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) There is 1ack of uniformity in advertising requirements. Lack
ity of publishers’ requirements with respect to rates, size,

form ty
of uf:)lf copy and s0 On.
e ) Se—— L
t)’p (6) Ncwspdper {ldwerllsmg 1S less popular in undcvcl(,)pcd
o where the masses arc illiterate, ignorant and poor.

trt y :
7) The pewsprint, that is, the stationery used is of inferior

(
ity- ; -

i {8) There is every possibility of duplication 1n newspaper
3dvefli5mg' For instance, In mctropou@an cities, newspapers have
morﬂm and evening editions. There is duplication of news and
adveﬂisemems. -

Magazines and Journals : Another media under press
media is magazines and journals. They offer selective
hroughout the country at a cost within reasonable budget

blished periodically at regular intervals, i.e., weekly,
Journals are

ertising
glation 1

ese are pu
monthly, quarterly or annually. Magazines and

read at Jeisure and 'wnh care :vhen the reader is mentally prepared to
receive the advertisements. it has a long effective life. From the
advertisers’ point of view, magazines may be classified under five

al Interest Magazines ; (ii) Trade Magazines ; (iil)

adv
cirC

groups (i) Speci . .
Technical Magazines , (iv) Professional Magazines; and (v) Regional
Magazines.
When Your Stomach looks like Foothall
due to Gas
3 a
Take Dabar Hingoli
; Gas Bhagai Naturally
' ]
Magazine Advertising

& m{gdvai;tages or Merits of Magazines and Journals - The following

'_?tdvantages of magazines and journals as an advertising media :
"msp(l) The life of magazine is considerably longer than thar of
ipapers. These are kept ready for wecks and months.

e ‘I@ Better reprodiiction of advertiserment than newspapers 1
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(3) Magazines are highly selective in nature ang |

circulation is avoided. | "
(4) Magazine advertising creates prestige, reputatioy

image of quality. ahg.
(5) The number of readers per COpY inocase of .

advertising is quite high. There is multiplicity of readership R

(6) Magazines are ideals for introducing new ideas
(7) Magazine readership is usually a leisurely home .,
for enjoyment, relaxation, and ‘with guards down’. ‘
(8) The priming, paper, colour combination arc more .y,
in case of magazine advertising than newspaper advertising dClyg
(9) Magazines reach specialised groups —convciienyy
effectively. '
(10) The cost of utilising magazines for advertising is quiic |y,
Disadvanta Demerits or Limitations of Magazine ong g,
Advertising : AS ared 10 newspaper advertising, the . !_‘,J/’m";“‘hax
journal advertising have the following disadvantages, deme € ang
limitations :
(1) The chief demerit of magazine advertising is its low flexjp)
(2) Preparation costs for magazine cOpy are usuall: ——- o
and sometimes exceed the cost of the space used in tradc TA2ine L"i!h
(3) The circulation is limited as compared to n |
advertising.
(4) It takes more time in printing etc. than  newspape
advertising. paper
(5) The size of magazines differs widely and hence 1he advertjse
has to prepare the copy of advertisement according to the size of inz
magazine and journal.
(6) Change in appeal cannot be effective quickly.

anq

IHS Or
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(7) Magazines have appeal only to certain classc: of Teaders
(8) Repetitive advertising does not have the same impact as in
newspaper.

(9) New products cannot be brought to the notice oi dualers and
consumers within a very short time.
- (10) For the advertisers who do not have national distibuton o
wide differences in distribution and salcs strength in ditferent market,
magazine advertising is sheer waste of money.

Q. 3. What do you understand by outdoor or mural advertisiog
media ? What are its forms ? Explain its merits and demerits
Or

What do you mean by mural advertising 2 Discoss its mer
and demerits.

its

Or

What is meant by outdoor advertising 2 What are
characteristics 7 Discuss its advantages and disadvan

1S [nilin
tages:




| adv&trsﬂglut of door which may be in the form of dp

—
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ping of Outdoor or Mural Advertising

yed outdoor Of mural advertising is the oldest

rﬁmains the most common media even today.

