‡g weÁvc‡bi Kg©ÿgZvi cÖK…Z g~j¨ wba©viY Kiv|)  

G cÖm‡½ Pillai and Bagavathi e‡jb, ÒTesting the advertising effectiveness refers to careful exercise to 

evaluate the advertising results and the objectives so as to assess the effectiveness of the advertising 
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programme.Ó (A_©vr, weÁvc‡bi Kvh©KvwiZv hvPvB ev cwigvc ej‡Z weÁvc‡bi djvdj Ges D‡Ïk¨¸‡jv‡K 
mZK©fv‡e g~j¨vqb Kivi gva¨‡g weÁvcb Kg©m~Pxi Kvh©KvwiZv wba©viY Kiv‡K †evSvq|) 

G cÖm‡½ Henry Assael e‡jb, ÒThe most important criterion in measuring advertising effectiveness is its 

effect on sales.Ó (A_©vr, weÁvc‡bi Kvh©KvwiZv cwigv‡ci me‡P‡q ¸iæZ¡c~Y© gvb`Ð n‡jv weµ‡qi Dci Gi cÖfve 
wba©viY Kiv|) 

Dc‡ii Av‡jvPbvi †cÖwÿ‡Z ejv hvq, weÁvc‡bi D‡Ï‡k¨i mdj ev Í̄evq‡bi gva¨‡g †Kv¤úvwbi mvwe©K jÿ¨ I 
D‡Ïk¨ KZUzKz AwR©Z n‡q‡Q Zv wba©viY Kiv‡K weÁvc‡bi Kvh©KvwiZv cwigvc Kiv e‡j| G‡ÿ‡Î weÁvcb M‡elYvi 
gva¨‡g KLb, †Kv_vq, Kxfv‡e, †Kvb gva¨‡g, †Kvb evZ©v cÖ̀ vb Ki‡j ev weÁvcb cÖPvi Ki‡j weÁvcbwU me©vwaK 
Kvh©Ki n‡e Zv wba©viY Kiv Ges cÖPv‡ii c‡i weÁvcbwU KZUzKz Kvw•ÿZ dj G‡b w`‡Z †c‡i‡Q Zv g~j¨vqb Kiv 
nq| weÁvcb Kvh©KvwiZv cwigv‡ci gva¨‡g weÁvcb eve` e¨wqZ A‡_©i me©vwaK Kg©ÿgZv wbwðZ Kiv m¤¢e nq|  

 
w e Á v c ‡ bi K v h©K v w iZ v  c w ig v ‡ c i D‡ Ï k¨  
Objectives of Measuring the Advertising Effectiveness 

weÁvc‡b wewb‡qvMK…Z A‡_©i †hŠw³KZv AbymÜv‡bi gva¨‡g cÖ̀ Ë weÁvcbwU Zvi jÿ¨ I D‡Ïk¨ AR©‡b KZUzKz 
mdj n‡q‡Q Zv cwigvc K‡i weÁvc‡bi mvwe©K djvdj g~j¨vqb Kiv‡K weÁvc‡bi Kvh©KvwiZv cwigvc e‡j| 
weÁvc‡bi Kvh©KvwiZv cwigv‡ci D‡Ïk¨ m¤ú‡K© wecYb we‡klÁ Pride and Ferrell e‡jb, weÁvc‡bi Kvh©KvwiZv 
cwigvc g~jZt wZbwU D‡Ï‡k¨ Kiv nq| h_v: 

� weÁvc‡bi D‡Ïk¨¸‡jvi AR©b cwigvc Kiv; 
� weÁvcb cÖwZwjwc, wPÎY ev web¨v‡mi Kvh©KvwiZv g~j¨vqb Kiv; Ges 
� wbw ©̀ó gva¨‡gi g~j¨vqb Kiv| 

weÁvc‡bi Kvh©KvwiZv cwigv‡ci D‡Ïk¨ m¤ú‡K© ej‡Z wM‡q Belch and Belch e‡jb, g~jZt PviwU Kvi‡Y 
weÁvc‡bi Kvh©KvwiZv cwigvc Kiv nq| h_v: 

� e¨qeûj fzj Gov‡bv;  
� weKí †KŠkj g~j¨vqb;  
� mvaviYfv‡e weÁvc‡bi Kvh©KvwiZv e„w× Kiv; Ges  
� weÁvc‡bi c~e©wba©vwiZ jÿ¨¸‡jv AwR©Z n‡q‡Q wKbv Zv wba©viY Kiv| 

GiKg eûwea D‡Ïk¨ AR©‡bi j‡ÿ¨ weÁvc‡bi Kvh©KvwiZv cwigvc Kiv nq| wb‡¤œ Giƒc wKQz D‡Ïk¨ wb‡q 
mswÿßfv‡e Av‡jvPbv Kiv n‡jv: 

1. w e Á v c ‡ bi w e w f bœ A s ‡ k i g ‡ a¨ m g š q̂ m v ab (Effective coordination among different parts of 

advertisement): weÁvc‡bi wewfbœ Ask †hgb- cÖwZwjwc, wk‡ivbvg, † ø̄vMvb, wPÎY, web¨vm BZ¨vw`i g‡a¨ Kvh©Ki 
mgšq̂ wbwðZ Kivi gva¨‡g weÁvcb †_‡K m‡e©v”P djvdj AR©b Kiv weÁvc‡bi Kvh©KvwiZv cwigvc Kivi Ab¨Zg 
cÖavb D‡Ïk¨|  

2 . w e Á v c b e ¨q  n«v m (Reducing advertising cost): weÁvc‡bi Kvh©KvwiZv cwigv‡ci gva¨‡g GKwU wbw ©̀ó cY¨ 
ev †mevi Rb¨ wVK KZUzKz weÁvcb †`Iqv `iKvi Zv eySv hvq| d‡j weÁvc‡bi AvwaK¨ cwijwÿZ n‡j ª̀æZ Zv 
wbqš¿Y Kivi gva¨‡g weÁvcb e¨q Kgv‡bv hvq|  

3 . w e Á v c ‡ bi A v K l©Y  ÿ g Z v  hv Pv B (Testing the attractiveness of advertising): GKwU weÁvcb Zvi Awfó 
MÖvnK‡`i weÁvwcZ cY¨ ev †mevi cÖwZ KZUzKz AvK…ó ev cÖjyä Ki‡Z †c‡i‡Q Zv weÁvc‡bi Kvh©KvwiZv cwigv‡ci 
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gva¨‡g Rvbv hvq| †Kbbv †h weÁvcb hZ †ewk MÖvnK‡K AvKl©Y Ki‡Z cv‡i, Zvi mdjZvi m¤¢vebv ZZUvB †e‡o 
hvq|   

4 . A v ‡ e `‡ b i K v h©K v w iZ v  hv Pv B (Testing the effectiveness of appeal): GKwU weÁvc‡b cÖZ¨ÿ, c‡ivÿ, ˆbwZK, 
¯̂v ’̄̈ MZ, wMwgK, Av‡eMgq, †KŠZzn‡jvÏxcK, e¨w³Z¡RwbZ Av‡e`bmn wewfbœ ai‡Yi Av‡e`b e¨envi Kiv n‡q 
_v‡K| Z‡e †Kvb wbw ©̀ó cY¨ ev †mevi weÁvc‡b †Kvb Av‡e`bwU e¨envi Ki‡j m‡e©v”P cÖfve cvIqv hvq, Zv 
weÁvc‡bi Kvh©KvwiZv cwigv‡ci gva¨‡g Rvbv hvq|  

5. c Öw Z w j w c i h_ v _©Z v  w biƒ c Y (Determining the appropriateness of the copy): weÁvc‡bi Kvh©KvwiZv 
cwigvc Kivi gva¨‡g weÁvc‡b e¨eüZ cÖwZwjwci mwVKZv I h_v_©Zv wbiƒcY Kiv hvq Ges cÖwZwjwc‡Z e¨eüZ 
† ø̄vMvb, wk‡ivbvg, Av‡e`b ev wPÎ‡Yi Dc‡hvwMZvI wbiƒcY Kiv hvq|  

6. g v a¨‡ g i K v h©K v w iZ v  c w ig v c (Measuring media effectiveness): weÁvc‡bi Kvh©KvwiZv cwigvc ej‡Z g~jZt 
weÁvcb evZ©vi Kvh©KvwiZv Ges weÁvcb gva¨‡gi Kvh©KvwiZv cwigvc Kiv‡KB eySvq| †iwWI, †Uwjwfkb, 
msev`cÎ, B›Uvi‡bUmn †hme gva¨‡g weÁvcb cÖPvi m¤¢e †mme gva¨‡gi Kvh©KvwiZv hvPvB‡qi gva¨‡g me©vwaK 
djcÖm~ gva¨g wbe©vPb KivI weÁvc‡bi Kvh©KvwiZv cwigv‡ci Ab¨Zg D‡Ïk¨|  

7. w e µq  I  g ybv dv  e „w × (Increasing sales and profit): weÁvc‡bi Kvh©KvwiZv cwigv‡ci Ab¨Zg ¸iæZ¡c~Y© 
gvb`Ð n‡jv weµq Ges gybvdvi Dci Gi cÖfve wba©viY Kiv| A_©vr, wbw ©̀ó GKwU weÁvcb cÖPv‡ii c‡i weÁvwcZ 
cY¨, †mev ev eª̈ v‡Ûi weµq I gybvdv c~‡e©i Zzjbvq KZUzKz †e‡o‡Q Zv weÁvc‡bi Kvh©KvwiZv cwigv‡ci gva¨‡g 
wba©viY Kiv nq|  

8 . w e Á v c b e ¨‡ q i h_ v _©Z v  wbiƒc Y (Determining the justification of advertising expense): weÁvcb eve` 
†Kv¤úvwb¸‡jv cÖPzi A_© e¨q K‡i _v‡K| weÁvcb eve` e¨wqZ A_© Kvw•ÿZ dj G‡b w`‡Z †c‡i‡Q wKbv ev e¨wqZ 
A_© Kvw•ÿZ dj G‡b w`‡Z ch©vß wQj wKbv, Zv wba©viY Kivi Rb¨ weÁvc‡bi Kvh©KvwiZv cwigvc Kiv nq|  

9. weÁvc‡bi mgq m~Px wba©v iY (Scheduling the advertising): wbw ©̀ó cY¨ ev †mevi Rb¨ †Kvb ai‡Yi weÁvcb 
†Kvb †gŠmy‡g ev †Kvb mg‡q cÖPvi Ki‡j me©vwaK cÖfve ˆZwi Ki‡Z cv‡i, Zv Rvbvi Rb¨ weÁvc‡bi Kvh©KvwiZv 
cwigv‡ci †Kvb weKí †bB| Gi gva¨‡g †Kv¤úvwb¸‡jv wewfbœ mgq I †gŠmy‡gi Dc‡hvMx K‡i weÁvcb cÖPvivwfhvb 
cwiPvjbv Ki‡Z cv‡i|  

10. fw e l ¨r  c w iK í bv q  m n v qZ v  K iv (To help future planning): weÁvc‡bi Kvh©KvwiZv cwigv‡ci gva¨‡g cY¨ 
ev †mevi mdjZv ev e¨_©Zvi KviY Luy‡R †ei Kiv m¤¢e nq| d‡j AwR©Z AwfÁZv Kv‡R jvwM‡q fwel¨‡Zi mdj 
weÁvcb cÖPvivwfhv‡bi bKkv cÖYqb Kiv m¤¢e nq|  

cwi‡k‡l ejv hvq, weÁvcb Ges cÖmv‡ii D‡Ïk¨¸‡jv AR©‡bi gva¨‡g †Kv¤úvwb cÖwZ‡hvwMZvg~jK evRv‡i wb‡Ri 
Ae ’̄vb KZUzKz kw³kvjx Ki‡Z †c‡i‡Q Zv g~j¨vq‡bi gva¨‡g †Kv¤úvwbi fwel¨r Kg©cš’v wba©vi‡Yi cÖ‡qvRbxq 
w`Kwb‡ ©̀kbv †`Iqvi Rb¨B weÁvc‡bi Kvh©KvwiZv cwigvc Kiv nq|  

 
w e Á v c ‡ bi K v h©K v w iZ v  c w ig v ‡ c i †ÿ ‡ Î  K x  c w iÿ v  K iv  n q ?   
What to Test in Measuring Advertising Effectiveness? 

weÁvc‡b †h A_© e¨q Kiv n‡q‡Q Zv †_‡K KZUzKz mydj cvIqv hv‡e ev weÁvcbwU Zvi Afxó D‡Ïk¨ AR©‡b mdj 
n‡q‡Q wKbv, Zv wba©vi‡Yi gva¨‡g weÁvc‡bi djvdj g~j¨vqb Kiv‡KB weÁvc‡bi Kvh©KvwiZv cwigvc e‡j| 
weÁvc‡bi Kvh©KvwiZv cwigv‡ci †ÿ‡Î weÁvc‡bi Dr‡mi cÖfve, evZ©v Dcv`vb, gva¨g †KŠkj Ges ev‡R‡Ui 
wm×všÍmg~n cixÿv Kiv nq|  
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1. Dr ‡ m i c Öfv e (Source Factors): weÁvc‡bi Kvh©KvwiZv cwigv‡ci †ÿ‡Î GKwU ¸iæZ¡c~Y© cÖkœ n‡jv †h 
gyLcvÎ e¨envi Kiv n‡”Q Zv Kvh©Ki wKbv Ges Afxó evRvi ev MÖvnK Zv‡K Kxfv‡e g~j¨vqb Ki‡Q ev Zvi 
e¨vcv‡i wKiKg cÖwZwµqv Rvbv‡Z cv‡i| GKRb c‡Y¨i gyLcvÎ cÖv_wgKfv‡e weÁvcb evZ©v cÖ̀ v‡bi GKwU 
PgrKvi Drm n‡Z cv‡ib wKš‘ wewfbœ Kvi‡Y mg‡qi mv‡_ mv‡_ †mB gyLcvÎ Zvi cÖfve ev wek¦vm‡hvM¨Zv 
nvwi‡q †dj‡Z cv‡ib| wewfbœ gva¨‡g †bwZevPK cÖPvi mn‡RB GKRb gyLcvÎ ev evZ©vi Dr‡mi gvb 
cwieZ©b K‡i †dj‡Z cv‡i| †hgb- UvBMvi DW‡mi weevn ewnf©~Z m¤ú‡K©i K_v cÖKvk nIqvi ci A‡bK 
weL¨vZ †Kv¤úvwb gyLcvÎ wn‡m‡e Zv‡K e¨envi Kiv ev` w`‡q †`q|  

