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Meaning of Advertising Media
The most brilliant and original advertising ideas will be wasted | f
they are not presented through the right media in the right piace at the
right time to the right people. Hence the selection of right media is an
important factor for achieving the objectives of advertising. However,
before explaining the factors which should be kept in mind for
selecting the right advertising media, it is essential that we must know
the meaning of advertising media. An advertising media is a means Of
vehicle of delivering a definite message. It is a means through which an
advertising message or information is passed on to the prospective
customers, readers, viewers, listeners or passers-by. For instance, a
prg:iucer seeks through advertisement media to keep in touch with 0ld
?[‘::eﬁ;?fés iﬁl Y\;ﬁél a;nzlo 221?;? new customers. Media are subject 1O
g acuvity. Examples of media are

newspapers, magazines, radio, televisi . :
c
catalogues etc. ' , television, direct mail, posters, film,




T N BT R BT e T F A R e R 1

Factors 10 be kept in Mind while Selecting Advertising Media
Se%ii(;tl?hllltoifsdséfggt_. ‘i}PC f’f advertising media is a difficult task.
me . y SEIECICd must be capable of accomplishing at least

the three main objectives : £

(1) It must reach the largest number of people possible.
(2) It must attract theis attention.
3) [t must be economical.

But 1n pra{_.tli.(’f there is hardly any single media that satisfies (he
above three objectives. There are a number of advertising media
choices available 10 the company in India. However, the real
managerial task is to identify from among them the one which is
relevant for the company. For this purpose the management should
consider the following factors : :

(1) The Natu're of the Product : The nature of the product
determines the choice of the advertising media. For instance, cinema,
television, colour periodicais would be the obvious choice for products
like fabrics and toilets requiring visual presentation. In this
connection, management should develop a produci-media match.

(2) Market Requirements : While selecting advertising media, the
company’s market requirements should be considered. When they
meet these requirements, they lend themselves to good use. For
example, specialised high fashion colour magazines “would be the
roper media for consumers with high income groups and
sophisticated tastes. Similarly, outdoor media would be appropriate
when consumer action is tc be induced at the point of parchase.

(3) Advertising Objectives : The adverlising objectives also
determine the type of media to be selected. For example, the press is
preferred 10 project corporate image while radio and television are
relevant for product advertising.

(4) Distribation Strategy @ The advertising media should be
compatible with the distribution strategy adopted by the company. For
example, if the company is seting through middlemen, wholesalers and
retailers etc.. then outdoor advertising media duly supported by
television, radio and cinema etc. may help to pull the product out of

channel.

(5) Nature of the Message and Appeals : The nature of
advertising message appeal also determines the advertising media for a
company. The media should be abie 1o carry the message and appezi to
the right persons in the perspcciivc. For example, if time is the essence
of communication, daily newspaper and radio may be t_he l?eSl choice.
Mass consumption items like soaps, toothpastes, hair oil etc. may
determine television, newspapers as the best selection.

(6) Budget : The budget available for advertising purpose will
decide the choice of media of advertising. For example, a manufacturer
having comparatively large funds for advertising may choose television
or radio or both as a media of adverusing. On the other hand a




.'.1m oF smll-sm -b“sii!msmaﬂ may pfﬂler HL\N\pde ang
mapazine as an advertising media. ‘ | |
magazine as an - - A company should also 1y},

@) titors’ media choices despite diffey
account the WlSdOIﬂ Of compg appropfiati()ns. It is _nul desirgt e
in advertlsmg op]ectwes_ant Generally, the adverlis_m £ mediy gy,
dismiss their choices outright. 10 make an impressive appeal 1.
competitors are preferred SO as
product. . |
" (®) Meaia Circolation : The company should take it ..,
the circulation of the advertising media. MeT;xdiq reulation must my
the distribution pattern of the product. 1 B R il (o Ry
media. Circulation should not be c?élf:;e;“(;:zdéciihn ~‘m[ -Il‘vm Ulatiop
me I Ofc-o iCS SO Ll § l\"‘ir”‘,'
ﬁgﬁs t::d n:)lgllgf l.1:1ifﬁ:‘.trenlz:f:s between th.e‘ totali “_"Jgih‘;f OF prinigg
copies and total number sold at fu}l prlcc: The a ];c.jrl_gl‘ilg meds;
selected should have maximum circuiation, such as Hiidusian 7,
etc. _ . |

