Adjacencies

Time periods immediately before and after

~ ¥ Advertorial

== BEFORE

An advertisement that has a television program, normally used as ¢ _
the appearance Of a hews article d CommerCial bl’eak bEtween prﬂgl'ams. _;.-—
or editorial, in a print publicaton | et ro— TV
_ T Commercial announcements which are PROGRAM
\ B e BT : | next to, or adjacent to, a program rather - >
| il 3t e A than in breaks within the main body ot e —

| I T eI 19l fee & ¢ of the program.
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&t Brfepn & gEa TEe 37 918 BT Y, At -
HHAR R SRIGH! & -9 fasia 86 & ST 7 39617 e
BRI B g 4PT & A9 b g, -
dfees 3% 99 (adjacent) féu 11 fasma=

~ Adjacency is a
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WIC T

Agate line

in newspapers and magazines, standard unit | WHER 93 3R ufTal #, e
of area used to calculate the cost of E T I AFTd bl ITUTET HIA &b feiw
advertising space. | 3udT &Y I aTelt & Y HD BTN

& Bleed lts

-

_i Allowing a picture or ad to extend fepit o= fagma= Bl qfga g8 &
| beyond the normal margin of a - A IS & 3T, 98 & fEAR
i! printed page, to the edge of the page. | d ol i AR T
' —I.I_ _____________________ = _IJ_ I
CREATIVE Bouti ' gr'ﬂ?l?
AGENCY Ou lque i U Ut geiddt St Hifda Qar ueH

BOUTIQUE
AGENCY

An agency that provides a limited service, | ! &, 3 P Pt TS B = =
4481w\

such as one that does creative work but &l & aifep HifEar dis, srweE
does not provide media planning, research, 31 wer T8 Bt HTHIR R, I8

etc. Usually, this refers to a relatively U 319&Thd BId Bu-l & defifa
small company. | Pdr gl

—y—

—
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The classification of

Advertising Agencies

~ Creative =
i boutiques Eff'C'ePCY

qfthfRrg
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Full-service agency

’ An agency handling all aspects of advertising
from planning to placement, often including
marketing communication like public
relations and sales promotion.

N

o | 1
L — II|
g m— ]
w- J“'-L e ';-‘ 3 "
-
s "n

FlAHHIHG

U% gorelt ot fremae & eft aeegai @ (ﬂ“j&»

e

IR 3TN Ufserss Reter ok @« et PLACEM ENT
weteE St AT srgfdser oft enfae ¢
Bt 21 ':_ 2o E’

“.PUBLIC - SALES

RELATIONS

PROMOTION

Y

Facing

Facing is the direction that an outdoor
billboard unit faces or the cardinal
direction that an OOH structure faces.

paey)

BT ag fem & S 3R U smeeER
faerarE gfae 4@ &=l g ar a8 wifdaa
f&en 8 51 3R U OOH W= &
et gl

Collateral Materials

Sales brochures, catalogs, spec sheets, etc.,
generally delivered to consumers (or dealers)
by a sales person rather than by mass media.

hidicd HeRIod

T FIR, e, W Lfted anfe, 3R
R g Y (a1 Siad) &Y Ao o= gRT
feu Sma €, 7 fo5 arg Hifsa gr

Classified advertising

Print advertising that i1s limited to certain
classes of goods and services, and usually
limited in size and content.

fic Rsmom o o PfRg@ i S amm |-

3R Aarai} a6 Hiffa gar &, 3R R
U1 3THR HR Hee # diffa gar 2
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Copy platform refers to

Copy

All spoken words or written Advertiser and

text in an advertisement. pﬁ roduct pr o—
fasTa= A diet T Wit ereg 5
a1 fafead ars | - Collaborative effort
9 between client and agency
e 3R Toidt & g ggahmes v

-\ Copy platform

Client and service

A document outlining an advertising Tesp 3R Aar
strategy, its rationale, and other
related background information.
. ek SxdTds Sl fasm urHifd, 39 Ad copy and
Ze) b 3R 3 HefId YA TSR] print media
@l {Q@iferd T g fasima= uts 3R fife Hifsan
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Cumes

« An abbreviation for net cumulative audience.

» Refers to the number of unduplicated people or
homes in a broadcast program's audience within
a specified time period.