2. e v Z ©v  Dc v `v bm g ~n  (Message Variables)t weÁvc‡bi evZ©v Ges †h gva¨‡g GwU cÖPvi Kiv nq, DfqB 
weÁvc‡bi Kvh©KvwiZv g~j¨vq‡bi †ÿ‡Î wfwË wn‡m‡e KvR K‡i| weÁvc‡b e¨eüZ evZ©vwU MÖvnK‡`i 
g‡bv‡hvM AvKl©Y K‡i weÁvc‡bi w`‡K MÖvnK‡`i Uvb‡Z h‡_ó kw³kvjx bvI n‡Z cv‡i wKsev e¨eüZ 
gva¨gwU MÖvnK‡`i cQ‡›`i bvI n‡Z cv‡i| ZvB weÁvc‡bi Kvh©KvwiZv cwigv‡ci †ÿ‡Î weÁvc‡bi evZ©v 
Ges e¨eüZ gva¨g mswkøó wewfbœ Dcv`vb‡K cixÿv K‡i †`Lv nq|  

3. g v a¨g †K Š kj  (Media Strategies): †Kvb †kÖYxi gva¨g (m¤úªPvi ebvg gy ª̀Y), mveK¬vm (†iwWI ev 
†Uwjwfkb ebvg msev`cÎ ev mvgwqKx), ev wbw ©̀ó evnb (†Kvb msev`cÎ ev g¨vMvwRb) BZ¨vw` weÁvc‡b 
me‡P‡q Kvh©Ki djvdj G‡b w`‡Z cv‡i Zv weÁvc‡bi Kvh©KvwiZv cwigv‡ci †ÿ‡Î hvPvB Kiv †h‡Z 
cv‡i|  

4. e v ‡ R ‡ U i w m ×v š Ím g ~n  (Budgeting Decisions): weÁvcb ev‡RU evov‡bvi d‡j mivmwi weµq I gybvdv 
e„w× †c‡q‡Q wKbv, A‡bK †Kv¤úvwbB Zv wba©viY Kivi †Póv K‡i‡Q| †ek K‡qKwU M‡elYvq weÁvc‡bi 
Kvh©KvwiZvi Dci ev‡R‡Ui AvKv‡ii cÖfve Ges weµq I gybvdvi Dci wewfbœ weÁvcb e¨‡qi cÖfve 
cixÿv Kiv n‡q‡Q|  

Dc‡iv³ welqmg~n cixÿv K‡i GKwU weÁvcb KZUzKz Kvh©Ki n‡q‡Q ev n‡Z cv‡i, †m m¤ú‡K© wm×všÍ †bIqv nq|  

K Lb w e Á v c ‡ b i K v h©K v w iZ v  c w ig v c  K iv  n q ?  
When to Test Advertising Effectiveness? 

weÁvc‡bi Kvh©KvwiZv cwigv‡ci cixÿv¸‡jv KLb cwiPvwjZ nq, mvaviYZ †m Abymv‡i Zv‡`i †kÖwYe× Kiv nq| 
wcÖ‡U÷ ev weÁvcb-c~e© cixÿv n‡jv weÁvcb cÖPvivwfhvb ev Í̄evq‡bi Av‡M weÁvcb Kg©m~Pxi wewfbœ w`K cwigvc 
Kivi Rb¨ †bIqv e¨e ’̄v| cÿvšÍ‡i, weÁvcb cÖPvwiZ nIqvi ci Gi Kvh©KvwiZv hvPvB‡qi Rb¨ †cv÷‡U÷ ev 
weÁvcb-cÖKv‡kvËi cixÿv Kiv nq| A_©vr, weÁvc‡bi Kvh©KvwiZv cwigv‡ci cixÿv¸‡jv weÁvcb cÖPv‡ii c~‡e© ev 
c‡i m¤úvw`Z n‡Z cv‡i|  

1. w e Á v c b- c ~e © e v  w cÖ- ‡ U w ÷s  cix ÿ v  (Pretesting): weÁvcb cÖPvi ïiæi Av‡MB cwiKwíZ weÁvcbwU hvPvB 
Kivi Rb¨ weÁvcb-c~e© ev wcÖ-‡Uw÷s cixÿv Kiv nq| weÁvc‡bi aviYv msMÖn wKsev AwbqwgZ ev Í̄evqb 
†_‡K ïiæ K‡i P‚ovšÍ ms¯‹iYwU ev Í̄evq‡bi AvM ch©šÍ A‡b¸‡jv c‡q‡›U wcÖ-‡U÷ cixÿv Kiv n‡Z cv‡i| 
wcÖ-‡U‡÷i Rb¨ ZvB wewfbœ mg‡q wewfbœ iKg cixÿv c×wZ e¨envi Kiv †h‡Z cv‡i| †hgb- aviYv cixÿv 
weÁvcb Dbœq‡bi cÖ_g w`‡K e¨envi Kiv †h‡Z cv‡i| Ab¨vb¨ ch©v‡q weÁvcb cÖPv‡ii web¨vm cixÿv Kiv 
†h‡Z cv‡i hv‡Z weÁvc‡bi wk‡ivbvg, cÖwZwjwc, wPÎY BZ¨vw`‡K hvPvB Kiv AšÍf©~³ _v‡K| Avevi 
†Uwjwfkb weÁvc‡bi Rb¨ †÷vwi‡evW© Ges A¨vwb‡gwU· cixÿv Kiv †h‡Z cv‡i| weÁvcb-c~e© Kvh©KvwiZv 
cwigvc †Kv¤úvwb‡K Zvi Afxó `k©K‡`i wek`fv‡e Aa¨qb Ki‡Z mvnvh¨ K‡i Ges cY¨ ev eª̈ vÛwUi 
BDGmwc wba©viY Ki‡Z, †fv³v‡`i cQ›` I Abyf‚wZ Rvb‡Z Ges eª̈ v‡Ûi cÖwZ Afxó `k©K‡`i cÖwZwµqv 
Luy‡R †ei Ki‡Z mvnvh¨ K‡i _v‡K| weÁvcb-c~e© cixÿv ev wcÖ-‡U÷ Kivi myweav n‡jv GB ch©v‡q 
Zzjbvg~jKfv‡e Kg Li‡P cÖwZwµqv msMÖn Kiv hvq, weÁvcb aviYvi Dbœq‡b wecyj cwigvb A_© e¨q Kivi 
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Av‡M aviYvq †h‡Kvb mgm¨v †c‡j Zv mn‡R wPwýZ Kiv hvq, Ges weÁvc‡bi GKvwaK ms¯‹iY g~j¨vqb 
K‡i †KvbwUi Kvh©KvwiZv †ewk nIqvi m¤¢vebv i‡q‡Q Zv wba©viY Kiv hvq|  

2. weÁvcb cÖKv‡kvËi ev †cv÷-†Uw÷s cixÿv (Posttesting): weÁvcb cÖKv‡kvËi ev †cv÷ †Uw÷s cixÿv 
weÁvcbwU ev Í̄evq‡bi ci ev cÖPvivwfhvb ïiæ Kivi c‡i m¤úv`b Kiv nq| cÖPvivwfhvbwU Kvw•ÿZ D‡Ïk¨¸‡jv 
c~iY K‡i‡Q wKbv Zv wba©viY Ki‡Z Ges cÖvß djvdj‡K cieZ©x mg‡qi cwiw ’̄wZ we‡køl‡Y BbcyU wn‡m‡e 
e¨envi Ki‡Z weÁvcb cÖKv‡kvËi ev †cv÷-†Uw÷s cixÿv Kiv nq| GwU  G‡RwÝi ˆZwi Kiv cÖPviYvi 
djvdj cwigvc Ki‡ZI mvnvh¨ K‡i| weÁvcbwU weÁvcb`vZvi cY¨, †mev ev eª¨vÛ m¤ú‡K© m‡PZbZv ˆZwi ev 
evov‡bvi †ÿ‡Î Ges MÖvnK‡`i cÖfvweZ Ki‡Z mdj n‡q‡Q wKbv Zv †`Lvi Rb¨ †cv÷ †Uw÷s mgxÿv Pvjv‡bv 
nq| weÁvc‡bi †cv÷-†Uw÷s cixÿv MÖvnK m‡PZbZv, cQ‡›`i cY¨ e¨envi Ges g‡bvfve cwieZ©bmn eª¨v‡Ûi 
mvwe©K Kg©ÿgZv wbixÿY Ki‡Z mvnvh¨ K‡i| weÁvcb cÖKv‡kvËi cixÿvq wewfbœ iK‡gi Uª¨vwKs †hgb- Z`šÍ 
Ges Kzcb cÖwZwµqv, §̄iYkw³ cixÿv, weµq cixÿv BZ¨vw` e¨envi Kiv n‡q _v‡K| 

 

 m v ims ‡ ÿ c :  

weÁvc‡bi Kvh©KvwiZv cwigvc Kiv ej‡Z weÁvc†bi djvdj I D‡Ïk¨¸‡jv‡K cÖwZwôZ gvb`‡Ði mv‡_ Zzjbv 
Kivi gva¨‡g mZK©fv‡e g~j¨vqb K‡i mvgwMÖK weÁvcb Kg©m~Pxi Kvh©KvwiZv wba©viY Kiv‡K †evSvq| weÁvc‡bi 
Kvh©KvwiZv cwigvc g~jZt weÁvc‡bi c~e©wba©vwiZ jÿ¨¸‡jv AwR©Z n‡q‡Q wKbv Zv hvPvB Ki‡Z, weÁvcb 
cÖwZwjwc, wPÎY ev web¨v‡mi Kvh©KvwiZv g~j¨vqb Ki‡Z Ges mvgwMÖKfv‡e weÁvc‡bi Kvh©KvwiZv e„w× Kivi j‡ÿ¨ 
m¤úv`b Kiv nq| GQvovI weÁvc‡bi wewfbœ As‡ki g‡a¨ mgš̂qmvab, weÁvcb e¨q n«vm, weÁvc‡bi AvKl©Y 
ÿgZv hvPvB, Av‡e`‡bi Kvh©KvwiZv hvPvB, weÁvcb e¨‡qi h_v_©Zv wbiƒcY Ges fwel¨Z cwiKíbv cÖYq‡b 
mnvqZv KivI weÁvc‡bi Kvh©KvwiZv cwigv‡ci Ab¨Zg D‡Ïk¨| weÁvc‡bi Kvh©KvwiZv cwigv‡ci †ÿ‡Î weÁvcb 
Dr‡mi cÖfve, evZ©v Dcv`vb, gva¨g †KŠkj Ges ev‡R‡Ui wm×všÍmg~n cixÿv Kiv nq| weÁvc‡bi Kvh©KvwiZv 
cwigv‡ci cixÿv¸‡jv weÁvcb cÖPv‡ii c~‡e© ev c‡i m¤úvw`Z n‡Z cv‡i| weÁvcb cÖPvivwfhvb ev Í̄evq‡bi Av‡M 
weÁvcb Kg©m~Pxi wewfbœ w`K cwigvc Kiv‡K wcÖ‡U÷ ev weÁvcb-c~e© cixÿv Ges weÁvcb cÖPvwiZ nIqvi ci Gi 
Kvh©KvwiZv cwigvc Kiv‡K †cv÷-‡U÷ ev weÁvcb-cÖKv‡kvËi cixÿv e‡j| 
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 w e Áv c ‡ b i Kv h©Kv w iZ v c w ig v c― †Kv _ v q, Kx f v ‡ e,  †Kv b  c Öw µq v q 
c w ig v c  Kiv  hv‡ e 

Measuring the Advertising Effectiveness― Where and How to Test and 

Testing Procedure 

 
D‡ Ïk¨  

G  c v V  †k‡ l A v c w b-  

• †Kv_vq weÁvc‡bi Kvh©KvwiZv cwigvc Kiv nq Zv ej‡Z cvi‡eb; 
• Kxfv‡e weÁvc‡bi Kvh©KvwiZv cwigvc Kiv nq Zv e¨vL¨v Ki‡Z cvi‡eb; Ges 
• weÁvc‡bi Kvh©KvwiZv cwigv‡ci cÖwµqv we Í̄vwiZfv‡e eY©bv Ki‡Z cvi‡eb| 

