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UNIT- I – INTRODUCTION & ADVERTISING EFFECTIVNESS



Functions of Advertising

• Advertising can be said to perform the following functions:

1. Information Function

• Advertising is essentially a form of mass communication. As such, its primary responsibility is to

deliver the relevant information to a specific audience.

2. Precipitation Function

• Advertising moves a consumer closer to buying a product in a step-by-step fashion from being

totally unaware of the product to buying it.

• Advertising is effective if it moves a consumer a step along the purchase process This function
of advertising is known as the precipitation function. In order to understand this function better, let us
understand the process of purchase that a consumer has to go through.



3. Persuasive Function

• Another function of advertising is to persuade the consumers to move towards the point of purchase.

That is an advertisement should persuade people to purchase the product.

• This process of moving consumers to purchase may take minutes, hours, months or even years. But it is

the ultimate goal of all advertising.

• An ad may persuade by appealing to emotions such as love or fear or rational motives such as savings

or quality.

4. Reinforcement Function

• By making people feel good about their previous decisions to buy a product, advertising serves a

reinforcement function. Such advertisements reinforce in the minds of the customers that their decision to

purchase was the right one. Such advertisements usually portray a consumer research as ranking their product

No. 1.

• For example, the Wagon R advertisement claims "The Wagon R is rated best by customers two times

over. Such ads may also use testimonials to reinforce the decision of the customers



6. Value-Adding Function

• It is common knowledge that consumers perceive brands as more and more similar. Trying

to establish brand loyalty in an era when this behavior is rapidly eroding has proven to be one of

the challenges facing marketers.

• Experts agree that advertising is still the most effective method of nurturing a brand's 
image over a long period.

5. Reminder Function

• Another function of advertising is to remind the consumer about the availability of

the product.

• Usually reminder ads that are intended to keep the advertiser's name fresh in the

minds of the target audience perform this function.

• Through repetition and minimal text such as the Himani Gold Soap television

advertisement remind the people and provide top-of-the-mind awareness about the product



1. Product-related Advertising

• As the name implies, it is concerned with conveying information about and selling a product or service.

• Product advertising is of two types, viz

(a) Pioneering Advertising

• Pioneering advertising is concerned with developing a "primary" demand-that is conveying information

about and selling product category rather than a specific brand.

• The initial advertising for vacuum cleaners, microwave ovens etc. are of this nature.

• This kind of advertising is used when a new product is just introduced the market. This type of advertising

is used in the introductory stages in the life cycle of a product. This kind f advertising may have different advertising

objectives like conveying information, selling the product idea etc. An example of pioneering advertising is the

advertisement of the Tea Board of India promoting the idea of tea as a health drink.



b) Competitive Advertising

• This type of advertising seeks to stimulate "selective" demand, It is useful when the

product has reached the growth, or more especially the This advertising seeks to sell a specific

brand rather than a general product maturity stage category. Competitive advertising is of two

types, viz

1) Direct Type/Direct-Action Advertising

• This type of advertising seeks to stimulate direct buying action

• Its main objective is to seek an immediate response to the advertisement in the form of the

readers sending an order for the goods advertised or a request for further information.

• Indre-action advertisements do not seek an immediate response from the reader.

• Their objective to build the reputations of the brands advertised and to enhance the desirability

of the branded protects offered by pinpointing the virtues of the product.



ii) Retentive Advertising

• This may be useful when the product has achieved a trackable status in the market that is

when it has attained maturity.

• Here the advertising wants to keep the name of his product before the public. A much softer

selling approach is used, or any the name may be mentioned in "reminder" type of advertising.

• The main objective of this type of advertising is to remind the people about the availability of

the product



. Institutional Advertising

• Institutional advertising as contrasted with product advertising is devoted to building good for

the company. This type of advertising sale only the name and Penge of the company

• Large companies with many divisions, whose various products are well known frequently use

this kind of institutional admiring.

(a) Public Relations Institutional Advertising

• Public relations institutional advertising attempts to create a favorable image of the firm

among employees, stockholders or the general public.

• For example, the television advertisement of Telco showing commitment towards excellence

and its caring attitude towards its workers



(b) Public Service Institutional Advertising

• This is directed at the social welfare of a community or a nation.

• The effectiveness of public service advertising may be measured in terms of the goodwill it

generates in favor of the sponsoring organization.

c) Patronage Institutional Advertising.

• It is designed to attract customers by emphasizing a patronage-buying motive rather than a

product-buying motive. For example a retailer might inform the public about his extended hours of work,

open 7 days a week, or a manufacturer may advertise his new warranty policy. Some other patronage

motives that can be used in such advertisements are good location, good service, free delivery etc.



Benefits/Advantages of Advertising

1. Benefits of Advertising to the Consumer

• The ultimate aim of all marketing efforts is to satisfy the needs of the consumers by transferring the

benefits of productive efficiency to the final users.

• Advertising as an important element in this process of transfer helps consumers in the following

ways:

(a) Advertising adds perception utility to the product

• Advertising adds perception utility to the product just as manufacturing adds form utility,

transportation adds place utility and warehousing adds time utility.



(b) Advertising helps the consumer in making the purchase decision

• Advertising through its various forms gives out useful information about the

relative merits and features of the products and services in terms of price, quality,

utility, quantity, durability, convenience of use etc. so as to guide the consumers to

select a product or service of a particular sponsor.

c) Advertising ensures a better quality

• Advertising ensures that customers are drawn to the product at least for a trial
order. However repeat orders are placed only due to the satisfaction received through
the use of the product.



(d) Goods at reasonable prices

• Advertising enables firms to sell goods on a mass scale. . This has made it possible for producers

to increase their production so as to earn economies of scale and thus they can offer goods at reasonable

prices to consumers

(e) Better standard of living

• Advertising reduces the prices of products and thus more and more products are affordable by a

larger section of society today. Thus it increases the standard of living of the people.



(f) Time saved in shopping

• Advertising increases the knowledge of the consumers about the availability of the various

brands in the market. They get to know about the products and services of the different producers and as

such it saves their time which would otherwise have been spent in locating. Identifying and deciding

about the products and services.

(g) Advertising contributes to consumer welfare

• Advertising helps consumers in a variety of ways. It tells them what to buy, how to buy, where

to buy and why to buy. It also gives valuable price information

• Advertising also promotes consumer welfare by encouraging competition which leads to

improvements in product quality and reduction in prices



h) Advertising makes consumers think

• Advertising makes consumers aware of many socially relevant causes like dowry, energy

conservation, environmental pollution, child marriages eye and blood donation etc.

