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Marketing Promotion, Advertising and Sales Promotion Sirategy Y
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Marketing Promotion and Tools of Marketing Promotion
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What is marketing Promotion?

e AT =R INF IS0 A& AR LT A0y 8 (R TP O (FOINACE SRS I TG 2[4 3
CRl AT & SIWACE RIS A 27| (FI 997, G I QF ToF IS (SIS I (FOS
SRReF, AR G I FACI AT A FHENR = o400 i | [fey o1 w6
oG ol &PTTaa S0 RSl W S F41 2@ -

Philip Kotler & Gary Armstrong S¢19, “Marketing promotion means various activities that communicate
the merits of the product and persuade target customers to buy it.” Sifie, AT ST ST AT
TR TIPS YEIME SRROPT QR OHACE OF 7 T AWDS T & @ FFeT QNI
PG A= T OICF {2/l PR 0T |

Perreault & McCarthy 49 09, “Marketing promotion is communicating information between seller and
potential buyer or other in the channel to influence attitudes and behavior.” SR, oo &pTR =T
MATSR 8 ABINF OIS IR ACH (ol 8 TWRY (TSR Al AR S IR N ST
QCATC lfeaT |

Steven J. Skinner &9 W09, “Marketing promotion refers to any communication activity used to inform,
persuade and remind the target market about an organization, its products, and its activities.” iR, T
TRAGT, T AN IR O FRFEN TAE THIYS A SRROF | ARG @R e FATCHIL &y
@ I @A SIRET JIZ© T OIS [0 AR I =7 |

el bifRml 8 @ I 1 O @ ANE G Rl SRR M A0 = | WL Ay I G @A
FI@N e 27 | (e @10 TR I’ A W 2 -

v TR epie =R #ee e e Qe e

v G TN R (FOICnF 2o T Aibe F41 =7

v 3o A (@Foe FHae 8 WSl S Fa

v TR @PT Sfeela BifRwT e A Qe TP 9! ey |

AT T T @, @I 29 I G TSN € T (GFSHACE (7 AT Aoy, (AT 17N AT 20NS G
Gy CAID® FHIF e (@ TS PP = Tl = OICF (A &I e |

Tools/Elements of Marketing Promotion

TON € I (FOAACE 29, GTAl Y T FNS AT G DS G & (T FT© Fpyo @2
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B0 v BI-558



e TS fmfmyie @S el

o.

TG v

fom: TR et feTeTE

@[ (Advertising): e eitas =ifea feemd “Reea" sfvs s(fiwe Jage W0 | 8
2T RFSARSTER Wy IS e W WK Gfe A4 | Aged =, @ Wmg Soaret
TS 9L MG AT (FI 29, (R AT LA (PO s Kb &y 2= (@Fonnae Ao
TR G @ =N T 2EF FIRE A T O1R ReE| [ |

Philip Kotler & Gary Armstrong =<, “Advertising is any paid form of nonpersonal

presentation and promotion of ideas, goods or services by an identified sponsor.” =i=ffe
wda e Bfee Stanel 93 «=e, o0y A ERE TS TGN WAl RS e
T |
Tl 8 ARCeE 3 o, [Keaw 2R Wl [ 93l bR a6 | 99 MK Tg w0
WX TR BRI (@S A9 I G FHH O &I FCH SICAAS O 7o) ey ArAIb© Fal
T | TR RS @Cs, GRifens, W[ se, [Renare, e Agg for N« evr w4
oY | Gt (@ 71351 Caf*(8y Ao =7 et =eeT:

v Rearem seds f[ifse avs |

v 2= B iR 4 |

v R (7 SAgeAl R SPREE SRR |
e R@x (Personal selling): RerA &iizR @30 wrow wgrd =feam =R Ife=s
o | Ife= [ s (Taifas 1 SfsTew (M7 | 0T (T AT o (AF Tosde g
g R Fa0z | AdRe =g, T (@ [Keamol =07, ERI A GREF @ored 90 (7 (FOaaes
T AR FCE (ST O O[(F FeS [T 0T | @F FAR F0S (90, Ao 1 (1 fqeroa
TR Torgreiai2 2@ Ifes [emT |
Philip Kotler & Gary Armstrong €< C9, “Personal selling is the personal presentation by
the firm's salesforce for the purpose of making sales and building customer

relationships.” Sfe, afsitas Rers F3a M [Rew 741 @R (@©! TF o 9 JfeTs
TAGAICRE TGS [T 96 |
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TR 8 2RSS G WO, T4 (P G REFF Sy 97 (I (1, (@Sl Al (SIS SR (&I
TRAST PR LR T G 26 I G ST SRS $0F 4R TF A T SIS OFa
A, O OICF Jed GG 0T |
©. R&% &7 (Sales promotion): 7& ca wf¥s R 3w «ow SfoST @ eHR ST
R T =W oS @ epia et | e Rwem ARwe Jad @ 9= 1 wmeEE @
THAITTS ST MCF! (T 27 IR [ 2P 907 |
Philip Kotler & Gary Armstrong 4 09, “Sales promotion is the short term incentives to
encourage the purchase or sale of a product or service.” SifR, o I G @ =T [@w
TS 1 QRIS T THREA Srl=A=1 B2 == ez @711 |
AT 3@ oad TA=E v 361 &7, $99, @ 260 enie, SremRl G eiin ke
2PTICER fRfSg 717 | @ FPFD FOS (SIeT @ I59 AR STy TR Aelf TR Sl {716 S |
8. SWPRAM (Public relations): Kfeq 0% A6 2 P RS afSdl FAT PR
AR Soemely | o=y S, ey «@eem sepiaEe 766 w19 1 afepicr w3 o[yl efonr
A R O] AT GPIREACN FoN T3 TCwry |
@ & Philip Kotler & Gary Armstrong 36519, “Public relations is building good relations

with the company’s various publics by obtaining favourable publicity, building up a good
corporate image, and handling or heading off unfavourable rumours, stories and

events.” Srife, T Uk ffeq Gatm Gecer W Tew o IR, FeAftas SRS T G
ofog=T @&, g 8 WO fwifedaed A FIRET S G P (@ bRl Q= T T O
GG 0T |
@R gFHEr, T, [eim Sten, MR Iee T FPRETR IRIH SAT |
SNOPREIT FCATCED NG i 0, A O T AT A J0AS Jae® FRTT G |

¢. o7/ TPIR Jeeresd (Direct marketing): (FF &FF FEFRAIMRE (Middlemean)
TRITST OIS T (I Aelf AT ERI TR (SIS I IJRREFRIT (76 [ea T T 04 OliP
O q P AEESOFT T | TN HANCH FPAE AGREroFacas Nl I (AeaeR | &
T (SIGMa OIHwe il T 789 2 | 2oty Al (R SAF [TFol2 Sltnd
AR (FOICrd AfSDIT A1 Afere e @0 Rerwa (531 FE | T OIwd W4T AT 74
0T GTD |
@ &C Philip Kotler & Gary Armstrong St “Direct marketing is direct connections with

carefully targeted individual consumers to both obtain an immediate response and
cultivate lasting customer relationships.” SR, ST Aol &ifd qaR AR (@For TF

