— ADVERTISING MODELS —
T Ao

* They serve as blueprints to e AWTETE H frg seifife 1 B FA &
hglp marketers cre?te persuasive g St 75 3= file, @1, Y2t & s
ads, whether for print, TV, X3 e A B
radio, or online outlets. feTg Tl faTo 9 At €l
¢ Marketers refer to advertising s ATdbed fdzTu= Aised &1 3T
models to evaluate the . 39 e I AHTIATAT BT i1
effectiveness of their content AU HAE QU fr a
before launching an ad campaign. e fagma= 1A &l | R
® A great ad campaign should be o U UBd fASTa 1A &) e
aPle to successfully 'aflapt to . fpadt ot farsiue e Aise & AR
virtually any advertising &l % WarH 21T TIful

communication model.
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AIDA

Attention, Interest, Desire ,Action

A
|1

e One of the foundational frameworks
used in advertising, marketing, and sales.
Developed by E. St. Elmo Lewis in 1898

* |t outlines the process that consumers go
through when interacting with an advertisement.

¢ The acronym AIDA stands for Awareness,
Interest, Desire, and Action.

e Each of these four stages represents a
different phase of the consumer's journey
from first encountering an advertisement
to taking action such as making a purchase.

o fAgmaa, ATHE 3R Aew & 3IgAT 819 g
HeAyd AT J ¥ u&1 g9 E. St. Elmo Lewis
4 1898 # fasfaa fasar umi

o g 3 UfehaT &Y aarar ¢ forad IguasT
s & 9Ty gedee Ha GHY T[ERA &

e AIDA &7 319 § Awareness (84T14), Interest (1),
Desire (B7), 3T Action (f&Fam)i

o I TRI TRUT IUHIGHT &I ATAT & HeTIT-HAIT TI0T
& gotd §, S faso= @A @ g giax @igr
H{A dF dgad ¢

ATTENTION \ HaH Ugl fagimg= 3gHient &
2T *_ mmﬁﬁﬁmﬁl

INTEREST . 5 fasmu= & Qs o1 dis
Fﬁ' 4 3UHIahT &t Y St g1

S gg4 & 91 UGBl H A9 H
3I1S/Aar g 6 g=aT1 At gt 21

DESIRE
5533

ACTION b 3iet ¥ IUHITHT a8 e IoTT §,
T - S @A HIAT AT HOF HIAT

= 1898, St. Elmo Lewis ‘
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Grab the audience’s Wh at i S it‘?

attention with something

that stands out. Tdg R %?

Spark interest by showing
how it solves a problem  JEEEEEEES ©
or adds value.

| like it.
T3l I8 quS g

- de :“|._"..:l:i: |JMIE1I.L:]J£} ,- ﬂ?” - 5 :
Idﬂlﬂll‘;ﬁm'qﬂ,}ulﬁljiﬂj}u& """" @ | \ } E Wa nt |t.
S AgaaEdg |

lru:ﬂr-lmp

Encourage action with a
clear call-to-action that
makes it easy to buy.

I’'m getting it.
7 3q Urd R IETE |
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ATTENTION INTEREST
5 bt

Most campaigns rely on a mix of | e The objective of an advertisement is to capture
visual stimuli Typography , ~ the attention of the target audience.

Color, Layout , Size , fasma= &1 I8ea afdra a2fel &1 sa= s & &
Celebrity , model etc. ‘ ¢ Most campaigns rely on a mix of visual stimuli
3rfrapTer rfaar= m, li"T, Typnqraphy, Color, Layout, ?ize, Celebrity, model etc.
A AferfsdY, atee iy - fireier ftrar eredar, @, dense, ST,
313, W,- , HISH | - AfA, Afea anf S g7 AT & Mo = 7
; S 97 IS & fA%0r oR 3R & 8l - feR@RE _ﬂ} y 4 |
| e Use of visual Stimulus _ |
P a VISUAL STIMULUS —— (@ | 5T SHSE &1 I >

'CIQq 3%_\37” . e Marketers use various techniques such as striki

. visuals, intriguing headlines, compelling music,
A RX l H\.-- = or even shock value.
a - r N A - uihed Y g, AaE dewre, UwraLel i

TYPDGRAFHY COLOR LAYOUT SIZE CELEBRITY MODEL [ Tl ae {3 e arel Jea St faf= aw-ient
AT THR aferfad L r | ‘ ‘ | T ITART G §
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DESIRE
STO[

Convince customers that they want
and desire the product

el & faeag fReno f @ Iaae
9Ted & 3R I S=|T A 2 |

This is often accomplished

through the problem-solution technique.

