


P
D

 P
U

B
LI

C
A
TI

O
N

S

S
B ©

 C
O

P
Y
R

IG
H

T

ADVERTISING MANAGEMENTADVERTISING MANAGEMENT

Book Code : 8767 Price : ` 140.00

ISBN : 978-93-5167-101-5

(For BBA)



P
D

 P
U

B
LI

C
A
TI

O
N

S

S
B ©

 C
O

P
Y
R

IG
H

T

ADVERTISING
MANAGEMENT
ADVERTISING

MANAGEMENT

Dr. F. C. Sharma
M. Com., Ph. D.

Associate Professor
Pt. J. L. N. Govt. P. G. College,

Faridabad

SBPD PUBLICATIONSSBPD PUBLICATIONS



P
D

 P
U

B
LI

C
A
TI

O
N

S

S
B ©

 C
O

P
Y
R

IG
H

T

© PublisherAuthor & 

Printing and Publishing rights with the Publisher.
The material in this publication is copyrighted. No part of this book may be 

reproduced or copied in any form or by any means without the written permission of the 
author/publisher. Breach of this condition is liable for legal action.

Note : Due care and diligence has been taken while editing and printing the 
book, neither the author nor the publisher of the book hold any 
responsibility for any mistake that may have inadvertently crept in.

“The reading of all good books is like a conversation with the finest man.”

Book Code : 8767

Price : ` 140.00 Only

Latest Edition

S B P D Publications
3/20B, Agra-Mathura Bye Pass Road, Near Tulsi Cinema, Agra-282 002
Ph. : (0562) 2854327, 2527707, 3208010, 4042977  Mob. : 09358177555, 09412258082-85
Fax : (0562) 2858183; e-mail : sbpd.publications@gmail.com;  website : www.sahityabhawan.com

3257009, 

ISBN : 978-93-5167-101-5



P
D

 P
U

B
LI

C
A
TI

O
N

S

S
B ©

 C
O

P
Y
R

IG
H

T

Chapter Page No.

Introduction to Advertising 

2. Scope and Forms of Advertising ................................................................ 13—21

3. The Social and Economic Aspects of Advertising ..................................... 22—26

4. Ethics and Truths in Indian Advertising .................................................. 27—36

5. Introduction to Integrated Marketing Communications (IMC) ............... 37—42

6. Communication—An Introduction ............................................................ 43—55

7. Communication Process in Advertising .................................................... 56—65

8. Branding and Advertising .......................................................................... 66—74

9. Setting Advertising Objectives (Promotional Objectives) ........................ 75—83

10. Advertising Budget ..................................................................................... 84—92

11. Advertising Agency, Organisation and Department .............................. 93—106

12. Advertising Appeals ............................................................................... 107—112

13. Advertising Copy (Meaning, Components and Types) ......................... 113—129

14. Creativity in Advertising ....................................................................... 130—131

15. Planning an Advertising Campaign and Advertising Scheduling ....... 132—140

16. Media Planning and Strategy ................................................................ 141—153

17. Advertising Research ............................................................................. 154—157

18. Testing or Evaluation of Advertising Effectiveness ............................. 158—162

19. International Advertising ...................................................................... 163—175

1. .......................................................................... 1—12

ContentsContents



Introduction to Advertising  |  1
12345678901234567890123456789012123456789012345678901234567890121234567890123
12345678901234567890123456789012123456789012345678901234567890121234567890123
12345678901234567890123456789012123456789012345678901234567890121234567890123

MEANING OF ADVERTISING

Advertising means different to different things people. It is a business, an art, an

institution and a cultural phenomenon. To the CEO  of a multinational corporation, like

Pepsi, advertising is an essential marketing tools that helps create brand awareness and

loyalty and creates demands. To the owner of a small retail shop, advertising is a way to

bring people into the store. To a media planner, advertising is the way a firm uses the

mass media to communicate to current and potential customers. As a consumer, you are

exposecl to hundreds and may be even thousands of commercial messages every day.