• Advertising thus not only makes a consumer think, but acts as a friend, philosopher and

guide to the consumers.

2. Benefits of Advertising to the Manufacturer

• Manufacturers who make available their goods with the clear intention of disposing them

at a profit to themselves and satisfaction to the customers, take full advantage of advertising as a

major tool to popularize their products and services. Manufacturers spend a lot on advertising

because it pays to do so. Advertising establishes a link between the manufacturer and the consumer.



(a) Advertising creates customers

• Even if the producer manufactures the best product, he cannot sell it without advertising, Even

though it is said that a good wine needs no bush, information about the product should reach those

interested in buying it.

• Thus it is advertising that informs the people about the product and creates a demand for it.

(b) Advertising increases the sales

• In today's highly sensitive and competitive market, the profits of the firm can be maximized not only

by reducing the costs but by increasing the sales.

• Sales of the firm can be multiplied by advertising. Thus advertising increases sales.



(c) Advertising helps the producer informing the market about the changes in the product or service.

• In our competitive system, it is important for a manufacturer who has innovated a new product or

service, to tell the public about the same quickly in order to reap the advantages right from the start before

the competitor can develop a similar product.

• Advertising helps the manufacturer to do this

(d) Advertising controls product prices

• Through advertising, it is possible to control the prices of the products, especially the retail prices.

• Very often greedy retailers exploit needy consumers by charging higher prices.

• Advertising stops this exploitation by disclosing the maximum retail price (MRP) of the product.



(e) Advertising acts as a salesman

• What a traveling salesman does for the manufacturer, advertising does at a lesser cost Salesmen

have to be fed, paid a salary and provided with an expense account. Contrast this with the cost of selling

through advertising.

• national advertisement, once the anginal cost has been paid, may reach millions There are no

expense accounts and an advertisement carried by radio or television reaches into every remote corner of

the country.

• Thus advertising not only acts as a salesman, but also reduces the selling cost of prospects



(f) Advertising widens the market

• Advertising is an important tool that can open the doors of national and the manufacturer

international markets.

• Intensive advertising programs conducted by a manufacturer give him wider markets for

his products.

3. Benefits of Advertisings to the Salesman

• Sales of an organization happen because of the active involvement of two functions. First

the salesman makes sales happens through his direct personal efforts, and secondly advertising leads

to sales through indirect efforts.



(b) Advertising provides employment opportunities

• Advertising creates opportunities for gainful employment, both directly and indirectly.

• Directly employment opportunities are available in the various branches of this ever-

growing field of advertising This profession requires the services of various specialists and talented

people like artists, pointers, photographers, content editors, copy writers, singers, musicians,

executives, agents, researchers etc .Indirectly it stimulates the production of goods, which in turn

creates employment opportunities



(c) Advertising reflects and affects the culture of the society in which it operates

• Culture stands for the values of life and living.

• Each race has a different culture. Culture is always changing and is guided by the dynamics of

the social, political and ethical dimensions of the people.

• Advertising simply reflects the culture of the people, it does not create it. It simply responds

to the prevailing value system.

(d) Advertising provides information to the masses

• Advertising educates the public. Each advertisement is a piece of information because each

advertising copy has a definite theme behind it.

• Advertisements carry messages to different sections of society. They carry the ideas, views

and opinions of different people and thus provide information to the.



Advertising Agency

Services and Functions of an Advertising Agency.

• An advertising agency basically has two masters. One is the advertiser to whom the agency

acts as a consultant, and secondly the media, in which the agency places the advertisements for its

clients

• As such the functions of the advertising agency can be discussed under two heads, namely

client functions and media functions.



(I) Functions for the Client

1. It replaces the advertising department.

• When the client hires an advertising agency to plan and execute its advertising

campaign, its own advertising department remains merely a coordinating and supervisory

department acting like a clearing house between the unit and the agency.

• The agency does practically all the work based on the client feedback or requirements

. Objective viewpoint

• The agency being an outsider can take an objective view of the advertiser's plans and

proposals and thus plan the advertising campaign accordingly.

3. Use of experts in every field

• The agency has a team of expert and well-trained talent in every field that is required for

executing an effective advertising campaign. A client may not be in a position to hire such skilled

staff on a permanent basis. However, the agency does.



4. Use of support systems

• An advertising agency has regular contacts with various support systems required

for the production of advertising material.

• A major advantage of the agency is its regular dealing with the media and the

expertise it develops in the process. All this can be used to the advantage of the client.

5. Sharing experience and expertise

• In case a client is not experienced, in such a case the expertise of the advertising

agency is a great help to the client.



(II) Functions for the Media

1. It assures risk-free business

• It is the advertising agency that is the 'go between' between the client and the media.

• It is the agency that buys the time and space in the media. It is the agency that pays the media.

This saves the media from the trouble of finding out the credit worthiness of a number of clients, that is,

companies.

• As the agency pays the media, there is absolutely no credit risk for the media.



2. It eliminates the need of the media to sell space and time

• As agencies buy space and time in bulk from the media owners for their

numerous clients, it saves the media the job of selling space and time to hundreds and

thousands of individual advertisers. Instead of numerous advertisers, the media has to

only deal with a few advertising agencies.

3. The advertising agency performs the job of advertising scheduling

• Releasing the advertisement at the right time and the right place is very important from

the point of view of the advertiser who is naturally very interested in getting the best for the

amount spent.

• Advertising scheduling is the most tedious of all jobs involved in the advertising industry.



4. It cuts down the production cost

• The advertising agency provides the media owners with the ready material for

release. For example, in case of magazine or newspaper advertisements. advertising

plates are given to the media for final printing.

Factors involved in Selection of an Advertising Agency

. Services Offered

• The first consideration for a potential advertiser is the range of services offered by

the advertising agencies.

• A typical advertising agency starts with the advertising brief given by the client, which

is taken through the stages of development of detailed plans, creating campaigns, giving the

final form after processing through various stages involving artwork, photography and so forth,

and arrangement for placement in the various media according to the agreed schedule.



2. Competition

• No advertiser will give his advertising work in the hands of that agency that handles his

competitor's accounts If allowed, it results in a loss instead of a gain for the advertiser. Thus, this

aspect has also to be kept in mind while selecting an advertising agency.

. Location of Advertising Agency Office

Another major consideration, at least in a country like India, is the location of the office of the agency.

• A considerable amount of communication, including personal meetings, is required at

various stages of decision-making in the development of advertising plans and materials. Therefore, it

becomes essential for the advertiser to have a ready access to the agency.