A FAE T TOFOR AN TOIT TSP (GO AN TP @I FACE o7
SISO HA I |
iR GRTCEE, SBRCEE, B-TNEeT 8 JFy SCARGIP NG A I ACTT TG FIANES
Y AT AR |
ARTAE T T @, oo 2pra el 20sz weom e [Raa, R oo7@, SR 8 e Goeag
PR A TR TGTT Aol 8 G TR (SIS SRS 8 IS F TF ool ey o I
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Advertising Strategy and Major Decisions in Developing Advertising
Program
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Advertising Strategy

g wed, (I M STl $9F WL AWe AT (I 216, GRT 1 QKA (@olens s [Raras =y
AT (FOMEF A FAR & @ *FAET AT AP G 4T = ©IR Tl [ | [ ==
TSI SIS Fe WL RN (Tl =16 A1 G 2l GpiIIaeer 7ig SIwdel S G G=0oe Ahe |
@M @ IaRereRel P G *fem ¢ IRPE ST IR T eF A Gl Tl
(FOIME TS T IR | T 2w 7 IS I weda RiFwey oo @ o5 A R
FER A, THAIirel, gig orii #AfRIb® Sited AT Pre1 AR (PP [[ear=ia (e 0T |

@M (@FHEE RS F1 @CS ST @i, “An Advertising strategy can be defined as blue
paint to help sell a given product to cionsumer’s.” i, RG*F (@FSF (SGHR FICR FWE 2y
R TRITS! TR A= RN RIS T4 @S A |

earotag AR ATPRR 2CEA-ARTEC, [FRE, Famaa, @s, Gffew, ezt Toyfn | ©if

I A Rl (e =0 T-

v RGHS T R A4y, GTAT AT GRETR @S Seeices ST OIS Seiitad a(G (/e

V' GF TG (@FSICAF A @A ARG S0 2

v RGE @i Red O el See S99 e

v R&HE @I @R @3 7iba gge w4 =3

v @t T A4y 91 CRIR gdled, SEifer, TAifel, wRerfify, gty defs taf#iEr v i
7|

“Afeeica <1 I, Rt Men fFeng e 3w w41 A0 of fefad s @ Reare @i
30 | e 2R Sl Rfe g3 bR 6 | @7 LT Tg TN AP RS FIRAS (@FOH
Ay I GTAT TP O AW B(F SRS TS 7o) G RIS Fal AR | 2 AGRe® @es, (Glfei,
R Piover, RIS, e e oyl A€o &b 41 =7 |

e ! T a4 Pz
Major Decisions in Developing Advertising Program
IR T A T G TAEF IS (STFHACE SRRTOFI R O] T & ARNMBS TR Sox

FEFA @ TfeT | o7 @t 96 T I2eT 2@ | T TGN TG TN AT TS FIRS (GFSF
0T T GTAT IR ORI (A OIS OF elf T AIDS F41 IF | «fS Ao @S, Glfen,
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IR Fiover, [RICAre, o 2 oyl WLGes 2o 1 =2 | [@reie efbitas =it @3 dfpifel 1 Twers!
S ST AR AT |

RGeITa Mo’ & AreeTeHIANs b wwgsd frare fe =2, a ‘The Five M's & «ififos |
@ =CE-Mission (€Tw=17); Money (91€); Message (31ef); Media (J145%); @3k Measure (A1) |

A Prae TR SCHHT 1 =01

d.

TG v

e By (Mission) fE@@ae: Ream FhpT Saead e i+ =@ [Reames @3 fs
Af«fwe Srwly fggeae | @3 f[feq Sowly 20e A | @NF-S[RS FAMCAT (To inform) , Aibe
AT (To persuade) , “¥=e G (To remind) Toyifr | o @ AHME w77 wecw &y W eea
for gaela M@retTw @ (@1 G35 AbIF T @S A1
i. U [ (Informative Advertisment): RIS w9« AHH (F@ G QR
earem SR = |
ii. R (Persuasive Advertising): O efsw@ifrel (IPIAR @b WWME e
G 4RO Tearo efbTe el =T |
jii. e fqE= (Reminder Advertising): #IfIeT® #ITelf (@ (@Sl 4T AR TCHT @ R0
fRRea1o1) 910 1 b1 FA (TS M |

feato e’ (Money) ffa: Rearita Sy fgaasaced 2=Rasf @ «ITst Af g R 4 @
AR 37 0o =7 A1 i st Jie Afoe | e st e [isg soset
ISSPRIREIERE

v AR IR S 4

S EESLE IR

V' oATerd S IR

v A TS SRR

v Reereitd (o e: sffer Torifv |

. AT (Message) TR Sggm: FAfMs Swy € ICED BRSACR 7 T2 a9 (Message)

%%, oo @ JeTeT e =7 | G faeee fonfs fmm wew i s
v e =q widopef
vV rSf ARBIFNAT O 2T
v AR A FRPTCEr) 209 204 |

TGN (Media) F-foe: et Fifers erer 66 (fratar 3 St AEIbowaR & @ T
PR I =W O [G@roi s 0T | A9Rers GRfesa, e, anfew, [Renare, JRawre
o7 T [ear=i A6E F41 2 | @ 4G [R50 (@ 11 998 [ 41 =7 of =& 1-

v et e, o+ : sfmel ¢ o)

v ey T zrs SRfas Bocar wrarw o

v TS e ey Tedres Trgrw 1o |
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¢. Rt sIfEer Afmrt (Measure): @ =Rt Reav ebta 5478 5T qroF F=E F41
=Y | SRR GTwea-
v a1 R w9 2
v REIEICR goi] A $1 =
v e ger) A 90 27|
AR =1 I @, [Rwa Srmed el o I, WK W15 8 IR 2w a3t R
effemar |

st FRE

Functions of Advertising

FGREOICT RSt o1 Srweey =R AfSBITAR 2oy, GTRT 3T GIReT G0y Aedevd SifRe Far, Ry 3
FA1 8 YA e I | 9 ST IRARCAA &) (e[ G5 = e el o wwged
FIRE 79y 67 |

Aot BTl STITF Philip Kotler & Gary Armstrong 051, “«3f5 ffee e fNE woi2 efrei st
@ fAfUE @I FRET T 341 27 ©l2 [Greitad Sy | Reamitaa S eteT STw=iy FCACR |
foes fearita Foute e ST I 41 =01 -

>, SRIES FAT (To inform): Earitea @3B wargsyd Srm=ly 206 ARSIV =0l I G T ©2 SR_TS
A1 | [ERICTR NG TPl 7el7, #Tela IR [, T qR AT 770 (o o207 eb Fa1
T | T (ORI ARCG T 2I6ly Il (T IR [RISq O (AR 72r& @ IR (O IS AN |

Q. sr&maﬁ‘ WWQ@T (Creating and increasing demand): JTecs "K‘Uﬁ'ﬁlﬁ'ﬂ’ﬁ‘ tﬂﬁi{ﬁﬁw
R 2R @6 ST | ISR eI TGS TR (FOInd THRS 7l FACET (@O U] S
R 2 A | REIACTE MG TR OF o1 @ GRS (FOne S@Io Fecy il 2 e
I A0S A |