UE IFOY GHTAT-UHATETH dbh-ld &
AregH A ured fhar sirar €1

There are certain barriers here certain
reservations in the mind of customers.

el oo fAfdaa arard adt &, arEsi &
7 A $B NS0T 81 2 |

We have to overcome them. by giving
evidence, testimonials, endorsements,

and facts and figures
&4 Tra, uiaras, gHeda v a=g
aYUT HiHS BT I8 gX HAT glaT & |
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"~ ACTION
fopar

Lead customers towards taking \
action and/or purchasing.

ATEDHI Bl BRATS B /AT
e 9 & oo aRa &3

A call to action should be in every
single ad, regardless of format.

fasddt oft ursg &t gzarg e fa=r,
&1 Us fasmae A &iel ¢ g g1 I1fgu |

Whether it's going to your website,
' picking up the phone or sending an
order, the last section of
17 T8 98 319! TS UR A1 &),
\

B9 ISET &l AT TS AST &,

advertisement needs to contain a
powerful call to action.

fasma= & 3ifdsw W & ua eafsasnet
icl ¢ TRT- BIT AT 2 |




N M '

e The model overlooks post-sales | | e Ig #Alsel Ue-Aed Tfcfafer=
activities as it concludes at Dl TSRIIGTST Bl & Hifh T
"Action," implying that "TRME" IR AT gid &, forgesr
customer interaction ceases 31 g fob Wilg & 91 ATgH Dl
after the purchase. TYh Ufehdar AT &l SITdl gl

e Neglecting post-sales marketing | | ¢ URe-Tcd HATKhICIT ol IUET B
can result in numerous missed 3 s HEcaYUT AR g1Y A B
opportunities, including building ghd g, forqA ASIgd UTgh
robust customer relationships ¢ I419T 3R SIERT WIS Bl
and encouraging repeat | NdTfed HRAT AMAA 2|
purchases. -

1
f b
_'\‘"'" i

0-o-@-® &

> JRF Media Academy by Rohit



f Hierarchy of Effects

Awareness, Knowledge, Liking, Preference, Conviction, Purchase

1961, Robert J Lavidge and Gary A Steiner

@ Hierarchy of Effects

e |t describes the impact of advertising on e Ig fasITua & UHTd &l Tl & A
customers’ decision-making on purchasing o= & ufehar oR geriar 8, foad @
certain products and brands in a series of $S IATG! 3R il Bl WG Hd &,
behavioural stages. Sil agTes RN bl T F&am A

e This model consists of three major stages: the gfed giar g

o 39 HigA A ofi9 W =Ror §:
H3HTcHD TR (ST adl, J11H);

cognitive stage (awareness, knowledge); the |
affective stage (liking, preference, conviction);
and the behavioral stage (purchase).

aﬁ?alaaﬁaimm(@'ﬂa)l

OET==1

HTaaTcHD =R0T (S, urerfAesar, fagm);

0-0-0-

Awareness Knowledge Liking Preference Conviction Purchase

Cognitive

!

