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UNIT-1

CONCEPT OF ADVERTISING

Unit Structure
1.1
1.2
1.3
1.4
1.5
1.6
1.7
1.8
1.9
1.10
1.11
1.1

Learning Objective
Introduction
History of Advertising
Concept and Definition of Advertising
Objectives of Advertising
Characteristics of Advertising
Importance of Advertising
Basic Principle of Advertising
Advertising as tool of Communication
Advertising as Marketing Mix in PR
Check Your Progress

LEARNING OBJETIVES
After completion of this unit you would able to understand;
•
•
•
•

Meaning and history of advertising
Concept and definition of advertising
Importance of advertising
Principles of advertising

1.2 INTRODUCTION
The term ‗advertising‘ is derived from the Latin word ‗advertere‘, meaning ‗to turn
towards‘ or ‗to pay attention‘. The basic function of every piece of advertising is to turns
the attention of the readers or the listeners or the viewers or the onlookers towards a product or
a service or an idea. Therefore, it can be said that anything that turns the attention to an
article or a service or an idea might be well called as advertising.
Advertising is an informative or persuasive message carried by a non-personal medium and
paid for by a sponsor whose product is in some way identified in the message. It draws
attention towards company‘s product, services and ideas. Traditional mass media, such as
television and magazines, are most commonly used. However, the direct mailing of catalogues,
electronic media advertisements featuring computerized ordering, and other direct-response
vehicles are becoming increasingly popular. Advertisement can be telecasted on traditional
mass media like television, radio, as well as print media, newspapers, and magazines. Other
media like billboards in streets and cities are also used for advertising.
1.3 HISTORY OF ADVERTISING
The origin of advertising is traceable to the town crier and the village drummer. They used
their lungs to shout out their own or others‘ messages. The messages could relate to
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government proclamation or even to sales of goods on market days. Then there were
signs on shops or drinking houses to indicate the name of the shop owner or of the shop.
Even during Emperor Ashoka‘s reign, stones or pillars were used for making public
announcements. These are some forms of advertising.
However, advertising as a discrete form is generally agreed to have begun with
newspapers, in the seventeenth century, which included line or classified advertising. Simple
descriptions, plus prices, of products served their purpose until the late nineteenth century,
when technological advances meant that illustrations could be added to advertising, and
color was also an option. Let‘s have a quick look about development of advertising since
ancient times.
Ancient times: Egyptians wrote sales messages on papyrus wall posters. Political
campaign ads were on the walls of Pompeii. Rudimentary commercial advertising existed in
Greece, Rome, Arabia, Asia, Africa and South America.
The Middle Ages: Most people were unable to read, but images of clothing, shoes, horse
shoes or bags of flour on signs pointed out the tailor, cobbler, blacksmith or miller.
17th century: As reading spread, advertising was printed on handbills. Advertisements
promoting medicines and books were printed in weekly newspapers.
19th century: Advertising grew as the relative wealth of
nations expanded. Advertising developed with the rise of mass
production from the late 19th century.
In 1836 in France, the newspaper La Presse printed paid
advertising on its pages. Because of the money it received for
advertising, the paper was able to lower the price it charged
readers for a copy. That let it extend its readership which
increased its profitability.
The beginnings of an advertising agency were conceived
by Volney B. Palmer in Philadelphia. In 1842, he bought quantities
of space in newspapers at a discounted rate, then resold
the space at higher rates to advertisers. Palmer was only a
space broker – the ad copy, artwork and layout were
prepared by the company that had something to advertise.
The first true advertising agency was N.W. Ayer & Son in
Philadelphia in 1869. Ayer planned, created and placed
complete advertising campaigns for its customers.
20th century: Advertising became a profession with agencies
as the focal point of creative planning. Women were responsible
for purchasing for most households, so agencies recognized their Advertisement of
insight in the creative process. That led advertising to become a Colgate in 1915
business career choice for women. The first American
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advertisement to use a sexual sales appeal, created by J. Walter Thompson Co. for
Woodbury Soap, depicted a couple with the message the skin you love to touch.
Advertising arrived on the air with radio in the 1920s and the practice of sponsoring
programs became popular. With the coming of television in the 1940s, the networks sold ad
time on the air to sponsors. Cable television wired the country from the 1980s and satellite
TV emerged from the 1990s. They brought new advertising opportunities on the expanded
number of channels. Marketing on Internet websites opened new frontiers for advertisers
from the mid-1990s.
21st century: Advertising continues in all mass media including newspapers, magazines, radio,
television, billboards, classified advertising in print and online, in-store advertising and websites.
1.4 CONCEPT AND DEFINITION OF ADVERTISING
For the common men advertising means television commercials, radio jingles and print
advertisements. According the ‗concise oxford dictionary‘ the verb, ‗to advertise‘ means: to
make generally or publicly known. Advertising is the process of making your product and
service known to the marketplace. It is essentially spreading the word about what your
company has to offer. While marketing is the way in which you convince potential buyers that
you have the right product for them, advertising is how you communicate to them the existence
of that product. In fact it is the paid, impersonal, one-way marketing of persuasive information
from an identified sponsor disseminated through channels of mass communication to
promote the adoption of goods,
David Mackenzie Ogilvy (1911 –
services or ideas. Advertising is
1999) is widely hailed as "The Father of
Advertising". In 1962, Time called him
mass media content intended to
"the most sought-after wizard in
persuade audiences of
today's advertising industry". He
readers, viewers or listeners to
founded Ogilvy & Mather.
take action on products, services
and ideas. The idea is to drive
consumer behavior in a particular way in regard to a product, service or concept. The concept
of advertising is the delivery of the most persuasive product message at the right time, in
the right place, to a right person, at the lowest possible cost.
Advertisement has become an integral part in today‘s marketing scenario. In earlier times,
advertisement was not given as much emphasis as it is being given today. The Institute of
Practitioners in Advertising defines the term as: ―advertising presents the most persuasive
possible selling message to the right prospects for the product or service at the lowest
possible cost‖. Here we have a combination of creativity, marketing research & economic
media buying. Advertising may cost a lot of money but that cost is justified if it works
effectively and economically.
The Advertising Standards Council of India (ASCI) code of conduct define
advertisement ―as a paid-for communication, addressed to the Public or a section of it, the
purpose of which is to influence the opinions or behaviour of those to whom it is addressed.
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Any communication which in the normal course would be recognized as an advertisement by
the general public would be included in this definition, even if it is carried free-of-charge
for any reason‖.
Some of the other definitions of advertising are:
According to Advertising Association of the UK, ―Advertising is a means of
communication with the users of a product or service. Advertisements are messages paid
for by those who send them and are intended to inform or influence people who receive
them‖.
According to Kotler‘s definition, advertising is ―any paid form of non-personal
presentation and promotion of ideas, goods and services through mass media such as
newspapers, magazines, television or radio by an identified sponsor‖
According to William J. Stanton, "Advertising consists of all the activities involved in
presenting to a group, a non-personal, oral or visual, openly sponsored message regarding
disseminated information through one or more media and is paid for by an identified
sponsor."
As per The American Marketing Association (AMA), "Advertising is any paid form of
non-personal presentation and promotion of ideas, goods and services by an identified
sponsor‖. Advertising is non-personal
as it is not directed to any single
individual.
Secondly, the sponsor i.e. the
manufacturer or producer is
identified as his name and address is
always contained in an advertisement and
he also bears all the cost involved in the
process.
Thirdly, the producer can also promote an idea regarding quality, design, packing and
pricing, etc. of any product or service. Thus, we can say, advertising consists of all
activities involved in presenting a sponsored message regarding a product, service or an
idea. It is a public announcement to inform and persuade people to buy a product, a service
or an idea.
1.5 OBJECTIVES OF ADVERTISING
The purpose of advertising is to sell something - a product, a service or an idea. The real
objective of advertising is effective communication between goods and clients and increasing
awareness. Mathews, Buzzell, Levitt and Frank have listed some specific objectives of
advertising is to;
 Inform about the product and services.
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 Make an immediate sale.
 Build primary demand.
 Introduce a price deal.
 Build brand recognition or brand insistence.
 Help salesman by building an awareness of a product among retailers.
 Create a reputation for service, reliability or research strength.