9. WW‘Q@ (To create new market): RGM7a SEFT Srw=y =0T %WWW’I@WI
TIGRIATTR TG #/6lF A CRAR TRIW B FCH T Tod (T ISR WS MoF JET TR FAT
] |

8. 2% 8 GRIF Bifdwl f§fAeT AT (Stablizing demand for goods and service): A& #t=a @G S=rox
AL Ty =T iR SN s Ay ¢ G bifkwr fgfodier e | vy wifzmn 32 v giw 7, vifzwr
fgfofleT a9 & Reeia el 1 20 ACH | @, #ChF QI boara fifey wea e oifzmr
fgfoie T oy fer e 92 F41 =1 |

€. QT AW @89 (Introducing new product): fIEEF Tod 7l ATSTH CF(q REITSIF A=TST FCF |
R MG T 26ly TP (@Folend Wed Koy O T2 I OItnacd Ay @ Aive
A T | T FRCGR G oo e o=y oo w1 T3 |

v, WW’I@ (To create new market): R AEFT ST (AT AT T e 7{@ 40
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R TTT 219 I G FRIM B FE T T (AR ISP TSN ST ILAF FaT
A |

q. HOFT ATY AT @4 (To resist harmful products): FoHF 2T S (ACF VA T T qR
G ST (Y FAI TS [GarA 21 w1 0 ACF | RGI#CT MGTT e FHeY 7 6 Fpoyel
st (581 BT 27 | [fog #tei wfowa et Meeas e 9ot 40 RS #1w Fhowa 7o &7
@I IR QfsT AT |

. GEee f[Afeq JWRM-IR4T &6 (Publicity of the advantages attached with purchases): IS
fAfoq efedm (@erma =g st f[fey aefTe A9 emm 03 | @=- [eaw Seigm, [aneey
O, 394, T ZFT 2o | Rea=1a @ Sror 27 (Foind W6 &b 03 Afevita Sy See
HRITS] B |

5. WW{%@W (To dispel wrong impressions): G &bfeTe [{foq 267 FF NP 7T
(GFSTTAR T8 T AR QIR ACF | (@~ S]] or@el AR, G {1 TS o1y 1 G 790 Sew<s
AT M A AT AR RO AR | AT T GoTpet 246l 1 ETR[ 0 @IS 8 AR i7el
AT T AW | @G — STES ARG CFC@ CIPTE NCF0R (@F @ Fe [ owea [fog
fa @reAfe et ave s |

So. S FIHRE (Other functions): TE SIS Srwmiretell =eNe fRGa=Itaa SICAT SaF vy
AR | - (AT T O YT Wy BT, TGS Hevorol I, AGHOF qrenca A=,
JT© TieT w1 TG5M |
AR T T, [earia aeae e @36 swgad SAme a3 =7 [ete Rl swvye «3fe
H&lo | WY eferitronETe G e f[eere =rer #e e F21 fovre T4 I =1 |

o7 e

TRl 200 (I SIS F9 Seds RN (e =1y A1 R &S Sepiigieees vfE siede a1
G FCO &TH3T | G (T IeReToae 2HIEE G0 *fe~ 8 FRBIAT FSTF AR MLTH /el
A ORI @A (@FOIerd eAlbe 1 AW | Reeita TpeToi &) Jraeredrics Al swgsd Frare
Ao =, WedR®I IR R T RS | et ==-Mission (STw*7); Money (91€); Message
(Iref); Media (TT47); @ Measure (AfREI9) | ARSI {E@r#itad o1 Srwesy 20vz AfSdITag =iy,
Gl 3T 4Ie @ AR SIS T, [ard 3 w1 @ JET & 1 | 9% Srwr*ly JBARCA &)
R «3f5 =fe= etaa e ReR swged SR g 3 |
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Advertising Media and Factors Affecting Selection of
Advertising Media

@ =
Q AT T A
o TR WG FTIF TS ARI

o RS My 45T deRRERFIA TAMTTRR T SIS AR |

fearo g

What is Advertising Media

R FAR [T IS 2N TN 8 TR (FOIne W0 (MR (AT & (& (T GI=F
T o @219 4 | @7 GG 21 8 ORI [T GF® I (@Folnd [0 SAg= Fa1 =7 | [fog
@R [P MW AW @I AW, AN, @fes, GRfenw, sty Tonfw | ey [
WILCI FCAB(G ST G 9l < =

M2 e Dirksen, Kroeger & Nicosia -4< 9, “An advertising media is the means or conveyance by
which the sales message is carried to prospective customers. A newspaper is a media as are magazines,
streetcar cards, poster, boards, match boxes, television, radio and the television.” W‘?ﬁﬁ, IBIKT JIRRPC
6 Ay ¢ CRR R G MAM T TR &G @ @ A A W= 4 OIS =l
I 0T | YN, B[OFE FIEA, (APTE, @S, raereee 5, @fs, Gfexm amea Teriv
eI e S |

Russ & Kirkpatric JCs1C2, "Advertising medium is a means for conveying a message to the
target audiance." I}, TOIT ETSITAA W5 7AW (STRITAF TAR 205 f@@1o1 4w |

Donald Davis @< Y0, "Any channel through which an advertising message is delivered to the
public is called an Advertising medium." IR, @ (@A K TGN L AR SR 0
a1/ FRAM IR F1 T OIS @I M4 0T |

ol Tt RTeRel S0 f[RGar NGeR Wfeiie (A Erete == w41 q3:
V' G IR (TSR G 2/df IRGEIS FeIM TG AL |
v @t Reartas eag Afica=w 3 |
v Gt TAME ¢ (SIS A Vg FIA |

AR F#T A, #ACR A A= iy 757 Face 74 206, A~ #Af7foe «1re 341 7187 =

T | O 0T @ TAYS [T #[¢F I G IRIM AR Fa1 Tofe @Pgeyef | T @ *FR 2o A G/
T TR M (ol 9l (DT F5 TAGA 3 =Y S [ A 0T |
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Media used for Advertising

@719 TS TIF L BRI IR0 20

o.

@88 (Radio): 4R ST (PPT(R (@GS G ST TRl R I+ &bfere &b ear
g | Reemrere @ferd [@eg 2AoEd Srofe e ¢ At W f2end [eavar
JCE | R ([OR (PG, 99 GO R (@O GTGT IRAT AT (@ | GRITIS WikeleTS GO 6
TRETeF (@OF (9 AP [@H o™ {7 Taee (@ e E@em Iam 46| Fa9 J[dr
A | @AGETS AbiFe Rt efsfki o *Ffon@ gk WFEA AN WPR ACS F{TOTHT
A FACS AT | IR @O GCS @i [Reara afsfiiom (g «ftelq awfa 5789 =7 91 | @ TR
ARSI T FAAF, TS 1% @ TNYT SO IS0 o7l ST o R *Ffowya
D O ABIEE Y] FACS K | IR O AR IO T & FACO AR |

@ 7= @fe @ (F TR 6 [@Hiq Mam (Mew w936 I 8 AP A< |
fRfFs MqEd oM SffFe @ifas SrEs et [RearM Iw 2bitad 93 NKGTNR (@I e
13 | ©F @ NN FR TS TR | @NF - AT R ¢ W 3977 AWHT T T, AN
fafl ¢t sees =7, grding oW Toiifn |