4.Size of Agency

• Another factor to be considered is the size of the advertising agency. Both large and small agencies

have a set of advantages and disadvantages to offer. The advantages claimed by large agencies are perfection,

wider range of skills and numerous facilities and services. The limitations are smaller advertisers are not

attended, costly service, and lack of personal touch.

• On the other hand, small agencies are more ambitious and eager, more receptive and enthusiastic

than the larger ones. Their merits are quick response to needs and attention to personal needs and details.



5. Reputation and Record

While selecting an advertising agency, a client will definitely look into the reputation of the agency and

choose that one which has an established reputation and goodwill in the market.

• The sources from which information about the reputation of an agency can be got is media, clients

past and present, and of course, the competitors. Further its records also reflect the reputation of the

agency.



Types of Advertising Agency

Agencies grew in size offering more varied and specialised services. Later in order to cater to the

needs of the overseas clients and as more multinational corporations came into being, advertising

agencies acquired a multinational character. Simultaneously, some other forms of agencies also

came into being.

These are:

1. The boutique agency

• Copywriters and art directors, instead of being tied up with a single agency, set up their

own shapes to sell the creative function at a fee. These shops came to be known as "boutique

agencies".



2. The a la carte agency

• These agencies sell each individual service on an optional basis for an

individual fee.

3. The in-house agency

• This agency is owned by the advertiser. In fact it is nothing but the

advertising department of the advertiser.



Objectives of Measuring Advertising Effectiveness

• The basic objectives of evaluating advertising effectiveness are as follows

1. Value for money

• Advertising is expensive. Most organisations spend huge amounts on advertising If the

advertisement or advertising campaign is unsuccessful, it would mean that the amount spent on the

advertising campaign has been wasted.

• Thus one of the major objectives of measuring the effectiveness of the advertising campaign is to

confirm whether the advertising budget was used fruitfully or not.



2. Determine the reach of the company

• Various categories of media give you figures of reach.

• For example television channels give the TRPS of their shows. Magazines give you circulation

figures. This helps the organisation understand to a reach extent who and where they are reaching.

3. To know which aspect of our advertising campaign has reached saturation point.

• Those media/techniques that are not yielding any great results can be done away with.

• Thus the organisation can stop wastage of finance and focus on better avenues that will yield

good results.

4. To know about the competition

• Another objective of measuring the effectiveness of the advertising campaign is to

understand the competitor's strategies and how we can make use of them to better our advertising

campaign.



5. Planning the next campaign

• Measuring the effectiveness of advertising helps the organisation learn from its past mistakes

and plan a better advertising campaign in the future.



Evaluation of Advertising Effectiveness

1. Pre-placement Evaluation of Advertising

• In order to create an effective advertising campaign, it is essential to test the effectiveness of the

advertising campaign right from the time the idea is conceived.

• Pre-placement evaluation includes the use of a systematic and methodological approach in

estimating the possible effectiveness of the advertisement before it is released. Pre-testing helps in avoiding

possible negative effects at later stages.



(a) Concept Testing

• A major feature of the creative strategy which affects the ultimate effectiveness of the

advertising campaign is the basic communication concept around which the advertising campaign is to

be developed. This concept has to be tested before it is finally chosen.

• Concept testing would usually involve not more than 50-100 respondents. In concept testing,

usually the following techniques would be used. They are as follows:

Qualitative Interviews

• Qualitative interviews of an informal nature may be conducted individually or in groups from

amongst people drawn from a cross-section of ages, occupations, and income levels which may

represent the audience for the advertisement in question.



Free Association Tests

• These tests are used to pick up secondary associations to names or keywords.

• These tests are conducted by having the respondents mention the first thing that comes

to their mind when a given name is mentioned.

Statement Comparison Tests

• These are used when the concept is to be tested on small groups. These tests can. take on 
various forms as under:



(1) The rank order method

• In this method, the respondents rank the different concepts or themes, the indicating their

preference or desirability in relation to the product.

(2) Paired comparison method

• In this method, the preference of respondents for either of two concepts is determined by 
using a series of pairs of statements associated with the product standard characteristics and properties



(3) The absolute comparison method

• This involves comparison of each of the concepts against For example, a certain

number of features of the product are selected.

• The advertisement has the option of highlighting a few of these features. Exactly,

which feature to highlight, is decided by using this method. This is done be obtaining

ratings from a sample of the audience.

b) Theme Testing

• No specific guidelines are available for classifying themes for the purpose of analysis

and research.

• Mohan, Mahendra in "A survey of advertising themes," has attempted a classification of

advertising themes under the following categories:



i. Utilitarian theme: This theme emphasis on the value of the product or service. It aims at providing

satisfaction to the customer by providing him value for the money and effort expended on obtaining the

product/service.

ii. Focused theme: This is an extension of the utilitarian scheme. It will appeal to a particular segment of the

market.

iii. Informative theme: This kind of a theme only gives information about the product or service advertised.

No other selling message in stressed.



iv. Non-specific theme: Such a theme contains only a vague message which has only a passing

reference to the product or the advertiser

v. Achievement orientation theme: This theme highlights the achievement in terms of sales and

profits, or awards won by the advertiser.

vi. Descriptive and projective theme: This kind is a combination of informative an achievement-

orientation themes.

vii. New product, service, scheme or idea: This kind basically deals in a ne product, service, scheme or

idea.



c) The Media Testing

• However great the concept and theme around which the advertisement

campaign is prepared, it will not be successful if the appropriate media vehicle is

not used. Thus, testing the effectiveness of the choice of media is a major part of

pre-placement testing.



d) Copy Testing

• Another area in which pre-testing is done is the area of copy.

• Copy testing is carried out in order to establish whether the message content and

presentation are likely to perform their desired task or not.

• Copy testing lets the advertiser know what changes or improvements should be made.

• Usually, pre-tests for copy are conducted in the following situations:

i. To substitute an ongoing campaign with a new campaign.

ii. To introduce a new product or brand in the market.

iii. When there are uncertainties or contradictory views expressed about the content of an

advertisement.



(1) Consumer Jury

• In this technique, a group of people who represent a cross-section of the potential

consumer categories are shown the commercial and asked to give their views on specific

elements of the content and on the creative approach used.

• Another way of carrying out this technique is by approaching each individual member

of this group separately at their respective residences.

• The opinions and views of each member are collected and a collective view is later 
obtained to get a representative opinion



ii) Matched Samples

• Two or more groups of persons comparable in respect of parameters such as age, sex

income, occupation, behavioral characteristics, and product usage as relevant to the research problem,

constitute matched samples.