Affective

Behavioral

~(
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Hierarchy of Effects

Cognitive (thinking): 3T (IrEE): @
so that the consumer S >

becomes product aware N . a;?:_g = Cognitive
and gathers product 3 Grag

knowledge. UGNl SR l
so that the consumer :

likes the product E”'_“ STHIRRT ST SIS Pl Affective %&
brand and has gEg Y 3R 3TH faurg

conviction in it. ¥@di gl | l
Behaviour: HAGRIHD (HTd HAT):

so that the IO A e ' Behavioural ¥
consumer buys the i RIS i Purchase o O
product/ brand. Tl o |

N

- | f — _ 5 " / T —
) = | — - 7 - Q)
. / \__ | J,:' R _,"- . -/j

Awareness Knowledge Liking Preference Conviction Purchase

S
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Hierarchy of Effects

Preference:

Distinguish the product by
highlighting its unique benefits
and features, guiding consumers
to prefer it over competltnrs

Awareness:
Introduce the product to
consumers, making a
memorable entrance into
the market.

a‘ﬁ'am m%m@mﬂaﬂ?ﬁm:sﬁ
S IR HYeh 59 wiaeafdal ov adrgan
3 & foro ufa =¥

SRSl SYNTATAT ST I |
gRfEra &=, a9 | v gre waw
BTN

Conviction:

Facilitate the decision-making
process with incentives like
free trials or samples, building
trust and confidence in the

Knowledge:

Empower customers with information
from diverse sources like websites,
retail advisors, and social feedback.

Accessible information transforms

.if"itﬂ a powerful tool for engagement. product.
Ty ﬁam ______________________________________________________________________

: YO g AT A Y gl
nﬁﬁ?_:ﬁdﬁﬁ%@ﬁ’fﬁwm ¥ wreaw F Brofa a9 6 wfdsen & sma™
q3TE B UH uﬂ%@ﬁﬁh &l ERe ! N i

Purchase:

Liking:
Lead the consumer to the final step -
buying the product, offering various
accessible purchasing options.

@ite: IuHT=AT &1 sifow s grh
Iare @diea & fore afa =, fAfv=

Cultivate a positive attitude towards

Ry
&
the product, ensuring consumers 1 / \
find it appEallng and relatable.
UHE: IR O S §ﬁaﬁw /

freRa &3, arfes savieei &) a8

e 3R 3o S|T @ * gow @de fRAee yam #¥)
-0-0-0-0-@ - )
> » JRF Media Academy by Rohit ‘
Awareness Knowledge Liking Preference Conviction Purchase :



Defmmg Advertising Goals for Measured Advertising Results

/ 7 /) } 1961, Russel H. Colley Q g

e The DAGMAR model defines the four | SITHR Hisd Ueb WMt fasima= AWARENESS COMPREHENSION
steps of an effective advertising - Y & IR TROT bl gRYTNT
campaign as causing awareness, | Bl &: SITehdl, 9HE,
comprehension, conviction, and action. | f39aTg 3R HRATS |
® The model stresses defining the g HIsH I AR & fevd P
segment of the market that the GRMTTNT B W Gﬁ_‘r ST g,
campaign seeks to reach. i%%‘m d% AT TgaT gl
5 |
@ DAGMAR also requires an evaluation I STHR ‘ﬁ?ﬁf AT Bt Hberdr GEGIC:]
of the campaign's success against a T Hedicd qd fAeifia s=mms
pre-set benchmark. | ? TR R B bt ol /i1 Har
| |
X X J | EVALUATION AGAINST
AN > I I PRE-SET BENCHMARK _ _
TARGET AUDIENCE !__ qﬁ ﬁﬂfﬁa aiquEii o) > JRF MEdla Academy by ROhlt /
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“communicate rather than sell”.

Colley believed that effective advertising seeks to

advertising campaign:

Be concrete and measurable

39 3R #19a I &

Define the target
audience or market

“iféra ==9ies a1 areTY
@1 aftsrfea &3

Identify the benchmark

and the degree of change expected
A=H=Teh 31T amdféra affad=

<h! AT 6 yg=

Specify a period during
which to accomplish the objective

IS oI GT - bl Tarer
fAuiRa =3

communicate rather than sell. He specified four basic
requirements for evaluating the effectiveness of an

>

According to DAGMAR, each purchase
prospect goes through 4 steps:

I@\

CONVICTION
fasara

JRF Media Academy by Rohit
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® The DAGMAR model defines the four

steps of an effective advertising
campaign as causing awareness,
comprehension, conviction, and action.