 

weÁvc‡bi Rb¨ †Kv¤úvwb †h A_© e¨q K‡i‡Q Zv †_‡K KZUzKz mydj cvIqv hv‡e ev weÁvcbwU Zvi Afxó D‡Ïk¨ 
AR©‡b mdj n‡q‡Q wKbv, Zv wba©vi‡Yi gva¨‡g weÁvc‡bi djcÖm~Zv hvPvB Kiv‡KB weÁvc‡bi Kvh©KvwiZv cwigvc 
e‡j| weÁvc‡bi Kvh©KvwiZv cwigv‡ci cixÿv¸‡jv cixÿvMv‡i ev gv‡V cÖvK…wZK †mwUs‡m m¤úv`b Kiv †h‡Z 
cv‡i| j¨ve‡iUwi ev cixÿvMv‡ii cixÿvq †fv³v mvaviY‡K GKwU wbw ©̀ó cixÿvMv‡i G‡b Zv‡`i weÁvcbwU 
†`Lv‡bvi ci weÁvcb m¤ú‡K© bvbv cÖkœ wRÁvmv K‡i Zv‡`i wcDwc‡ji cÖmviY, †Pv‡Li Uª¨vwKs ev M¨vjfvwbK Z¡‡Ki 
cÖwZwµqv cwigvc Kiv nq| gvV cixÿv n‡jv †fv³v‡`i cÖvK…wZK cwi‡e‡k weÁvc‡bi cixÿv †hLv‡b †Kv¤úvwbi 
weÁvcb m¤ú‡K© MÖvnKiv Kx fve‡Qb Zv cwigvc Kiv nq| weÁvc‡bi Kvh©KvwiZv hvPvB Kivi Rb¨ me©Rb 
MÖnY‡hvM¨ wKQz gvb`Ð i‡q‡Q hvi g‡a¨ D‡jøL‡hvM¨ n‡jv c¨v± (Positioning Advertising Copy Testing) bvgK 
bxwZgvjv hv‡Z 9wU bxwZ i‡q‡Q hv weÁvc‡bi Kwc hvPvB‡qi Rb¨ e¨eüZ nq| weÁvc‡bi Kvh©KvwiZv cwigv‡ci 
GB Kg©KvÐ Dc‡ii bxwZgvjv¸‡jv‡K AbymiY K‡i mvaviYZ PviwU av‡c m¤úbœ n‡q _v‡K h_v- aviYv m„wó Ges 
cixÿvKiY; Lmov AvU©, cÖwZwjwc Ges weÁvcb cixÿv; m¤ú~Y©/P~ovšÍ weÁvc‡bi wcÖ-‡Uw÷s Kiv; Ges m¤ú~Y©/P~ovšÍ 
weÁvc‡bi evRvi cixÿv Kiv| 

 
†K v _ v q  w e Á v c ‡ bi K v h©K v w iZ v c w ig v c  K iv  n q ?  
Where to Test Advertising Effectiveness? 

weÁvc‡bi Kvh©KvwiZv cwigv‡ci cixÿv¸‡jv cixÿvMv‡i ev gv‡V cÖvK…wZK †mwUs‡m m¤úv`b Kiv †h‡Z cv‡i| 

1. j ¨v e ‡ iU w i e v  c ix ÿ v Mv i (Laboratory): j¨ve‡iUwi ev cixÿvMv‡ii cixÿvq †fv³v mvaviY‡K GKwU 
wbw ©̀ó ’̄v‡b Avbv nq †hLv‡b Zv‡`i weÁvcbwU †`Lv‡bv nq| cixÿKiv †fv³v‡`i weÁvcb m¤ú‡K© cÖkœ 
wRÁvmv K‡ib wKsev wcDwcj cÖmviY, †Pv‡Li Uª̈ vwKs ev M¨vjfvwbK Z¡‡Ki cÖwZwµqv cwigv‡ci gva¨‡g 
cÖ̀ wk©Z weÁvc‡bi e¨vcv‡i AskMÖnYKvix‡`i cÖwZwµqv cwigvc K‡ib| cixÿvMv‡i Kvh©KvwiZv cwigv‡ci 
cÖavb myweav n‡jv cixÿv c×wZi Dc‡i M‡el‡Ki wbqš¿Y _v‡K| GB c×wZ‡Z Aí Li‡P weÁvc‡bi 
cÖwZwjwc, wPÎY, web¨vm, iO Ges Ab¨vb¨ Dcv`vb‡K cwieZ©b K‡i hvPvB Kiv hvq Ges cÖwZwU cwieZ©‡bi 
cv_©K¨g~jK cÖfve cwigvc Kiv hvq| Z‡e GB c×wZi cÖavb Amyweav n‡jv ev Í̄eZvi Afve| †Kbbv 
j¨ve‡iUwi ev cixÿvMv‡ii cixÿvq †fv³viv †hfv‡e weÁvcb‡K LuywU‡q †`‡L cÖwZwµqv Rvbvb, ev Í̄e 
cÖvK…wZK †mwUs‡m †mfv‡e cÖwZwµqv †`b bv|  

2. g v V  c ix ÿ v  (Field Tests): gvV cixÿv n‡jv †fv³v‡`i cÖvK…wZK cwi‡e‡k weÁvc‡bi cixÿv, †hLv‡b 
†fv³viv evwoi Avivg, ¯v̂fvweK †Mvjgvj Ges weåvwšÍi wfZ‡iB _v‡Kb| gvV cixÿv¸‡jv weÁvc‡bi 

c v V - 4 . 3 
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cybive„wËi cÖfve, Kg©m~Pxi welqe ‘̄ Ges GgbwK cÖwZ‡hvwMZvg~jK weÁvcb evZ©vi Dcw¯’wZ we‡ePbv K‡i| 
†Kv¤úvwbi weÁvcb m¤ú‡K© MÖvnKiv Kx fve‡Qb Zv cwigvc Kivi Rb¨ gvV cixÿv ZvB A‡bKUv mgxÿv 
cwiPvjbvi g‡Zv| gv‡Vi cixÿvi cÖavb Amyweav n‡jv wbqš¿‡Yi Afve| GB c×wZ‡Z `k©K‡`i 
weÁvcbwU‡K g~j¨vq‡bi wbw`©ó KviY‡K Avjv`v Kiv Am¤¢e n‡Z cv‡i| cixÿv PjvKv‡ji hw` †Kvb 
A¯̂vfvweK NUbv N‡U, Z‡e Zviv cÖwZwµqv cÖ̀ v‡bi †ÿ‡Î cÿcvwZZ¡ Ki‡Z cv‡i| GgbwK cÖvK…wZK 
†mwUs‡m cwiPvwjZ nIqvq cÖwZ‡hvMx †Kv¤úvwb¸‡jv M‡elYv‡K bvkKZvi †Póv Ki‡Z cv‡i| GQvov gv‡Vi 
cixÿv¸‡jv cwiPvjbv Ki‡Z mvaviYZ †ewk mgq Ges A_© jv‡M, ZvB djvdj¸‡jv ª̀æZ Kv‡R jvMv‡bv 
m¤¢e nq bv|  

 
K x fv ‡ e w e Á v c ‡ bi K v h©K v w iZ v  c w ig v c  K iv  hv q ?  
How to Test Advertising Effectiveness? 

weÁvc‡bi Kvh©KvwiZv hvPvB Kivi Rb¨ me©Rb MÖnY‡hvM¨ wKQz gvb`Û wba©viY Kiv LyeB Riæix| †Kbbv wbw ©̀ó 
gvb`Ð Qvov g~j¨vqbg~jK cixÿv cwiPvjbv Kiv ev Í̄em¤§Z nq bv| gvwK©b hy³iv‡óªi 21wU eo weÁvcb G‡RwÝ 
ÒweÁvcb cȪ ‘Z I cixÿvq e¨eüZ M‡elYvi DbœwZ, MÖvnK‡`i Rb¨ GKwU fvj m„Rbkxj weÁvcb cÖ̀ vb Ges 
†Uwjwfkb weÁvc‡bi LiP wbqš¿Y KiviÓ j‡ÿ¨ mywbw ©̀ó wKQz bxwZi GKwU †mU cÖYqb K‡i‡Q| c¨v± (Positioning 

Advertising Copy Testing) bvgK GB bxwZgvjvq 9wU bxwZ i‡q‡Q hv weÁvc‡bi Kwc hvPvB‡qi Rb¨ e¨eüZ nq| 
GB bqwU bxwZ‡K AbymiY K‡i weÁvc‡bi Kvh©KvwiZv cwigvc Kiv nq| wb‡¤œ PACT bxwZgvjvi bxwZ¸‡jv‡K 
D‡jøL Kiv n‡jv:  

1. weÁvc‡bi D‡Ïk¨¸‡jvi mv‡_ cÖvmw½K gvcKvwV wba©viY Kiv| 
2. cÖwZwU wbw ©̀ó cixÿvi Av‡M djvdj¸‡jv‡K fwel¨‡Z Kxfv‡e e¨envi Kiv n‡e †m m¤ú‡K© g‰ZK¨ cÖwZôv| 
3. GKvwaK gvcKvwVi e¨envi KviY GKwUgvÎ gvcKvwV weÁvc‡bi Kg©ÿgZv g~j¨vqb Kivi Rb¨ ch©vß bq| 
4. Kvh©KvwiZv cwigvc‡K †hvMv‡hv‡Mi cÖwZ gvby‡li cÖwZwµqv †`Iqvi GKwU g‡W‡ji (DÏxc‡Ki Af¨_©bv- 

DÏxc‡Ki †evaMg¨Zv- DÏxc‡Ki cÖwZwµqv) Dci wfwË K‡i e¨envi Kiv| 
5. GKevi Kvh©KvwiZv cwigv‡ci Rb¨ cÖ‡qvR‡b GKvwaKevi weÁvc‡bi DÏxcbv cÖ`vb Kivi AbygwZ †`Iqv|  
6. weÁvcb cÖwZwjwcwU hZ †ewk m¤ú~Y© ev wbLuyZ n‡e, ZZ fvjfv‡e †mB weÁvcb‡K g~j¨vqb Kiv hv‡e| ZvB 

Kvh©KvwiZv cwigv‡ci b~b¨Zg gvb`Ð wn‡m‡e weKí weÁvcb¸‡jv‡KI GKB gvÎvi mgvwß‡Z cixÿv Kiv 
n‡e|  

7. cÖKvk ev G·‡cvRvi cÖm‡½i cÿcvZg~jK cÖfve Gov‡Z ch©vß wbqš¿Y e¨e ’̄v wbwðZ Kiv|  
8. bgybv msÁvwqZ Kivi †gŠwjK welq¸‡jv‡K we‡ePbv Kiv| 
9. wbf©i‡hvM¨Zv Ges ˆeaZv cÖ̀ k©b Kiv|  

Dc‡ii bxwZgvjv¸‡jv‡K †g‡b weÁvc‡bi Kvh©KvwiZv cwigvc Kiv nq|  

 
w e Á v c ‡ bi K v h©K v w iZ v  c w ig v ‡ c i c Öw µq v   
Advertising Effectiveness Testing Process 

GKwU weÁvcb ev cÖPvivwfhvb Kg©Kv‡Ði wewfbœ c‡q›U Ry‡o Kvh©KvwiZv g~j¨vq‡bi cÖ‡qvRbxq cixÿv cwiPvjbv Kiv 
n‡Z cv‡i| weÁvc‡bi Kvh©KvwiZv cwigv‡ci GB Kg©KvÐ mvaviYZ PviwU av‡c m¤úbœ n‡q _v‡K| avc PviwU n‡jv: 
(1) aviYv m„wó Ges cixÿvKiY, (2) Lmov AvU©, cÖwZwjwc Ges weÁvcb cixÿv, (3) m¤ú~Y©/P~ovšÍ weÁvc‡bi 
wcÖ‡Uw÷s Kiv, Ges (4) m¤ú~Y©/P~ovšÍ weÁvc‡bi evRvi cixÿv Kiv| wb‡¤œ avc PviwU‡K ms‡ÿ‡c e¨vL¨v Kiv n‡jv: 
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1. av iY v  m „w ó  G es  c ix ÿ v K iY  (Concept Generation and Testing): weÁvcb cÖPvivwfhvb cÖwµqvi 
G‡Kev‡i ïiæi w`‡K bZzb bZzb weÁvcb aviYv m„wó I cixÿv Kivi KvRwU cwiPvwjZ nq hv‡Z K‡i Afxó 
‡fv³viv GKwU m¤¢ve¨ weÁvc‡bi e¨vcv‡i cÖwZwµqv cÖ̀ vb Ki‡Z cv‡i wKsev †fv³viv weKí 
weÁvcb¸‡jv‡K g~j¨vqb Ki‡Z cv‡i| GB ch©v‡q evRvi Ae ’̄vb MÖn‡Yi wee„wZ, cÖwZwjwc, wk‡ivbvg ev 
wPÎY- me¸‡jv‡KB hvPvB Kiv n‡Z cv‡i| weÁvcb cÖPvivwfhv‡bi G‡Kev‡i cÖviw¤¢K ch©v‡q GB g~j¨vqb 
msNwUZ nq e‡j GB ch©v‡q ïaygvÎ weÁvc‡bi wk‡ivbvg, e¨eüZ iO, c¨v‡KR bKkv ev weÁvc‡bi GKwU 
†gvUvgywU †¯‹P, GgbwK c‡q›U-Ad-cvi‡PR DcKiYI g~j¨vqb Kiv †h‡Z cv‡i| aviYv m„wó Ges cixÿvi 
Rb¨ me‡P‡q †ewk e¨eüZ c×wZ¸‡jvi g‡a¨ i‡q‡Q †dvKvm MÖæc Aa¨qb, kwcsgj B›Uvi‡mÞ, B›Uvi‡bU 
ev AbjvBb c×wZmg~n|  