00 ng’ Outdoor advertising consists of a ¢

.ons, neon light signs, shoardings and
gﬁldﬁ;éﬁcn. This is also referred to as grzural'
g isting of a picture, are often placed on walls, parti
cinted directly on a wall or large photograph attac
™ 11, Small playcards or posters placed outside or ins
Wat T trams, delivery-vans, buses, railway carriages etc.
sw this category. _Thcj: new forrp of advertising by using ballo
e and smoke-writing in the sky is also a part of outdoor advertising.

g’lﬁ'wr advertising is not always argumentative but suggestive. The
offect

veness of such advertising materially depends on its positions.
e efore, outdoor advertisements must be placed in such a way as can
gmn by a lar_ge number of prospecti\z(; customers with ample
mﬂﬁcn The articles suited for such advertising are those which the
A ces can buy, such as food products, soaps, medicines, cigarettes
?111085, clothes and other domestic requirements. h

'L
L

Miain Characteristics of Outdoor Advertising

(1) Itisa widespread popular advertising media which makes the
g00ds and services of interest to mass appeal.

(2) It has a comparatively longer life.
(3) It has a high coverage.
v ‘ )

(4) Most outdoor advertisements are big and dominant, so it i
yery powerful eye-catching media.

(8) It is a very flexible advertising media so that the advertiser
wn retain sites where he needs them most. '-

(6) It is the oldest advertising media.

(7) It also consists of suitable and popular slogans which can be
wsily remembered by the prospects.

lipes, Forms or Kinds of Outdoor Advertising
Outdoor advertising may take any of the following forms

Gutdo(l) Poste:_'s. : This is the most common and popular form ‘ui‘
100fs Qi;_ advertising. These are exhibited on a hoarding or on walls,
tody ences, chimneys etc. A really commanding effect can be
E’es. L‘ed by posters which cost less than any otrher adverusing 111&;3151.
lictur 1§ the basis of all poster-advertising. ‘These mostly contain
upeg Advertising for a movie is done in this way. Even wherc no
epware used, the proper arrangement of lettermg Is important.
g gl F Should be simple, attractive and capable of telling 1ts story
i -%c_e.ﬁp osters alse give considerable scope for the use of suitablc
Wtae - 2CtIVE colours. Humour can also be used with advantage 1n
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(2) Advertising Board : These are.also posters which are kept 4
certain fixed places especially ‘at points where people ffequcnm
assemble, such as bus stops, railways, crossings etc. Generally thesg
advertising boards are made of metallic sheet enclosed N a woode,
frame and fixed with a panel having specified height at main Junctiop
These are fixed and well set with flood-lights.

(3) Vehicle Advertising : It refers to moving advertisement, |
consists of placing posters or playcards inside or outside vehicles Such
as trams, buses, taxies, delive

Ty-vans, railway carriages etc. The maj
advantage of this system is the small space available for such POSters
These posters are fairly sighted by the €yes and can be easily read. Thi
method is a very common media and is considered to be very effective
(4) Electric Displays and Signs - Signs illuminated by electricn

are today to be seen in large number in cities. This is the most modem
and the most attractive form

of outdoor display. It may consisi o
wooden letters studded with bulbs. Sometimes with a view to attra cting
the attention, coloured bulbs are used and the colours are changed
short intervals. Another devic

¢ used to attract attention is 10 turn o1
the light on each letter at a time to give the impression of the siff
being written by an invisible hand.

(S) Neon Signs : Th
various shades. These

number of electric bulbs,

(6) Sky Advertising (Sky writing) : Sky advertising is axwlfl;;’
moaern form of outdoor advertising. In’this form of advertising m¢t
an aeroplane writes the name of the Product or the producer in 1

= o = -1
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mostly in villages. One such show Bamily plannin, 720 of ",
who has large family, rejects th¢ "i‘,-c;ﬁ-’oﬁs Hen%a(ﬁi_mf”‘mn i
L e !hcr%eagﬁlcgﬂ%undve more births 1 e my |

: i 11S Wi : : . 1€ e Uy
ml}egfamiﬂ%‘vi‘c‘i SR RICS (M6 innovator jy, ;i !

L[, 7
Th are the most common forms ¢p '
i abovew ¢ dheie Wiy be other forms of \1¢ oy,
advertising, However, there may S Of this g,

% \'[11 i
advertising. Wi ; .
Advantagegs or Merits of Outdoor Advertising Media

(1) It has a wide coverage. _ |

(2) It is capable of gaining more attention of the Pubiic

(3) Outdoor advertising is more _usefu} for lOC_al dealer.
results can be more readily secured by using this form of advery;, ; il

(4) In big cities and high traffic areas, outdoor advertjsip, ]_\yz“
most effective form of advertising. ; & I8 b

(5) Outdoor advertising is more flexible. .

(6) It offers greater selectivity because it can pe used Joe, |
regionally or even nationally.