SR Aiger U yyrd! fasmas afvEe
& =R =0T Bt gfRaifee &= &

ST, 9AH, fTEm iR sRas |

® The model stresses defining the

segment of the market that the
campaign seeks to reach.

g Hisel 39 a9 & g =t ufafea
HH IR SR a1 8, o a6 sifva=

UgAT FTEar 2 |

® DAGMAR also requires an evaluation of

the campaign's success against a
pre-set benchmark.

TR wiger wAva H OB &
qedis g AufRa demmdh & amur
X I S Wt HiTT HLET 2

ACCA/DAGMAR is a descendant of
AIDA advertising formula and

considered to be more comprehensive
than AIDA

ACCA/DAGMAR, AIDA fagima= 9= &1 t&
fereaRa =a 2 a37lv AIDA &t goen & aiferes

ST9% HIET STl &




A2\ AWARENESS

HHA

e Awareness on its own is not sufficient to
stimulate a purchase. Information and
understanding about the product and the
organisation are essential. This can be
achieved by providing information about
the brand features.

Awareness of the existence of a product or a

@ is expected. The fundamental task of advertising
W  activity is to improve the consumer awareness
of the product.

\ service is needful before the purchase behaviour

A company promoting eco-friendly
cleaning products ensures that its
audience fully understands the new
all-purpose cleaner. This is achieved
through clear product descriptions, visual
demonstrations, explicit usage
instructions, visual aids like infographics,
and customer testimonials.

Awareness has to be created, developed,

refined and maintained according to the
vywe i :
characteristics of the market and the scenario

of the organization at any given point of time.

» JRF Media Academy by Rohit

COMPREHENSION

* &g ATTERAl @iE &I ARka
& & fore ygfa 781 81 3@
3R e & TR # SR 3R
Y HaAF | Fie Glaemai
HI AFHRT UaH b 59 AT
fram <1 gHar g1

* GYTERUI-ATHe ABTS SATGI Bl
Fgrar 34 atell Hu-T I8 ghfeua
ot g 6 S gefe Ay 3ifa-
TS AR Bl gf ave 9| 9
wWE IdTe faawun, gea uee,

e I9An e, Fefhad S
faqjarer ugw ok wEs v
& HreAH A AT gt '




CONVICTION
faearg

Conviction is the next step where the customer
- evaluates different products and plans to buy
the product.

_ At this step, the job of the advertising
) activity is to mould the audience’s beliefs
- and persuade them to buy it.

This is often achieved through messages that
convey the superiority of the products over
the others by flaunting the rewards or
incentives for using the product.

The final step is to enact
the buying decision.

, the company hit its advertising objective
of encouraging coke sales by creating
bonds between people

- ——— - - - T

-

@ Convincing consumers

5 & that they need the product

fasara @€ 3T WoT § SIET s fafa=
IcUTEl &1 Goaicd & dTl & 3R Iue
T 6 IqsE1 9147 £

g o1 H, fasmus afafafd = ot it &t
AT &1 ATHR AT IR I 39 @i
& forg o &1 21

g8 IR U dewl & #Areay 9 ura fhar s g
St Icurg F FeEAT HI I IATE! H g A
guid € 3R I & I & o geR a1
WA &I IR Fd & |

——

'g’ The final step is to
enact the buying decision.

3ifas axor @lig Aol &t
N BT &

Sl A @R & o Hay g1
®i I fash & Mcafga H33 & 39

fasmas 3gva & ura fhan




2. Attention / Awareness

ST HTHHOT

3. Comprehension / Understanding
LLED

5. Retention
THIOT

6. Action !
fepan

e R . T R
@ “ » JRF Media Academy by Rohit

Information Processing Model

Presentation, Attention, Comprehension, Acceptance, Retention, Action.

Easiest
(Ve ATEE)

Hardest
(e HfeA)

O

b

- ;}hi‘:

K

=

1. Exposure: This is the first stage,
where the consumer is exposed
to the advertisement.

2. Attention: Once the ad has been
exposed to the consumer, it must
capture their attention. In this stage,
the advertisement must stand out
from the surrounding noise and
distractions to engage the consumer.