2. Lm o v  A v U ©, c Öw Z w j w c G es  w eÁ v c b c ix ÿ v  (Rough Art, Copy, and Commercial Testing): GKwU 
weÁvc‡bi P~ovšÍ Drcv`‡bi mv‡_ wecyj cwigvb LiP hy³ _v‡K e‡j weÁvcb`vZviv cÖv_wgK ch©v‡qB 
P~ovšÍ weÁvc‡bi GKwU cÖvK-ms¯‹iY cixÿv Kivi Rb¨ †ewk AvMÖnx n‡q _v‡Kb Ges Gi Rb¨ ewa©Z nv‡i 
A_© e¨q K‡i _v‡Kb| GKwU w¯Œ‡b Lmov weÁvcb, AvU©Iqv‡K©i ¯øvBW, A¨vwb‡gwUK ev Lmov 
d‡Uv‡gwUK¸‡jv‡K †cv÷ Kiv nq Ges cixÿv Kiv nq| G ai‡Yi Lmov cixÿv¸‡jvi gva¨‡g fwel¨‡Z 
P~ovšÍ weÁvcbwU wKfv‡e KvR Ki‡e, †m m¤ú‡K© aviYv cvIqv hvq| wewfbœ mg‡q cwiPvwjZ M‡elYvq GB 
cixÿv c×wZi wbf©i‡hvM¨Zv Ges cÖvß djvdj¸‡jv †h mvaviYZ P~ovšÍ weÁvc‡biB cÖwZwbwaZ¡ K‡i, Zvi 
cÖgvY cvIqv †M‡Q| †h‡nZz GB cixÿv¸‡jvi cwiPvjbv LiP Zzjbvg~jKfv‡e Kg, ZvB Lmov ch©v‡qi 
GiKg hvPvB ev M‡elYv µgkI RbwcÖq n‡q DV‡Q|  

3. m ¤ú ~Y ©/P~o v š Í w e Á v c ‡ bi w c Ö- ‡ U w ÷s  K iv  (Pretesting of Finished Ads): P~ovšÍ weÁvc‡bi wcÖ‡Uw÷s n‡jv 
wecYb M‡elK Ges weÁvcb G‡RwÝ¸‡jvi me‡P‡q †ewk e¨eüZ Kvh©KvwiZv cwigv‡ci c×wZ¸‡jvi g‡a¨ 
GKwU| weÁvcb cÖPvi ïiæi Av‡MB cwiKwíZ weÁvcbwU hvPvB Kivi Rb¨ weÁvcb-c~e© ev wcÖ‡Uw÷s 
cixÿv Kiv nq| †h‡nZz GB ch©v‡q Ggb GKwU P~ovšÍ/m¤ú~Y© weÁvcb e¨envi Kiv nq hv evRv‡i cÖPv‡ii 
Rb¨ Dc ’̄vwcZ nqwb, ZvB GB cixÿvi c‡i cÖvß cÖwZwµqv Abyhvqx weÁvcbwU‡Z cÖ‡qvRbxq ms‡kvab Kiv 
†h‡Z cv‡i| A‡bK weÁvcb M‡el‡Ki g‡Z, weÁvcbwU P~ovšÍ AvKv‡i cixÿv Kiv weÁvcb mswkøó AviI 
fv‡jv Z_¨cÖ̀ vb K‡i Ges †Kv¤úvwb‡K Zvi Afxó `k©K‡`i wek`fv‡e Aa¨qb Ki‡Z, cY¨ ev eª̈ vÛwUi 
BDGmwc wba©viY Ki‡Z, †fv³v‡`i cQ›` Rvb‡Z Ges cY¨ ev eª̈ v‡Ûi cÖwZ Afxó `k©K‡`i cÖwZwµqv Luy‡R 
†ei Ki‡Z mvnvh¨ K‡i _v‡K| cixÿvMvi Ges gvV c×wZmn gy ª̀Y Ges m¤úªPvi weÁvc‡bi Rb¨ †ek 
K‡qKwU cixÿv c×wZ cÖPwjZ i‡q‡Q| †hgb- gy ª̀Y c×wZ ¸‡jvi g‡a¨ i‡q‡Q †cvU©‡dvwjI cixÿv, 
cVb‡hvM¨Zvi we‡kølY Ges K…wÎg weÁvc‡bi evnb cixÿY BZ¨vw` Ges m¤úªPvi cixÿv¸‡jvi g‡a¨ i‡q‡Q 
w_‡qUvi cixÿv, Ab-Gqvi cixÿv BZ¨vw`|  

4. m ¤ú ~b©/P~o v š Í w e Á v c ‡ bi e v R v i c ix ÿ v  K iv  (Market Testing of Ads): weÁvcb cÖPvivwfhvb ev Í̄evwqZ 
nIqvi A_© GB bq †h Avi †Kvb ai‡Yi cixÿvi cÖ‡qvRb †bB| cÖPvivwfhvbwU Kvw•ÿZ D‡Ïk¨¸‡jv c~iY 
Ki‡Z †c‡i‡Q wKbv Zv Rvb‡Z Ges cÖvß djvdj‡K cieZ©x mg‡qi cwiw ’̄wZ we‡køl‡Y BbcyU wn‡m‡e 
e¨envi Ki‡Z weÁvcb cÖPv‡ii c‡i m¤ú~b©/P~ovšÍ weÁvc‡bi evRvi cixÿv Kiv nq| weÁvc‡bi wcÖ-‡U÷ 
mvaviYZ Aí bgybvi Dci cwiPvwjZ nq Ges wKQz †ÿ‡Î weÁvc‡bi Kg©ÿgZv wb‡q m‡›`n _vK‡Z cv‡i, 
ZvB P~ovšÍ weÁvcbwU ev Í̄‡e gv‡V ev evRv‡i †Kgb Ki‡Q wecYbKvix‡K Zv Luy‡R †`L‡Z nq| gy ª̀Y 
weÁvc‡bi †cv÷-‡U‡÷i Rb¨ AbymÜvb cixÿv, ¯̂xK…wZ cixÿv Ges ¯§iY cixÿvmn wewfbœ cixÿv e¨eüZ 
nq| GQvov m¤úªPvwiZ weÁvc‡bi †cv÷-†U÷ Kivi Rb¨ cieZ©x w`b ¯§iY cixÿv, †U÷ gv‡K©wUs, Uª̈ vwKs 
cixÿvmn wewfbœ ai‡Yi cixÿv c×wZ e¨envi Kiv nq| 
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hw`I weÁvc‡bi Kvh©KvwiZv cixÿv Kivi †Kvb wbwðZ Dcvq †bB, ZeyI mvgwMÖK wecYb cÖ‡Póvq weÁvc‡bi 
Ae`vb wba©vi‡Yi Pv‡ci Kvi‡Y cÖwZwU †Kv¤úvwbB GB cwigv‡ci KvRwU DbœZ Kivi Rb¨ wewfbœ c`‡ÿc wb‡”Q| 
Dc‡ii c`‡ÿc¸‡jv AbymiY K‡i mn‡RB GKwU †Kv¤úvwb Zvi weÁvc‡bi Kvh©KvwiZv cwigvc Ki‡Z cv‡i|  

 

 m v ims ‡ ÿ c :  

weÁvc‡bi Kvh©KvwiZv cwigv‡ci cixÿv¸‡jv j¨ve‡iUwi ev cixÿvMv‡i Ges evRv‡ii cÖvK…wZK cwi‡e‡k m¤úv`b 
Kiv hvq| weÁvc‡bi Kvh©KvwiZv cwigv‡ci Rb¨ c¨v± (Positioning Advertising Copy Testing) bxwZgvjv 
i‡q‡Q hv‡Z ÒweÁvcb cȪ ‘Z I cixÿvq e¨eüZ M‡elYvi DbœwZ, MÖvnK‡`i Rb¨ GKwU fvj m„Rbkxj weÁvcb 
cÖ̀ vb Ges †Uwjwfkb weÁvc‡bi LiP wbqš¿Y KiviÓ  j‡ÿ¨ 9wU wb‡ ©̀k©bvg~jK bxwZ i‡q‡Q| D³ bxwZgvjvi 
Av‡jv‡K PviwU av‡c weÁvc‡bi Kvh©KvwiZv cwigvc Kiv nq| avc PviwU n‡jv: (1) aviYv m„wó Ges cixÿvKiY, 
(2) Lmov AvU©, cÖwZwjwc Ges weÁvcb cixÿv, (3) m¤ú~Y©/P~ovšÍ weÁvc‡bi wcÖ‡Uw÷s Kiv, Ges (4) 
m¤ú~Y©/P~ovšÍ weÁvc‡bi evRvi cixÿv Kiv| 
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 w e Áv c ‡ b i Kv h©Kv w iZ v  c w ig v c― cÖP w jZ  c ×w Z  mg ~n  Ges  mx gv e ×Z v 
Measuring the Advertising Effectiveness― Testing Methods and 

Limitations of Testing 

 
D‡ Ïk¨  

G  c v V  †k‡ l A v c w b-  

• weÁvc‡bi Kvh©KvwiZv cwigv‡ci c×wZmg~n eY©bv Ki‡Z cvi‡eb; 
• weÁvc‡bi Kvh©KvwiZv cwigv‡ci cÖPwjZ c×wZmg~‡ni myweav-Amyweav¸‡jv e¨vL¨v Ki‡Z cvi‡eb; 
• weÁvc‡bi Kvh©KvwiZv cwigv‡ci c~e©kZ©/†gŠwjK welqmg~n m¤ú‡K© ej‡Z cvi‡eb; Ges 
• weÁvc‡bi Kvh©KvwiZv cwigv‡ci mxgve×Zv mg~n e¨vL¨v Ki‡Z cvi‡eb| 

 

weÁvc‡bi Kvh©KvwiZv cwigv‡ci c×wZ¸‡jv‡K g~jZ wcÖ-‡U÷ Ges †cv÷-‡U÷- GB ỳB fv‡M fvM Kiv hvq| wcÖ-
‡U÷ c×wZ¸‡jvi g‡a¨ i‡q‡Q †fv³vRywi cixÿv, w_‡qUvi ev bvU¨kvjv cixÿv, ixWvwewjwU ev cVb‡hvM¨Zv cixÿv, 
†cvU©‡dvwjI cixÿv, Lmov cixÿv, kvixie„Ëxq cixÿv, aviYv cixÿv, †evaMg¨Zv Ges cÖwZwµqv cixÿv BZ¨vw` 
Ges †cv÷-‡U÷ c×wZ¸‡jvi g‡a¨ i‡q‡Q ¯§iY cixÿv, ¯̂xK…wZ cixÿv, GKK Drm c×wZ cixÿv, AbymÜvb 
cixÿv, Uª̈ vwKs cixÿv Ges weµq cixÿv BZ¨vw`| cÖwZwU c×wZi myweav-Amyweav we‡ePbv K‡i weÁvc‡bi 
Kvh©KvwiZv cwigv‡ci Dchy³ c×wZ e¨env‡i wm×všÍ MÖnY Ki‡Z nq| weÁvc‡bi Kvh©KvwiZv cixÿvi c~e©kZ© n‡jv 
cwigv‡ci †ÿ‡Î PACT (Positioning Advertising Copy Testing)-Gi cÖwZwôZ bqwU bxwZ cwic~Y© fv‡e †g‡b 
Pjv| Z‡e weÁvc‡bi Kvh©KvwiZv cwigvc cÖwZwU †Kv¤úvwbi Rb¨B ¸iæZ¡c~Y© n‡jI LiP, M‡elYv mgm¨v, wK cixÿv 
Ki‡Z n‡e Zv wb‡q gZv‰bK¨, m„Rbkxj wefv‡Mi AvcwË Ges mg‡qi Afv‡ei Kvi‡Y wecYbKvix ev weÁvcb 
e¨e ’̄vcKiv A‡bK †ÿ‡ÎB weÁvc‡bi Kvh©KvwiZv cwigvc Ki‡Z Pvb bv|  

 
w e Á v c ‡ bi K v h©K v w iZ v  c w ig v ‡ c i c ×w Z m g ~n   
Methods of Testing/ Measuring Advertising Effectiveness 

weÁvcb eve` †Kv¤úvwbi e¨wqZ A_© Kvw•ÿZ dj G‡b w`‡Z †c‡i‡Q wKbv, Zv Rvbvi Rb¨ weÁvc‡bi Kvh©KvwiZv 
cwigvc Kiv nq| weÁvcb cÖPv‡ii c~‡e© Ges weÁvcb cÖKv‡ki c‡i ỳB mg‡qB weÁvc‡bi Kvh©KvwiZv cwigvc Kiv 
†h‡Z cv‡i| weÁvc‡bi Kvh©KvwiZv cwigv‡ci Rb¨ wewfbœ ai‡Yi c×wZ cÖPwjZ Av‡Q| cÖL¨vZ weÁvcb wekvi` 
Belch and Belch weÁvc‡bi Kvh©KvwiZv cwigv‡ci GB c×wZ¸‡jv‡K wcÖ‡U÷ Ges †cv÷‡U÷ GB ỳB fv‡M fvM 
K‡i‡Qb| wcÖ‡U÷ ev weÁvcb cÖPv‡ii c~‡e©i Kvh©KvwiZv cwigvc Avevi cixÿvMvi Ges gvV cixÿv Dfqfv‡eB 
m¤úv`b Kiv †h‡Z cv‡i| Avi †cv÷‡U÷ ev weÁvcb cÖKv‡kvËi Kvh©KvwiZv cwigvc cÖavbZ gvV cixÿvi gva¨‡gB 
m¤úvw`Z nq| wb‡¤œ Belch and Belch cÖ̀ Ë weÁvc‡bi Kvh©KvwiZv cwigv‡ci c×wZ mg~n‡K wP‡Îi gva¨‡g 
ms‡ÿ‡c Dc ’̄vcb Kiv n‡jv:  

c v V - 4 . 4 
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wPÎ: weÁvc‡bi Kvh©KvwiZv cwigv‡ci c×wZ mg~n 

weÁvc‡bi Kvh©KvwiZv cwigv‡ci Rb¨ †hme c×wZ cÖPwjZ Av‡Q, Zvig‡a¨ eûj e¨eüZ c×wZ mg~n wb‡¤œ ms‡ÿ‡c 
Av‡jvPbv Kiv n‡jv: 