(F) @Oe Eritaa efafer (Types of Radio commercials):

5. ™5 R (Spot Advertising): Y5 SEPIRR TS TCH Ry SHIR 1@ F0F @
e e &b 41 T O 6 [Keeriq & | =6 @it ¢wa [ewmmree o
N FACO T | TR AT [T Tegernd avifie N =@ @ A [(fey st
fRea=itea AC Abifre 2CS #ATCa | 6 Reai Eheywere e[ Fewe Ak |

R, @Eew R{E@iw (Sponsor advertising): @ weR Eiet e Swpe it
CToT BT WS, WA R (*ItT AFSDTNT oF q CORF @ [l v 0 =7 oI
Ty feari= e |

0. e @ (Integrated advertising): RGP & (@OR FAPFAT 4TS FI O
SSHER AT &bIF 411 A1 TS =i 20T |

8. pmwe @™ (Disintegrated advertising): SFIT T T /I THIR
offte @7 oo/ AP SPRe [earq e | fqerem afsffs smef gt cw
IG GFG AT | TARWCE ACI SIS IS QI A(KF & |

¢. N WS [eariw (Jingle): 2t &R ASIE [T AW &b F4T 2 SILF AT
S TGS Rearei J0eT | @ AR I TN ST w1 e =7 |

TR (felete Trone [earitna My fonft @ifd qtaes | a2-

(i) weenfes @™ (International Advertising): SIEsfessed [feq MR @oR
0 Reeria 2B STweely S FIoPT g (FOICIT N @ [eariq &b 4 &
OIHE WeEtes [Ge T | @WE- @fs B (s epifie [wren
EEo fearitad Swi=de |
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(i) =St fe@r=i9 (National Advertising): STor fSf6rs MT*F N SRR STrC=y
TSI b MYTT [ 1@qm (oMt AR &) @ [earew o5[ +40 = o
G @A T | @N- S (e B (O (G (AP epiiEe e
SR @ tTa Swi=ae |

(iii) weefe @9 (Regional Advertising): It W2 SRete SepILRCeR Srwe*y
iEleTd (O (IR WU @ [RGaiq bl F41 = Ot el f[eaiee e |
GUFCE e B T @ W O, $F ¢ ;Fhoq 2 T A =W | @fs
JRECACAHT BT, PG 8 Tl T (@O @Y (ATF bie [ el
S (CERCIESEN

GEfS*= (Television): ReemHta T4 2w (GRS 9T o TFo € TFATAET T (T2
S[ojE FFE @ WHF TARN f2ered el | (Glfeitar for ey fog taf#Er ¢ fvyr s
@t S YT G =G @ Ty g Bewd ofed @e Iz | @2 e SN e
GR FAPTE R, AT 724 &5 To5iv @ht@ Seiceq TR SogreiT a1 AR | T [T r
ferna GRfosm Sy T TR Sfieeq SEmHE | qeNCT FEe GRfew ffaur
TS ReAT GRfex @ity Tod Tl @ RECR | FIRE GRS FETG HICEs
NG ACeR Rear=ia Jgees Wy [Kega [Rfeq mee q3iee @bl 20R | O03 Sy AR e
UG G171 251 7 O (@ 28T (=G AfSHIs o1t (GfextT M [weiv e 31
Y T |

Gl Rearitaa @=iaceon (Kinds of Television Advertising):

(GeTreme Rear=Iwe 12 SIeel O 11 A | WCy G@T=T SCAIb 47 Je:

(i) @oend @ (Network Advertising): @ @z Gifesd @GeaFe QY
BT COf 0 TF (W5 TP GHTHE NHTH TG T 2 Ol (756 (ear=ie
| GF T TR (AT GF AL FoFod [e@=q RIM 5[ I AR | (56D
A@TE S0 I AR 2@, Gre o NPy [eeem toft 3@ [ s w4is
OIS WP F I |

(i) == e (Spot Advertising): GFEfe* (TEET FHRIT GHT [earoiw e toft
T IE @A G0 efTB 2B (FCH Cofd I b7 Bl [ I [l I |
GCFCE RGEF bR TR M FRCE | ReE=aarel SR el Juea [Re# 5[
PACS ACA |

AW (Newspaper): ST [earm T4rw Zed Im=a Sifs #AfRbe | I8 RIWq
GFG RPN @ [T KRG A4 | (T w29 Jiad AL AL FRIWAG “190Fa TR Jfa
TR R GF GPQe I #{IC0R | T5 TN WK ABCH G FRIM=G FCA! === @G b
T | FEATH FEMAG A4S MeF (@O 766 f[eari 71.qm (frg (R ¢ Pt o
T FACE | SRl 2B Rearm 47067 RIGAN MIAMAG PFARFFed I IJRPTE R
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(®)

i T, O U2 NGO Py SPfRare IR0E | HHEFe G @76 9 TNt G
SSFA | @ TR G I 8 I FogIa 20 A |

(F) RIMI@T aFcon (Classification of Newspaper): I93+ 0ot [(feq @ _Iam=@
25feTe TRCR | T QT IFICF 90T 41 ==

(i) e 3Iw=& (The daily newspaper): afsm @ FaW g &Fif*e & ©itF Wias
TRIMAG I | A RAMAG G2 @R A — AOTOIEE GR I | [ore g
SFQIS RIAMT AT FIFC 27 LOredrmig MA@ | o7 e e fea @<k
IS e eFged R T AFIMS =7 FMHFEN TRIAWG | TTF, TN,
TEFY, (B3 B TN ASTEFEAT TIAWAG | O SERE@ AHIEAT TRIWG
SR (A0 S6eTS (F8 FETIR BT | SR IS I B (AF Y& 79 AP "The
Evening Post" St @as A@e “Afa<T &3 =0e |

(i) iR g7 s skaw=ia (The weekly Holiday Newspaper): €% €3t7d Rame@
e Mefes pfoa Mo e e =1 @8 Ameta 93 Heed swged 437 ¢ fafey
LR 9% 8 Aoy T I 203 A |

(iii) MeifeF kIAW"@ (The weekly newspaper): @ RER TRIWG FITCET (<0 LFIS 2T |
AWIEF , AEASF 8 FLASF AT @ ({CT TRIAMAG LFIMS 2T |

(iv) f3=f% sRaW=@r (Shoping news): & TEIT MAMAG ¥y GI-RGT ¢ @ RF@ TIW
S | QWW)—[{WQTWWWI SN (M @ 90T (I AGqMaq
epfeTs (73 |

(v) faeis skam=@ (Specialised Newspaper): @ @F FE@WAG [eE @fdr v
AR BCwC*lT LIS 27 | @- «F Afaa!, areafes g, ¢ sfawr o s
LIS FAI “AfaT Topif [ee TRIWT@s Swi=ae |

