ADVERTISING INDUSTRY

Which toothpaste do you use? Have you seenitsadvertisement?1f therewasno
advertising, how will you know that thisbrand of toothpasteisbeing sold inthe
market?Ads provide uswith information about new products. Advertising asa
medium of information can bevery powerful. However wrong advertising can
reducethe sales of aproduct. Arethere any adsthat you find annoying?Inthis
lesson, youwill learn more about theworld of advertising and what makesagood
ad campaign.

@ OBJECTIVES

After studying thislesson, youwill beabletodothefollowing:

explaintheprinciplesof advertisng;

e identify key concernsinadvertisng planning;

e listtheguiddinesgoverningthead industry;

e describethemain componentsin the structure of an ad agency;
o differentiatebetween advertisng and publicrelaions.

18.1 PRINCIPLESOFADVERTISING

Doyoulikegoingtothemarkets? Peopleoftenliketo buy new thingsbut advertisers
and ad agenciesbdievethat customers have needsand desires, which arefulfilled
through sale and purchase of goods. Do you likewatching/ reading ads? Do you
know that alot of thought goesinto creating even asmall advertisement?

Therearesomebasic principlesthat all ad producerskeepin mind when creating
an advertsement.

Peopl e have some basic needs— physiol ogical, safety, love, esteem and self —
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envy, fear and anxiety about one' s status and appearance.

Thekey principleisto gain the attention of the consumer . Thiscan bedone by
workingwith size, colour, visuaization, dogan etc.

Notes

Fig 18.1

Theadsstimulatedesire. They try to make peoplewant the specia product that is
being advertised. They makeyou fed special, exclusiveor ‘cool’.

j Activity 18.1

Make a list of 10 ads that make the reader/ viewer/ listener desire
the product being advertised.

Theadsalsoimpart conviction. They put on ashow of certainty and surety.

For example, thead might say that , if you use Fairglow fairnesscreme, youwill be
successtul!

SOME IMPORTANT ADVERTISING TERMSTO REMEMBER
Jingle

A jingleisarhyming song used to advertise aproduct. These can betraced
back to 1923 around the time commercial radio cameto the public.

Spot
A spot isan advertisement on audio/visua mediumssuch atelevision, radio,
cinemaor cabletelevison.

Consumer
A consumer isaperson who usesany product or service.
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INTEXT QUESTIONS18.1

1. Maichthefollowing sentences:

) classfiedads a) personusingaproduct or service Notes
i) display ads b) advertisementonaudiovisud
mediums
iif) - consumer c) directbutdull.
iv) jingle d) brightandcatchy
V) spot €) rhymingsongusedto
advertiseaproduct.

5] Activity 18.2

Do you remember the ad jingle for Bajaj bulbs?

Jab main chota bachcha tha,
bari shararat karta tha.
Meri chori pakri jati,

Jab roshan hota Baja.

Now makean ad jinglefor anew brand of tubelights.

18.2PLANNINGANADVERTISEMENT

Whichisyour favouritead medium?Isit print, audio or video? How do you think
an adiscreated? In this section, wewill see how an advertisement is planned.
Sincethe cost of making anadisvery high, itisvery important for ad agenciesto
planthead campaignswell.

Somekey questions such asthefollowing are to be kept in mind.

e  Why does a company need to advertise? Does the company want more
peopleto buy aproduct; doesthe company want agood public image or
doesthe company want to introduce anew product?

o Whoisthetarget groupfor thead?Isit school going children, teenageboys
and girlsor officegoing women ?

e  What messageisto be conveyed through thead?Isit that the product isthe
best inthe market?1sit that the product isthe cheapest? Or isit that afilm
star usesthe product and soitisstylishto usethe product?
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Fig. 18.2: Product campaign

Whereisthetarget group located? Does one need to reach them through
print or radio or televison?Dothey liveinmetros, big cities, towns, or villages?

How will thead agency reach thispublic, thetarget group?Will it bethrough
abig ad campaign through FM radio? Will it be television, or will it be
language newspapers?

When and for how long will thead campaign run? Will it befor 6 months, 3
monthsor aweek?

How long should anindividud ad be? Oneminute, 30 secondsor 10 seconds?

What should bethelanguage of the ad?Will it be English, Hindi, regional
languagesor amix of severd languages?

What kind of visua's (peoplée/ objects) should be used in making thead?Will
it bevery glamorous people; will it be middleclasshousing? Or will it have
foreignlocations?

INTEXT QUESTIONS18.2

1.