1.6 CHARACTERISTICS OF ADVERTISING
 An effective advertisement motivates the target audience and leaves a lasting
impression and facilitates them to purchase their product, service and ideas.
 Advertising is a type of non-personal or mass communication with the target
audience as a large number of people are addressed at time.
 Advertising is not free of costs. Advertiser, called as sponsor, has to spend
money for preparing message, buying media, and monitoring advertising
efforts. It is the costliest option of market promotion.
 Advertising is aimed at achieving various objectives, which includes to
increase sales, create and improve brand image, face competition, build relations
with publics, or to educate people.
 Advertising message can be expressed in written, oral, audible, or visual
forms. Mostly, message is expressed in a joint form, such as oral-visual, audiovisual, etc.
 Advertising involves the one-way communication. Message moves from company
to customers, from sponsor to audience. Message from consumers to marketer is
not possible. Marketer cannot know how far the advertisement has influenced the
audience.
 An advertisement catches the attention of the readers and viewers and appeals
to them to know everything about the products, services and ideas. Sentences full
of humor, surprising exclamations and rhetoric are introduced to hypnotize the
viewers and readers.
 There should be no ambiguity in message of advertisement. Message should
be clear, visible, easy and simple to understand. Advertising is an important
element of promotion mix.
 Advertising is a science because it has a body of systematic knowledge.
 Advertising is treated as a profession with its professional bodies and code of conduct
Odisha State Open University, Sambalpur
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for members.

1.7 IMPORTANCE OF ADVERTISING
Advertising plays a very important role in today‘s age of competition. Advertising is one
thing which has become a necessity for everybody in today‘s day to day life, be it the
producer, the traders, or the customer. Advertising is an important part. Lets have a look on
how and where is advertising important:
Advertising is important for the customers
Just imagine television or a newspaper or a radio channel without an advertisement! No, no
one can any day imagine this.Advertising plays a very important role in customers life.
Customers are the people who buy the product only after they are made aware of the
products available in the market. If the product is not advertised, no customer will come to
know what products are available and will not buy the product even if the product was for
their benefit. One more thing is that advertising helps people find the best products for
themselves, their kids, and their family. When they come to know about the range of
products, they are able to compare the products and buy so that they get what they desire
after spending their valuable money. Thus, advertising is important for the customers.

Advertising is important for the seller and companies producing the products


Advertising plays very important role for the producers and the sellers of
the products, because



Advertising helps increasing sales



Advertising helps producers or the companies
to know their competitors and plan accordingly
to meet up the level of competition.
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If any company wants to introduce or launch a new product in the
market, advertising will make a ground for the product.Advertising helps
making people aware of the new product so that the consumers come and
try the product.



Advertising helps creating goodwill for the company and gains customer
loyalty after reaching a mature age.



The demand for the product keeps on coming with the help of advertising
and demand and supply become a never ending process.

Advertising is important for the society
Advertising helps educating people. There are some social issues also which advertising deals
with like child labour, liquor consumption, girl child killing, smoking, family planning education,
etc. thus, advertising plays a very important role in society.
1.8 BASIC PRINCIPLE OF ADVERTISING
According to Advertising legend Bill Bernbach 10 Principles of Advertisings are:













Go to the essence of the product. State the product‘s essence in the simplest terms of
its basic advantage. And state this both tangibly and memorably.
Where possible, make your product an actor in the scene; not just a prop. This
makes for a tremendously effective method of getting your product remembered.
Because the provocative element in your advertising is also the element that sells
your product. This is so simply stated, so difficult to execute.
Art and copy must be fully integrated. They must be conceived as a unit, developed as
a unit.
Advertising must have vitality. This exuberance is sometimes called ―personality‖.
When advertising has a personality, it is persuasively different; and it is the one
because of the other. You must fight to get ―bounce‖ in your advertising.
It is little less than useless to employ a so-called gimmick in advertising —- unless
the gimmick itself tells the product story.
Tell the truth. First, it‘s a great gimmick. Second, you go to heaven. Third, it
moves merchandise because people will trust you.
Be relevant. A wonderfully creative execution will get the big ―So what‖ if it isn‘t
meaningful to their life, family, business etc. And always opt for an ad that‘s relevant
over one that‘s exciting and irrelevant.
Be simple. Not simpleminded, but single minded. Who has the time or the desire to
listento advertising?
Safe ideas can kill you. If it‘s been done before, your competition will be ready for it.
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Your only chance of beating the competition is with advertising they‘ve never seen
before. Which means you‘ve never seen it before either! Be brave.
Stand out. If your advertising goes unnoticed, everything has been wasted.

1.9 ADVERTISING AS TOOL OF COMMUNICATION
Advertising communicates information about a product, service or idea to its target
audience through a media. It has the capacity to influence the consumer choices and
preferences towards certain product and services. In the competitive business
environment, advertising has acquired great importance.
Today advertising is a part of our everyday life. It is all around us. We cannot escape
looking at it or listening to it. Even if we are not consciously looking at it or listening to it, the
message of advertising reaches and influences us. It is often recorded somewhere at the back of
our minds and is recalled when we are buying something or looking for a particular service.
From morning to night, we are using advertised goods and services. We start the
morning with a cup of tea or coffee, use toothpaste and toothbrush on our teeth, at
breakfast we have bread, butter, etc. our workplace is also full of machines, computers, etc
which are the advertised goods. In this unit we will learn more about concept and elements
of advertising.
1.10 ADVERTISING AS MARKETING MIX IN PR
PR and marketing have symbiotic relationship. PR is considered as part of marketing.
It just support advertising and part of the organization promotion. Advertising is paid
for, PR is free publicity. Later when a firm or organization needs more
communication towards public to build up its image and customer relations the role
of PR is more justified rather than advertising. So the management gives full function
towards the PR rather than advertisements.
PR however has strong linkage with marketing. The marketing is operated as
Marketing plan which has the best marketing mix of four variables like the product,
price of the product, channel of distribution and the promotional activities.
A company produces product or services on his brand name. Branded adds value to
the product. A brand name is also necessary for identification and communication
process. It facilitates marketing communication.
Price however has psychological dimension. It indicates what people can afford to
pay, and what they would like to pay price paid should provide value for money
spent.
PR and advertising are two distinct but supportive activities. PR is in broad concept
where as advertising is personal. PR is less expensive than advertising. PR cannot
replace advertising. PR can help advertising by changing the consumer perspective
about the product and company.
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1.11 CHECK YOUR PROGRESS
1. What is advertising?
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
2. What are the objectives of advertising?
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
3. What are the functions of advertising?
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
4. Why advertising is important in mass media?
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
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UNIT-2 ADVERTISING THEORIES AND MODELS
Unit Structure
2.1 Learning Objectives
2.2 Introduction
2.3 Need of Theory in Advertisement
2.4 Theories of Advertisement
2.5 Models of Advertising
2.6 Check Your Progress

2.1 LEARNING OBJECTIVES
In the previous unit we discussed about the concept and definition of advertising. This unit
will discuss some of the important theories of advertisement to understand about how
advertisement works. By end of this unit, you will
 Be able to understand various theories of Advertising


Demonstrate much deeper understanding about how advertisement
works.