They may appear in the form of newspaper ads, TV commercials, coupons, sales letter,

publicity event sponsorships, tele marketing calls, or even e-mails. You may refer to them

all as “advertising”. But is fact, the correct term for these various means is “marketing

communication”. So, advertising is just one type of marketing communication.

In marketing, advertising is very important. No business can survive without

advertising. So advertising is a must. The aim of every business is to earn a profit and

this aim can be achieved easily by selling goods at reasonable prices. The sales are

possible only if the target audience knows about the availability of goods and they are

persuaded to buy it. All this is possible through advertising which is a deliberate actions

to popularise the product or service. Thus advertising is commonly understood to

communicate about a product or a service. But it is not correct and complete to understand,

so actually, advertising includers all the activities performed by an enterprise to present

the goods and services to the consumers and to motivate them to buy these goods and

services. In general term Advertising is to announce publicity. Advertising is derived from

a latin word ‘adverto,’ ‘ad’ mean towards and ‘verto’ means I turn. Thus, advertising

means to turn attention towards a specific thing.

In other words we can say, “Advertising consists of all the activities involved in

presenting to a group, a non personal, oral or visual, openly sponsored message regarding

a product or service or idea, this message is called an advertisement and is disseminated

through one or more media and is paid for by the identified sponsor.”

In this era of mass production and mass distribution, where the firms land up with

similar kind of products for marketing and so they face intense competition. To face

competition, they need to widely publicise their products and try to portray their products

as superior to that of the competitors. And this is a possible only through advertising
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DEFINITIONS

1. According to American Marketing Association : Advertising has been defined

as ‘anypaid form of non-personal presentation and promotion of goods, services or ideas by

an identified sponsor.”

2. According to Mason & Rath : Advertising is a salesmanship without a personal

salesman.”

3. According to Carl Rechard Grear : “Advertising is a general term for any and

all forms of publicity, from the cry of the street boy selling newspaper to the most

elaborate attention attracting device. The object always is to bring to public notice some

article or service; to create a demand, to stimulate buying, and in general to bring

together the man with something to sell and the man who has means or desire to buy.”

4. According to Dr. Jones : “Advertising is a sort of machine-made mass production

method of selling which supplements the voice and personality of the individual salesman.”

5. According to Dr. Burden : “Advertising includes those activities by which visual

or oral messages are addressed to the public for the purpose of informing and influencing

them either to buy any merchandise or to Act to be inclined favourably towards ideas,

institutions or persons featured.”

6. According to Wheeler : “Advertising is any paid form of non-personal presentation

of ideas, goods or service for the purpose of inducing people to buy.”

7. According to Sheldon : “Advertising is a business force, which through the

printed words sells or helps to sell, builds reputation and fosters goodwill.”

8. According to Frank Presbrey : “Advertising is printed, written, spoken or

graphic salesmanship. Advertising is designed to sell the products of the advertiser and to

influence favourably the public mind individually and collectively with respect to the

interests of the advertiser.”

An analytical study of the above definitions makes it clear that advertising includes

all the activities through which a written or oral or visual message regarding a product or

service or idea may be communicated to the people so that they may be persuaded to buy

that product or service or idea. Thus, advertising means spreading of information.

FEATURES OF ADVERTISING

On the basis of above definitions, the main characteristics or nature of advertising
can be described as under :

1. Mass Communication : It is a unique means of mass communication regarding
the sale of goods or services. It can help to introduce a new product  quickly. Thus if any
manufactuer requests for purchase of a product at a time to only one or two customers, it
can not be said an advertising. However, it will be called advertising if a uniform information
is accessed to a number of persons at the same time.

2. Non-Personal Presentation : The advertising is non-personal salesmanship
performing similar functions like personal salesman. It is silent but forceful non-personal
salesmanship.

