Ji Cantas )
e is lack of uniformity in advertising requirements. Lack

- e blishers’ requi
i of publishers’ requirements with respect 10 rates, size,

for
ynif0 _
(YP (6) Newspaper ad\-‘CTIlS]Dg 15 less p(}plllur n Undcvc]()p(;d
I‘l[ﬂes Where the masses arc lllncrate, ignoram and poor.
cov 7) The newsprini, that isy the stationery used is of inferior

pality- : R -

q ) There 1S every posslhxln}- of duplication in newspaper
sertising FOr instance, 1n metropolitan cities, newspapers have
advel> " " ond evening editions. There is duplication of news and

nin
ad(zrrcrtisemems. .
Magazines and Journals : Another media under

media is magazines and journals. They offer selective
rculation throughout the country at a cost within reasonable budget
limits. These are published periodically at regular intervals, i€, ottt
[ortnighﬂy’ monthly, quarterly or annually. Magazines and Journals are
re and with care when the reader is mentally prepared to

read at leisu ) k
receive the advertisements. It has a long effective life. From the
advenisers’ point Of view, magazines may be classified under five

oroups : (i) Special Interest Magazines ; (ii) Trade Magazines ; (iii)
Technical Magazines , (iv) Professional Magazines; and (v) Regional

Magazines.

p ress

Javertising

When Your Stomach looks like Foothall
due to Gas

Take Dabar Hingoli
Gas Bhagai Naturally

Magazine Advertising

Advantages or Merits of Magazines and Journals : The following
d journals as an advertising media :

are th :

% the:advantages of magazines an

ey (1) The iife of magazine is considerably longer than that of
spﬂ?@’s These are kept ready for weeks and months.

;}Be“‘??' reproduction of advertisement than newspapcrs is
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(3) Magazines are highly selective in nature ang
circulation is avoided. |
(4) Magazine advertising creates Pprestige, reputatioy

a0 ‘1

image of quality. | B
(5) The number of readers per COpy In casc of
advertising is quite high. There is multiplicity of readership Wary,

(6) Magazines are ideals for introducing new ideas
(7) Magazine readership is usually @ leisurely home e,
Adlg

for enjoyment, relaxation, and ‘with guards down’. "Shiy
(8) The printing, paper, colour combination arc more .y,
in case of magazine advertising than newspaper advertising FaCtyy,

(9) Magazines reach specialised groups —Convenicenyy
effectively. -
(10) The cost of utilising magazines for advertsing is quic low
Disadvanta .Demerits or Limitations of Magazine oy g,
Advertising : AS ared to newspaper a.clv‘crti:-;in g, the mug ‘,J/‘”_":‘“ﬁax
journal advertising have the following disadvantages, @u.!m”‘\dnd
limitations :
(1) The chief demerit of magazine advertising is 1ts low flexiy;,
(2) Preparation COStS for magazine COpy dire ust ally rathe; Hm.
and sometimes exceed the cost of the space used in tradc i ‘.W”_uj\lfdh

ang

Or

(3) The circulation is limited as compared 1O newipyp
advertising. Hpe

(4) It takes more time in printing etc. ihan  newspupe
advertising.

(5) The size of magazines differs widely and hence 1he advertie
has to prepare the copy of advertisement according to tho sive of the
magazine and journal.

(6) Change in appeal cannot be effective quickly.

(7) Magazines have appeal only to certain classes ot teaden

(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 distibution ol
wide differences in distribution and salces strength in ditferent market,
magazine advertising is sheer waste of money.

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

What do you mean by mural advertising 7 Discuss s mer
and demerits.

its

Or

What is meant by outdoor advertising ° What are 1% 0
characteristics ? Discuss its advantages and disadvantags™

its roall




9336 ;flsmmg’ Outdoor advertising consists of a
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ping of Outdoor or Mural Advertising

yfed putdoor Orf mural advertising is the oldest form .
ains the most common media even today. It is al

is al

out of door which may be in the form of

e signs, neon light signs, ‘hoardings and

ﬁe@ ichmen. This is also referred to as mural a
dmmg of a picture, are often placed on walls, pa;

uoﬂs inted directly on a wall or large photograph atta

0% £ gmall playcards or posters placed outside or ins |

Wit “irams, delivery-vans, buses, railway carriages etc. also

e this category. The new form of advertising by using ballo
uﬂmmd smoke-writing in the sky is also a part of outdoor advertising.

tes < ¢ advertising is not always argumentative but suggestive. The
wveness of such advertising materially depends on its positions.
W afore, outdoor advertisements must be placed in such a way as can
“seen by a large number of prospective customers with ample
twﬂﬁm The articles suited for such advertising are those which the
A ces can buy, such as food products, soaps, medicines, cigarettes
;Illlélés;ﬁﬁthcs and other domestic requirements. g

vain Characteristics of Outdoor Advertising

(1) It Is a widespread popular advertising media which makes the
oods and SETVICes of 1nter§st to mass appeal.

(2) It has a comparatively longer lifc.

(3) It has a high coverage.

S . ,

(4) Most outdoor advertisements are big and dominant, so it 1
yery powerful eye-catching media.