2.2 INTRODUCTION
Advertising serves multiple objectives which includes communicating with potential
customers as well as persuading them to adopt a particular product or develop a
preference towards the product for repeat purchase which ultimately results in brand loyalty.
Advertising Theory or theories therefore try toexplain how and why advertising is effective
in influencing behaviours and accomplishing its objectives.
There are numerous theories on advertising. We will discuss some of the important
theories of advertising. Understanding about Advertising theories will help in
understanding the factors that influence advertising‘s effectiveness and
ineffectiveness relative to intended objectives and particular contexts.
2.3 NEED OFADVERTISEMENT THEORY
Every Year, a huge sum of money is spent on advertising. Many advertisers make good
advertisements and achieve their desired result. However, the connection between floods of
advertisement human mind should be understood by advertising professionals to make
advertisements work better. Lack of this understanding will result in wastage of huge amount
spent on ineffective advertisements.
Advertising is believed by some to be more intuitive than intellectual. Most of advertising
Odisha State Open University, Sambalpur
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professionals know how to make a successful advertisement but do not why it works.
Advertising has many purposes, products have to be treated in many different ways,
consumers differ and the competitive and environmental context varies. Theories help
understanding the ‗why‘ factor and helps in predicting the effectiveness of advertising.
Ehrenberg, even in 1974, tried to postulate Awareness-Trial- Reinforcement model of
consumer response to advertising and according to him the main purpose of advertising for
established brands is its defensive role in maintaining repeat buyers. In answer to how ad
works, one model that applies to certain advertising categories is "Advertising offers a
stimulus to a potential user of a product, which it is hoped will produce the response of an
increased predisposition to buy the advertised brand."
Since theories predict, it helps in decision making process. Hence basic understanding about
advertisement theories is very important for any aspiring advertising professional.
2.4 THEORIES OFADVERTISEMENT
Advertising is the great evil, the great annoyance, the less-than-truthful spin of which
everyone despairs. Yet advertising may serve as the very foundation of modern media as
revenue from ads finance our newspapers, radio, television, Internet and social media.
Let‘s look at five theories applied to advertising and consider how the different approaches
intersect.
THE HIDDEN MESSAGE
The idea that ads mislead and unconsciously manipulate the viewer was advanced by
sociologist Vance Packard in his 1957 best-seller,
The Hidden Persuaders. Packard argued that
advertising is dangerous because it uses
psychology to create emotionally- loaded hidden
messages. Because the message is hidden, the
viewer‘s critical resis- tance is evaded and
minimized.
The Cornflakes ad in next page suggests this
product promotes not just good physical health,
but also good mental health. It is a classic instance
of ―a doctor uses this product, it must be healthy‖
approach. It also demonstrates how psychoanalysis has en- tered the mainstream and become
something of a joke. The joke is that we are all
Kellogg’s Corn Flakes Psychologist
split personalities, wavering between lazy
Personality (1967)
hedonism and disciplined self-improvement.
Happily, cornflakes serve both interests: they are a candy-like treat and they are also a form
of breakfast.
1.
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2.
SHIFTING LOYALTIES
Ads play upon and reflect conflicted, ever-changing loyalties. While ads try to cultivate a
strong sense of brand loyalty, ads also urge consumers to change loyalties, to try
something new, to disavow an old loyalty in favour of a new product.
In her study, Advertising in the 60s, (Praeger, 2001), media historian Hazel W.
Warlaumont argues that ads changed from the 1950s to the 60s. The look and message of
many ads appeared to embrace the anti-authoritarian hippie counter-culture, all the while
being designed and distributed by giant corporations promoting the status quo and
capitalist interests. Warlaumont argues that advertisers co-opted the antiestablishment‘s ―ideals, leaders, icons and goals into the existing structure.‖ (p. 138)
Warlaumont‘s argument inverts the concept of détournement, developed by activist

Not only does the revolutionary socialist Che Guevara appear on T-shirts, but
the commercial success of this icon leads to imitations and parodies such as
the Cher Guevara shirt on right.

Guy Debord and others in the 1960s. Debord was leader of the radical collective,
Situationist International and author of The Society of the Spectacle, 1967.
Détournement refers to an artist‘s reuse of familiar images, by shifting contexts to create
a new work with a different often contrary message. Détournement has an element of
‗anti-art‘ using blatant theft and sabotage of existing elements, turning the original message
against itself. The idea leads to the later
strategy of culture jamming. Both strategies
are conceived as a method of resistance to
the grosser elements of Capitalist culture and
raise awareness of corporate ploys and their
social effects.
An example of an ad using elements of
détournement is the print ad below
sponsored by the World Wildlife Federation. The ―turned‖ element here is the portrayal of
a toxic industrial can as both a kind of giant urban monument and as the polluted life water of
the city. The image redirects the pride we might take in the magnitude of our industrial
Odisha State Open University, Sambalpur
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complexes into a fear that we are poisoning the very environments that are essential to our
existence.
The Beatles' Yellow Submarine, 1968
animated film by Canadian animator
George Dunning. Changing the intent of public
messages is a two-way street however,
practiced by advertisers just as readily as
by activists and artists. Détournement gives way to
recuperation. Originally subversive
works and ideas are themselves
appropriated by mainstream media. The
philosopher Gilles Deleuze speaks of
deterritorialization and reterritorialization
to describe this ongoing war of counter-ideologies.
These image wars reflect shifts in loyalties
The Beatles' Yellow Submarine, 1968
and conflicted loyalties. For instance,
animated film by Canadian animator George
the Beatles were leaders of the 60s counterculture,
with their experiments with
Dunning.
drugs, their personal song lyrics, anti-war attitudes and openness to Eastern
philosophy and religion. However the Beatles also invented the music video and
pioneered the use of cross-branding music, films and related products, as the ad above
demonstrates.
3.
THE MEDIATION OF REALITY
Ads only work in conjunction with other media and environments in which they are
embedded and cannot be understood apart from other media and environments.
Marshal McLuhan noted that it is not the content of ads that makes them so persuasive. Rather
it is the way they use media to fuse together a world of actions and a world of fictions.
McLuhan writes: ―When the movies came, the entire pattern of American life went on the
screen as a non-stop ad. Whatever any actor or actress wore or used or ate was such an ad
as had never been dreamed of … The result was that all ads in magazines and the press
had to look like scenes from movies.‖ In the Image: A Guide to Pseudo-events in
America, 1962, historian Daniel J. Boorstin describes how news and advertising
have blended together to such an extent in popular media that they create an impression in
which truthful reporting becomes ambiguous and the difference between a serious
newsworthy event and a fabricated news event, such as a publicity stunt, is
indistinguishable. But Boorstin does more than just describe how ads disguise
themselves as news. He sketches the origins of celebrity culture, as fame and overblown
public exposure become coveted ideals not just among a small set of people but among
the general population of image and media consumers. However the ability to generate
publicity and controversy, to saturate and
bombard, to get people noticing, talking,
Odisha State Open University, Sambalpur
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The Beatles' Yellow Submarine, 1968