3. Comprehension: After capturing
the consumer’s attention, the ad
must be understood.

4, Acceptance: This stage involves
the consumer agreeing with or
accepting the message of the
advertisement.

5. Retention: The consumer must
be able to remember the
advertisement and the message
it conveys.

6. Action: The final stage is where
the processed information leads
to specific consumer behaviour,
such as purchasing the product
or talking about the brand.

@ ABOUT THE MODEL / #ifeet & SR #

s 1.5 fiehur: g dgen 92v1 8, * Awareness of the existence of a product or a

. THF: ITviEal &1 49 AHEd

forad Iovtemr & fasma=

service is needful before the purchase behaviour
3T BT AT

is expected. The fundamental task of advertising
activity is to improve the consumer awareness

. 8T ThEOT: fagmas 3@ 9 of the product.

a‘ﬁrﬂ'ﬁm‘ﬁﬁﬁm &g =aer Hf At H A uga et sae @ A

ﬁilﬂ“’;ﬁ;ﬁm & aftaea & uf sTTEEaT anavas §1 R TRk
Ul T ITHIET ATTESAT BT deTl

g #1 + Awareness has to be created, developed,

refined and maintained according to the
characteristics of the market and the scenario
of the organization at any given point of time.

& & are, fasma= S aws

ST HTE9TSH 2 ATTEEAT &) arenR B R v d@ea ) o
=y N3 & ygar et oft W ox e, fAefi, afvepa ok

HEIFRAAl: 56 =0 § ITdl FATY T ST e

fasa= & "9 @ weAa @

I8 WIHR HaT £ @ WHY IT WORKS fﬂﬁﬂiﬁﬂﬁmﬂﬂm%

. THOT: Iuterat @t fagmo sl « |t follows a step-by-step mental process that
JTE TS & AG W@ o guides consumers from first seeing an ad to
aaY g+ 91ieq| taking action.

qg Ueh E01-GY-E01 WA WihaT &1 a0l a8

. foma: sifaw wRoT ag & e it S B s 3e | daw A & a@

THEpd ST InteT & Arfeefy @ &)

fafsve =gaer =1 5= <t £, » Helps advertisers design effective messages
TR I EleTT TS & that inform, influence, and drive consumer
an & e S| behaviour.

frTomeTanall @Y vl S39r @ A Heg Sear & o
PEGESCE ]




Awareness
ST dl

Rather than persuasion,
curiosity can lead to a
trial of the product.

TR H SATHBRT T IS & gdreor 6 AR o AT 2

Letting customers
know about your brand.

¢ Andrew Ehrenberg's "Weak" theory views advertising as
primarily publicizing established brands rather than
persuading. Topical promotions have short-term effects,
not impacting long-term sales or brand loyalty. Repeat
purchasing is crucial for brand loyalty, requiring

Andre-w Ehre"hErg’s reinforcement and nudging to convert new customers

into loyal ones.

Usg ggd-ae & A" Aia fAemas & geg w9 |/ suifua
gi=f & U9 & =9 7 2@ar g, 7 F 799 & ¥ 1) sreuwmitas
U=I1Y &1 THTE Hoqdhifaras giar g, SraesT Sdeifas fasfr ar
s st av vt =€ gzan @iz Fer & oo ar-ar sfg=r

8, o v wEs! &t awrR a9 = & fog geatas
3R OO Y ArEegEEarn gt &

"Weak" theory

Ehrenberg Model

Awareness, Trial, Reinforcement, and Nudging relnibrcefieniafalBrandtis

: image rather than
1997: Andrew Ehrenberg directly selling products.

e Reinforcement

As per Ehrenberg,
advertising functions as a

Providing reassurance Reminding and reinforcing
about the brand. to make a sale.
#iE & IR H ATGTHA e R ik aah
UeT ST & foro afRa =1

e The weak theory states that people are only
'nudged by advertising into buying a particular
brand at a point when the individual was already
most of the way towards buying it anyway.