• Under this technique, a change is made in any one element of the advertisement like, the

theme, slogan, headline, visual etc., or one element is changed and the same.

• One advertisement is shown to one group and the other to the other group. Thus, the effect

of the changed element is understood.



(iii) Portfolio Tests

• This technique is also known as the recall or impact test.

• Under this technique, a portfolio containing test advertisements or one test advertisement

among several control advertisements is placed in the hands of the respondents who are asked to read

the advertisements, taking as much or as little time as they want.

• These respondents are interviewed after they have finished reading the advertisements.

• After this, the performance of one advertisement as compared to another is evaluated based

on the recall of the respondents.

• The respondent is asked one question after another and the answers determine which

advertisements are remembered and which features stand out.



iv) Storyboard Tests

• Storyboard test is a test that is similar to portfolio test. However, a portfolio tes is

used for testing the effectiveness of advertisements using print media whereas storyboard

tests are used for measuring the effectiveness of film/television advertisements.

v) Use of Mechanical Devices

• Sometimes, mechanical devices are also used to test copy.

• Some of the devices used are as under.

(1) Eye-movement Cameras

• These are devices that record the amount of time subjects spend looking at

advertisements and the path of the eye as it travels from one element of an advertisement to

another.



2) Pupillometric Devices

• These record the changing dilation of a subject's pupil while viewing a

print advertisement or an advertising film.

• These changes give an indication of the attention value of an

advertisement and the related emotional responses.



2. Post-placement Evaluation of Advertising

• Post-tests measure the impact of the message. They seek to discover which

advertisements and what elements of various advertisements get the best response, what

position produces better results, what medium or issue of a medium pulls better, or how

well a whole advertising campaign is progressing. They provide information on whether a

brand name or the selling theme of a given advertisement or advertising campaign has

penetrated the reader's mind, and the extent of the penetration.



• Post testing measure the following:

Measure of Audience Exposure

• In order to be effective an advertisement must gain exposure. Exposure is the

number of target consumers who see or hear the advertiser's message. Without exposure the

advertising is doomed for failure.

Measuring Attitudes and Attitude Change

• Advertising is aimed at creating a favorable impression for a company and its

products .

• One of the techniques used to measure the effectiveness of an advertisement after its

release in the media is by measuring the changes in the attitudes of the audience towards the

product or the company.

• Has the desired attitude change taken place or not? Various types of attitude

measures are used to answer this question.



(a) Direct response by mail or telephone orders

• The measurement of the effectiveness of advertising through an increase in sales is

possible when the advertisement is so designed as to complete the entire safes transaction. This

is what happens in mail order selling.

• Each advertisement is expected to bring in specific orders for products advertised.

• The number of such orders received becomes a ready means for evaluating what the

advertisement has achieved.



UNIT- 2: Copy and Media Decision



1. Direction Action Objective

• When the objective of ap advertisement is to cause a direct action, it is known as

direct action objective. Direct action means direct action on the part of the consumer. Thus an

advertisement is said to have a direct action objective when the consumer responds to it as

soon as he sees the advertisement. That is, he decides to do what the advertisement is asking

him to do.

Objectives of an Advertising Copy

2. Indirect Action Objective

• When the advertisement copy is so created that its objective is to establish a favorable

attitude of the prospects towards the company, so that this attitude in future leads to buying

action, the advertisement copy is said to have an "indirect action objective".

• This kind of an advertisement copy imprints the name of the company, its products and

brands on the mind of the prospects in such a way that whenever in future a purchase action is

undertaken, the products of the company are chosen above its competitors.



Features Elements of a Good Copy

. It should be brief

• The advertisement copy should be brief yet effective. Most of the readers are

interested in shorter advertisements.

• Advertisements should not be longer than necessary.

2. It should be clear

• A good advertisement copy should be clear. A clear copy is one that is easily and quickly

understood by the readers.

• The copy should be self-explanatory.

• The clarity of the copy is affected by using words whose meanings are not understood by the

readers, by using incorrect words or the use of ambiguous phraseology. Thus care should be

taken to see that such words and phrases are not used.



3. It should be apt

• An apt copy is one that matches the needs of the prospects.

• The copy will be more effective if the product features that it portrays match the needs of the

prospects.

• Writing an apt copy is the art of putting words that create a strong desire to possess the product.

4. It should be personal

• A copy in order to be effective should have the personal touch. This comes by using words like

you and yours.

• Instead of delivering a common message like "Dettol guards health", a personal message like

"Guard your health with Dettol" will work better.



5. It should be honest

• The advertisement copy should avoid dishonest statements and should be truthful.

• One of the sure ways of winning the many good customers is to talk of the limitations of the

product directly. Thus manufacturers of textiles should admit to colour fading or shrinkage to a

certain extent.

6. It should conform

• Every advertisement copy should conform to standards, rules and regulations acceptable to the

advertising media and the laws of the land.

• Everywhere in the world. no copy is acceptable to any media that offends morality, lacks decency

and inflames religious susceptibilities of the people.



Types of Advertising Copy

1. Institutional copy

• An institutional copy is one whose main aim is to build up a reputation for selling

house or its departments It is one that invites the prospects to check the selling outlets at

the their convenience, and to verify the policy superiority of the company over its rivals.

customer services, conveniences and the superiority of the company over its rivals.

2. Reason to copy

• Here is a reason why copy provides various reasons as to why a particular product

or service offered by the advertiser should be bought.

• By stressing on the various points of product superiority, it endeavors to convince

and persuade the reader in preference of the rival product.



3. Human interest copy

• A human interest copy appeals to the emotions and the senses rather than the intellect and

judgement.

• Sympathy, affection, love, fear, humour, curiosity and other emotional appeals are used in this copy

(a) Humorous copy

• A humorous copy fully exploits the sense of humour. This copy elicits fun, mirth and laughter.

• Humour can be successfully used for creating a good copy. However it should be used carefully as 
various people have different sense of humour. To some gross humour might appeal.



(b) Fear copy

• Fear is something we all feel at one time or another in our lives. Once aroused, it can

haunt our lives, real and imaginary.

• Fear basically results in a feeling of insecurity about selves, our loved ones and our belongings.

c) Story copy

• Narrating a story to inculcate certain values is a technique that is as old at mankind. In the

story copy tool, the advertiser uses a story to get people attracted towards his product.

• The product or service offered by the advertiser forms the central theme of the story.

• An advertisement copy to be a story copy must be capable of creating a dramatic and vivid impact

about the product, service or the advertiser.