arguing is something products do as well as
people. We have celebrity brands.
Advertising thrives in a celebrity culture and
is integral part of it.
In the ad for Guess shown above, Paris Hilton
steps off a helicopter accompanied by a male
lover/ servant rolled into one. She exudes an air
of wealth and glamour, playing her private life
out in the public eye as heiress, model and
reality TV star. The ad looks like a paparazzi
photo, blurring boundaries between reality and
fantasy.
McLuhan explains our addiction to media
by pointing out that media extends and
heightens sensory responses. For example,
The Beatles' Yellow Submarine, 1968
why do we like to read press stories of events
animated film by Canadian animator
we‘ve already witnessed? McLuhan answers:
George Dunning.
―The press repeats the excitement we have in
using our wits, and by using our wits we can translate the outer world into the fabric of our
own beings. This excitement of translation explains why people quite naturally wish to use
their senses all the time. Those external extensions of sense and faculty that we call media
we use as constantly as we do our eyes and ears, and from the same motives. On the other
hand, the book-oriented man considers the non-stop use of media debased; it is unfamiliar to
him in the book-world.‖ Media adds an extra level of mediated experience to things we
already know, giving to reality a sense of hyper-reality. Ads thrive in this land of extramediated hyper-reality.

4.

THE MAGIC OF MEANING

Ads don‘t just sell products but infuse those products with meaning for the people who
use them. In this way, ads influence our values and underlying beliefs. Carlyle put it rather
bluntly in the 19th century: ―The quack has become God.‖ In his seminal essay, ‗The
Magic System‗ (1962), cultural theorist Raymong Williams argues that advertising ―has
passed the frontier of the selling of goods and services and has become involved with the
teaching of social and personal values; it is also rapidly entering the world of politics.
Advertising is also, in a sense, the official art of modern capitalist society: it is what ‗we‘
put up in ‗our‘ streets … and it commands the services of perhaps the largest organized
body of writers and artists, with their attendant managers and advisers, in the whole
society.‖ Williams goes on to remark that as a form of organized magic, advertising
obscures the true nature of consumerism and its effects on public attitudes and social
goals.
Odisha State Open University, Sambalpur
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Rock stars save the planet in this Louis Vuitton ad, 2010, photo by
Annie Leibovitz
Keeping the public away from discontented questions, advertising ―is a true part of the
culture of a confused society.‖
The above ad uses many of the same features as the Paris Hilton ad for Guess, but the
message is the opposite. The party girl in the helicopter was looking for adventure and
excitement, indulging her own whims and revelling in the exposure and notoriety this
indulgence brings to her. In the above ad, the celebrity rock star Bono and his wife Ali
Hewson descend from the sky like angels into a pristine African wilderness, which their
activities will be protecting. Bono uses corporate sponsor Louis Vuitton, working together
with his own company Edun, to produce hand-bags made in Africa. Proceeds from sales are
reinvested in the local economy. The ad functions as a fundraiser, but also suggests Bono
and wife have come to Africa for other reasons. Returning to the roots of humankind for
inspiration, it is the ultimate trip. The ad plays on ideas of youth, travel and selfdiscovery, mixed in with an altruistic concern for other people and other places.
James Twitchell, author of Adcult USA: The Triumph of Advertising in American Culture,
1996, writes: ―Mid-twentieth-century American culture is often criticized for being too
materialistic…we are not too materialistic. We are not materialistic enough. If we craved objects
and knew what they meant, there would be no need to add meaning through advertising
… What is clear is that most things in and of themselves do not mean enough. In fact,
what we crave may not be objects at all but their meaning. For whatever else advertising does,
one thing is certain: by adding value to material, by adding meaning to objects, by branding
things, advertising performs a role historically associated with religion.‖
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5. IMITATIVE DESIRE.
Ads play upon people‘s tendency to desire what others desire. French theorist René Girard
argued that we often desire to become the other
(when the other is powerful, famous or
beautiful). However it is impossible to become
another person. This impossibility keeps our
desire alive. Girard‘s ideas are explained in depth
in Kathleen M. Vandenberg‘s
―Sociological Propaganda‖. Vandenberg argues
that ads function as interactive rituals rather than
as one-way messages. The essence of a ritual
is that people place themselves in communities
through imaginative projection toward others.
The ad for a bookstore above, suggests that books
function as escapes from ourselves as we take
on the disguises of others, stepping into
imaginary worlds. Ads serve a similar function.
We see a product. Someone in the ad wants the
product. We want the product because it is desired
by others. This is René Girard‘s idea that our
The essential message of all ads.
desires are always mediated. Ads cannot affect
us unless we participate in the social ritual, the imitative act, that they invite us to.
The account services department keeps work flowing into the agency, by establishing good
relationships with clients, and constantly overseeing the work being done by the creative
department.
When a client relationship begins to go sour, for whatever reason, the members of the
account services department will know about it before anyone else. It is their job to be
proactive and maintain a good working relationship, because without clients...there is no ad
agency.
Weilbacher Group of Advertisement theories:
Weilbacher (1984) defines advertising to mean communication with which it is aimed
at increasing the probability that people reached by the advertising would behave or
believe as the advertiser wished them to do. Weilbacher divides the theories of
advertisement into four groups:
 Press Response Theory: These Theories assume that there exists a stable connection

between the ‗pressure‘ and influences. It emphasizes that that advertising effects are a
function of the advertising dollars spent or messages received. This theory tends to ignore the
quality of advertising creative work in causing advertising effects.
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 Active Learning Theory: This Theory believe that the information offered by the

advertisement will lead to an attitude change of the consumer and finally to behaviour
change.
 Low Involvement Theory: These Theories assume, at least in some advertising

situations, that the information content of advertising is not of importance to the
consumer and that it tends to be passively stored rather than actively evaluated in
relation to consumer reactions to products and companies. In this conception, advertising
effects cumulatively increase brand relevance or salience, result in changed purchase
behaviour, and lead to revised attitudes only after the brand has been purchased or used.
 Dissonance Reduction Theory: These Theories suggest that behaviour may lead to