3. Informative : Advertisements are informative and provide valuable information
to the consumers. This informations is in the form of information about the new product,
regarding the characteristics of the product and the manner of tis use etc.

4. Buying Motive : An Advertising inspires the consumers for purchase of a product.
It lures the consumers for the purchase of the product by enticing them to possess it.
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5. Advertising Expenses : Money is incurred on advertising and such expenses are
incurred by the person who is an advertiser. The dissemination of information regarding
service or uses of the product without such expenses cannot be an advertising.

6. Marketing Tool : Advertising is a tool of marketing and it is a part of sales
promotion.

7. Identified Sponsor : It is an openly sponsored sales message regarding any
product or service i.e., the sponsorer can be identified.

8. Commercial Objects : Commercial activities though advertising are made with
an objective to increase the profit of an institution by enhancement of the sale of a
product or service. All other communications made with an additional objective to increase
the sales by a commercial institution are left out of the limit of advertising.

OBJECTIVE OF ADVERTISING

The purpose of advertising is nothing but to sell something–a product, a service of an
idea. The real objective of advertising is effective communication between producers and
consumers. According to F.E.L. Breach, “The purpose of advertising is to reduce
percentage costs of production and distribution.” The important objective of
advertising are discussed below :

1. Creation of Demand : The main objective of the advertising is to create a
favourable climate for maintaining or improving sales mainly in a growth and maturity
stages of product’s life cycle. Customers are to be usually reminded about the product and
the brand. It may induce new customers to buy the product by informing them about its
qualities since it is possible that some of the customers may change their brands. Thus in
other words, advertising may bring new areas and customers to the company’s fold
thereby increasing the company’s share in the total market.

2. To Support Salesman : Advertising creates awareness about the product and
convinces the prospective buyer by telling about product’s features and benefits. Thus, it
assists the salesman in his work.

3. To give information about new product : Advertising may be used for
introducing a new product in the market. New product needs introduction because potential
customers may have never used such product earlier and the advertising prepares a
ground for the new product. Most of the advertising in cinema-halls, or at radio and
televisions serves this purpose.

4. Facing the Competition : Another important objective of the advertising is to
enable the company to face the competition. In other words advertising in modern days is
undertaken not only to inform the people about a product, but is used also to maintain
and increase the demand of the product by weaning people away from rival products in
the market. Under competitive conditions, advertising helps to buid up brand image and
brand loyalty and when customers have developed brand loyalty, it becomes difficult for
the middleman to change it.

5. It Increases Goodwill : Large scale advertising is often undertaken with the

objective of creating or enhancing the goodwill of the producer company. This, in turn

increases the market respect of the company’s product and helps the salesmen to win

customers easily.

6. To Reduce Marketing Cost : Due to advertising the demand for product increases

and it Acts as an incentive to manufacture the goods on large scale. As a result of this,

cost per unit of product gets reduced. The middlemen too become ready to sell the

product on lower rate of commission because of sale in bulk.
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7. To Increase Standard of Living : The objective of advertising is also to increase

the standard of living of the public. Advertising informs the consumers about various

products available in the market and encourages them to use these new products.

8. To Save from Risk : Advertising reduces the risk of manufacturers. Whenever, a

producer produces a new product, advertising helps in creating the demand that helps in

increasing the demand for existing products, thus eliminating risk of downfall in sales.

As per William J. Stanton, “It is the sole objective of advertising to sell a

product or service.”  the following are the other general objectives of advertising :

(i) To introduce a new product by creating interest for it among the prospective

customers.

(ii) To generate demand for the product and services and capture the market.

(iii) To enhance company’s prestige and goodwill.

(iv) To introduce a new product by creating interest for it among the prospective

customers and to teach them how to use the product.

(v) The support personal selling programme. Advertising may be used to open

customer’s door for salesman as done by Eureka Forbes.

(vi) To reach people inaccesible to salesmen.