List five pointsto be kept in mind while planning an ad campaign.
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18.3GUIDELINESFORADVERTISING Relations

Arethereadsthat makeyou uncomfortable? Do you think that sometimesadsare
not completely true? Thereare someimportant guidelineslaid down for ad makers
and should be kept in mind when producing an advertisement.

Adson cigarette, bidisand other tobacco products, a choholic drinksand Notes
other intoxicants cannot directly endorsethe product.

The adson aerated water (soft drinks) should contain adeclaration that it
containsnofruitjuicel fruit pulpandisartificialy flavoured.

Medicinal productsneed to get the script approval of the Drugs Controller
before broadcast.

Adscannot contain any exaggerated, exceptiona or mideading clam.

Ads need to conform to the Constitution of Indiaand cannot offend the
morality, decency and religiousbeliefsof people.

Adscannot beinsulting of any race, caste, colour, creed or nationality.
Adscannot provoke peopleto violence, crime or cause disorder.
Adscannot present criminality asdesirableor admirable.

Adscannot adversaly affect friendly relationswith aforeign state.
Adscannot be presented as news.

Adscannot portray women aspassive, weak or submissive.

|

1 INTEXT QUESTIONS18.3

o

b
1

Statewhether thefollowing statementsaretrueor false:

) Adsabout medicinal products need to get the script approval of the
FilmsDivision before broadcast.

i) Adsshould provoke peopleto violenceand crime.

i) Adsarenews.

Iv) Adscannot contain any exaggerated, superlativeor mideading clam.
v) Adscan portray two men as passive, weak or submissive.

vi) Companiescan show bidi and tobacco adson television.

vii) Adscannot beinsulting of any race, caste, colour, creed or nationality.

viii) Adscan promotelying and cheating.
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Activity 18.3

e Make an ad breaking the guidelines mentioned above. Keep the
following in mind:

It should be selling a consumer product liketea, washing powder, toffee,
oil, creme, soap etc.

Make a slogan or tagline. Make a jingle.
Enact the ad before your family or friends.

e How do you feel after creating such an advertisement?

18.4ADVERTISINGASA CAREER

Advertisngfield offersarangeof interesting careers—from executivework to one
with amore creative dimens on such as copywritersand visualizers. A career in
advertisement isquiteglamourousand at the sametimechdlenging withmoreand
moreagenciesopening up every day. Whether it’ sproducts, companies, persondities
or evenvoluntary organizations, al of them usesomeform of advertisnginorder
to beableto communicate with thetarget audience.

Advertising offersdifferent career paths:

e Peoplecanjoinateevison company, aradio station, anewspaper or magazine
and sell time or space to companieswho want to advertisetheir productsor
services.

e They canjoinamanufacturing company and work asBrand Managers.. Brand
managersplan, develop, and direct the marketing effortsfor aparticular brand
or product.

e People canwork with an advertising agency.
L et usstudy the structure of an ad agency.

STRUCTURE OFANADAGENCY

An ad agency employs peoplewith variousskills.
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Given below isthe structure of asmall ad agency. Relations
Owner/ President
CrestiveDirector MediaPlanner Notes

v

Market Research team

v v

Copywriter  Visualizer

Production in charge

DID YOU KNOW?

COPY: Thisismaterial (texts, songs, slogans etc. written by copywriters.
Themain purpose of thismaterial isto encourage consumer sto buy goods
or servicesbeing talked about. A good copy becomes an important aspect
of a successful ad campaign.

Somekey jobs:
e Creativedirector

Thisisasenior positionin an ad agency. The creative director coordinates
the copywriting and designing and hasto supervise the production of thead.

o Copywriters

Also cdledwordsmiths, copywriters producethewording of an advertisement.
All thewitty, sometimesemotiond and touching taglines, dogans, jingles, and
dialogues of famous ad campaigns are written by these hardworking and
cregtive copywriters.

Doyourecdl theDharaoil advertisements?

‘Dhara dhara — shuddh dhara...” This ad became very famous for its text
messages and images even among non Dharausers. Besides being bright and
talented, copywritershaveaflair for languages. They are good with producing
emotion throughwords.

e Viwalizers

They areartistswho create images based on what the copywriter has created.
Visudizersmay work with graphics, images, photographs, movingimageand sound.
To putit smply, thevisuaizersdesign thead. Whichisyour favourite ad these
days?What isit about thevisudization that you like?
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e Fredancer

A freelancer isaperson who worksindependently for people and hasno long-
term contract with any organization. Inanad agency, they canwork ascopywriters,
jinglewriters, radio announcers, artists, visuaizers, technical writersetc.