1. † fv ³ v R yw i c ix ÿ v  (Consumer jury Test): †fv³vRywi c×wZ‡Z m¤¢ve¨ MÖvnK‡`i g‡a¨ †_‡K 6 †_‡K 10 Rb 
MÖvnK‡K wb‡q GKwU Rywi †evW© MVb Kiv nq| Rywii m`m¨iv cÖKvwkZe¨ weÁvc‡bi wk‡ivbvg, † ø̄vMvb, cÖwZwjwc, 
wPÎY, web¨vm BZ¨vw` m¤ú‡K© wb‡R‡`i gZvgZ cÖ̀ vb K‡ib| Gfv‡e Rywi †ev‡W©i m`m¨‡`i cQ›`-AcQ›` ev 
gZvg‡Zi wfwË‡Z weÁvc‡bi Kvh©KvwiZv cwigvc Kiv nq| 

†fv³vRywi c×wZi myweav¸‡jv n‡jv: 

� GB c×wZ‡Z Lye Aí mg‡q weÁvc‡bi Kvh©KvwiZv cwigvc Kiv hvq| 
� weÁvcb cÖPv‡ii Av‡MB weÁvc‡bi Kvh©KvwiZv cwigvc Kiv nq e‡j LiPI Aí nq| 
� Lmov Ae¯’v‡ZB weÁvc‡bi Kvh©KvwiZv cwigvc Kiv hvq|  
� cÖvq me ai‡Yi gva¨‡gi Rb¨B GB c×wZ Dc‡hvMx| 
� Aí msL¨K bgybv wb‡qB †fv³vRywi cixÿv m¤úv`b Kiv hvq|  

†fv³vRywi c×wZi Amyweav¸‡jv n‡jv: 

� hv‡`i wb‡q †evW© MVb Kiv n‡e, Zviv mKj †fv³vi cÖwZwbwaZ¡ bvI Ki‡Z cv‡ib| 
� gZvgZ cÖ̀ v‡bi †ÿ‡Î Rywiiv wbi‡cÿ gZvgZ cÖ̀ vb bvI Ki‡Z cv‡ib|  
� Rywi‡`i cÿcvwZ‡Z¡i Kvi‡Y ev weÁvcb`vZv‡`i Lywk Kivi Rb¨ Rywiiv ev Í̄eZvi evB‡i wM‡q weÁvc‡bi 

c‡ÿ ivq w`‡q w`‡Z cv‡ib|  
� †fv³v GKRb ¯̂-e¨vL¨vwqZ we‡klÁ n‡q DV‡Z cv‡ib| 
� g~j¨vq‡bi Rb¨ mxwgZ msL¨K weÁvcb we‡ePbv Kiv nq|  

2 . †iw U s  †¯‹ j  c ix ÿ v  (Rating Scale Test): †iwUs †¯‹j cixÿvq weÁvc‡bi Kvh©KvwiZv cwigv‡ci wewfbœ Dcv`vb 
†hgb- weÁvc‡bi AvKl©Y ÿgZv, weÁvcb Av‡e`b, wk‡ivbvg, wPÎY, web¨vm BZ¨vw`‡K Avjv`v b¤̂i ev †iU †`Iqv 
nq| Gici weKí weÁvcb ¸‡jvi Dcv`vb¸‡jv‡KI Abyiƒcfv‡e b¤î ev †iU †`Iqv nq Ges weÁvcb¸‡jvi †iwUs 
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Gi g‡a¨ Zzjbv Kiv nq| Gfv‡e m‡e©v”P b¤̂i ev †iwUs cÖvß weÁvcbwU‡K m‡e©vrK…ó weÁvcb wn‡m‡e we‡ePbv Kiv 
nq|  

†iwUs †¯‹j c×wZi myweav¸‡jv n‡jv: 

� GB c×wZ‡Z mn‡RB weÁvc‡bi Kvh©KvwiZv cwigvc Kiv hvq| 
� ¯̂í Li‡P weÁvc‡bi Kvh©KvwiZv cwigvc Kiv hvq| 
� GB c×wZ‡Z weÁvc‡bi Kvh©KvwiZv cwigv‡c Lye Aí mgq jv‡M| 
� weÁvc‡bi Kvh©KvwiZv‡K MvwYwZKfv‡e e¨vL¨v Kiv hvq| 
� GB c×wZ‡Z weÁvc‡bi wewfbœ ¸Yvejx‡K we‡ePbvq †bIqv nq e‡j c×wZwU †ek ev Í̄em¤§Z| 

†iwUs †¯‹j c×wZi Amyweav¸‡jv n‡jv: 

� we‡eP¨ Dcv`vb¸‡jvi †iwUs µg h_v_© fv‡e wba©viY Kiv hvq bv| 
� we‡eP¨ Dcv`vb¸‡jv mevi Kv‡Q mgvbfv‡e MÖnY‡hvM¨ nq bv| 
� GB c×wZ‡Z †h Dcv`vb¸‡jv we‡ePbv Kiv nq, Gi evB‡iI A‡bK Dcv`vb †_‡K †h‡Z cv‡i e‡j cÖvß 

djvdj kZfvM AšÍf©yw³g~jK nq bv| 

3 . †c v U ©‡ dv w j I c ix ÿ v  (Portfolio Test): †cvU©‡dvwjI cixÿv n‡jv weÁvcb wcÖ-‡Uw÷s Gi GKwU cixÿvMvi 
c×wZ hv‡Z DËi`vZv‡`i GKwU MÖæc‡K wbqš¿Y Ges cixÿv weÁvcb m¤̂wjZ GKwU †cvU©‡dvwjIi gy‡LvgywL Kiv‡bv 
nq| Gici DËi`vZviv weÁvcb †_‡K wK Z_¨ g‡b Ki‡Z cv‡ib Zv wRÁvmv Kiv nq| DËi`vZviv †h weÁvcb 
me‡P‡q †ewk ¯§iY Ki‡Z cv‡ib, †mB weÁvcb¸‡jv‡K me‡P‡q Kvh©Ki wn‡m‡e a‡i †bIqv nq|  

†cvU©‡dvwjI cixÿv c×wZi myweavmg~n n‡jv: 

� GB c×wZ mn‡R cwiPvjbv Kiv hvq| 
� ª̀æZ djvdj cvIqv m¤¢e nq|  
� wbqš¿K weÁvc‡bi Dcw ’̄wZi Kvi‡Y GB c×wZ‡Z weÁvc‡bi Kvh©KvwiZv h_v_©fv‡e cwigvc Kiv m¤¢e 

nq|  
� weKí weÁvcb¸‡jvi g‡a¨ mivmwi Zzjbv Kiv hvq|  

†cvU©‡dvwjI cixÿv c×wZi Amyweavmg~n n‡jv: 

� GB c×wZ †ek e¨qeûj|  
� †hme MÖvn‡Ki gZvg‡Zi wfwË‡Z wm×všÍ †bIqv nq Zviv mKj †fv³vi cÖwZwbwaZ¡ bvI Ki‡Z cv‡ib| 

d‡j djvd‡ji wbf©i‡hvM¨Zv _v‡K bv|  
� weÁvc‡bi m„RbkxjZv e¨ZxZ wewfbœ Dcv`vb †fv³v‡`i ¯§iYkw³‡K cÖfvweZ Ki‡Z cv‡i| d‡j mwVK 

cÖwZwµqv cvIqv hvq bv|  
� ¯§iY‡hvM¨Zv wbf©i c×wZ nIqvq Zv ¯̂xK…wZ c×wZi g‡Zv fv‡jv dj G‡b w`‡Z cv‡ibv|  

4 . A bym Üv b c ix ÿ v  (Inquiry Test): AbymÜvb cixÿvq GKwU weÁvcb‡K LÐ LÐ K‡i ev cwieZ©b K‡i K‡qKw`b 
a‡i msev`c‡Î cÖPvi Kiv nq Ges mv‡_ †fv³v‡`i Rb¨ wdiwZ Kzcb †`Iqv nq| †fv³viv c~iYK…Z Kzcb mivmwi, 
†dv‡bi gva¨‡g ev †gB‡ji gva¨‡g †diZ cvVv‡Z cv‡ib| †hw`b †ewk Kzcb cÖwZwµqv cvIqv hvq, †mw`‡bi 
weÁvcb‡K †ewk Kvh©Ki wn‡m‡e a‡i †bIqv nq|  

AbymÜvb c×wZi myweav¸‡jv n‡jv: 

� GB cixÿv c×wZ mn‡R cwiPvjbv Kiv hvq|  
� cvVK ev MÖvnK‡`i cÖK…Z cÖwZwµqv Rvbv hvq|  
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� MÖvnKMY Zzjbvg~jKfv‡e wbi‡cÿ gZvgZ cÖ̀ v‡bi cwi‡ek cvb|  
� weÁvcb Kvh©KvwiZvi e ‘̄wbô cÖwZdjb cvIqv hvq| 

AbymÜvb c×wZi Amyweav¸‡jv n‡jv: 

� cvVK ev MÖvnKiv cixÿvaxb weÁvc‡b AvK…ó bvI n‡Z cv‡ib|  
� GB c×wZ †ek mgqmv‡cÿ|  
� weÁvc‡bi m„Rbkxj Dcv`vb¸‡jvi Zzjbv Kiv hvq bv|  
� weÁvcb GKvwaKevi ev GKvwaK gva¨‡g cÖPv‡ii d‡j GB c×wZ †ek e¨qeûj|  

5. g b Í̄v w Ë ¡K  c ix ÿ v  (Psychological Test): weÁvcbwU †fv³vi gbgvbwmKZvi Dci wKiKg cÖfve †dj‡Z cv‡i 
A_©vr, †fv³vi gb Í̄vwË¡K cÖwZwµqv wKiKg nq Zv GB cixÿvi gva¨‡g cwigvc Kiv nq| weÁvcb †`Lvi ci 
†fv³vi g‡b wbivcËv, wbiæwØMœZv, DwØMœZv ev fxZmš¿̄ ÍZv BZ¨vw`i g‡a¨ wKiKg cÖwZwµqv m„wó nq, Zv gb Í̄vwË¡K 
cixÿvi gva¨‡g cwigvc K‡i weKí weÁvcb¸‡jvi Kvh©KvwiZv g~j¨vqb Kiv nq| gb Í̄vwË¡K cixÿvq cÖwkÿYcÖvß 
e¨w³ Øviv 10 †_‡K 15 Rb MÖvn‡Ki Kv‡Q kã ms‡kølY, evK¨ mgvßKiY, Mfxi mvÿvrKvi, Mí ejvmn wewfbœ 
c×wZ‡Z Z_¨ msMÖn Kiv nq|  

gb Í̄vwË¡K cixÿvi myweav¸‡jvi g‡a¨ i‡q‡Q: 

� weÁvcb cÖPv‡ii c~‡e© ev c‡i, †h‡Kvb Ae ’̄vq GB cixÿv cwiPvjbv Kiv hvq|  
� GB c×wZ‡Z †fv³vi Ae‡PZb g‡bi fve ev cÖK„Z g‡bvfve †ei K‡i Avbv hvq|  
� weÁvcb †fv³v‡`i gbgvbwmKZvi Dci wKiKg cÖfve †d‡j, Zv mn‡RB eyS‡Z cviv hvq|  
� GB c×wZ †fv³v‡`i weÁvcb m¤ú‡K© AvZ¡-we‡køl‡Yi my‡hvM †`q|  

gb Í̄vwË¡K cixÿvi Amyweav¸‡jvi n‡jv: 

� GwU GKwU RwUj c×wZ|  
� GKRb MÖvn‡Ki gZvg‡Zi mv‡_ Av‡iKRb MÖvn‡Ki gZvg‡Zi D‡jøL‡hvM¨ cv_©K¨ cwijwÿZ nq e‡j Gi 

wbf©i‡hvM¨Zv Kg|  
� weÁvc‡bi Kvh©KvwiZv cwigv‡ci GB c×wZwU AZ¨šÍ e¨qeûj|  

6. kv ix ie „ Ë x q  c ix ÿ v  (Physiological Test): kvixie„Ëxq cixÿv g~jZt weÁvc‡bi wcÖ-‡U÷ Kivi GKwU 
cixÿvMvi c×wZ †hLv‡b weÁvc‡bi cÖwZ †fv³v‡`i kvixie„Ëxq cÖwZwµqv cwigvc Kiv nq| GB cixÿv c×wZ‡Z 
weÁvc‡bi e¨vcv‡i †fv³v‡`i Awb”QvK…Z cÖwZwµqv †ei n‡q Av‡m e‡j ZvwË¡Kfv‡e GB c×wZ‡Z †fv³v‡`i 
cÿcvZ g~jK cÖwZwµqv †`Iqvi my‡hvM _v‡Kbv| Awb”Qvg~jK cÖwZwµqv n‡jv †mme cÖwZwµqv †hm‡ei Dci e¨w³i 
†Kvb wbqš¿Y _v‡K bv †hgb- ü`¯ú›`b Ges cÖwZeZ©x wµqv BZ¨vw`| g~ ª̀Y Ges m¤úªPvi weÁvcb- Df‡qi 
Kvh©KvwiZv cixÿv Kivi Rb¨ wcDwcj cÖmviY, M¨vjfvwbK Z¡‡Ki cÖwZwµqv, †Pv‡Li Uª̈ vwKs Ges gw Í̄‡®‹i Zi½ 
we‡kølY BZ¨vw` kvixie„Ëxq c×wZ e¨eüZ n‡q _v‡K|  

kvixie„Ëxq cixÿvi myweav¸‡jv n‡jv: 