attitude change and that newly formed attitudes are reinforced and stabilised by
information from advertising.
2.5 MODELS OF ADVERTISING
One of the main goals of advertising and marketing is to craft and deliver convincing
messages to targeted markets. The best way to deliver these message can depend on the
situation, the audience and the type of business from which it originates. Advertising models, or
theory-based outlines for delivering messages, can be helpful as you craft your business's
marketing communication plan. Four commonly used and referenced advertising models are
the DAGMAR model, the AIDA model, the Ehrenberg model and the DRIP model.
The DAGMAR Model
DAGMAR is an acronym for defining advertising
goals and measuring advertising results. Each of these
words stands for goals that are of the utmost importance
to a business attempting to reach and make an impression
on their target audience. The model also specifies five
phases that potential customers pass through as they are
made aware of your business or product: unaware,
aware, comprehension, conviction and, finally, action.
With both the goals and the audience's cycle in mind,
a business can apply the theory as a framework for
developing its advertising and promotional mix. Ideally,
when the theory of the model is used, the target audience moves smoothly through the five
phases, which are based in psychology and common decision- making patterns people
follow when deciding whether or not to buy something.
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The AIDA Model
AIDA is similar to the DAGMAR model in
that it focuses on the buying and selling process.
AIDA is an acronym for attention, interest,
desire and action, which are the four phases
of the psychological process people pass
through as they decide whether or not to buy
something. In later versions of this model, which
has been around since the late 1800s, a fifth
element, "permanent Satisfaction" was
sometimes added to the list, as it looks to the importance of repeating sales with prior
customers.
Ehrenberg Model
Andrew Ehrenberg's theories are wide-reaching in the marketing and advertising world, and his
research contributed a great deal to the modern field of advertising. One of his more
commonly used models is the "Weak" theory, which includes the following components:
awareness, trial, reinforcement and nudging. When used in order as part of an advertising
campaign, Ehrenberg suggested these components could nudge consumers' behavior and
persuade them to buy your products. "Awareness" serves to let a customer know of your
existence, "trial" inspires the customer's interest, "reinforcement" encourages trust and
finally "nudging" seals the sale.
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The DRIP Model
The DRIP advertising model relies on the theory that repeated, carefully planned contact with
the customer will increase sales. DRIP is an acronym for differentiate, remind, infor m
and persuade.
Advertising based on the
DRIP model uses repeat
contact to stand out from the
competition,
remind
potential customers of your
company's existence, inform
your target market about
what you do and sell and then
finally, convince them to buy
from you. Experts say the DRIP model is most effective if you, the seller, have some.
The Maslow’s Hierarchy Model
In 1943, Abraham Maslow published a theory on human motivation that has been
debated and used in advertising psychological and marketing ever since.
Maslow – a psychology professor then teaching at Brooklyn College – developed a
five-tier system to illustrate the different levels at which people work to satisfy needs.
This ―hierarchy of needs‖ moves from basic ones to eventual self-actualization.
The theory often is represented in a pyramid. Here are the needs in order from bottom
to top.
Self-actualization: Creativity, achieving full
potential
Esteem:
Prestige
accomplishment

and

feelings

of

Belongingness and love: Friends, intimate
relationships, becoming part of a group
Safety: Security, freedom from fear
Physiological: Food, water, warmth and sleep

Odisha State Open University, Sambalpur

Page 19

2.6 CHECK YOUR PROGRESS
1.

How Advertising Theories are divided into groups?

___________________________________________________________________________
___________________________________________________________________________
___________________________________________________________________________
___________________________________________________________________________

2.
What is AIDA Model of Advertising?
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________

3.
What are the Five theories of Advertising?
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
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UNIT-3 TYPES OF ADVERTISING AND NEW TRENDS:
ECONOMIC, CULTURAL, PSYCHOLOGICAL AND
SOCIAL ASPECTS OF ADVERTISING
Unit Structure
3.1 Learning Objective
3.2 Introduction
3.3 Types of Advertising
3.4 Different aspects of Advertising
3.4.1 Economic Aspects of Advertising
3.4.2 Cultural Aspects of Advertising
3.4.3 Psychological Aspects of Advertising
3.4.4 Social Aspects of Advertising
3.5 Check Your Progress
3.1 LEARNING OBJECTIVES
The objective of this unit is to understand types of advertising and new trends in it.
The economic, cultural, psychological and social aspects are also discussed. After end
of this unit you will be able to understand:
 Types of Advertising,
 About different aspects of advertising.
3.2 INTRODUCTION
The market has expanded manifolds in the last few decades and innumerable products
are being launched almost every day. The companies are engaged in cut throat
competition to highlight their products. Ads differ depending on who the message is
intended for, where the ad is shown, which media are used and what the advertiser
wants to accomplish. So, it is helpful to classify advertising according to different
areas and angles.
Advertising is just not for information but for a purpose. This purpose is to
motivate a desired action. People use advertising to achieve variety of objectives.
Vast amount of time and money are being spent in creating advertisements. It‘s
important to have an appeal and impression to capture a position in the consumers
mind space, who are knowledgeable and have their own opinion is extremely tough.
Hence to know the economic, cultural, psychological, and social aspects of
advertising is extremely vital.
3.3 TYPES OF ADVERTISEMENT
Advertising can be defined as a non-personal, paid dissemination of information
through a variety of mass communication media to intentionally influence a desired
action. Paid for distinguishes advertising from free publicity; communication
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indicates transmission of message and the use of a medium; intentional is about
advertising being goal oriented; and influence indicates about the persuasive nature of
advertising.
Advertising can be classified on the basis of : Geographical spread
 Target market
 Demand
 Desired response
 Media

CLASSIFICATION BASED ON GEOGRAPHICAL SPREAD
According to geographical spread advertising can be classified as:
Global advertising- Multinational firms treat the world as their market and advertise
the products throughout the world. Examples-KFC, Coca Cola, Apple,
McDonald‘s,etc
National advertising- Some firms target the entire country and select media with a
country wide base. Examples- Lux, Prestige, Nirma, etc.
Local advertising- Some firms may like to restrict their business to state or regional
level. The area to be covered would generally be a city or a town and media would be
selected which principally relates to the area. Examples- 104 Radio Chocolate,
Khimji jewellers, Omfed,etc.
CLASSIFICATION BASED ON TARGETED MARKETS
On the basis of targeted market aimed at advertising can be classified into five
subcategories:
Consumer advertising- It makes product or service known, as well to persuade the
ultimate consumer to buy the product or service for their own personal use or for their
household‘s. This type of advertising is done by the manufacturer or dealer of the
product or service. Examples- Lakhme, Reebok, Cadbury, etc
Industrial advertising- It refers to those advertisements which are issued by the
manufacturers or distributors to the buyers of industrial products. This category
include machinery and equipments, parts and components, etc. This is also called
Business-to Business advertising.
Trade advertising- Advertisements which are directed by the manufacturers to the
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distribution channel members such as wholesalers or retailers are called trade
advertising. The objective of such advertising is to promote sales by motivating the
distribution channel members to stock more or to attract new retail outlets.
Professional advertising- There are certain products for which the consumers
themselves are not responsible for the buying choice, the professionals like Doctors,
Architects, Engineers, Civil Contractors recommend or prescribe the products. Firms
operating in such market segments therefore, have to direct their advertising to these
decision makers, who are professional people.
Financial advertising- Banks, financial institutions and corporate firms issue
advertisements on loan, financial services, investment, returns, banking plans, etc to
motivate to invest and turn it into a trusted name for general investors.

CLASSIFICATION BASED ON DEMAND
There are two types of demand as follows:
Market demand- Advertising is the total volume that would be bought by a defined
consumer group, in a defined geographical area, in a defined time period, in a defined
marketing environment under a defined marketing programme.
Company demand- It is the share of the company in the market demand.
Accordingly, there are two types of advertising , as followsPrimary demand advertising- It is designed to create demand for a general or
primary products. The idea is to generate a continual demand for the product. It is
done by many companies at the same time, but there is no competition. It is also
called generic advertising.
Selective demand advertising- It focuses on creating demand for a particular
manufacturer‘s brands. This is done by a company or dealer to increase the company
demand. The retailer can also advertise a particular brand.

CLASSIFICATION BASED ON DESIRED RESPONSES
The broad kind based on desired responses is as follows:
Direct advertising- It seeks to stimulate immediate buying action or immediate
response from consumers. Examples- purchase coupons, end season sale, etc.
Indirect advertising- This type of advertising creates a buzz and positive effect on
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the mind of the reader or viewer. It develops a favourable image of the brand .
Surrogate advertising- It is a form of advertising which is used to promote banned
products like cigarettes, alcohol, tobacco, in the cover up of another product.
Example- Bagpiper soda (the firm is promoting Bagpiper whisky, but intentionally
shows soda).