e Production-in-charge

Thisperson headsthe Production department, the sectionwhich employspeople
with diversetalents. Personsskilled in printing technol ogy, desktop publishing
(DTP) technol ogy, photography, typography, videography, and video and sound
editing work in thisdepartment.

e Mediaplanner

Thisperson prepares and all ocatesthe budget for the ad. She selectsthemedia,
decidesthefrequency, sizeand position of an advertisement. Sheishelped by the
market research team fromthead agency or research undertaken by anindependent
outsideagency.

e Market research

Have you seen peoplewho often visit other people’ shomes and want to know
whichtelevisonthefamily usesor which soft drink they prefer to consume. They
arefrom the market research wing of acompany, often an ad agency. Market
researchisthe processof systematically gathering, recording and analyzing data
andinformation about customers. Theinformation about customer likesand didikes
helpsin creating an ad campaign, launch anew product or service, improve
existing products and services and expand into new markets. Market research
can be used to determinewhich part of the population will purchase aproduct/
service, based on variableslike age, gender andincomelevel.

1INTEXT QUESTIONS 184
1. Choosethecorrect aternative:
i)  What doesacopywriter do?
a) makesphotocopiesof theads.
b) writesthemaindogan, taglinesand dialogue of thead.
C) usesthetypewriter.
ii)  Who headsthe ad team?
a) Credtivedirector

b) Market researcher
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c) Copywriter
d) Flmdirector
i) Whoisafredancer?

a) Someone who works independently and has no permanent

employment with one organization and gets paid according to the

work done, rather than amonthly salary.
b) Someonewhoworksfor free.

c) Someonewhoworksindependently inapermanent jobwithmonthly
sdlary and Provident Fund.

d) Someonewhohasalot of freetimein office.
iv) Whoisamediaplanner ?

a) onewhosdectstheclients

b) onewho sdectstheadvertisng media

c) onewho selectsthead egency

d) onewho selectstheresearchteam
v) Whoisavisualizer ?

a) onewhodesignsthead

b) onewhowritesthetextforthead

¢) onewho helpsinthe production of thead

d) onewho preparesthe budget for thead

18,5 DIFFERENCESBETWEENADVERTISINGAND PUBLIC
RELATIONS

Aswe have seen, advertisingisnot a‘ massmedia assuch. Neither ispublic
relations. They arenot like other mediaof masscommunicationliketelevision,
radio, cinema, pressand folk media. They are not mediating technologiesbut are
meansto get amessage acrossto potential consumers. You will be studyingin

detail about public relations inyour next lesson. However, asan introduction, so
asnot to confuse advertising with public relations, letslook at the differences
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between thesetwo:
Advertisement Publicrelations
e Advertisementispaidfor e Publicrelations (PR) isnot

paidfor directly.

o Advetissmentisdirectandexplicit. | ® PRissubtleandindirect.

e Peoplewill know immediately whatis | ® Peoplemay notimmediately

being advertised and whoisbehind the know who isbehind the PR
advertisement. exercisebut in PR community

service campaigns, the
company’s name is
publicized.

Lo

b JINTEXT QUESTIONS18.5
1. Statewhether thefollowing statementsaretrueor false:
i) Anadvertisementisusualy direct and explicit.
ii) Publicrelationsstand for Press Report.
iii) PublicRelationsinvolvesdirect advertising.
iv) A spotisarhyming song used to advertiseaproduct.
v) Publicrelationsisnot paidfor directly.

186 WHAT YOU HAVE LEARNT

—» Principlesof advertisng

e basic needsof the consumer

e grab attention of the consumer

e advetisngterms

Important concernsin planning an advertisement
e targetgroup

e mediumtobeused

e lengthof thead

e duration of thead campaign

e languageof thead

e Vvisuastobeused
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—» Advertisngindusiry Relations
e dructureandfunctions

e Quiddines

e Ccareer options

e copywriters Notes
visudizers

fredancers
mediaplanner
brand managers

market researchers

Difference between advertisng and publicrelations

18| 18,7 TERMINAL QUESTIONS

1) Explainthe important principlesof advertising.

2) What arethekey guiddinesfor good advertisng?

3) Describethestructureand functionsof an ad agency?
4) Differentiate between advertising and publicreations.

T
Fﬁ"" 18.BANSWERSTO INTEXT QUESTIONS

181 1. 1) (0

v) (D)
18.2 1. i) locationof thetarget group
ii)  mediumto beused
i)y lengthof thead
iv) languageof thead
V) visuastobeused

Vi) any other
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183 1. i) Fdse
i)y Fase
iy Fase
iv) True
V) Fdse
vi) Fdse

vii) True

184 1. i) (b)

185 1. i) True
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