� cÖvß djvd‡ji wbf©i‡hvM¨Zv A‡bK †ewk _v‡K|  
� MÖvnK‡`i †Mvcb cÖwZwµqv mn‡RB †ei K‡i Avbv hvq|  
� hš¿ e¨envi K‡i mn‡RB GB cixÿv cwiPvjbv Kiv hvq|  

kvixie„Ëxq cixÿvi Amyweav¸‡jv n‡jv: 

� GB c×wZ e¨env‡i DbœZ cÖhyw³ I Zvi cÖv‡qvwMK `ÿZv m¤úbœ †jvKej `iKvi hv mn‡R cvIqv hvq bv|  
� cixÿv cwiPvjbv e¨q A‡bK †ewk|  



wecYb cÖmvi 

BDwbU Pvi  c„ôv-123 

� cÖvß djvdj e¨vL¨v Kiv RwUj KvR|  
� weÁvcb Kvh©KvwiZv cwigv‡ci GB c×wZwU †ek mgqmv‡cÿ|  

7. ¯§ iY  c ix ÿ v  (Recall Test): gy ª̀Y weÁvc‡bi Kvh©KvwiZv cwigv‡ci Rb¨ mvaviYZ GB c×wZ e¨envi Kiv nq| 
¯§iY cixÿvq GKwU msev`cÎ ev mvgwqKx †`wL‡q MÖvnK‡`i wRÁvmv Kiv nq wZwb GB ms¯‹iYwU †`‡L‡Qb wKbv| 
†`‡L _vK‡j KZwU weÁvc‡bi K_v MÖvnKiv ¯§iY Ki‡Z cv‡ib, Zv †R‡b †mme eª̈ v‡Ûi bvgmn DËi †`Iqvi Rb¨ 
KvW© MÖvnK‡`i w`‡q †`Iqv nq| Gici MÖvnKiv †mme weÁvc‡bi cÖwZwjwc, wk‡ivbvg, † ø̄vMvb ev web¨v‡mi e¨vcv‡i 
Zv‡`i g‡b hv Av‡Q, Zv wj‡L †`Lvb| †mme we‡kølY K‡i †`Lv nq, †Kvb weÁvcbwU ev weÁvc‡bi †Kvb AskwU 
MÖvnK‡`i g‡b AbyK~j cÖfve †d‡j‡Q| Gfv‡eB ¯§iY cixÿvi mvnv‡h¨ weÁvc‡bi Kvh©KvwiZv cwigvc Kiv nq|  

¯§iY cixÿvi myweav¸‡jv n‡jv: 

� MÖvnK‡`i ¯§„wZi Dc‡i weÁvc‡bi cÖfve cwigvc Kiv hvq|  
� GB cixÿv c×wZi cwiPvjbv e¨q Kg|  
� ZvrÿwYKfv‡e weÁvc‡bi Kvh©KvwiZv cwigv‡ci djvdj nv‡Z cvIqv hvq|  

¯§iY cixÿvi Amyweav¸‡jv n‡jv: 

� MÖvnKiv cÖwZwµqv Rvbv‡bvi mgq cÖkœKZ©vi Øviv cÖfvweZ n‡Z cv‡ib|  
� msev`cÎ ev mvgwqKxi MÖvnK weÁvwcZ c‡Y¨i †µZv bv n‡j fzj ev G‡jv‡g‡jv cÖwZwµqv Rvbv‡Z cv‡ib|  
� MÖvnK Av‡eMZvwoZ n‡q †Lqvj Lywkg‡Zv DËi w`‡Z cv‡ib|  

8 . ¯̂x K …w Z  c ix ÿ v  (Recognition Test): gy ª̀Y weÁvc‡bi Kvh©KvwiZv cwigv‡ci me©vwaK e¨eüZ c×wZ n‡jv ¯̂xK…wZ 
cixÿv| GB c×wZ‡Z weÁvcb cÖPv‡ii ci weÁvcb m¤ú‡K© bvbv cÖkœ wR‡Ám K‡i weÁvcbwU MÖvnKiv †`‡L‡Qb 
wKbv Zv Rvbvi gva¨‡g weÁvcbwU MÖvnKiv wPb‡Z cvi‡Qb wKbv Zv hvPvB Kiv nq| MÖvnKiv weÁvcb wPb‡Z cvi‡j 
weÁvcbwU cvV‡Ki „̀wó AvKl©Y Ki‡Z mÿg I Kvh©Ki n‡q‡Q e‡j a‡i †bIqv nq Ges weÁvcbwU wPb‡Z bv cvi‡j 
weÁvcbwU cvV‡Ki „̀wó AvKl©Y Ki‡Z mÿg nq wb Ges Kvh©KiI nq wb e‡j a‡i †bIqv nq|  

¯̂xK…wZ cixÿv c×wZi myweav¸‡jvi g‡a¨ i‡q‡Q: 

� weÁvc‡bi MÖvnK AvKl©‡Yi ÿgZv g~j¨vqb Kiv hvq|  
� GB c×wZ cwiPvjbv Kiv LyeB mnRmva¨|  
� cÖwZ‡hvwM‡`i weÁvc‡bi Kvh©KvwiZvI GKBmv‡_ Zzjbv Kiv hvq|  
� weKí weÁvcb ev Í̄evqb‡hvM¨ZvI GKBmv‡_ Zzjbv Kiv hvq|  
� GB cixÿvq MÖvn‡Ki cÖ̀ Ë cÖwZwµqv weÁvcb ev cÖPviYvi mv‡_ †fv³v‡`i m¤ú„³Zvi MfxiZvi GKwU 

wb‡ ©̀kbv wn‡m‡e KvR K‡i| 

¯̂xK…wZ cixÿv c×wZi Amyweav¸‡jvi g‡a¨ i‡q‡Q: 

� MÖvnKiv weÁvcb kbv³ Kivi e¨vcv‡i wg_¨v `vex Ki‡Z cv‡ib|  
� cÖkœKZ©vi Dcw ’̄wZi Kvi‡Y MÖvnKiv cÿcvZg~jK cÖwZwµqv Rvbv‡Z cv‡ib|  
� MÖvnKiv Av‡eMZvwoZ n‡q †Lqvj Lywkg‡Zv Aev Í̄e DËi w`‡Z cv‡ib|  
� MÖvnK weÁvwcZ c‡Y¨i †µZv bv n‡j fzj ev G‡jv‡g‡jv cÖwZwµqv Rvwb‡q weÁvc‡bi Kvh©KvwiZv 

h_vh_fv‡e g~j¨vq‡bi †ÿ‡Î euvavi m„wó Ki‡Z cv‡ib|  

9. g ‡ bv fv e e v  A w fg Z  c ix ÿ v  (Attitude or Opinion Test): GB cixÿv c×wZ‡Z weÁvcb`vZv Zvi cY¨, †mev, 
eª̈ vÛ ev †Kv¤úvwb m¤ú‡K© eZ©gvb I m¤¢ve¨ MÖvnK‡`i Kv‡Q Zv‡`i g‡bvfve hvPvB‡qi Rb¨ Rwic Pvwj‡q weÁvc‡bi 
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Kvh©KvwiZv cwigvc K‡i _v‡Kb| MÖvnKiv mvaviYZ wb‡Pi †¯‹‡j cQ‡›`i N‡i wUK (√) wPý w`‡q Zv‡`i g‡bvfve 
e¨³ K‡i _v‡Kb|  

LyeB 
AcQ›` 

A‡bKLvwb 
AcQ›` 

†gvUvgywU 
AcQ›` 

wbi‡cÿ †gvUvgywU 
cQ›` 

A‡bKLvwb 
cQ›` 

LyeB 
cQ›` 

       

g‡bvfve ev gZvgZ cixÿv c×wZi myweav¸‡jv n‡jv: 

� GB c×wZ‡Z cY¨, †mev, eª̈ vÛ ev †Kv¤úvwbi cÖwZ †µZv‡`i g‡bvfve Rvbv hvq|  
� mn‡R cwiPvjbv Kiv hvq|  
� weÁvcbwU MÖvnK‡`i g‡b wKiKg cÖfve †d‡j‡Q Zv wbY©q Kiv hvq| 

g‡bvfve ev gZvgZ cixÿv c×wZi Amyweav¸‡jv n‡jv: 

� A‡bK mgq GB c×wZ‡Z MÖvn‡Ki cÖK…Z gZvgZ Rvbv hvq bv|  
� GB c×wZi cwiPvjbv e¨q †ewk|  
� GB c×wZ‡Z weÁvc‡bi Kvh©KvwiZv cwigv‡ci Rb¨ Z_¨ msMÖn I we‡køl‡Y mgq †ewk jv‡M| 
� mvÿvrKvi`vbKvix cY¨ ev †Kv¤úvwbi cÖK…Z †µZv bv n‡j GB c×wZ‡Z cÖvß djvd‡ji Kvh©KvwiZv 

A‡bKvs‡kB K‡g hvq|  

10. w e µq  c ix ÿ v  (Sales Test): GB c×wZ‡Z weÁvcb cÖPv‡ii ci wewfbœ GjvKvq weÁvwcZ c‡Y¨i weµq cwigvc 
K‡i †`Lv nq| †hme GjvKvq weµ‡qi cwigvY †ewk, †mme GjvKvq weÁvcbwU AwaK Kvh©Ki e‡j a‡i †bIqv 
nq|  

weµq c×wZi myweav¸‡jv n‡jv: 

� GwU weÁvc‡bi Kvh©KvwiZv cwigv‡ci GKwU ev Í̄em¤§Z c×wZ| 
� GB c×wZ‡Z mn‡RB weÁvcb hvPvB Kiv hvq|  
� GB c×wZwU weÁvcb Kvh©KvwiZv cwigv‡ci GKwU cÿcvZgy³ c×wZ|  
� weµ‡qi Dci weÁvc‡bi mivmwi cÖfve wbY©q Kiv hvq|  

weµq c×wZi Amyweav¸‡jv n‡jv:  

� me evRv‡i GKmv‡_ weÁvcb cÖPvwiZ nq e‡j e¨q †ewk nq|  
� weÁvcb cÖPv‡ii wbw ©̀ó mgq c‡i weµ‡qi cwigvY wba©viY Kiv nq e‡j GB c×wZ‡Z mgq †ewk jv‡M|  
� weÁvcb cÖPvi I Kvh©KvwiZv hvPvB‡qi Rb¨ evRvi GjvKv wbw ©̀ó KivUv †ek Kómva¨| 

11. U ª ¨v w K s  c ix ÿ v  (Tracking Test): gy ª̀Y ev m¤úªPvwiZ weÁvcb Uª̈ vwKs cixÿv n‡jv †cv÷-†Uw÷s‡qi me‡P‡q 
†ewk Dc‡hvMx Ges Awf‡hvwRZ cixÿv c×wZ¸‡jvi g‡a¨ GKwU hv‡Z wbqwgZ weiwZ‡Z weÁvcb cÖPv‡ii 
cÖfve¸‡jv Uª̈ vK Kiv nq| Uª̈ vwKs cixÿv m‡PZbZv, ¯§iY, ¯̂xK…wZ, AvMÖn, weÁvcb I eª̈ v‡Ûi cÖwZ g‡bvfve Ges 
†mBmv‡_ µ‡qi B”Qvi Dci weÁvc‡bi cÖfve cwigvc Ki‡Z e¨eüZ n‡q _v‡K| e¨w³MZ mvÿvrKvi, †dvb Rwic, 
kwcsgj B›Uvi‡mÞ ev †gBj Rwi‡ci gva¨‡g Uª̈ vwKs cixÿv Kiv nq| Uª̈ wKs‡qi Rb¨ e¨eüZ bgybvi AvKvi 
mvaviYZ 250 †_‡K 500 n‡q _v‡K Ges mvaviYZ ˆÎgvwmK ev Ava©-evwl©Kfv‡e Zv m¤úvw`Z nq| Uª̈ vwKs cixÿv 
eZ©gvb weÁvcb Kvh©µg g~j¨vqb Ges fwel¨Z cwiKíbv cÖYqb Kivi Rb¨ wecYb e¨e ’̄vc‡Ki Kv‡Q g~j¨evb Z_¨ 
mieivn K‡i _v‡K|  
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Uª̈ vwKs c×wZi myweav¸‡jvi g‡a¨ i‡q‡Q: 

� cÖwZwU cÖPvivwfhv‡bi Rb¨ Dc‡hvMx Avjv`v Avjv`v Uª̈ vwKs bKkv Kiv hvq|  
� wewfbœ AvKv‡ii ev‡R‡Ui cv_©K¨g~jK cÖfve wba©viY Kiv hvq|  
� eª̈ vÛ ev K‡c©v‡iU fveg~wZ©i cÖfve wba©viY Kiv hvq|  
� weÁvcb cÖwZwjwci wewfbœ As‡ki ¯§iY‡hvM¨Zv mn‡R cixÿv Kiv hvq|  
� Uª̈ vwKs cixÿvi wek̂vm‡hvM¨Zv, wbf©i‡hvM¨Zv, Ges ˆeaZv A‡bK †ewk nq| 

Uª̈ vwKs c×wZi Amyweav¸‡jvi g‡a¨ i‡q‡Q: 

� MÖvnKiv cÖwZwµqv Rvbv‡bvi mgq cÖkœKZ©vi Øviv cÖfvweZ n‡Z cv‡ib|  
� MÖvnK weÁvwcZ c‡Y¨i †µZv bv n‡j fzj ev G‡jv‡g‡jv cÖwZwµqv Rvbv‡Z cv‡ib|  
� MÖvnK Av‡eMZvwoZ n‡q †Lqvj Lywkg‡Zv DËi w`‡Z cv‡ib|  
� cÖkœKZ©vi Dcw ’̄wZi Kvi‡Y MÖvnKiv cÿcvZg~jK cÖwZwµqv Rvbv‡Z cv‡ib|  
� GB cixÿvi m¤úv`b mgq I e¨q ỳ‡UvB †ek †ewk|  