IR (Magazine): IST o7 [ (oM™ W6 7o) e AE@W ABICER & AP
el Narw e [Keabe 2otz | FoPet (i ier s MRFce Reai ebr wik Fed]
T ACF | ARSI FAPE @ 2eTF IR e NFFATOF e < F™fers f[earem fea 2y
A CRE TPl IEifie Riey O A0tPa AN 90T @1 AR | FET AR qE ARH
S T AR | FOIGCE CACE FIRCT AARIICS K@ &ABF S FeP] 0 AP | AATS R
FAGIE @ 2ETR IR T TFIATONE A < IRfeT® [+ e =fay 1 G Soeiforet,
JIRARY @ RSy O AGTFR A SO &1 AR | T “M1903 Y8 TR WL T IR | FSATCT
AR #Afoca TRAT e Ty I =ATeoz | Riea=i7 @fbitaa e @B st WA =G=1e Sy
AR G G A TR 8 BT AT I | T @Il 5rarere Ko Ms @R W6
Q@ T AR [ IIM &b Face Aed o | [ivar, @@=, A, SRS dejiv
AR Sw=de |
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(F) AP eFEwew (Classification of Magazines): SRS fRffes @ifics s w1 arm:

(i)

(i)

(iii)

(iv)

AYFT (SIS AP (General consumer Magazines): €@ <FAE FANRP AR
TSR T 8 T TS IR (ST Gy AFIHS = | ST @ T AR T APRACS
wfberet, e effetamer, oo, =9 Tenifer Ffrafe A |

Wt A (Women's Magazines): Sf&eions 536 wicawe 381 Somesy [feq @
RS AFMS = | QU W ARG e, FEE, O/, @6 Toqin
TR | @ @ ANRRICS ARIR R [Kfog o275, Tiesre TwyT, FIHw, J=gFe]
T @elifer Fonifr Afcafe &3 | 0T XA @ LR ANTRE T A0 |

JFIRE &+t (Business Publication ): @ & e figr, ey @ [{eew copm=
@R ETIRCRE Srme*ly IS 7 | @ — g g, A (e REer, 'ereirerE, e
Ty eFif*re =7 | (orfefe aammT, [0 g, TR, etdE, eSS, SIS o5
(MR &) AFIe = | AMfoey eFHET - [ JP oD, LAl FRAR ARIRER
S AP & AFIMS T | g et "BGMEA NEWS" @5« (5 e/ |

I RS (Farm Magazines): FRER @R FI ACa [eiecas Sraeay @ 4=or A d
YIS 27 | FI ANERICS R &N TR 09 ¢ f4fSn @0 $H Ay G @ et I
S AT 1 =T |

¢. 3@ (Outdoor Advertising): 3T I IUIFFR =M, MR, *EE TG TG ISR 2104
MENEC J ADAET TG Yo @ [e@rm ¢ = o2 @@ w | 2 @R [@H@T e
G FHAT S T ACS ARIT GG I I e A JiBee Ae | @2 [eer+i @ezy
(O[T YF TRFFS T SR A ©IR UG NG PG *A A DA AB T S |
s e St SAmites S Awa A= Bfvs | i) =9 (i) 2w wfwe @ (iii)
AT T (iv) @A T 8 «faw B (v) (Ies o™ |

3. et aFEcen (Classification of outdoor Advertising):

TG v

(i) 129 @€ (Sign Board ): IT T ABR T4 JHe IR @ [ (A 27 12 3T

@S |

(ii) =M 1% @ @biw"@ (Hoarding and Posters): *i=37 &bi4, A% e, G

IO, (1 GBI, BIIET Fonfv Sefaet Fea Ao 1 G &l Eeeited qig Siaaeed &y
Q T BRI G AT T | GROTe @ [ @7 Jew @112 1 FI e woww Tow
PO [T e« IS [Garow T 0 |

(iii) f==1 =T (Neon sign): IT =209 @Fgold AV SR A T S QW (Ao

IR ARG @ [ e a1 =7 oI fJge M3 | wigfa sl @ =@ foe
HZ RGNS AT G @ (TS WG GiB SAFHCA (531 4l 27 |

B33
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(iv) e (Bell sign): *=03d I 12 <10 (apfos {fore 3= 2157 @@ pies [Reareitaa
@ oo “fdfbe TN | @7 guE (&*ET 20, QeET GIHT AT ACEROT GO
SCAPSTHT (TP G2 P T IR TSRO I8 LR O TR 2T |

(v) =™ @9 (Sky advertising): @ TS [eerHq @@, INE 8 [ROE @ R
TLICT SPICH @RI SAGAT 2517 2l &b1a 41 =3 |

(vi) ®=T (Handbill): @b @& @R A6@7@ | @7 NG 2197 I CRE Ao yo e
TPICI I (FOIMA NP0 ST FT T | RS AN S 0 BRI 97 @
R %7 40 AR |

v, AR ©F @ (Direct Mail Advertising): @t f[@#9 @M 5IEa GG FroT &biT
Aafs | U8 “@hors eaure! «fb =it e e TRy (@Foitnd B0 Tl @Ies @7
FCE ANF | O 92 2SS T ZT[€ ZCS 2CS HTGTCOIAS I I 27 | SJ4 ABSFIET
@ g it Feaifere afevi @ @ [earom &b/ 356a | TP T e S=iey [eeroee
Al 2T Iz = | IR G0 YIS AP AO7F G178 0T A0S |

F. TR B [{Eareitaa &F[een (Classification of Direct Mail):

(i) Fofd=m (Letter): arwwa Bow My TP T [eesiv @@r =70 | oK [Rae eened,
FFGET Tonifn 5T BITS e T8I 8 W=y (Fold 766 AT 27 |

(i) FGE™ (Catalogs): 4t T @R SR UFH Mo T LN JI7e = | G2
ST I, weleer, o7 Ty STe1e IR BRI 70 2T = |

(iii) =fe=t (Booklets): It R @(fdiq A0y, (AT ToF Ao I G| TGS [T Sy
| TR IR | QLT BT g {ee @(felR 1teli 361 (a2 2 |

(iv) ¢ 6 (Post Card): MR [RGEeita (ARTFC IR F41 T | @ N TG JE
@I (A T G2 AR @ SIHAE e #1S FT 7 |

q. Afas=et R« (Transit advertising): G, GEINE @R S IFIRCAT NG @ [@@l=1
25T T =T 2 S [eareieee GEfen [eeem a1 2ftees [eersie a0 | ol *=d S
fq.=.f6 -7 [feg qrmR Sy e AfESieet eve Reeitas 21 <=1 917 |

Az RE@itTa a<iaeew (Types of Transit Advertising ): “ift<zs e fom w@wea | z2r-

(i) @IS (Car card): *=F HeIBEFS IR, (HAANT, G THIU (oweq gifre Rear e
BRI PG A | G LR R AT Sooely 20T QT 78 SIsde 3w |

(i) = ewde (Travelling display): 37, 5, Gefem Senfva Ifeie Ifue @ fw=e
(A3 T OICHE AT e 0T |
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(i)  GB* (APBIE (Station Poster): @ & {7 (PSR SABIC (FCAT I0T, GEEHAA,
AGT , GG, (1-GIREIe gf*re I emie = ©ite GH*F (o[ 6T |

v. Reereitaa Sy o= s (Other Special Media of Advertising):