@ Duplicated audience

That portion of an audience that is
reached by more than one media

AUDIENCE
CUMES

* This term is used by A.C. Nielsen. II vehicle.
o T [« Tadt gofe dw & forg uss wféra sa 2 _-Illll ;
- g et vaRoT Fredse & axiel | fiRe awg safy = : R

& Wiar srfgeta el ar a¥l &t dean &) sefifa s gl ._ | | — ST HT T : Trﬁ?ﬁiﬁ&ﬁﬁﬁi
« T 27e5 1 3941 A.C. Nielsen gRT f3ar sirar 21 $ " b | Hifeam aregdi g ugar Siar g

Dailies/Rushes

This refers to unedited film. These are
called Dailies because the film typically
is viewed from a single day's shooting,

Direct marketing

Sending a promotional message directly
to consumers rather than via a mass
medium. This includes methods such as
direct mail and telemarketing.

=% Dailies suferu &gt sitar g Faifes fhew
ATHAR R TS & fam i ofe & it st 2,

o

SUMITHTISN &l 98 ATSHH & aoTTg die
mﬁﬂymlwﬁmﬁﬂaﬁ?

A time period directly preceding and
directly following prime time, on

BEFORE AFTER television.
e PRIME TIME ~

X oo T ST 2Tew & i T o » | JRF Media Academy by Rohit
3t a1 Y HY Irafe|




Double or triple-size pages, generally In
magazines, that fold out into a large

_-_.-:-:I-.....;
__--.--"l-..’
_—.--.-..."i
———-_%

-*-ﬁ.\

advertisement.
.............................................................................................. ..
o AT feua-arss 99, SMHdR U= A9 #,
Sil lee ghY Ush a fasiae # a6 S 2 |
Infomercial
An infomercial is a longer-form video or television advertisement
that acts as a stand-alone program to pitch a good or service
B = S yrtngecelifipiactgn. 00
SO e BCOVN oot oo o e o 2o R e & 9 o o
jvishorrE}  0120-4393801 AT &I aXg BT BT g, orad feft Icarg a1 Jar & Hict ¢ gFe=
= & Ty gEqd fobar SraT g |
Institutional advertising -« g vk et 3eE 2 A & o
e |tis aimed at improving or repairing the reputation of a ' %"ﬁrw St TfeTSST T FEURAT AT
business as opposed to selling a product. AR BT Bl ¢ |
e Advertising promotes an institution or organization, I e fastTo=r fhaft IaaTe ar Qar & aor fae
rather than a product or service, to create public . T AT GITS bl ge1aT odl g, arfe . .
support and goodwill. @ st 3w TGHTIAT TS ST T | Thlnk dlfferent'
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Retail advertising
e CBCRIRE]

Retail advertising is a form of
marketing aimed at promoting
products, services, or brands
directly to consumers through
various channels like print
media, television, radio, online
platforms, and in-store displays.

e fasmu= s yeR &1 fagoe &
fSraeT 32T ITel, a3t ar Fis
efifas=, A, Afaene wewiH
3t g9-wR fera o fafs=
el & HIETH O FTaT AT

JRF Media Academy
by Rohit
Local advertising

L fasa=

Advertising to a local merchant
or business as opposed to
regional or national

LOCAL
BUSINESS

S — —

advertising. ;

T A a1 SFaur &t <

SR etk U Wearout
frsroT & faadta ICOLE | R

& FHRUT HH WU & ST 21

National advertising

T farmra

Advertising which is aimed
at a National Market, as
opposed to Local
Advertising.

e st amm s ‘=
8T ST &, T fasma '
& faadial

The point at which an advertisement becomes less
effective due to overexposure or audience fatigue.

ag feig 8l fasmu= srcafees gaadier ar <xfei &t g

i

S

L
Opticals
e H
Visual effects used to instill
interest as well as portray
mood and continuity to
a commercial. Dissolves,

Cross fades, and Montages
are all opticals.

fag)3TeT shacy i Tt fasma= a7

FeR dmasE S ay-aa e L 4

Iuah fu s €)1 fewfey, ,, el
BT e SR AT A —




Integrated Marketing
Communication (IMC)

e The theory that brand speaks with
one voice across all platforms.

e All aspects of marketing
communication (e.g., advertising,
sales promotion, public relations,
and direct marketing) work
together as a unified force, rather
than permitting each to work in
isolation.

o g fAgia ¥ sz wft wewndl W e |
3TaTst § Fierdr gl :
o Tl HBR & HIhfen HRIAHI (SR
fasTaa, S ynteE, ufeeres Retera
3R SR AThfE) U |1y e