(7) It can be easily remembered.
(8) It is quite economical.
(9) It has comparatively long life.
(10) It is a very good media to stress brand names ang Packa
idﬂﬂtity. 43
Disadvantages or Demerits or Limitations of Outdoor Advertisiny |
Media :
The outdoor advertising media possess the followin
disadvantages, demerits or limitations and thu: is subject to criticism -

(1) It is subject to adverse reaction of the public on the groun
that the walls of the houses are used for writing outdoor advertisemen
even without the permission of the owner of the house.

(2) The message written under this type of advertising is 1o

brief.

(3) The exact effect created on Prospects is difficult to measure
(4) The language used in Writing on the wall advertisin g is usuall
defective and sometimes immoral too. It has an adverse effect on (|

! (5) The outdoor advertising is quite costlier in terms ('
Investment, "

|
|
(6) The outdoor advertising i« <a: . remindint|
activity. £ 15 said to be only the |

Q.4. What s meant by direct maij] - isi re n
advertising ? What a |

forms ? Explain its merits and demerits, : |

Or |

: understa |
. ‘Qt |
its ::ﬂ?tt;you . nd by direct mail advertising ? Dis®! |



TTemess sawARALR ELDY,

eaning of Direct Mail Advertising

Direct mail advertising, gag

the name indic;
spproach and hence referred 1o a5 dicates, is direct in its

W, Cassels, “Direct mail advcrtils?i:lrg Litﬂ dljls‘\;;m?;lngl.=A“0rdlng e
W. Y bt people about the ripht . > )8 using the letter box to tell
the right PEOP! dine (o0 R ENL goods, at the right time and in the
right way. Atc‘(,or m_g O NABEL Bartqn, “Direct mail advertising is the
use of the m_dl,! IO_{deh Prehelccted individuals with an advertising or
sales message.” It is one Qf the oldest and important advertising media
wherein the advertiser sends advertising messages direct to target
customers by mail. The message may be mailed in a variety of forms,
say, letters, circulars, catalogues, folders, brochures etc. which may be
informative, persuasive, reminding or ‘mail drop’ or door to door
distribution of advertising materials and samples. The ISBA Guide to
Direct Mail Advertising states that there are four types of direct mail
campaign—(i) the Direct, (ii) the Informative, (iii) the reminder, and

(iv) the Unlity. The direct type of direct mail seeks an immediate

response from the customer. In this case direct offer is made by

enclosures including a Cat_alogue or Pricelist, an Order Form and a

reply envelope. Product literature may be called informative direct

mail, the task being to educate the recipient about the product or

service. Reminder direct mail follows up earlier mailings. Supporting

material such as calendars, wall charts, samples, ring-files for data

sheets and so on are called Urnlity direct mail.

Characteristics of Direct Mail Advertising

The main characteristics of direct mail advertising are as follows :

(1) The object of direct mail advertising is to establish direct
contact with the prospective customers through mail.

(2) It has got flexibility as the message can be changed or altered
to suit the prevailing conditions and requirements.

(3) The literature used in direct mail advertising may be
handwritten or printed. Pictures and colours may also be used.

(4) The number of customers is limited.

(5) Advertising can be timed according to the wishes of the
advertiser.

(6) It creates and maintains personal contacts through postal
‘mail,
Forms or Types of Direct Mail Advertising

Direct mail advertising may take different forms according to the
ieed of the hour. Howegver, the popular forms of direct mail

ddvertising are as follows :




(1) Circulars : It is a printed letter containing cop,,
and is sent 1o all the customers, such as Intimation aboy, et
SOme new goods, intimation about change in prices, disc, Ing oy

(2) Catalogue or Price-list : It is a long printeg . °
products handled by the advertiser. It contains the . me o 1
product along with its price and quality etc. f e

(3) Booklets : It consists of a number of printed py.. {
the form of a small book containing the detailed informar, LU
the products dealt in by the advertiser. It may also coniyy, . 2P0y,
Of the products. It usually contains about 4 to 32 pages

LI ﬁli‘ :.
| gl A ¥ Ur

(4) Business Reply Cards : These cards are almost

size as are sold in post offices. The matter is written op,

the other card is self-addressed, unstam

_ One s
ed and iS meant
by the customer. He is not required to a

lITI

>y
|| .
LIN

arq .