CLASSIFICATION BASED ON THE MEDIA
The category based on media is as follows:
Audio advertising- It is done through radio, auto-rickshaw promotions, four-wheeler
promotions, etc.
Visual advertising- It is done without text catalogues, displays, electronic hoardings,
banners, etc.
Audio-visual advertising- It is done through movie, video clips, TV advertisements,
etc.
Written advertising- It is done through letters, articles, documents, brochures,
leaflets with text, etc.
Internet advertising- The World Wide Web is used extensively to promote products
and service of all genres.

3.4 DIFFERENT ASPECTS OF ADVERTISING
Advertising in India remain underdeveloped until 1960s because of the
underdeveloped of industries, technology, media, marketing, business and commerce
in general. It became more active by the end of 20 th century when there was a growth
in every sector as well as media. Advertiser‘s touches to different areas, so the
advertising appeals are also changed into different aspects of human life. So the
advertisements itself become a piece of information, education and communication
for the society.
3.4.1 Economic aspects of advertising
Advertising is a major industry which contributes to the economy not only directly
but also indirectly as it stimulates demand and provides information about other
products and services. Advertising performs an economic function for an advertiser,
affect economic decision of the audience and is an integral part of the whole
economic system. Advertising stimulates demand, educate consumer about new
product, policies, programmes services and organizations, as well as comparing
features, benefits and price to increase competition and improve standard of life-style
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by helping to bring new product to the consumer. With more complete information,
consumers and business often choose to purchase additional products and services.
Advertising boosts the economy by helping to introduce new products faster and
more effectively to consumer by supporting to achieve the economies of scale faster
and by helping to remove the monopoly of the product. It causes an economic chain
reaction that
 Generates a net gain in direct sales and jobs due to the promotion of the
industries products and services,
 Generates indirect sales and job among the first level suppliers to the
industries that gain the advertising expenditure, and
 Generates indirect sales and jobs among other levels of economic activity
as the sales flow throughout the economy.
In India all the companies spend a huge amount of money towards advertising.
Thousands of of companies advertise frequently in different source of media. In the
year 1980 advertisers spend about Rs. 100 crores in different media. They spend Rs.
500 crores in 1987, and about 1000 crores in 1990. Presently this advertisement
amount has increased more than Rs.10,000 crores in the following proportion: PRINT
MEDIA- 50 Per cent; TV-30 Per cent; Radio-10 Per cent; Digital Media 5 Per cent as
a growing sector and all other media 5 per cent. This statistics shows that media
advertising is a major activity and naturally dependent for the citizen as well as the
nation.
Most of the advertisements Products on Print Media, Doordarshan, Private Television
Network, All India Radio and FM radio stations, are toilet shops, detergent,
creams/lotions, hair oil, corporate ads, two wheelers, shoes, electronic product,
textile, soft drinks, spices and satellite channels.
3.4.2 Cultural aspects of advertising
Advertising is a business, an art, an institution, and a cultural phenomenon. It is part
of our every day culture as it is omnipresent. It can influence the culture and style of
life in a country. On an average, we see close to 1,500 ads per day. Therefore their
influence on the cultural consciousness and behaviour of the public can‘t be denied.
Culture is the lens through which people view products as well as the company. It
plays an important role in the popular Indian culture because it shapes and reflects our
life styles. It is usually the first to reflect social trends. Example: The print
advertisement of Amul. To sum up, advertising does reflect the changing cultural
values of a society as well at times, it itself acts as a change agent to it. Advertisers
are responsible in bringing in a new kind of ‗globalism‘, which promotes universal
commercial values. Advertising studies allow us not only to differentiate successful
from unsuccessful marketing activities, but establish the fact as well that advertising
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reveals specific cultural norms that somehow differ depending on global regions.
Advertising studies feature a clearly pronounced interdisciplinary nature
and allow us to better understand what cultural basis specific advertising texts are
made on. An advertising message is oriented on both rational and emotional-affective
processes among the people perceiving the message.
Generally encountered are female images, nature-related images, and images
pertaining to the ancient past life. At the same time, ancient traditions are subject to
globalization. All the while, it features no forced separation from the global culture. It
is more likely that modern world harmoniously includes the components considered
acceptable within its own worldview.
After the globalization the 21 st century has seen most of the countries have followed
western culture and tradition than their own. Peoples dressing habits, food , living
style have completely changed for the modern advertisement communications.
3.4.3 Psychological aspects of advertising
Advertising plays a major role in modern life. It shapes the attitudes of the society
and the individuals. A basic advertisement involves a lot of strategy and thought, as
well as more planning than one may assume. While there are many potential
elements, psychological aspect are one of the vital element to incorporate.
Advertising helps consumers see the possibilities and meanings in the things that they
buy. It also liberates meanings that lie below the surface. Advertising often plays to
consumers emotions. From the color scheme and visuals to the actual words used,
each component of an ad is designed to appeal to the consumer in a unique way.
Every aspect is specifically designed using basic principles of psychology to generate
a desired reaction or response. There are many elements to fit in but the use of
emotions-fear, love, happiness, etc; persuasion and authority, memories and colors
are a few of the more common ones.
However the psychological ones- cognitive, emotional and behavioural plays the
most important role. The largest amount of information is perceived by seeing. Visual
presentation of advertising is the simplest way of pertaining information. At least one
visual aspect of in the ad has to affect the customer subconsciously. This could be
color, a usual shape of size of the first character, a large, attractive and full colour
photo or text design. Empty spaces, abstract images and drawings do not suit the ad.
It is noticed that the more realistic illustration, the more efficient is the ad, as it is the
thing directly affecting the customer.
The presentation of advertising information and therefore a higher demand for
merchandise will depend on the knowledge of the customer‘s psychology. This is the
main goal of advertising. Cognition is related with how the human perceives
advertising information. That is why an ad must distinguish the product advertised
from the others, at the same time attract the customer‘s attention and maintain his/her
interest. Finally, it should arouse the customer‘s motivation to acquire the product
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advertised. It is obvious that advertising affects the customer by the cognitive aspect.
Senses are one of the most important aspects of impact; it is the process of primary
cognition. The main goal of advertising is to evoke the feeling, in other words, it
demonstrates how the customer is going to feel after acquiring one or another
product.
Another important cognitive aspect is perception. The feelings are usually evoked
subconsciously, while cognition is a conscious process. Viewing is the most
influential in the process of advertising information perception and evaluation.
Therefore, advertising has to correspond the principle of consistence, all of its aspects
– title, text, illustration and logos - are closely related and determine the general
impact of the ad. If the aspects and information are insufficient to formulate the main
idea, ambiguities occur.
Recognition plays an important role in the cognition
process. Therefore, if the first ad of the product is graphic and logical, later it is
enough to repeat any of its aspects and the customer will reproduce the ad she/he has
seen before. Visual presentation must meet several conditions: the structure of the ad
must be precise and clear; the object advertised is the centre, therefore its shape, size
and proximity are important; the most important is to have the product dominating
and standing out in the background. The contemporary customer selects information
very carefully, as well as adverts that are interesting and attracts attention. The
attention attracting ads are the following: the ones where the customers see what
attracts or frightens them; when their attention is drawn as they already tend to start
the process of choosing. The customer‘s attention will be drawn to and intensified if
the advert information represents the user‘s interests (what the motivation and needs
are).
3.4.4 Social aspects of advertising
Advertising is a social institution. It is a continuous social process. The social process
stands for all social activities that are performed to achieve the goals and objectives of
an individual and the society. Advertising reflects society and society reflects
advertising. We have seen that the advertising ia a socioeconomic activity of great
importance.
But all advertisements are not relevant, many advertisements are not socially relevant
as they only relate to minor promotion of sales to the whole population. Sometimes
advertisements are made for the nation for social awareness and self education of the
whole population.
Now, the advertisers are trending towards social issues. At social level advertising
plays upon, derives from and contributes to the social texture of a country. Various
social changes are brought about or helped by advertising. Adult education, family
planning, awareness programme and innumerable health campaign are the examples
of few successful social advertising campaigns. It makes role models who can create
societal change. It supports the core principles that shaped our nation: free speech,
competition and democracy.
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Advertising like ―Swatch Bharat Abhiyan‖ for cleaning of society, for population
control the govt. adopted ―hum do hamare do‖ advertisement fromhealth and family
wefare department. Save Water, Advertisement related to polio eradication promoted
by Amitav Bachan was one of the successful advertisement campain in India. Save
electricity, use public toilet which gives us social awareness in our day to day life. At
the time of the pandemic ―Corona Virus‖ was taking lives of people then the govt.
can able to fight with it by spreading the social message as advertisement by saying
people to maintain social distance, washing hands and using face mask whenever you
go out of your home.