(d) Predicament copy

• A predicament copy usually overlaps the other three kinds of human interest copies.

• Such a copy highlights a consumer predicament, discovers solutions, resolves the predicament

and then suggests the product use.

4. Educational copy

• A copy that is designed to educate the prospect is known as an educational copy.

• This kind of a copy is used to inform the prospects about a new product that has been introduced in

the market or it may inform the prospects about the changes made in an existing product.



5. Suggestive copy

• A suggestive copy tries to suggest or pinpoint or convey the message of the advertiser to the

readers. Such a copy may be a direct suggestive copy or an indirect suggestive copy.

(a) Direct suggestive copy

• A direct suggestive copy makes statements about the product or service straight to the target

audience.

• It appeals to the prospects directly. However it does not tell him or her to buy the product.



b) Indirect suggestive copy

• Such a copy does not address the reader directly. It talks on behalf of the reader and the

reader is supposed to grasp it in his own interest.

• In other words, it suggests to him indirectly to buy the product or service advertised. 

6. Expository copy

• An expository copy is totally opposite of the suggestive copy. It reveals what the suggestive

copy conceals.

• It is so open that facts are given in very simple and clear way so that there is no need for

interpretation.

• The information given is so clear and concise that it does not stress the brain of the reader at

all. Even for a man or woman of below average understanding a cursory glance is enough to perceive,

pick and act.



7. Scientific copy

• In this copy, the technical specifications of a product are explained. The merits of the

product are described in scientific terms.

• It gives a conviction value to the copy. Basically drugs and medicines are sold through

scientific copy.

• The data inspires confidence both among the lay people and the professionals

8. Topical copy

• When the copy is integrated to a recent happening or an event, it is said to be a topical

copy. Mostly political events, national sports, world events, parliament news all get extended to

the advertisement copy.

• These days many advertisements portray Miss Worlds and Miss Universe and 'Crorepati'

of Kaun Banega Crorepati.



Components of Advertising Layout

• The structure of an advertisement is made up of the following components.

• Let us here study each of the components or elements of the layout in brief.

1. Background 8. Product

2. Border 9. Price

3. Caption 10. Slogan

4. Decoration 11. Space

5. Heading 12. Sub Heading

6. Illustration 13. Text

7. Mascot



Media Plan/Media Planning Process

1. Market Analysis/Target Market Study

• The first step in media planning is the gathering of useful data about the target market or

audience to be reached through advertising.

• The more detailed and specific the data available on the target market, the more

appropriate will be the selection of the media.

• The advertiser must have a full understanding of the target market.



(a) Demographic Data

• Is a population data regarding age, sex, income, religion, language etc, of the target audience.

(b) Psychographic Data

• Is a psychological data about the lifestyles of the various segments of the population, their varied

cultures, beliefs and tastes.

(c) Consumer Profile

• Is the tastes and preferences of the target audience with reference to different products and in

particular, to the specific product or brand that is to be advertised.

(d) Media Profile

• Is the media habits and preferences of the target market/audience.

• Newspapers, magazines, radio, television and other media, each has a different coverage.

• National dailies have different readership from the local or regional readers.



2. Deciding the Advertising Message/Copy Formulation

• The second significant step in media planning is to decide upon the nature of the message

to be conveyed to the target market. However, this decision can be taken only after the target

audience/consumer profile has been understood perfectly.

• The message or the copy is decided in the light of the consumer behaviour or motivation

that is intended to be influenced.

3. The Marketing Media and the Target Group/Media Objectives

• Once the target audience has been analyzed and the copy is ready, the next step is to

search for right media keeping in mind the media profile of the audience.

• For example, if the target audience is the youth, then, that media should be chosen that

has reach vis-a-vis the youth.



4. Developing and Implementing Media Strategies

• The fourth and final step in media planning is deciding the media vehicle or vehicles

based on the reach, the frequency and the size of the advertising budget.

• The media vehicle' may be an individual newspaper or magazine or radio programme or

T.V. serial or video film to be used for exposing the advertisement.

(a) Type of Product

• The type of product and services to be advertised also determines the media to be

selected.

• Industrial products and new products of a technical nature are advertised through

'purchase' magazine.

• Products for exports are advertised in products from India' or the product finder.

• Fashion-wear is advertised in film, general or fashion magazines like Society, Stardust

Cosmopolitan, etc.



b) Characteristics of the Distribution channel

• The media of advertising chosen also depends upon the distribution channel.

• Distribution outlets may be classified into national, regional and local.

• When advertising is done on a national basis, using adequate national media, the product

should be made available nationally.

Difficulties in Media Planning

1. Detailing and Matching of Media with Marketing Objectives .

• The first and foremost difficulty is around the contemplative phase where the media

planner conducts a detailed appraisal of each medium and measures its advantages and

disadvantages along with the attributes of the product and its marketing objectives.



2. Lack of Information

• Another challenge in media planning is the scarcity of information about the various

market segments and target market.

• This lacuna of target market data makes the task of media planning even more

difficult.

• The marketer has to start from 'ground zero' to research the target segment with little

or no secondary data available.

3. Inconsistent Terms

• The next difficulty is in context with the discrepancies between the language and

terms of internal strategic research team and the language and the terms of external media

research.

• The larger the difference, the more difficult the task becomes for the marketer as his

initial research findings were in proper synchronisation with the strategic intent of the

company, which is obviously not incorporated by the mass media while they are showcasing

their findings.



4. Severe Time Pressure

• Another difficulty that the media planning team faces is that of time constraints and

pressures.

• The media planning team has too much to do in a very limited time frame.

• They have to evaluate the various media vehicles available followed by evaluation of their

pros and cons, then evaluation of the success of the product when a particular media vehicle is

used, the cost factor also need to be considered, so basically a lot of work in a very short time frame

is expected from the media planning team.



5. Difficulty in Measuring Effectiveness

• The effectiveness of the media planning is very difficult to measure as a lot of factors play a

role in the success or downfall of an advertisement campaign. It is very difficult to trace the extent to

which the media planning has been effective.



UNIT- III- Promotion Management



Promotion – Definition, Purpose and Importance

Promotion is defined as the coordinated self-initiated efforts to establish channel of information and

persuasion to facilitate or foster the sale of goods or services, or the acceptance of ideas. Thus

promotion is persuasive communication to inform potential customers of the existence of products, to

persuade and convince them that those products have want satisfying capabilities. Promotion offers the

communication of the benefits to consumers who buy a bundle of expectations to satisfy their

economics, psychosocial wants and desires.