@ Rigia & FaR, fAsa=s Saa ag ae < G
faferse @iz & @i & fog "URa’ wwar g sa =t
ggdl ¥ & 30 @i & AT eeT g avg @

daR 8Y gbT gt g

» JRF Media Academy by Rohit
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DRIP Model

Differentiate, Reinforce, Inform, Persuade
€ ChrisFill —

Differentiate Reinforce
T UgE ST gfe 3R werget o

Persuade

Differentiating prﬂductﬁ il'l Bu“ding a lnya' consumer Cummunicating and Cﬂmmuni'ﬂating and
» the same category requires 00 base or re-engaging with f @ educating about the product educating about the product
¢ effective positioning to 'ﬁ‘ thosa who have switehiad |..._K | L /-' offerings to the prospects. offerings to the prospects.

stand out. preferences elsewhere is el This can include new : This can include new
the key role of reinforcement. features, benefits, features, benefits,
U gt 9oft & Il # 3reT B . . S S gy availability, offers, value etc availability, offers, value etc
FATET A H ¢ dlfch O AT > G T 3t arerfesard gae > HmﬁﬁumaﬁaﬁW@ﬁﬁﬁﬂ uifaa UEH! &) IR & aR H
frard ¥ % SOt 2 o she SR 3R Rram 371 a9 78 S 3R fRrem 2471 gad a4

_ ﬁ(ﬁ%ﬁ?)ﬁﬂ@ﬁﬁl fadrgaTyd, @y, U, 3T, fadreang, @y, IueetEr, TR,

Colgate Pepsodent . o e enfAe g wed # T 3t anfae & | §)

'—-—-——-—-— -\i

For example, Colgate promotes salt
benefits for teeth while Pepsodent
focuses on different attributes.

» JRF Media Academy by Rohit




PLC Model

Introduction, Growth, Maturity, Decline

N * A product goes through four stages during its life cycle:
Introduction, Growth, Maturity, and Decline. Advertising
campaigns, designs, strategies, and expenses vary at
each stage, with distinct requirements for advertising.

» UFH IAE AU Sfa oeF & I 9”990 @ oar §: 9fe|, 3,
gf¥geaar iR firrae | uds 9vor # fgnmaw sifeamsi, Rt
oAl AR @@=l # agana BT §, AR RAenue & o srer-arem
EYgFHA et E|

SALES

« It is crucial for advertisers to tailor their designs based on
the target market, which changes throughout the cycle

stages.

Introduction Growth Maturity Decline o faremumeTaTai & forg a8 FEwol & i 9 s fEwmga wgn e &
> AR T9R &1, S 9 & A= 9o # agaar B gl
Introduction Growth Maturity Decline
¢ Product is new in the market. « Sales increase rapidly. « Sales stabilize. « Sales decline.
Focus on creating awareness. Focus on informing and persuading. Focus on reinforcement and brand loyalty. Focus on cost control or re-positioning.
o IS SR | 9491 gidT1 2| # o fashr asft @ gedt 81 * o foshr R & st 21 * o fash & fferae st &1
SARTESHAT 38T H3 9N AT | SR 34 AR gHTfad 3 9 =] Herget 41 3R &g et uv | wnTa =T ar gafeyfos gv s

A&l
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S

The advertisement should be seen, there should be no
doubt about whose advertisement it is or its subject,
a benefit should be offered, and the ad should stick

to the point.

Visibility

Identity

This refers to the image or
identity that the ad portrays
to the viewer or reader.

This refers to the extent to which

the ad is seen or noticed by the
target audience.

g 39 Bfd a1 ug== &) AT &,
St fasio= g ar ures & ama

UKJd HYaT g |

gg 39 a1 oY g9far g, Sgi d
fasmas <Y @féia gores 3@q ar
Mg A gl

VIPS bz

&
Visibility, ldentity, Promise, Singlemindness 7
David Bernstein's -

This refers to the benefit or value
that the ad promises to deliver to
the viewer or reader.

g 39 WY AT oI &I g2TdT &,
sit fasiTa= gefss ar e &I e+

fasra= @t dw@aT ST 91fay, a8 T g1 91fe] o a8
fraeT fastTu= € a1 39T fawa =1 §, B o9 U
fosar ST =nfew, 3R fasa= &1 deer Hier 3R e

REIECI Y

Singlemindness

Focus and clarity of the ad's message.
It should be clear and concise, with
a single, specific call to action.