12 . c ie Z ©x - w ` b ¯§ iY  c ix ÿ v  (Day-after Recall Test): mvaviYZ m¤úªPvwiZ weÁvc‡bi †ÿ‡Î GB cixÿv c×wZ 
e¨envi Kiv nq| GB c×wZ‡Z †Kvb wbw ©̀ó GjvKvq cixÿvg~jKfv‡e weÁvcb m¤úªPv‡ii ciw`b bgybv 
AwWq¨vÝ‡`i‡K †Uwj‡dvb K‡i weÁvcbwU Zviv ¯§iY Ki‡Z cvi‡Qb wKbv Zv wRÁvmv Kiv nq Ges cÖmw½K Ab¨vb¨ 
wKQz cÖkœI wRÁvmv Kiv nq| AwWq¨vÝ‡`i KvQ †_‡K cÖvß DË‡ii wfwË‡Z GKwU †¯‹vi ˆZwi K‡i Zv c~e©wba©vwiZ 
†¯‹v‡ii mv‡_ Zzjbv K‡i †`Lv nq| cÖvß †¯‹vi cwiwgZ †¯‹v‡ii †P‡q †ewk n‡j weÁvcbwU Kvh©Ki e‡j a‡i †bIqv 
nq Ges cÖvß †¯‹vi cwiwgZ †¯‹v‡ii †P‡q Kg n‡j weÁvcbwU AKvh©Ki ev cÖPv‡ii Rb¨ we‡ewPZ bq e‡j a‡i 
†bIqv nq|  

cieZ©x-w`b ¯§iY cixÿvi myweav¸‡jv n‡jv: 

� †hLv‡b weÁvcb m¤úªPvwiZ nq, †mLv‡bB Kvh©KvwiZv cwigvc Kiv nq e‡j GB c×wZ ev Í̄em¤§Z|  
� weÁvc‡bi ¯§iY‡hvM¨Zv mn‡RB cwigvc Kiv hvq|  
� GB cixÿv c×wZ cwiPvjbvq mgq Kg jv‡M|  
� ZvrÿwYKfv‡e weÁvc‡bi Kvh©KvwiZv cwigv‡ci djvdj nv‡Z cvIqv hvq|  

cieZ©x-w`b ¯§iY cixÿvi AmyweavM‡jv n‡jv: 

� ¯̂í msL¨K bgybv AwWq¨v‡Ýi Dc‡i cixÿv cwiPvwjZ nq e‡j djvd‡ji wek̂vm‡hvM¨Zv Kg _v‡K|  
� MÖvnKiv cÖwZwµqv Rvbv‡bvi mgq cÖkœKZ©vi Øviv cÖfvweZ n‡Z cv‡ib|  
� cixÿvi cwiPvjbv e¨q Zzjbvg~jKfv‡e †ewk|  
� cixÿvg~jKfv‡e weÁvcb m¤úªPv‡ii mgq cÖwZ‡hvMx Zv †`‡L †dj‡Z cv‡i d‡j weÁvc‡bi wbivcËv 

wewNœZ nq|  

13 . c V b‡ hv M ¨Z v  c ix ÿ v  (Readability Test): wcÖ›U weÁvc‡bi cÖwZwjwci cVb‡hvM¨Zv cvV‡Ki mv‡_ mvÿvrKvi 
QvovB cixÿv Kiv †h‡Z cv‡i| GB cixÿvwU cÖwZ 100 k‡ã Aÿ‡ii Mo msL¨v wba©viY K‡i cÖwZwjwcwUi 
cVb‡hvM¨Zv g~j¨vqb Ki‡Z †d¬k m~Î e¨envi K‡i| A_©vr, weÁvcb cÖwZwjwcwU KZ mn‡R cvVK co‡Z cvi‡eb 
GLv‡b Zv g~j¨vqb Kiv nq| welqe ‘̄i cÖwZ gvby‡li AvMÖ‡ni Av‡e`b, ev‡K¨i ˆ`N©¨ Ges wbw ©̀ó k‡ãi mv‡_ 
cwiwPwZI G‡ÿ‡Î we‡ePbv Kiv nq Ges Afxó `k©K‡`i wkÿvMZ †hvM¨Zvi mv‡_ Gm‡ei m¤úK© †ei K‡i †`Lv 
nq| GB cixÿvi djvdj †_‡K aviYv Kiv nq †h evK¨¸‡jv †QvU n‡j, kã¸‡jv mywbw ©̀ó I cwiwPZ n‡j Ges 
e¨w³MZ m¤ú‡K© ¸iæZ¡v‡ivc Ki‡j cÖwZwjwcwU `k©Kiv me‡P‡q fv‡jvfv‡e eyS‡Z cv‡ib|  
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cVb‡hvM¨Zv c×wZi myweav¸‡jv n‡jv: 

� GB c×wZwU mvÿvrKvixi cÿcvZ gy³| 
� GB c×wZ‡Z cÖwZwjwci welqe ‘̄ eySvi †ÿ‡Î ’̄zj ÎæwU Gov‡bv m¤¢e nq|  
� cÖvß djvdj weKí weÁvcb¸‡jv‡K Zzjbv Kivi GKwU AvKl©bxq gvb`Û Dc ’̄vcb K‡i|  

cVb‡hvM¨Zv c×wZi Amyweav¸‡jv n‡jv: 

� cÖwZwjwc Lye hvwš¿K n‡q †h‡Z cv‡i e‡j MÖvnK †_‡K mivmwi BbcyU cvIqv m¤¢e nq bv|  
� m„RbkxjZvi Dcv`vb¸‡jv‡K cy‡ivcywifv‡e AšÍf©y³ Kiv hvq bv|  

Dc‡i DwjøwLZ c×wZmg~n e¨envi K‡i wewfbœ †Kv¤úvwb weÁvc‡bi Kvh©KvwiZv cwigvc K‡i _v‡K| cÖwZwU c×wZi 
myweav-Amyweavi w`‡K mZK© „̀wó †i‡L wecYb e¨e ’̄vcK‡K weÁvc‡bi Kvh©KvwiZv cwigv‡ci Dchy³ c×wZ 
e¨env‡ii wm×všÍ MÖnY Ki‡Z nq|  

 
w e Á v c ‡ bi K v h©K v w iZ v  c w ig v ‡ c i c ~e ©kZ ©/‡ g Š w j K  w e m q m g ~n   
Essentials of Effective Advertising Testing 

weÁvc‡bi Kvh©KvwiZv cixÿvi c~e©kZ© n‡jv cwigv‡ci †ÿ‡Î PACT Gi cÖwZwôZ bqwU bxwZ cwic~Y©fv‡e †g‡b 
Pjv| GwU wbwðZ Kivi me‡P‡q mnR Dcvq n‡”Q cÖPvig~jK cwiKíbv cÖYq‡bi †ÿ‡Î wm×všÍ µg g‡Wj AbymiY 
Kiv| cvkvcvwk weÁvc‡bi Kvh©KvwiZv cwigv‡ci †ÿ‡Î wb‡¤œv³ wb‡ ©̀kbvmg~‡ni cÖwZ †Lqvj ivLv Avek¨K|  

1. †hv Mv ‡ hv ‡ M i D‡ Ïk¨ w b a©v iY  (Establish communications objectives): Avgiv Rvwb, mivmwi cÖwZwµqv 
weÁvcb Qvov AwaKvsk weÁvc‡bi †ÿ‡ÎB weµ‡qi Dci weÁvc‡bi mivmwi cÖfve wbY©q cÖvq Am¤¢e| 
†mKvi‡YB cÖPvig~jK Kg©m~Pxi cÖwZwôZ wecYb D‡Ïk¨¸‡jv mvaviYZ †hvMv‡hvM Kvh©KvwiZv ev weÁvc‡bi 
Kvh©KvwiZv wba©vi‡Yi fv‡jv gvb`Ð nq bv| †hgb- eª̈ vÛ-‡kqvi ev weµ‡qi Dci weÁvc‡bi cÖfve wba©viY 
Kiv LyeB KwVb wKsev LyeB e¨qeûj| ZvB weÁvc‡bi Kvh©KvwiZv cwigv‡ci Rb¨ †hvMv‡hv‡Mi 
(weÁvc‡bi) D‡Ïk¨ wba©viY K‡i Zvi Dc‡iB †ewk ¸iæZ¡ w`‡Z n‡e †Kbbv †hvMv‡hv‡Mi D‡Ïk¨ KZUzKz 
AwR©Z n‡q‡Q Zv cwigvc Kiv †h‡Z cv‡i Ges P~ovšÍ fv‡e Gi gva¨‡gB wecY‡bi D‡Ïk¨¸‡jvi AR©b 
cwigvc Kiv hvq| 

2. †fv ³ v  c Öw Z w µq v  g ‡ W‡ j i e ¨ e n v i (Use a consumer response model): †h‡nZz cÖfveµg g‡Wj ev 
KMwbwUf cÖwZwµqv g‡W‡ji b¨q g‡Wj¸‡jv †hvMv‡hv‡Mi cÖfve‡K eyS‡Z Ges †hvMv‡hv‡Mi D‡Ïk¨ AR©‡b 
mvnvh¨ K‡i †m‡nZy weÁvc‡bi Kvh©KvwiZv cwigv‡ci †ÿ‡ÎI Abyiƒc †fv³v cÖwZwµqv g‡Wj e¨envi Kiv 
DwPr|  

3. w c Ö- ‡ U ÷ G es  †c v ÷- ‡ U ÷ D f‡ q i e ¨e n v i (Use both pretests and posttests): Li‡Pi „̀wó‡KvY †_‡K 
wcÖ-‡Uw÷s c×wZmg~‡ni e¨envi LyeB †hŠw³K| Gme c×wZ ¯̂í Li‡PB weÁvcb cÖPvivwfhvb ev c‡Y¨i 
mvdj¨ ev e¨_©Zvi Zzjbv Ki‡Z cv‡i| Z‡e Kvh©Ki g~j¨vq‡bi Rb¨ wcÖ-‡U÷‡K †cv÷-‡U÷ Gi mv‡_ 
GK‡Î e¨envi Kiv DwPr| Dfq c×wZi hyMcr e¨envi wcÖ-‡U‡÷i mxgve×Zv¸‡jv‡K Gov‡Z, A‡bK eo 
bgybvi e¨envi Ki‡Z Ges cÖvK…wZK cwi‡e‡k Kvh©KvwiZvi cwigvc Ki‡Z mnvqZv K‡i| ZvB weÁvc‡bi 
cÖK…Z Kvh©KvwiZv wba©vi‡Yi Rb¨ wcÖ-‡Uw÷s Gi cvkvcvwk †cv÷-‡Uw÷s c×wZmg~‡ni e¨envi wbwðZ 
Ki‡Z n‡e|  

4. G K v w aK  g v c K v w V  e ¨e n v i (Use multiple measures): weÁvc‡bi Kvh©KvwiZv cwigvc Kivi A‡bK 
Kvh©µgB wewfbœ gvcKvwV †hgb- weµq, ¯§iYkw³ ev ¯x̂K…wZ BZ¨vw` e¨envi K‡i| †h‡nZz †fv³vi Dci 
weÁvc‡bi wewfbœ ai‡Yi cÖfve _vK‡Z cv‡i, hv ïaygvÎ cÖ_vMZ c×wZi gva¨‡g cwigvc Kiv hvq bv Ges 
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Gi Rb¨ nvjbvMv` wPšÍvfvebv ev c×wZi e¨envi Ki‡Z nq| ZvB weÁvc‡bi Kvh©KvwiZvi GKwU 
mwZ¨Kv‡ii g~j¨vq‡bi Rb¨ GKvwaK gvcKvwV e¨envi Kiv DwPr| 

5. mwVK M‡elYv †evaMg¨Zv Ges ev Í̄evqb (Understand and implement proper research): weÁvcb 
M‡elYv weÁvcb Kvh©KvwiZv cwigv‡ci Rb¨ e¨eüZ nq e‡j mwVK cwigv‡ci Rb¨ wewfbœ M‡elYv c×wZ 
fv‡jvfv‡e eyS‡Z cvivUv LyeB ¸iæZ¡c~Y©| M‡elYv mswkøó bvbv welq †hgb- fv‡jv bKkv MVb, Gi ˆeaZv Ges 
wbf©i‡hvM¨Zv, hv cwigvc Ki‡Z PvB Zv cwigvc K‡i wKbv BZ¨vw` fv‡jvfv‡e eyS‡Z Ges ev Í̄evqb Ki‡Z 
n‡e| GB gvb`‡Ði †Kvb kU©KvU †bB Ges mwVKfv‡e weÁvc‡bi cÖfve cwigv‡ci Rb¨ weÁvcb M‡elYvi 
mwVK †evaMg¨Zv Ges ev Í̄evq‡bi †Kvb weKí †bB| 