1. Reminding Act – When the target market has already been persuaded of the product’s benefits, the

marketing communication serves the purpose of reminding the consumer, so that while assessing the

options for consumption, the consumer considers the product. Rewinding act of promotion helps to

trigger the customer’s memory.



4. Persuading Act – It is done to induce desired favourable behaviour from the consumer.

Persuasion normally becomes the main promotion goal when the product enters the growth

stage of life cycle. By this time the target market should have general product awareness and

some knowledge of how the product is fulfilling wants. Hence, the promotional nature

switches from informing consumers about the product category to persuading them to

purchase.

3. Interpersonal Element – Marketing communication serves as a central element of the way

in which people relate to and cooperate with each other and attending the interpersonal

event which is the building block of society. Along with sending and receiving information in

order to cooperate individuals are constantly communicating their self-images to all around

them.

4. Human Skill – Marketing communication serves as a human skill as it is concerned with

the state of mind of the communicator and with the state of mind of the person intended to

receive the communication. Communications objectives are often specified as outcomes of

attitude change.



5. Constant Activity – One of its important feature is that it is a constant activity. It is a universal and

essential feature of human expression and organisation.

6. Information Transaction – It is information transaction as it is related with sending and receiving

knowledge, ideas, facts, figures, goals, emotions and values, a ceaseless activity of all human beings,

and therefore also of all human organisations.

7. Differentiating Act – Marketing communication try to keep out competing products from

consumer decision-making by making promoted product more attractive and a closer match to their

needs.



Factors Affecting Promotion Mix

1. Nature of the Product:

Promotion mix will vary according to the nature of the product. Consumer goods require mass

advertisement. But industrial goods require personal selling, advertising, displays etc. Complex and

technical products like computer need personal selling.

2. Nature of the Market:

For industrial market, advertising plays an informative role, but for consumer market it plays as

informative as well as persuasive role. The promotion strategy varies with the target groups depending

on age, sex, education, income, religion etc.

3. Stages in the Product Life Cycle:

The marketing objectives and strategies are different at each stage of the product in its life cycle. During

the introductory stage intensive advertising and personal selling are required for effecting product

awareness.



4. Market Penetration:

A product having good market penetration is well-known to the buyers. In that situation,

middlemen are motivated to spend more an advertising.

5. Market Size:

It there is limited number of buyers, direct selling is enough. But if the market size is large the

promotional tool is mainly advertising.



Methods of Budget Allocation

One of the most difficult marketing decisions facing companies is how much to spend on

promotion. It is not surprising that industries and companies vary considerably in how much

they spend on promotion. It is important to determine sales promotion budgets before

resorting to sales promotion activities. The resources and sales potentials are estimated before

the formulation of budgets. Sales promotion budgets should be adequate so that they achieve

the promotion objective.

Affordable Method

Many companies set the promotion budget at what they think the company afford. This method of

setting budgets completely ignores the role of promotion as an investment and the immediate

impact of promotion on sales volume. It leads to an uncertain annual promotion budget, which

makes long range market planning difficult.



Percentage of Sales Method

Many companies set their promotion expenditures at a specified percentage of sales or of the

sales price. Automobile companies typically budget a fixed percentage for promotion based

on the planned can price. A number of advantages are claimed for this method.

(i) The percentage-of-sales method means that promotion expenditures are likely to vary with

what the company can afford – which satisfies the financial managers, who feel that expenses

should bear a close relation to the movement of corporate sales over the business cycle.

(ii) This method encourages management to think in terms of the relationship between

promotion cost, selling price and profit per unit. The major drawback of this method is that it

does not provide a logical basis for choosing the specific percentage except what has been

done in the past or what competitors are doing. It also does not encourage building up the

promotion budget by determining what each product and territory deserves.



Competitive – Parity Method

Some companies set their promotion budget to achieve share-of-wice parity with their

competitors. Two arguments are advanced for this method. One is that the competitors‟

expenditures represent the collective wisdom of the industry. The other is that

maintaining a competitive parity helps prevent promotion wars.

There are no grounds for believing that the competition knows better than the company 
itself what it should be spending on promotion. Company reputations, resources, 
opportunities, and objectives differ so much that their promotion budgets are hardly a 
guide.



➢➢ Objective-and-Task-Method

The objective-and-task method calls upon marketers to develop their promotion budgets by

defining their specific objectives, determining the tasks that must be performed to achieve

these objectives and estimating the costs of performing these tasks. This method has the

advantage of requiring management to spell out its assumptions about the relationship

between rupees spent, exposure levels, trial rates and regular usage.

Strategic Approach

The kind of promotional mix employed determines the promotional strategy. Generally speaking a particular

combination, type or amount of sales promotion, personal selling, publicity and advertising are brought in to

the promotional mix, which becomes the promotional strategy in the course of implementation. The

marketing strategy as much guides the determination of the promotional strategy, which may be divided into

sale promotion strategy, personal selling strategy, publicity strategy and advertising strategy. The strategies,

sustaining promotional strategy, developmental promotional strategy or promotional appropriation.



i) Push and Pull Strategies

The push and pull promotional strategies may be used to enhance sales. The push strategy

concentrates on middlemen or retailers who push the sale of the product to the final consumers.

This strategy covers cooperative advertising, attractive terms of sale, coupons and discount facilities.

The pull strategy is directed toward the final buyers. It persuades the buyers to go to the sellers to

buy. Sales promotion, particularly customer promotion, is an important form of the pull strategy.

Customer promotion, may call for the offer of samples, money-refund offers, prices-off, premiums

and so on. The push strategy asks the sellers or retailers to attract the layers. Trade promotion is thus

the main form of the push strategy. Trade promotions refers to buying allowances, free goods, co-

operative advertising, push money, sales contests and so on. The marketing manager has to adopt

both these strategies to promote sales.



➢ Features of Pull Strategy

Pull strategies depend upon mass communication. Products are literally pulled by

buyers through the channels on the basis of mass promotional efforts. In a pull

strategy, the product is pulled through the channel by creating end- user

demand. Customers force retail shops to stock those mass- promoted products.

In turn, retailers demand the highly advertised product from wholesalers. The

firms having well- known brands can exercise control over channels through pull

promotion strategies. Personal salesmanship plays a secondary role in pull

promotion. Marketer rely on intensive distribution. Dealer margins are also lower

in pull promotion.