3.5 CHECK YOUR PROGRESS
1What is surrogate advertising?
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
2-Discuss types based on media?
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
3-Explain Cultural aspects of advertising?
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
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UNIT - 4 ETHICAL AND REGULATORY ASPECTS OF
ADVERTISING
Unit Structure
4.1 Learning Objective
4.2 Introduction
4.3 Ethics and Issues of Advertising
4.4 Advertising Regulating Authorities and codes.
4.5 Check Your Progress
4.6 References
4.7 Further Readings
4.1 LEARNING OBJECTIVES
After completing this unit learners should be able to:



Understand ethical and regulatory aspects of advertising,
about different apex bodies in advertising- AAAI, ASCI, ABC and their
codes.

4.2 INTRODUCTION
Advertisement is a mirror of the society in which it operates. We live in an era of
scams, scandals and swindling of public money. Today everywhere there is give-andtake of culture. No matter how hard the traditionalists try, there is no stopping the
tidal wave of pop-culture. Advertising attracts as much criticism by promoting
socially harmful products like liquor, cigarettes, etc. Such ethical issues have been
raised against advertising in recent years. Ethics and regulatory aspects, therefore,
have received increasing attention these days. Ad executives cannot do business at the
expense of society. Ethics has many dimensions. Thus, it can be extreme difficult in
defining what is, and what is not, ethical especially when the notion of social
acceptability changes over time and varies from one culture or country to another.
Not all individuals can even agree on what might create offence. In particular, issues
of taste and decency can create extreme difficulties. Hence, the three moral principles
should to be followed are truthfulness, social responsibility and upholding human
dignity. Thus, Indian advertising is growing, professional and delivering the goods
with the support of advertisement.
When it comes to advertising it's a given that making untrue claims, unbeliveable
offers, and the like are unethical. But those aren't the only ethical issues to consider.
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4.3 ETHICS AND ISSUES OF ADVERTISING
Ethics is a choice between good and bad, between right and wrong. It is governed by
a set of principles of morality at a given time and at a give place. Advertising too has
ethical values. It deals with good and bad with reference to a particular culture. The
ethics in advertising is a set of well-defined principles which govern the way of
communication taking place between the seller and the buyer. In order to be
consumer-oriented, an advertisement will have to be truthful and ethical. The
advertiser must possess moral duty and obligation towards the society in their
advertising. The advertiser needs to ensure ethical standards of advertisings are
adopted such as avoiding false claim, misleading consumers, etc. Fundamentals of
ethical advertising should be maintained like truthfulness, enhancing the product
benefits, avoid misrepresentation, avoid illusion, follow decency, avoid misuse of
testimonials, substantiating evidence, avoid deception, avoid attacking unfairly to
competitors, etc. Ethics in advertising is directly related to the purpose of advertising
and the nature of advertising. Ethics also depends on what we believe.
Advertorials
Advertorials are advertisements featured and it is handled correctly can enhance the
sale of the business. This type of advertisements is handled by professional team for
the promotion of the product and services. An advertorial can tell a quality story in
areas where there is a lot of product information. The advertorials are more
interactive. Advertorials stand alone as a valuable part of editorial and marketing mix.
Newspaper in some instances selling their space to political parties, compromising the
principle between news and views content. This practice is generally considered
unethical from journalistic point of view.
Surrogate advertising
Surrogate advertising is a form of advertising which is used to promote similar
branded products, like cigarettes and alcohol in the disguise of another product. This
type of advertising uses a product of a fairly close category, as: mineral water, soda
and other produced by the alcohol company in the brand name, or products of a
completely different category (for example, music CD,s or playing cards) of
consumers. The banned product (alcohol or cigarettes) may not be projected directly
to consumers but rather masked under another product under the same brand name, so
that whenever there is mention of that brand, people start associating it with its main
product (the alcohol or cigarette). In India there is a large number of companies doing
surrogate advertising, from the producers of alcohol, cigarettes and tobacco. This
practice is unethical.
Regulation of marketing communication is a fundamental part of advertising
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practice. No one should operate in the industry without some awareness and
understanding. Regulation fall, broadly , into two categories : legal regulation and self
regulation. The extent to which anyone country relies on one or the other or a balance
between the two varies significantly. There are advantages and disadvantages of each.
In India, there is a well-developed system of self regulation imposed, enforced and
funded by the marketing communication industry itself. Various codes of practice and
professional codes of conduct are produced that all members of the marketing
communication industry are expected to abide by. By and large, the self-regulation
system is said to work very efficiently in India and in many other countries around
the world. One such self regulation system Advertising Standards Council of India
(ASCI) is working for the benefits of both advertisers and the general public in India.
4.4 ADVERTISING REGULATING AUTHORITIES AND CODES
Advertising Agencies Association of India (AAAI)
It is the official, national organisation of advertising agencies, formed to protect their
interests so that they continue to make an essential and ever-increasing contribution to
the nation, by working towards the following objectives:


To benefit Indian consumers and to protect their interests by helping ensure that
advertising is honest and in good taste.



To benefit Indian advertisers by promoting their sales, increasing their sales and
increasing productivity & profitability, to stimulate business and industrial
activity.



To benefit media by establishing sound business practices between advertisers
and advertising agencies and each of the various media owners.



To benefit the nation by harnessing advertising for the good of the country, its
institutions, its citizens to co-operate with the Government in promoting its social
objectives and in the task of nation-building.



To question advertising that is wasteful and extravagant; to make it possible for
the small entrepreneur to grow through advertising and to compete with the
biggest to encourage market and media research to serve society by meeting its
social responsibilities.



To encourage the interest of young individuals in the business of communication,
to assist in education and training programmes and to provide information of
benefit to members. Non-members are also provided this service for a fee.



To establish a common platform in building and sustaining the prestige of the
advertising profession and to serve as a spokesman against unwarranted attacks or
restrictions on advertising.
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To establish a forum where representatives of advertisers, advertising agencies,
media owners and Government can meet on mutual ground and examine
problems of mutual concern.



To offer effective co-operation and liaison with Government officials and bodies
for the purpose of broadening their understanding of the role of advertisers,
advertising and advertising agencies.



To co-operate with Government bodies in discussion of matters such as taxes,
radio and TV advertising, legislation, political campaign advertising, controls on
pharmaceuticals, tobacco or liquor advertising and other subjects of similar
complexity and sensitivity.