Dc‡ii mvaviY wb‡ ©̀kbv¸‡jv AbymiY K‡i weÁvc‡bi Kvh©KvwiZv cwigvc Ki‡Z cvi‡j GKwU Kvh©Ki I mwVK 
g~j¨vqb m¤¢e n‡e e‡j Avkv Kiv hvq|  

 
w e Á v c ‡ bi K v h©K v w iZ v  c w ig v ‡ c i m x g v e ×Z v  m g ~n   
Limitations of Testing/ Measuring Advertising Effectiveness 

eZ©gvb evRvi e¨e ’̄vq weÁvc‡bi †Kvb weKí †bB| cÖwZwU †Kv¤úvwbB †hgb weÁvc‡b cÖPzi A_© e¨q K‡i, †Zgwb 
cÖwZwU †Kv¤úvwbB GUv wek̂vmI K‡I †h GB weÁvcb KZUzKz Kvh©Ki n‡q‡Q Zv cwigvc Kiv DwPZ| Z‡e 
Avðh©RbK n‡jI mwZ¨ GUvB †h A‡bK †ÿ‡Î GB cwigvc Kiv nq bv| weÁvcb`vZviv ev †Kv¤úvwb¸‡jv 
weÁvc‡bi Kvh©KvwiZv cwigvc bv Kivi wcQ‡b †h hyw³¸‡jv †`wL‡q _v‡Kb Zvi g‡a¨ D‡jøL‡hvM¨ n‡jv: 

1. LiP (Cost): weÁvc‡bi Kvh©KvwiZv cwigvc bv Kivi Rb¨ m¤¢eZ me‡P‡q †ewk †h KviYwUi K_v ejv nq 
Zv n‡jv LiP| GKwU M‡elYvq †`Lv †M‡Q †h A‡bK †Kv¤úvwb Zv‡`i Av‡qi 25 kZvsk e¨q K‡i wecYb 
ev weÁvcb eve`; wKš‘ Zv‡`i 70 kZvskB Kvh©KvwiZv cwigv‡ci Rb¨ gvÎ 2 kZvs‡kiI Kg A_© e¨q 
K‡i| fv‡jv weÁvcb M‡elYv mgq Ges A_© Dfq w`K †_‡KB e¨qeûj n‡Z cv‡i| ZvB A‡bK e¨e ’̄vcK 
g‡b K‡ib, †h mgq Zviv cv‡”Qb †mwU AZ¨šÍ g~j¨evb Ges Zviv GB mg‡qi g‡a¨B cÖPvivwfhvb Kvh©µgwU 
ïay fv‡jvfv‡e ev Í̄evqb Ki‡Z Pvb| Avevi A‡b‡K wek̂vm K‡ib †h, M‡elYvq A_© e¨q bv K‡i †m A_© 
w`‡q eis DbœZ weÁvcb, AwZwi³ gva¨g †Kbv ev AwZwi³ †¯úm/ RvqMv †Kbvi g‡Zv AviI ¸iæZ¡c~Y© 
KvR Kiv †h‡Z cv‡i|  

2. M‡ e lY v  m g m ¨v  (Research problems): weÁvc‡bi Kvh©KvwiZv cwigvc bv Kivi wcQ‡b wØZxq KviY n‡jv 
M‡elYvi gva¨‡g cÖPvig~jK Dcv`vbMy‡jvi AwR©Z cÖfve¸‡jv‡K Avjv`v Kiv KwVb| wecYb wgkÖ‡Yi cÖwZwU 
Dcv`vbB †Kvb bv †Kvbfv‡e cY¨ ev †mevi mvdj¨‡K cÖfvweZ K‡i| †h‡nZy mwVK M‡elYv Qvov cÖwZwU 
wecYb Dcv`v‡bi Ae`vb mivmwi cwigvc Kiv LyeB KwVb, ZvB A‡bK weÁvcb`vZv nZvk n‡q c‡ob 
Ges Kvh©KvwiZv cixÿv bv Kivi wm×všÍ †bb| Zv‡`i Lye mvaviY GKwU g‡bvfve n‡jv Ggb †h, Òhw` 
Avwg wbw ©̀ó cÖfve wba©viY Ki‡Z bv-B cvwi, Zvn‡j †Kb Gi wcQ‡b A_© e¨q Ki‡ev?Ó  

3. K x  c ix ÿ v  K i‡ Z  n ‡ e Z v  w b‡ q  g Z v ‰bK ¨ (Disagreement on what to test): cÖPvig~jK Kvh©µ‡gi gva¨‡g 
†Kvb D‡Ïk¨¸‡jv AR©‡bi †Póv Kiv n‡e Zv wk‡íi wfwË‡Z, c‡Y¨i RxebP‡µi ch©vq Abymv‡i, GgbwK 
†Kv¤úvwbi g‡a¨ wewfbœ e¨w³i Rb¨ Avjv`v n‡Z cv‡i| Avevi GB D‡Ïk¨¸‡jv cwigvc Kivi A‡bK Dcvq 
i‡q‡Q Ges Gig‡a¨ †Kvb gvb`Ð e¨envi Kiv DwPr Zv wb‡q weÁvcb`vZv ev e¨e ’̄vcK‡`i g‡a¨ gZv‰bK¨ 
_v‡K| †hgb- weµq e¨e ’̄vcK weµ‡qi Dci weÁvc‡bi cÖfve †`L‡Z PvB‡Z cv‡ib, kxl© e¨e ’̄vcbv 
K‡c©v‡iU fveg~wZ©i Dci cÖfve Rvb‡Z PvB‡Z cv‡ib Ges hviv m„Rbkxj cÖwµqvi mv‡_ RwoZ Zviv 
weÁvcbwUi ¯§iY‡hvM¨Zv ev ¯̂xK…wZ g~j¨vqb Ki‡Z PvB‡Z cv‡ib| Kx cixÿv Ki‡Z n‡e †m wel‡q 
mg‡SvZvi Afv‡e A‡bKmgq Kvh©KvwiZv cwigv‡ci †Kvb cixÿvB Kiv nq bv| 
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4. m „R bkx j  w e fv ‡ M i A v c w Ë (The objections of creative): A‡bK †ÿ‡ÎB m„Rbkxj wefvM Zvi KvRwU 
cixÿv Ki‡Z Pvqbv Ges A‡bK ms ’̄v Zv‡`i KvR cixÿvi Rb¨ Rgv w`‡Z B”QzK nb bv| weÁvcb 
ms ’̄v¸‡jvi m„Rbkxj wefvM hyw³ †`q †h, weÁvc‡bi Kvh©KvwiZv cwigv‡ci Rb¨ cÖPwjZ cixÿv 
c×wZ¸‡jv weÁvc‡bi m„RbkxjZv Ges Kvh©KvwiZvi mwVK cwigvcK bq Ges wewfbœ gvb`‡Ði cÖ‡qvM 
Zv‡`i m„RbkxjZv‡K †iva K‡i| Zv‡`i g‡Z weÁvcbwU hZ †ewk m„Rbkxj n‡e, weÁvcbwUi mdj 
nIqvi m¤¢vebv ZZ †ewk| ZvB Zviv wecYb wefvM KZ©„K Av‡ivwcZ wewfbœ wb‡ ©̀wkKv gvbv QvovB m„Rbkxj 
nIqvi my‡hvM †P‡q _v‡K| 

5. m g q  (Time): weÁvc‡bi Kvh©KvwiZv cwigvc bv Kivi GKwU P~ovšÍ KviY mg‡qi Afve| e¨e ’̄vcKiv g‡b 
K‡ib †h, Kvh©KvwiZv cwigvc Kiv GKwU mgqmv‡cÿ e¨vcvi| Zv‡`i nv‡Z †h mgq i‡q‡Q, †m mg‡qi 
g‡a¨B Zv‡`i A‡bK wKQz Kivi Av‡Q Ges ïay weÁvc‡bi Kvh©KvwiZv cixÿvi Rb¨ Zviv Zv‡`i g~j¨evb 
mgq bó Ki‡Z cv‡ib bv| Zviv ïay †h †Kvb fv‡e weÁvc‡bi evZ©vwU nv‡Z †c‡q cÖPvivwfhvb Kvh©µg 
ev Í̄evqb Ki‡Z Pvb| Zv‡`i g‡Z weÁvc‡bi Kvh©KvwiZv cwigv‡ci wcQ‡b mgq e¨q Ki‡j †mmg‡qi g‡a¨ 
Zviv nq‡Zv cÖPv‡ii fv‡jv †Kvb my‡hvM nvZQvov K‡i †dj‡Z cv‡ib|  

Dc‡ivwjøwLZ Ki‡Y wecYbKvix ev weÁvcb e¨e ’̄vcKiv A‡bK †ÿ‡ÎB weÁvc‡bi Kvh©KvwiZv cwigvc Ki‡Z Pvb 
bv| Z‡e GKwU welq G‡ÿ‡Î g‡b ivL‡ZB n‡e †h, weÁvc‡bi Kvh©KvwiZv cwigvc Kiv evÃbxq Ges Zv weÁvc‡bi 
ÎæwUmg~n Luy‡R †c‡Z Ges weÁvcb‡K DbœZZi Ki‡Z mvnvh¨ K‡i _v‡K| 

 

 m v ims ‡ ÿ c :  

weÁvc‡bi Kvh©KvwiZv cwigv‡ci c×wZ¸‡jv‡K wcÖ-‡U÷ Ges †cv÷-‡U÷ GB ỳB fv‡M fvM Kiv hvq| weÁvcb 
cÖPvivwfhvb ev Í̄evq‡bi Av‡M weÁvcb Kg©m~Pxi wewfbœ w`K cwigvc Kiv‡K wcÖ-‡U÷ ev weÁvcb-c~e© cixÿv Ges 
weÁvcb cÖPvwiZ nIqvi ci Gi Kvh©KvwiZv cwigvc Kiv‡K †cv÷-‡U÷ ev weÁvcb-cÖKv‡kvËi cixÿv e‡j| 
weÁvc‡bi Kvh©KvwiZv cwigv‡ci cÖPwjZ c×wZ¸‡jvi g‡a¨ i‡q‡Q †fv³vRywi cixÿv, ixWvwewjwU ev 
cVb‡hvM¨Zv cixÿv, †cvU©‡dvwjI cixÿv, kvixie„Ëxq cixÿv, †evaMg¨Zv Ges cÖwZwµqv cixÿv, ¯§iY cixÿv, 
¯̂xK…wZ cixÿv, AbymÜvb cixÿv, Uª̈ vwKs cixÿv, gb Í̄vwZ¡K cixÿv, g‡bvfve ev AwfgZ cixÿv Ges weµq 
cixÿv BZ¨vw`| cÖwZwU c×wZiB wbR¯̂ wKQz myweav I Amyweav i‡q‡Q| ZvB wecYb e¨e ’̄vcK‡K cÖwZwU c×wZi 
myweav-Amyweavi Kvh©KvwiZv cwigv‡ci Rb¨ DËg c×wZ †e‡Q wb‡Z Ges cÖwZwU c×wZi myweav-Amyweavi g‡a¨ 
Zzjbvg~jK we‡køl‡Yi gva¨‡g wm×všÍ wb‡Z nq| weÁvc‡bi Kvh©KvwiZv cixÿvi c~e©kZ© n‡jv cwigv‡ci †ÿ‡Î 
PACT (Positioning Advertising Copy Testing) Gi bxwZgvjvmg~n cwic~Y©fv‡e AbymiY Kiv| cvkvcvwk 
weÁvc‡bi Kvh©KvwiKZv cwigv‡ci †ÿ‡Î †hvMv‡hv‡Mi D‡Ïk¨ wba©viY, †fv³v cÖwZwµqv g‡W‡ji e¨envi, wcÖ-
‡U÷ Ges †cv÷-‡U÷ Dfq c×wZi e¨envi, GKvwaK gvcKvwV e¨envi Ges mwVK M‡elYv †evaMg¨Zv I 
ev Í̄evq‡bi w`‡K †Lqvj ivLv Avek¨K| hw`I weÁvc‡bi Kvh©KvwiZv cwigvc cÖwZwU †Kv¤úvwbi Rb¨B ¸iæZ¡c~Y©; 
ZeyI LiP, M‡elYv mgm¨v, Kx cixÿv Ki‡Z n‡e Zv wb‡q gZv‰bK¨, †Kv¤úvwbi m„Rbkxj wefv‡Mi AvcwË Ges 
mg‡qi Afve BZ¨vw` weÁvc‡bi Kvh©KvwiZv cwigv‡ci †ÿ‡Î cÖavb AšÍivq wn‡m‡e KvR K‡i _v‡K| 
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B Dw bU  DË i  g ~j ¨v q b   

 

 

1| weÁvcb M‡elYv Kv‡K e‡j? 

2| weÁvcb M‡elYvi ¸iæZ¡ Av‡jvPbv Kiæb| 

3| weÁvcb M‡elYvi cÖKvi‡f` eY©bv Kiæb| 

4| weÁvc‡bi Kvh©KvwiZv cwigvc ej‡Z Kx eySvq? 

5| weÁvc‡bi Kvh©KvwiZv cwigv‡ci D‡Ïk¨mg~n e¨vL¨v Kiæb| 

6| weÁvc‡bi Kvh©KvwiZv cwigv‡ci †ÿ‡Î Kx cixÿv Kiv nq?  

7| KLb weÁvc‡bi Kvh©KvwiZv cwigvc Kiv nq? 

8| †Kv_vq weÁvc‡bi Kvh©KvwiZv cwigvc Kiv nq? 

9| Kxfv‡e weÁvc‡bi Kvh©KvwiZv cwigvc Kiv nq? 

10| weÁvc‡bi Kvh©KvwiZv cwigvc cÖwµqvi avcmg~n m¤ú‡K© Av‡jvPbv Kiæb| 

11| weÁvc‡bi Kvh©KvwiZv cwigv‡ci c×wZmg~n Av‡jvPbv Kiæb| 

12| weÁvc‡bi Kvh©KvwiZv cwigv‡ci c×wZ¸‡jvi myweav-Amyweavmg~n e¨vL¨v Kiæb|  

13| weÁvc‡bi Kvh©KvwiZv cwigv‡ci c~e©kZ©/‡gŠwjK welqmg~n eY©bv Kiæb| 

14| weÁvc‡bi Kvh©KvwiZv cwigv‡ci mxgve×Zvmg~n eY©bv Kiæb|  
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