➢ Features of Push Strategy

Industrial marketing strategies are mostly the push type strategies relying primarily personal selling. Also

in the sale of medical products and in life insurance, marketers have to employ a lot of salesmen to call

on physicians and prospects for life insurance. In push type promotion, personal selling expenses are

considerable and dealer margin is also higher. In this, after – sale service is also important and marketers

rely on selective distribution. Push strategy can be successfully used when:

1. We have a high quality product with unique selling points.

2. Where we have a high priced product.

3. We can offer adequate incentives (financial) to middlemen and their salesmen.



UNIT-IV ONLINE ADVERTISING



Online advertising, also known as online marketing, Internet advertising, digital advertising or

web advertising, is a form of marketing and advertising which uses the Internet to deliver

promotional marketing messages to consumers. Many consumers find online advertising

disruptive and have increasingly turned to ad blocking for a variety of reasons.



Interstitial

An interstitial ad displays before a user can access requested content, sometimes while the

user is waiting for the content to load. Interstitial ads are a form of interruption marketing.

Text ads

A text ad displays text-based hyperlinks. Text-based ads may display separately from a web

page's primary content, or they can be embedded by hyperlinking individual words or phrases

to the advertiser's websites. Text ads may also be delivered through email marketing or text

message marketing. Text-based ads often render faster than graphical ads and can be harder

for ad-blocking software to block.

Search engine marketing (SEM)

Search engine marketing, or SEM, is designed to increase a website's visibility in search engine 
results pages (SERPs). Search engines provide sponsored results and organic (non-sponsored) 
results based on a web searcher's query. Search engines often employ visual cues to 
differentiate sponsored results from organic results. Search engine marketing includes all of an 
advertiser's actions to make a website's listing more prominent for topical keywords.



Search engine optimization (SEO)

Search engine optimization, or SEO, attempts to improve a website's organic search rankings

in SERPs by increasing the website content's relevance to search terms. Search engines

regularly update their algorithms to penalize poor quality sites that try to game their rankings,

making optimization a moving target for advertisers.[58][59] Many vendors offer SEO services.

Sponsored search

Sponsored search (also called sponsored links, search ads, or paid search) allows advertisers to

be included in the sponsored results of a search for selected keywords. Search ads are often

sold via real-time auctions, where advertisers bid on keywords. In addition to setting a

maximum price per keyword, bids may include time, language, geographical, and other

constraints. Search engines originally sold listings in order of highest bids. Modern search

engines rank sponsored listings based on a combination of bid price, expected click-through

rate, keyword relevancy and site quality.



Social media marketing

Social media marketing is commercial promotion conducted through social media websites. Many

companies promote their products by posting frequent updates and providing special offers

through their social media profiles. Videos, interactive quizzes, and sponsored posts are all a part

of this operation. Usually these ads are found on Facebook, Instagram, Twitter, and Snapchat.

Mobile advertising

Mobile advertising is ad copy delivered through wireless mobile devices such as smartphones,

feature phones, or tablet computers. Mobile advertising may take the form of static or rich media

display ads, SMS (Short Message Service) or MMS (Multimedia Messaging Service) ads, mobile

search ads, advertising within mobile websites, or ads within mobile applications or games (such as

interstitial ads, "advergaming," or application sponsorship). groups such as the Mobile Marketing

Association have attempted to standardize mobile ad unit specifications, similar to the IAB's efforts

for general online advertising.



Email advertising

Email advertising is ad copy comprising an entire email or a portion of an email message.

Email marketing may be unsolicited, in which case the sender may give the recipient an

option to opt out of future emails, or it may be sent with the recipient's prior consent (opt-

in). Businesses may ask for your email and send updates on new products or sales.

Chat advertising

As opposed to static messaging, chat advertising refers to real-time messages dropped to users on

certain sites. This is done using live chat software or tracking applications installed within certain

websites with the operating personnel behind the site often dropping adverts on the traffic

surfing around the sites. In reality, this is a subset of the email advertising but different because of

its time window.



Online classified advertising

Online classified advertising is advertising posted online in a categorical listing of specific products or

services. Examples include online job boards, online real estate listings, automotive listings, online

yellow pages, and online auction-based listings. Craigslist and eBay are two prominent providers of

online classified listings.

Adware

Adware is software that, once installed, automatically displays advertisements on a user's computer.

The ads may appear in the software itself, integrated into web pages visited by the user, or in pop-

ups/pop-under. Adware installed without the user's permission is a type of malware.



Affiliate marketing

Affiliate marketing occurs when advertisers organize third parties to generate potential customers

for them. Third-party affiliates receive payment based on sales generated through their

promotion. Affiliate marketers generate traffic to offers from affiliate networks, and when the

desired action is taken by the visitor, the affiliate earns a commission. These desired actions can

be an email submission, a phone call, filling out an online form, or an online order being

completed.



 Pre-requisites of On-line Advertising

1. Develop Relevant and Valuable Content

Content is king in the world of digital marketing. On the other hand, it should always add value, be

so convincing that it gets your customers talking, and so good that it needs to be shared with others.

A few examples:

• Provide high-quality infographics that drive traffic and generate connections to your website.

• Publish free guides or white papers that help your clients without giving away your proprietary

processes.

• Make interviews with Key opinion leaders and other recognised experts available an easy way to

build great content while positioning you as the go-to professional.



2. Optimise your Website with SEO

Successful digital marketing needs you to be updated with the changing demographics and informed

about your customer's behaviour and preferences Steps to be a successful SEO:

• Know your target audience and the kind of information they normally search for.

• Identify the most important keywords and use them to optimise your website.

Continually reassess and improve your SEO.



3. Initiate Dynamic Customer Interactions across Various Social Channels

Unless you use your digital marketing resources to involve your customers in productive communication, it

can be hard to capture their attention. You need to:

• Broaden your reach and promote your content through social media.

• Grow your subscriber base and change site traffic into leads.

• Nurture your leads and leverage customer loyalties through word of mouth.

• Keep the conversations going.



4. Transform your digital marketing with mobility

The use of mobile platforms is changing customer behaviour and giving us new and unmatched

digital marketing opportunities. A few examples of mobile tools

• SMS alerts

• QR codes

• Mobile website optimization

• Apps

• Augmented reality

• Location-based advertising



5. Utilise Big Data to make Better Digital Marketing Decisions

Consumers use many digital and social mediums, and communicate with these in several

different ways and for different reasons, which considerably affects your digital marketing

strategy. If used properly, big data can help you to

• Leverage new tools and technical know-how to involve your customers, subscribers and

viewers across all channels.

• Increase the conversion rate of lead-to-client with customer relationship management,

automation management, reporting and data governance.