(8) It is a very flexible advertising media so that the advertiser
un 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

Uutdo(l) Posters : This is thc most common and popular form of
0l Cl; advertising. These are exhibited on a hoarding or on walls,
fody e€nces, chimneys etc. A really commanding effect can be
E)es. €ed by posters which cost less than any other advertising media.
g IS the basis of all poster-advertising. ‘These mostly contain
ey Advertising for a movie is done in this way. Even where no
en. AT€ used, the proper arrangement of lettering is important.
i apﬁ“ef should be simple, attractive and capabie of telling 11s story
g 'ai %-_Posters alse give considerable scope for the use of suitable

Mgtap

attive colours. Humour can also be used with advantage 1n



e -~y

(2) Advertising Board : These are also posters which are kept 4
certain fixed places especially at points where people frequen,
assemble, such as bus stops, railways, crossings etc. Generally these
advertising boards are made of metallic sheet enclosed in 4 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 advertisemey, I
consists of placing posters or playcards inside or outside v
as trams, buses, taxies, delivery-vans, railway carriages etc. The mui
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. Ty
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 modern
and the most attractive form of outdoor display. It may consist o
wooden letters studded with bulbs. Sometimes with a view to attracting
the attention, coloured bulbs are used and the colours are changed ¢

short intervals. Another device used Lo attract attention is to turn o1
the light on each letter at a time to

: : o give the impression of the sigl
being written by an invisible hand.

. () Neon Signs : These are brilliantly coloured tubes available
various shades. These

can be of the still or the flashing type. Thes

signs are more attractive and interesting than the si gns built up by
number of electric bulbs.

ehicles sy

. (6) Sky Advectising (Sky writing) : Sky advertising is anot\”
moaern form of outdoor advertising. In this form of advertising m*"’fj'
an aeroplane writes the name of the product or the producer in "

=B o = -1
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Nowadays it s wso widely i the £ larnin o
mostly in villages. One such show family plannin S the
who has large family, rejects the lications. He %afl’dmp*”xn NN
wife has twins and thf:ffe aé?]lcgti)l:%urvive Siore birlllli l}{}i Q‘ he nz:;
ml;egfagg?ﬁégadtv?cl: and so becomes the innovator j, hic “:;!‘{:P;

The above are the most mmmt?llér f?rms‘ Of (he “*-I'
advertising, However, there may be O RIS of 1y 'hjf;‘rﬂ,f_
advertising. S _ %
Advantagegs or Merits of Outdoor Advertising Media

as a wide coverage. :

g)) II: II; capable of gaining_ more attention of the publjc

(3) Outdoor advertising is more useful for local dealey,
results can be more readily secured by using this form of advenm g

(# In big cities and high traffic areas, outdoor advertjsjp, ]\Lr
most effective form of advertising. ; & 15 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 Packy

identity. :

Disadvantages or Demerits or Limitations of Outdoor Advertising
Media ]

The outdoor advertising media possess the followin
disadvantages, demerits or limitations and thus is subject to criticisn -

(1) It is subject to adverse reaction of the public on the grouy
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 WIiting on the wall advertising is usuall
defective and sometimes im

: moral t0o. It has an adverse effect on the|
public. |
2 (5) The outdoor advertising is quite costlier in terms (|
investment.

'i
|
(6) The outdoor advertising is sai the remindift|
activity. £ 15 said to be only th |

|
&
)

4

|
i
|
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Meani“g of Direct Mail Ad"el‘tising

irect il advertising, gzg , _— _
-Pliegildml'?cnce referrcdg'l(ftf I{leﬁd‘me lndlggtes, 1s direct in its
%{;p{;\;d%ﬁﬁseh “Direct mail adv?:?tjplre“.[ advertising’. According to J.
AR i B e’ T . SIng 1s using the letter bo tell
the right ,Peop}e about tll‘f rght goods, at thcgright time am)l( :g the
right way. Pfc-(l'ordm,g 11(1‘ Qger Bartqn, “Direct mail advertising is the
gse of the mail 10 reach preselected individuals with an advertising or
sales message.” It is one of the oldest and important advertising media
wherein the advertiser sends advertising messages direct to target
customers by‘n}'dl’l. Th‘* MeSsage may be mailed in a variety of forms,
say, letters, circulars, catalogues, folders, brochures etc. which may be
informative, persuasive, rﬁm:ndl_ng or ‘mail drop’ or door to door
distribution of advertising materials and samples. The ISBA Guide to
Direct Mail Advertlsmg states that there are four types of direct mail
campaign—(i) the Direct, (ii) the Informatrive, (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 Cal_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 Urnliry 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
need of the hour. However, the popular forms of direct mail
aﬁ"vertising are as follows :




(1) Circulars : It is a printed lettgr containing COmpm,
and is sent to all the customers, such as intimation aboyy 1y, 1,
SOmE new goods, intimation about change in prices, disc, lmk}:-i "My,
(2) Catalogue or Price-list : It is a long printeg o,
products handled by the advertiser. It contains the
product along with its price and quality etc.