(vii) To enter a new market or attract a new group of customers.

(viii) To fight competition in the market and increase the sales as seen in the fierce

competition between COKE and PEPSI.

(ix) To enhance the goodwill of the enterprise by promising better quality products

and services.

(x) To improve relations with dealers advertising supports the dealers in selling  the

product. Dealers are attracted towards a product which is advertised effectively.

(xi) To reduce production as well as distribution cost.

(xii) To attract the investors.

IMPORTANCE AND ADVANTAGES OF ADVERTISING

It is an era of advertising. No business or industrial enterprise can survive without

advertising in the modern business world, because in every business and industrial

activities, there is a cut-throat competition. To face and win this competition successfully,

it becomes imperative for every enterprise that it advertises what it has and what it

wants to sell to the consumers. Advertising is useful not only for the business and

industrial enterprises but for the community as a whole.

Advertising broadens the knowledge of the consumers. With the help of advertising

consumers find and buy necessary products without much waste of time. This speeds up

the sales of commodities, increases the efficiency of labour in distribution, and diminishes

the costs of selling. It is an accepted fact that without market stimulus of heavy advertising,

consumers might have waited another sixty years for the product evaluation which has

taken place in less then ten year after all it took over sixty years from the invention of

the safety razor before the first acceptable stainless steel blades appeared in the market.

These words are more than enough to testify the potential of advertising in the field of

modern marketing system.
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IMPORTANCE AND ADVANTAGES OF ADVERTISING

Advantages Advantages Advantages Advantages

to Producers to Middlemen to Consumers to Society

1. Increase in sales. 1. Helpful in selling. 1. Increase in know- 1. Rapid   Economic
ledge. Development.

2. Lowers Cost. 2. Helpful in search- 2. Easy purchase. 2. Increase  in  stan-
ing middlemen. dard of living.

3. Reproduction   in 3. Helpful in Facing 3. Information    re- 3. Increase  in  Emp-
Production    and competition. garding   availabi- loyment.
Selling expenses. lity of goods.

4. Reduced distribu- 4. Earning Sources. 4. Cheap & Quality 4. Increase in know-
tion Expenses. goods. ledge.

5. Increase          in 5. Increases         in 5. Increase in stan- 5. Quality product.
demand. Goodwill. dard of living.

6. Creation of Good- 6. Development    of
will. civilisation.

7. Stedy Demand. 7. Helpful in foreign
trade.

8. Prepare   Ground 8. Helpful in develop-
for new Product. ment of News-

papers.
9. To  Reward  effi- 9. Reduction in cost.

cient worker.
10. To Increase Profit. 10. Others.

Advantages to Producers

1. Increase in Sales : By creating the demand for new products and increasing the
demand for existing products and maintaining the demand of product in all the seasons
and all the times, advertising helps in increasing the sales of an enterprise.

2. Lower Cost : Production cost and marketing cost both can be reduced by
manufacturing the product on large scale because the demand rises through advertising
and supply can only be given by manufacturing them in large scale.

3. Reduction in Production and Selling Expenses : Selling cost per unit is
reduced due to increased sales volume. Consequently, production cost and overheads also
get reduced due to mass production and sale.

4. Reduction in Distribution Expenses : Due to large scale selling distribution
cost also gets reduced.

5. Increase in Demand : Advertising helps in increasing the demand for existing
products because advertising reminds the consumers of a product again and again.

6. Creation of Goodwill : Advertising helps in creating goodwill. Advertising
increases the sales and increase in sales means the increase in number of customers
which apparently results into the increase in goodwill of the concern.

7. Steady Demand : Advertising helps in stabilising the demand for a product in all
the seasons and at all the times. It is only because of advertising the people like to
consume Eggs. Tea, Coffee, etc., in summer also.

8. Preparation of Ground for New Products : Whenever a producer produces a
new product, advertising helps him in creating demand for his product because it is the
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