Types of Internet Advertising

1. Website Banner Advertisements .

• Web Banner Advertising is a type of Internet advertising whereby you pay another website

"X' amount to display an advertising banner on their website for a certain length of time.

• The web banner links directly to your website, tempting visitors away from theirs and onto

yours.

• Sometimes, advertising on another website in the form of a banner advertisement can yield

a fairly good return. However, advertising on a website that has little or nothing to do with

your target audience involves high levels of luck to convert any sales, producing little to no

return on investment (ROI).



2.Sponsorships

• If you 'sponsor a section of a site you can integrate your advertising message and

branding elements a bit more unobtrusively than you can with just a banner at the top.

• You might also be able to have your regular ads and have these cool pages sponsored by

appear on the pages you're sponsoring. Thus, you may get more exposure and closer

integration with content.



. Rich Media

• Right now, this term seems to mean a more or less normal-sized banner ad that uses

Java, HTML or any other software to make the advertisement have dropdown boxes,

wiggly bits sound on mouse-over, small games etc.

• Both visitors and sites like them because you don't have to actually leave the site to

interact with the banner. Click-through on such advertisements can be quite high.



4. Text Link Exchanges and Paid Link Advertising

• In more recent times, link exchanges have become quite popular. The general idea is, two

like-minded websites exchange a contextually based link (text link), normally placed on a

dedicated resources page which is linked from every page of the site.

• Webmasters will approach another website of a similar theme to ask if they would

exchange a link. The link can provide traffic from one site to the other.



5. Keyword Advertising

• This can be quite effective. What you do is pay a search engine, directory or site to have

your ad or link to your site pop up first when someone does a search on the keywords

you buy.

• When someone does a search using the word 'scales, your matter comes up on top of

the list and/or your banner ad is at the top of the page. The best searched words like

'sex' and 'air transport are usually sold out or very expensive.



6. Coupon Deals

• Web Advertisements carrying digital coupons that give you special deals for ecommerce

purchases or printable coupons provide the advertiser the opportunity to do all the wonderful

and horrible things traditionally possible with coupons, but now you can do it on the Web.

• Airlines are using these to increase their air traffic.



7. Pay per click or Pay per Sale

• Some sites sell space to advertisers. The advertisers have their banners or rich media

advertisements on sites on which they have hired space.

• The advertiser pays the site only when someone clicks upon the banner or gets to

the target site and buys something.

8. Pop-up and Pop-under

• Pop-up and Pop-under are simply the forms of internet advertising available.

• A Pop-up displays an advertisement of a website in a new window when you visit another site;

a Pop-under inserts the advertisement under the page you are. viewing so that when you close

the window down, you are presented with it.



 Internet Advertising Today

• The customer today, unlike yesteryears is a smart and sharp minded person, he

knows a great ad as soon as he sees one, but getting that ad across to right kind of

people at the right time is a task in itself.

• As there is innovation in advertising technology it is leading to obsolescence of old

tactics, and is also opening up new opportunities to reach the target audience.



1. Mobile Video Advertising

• Mobile video consumption is growing rapidly and providing advertisers with a way to reach

consumers when they are paying attention .

• With the evolution of smartphones and tablet video consumption has grown by 400

percent and now accounts for more than 30 percent of all online videos played, according

to Ooyala's Global Video Index.

• This trend has been assisted by the expansion of super fast 3G and 4G networks. The

popularity of phablets' (large-screen smartphones) also mirrors the growing importance of

mobile video.



2. Smart Phone apps. Advertisement

• Smart Phone apps advertising is a form of advertising through mobile phones or other

mobile devices.

• It is a subcategory of mobile marketing. It is estimated that by ads on mobile apps

account for 30% of all mobile advertising revenue in 2014, and will top $4.6bn in 2015,

and over $6.8bn by the end of 2019.

• It is very much possible that advertisers and media industry will take account of a

bigger and faster growing mobile app market, though it remains at a meager 1% of

global advertising spend.



Social Media Advertising

• With the social media apps and super-fast internet connections the social media has become

a hot spot for advertisers who are searching for their target customers Social networks like

facebook, Twitter, whatsapp etc have been a great source of advertising vehicles.

• Infact some businesses thrive only on the basis of social media advertising as it is free and

has a great reach.

4. Search Engine Marketing (SEM)

• Search engine marketing is a type of marketing that seeks to promote websites by increasing

its visibility in SERPs (Search Engine Result Pages).

• SEM tactics include contextual advertising, paid placement, and paid inclusion, at times it

also includes free SEO (Search Engine Optimization) techniques to drive placement of their

ads.



5. Affiliate Marketing

• Affiliate marketing is a type of online advertising where the advertisers place his campaign with a

potentially large number of publishers, who are paid media fees only when the advertiser receives

traffic on his website.

• This is usually accomplished through contracting with an affiliate network.

6. Blog Advertising

• These days most of internet users have blogs, these are personal blogs through which they try to

advertise their products to make profit. This strategy works if you manage to produce something

different with your blog which can attract the readers.

• Blog advertising is best fit for new launches, new products, and newsmakers.



Benefits of Social Media Marketing

1. Brand Recognition

• One of the major benefits of using Social media marketing is that it acts as brand building tool

for various companies including startup firms, as well as small, medium and large

corporations.

• Social media marketing gives companies opportunities to build a strong positioning in the

market and as well as create a brand awareness and brand visibility for the company and its

products.

2. Boost Website Traffic

• Social media is said to be the primary source for generating e-commerce traffic. It is one of the major

platform that help companies attract and generate traffic.

• When companies share a blog post, videos or any kind of content from the website, it creates

curiosity and reason for audiences to click through and visit the company. Hence, Social media

marketing is a beneficial tool to convert traffic into business opportunities.



3. Connect and Engage with Target Audience Consistently

• Social media marketing is a powerful way for businesses of all sizes to reach prospects

and customers. It helps companies connect with the target audience directly.

Companies can interact and engage with their customers, get real-time feedback, and

provide better customer experiences.

4. Cost Effective

• When compared with traditional marketing, social media marketing is anything

cheaper and far more effective tool of marketing. For an advertising strategy social

media marketing is possibly the most cost-effective way of promotion.

• Social media marketing has no geographic and physical boundaries as well are not at

all time constraint with respect to connecting with customers anywhere and anytime.



5. Customer Feedback

• Knowing what your customer thinks about your brand and what exactly the need in a

product can act as an important data to help companies build superior product

offering Collecting feedback allows companies to know what customers think about

their brand, service and product.