3. BEoeE (Cinema): 5afh@ & &i@iee ¢ fafea o1 f[{fSg s1or 8 o @ 97 31 vemw fweros
(A 27 O1R BeIithd {eerA | @FoetsE «ff DeIhiad (PICAT SRH W | qreeeees ey (e «@
QTN HeIood fAear=ie &7y 11 T |

. GFET o] AWt (Exhibition): GET 9 awH Sl ReareN epiae W RReT SR | @rw
SR AP Gl 3T eIt ey JF GTAIF (BT o5 FAIK L 2% | 21y A1 G feamet
PR TBRY (@Fold Y AT TR TR AR | GRIGIS I AT 2o T G S0P IS
IR TN AR | SRR RO MR (AT SBeriTo Jifoery (T AT I T |

©.  TFER Y &WST (Point of purchase display): @ @wa sRfces [feg e oy ¢ EwRr
TR oy ©2r Yo 0 IR0 = | GG IR SR AT YT | WHIF (Ae<F [ifeg oar [iaww
@Y Rfeq JTT ARG, *7=7) FACoRT Pt =T E5iv el [earei= Jete Sge (7l I |

8. =G (Novelties): Fes FFre Tomg We© 21GF @RI | @b @& @wa QBRI
RS | TR TR AN T Reari Y5s I I8 8 IRy (FO 6 1%+ FT &7 |
Q@ @ACE @A BRETE TCSAD 0 | @ @A G NI N AT, @G, S
71 SR |

¢. TREIA (Directories): TREIA TS TN 8 (PR AfeTER Sy efeditaa Tw
5FT STRETE QAT I30F @RIT | s 2fSBT @9 AT ©f T ¢ TN (o (6 (el
(A | @ (AT I30O NG [ @ [T dBeHIAT AfSHITT W FREAFIANAR FIE A
TMIFS AP IR T T T AT |

Y.  IDAG 8 GERAIRD (Internet & Website): [eareiw &oite s f2rwd SHRCA6 8 SERAIRGT
TR TARFIFOI TTOI ST | IS oy T AfSH THRED @ SRIARDG S
ST 8 Ay @R CRI T (S o TAGN IR | GG (FO] IPTOR FIRT I
BRI 8 GIPTNECHR WK O ARG AT (AR AT T, &S g, (ABT 8 welnael
By SACS ARCR |

R g fAines gerRfEear SmiPRR

Factors Affecting in Selection of Advertising Media
AFGATE (FIAT A I CRA [RF TR TRIAW B G AoF 8 FPAT NG 757 wrop@ Ffow

e | Gt (215 fSDTa CRa @R TR T Z0ETe 9T ARSI (G (SN FTF T | FIRE T LSBT
TP 2K ¢ GO FEF T T R TIKY 2497 €@ (G AFHSF AT [0 FA0S T 0T AV
Ty 5w a1 S0 =0T 910w | @i ebie [{fSy s IR | @9 WKy (P! L& N [{earsie
T oy IEFA =, @O MG AKGEF T ANSA AT TN 902d THAT 200 T | TR
et Wgw fadvera e @ smfos (R 1 @61 o say I oRR AeE Affgfs g
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JETRETOFA (AT 827 97 I | URTIS ATOIF FAF N AW W] ([*B7, I, AT 8
SR AR | &y G ATATeCE s A6 (Fe@ =oy 1 CRIR Jers AfRifgfs aae Afeiif4s s<gr
TP Ao TS & | T @, [earem g {415ea ov@ a0 f6@r (26 76 afop s
Foperel a Reavar Face =@ | e [wrem W e e ReRsEl MmN S 51
2

S, AN IR CRE 2!351% (Nature of the product & service): (FICHl =97 I CRIF YOI &
eI M (60 ey 91 O eFfo wmrgsd [Reaby [ | (@1 (@1 A @ G &= (I
TR WG AT I ©f A 8 CRR eFfeq Tow I Wsaet | Ae5fs && @myorer wifs
gy, erfs 99 A9 (Fol T FAE T (@A R @{fe (ol @ Fa63 To5iv [
AR 9B @O W D0 Frare @iz 0o 209 | Iy SO SAREeR MR WL 5
o IR T &S Lo [Raafs Afmena gret < 2= :

v oafS T ot & o S R @fs, GRfeR, AN ¢ wEam At =1 | aEers
COPIACAT (I TGN (& TAA QR FRFCACHT BT (AP (TS 200 THAA M4 |
FE LB A A0, SR TRIWAG (G A =03 7 |

v’ 4B T g ety 27 orq e AR, GeeHie @R SR T WS @A SePE AN
2R facafbe =63 |

v Ifemione [Reem e er =@ [Reersitnd o SR ne Af@st @@ - @, S 8 ™l
S5t A M4rw e f[afes 2@

V' (IR TR [eer=itad Cha S<rw fRon @rel e rreiifes Soicamt =63 |

v ORE g foF @ ooy SR @eER R R [Ream MR = 911 @3 e @ AR
IR BT W FACo = | @I — AR FEAIE GUFeq A< RS (Gifoxm FEears
TAA T |

v o4eis I e &y = 0] et 4w Rt Gl SoRe =0 |

v W T SRR [RGe7 e & @ SFHAAOICI 96T AR &y TIfere SHTRis s = |

APOHCTF IR A I R G I WGN SAAN 7 | S T NGH 7 4R [eapofey
258 T I | FCEE NG NN TR6CTa CFe@ (@101 NGB SHARIN =03 ETo1 797 B =1y
A G GPlod T |

X, JErEE @fe (Nature of the Market): IEREOFCR ©FF &R FTC© IO 6 T
(T TMABCE JAT | U2 JON 8 I AR (A2 [ s o ives ae) ek 67 |
O3 @ Mg 4 T e agfe [eeed [Kuave Face 77 | e T8 ¢ Ty
e RGarAe s RGBT B A0 Qfspl A0 ©F BT F[ RC:

3. I I (Present Market): e S &bt &y I8 Aremcas epfs [Keava
IS T | GUHE GG FAT IS, SO A AT @16 Aqerd SR =1 7 Q=5
Je A1 (0T [CAoa1 o =T |
(i) I g IEE = oF @GS qaR g AfGH M e Toge & d |
(i) I @SR AR =W OrReT AR (e (oSl Rge AP R Wigw e wImeE,

Gefes, @fes Tejin Toe =07 |

BTG © *BT-53
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(9)

(iii) I e TR & o1 [E@ag N 2rd Tesifed bR Fm Soitamt
T(J | @ — IR BRI, THRE0, SRR 29017 |

(iv) =itens e I *Read = OF *=FF SA{qe HifFe 2eqw sa—+ifawr, Glefesw, e
2 @ FEEE T<Fw TAN =S |

(V) ST sfeelrs Srens 3w &y =27 0 (@fes 203 TFE Y |

. YWY &R (Potential Market): I 31 G I AR CAMFIB7 W &6 2elR e
FE | GOFCE NG TR G (@Ol TP NG #d T R biee
IO T | M G AEHACE T (AF (FO] APIA FACS 2 O(F NG 7 4157 47 @
ioa =7 7 | 58 e[ IM SO I AEefod & O M FHI60 T Tod 2o = |
UG AP B G TR el 8 T SF 897 fog Fce 27 |