The AAAI today is truly representative, with a very large number of small,
medium and large-sized agencies as its members, who together account for almost
80% of the advertising business placed in the country. It is thus recognised at all
forums - advertisers, media owners and associations, and even Government - as
the spokesperson for the advertising industry.

Indian Society of Advertisers (ISA)
Advertisers, ad agencies, media- these are the three major components of advertising.
Of these, last to organize were the advertisers and the first were the media and the
second the ad agency.
The ISA was formed in 1952 represents the interests of organisations involved in
Indian advertising, marketing and media industry. ISA's aim is to promote and
safeguard the rights of its members to communicate freely with their customers, and
to protect consumers by ensuring advertising and marketing communications are
conducted responsibly.
Over the years nearly all major advertisers have become members of the ISA and its
current membership of around 160 is spread throughout the length and breadth of the
Country,
Its membership includes almost all the large and prestigious advertisers like Asian
Paints, Bata, Britannia, Cadbury, Castrol, Coca-Cola, Colgate-Palmolive, Dabur,
Godfrey Phillips, Godrej, Hero Honda, Procter & Gamble, Hindustan Unilever , ITC,
Mahindra, Marico, HCL, Reliance ADAG, UB Group, MRF, Nestle, Nirma, Pepsi,
P&G, Raymond, Reckitt, SmithKline Beecham, Tata Tea, Tata Motors, Titan and
WIPRO, to name just a few. Among large Public Sector Enterprises who are
members are companies like Air-India, Bharat Petroleum, Indian Oil and LIC.
Collectively, the membership of The ISA accounts for approximately more than two
thirds of the annual advertising expenditures made in India.
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Objectives of ISA






To promote, maintain and uphold ethical and economic discipline in
advertising.
To represent, protect, inform and guide advertisers in all matters related to
advertising.
To help formulate and promote laws, codes and standards of advertising
practice.
To monitor, measure and moderate the media in terms of cost, competition
and viewership/readership/listenership.
To encourage and support the development of new media in order to
propagate the fundamental right to freedom of information.

While the measurement of media audiences, reporting of media costs and assessment
of media cost effectiveness is critical, it is also important that we collectively ensure
that the media at large follows practices which allow honest and unrestricted
competition between media suppliers and allows meaningful comparisons of cost in a
transparent
manner.
ISA has played a determining role in this area and continues to do so:



ISA was instrumental in stopping the practice of a single advertiser booking
the entire space in any one media vehicle.
ISA has encouraged and enabled a "single currency" in the measurement of
TV audiences and Press readerships to allow comparisons of cost efficiency
between vehicles within a medium with a common yardstick.

Advertising Standards Council of India (ASCI)
It is a self regulatory voluntary organization of the advertising industry in India .
ASCI was established in October 1985 and is managed by a board of governors
consisting of 16 members from advertisers, advertising agencies, media, and allied
professions like consumer research etc. ASCI is committed to the cause of selfregualtion in advertising ensuring the protection of the interest of consumer. The
fundamental principles of code of self-regulation are:
Truthfulness and honesty of representations and claims.
 Non-offensive and maintaining public decency.
 Fairness in competition.
The Consumer Complaints Council (CCC) is ASCI‘s heart and soul. It is the
dedicated work put in by this group of eminent people that has given tremendous
impetus to ASCI‘s work and self-regulation in advertising.
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ASCI‘s goals include monitoring, administering and promoting standards of
advertising practices in India with a view to:





To ensure the truthfulness and honesty of representations and claims made by
advertisements and to safeguard against misleading advertising
To ensure that advertisements are not offensive to generally accepted
standards of public decency.
To safeguard against indiscriminate use of advertising for promotion of
products, which are regarded as hazardous to society or to individuals to a
degree, or of a type, this is unacceptable to society at large
To ensure that advertisements observe fairness in competition so that the
consumers need to be informed on choices in the market place and the canons
of generally accepted competitive behaviour in business are both served.

To codify adopt and from time to time modify the code of advertising practices in
India and implement, administer, promote and publicize such a code.
To promote, maintain and uphold fair, sound, ethical and healthy principles and
practices of advertising.
To promote better understanding of benefits of fair, sound and ethical advertising
amongst the practitioners of advertising and in society at large.
To represent, protect, inform and guide members of the company on matters relating
to advertising.
To foster and promote cooperation amongst persons or companies engaged and
involved in advertising.
For many years the advertising industry has promoted the use of voluntary
self-regulation to regulate advertising and limit government interference with and
control over advertising. Self-regulation of advertising emanates from all segments of
the advertising industry, including advertiser and their agencies, business and
advertising association and the media. The primary self-regulatory mechanism for
national advertising has been very effective in achieving its goal of voluntary
regulation of advertising. Various media also have their own advertising guidelines.
Audit Bureau of Circulations (ABC)
Audit Bureau of Circulations (ABC) is one of the several organisations of the same
name operating in different parts of world. ABC founded in 1948 is a not-for-profit,
voluntary organisation consisting of publishers, advertisers and advertising agencies
as members. It does pioneering work in developing audit procedures to certify the
circulation figures of publications which are members of ABC.
ABC as it is called and understood by all, is a founder member of the International
Federation of Audit Bureau of Certification. The main function of ABC is to evolve,
lay down a standard and uniform audit procedure by which a member publisher shall
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compute its Qualifying copies. The circulation figure so arrived at is checked and
verified by a firm of chartered accountants which are empanelled by the Bureau. The
Bureau issues ABC certificates every six months to those publisher members whose
circulation figures confirm to the rules and regulations as set out by the Bureau.
Circulation figures that are checked and certified by an independent body are an
important tool and critical to the advertising business community.
ABC's membership till 2019 includes 562 Dailies, 107 Weeklies and 50 magazines
plus 125 Advertising Agencies, 45 Advertisers & 22 New Agencies and Associations
connected with print media and advertising. It covers most of the major towns in
India.
An Advertiser would like to know the facts and figures before investing his money in
advertising. An Advertiser ought to know how many people buy a publication and in
which area. The ABC gives all these vital statistics every six months. The ABC
figures are not the outcome of opinions, claims or guesswork, but they are the result
of rigid, indepth and impartial audits of paid circulation of member publications by
independent firms of Chartered Accountants working in accordance with the rules /
procedures prescribed by the Bureau.
The Bureau (ABC) certifies circulation figures of member publications every six
months i.e. for the audit periods January to June and July to December. The Audits of
circulation figures are carried out by empanelled firms of Chartered Accountants as
per the prescribed Bureau's audit guidelines and procedures.
Bureau also has a separate panel of Bureau auditors to undertake surprise checks and
surprise recheck audits as deemed essential by the Bureau. The average qualifying
sales of those member publications who comply with the prescribed audit guidelines
are certified by the Bureau. The certified circulation data is primarily used for media
planning purpose by various media agencies, print media advertisers and government
publicity departments.
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4.5 CHECK YOUR PROGRESS
1- Define Ethics in advertising?
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
2Explain AAAI?
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
____________________________________________________________________
3Describe ASCI?
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
____________________________________________________________________

4. What is the role of ABC in Advertising?
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
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https://en.wikipedia.org/wiki/Advertising_Standards_Council_of_India
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2. Frank Jefkins,Advertising Made Simple, Rupa& Co.
3. Chunawalla , Advertising Theory And Practice, Himalaya Publishing House
4. JethwaneyJaishri, Advertising, Phoenix Publishing House
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