Us Uahichd 2fh & $9 & &1 & 8,
 f& arerT-31erT

o,

Tools of Channels of IMC

Advertising o

Public

' @ | Relations
\ j

/
o Mobile

| Marketing

——————

Sales

Promotion @ :
)/

@

Digital e
Marketing -J ®. o Direct
ii . Marketing
Personal o \ _
selling w @ @ fﬁk — o
| % | . Events and
/ "*1 " Experiences
SocialMedia @&® ~ . /| = o
Marketing
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Match List - | with List - |l

List - | (Term) / I=h - | (21=2) List - Il (Meanings) / =it - 11 (3120)

Click Through Rate (CTR)

The percentage of visitors who take a desired action

feTeh & 3¢ (CTR) ag ufaerd fored mige PIS s BRaTS X &
Return on Investment (ROI) The cost of acquiring a new customer

fAaer wr ufawe (ROI) \/< Ueh AU UTEeh ! UT e el AT

Cost Per Acquisition (CPA) The ratio of clicks to impressions on an advertisement
ufa fSuger @rTd (CPA) 4 farelt fagmue o foetes i T &1 g9 | 3rquTd
Conversion Rate ./ The measure of a campaign's effectiveness in

SUEI0T generating profit compared to investment
o fAaer &t go=1 # o1 IcU= A | fhdt Af 9 I uHraeiterar &1 /g

-
2 o 2) (3) (4)

A-lll, B-1V, A-1V, B-llI, A-lll, B-1V, A-l, B-1V,

C-ll, D-I C-ll, D-I C-l, D-lI C-lll, D-li
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Q. Which of the following are online advertisement
methods through which advertisers attempt to drive

traffic to Internet sites?

fasTaerdr $ekAc ATscH W ¢fthe 9@M &I YA H3d &2
(A) (B) ) & (D)

- RWTg-amaRa Rsg Ay w9 & fFu ddfda Sara? % % PERFORMANCE

? i & BASED
'3 .
(A) (B) Q ADVERTISING
— A7
wsl ‘
- =
print online

) _
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Performance Marketing

L= l
=2 THHY ATk A

It is a form of advertising in which
the purchaser pays only when there
are measurable results.

;gqasmaarﬁmu:r%ﬁmﬁ
TSR Fae AgT gRom g8

It is also known as
pay-for-performance advertising.

iy S——v,

FETH Wt ST AAT 2 |

It is being used in several industries.

Its objective is to drive a specific action, e
and advertisers only pay when that | FUHT ST BT H feharsn @I e |

action, such as an acquisition or sale,
is completed.

v b famromiee MARKETING
9 AT B & 916 9§ PHRATS, e ———
S arferrgor ar fasht, oft € st 21 ’ "

ACTION

<9

v

With the rise of the Internet and emerging technologies,
tracking user interactions stemming from advertisements
has become increasingly prevalent.

| | B I S R e & ML e
e _ & ﬁmﬁﬁmmmﬁaﬁ ol
| | e e B D




Impression

Impressions are the total number of
times your content is displayed, no

matter if it was clicked or not

Impression

Impressions are the total number of
times your content is displayed, no
matter if it was clicked or not

Reaclg

Reach is the total number of
people who see your content.

SI9TE 3MMYeh! Iraft
Pl fha aR @

TS g, 978 39 R faas
fpar = g ar Tt

SIS 3TY<h! i

el fha-l aR @S
TS §, I 39 R faas
fpar w3 gt ar A i

9 98 HoT ST 8
fSram & A Smaeht
anrft #i @ g

I 125k

IMPRESSIONS

250K

IMPRESSIONS
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‘M

ost Per Cllck

of clicks the ad receives.

It is a metric that determines how much
advertisers pay for the ads they place on
websites or social media, based on the number

g U Hifges & it i owar € 6 fasmoaeman
Aaarzel a1 Qrera HfEar v #me e fFsmeal 6
ferg fasa=t wifdr &1 yora= &a €, ag fasmos &
fore areft faere & dwar av smearfRa giar g1

# of ad clicks

fasmu= fars &Y 9=
You Pay for
Based on Clicks ‘ Each Click
foere o aenfia ‘ uds fee @@
L UGIGH

Measures
User Action

Based on
Impressions

s:ﬂm-—ﬂm

You Pay for
7 _ Every 1,000

-
“ Impressions

Ul 1,000 99 11

—

A

t x 1000

is a pricing model and metric commonly used in
marketing and advertising. Also called cost per
thousand impressions, CPM refers to the tne total
ad spend for every 1,000 impressions an ad receives.
g U g fAeafRor aise 3k difes & S sk w
Ak 3R fasma= & g frar smar 81 32 cost
per thousand impressions %t &gd &1 CPM 1 31ef &
U 1,000 VI W $e fasmu= @ |

$)  Advertising cost
farstra= @mTa
= 1

@ Number of impressions
= AR & =T

Measures
Ad Reach

fasma= f=
GOk
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CPL

Cost per lead
Ufd ell€ drTd

online advertising pricing model, where
the advertiser pays for an explicit sign-up
from a consumer interested in the
advertiser's offer. It is also commonly
called online lead generation.