B Amred €79 @ [Fel (Extent and Type of distribution channel): % ¢ F&ar
fReer=e Narw f&ivee cFea wIw @io syl [Keany e 2o Serimaaiar 41 Reeamre T
O AT T IS I64 Aw(OF & 8 THFS[ | QUG o5 F Sro S TS o e
3fo® TF ©F T fofe 0 e[ A< [ERe Face =7 | | dEd -
. dfor 3 21fs g o/ 9% TS B O N REN g AW, g e
TR 2T |
q. fSD I SO HACT Sy I [ R FE O MW BT AW, TNfE,
@fes, G Tore 21 |
RS FoLBIF @I (FT, GAfe= T, ITREEs oW SAA 207 |

epRIfeRTTm Sower (Objective of campaign): RGE#7R &1 vy =11 (@Fowd #Id7 A1 T

G WP T | OF @R Ty =IoT e Sy 9 Trmeey feerie &b 20w A0 | (@9 — SR

2lf& g, 7 ARTST AWM, T AN G2 ST AR RS 2fSH1w 8 2Hela Ja Topifr

2B & ST fGarolw ebla ¢ ATH | ACFE a1 bl Srmeia foqela e Meaae
foFo! =0F AT | @AW —

3. AfSD™ I g TN FFe AT TS S B A TS (P A0 (YO BT O F T
A AT [T @FIF Tha JI2E F0o TF | @ — KPR M oo B Aes
GPRAE TE I AMCe S OE @Gs, GRfeH, WIwo@, teba o5 S
GFAMCL 2T FACO A |

4, SRS dfedra aff ATt ARSEER T ISR ARG STCs 5 1 [ifeq Tea f[ifoq
[T JIRE FACS T(A |

A, RS [Rearia Srwery 3 st T SARRST, e AW ARRSy, efevia 3w ARTs
TRGIE TIAM A6 T O A RENT MWD TG ST 2 |

(G AT, (P (@B (P ST*T TEF & <1 5 FACS BIF ©F &2 fofe I T4ie W15
TS T(A |

¢.

Reerw ST U Rerw wieames @ (Type of advertisement message or selling
appeal): R 9T 8 [T AW SFe O [ G0 [ s 6@ fqosr 363 |

TG v ‘j‘é‘[—)\'Jo
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TrrRgeRge A oea et sfier g Reasity sisdar wfed o e ewgrd W
1 =Y SR A AR WoAfEre =0 2= 2lew | Bl Ayriifercsy [foy - a2 w0 [
A @R W ¢ RIS WFEA AN I | AT e AAeeha FRARIG ave w1 wged =ee
Ty 2T GRS 203 ToR& | SR NIV AW TR NG AT FAT 1F FACAE ST
T O M 2N @ ToRE =09 | ol [@ee el 8 @y Siavd @ 8o[
s 475+ oa 63 |

v, fJ@e e 387 (Characteristics of Advertising Media): &7 251tza Sas @1
AT TRCR | 2ToF MU for fog @FEr e | ¥ @By Maw F&EmE [ ot e
A | Re@rem Mo @ [{Esar et vt faw <o sace =301 92
3. @9 gt @5 AT (Circulation of Advertising Media): @A #iteid _AW
25T G (@ N &6 41 =03 (7 MG @blF AR AR T ©f =152 [{eavar
FIACS B(F | FRE NI B TR T NS T F© IRAF (FOF A6 IHIMM (AR |
¥, fReeriq W@ i@ (Coverage of Advertising Media): R&@#F SR &6™ R0
REvaR AT g & T T e Fepd WL (i GORATE FO0F IO
IS AR ©F F{CIBAT FCS 7(A |

q. 3G AMret (Availability of Budget): 5o 1 GRT @@ 7AW &bIa & &fst efediz
e Qs e | AT OF qEsT afs % @ e s 4 Fae =7 | s
ST AT T QI NG K@ 261w G 7o w1 5% =3 91 1| o Mt efsdieag
oy 45 Yreg [Reaee soas zee q [éifae Rere et a@r [Reerm Jwer afesiag
ACF I3 34| I (A, (PN RO g (775 a1 s 27 | 7 I JeF I27 F41 76 1
o7 (3 @I 2B S (e <O iy 15w <541 8fos 7 |

v. ofSE feaq (Competitive Advertising): efSwIT afsdieme stwa 2ters Reer=w 2=
Gy (A NI IR AR, NG TRI6CTR AR GT6T SPGB [Cavel T =03 | elfsr@mr
AFSDITR @ MG FEFTONI IR FACE [EAATST GT LS TP IR IS
AT | ST CIET AR F IR [OF (@A S2ATAMA TG A1 @7 A Moo foF @I @
ST FACS AT | @A (DI sl Resroamrer 3 S e wefer speifETiee
G e I | O Mo ©F Rearitae ey AR T GI=E FHCO A |
- JRFACATH TG PTLNT SAMF T G Az IpanfEe @w=- @A, [var Tonfv
T fZend v Farg, o3 86 @i [ifey AfRkeere @ue- fm 12s, wea @©
ot M4 T 157 30 SR ool 7S FAE |

5. TR TS (Popularity of the Media): @7 M 46t (Fta TI4ICT Srfers!
ore wrel ger fRRe 0 | e @b & Wi e [ wreE eemer See
IR TSN | (I ST T @ &b A0 @ AL IPRAF VIR W6 T
(N 789 =T | @- (GRS e evi w0 GRfo*m Goa AT T2 @F o @&, 9F
A FoF WS AR F0 ST Ao 40 W | IR GO GoT RUR G @3 74F
LT IR | o] G NN M50 TR NTNd Geieel el [{eapar Face &d | Todr
ST W N NG {2 TeeT Sdq Seivy 209 W3R LN JFILRCAT Som=ly ({9567 (7 |
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do.

.

R,

@Feima %1 &7 (Education level of the consumers): (@Fotwa @ wa [earsq T4
fRIbtTR o [R@E IR | (@A TR Iy (FoiRl IM AFFe I qraaia 79 e =1 eew@
TN RO GRTeT 8 @Te TR =03 | 1 FEE, MBIy (@[l A HFFe =7 EIewi AFma,
Sefee Eon Soe =01 |

AGPLRT O=ed 4 (Relative cost of Advertising Media): Re=5 S f&ivees
(@ NGPRRT Oiers W [eagey [eavdl Face =031 R@HF e 479 ST
ACOIFIOT T PPN T | (FICAT (IO NG T NS @ SRR (FIOAT (FICA NG
NS B | FIMAG, G @ @fe g o (Gt 5w @ | arwa Reriaareics oy
TGCE S 8 Reeaet w3 M 4w f{4iv e =09 | Re@remwrens g a3f6 [
v F90e TR IM TRFETE T I | O1@ T I ER @ @A NG {4 efbiead &y
TR T quNbe 3F T @Nw- (GRfeR Reerm avam I @ zEe weifEE, TRamem
3T @ Tepifv W4 fZeTed o w4t 9% w18 7re AF |

ST B9 (Miscellaneous Factors): 2fee famet zor wme 5y SAmiw Rearm
N b Cvea REasar F0e & | @9 - SKIE NSA=T, “Nocwa 6, et o5 1w,
251F g, (@R, T Afe et o | fRermmwres « e fanete [Reavar S0 [Reamitas
T SRS NN 15 F0o T(J |