(3) Booklets : It consists of a number of printed py... b
the form of a small book containing the detailed Informaryg, U4,
the products dealt in by the advertiser. It may also contain
Of the products. It usually contains about 4 to 32 paoes

(4) Business Reply Cards : These cards are almo-,

{_n

:‘lt\_'Tl: f.]"li ‘:I
i

LdDp
U
v

e n 1]
Hlkrﬁ;

ply card is g5
ien or Printed
as Diwali, New
Year etc. the advertiser sends novelty gifts to selected customers, such
as Calendars, writing pads, pen-pencil sets etc.
(10) Package Inserts

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

Storage and transportation. liis
a very effective means of carrying the message about the produd
Thus, it acts as a media of adv

: L Of the .
size as are sold in post offices. The matter is written on o, ‘Lf?; Say,
the other card is self-addressed, unstamped and is mean; o, rer: 80
by the customer. He is not required to affix the stamp as (},,. . dmtljif-vi-i___
be paid by the advertiser. Wy

(3) Folders : They are simple sheets of papers foldeq i "
attractive manner. - =
(6) Leaflets : They are simply sheets of paper printeg On ope
both sides. ot
(7) Brochures : It is also a booklet containing detaileq nistory
the advertiser and of the products dealt by him. A detajled dagg_npi};;‘
is given explaining each and every aspect of each prodyc Wilh o
without pictures or photographs.
(8) Personal Letters : Sometimes the advertiser 380 Wit
personal letters to selected customers. It contains the name, ng;p
price of some products along with favourable terms. Re
kept inside the envelope. These letters may be handwrit

(%) Novelty Gifts : On specific occasions, such

: 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 certdn
class of consumers, all the consume

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

It is economical in the sense that is s8¢
€normous amount spent in PI€ss and other media of advertising. e

(3) Flexibility : It is quite flexible in terms of the material 0"
used and the process of production.

(4) Secrecy :

S f
4) Complete secrecy can be maintained in this HP¢"
advemsmg media.




5) personal Contact : [t creates per e et
e Gser and the customer. Thus it addx‘l -
3 Vg in other mc_dm of advertising,
mis* 6) petailed Information ”ﬁl(‘r‘(: IS scop
A C

al contact berwee :
personal 1 . ‘ ctween the
d touch which may be

lor giving dctailed

e Y duly supporte oo
mmrmcltlﬂn . pported by pictures and photogr;
ncccssury. . <ol A LTdPhh wherevel
(7) Universal Approach : It is subject 10 universal
] ISd

even those places where the salesinan cannot w1k i

;aches
[LJLI ¥ L) TR i) e s . - P i -
av we can establis "—— approact :
why today d lish international contacts lhl({lju} i SRS
,mvcmsmg-ﬂ " : gh direct manl
s ffectiveness @ |11 - : N ‘
lsi)erradvertisinu Tllu'(l;:;?; o used effectively 1o supplement press
and OV 1ot it only selected (&) press advertising mass appeal is mad
hut m_roug - ew may be approached and thus it e m(n .
gffective: | o
(.9) Arous'esl I.liitgl‘est It {Jllnwh the addressce to read the
advertlsﬁmt‘m at leisure and carefully. Usually, the addressce r‘rfn jves
1 : SCEIVES

he requisite matertal himselt and is tempted to go through it
ampletely. L ugh 1t
comP Miscella Ad

Tiscellaneous Advantages : i - ‘

(1‘“) s have got limite ln-g(”\ o (1) It s also suitable for small
raders WhO e imited financial resources as well as limited
ime. (i1) C'L!}I()]\I}Il'ert: _Ijn“}" be made permanent. (iii) [t has got grc;:lc‘!
coverage. (iv) _dl@flclil may be Kepl In reserve. (V) Goods can b
ordered and received as and when required and advance stocking is not
reqmred. .
pisadvantages er Demerits or Limitations

~ vt nF a2 ablnove adviante : 3

In :splte o_f [h(_, above advantages, q:rect mail advertising suiles
gom the following hmitations :

(1) LimiteduApproach . Through it one is able to reach only .
limited number of Customecrs. '

2) Preparation of Mailing List is Difficult : The preparation of
muiling list is @ cumbersome job. It requires continual changc as the
names or addresses of certain customers have to be deleted from the
list on account oOf their death or changc of address or gctung no
response from them, and additions arc to be made for new and
potential customers.

(3) Chances of Fraud : ( ;
are chances of fraud on the part of the advertiscr. That is
it has almost caused his prestige to suffer loss.

4) Suitable for Certain Commodities only @ Direct mail
ddvertising media cannol be used for all types ol cg')mmodmcs. [t 1s
suited for those commoditics where the market 18 llIﬂll?d znnd‘ appcu‘l is
10 be made to a certain class of peoplc only. It 1s unsuitable for sclling
Mass market products.

(5) Costly : It is quite costly

Under the direct mail advertiising there
why in India

in the sense that lot of expenditure is

0 be incurred on mail. Further, it might be possible that it might not
€ar any fruits at all. In this case the whole expenditure incurred would
% waste. Even if it is able to yield some results, it may turn out to be

“Ustly and expensive.