A4 faa= gea [yiRor Ared, sgl
fasima=grar fedl Sfe @ drel IuHTadl
I W H1s4-39 & g HFdr- $dl gl
U HTHAR R A8 o S ff

Hel Srdr g

-0
-0

\

< Total Advertising Cost

CPA

Cost per acquisition or action

ufd TSI T hRAs AR

Cost incurred by an advertiser for a specific
action, such as making a sale, generating a
lead, or getting a user to complete a form

fAsma=erar grT fedt faffre sRars & fou
ggqd &I 7S ANTd, i faeh! B0, e
STHRCE BIAT, T IUARThAT & BIH HIGTHT

Cw

Conversion rate
B"YIARUT &3

A conversion rate records the percentage
of users who have completed a desired
action.

B/UTARUT &3 39 IUYARTHh A3 T Ufaerd
|

e 6 o0

CPL (Cost Per Lead) = |:

Number of Leads

Advertising Spend

CPA =

Acquisitions Generated

2 JRF Media Academy by Rohit
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Conversion Number of Conversions

X100

Rate= ~ Total Visitors




(© ) MATCH LIST - | WITH LIST - Il

- LIST - Il (MEANINGS)

The percentage of visitors
who take a desired action

| A Click Through Rate (CTR)
dl a1 o € (CTR)

(i

ag ufaema sit sfesd sRiarE & &

Return on Investment (ROI) /;J.'

e 3if sawedie (ROI) 10

/"17 . The cost of acquiring

@ a hew customer
Ueh AT UTgh &l gl B Bl drTd

® The ratio of clicks to
impressions on an advertisement
fasmo= A faers 3k $32F &1 siguTa

The measure of a campaign’s
effectiveness in generating profit
compared to investment

| Cost Per Acquisition (CPA) E:I' \
Ppive g Ufd=faier (CPA) -

Conversion Rate

h=doid I

g-avcHe il gerT | Hifthe &l waraeficran
( o A-lll, B-1V, Q A-1V, B-llI, A-lll, B-1V, A-l, B-1V,
C-ll, D-I C-ll, D-I C-1, D-ll C-I1ll, D-lI
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An online payment model where

Pay Per Click advertisers pay for each click through

on their ad.

39+ fagmua ) U fois & foTe 7T &hed 2|

Term used to describe the number of times .
Freq uency and ad is shown to the same visitor
during a particular session or time-frame. m
3]'@:[%[ fepeft fardte o an - & &R U 5
&vfe ol fagmu= fhat e fewarar |
' [AD

Showing ads or content based on the

G eOta rgEti n g physical location of the user’s

internet access.

WTifeleh T18eiahTor SRl 1 St g & i T &

3R g fasma= ar gt e

|

A word or phrase entered into a search engine

Keywo rd to receive matching and relevant results. [ Keyword ' “ud

il S99 H STeT 77 96 IT a9 dlich
hlds freT-S[eTa ok ST e TR e & 9 |
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l Search Engine Optimization is the practice of promoting a website

S EO by publishing content to attract a search engine’s organic listings.
; = O 8919 AfeHTSS9 ag ufshar g f[SaH &l dadge wl agarcd &
T 39T AMRATSMT | forg st sraiform 1 oreht & aifes 9@t wref gort b aifives foifn & e
fAa
Search Engine Marketing is promoting a website
SE M through a search engine.
RE 4 f&dl dearse o1 gerar fEar srar 2|

Information regarding the size and characteristics

Demog raphlcs of a particular population of interest, such as age,

gender, income, education, etc.

STl Rt 9y ST<ive & SR o fadtvarsi @ Gaftrd SHER,
oI 3y, fei, ama, forem snf

DESignated The geographical areas in which TV stations

attract most of their viewers.
Market Areas (DMA) PR S T B

f<g<h 99TR & (DMA) gefepl I MThtd HId g
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