' fasma= "@2er Yt wipw 3R Tear|
Tg wWe 3R dfdra g =gy, foad

T ITST PIAT & | s g fafare sRarE &1 sngg= 8 |

]




Advertising Theories

Maslow’s Hierarchy of Needs (1943)

Maslow’s hierarchy of needs is a theory in human behavioural
psychology proposed by American psychologist Abraham Maslow

o, Y. Self-actualization
(TH-HIThIY)

/ desire to become the most
that one can be

4. Esteem (3m-am19)

respect, self-esteem, status,
recognition, strength, freedom

\ ¢
:.t (5 37 319=Ta)
@& friendship, intimacy, family,
sense of connection

2. Safety needs (gzarm 3 smavawarn)

personal security, employment,
resources, health, property

1. Physiological needs (snififts samavawan)

@

Maslow’s Hierarchy of Needs & Marketers

air, water, food, shelter, sleep, clothing, reproduction

=
| k
m u -

| +« By understanding and applying Maslow's Hierarchy of Needs, advertisers can create more
impactful and emotionally resonant marketing messages that speak directly to the desires

and motivations of their target audience.

&t gesTail 3R romati & IEa ¥

with consumers on a deeper psychologain level.

ag gfeewror 3& ey g9 & geg &ar ¢ i haer Icarg Jaf aud afess soitasnai

| Mgy TS W O a2 |

» Maslow i sTasaansi &t Soft = THFH T o] Fk, AsmaagEar sfts guraensh
T WrETs 9 | o arel fRArgors G2er g1 g § Sit €@ T 91 39 Aifaa geiet

+ This approach helps in crafting advertisements that not just sell products but also connect

Physiological needs: These are the underlying needs we as
humans can’t live without. E.g. Food, water, sleep, oxygen etc.

R smavasans: 3 gal Jayd Taegsdid g fei-d =1 g9
SHifara 72) @ 9a | S oS, T, g, et anfg

Safety needs: We all need to feel safe. Whether that
be physical, financial or job security and health.

LT S5 ATaIHars . g6 9 & gfara "ggE S & sravaswar gl g,
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clal neceds: We all look for social connections
in friends and family.
At sravaEdr - gH St g e i 9o S 8,
AT T o7 gfiar & 9y g |

Esteem needs: We all desire to have respect and be
respected by others, this includes self-esteem, confidence
and a sense of self-achievement.
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Self-actualisation: This is realising one’s full potential and
this will differ from person to person. This is the highest level

B

on the hierarchy and what we are all striving for.
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William Stephenson

Play Theory, 1967

e According to Stephenson's theory, individuals engage with
media not just for information or escape, but as a means of
fulfilling intrinsic needs and desires through playful interaction.

THhHTa & RAgia & AR, T HifE2ar & O das S ar
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e This perspective is encapsulated in his work “The Play Theory
of Mass Communication,” where he argues that people use
media to create and engage in play, which is an essential
aspect of human life.
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¢ Play is an activity pursued for pleasure. The daily withdrawal of
people into the mass media in their after-hours is a matter of
subjectivity. The effect of mass communication is neither escapism
nor seducing the snasses. Rather it is seen as anti-anxiety producing
and is regarded as communication-pleasure.
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' Advertlsmg Campalgn

It can be deflned as a series of
advertisements with an identical or
similar message, placed in
one or more of the advertising media
over a particular period of time.
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Steps in an Advertising Capaign

@@ Define the Objectives

@ @ Research
b 9 Know the target audience

J2eg Auffa & )
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@e Setting the budget |

