Definition of Advertising
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“Any paid form of non-personal presentation
and promotion of ideas, goods and services
through mass media such as newspapers,
magazines, television or radio
by an identified sponsor”
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» For each advertisement, a fee must
be paid to the medium that conveys
the message.

Placing an advertisement on a
billboard along a busy highway
incurs charges for the design,
printing, and the space rental on
the billboard.

Free placements are not classified
as advertisements.
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» Advertisement delivers a message
to a broad audience without direct,
individual interaction, using media
such as billboards, newspapers or
TV commercials to communicate
ne masse.
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» Advertising promotes a wide range
of offerings, from conceptual ideas
and philosophies to tangible
products and services, aiming to
inform or persuade the
target audience.
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message.

In other words, the receiver of the
message should be able to identify
both of source and purpose of the
advertiserment. If it is not sponsor
it is not advertisement.
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4. Identified sponsor UgdT 4T WG

» The phrase identified sponsor means
that the producer or seller who
advertises the product should be
known through the advertised
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MARKETING

‘ ‘ The science and art of exploring, w
creating and delivering value to satisfy
the needs of a target market at a profit.
Marketing identifies unfulfilled needs
and desires. It defines, measures and
quantifies the size of the identified
market and the profit potential. 99
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AMERICAN MARKETING
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institutions, and processes for creating,
communicating, delivering, and
exchanging offerings that have value
for customers, clients, partners, !
and society at large.

Marketing is the activity, set of |
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ADVERTISING IS A
SUBSET OF MARKETING




Marketing Mix

e Marketing mix is a selection
of marketing tools that
include several areas of
focus that can be combined
to create a comprehensive

plan.
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e The term refers to a
classification that began
as the 4 P’s: product, price,
placement, and promotion,
and has been expanded
to Product, Price, Promotion,
Place, People, Packaging,
and Process.
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Advertising:

Paid communication through various media
to reach a wide audience, controlled by the
advertiser.

fasmo=: fafsy= #ifSar & Aregs | YraE foar mn
H9R, fSrad samuss gefel ao uge=n o ¥, Fafa
fasmo=eTEr gri

Promoi_:ibn_Mix
UHIE Ay

e The promotion mix, also known as the marketing communication mix,
is a combination of elements used to communicate with and engage
customers. The four major elements of the promotion mix are:
Advertising, Sales promotion, Personal selling, Public relations
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Marketing Mix
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Sales Promotion:
Short-term incentives like discounts
and coupons to stimulate immediate sales.
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Public Relations (PR):

Efforts to maintain a positive image and

manage communication between an
organization and its public.
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Personal Selling:
Direct sales representatives interact with
potential buyers to make a sale.

saferTd famshl: fanh nfafafe dafaa @dery & Ty
e Tare ok famsh! &=d 81

Direct Marketing:
: Targeted communication that sends messages
Promotion : P directly to potential customers to elicit

eI | | — _ ' a direct response.
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DIFFERENCE BETWEEN

ADVERTISING AND PUBLICITY . _
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Advertisement is a paid form of communication. | organization or its ideas or products in

Its cost is borne by the advertiser. the news Media.
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Identification of sponsor: Advertisement Publicity does not need an

is issued by an identified spﬂnsor | identified sponsor.
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Control over message: In advertising, the advertiser B In the case of publicity, the control lies
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FUNCTIONS OF ADVERTISING
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n Promotion of Sales.

It promotes the sale of goods and services
by informing and persuading

people to buy them.
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Creation of Good Public Image

It builds up the reputation of the advertiser.
Advertising enables a business firm to
communicate its achievements in an effort
to satisfy the customers’ needs.
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support to Press.

Advertising provides an important source of
revenue to the publishers and magazines.

It enables to increase the circulation of their
publication by selling them at lower rates
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To inform
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Introduction of New Product.
A business enterprise can introduce
itself and its product to the public
through advertising.

AU IOTE &1 UREd) uE aaaq
=T 3R 3r9s Iearg & ey o=an
& fAgmgT & Aregy q 37 THar 2

Mass Production

Advertising facilitates large-scale production,
Advertising encourages production of goods
in large-scale Mass production reduces the
cost of production per unit by the economical
use of various factors of production.
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Educating People:

Advertising educate the people about new
products and their uses. Advertising message
about the utility of a product enables the
people to widen their knowledge.
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GENERAL OBJECTIVES OF ADVERTISING
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DIFFERENCE BETWEEN
ADVERTISING AND PUBLICITY
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ADVERTISING / fasmu=

n Paid form of communication.

Advertisement is a paid form of
communication. Its cost is borne
by the advertiser.
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Identification of sponsor:
Advertisement is issued by an
identified sponsor.
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H Control over message:
In dvertising, the advertiser
exercises control over the type,
size, duration, and frequency
of the message.
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To Remind
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PUBLICITY / U9R

Publicity is any non-paid mention
of an organization or its ideas or EWS
products in the news Media.
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Publicity does not need an
identified sponsor.
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In the case of publicity, the
control lies with the publicity
media.
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Specific Objectives of Advertising
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Intensify usage
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e To get another consumer
segment to try the product
(mostly established brand).

Sustain preference
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e Established brands | X
advertise to maintain :
their market share.
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Induce trial
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e Advertisers use it to
encourage the customers
to try the new product.

Change habits
3Ted ST
e |t is used to change the

buying or consumption

pattern of the target
customers.
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Which of the following is NOT Which among the following is the key

Advertising reflects the ideology of a characteristic of advertising? characteristic of advertising?
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B. Non-payment by sponsors /

A. Non-Personal communication /

B. Promotion of products or ideas /
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D. None of the above / 3T & A P T&l D. To maximize company expenses /