(9) Media Availability : The quesnop‘.o.f media availahili,
quite relevant while considering advertising m_c:dufi_ alternay
because not all media are available to a company at all times whep
required. For instance, in 1973, and 1974, owing to 1Lu.u*._g NEWsprip;
shortage, space availability in national dailies was a recal problem

(10) Penmetration : How can we penetrate the markcer .,
thoroughly or how can we reach the greatest number ol potent;
customers i also an important factor influencing the chopc
particular advertising media. Shall we reach housewives at the |
sink by means of television or radio and which is likely to hav
greater impact ? This fact should be considered.

(11) Size and Nature of the Business Enterprise : The <70 0
nature of the business enterprise also play an important part in making
a choice for the advertising media.” Different medin will
departmental stores, chain stores, small shops, manufacturcrs
producers etc. A big business enterprise may make use of television
radio and newspapers having national network, whercas a small
may prefer local newspapers and cinema-slides etc

Thus the above factors are generally considered while selecting
the advertising media for selling the products etc. in qQuestion

Q. 2. What is press advertising
advantages and disadvan
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? What are its forms ? Descrilie the
tages of each.

Or
Wh.at IS meant by press advertising media ? Discuss the
various forms of

L press advertising. Fx lain the merits and
demerits of each, £ Pl

Meaning of Press Advertising
ubligrests advertising is the most popular and effective method Of
gf t¥c Odat dg It has become the part of the culture and political hite
PCOpie today. Press, also referr 10 as print, is an advertising medid
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comprising all those vehicles owned by others and which can ¢arry the

T 11N J AT » ' - hhe X « . »
3&1.\}1!1531(';1% nlu?igfa {n pr!m to be read by target customers. In India.
this media 15 very commonly used by companies and accounts for

=~ Tl 3 - .
nearly 70 percent of their total expenditure on advertising media.
Forms or Types

wa advertising sakes the f”“”me, WO mayjor forms :

(1) Newspapers. ‘

(2) Magazines and Journals.

(1) Newspapers : Newspapers are hought largely for their news
yalues. Newspapers may be national/local/daily/weekly. These are a
good vehicle 10 pass on information about new products, current
products and price-off deals. They can be used for local national and
regional market coverage. In India, there are 4 numbes Of Newspapers
poth in Enghsh and also in regional l:muu;-m_-g n‘ﬁdm; m'\‘vspz;pers" .
English  and Hindi  have = ) ' ‘
nationwide  coverage. SO a
message given in NEWSpapers may
have a better impression on the
minds of the people and 1t may
be more specific, clear, complex
and lengthy. Currently, 1173 daily
newspapers and 5280  weekly
newspapers are published n
India, out of which the largest
number is accounted for by the
Hindi  lapguage newspapers
followed by Urdu, Marathi and
English news- papers in terms of

number, and English, Hindi, [ LEAS!NG AND F KANCE GO, coe
Malayalam, Marathi and [ baesends "
Gujarati in terms of circulation. f PR Sy G ; :

Among the states, the largest ' s crp—p———
qumber of newspapers are | % ig ’&;;?g%rgg&gzgms
published in Uttar Pradesh § ., With / Without income Proof

followed by Maharashtra and 2 Door Step Service
Karnataka. Among the 2% Special Sekeme Fon
prominent  national English E  gstTeEM, CIELO & QPEL |
language dailies are the Times of § PR 1A SUND's, MARUTYSY®
India, Hindustan Times, Indian g e MRCDLTESSA'S & HOROA S
Express, Statesman and  § A 17 \Ves|Calel Nagar

Economic Times etc., whereas
among the national ~ Hind - e S—

language dailies include Hindustan, Navbharat Times, Nai Dunia,
Punjab Kesari and in Rajasthan-—-Rajaslhun Patrika and in uUtar
Pradesh ‘Amar Ujala’. However, among the different language groups,
companies in India, both in the state and private sector, l_argely use
English dailies as their advertising media. Small enterprises prefer
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