; .-'\\ \ A 97
(5/' ‘.@: Deciding a proper theme

&WJ) Selection of media

(_/ @ Media scheduling
8 @ Schedule Executing the campaign

§ ﬁﬁ ) Measure the Success
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The Integrated marketing communications (IMC)

g ¢ |t is a process which involves conveying a unified message
Advertising across various channels.

arketing g a5 e widvan & R Rft Al & s @ g
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Marketlng Brmng ¢ To drive higher customer engagement for a company’s

' o o Strategies products and solutions.
Communications ettt o g RS S S S

* |t's the marriage of public relations (PR), advertising,
and marketing
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WHAT ALL DO WE INTEGRATE |
Integration of | 9 Horizontal | e Integration of ' |o Integration of "
vertical objectives- integration: & communication mix: creative design:
The communication and The marketing communications The communication There should be
marketing objectives ] ?Cti“ities Sh‘:’“lq fit in braqches | tools used should ___' consistency between the |
should fit in with the overall | like manufacturing, operations portray a consistent creative design and .
organisational goals. anelimanracotics message to the customer. positioning of the
‘ management. product/service.
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Advertising Strategy

The term advertising strategy refers to a brand's
long-term plan to reach their target audience.
A marketing strategy encompasses products
and pricing offered, as well as brand
marketing and the promotion of products.
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PROMOTION
OF PRODUCTS

[ =

ﬁamaﬁmawﬁ%eaﬁaﬂmmﬁraswaﬂ
UTtd el & folu 91T Si1d 81 Se1d 3MHAAR UR siis Ta1fud e,
mmmaﬂww/ﬁiﬁraﬁmaﬁmaﬁa%l

Advertising Objectives

Advertising campaigns are built to accomplish a
particular objective or a set of objectives. Such
objectives usually include establishing a brand,
raising brand awareness, aggrandizing the rate
of conversions/sales.
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BRAND
_ MARKETING

%

PRICING

Launch New Products g

or Services
¢ 37g1E a1 AW dled &=/

Increase Brand Awareness
§TS SARPTHRSBAT del=l

Boost Product Knowledge
3Jcaig ST Sar=1

Increase Sales

st g

Generate Leads
ASH 3T HIeAT

Expand Market Share

SoR B agEr

Enhance Customer Engagement
INGEELD d dalal

Drive Website Traffic

—

|
@ . Promote Special Offers

or Events
faory 3t ar sdca &) Ferar g«

Improve Brand Image
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Research and Analysis

Conduct market research to
understand the target audience,
competitive landscape, and
current market trends. This will
help in creating a campaign that
resonates with the intended
audience.
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Identify the Target Audience
dférd gRiel b ggar &R

Determine who the campaign is
aimed at based on demographic,
psychographic, and behavioral
characteristics. Understanding
the audience is crucial for tailoring
the message and choosing the
right media channels.

fd 8, 75 Fuifa &) Sear &

A Central Message
Teh hold ol

The campaign theme is the central message that will be received in the promotional activities and
is the prime focus of the advertising campaign, as it sets the motif for the series of individual
advertisements and other marketing communications that will be used
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Allocating the Budget

qoic ATdfed BT

Budgeting: Allocate a
budget for the campaign
covering all costs, including

) creative development, media
placement, and other
associated expenses.
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Advertising Planning and Scheduling

fasiaa Jaear 3R 99 AR

Advertising Scheduling refers to the strategic planning and timing
of advertisements to reach the target audience effectively.
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It involves selecting the appropriate times and platforms to reach
potential customers most effectively and efficiently.
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By carefully scheduling ads, marketers can ensure that their message
is seen by the right people at the right time, maximizing the impact
of their campaigns.
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o Continuity
IGLGEGI]

Ensuring a consistent presence
of advertisements over time to
build brand awareness and recall.
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Different Types of Advertising Scheduling
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A scheduling strategy where
ads are aired for a period,
followed by a hiatus, and
then aired again.

e Pulsing
afeT

Combining continuous and
flighting strategies to maintain
a base level of advertising
with spikes at certain times

L6

U SrEgfei e o fasma= to increase visibility.
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