0O ny g

ix the stamp as the :a;;i”?‘j*!

be paid by the advertiser. ey
(3) Folders : They are simple sheets of papers folded .
attractive manner. - 103

(6) Leaflets : They are simply sheets of paper printeg on one .

both sides.
(7) Brochures : It is also a booklet containing detaileqg history

the advertiser and of the products dealt by him. A detajled (iesc_npih:
is given explaining each and every aspect of each Product wipy o
without pictures or photographs.
(8) Personal Letters : Sometimes the advertiser 2lso write

personal letters to selected customers. It contains the p

price of some products along with favourable terms. Reply af:jl’dqlb also
kept inside the envelope. These letters may be handwritien or printed
(9) Novelty Gifts : On specific occasions, such as Diwali, New
Year etc. the advertiser sends novelty gifts to selected customers, sy
as Calendars, writing pads, pen-pencil sets etc.
(10) Package Inserts

: Package is a container protecting the
contents and facilitating easy handling,

Storage and transportation. [t is
a very effective means of carrying the message about the product
Thus, it acts as a media of adv

_ ertising. Nowadays almost all the leading
retailers use this media of advertising.

Advantages or Merits of Direct Mail Advertising

The main advantages of direct mail advertising are as follows
(1) Selectivity : It is selective. If a product is meant for a certdl
class of consumers, all the consume

1s need not be contacted and 1t
onlya few can be approached.
(2) Economical :

2 s

It is economical in the sense that is
enormous amount spent in press and other media of advertising
(3) Flexibility : It is quite flexible in terms of the material ©©

used and the process of production.

(4) Secrecy :

advertising media.

ame,

onie type O
Complete secrecy can be maintained in this OF

~d(}
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5) personal Contact : [t creates per | Ricded})' | £43
Y » 5 Y '( . : ‘h()
yertisel and i!]e customer. Thus it adds g
4 issing in other media of advertising.
mk: (6 petailed Information : There js «
! Cope

al contact berwee C
i il k between the
dl touch which may be

lor giving dctailed

, ation duly supporte :
mmrmdtll : pported by pictures and photogr.
ncccSSﬂfY-U . LA graphs wherceves
niversal Approach P g
(7 pproach : It is subject (o universal approach, T

>¢ even those places w 3 Yl
o s here the salesiman cannot approach. That
) & dCT. al 1s

ed . 58 L
av we can establis R

why {()_d_dy h international contacts througl -

Jdvertising. : 1wh direct mail

ffectiveness : [t m > s ”
til:rradvertisinu. T}[m?:;i?\; o Tf’d cliectively to supplement press
0 £ gh press advertising mass appeal is {i’:‘ “.j‘
= e I c < b ol C (i

an . ¥ ;
. h it only selected few may be
y d few may be approached and thus it is morc

hu( ihroug
etfective:
(9) Arouses I.l:]tefrest . It allows the addressce to read
advmnsem%nt at leisure and carefully. Usually, the addre read th
requisite material himself and is B e e
the qﬁ ’ : an I tempted to go through it
completely- L )
(10) B’[ls%e‘llane‘ousl:A_(l‘_¥’&lllt=1_ges © (i) M is also suitable for small
s who ‘ ave ‘g,:()l imited financial resources as well as In‘ml;(
C.L]?[O]\I?'etrt: 'I-ﬂldy }?c, made permanent. (ifi) [t has 0ot 1511‘1:&“!‘
(1\)M _ct tl“-d' _may be kept In reserve. (v) Goods can b
d received as and when required and advance stocking is net

graders
ime- (i1)
coverafe.
ordered an
required.
pisadvantages er Demerits or Limitations

In spite of the above advantager, lirect mail advertising suffe;
from the following limitauions : B

1) Limited Approach : Through it one is able to reach only :
limited number of Customers. ;

(2) _Prgparation of Mailing List is Difficult : The preparation of
mailing list is @ cumbersome job. It requires continual change as the
names or addresses of certain customers have to be deleted from the
list on account of their death or change of address or getting no
response from  them, and additions are to be made for new and

potential customers.
(3) Chances of Fraud
are chances of fraud on thc part of
it has almost caused his prestige to suffer loss.
@) Suitable for Certain Commodities only Direct mail

advertising media cannotl be used for all types of commodities. It 18
the market is limited and appeal is

suited for those commoditics where ' ( ' _

10 be made to a certain class of people only. It is unsuitable for selling

Mass market products.

o (5) Costly : It is quite costly in th

ehe incurred on mail. Further, it might be pos

goar any fruits at all. In this €ds€ the whole expend
waste. Even if it is able to yield some results, it may

o
Slly and expensive.

dvertising there

- Under the direct mail a
why in India

the adveruscr. That 1s

e sense that lot of expenditure is
sible that it might not
diture incurred would
turn out to be