/o7 e

e 2R (I SeTeT Fe Sede [RIWRCH (P 4y 1 G &S Sepiyeees 7ie Wwd Fa
GF @R AHET | T S A FE F9F W R oo @ «4r 31 G/ IR
T[IRA, ToIfer, girg Tont #AfRfo® Geitad AN e AR TP @i (T 0 | 2o
QR ST AT W AMRBT, I, FRGr @ Sl IR | G [Rearemmrens s s
(L@ o I (R e Affgfe aar Al g ergrad [uava F9ce = | I @, [earF
TGN O G 90 5T (@T 751 Afers FoFeE [0 [ap F4re o7 | droid 40
NG W W &RET, T3, R 8 SR AR | IEw [RearewretE N f_I6eE (Ra
IRASFOIC] TS & IR TS| 8 WHFOR AN RE@IATTT N IR &+ 2197 AT CRIF AT
AffEfo 3 AN S_g eFgrRPed [avar F90o =7 |
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AT .8 IEREMERE AN BRI T SR TR CHb oY

Sales promotion & Publicity and Steps of Sales Promotion Decisions

@ ==

Q 15 T AT
o &Y TR (FI*IET FTCF TIFCS ARCIN
o fIERI 29 FIAGENT AVCFA FTCF SO ARCEN
o &b I IO A

e @ &bItaa Woay “A1dFy 399 FACS A
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Sales promotion
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Philip Kitler & Gary Armstrong @< 09, “Sales promotion consists of short-term incentives to
econourage the purchase or sale of a product or service.” ife | #/¢1 I FRAF TA-R@FAF TfEs
T G RS TR SrIANICS T 2T T |

Steven J. Skinner @3 JCo, “Sales promotion is an activity or material that offers consumers,
salespersons or resellers a direct inducement of purchasing a product.” =i, & &9F 20z
a6 FEEN I TR A (Orel, RETe A JWRrFemd G640 T SorFed erimar emT
I
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Steps of Sales Promotion Decisions
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fR@w etw Sy fRfae (Setting Sales Promotion Objectives): & &R FR@CT
2RTN2 e [Rerw eoesa Som=iy fuiae Face =31 | aw op1R f[Kfog Sy 20s I1ta | @99~
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wifg f«fa (Setting responsibility): R&w &R FREER @ G [ET TIGHAFR 0L
FIEARBEA T wiRkg IBT T | PTH FEGCTT @FETET - FAN, T I,
TR, T 67, FRIfG-eqE@ T, 99m 9 (Fae o7 | @ 2= JIGAFIE & @
wifrgate faufae s =7 |

. R @@ PR B (Developing Sales Promotion Program): Ras & !

THACTA CFC@ RS AVCT ST =CI-
v eramaR SR [4f@e (Determining the size of the incentive): @ *RIfty FgcrmMr K@
I & ARG (FOS (6 T FOFF F<4r e 51 of fefae a1 =7 |

v SReRRred *refdr fgfad (Determining conditions for participation): @ #Rftar etdma=
SR FE R I of fT4f7e T =1 @ TR TS G0 WS v A e o
QTS AT | @qH-SE@ BG-RAnd &) 20 % & o[ |

v et R 1f@ ffae (Determining the duration of promotion): @ #RfGa @t
SR 1 fefae ar =71 | e e et Sii@cs giitg Foe 203 @R I o1 ¢
ST (A R0 T feyfae o =7 |
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v 3I%ca7 +g faufae (Deciding the distribution vehicle): @ *Rfx IeRETeFHIE T
e A ffae Face =03 | ZAIR AT ATCHG, GCFF ARG, Rt MGy =5 J @
oA I 1 |

v’ o faf@el (Deciding of timeframe): @ &PiR @f6 TgEIC ST | FCEE @ IR
T GR TS TR AR 40 70 @~ o fveifaet a1 =7 |

v e @ @R et fw«fae (Determining overall sales promotion budget): &

2P FIGC A (S T 4o Tfes ACE | @N- e 295, TIF 46, QAT <475,
fq@7 2436 Tonfn | @I e fofEs Fea Iy 2aesa AAfwre faufas Far =37 |

8. @ &vim FFpa 5§ =A% (Pre-testing the sales promotion program): ReRr &=

Gl e Al | FicaR Gt ¥ IR S @1 Mg iR vy sk #fivEe 3@ 3
FI! A= S T4 = |

. WWWWGW (Implementing and Controlling the sales promotion

TG v

Program): R epiim @=ifG swfve sRias dfel | 998 T dEiey @i aviw, whes
@, I%caa G AJoe A, i Ffoe @R & FE@ER wAner e s =371 @
A G ST G AOS AN A 8 foyzrereisr g F1 27 |

T TR (Evaluating the result): e ePTR IRGR T FHRCAT NI 2R
BRI & e ANea R | s [ara @i SR T FHRE G0 Give e |
e 2T SRECE =T PR SGEeTS: fWEd Awoete PR Fal &3

v &z Tore (Sales data): Rer @3 S ARDGEA ¢ IRVIARCTT A FCES NCH
A 2RRST W Rerea 2R ReaeTa e 2Piie SR Felee] TR I @S
AR | YRS HE IR B P TS 7R @ earael 411 =7 |

v’ Te[l & (Consumer Survey): TOI& GRA R FoTo: AMH PRGN SR¥ RABET
(STSITAR AT, S S, TCATSIF @R TS Reeer | S P @R =4td (Sre
(FUF G A FACST G SIHF FIGN RIS ORI 5 B39 F0% (O iAo
T O QFE (58] T = |

v’ #3e (Experiment): T3 GFIFR & @0 &I FEET IS ©F AIHCAR TG @
W2 epTa FRGCR FTe TR F40 IR | (@64G- 5T 8 Fe=Rics ‘qIfo Feee «t
TER I (@ G [P Al [ #Afwre e of A=[rwed e wenee Afwrst
IR |

v IqgeRRIvie ISl ool (Measuring  effectiveness of the middlemen):
TTFOFRIA FRIIO! AT T3 [T 2PIaa P! “IfFref T @S AN | qUFca
R0 *afe SePRa S0 @S A | (@w:
> SCEHAT “Mfs (Discussion Method): @ &fSts e TEFRIAT 2P FRENS 0L
A BT O I A

> e iions e (Perception of salesmen): R& 29R FENE [ ST FO6T
O @ *FSCS A ¢ FHRA T A | WAL G PG ORI FOOT IRWCAIL B ©f
Gl I |
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Importance of Sales promotion

AfSfs Rl @fepr ww =0y ¢ ERPRR BRI ey Jfam owa 299 2feametts s e
2R @PQeld BT AT 03 ACF | RGar= | @A ey I CRI TR SR FCH [ @A ETRIC Aoly
I (I @ 145 I ACF | @ 7S Philip Kitler & Gary Armstrong 364, ‘Advertising says “Buy
our product” sales promotion says “Buy it now.™

feyes fera et ey 9T i1 =eel-

5. @@ I (Increasing sales): RedTwAT afeprpmya ©ww= =17 I ERT g [Rew 3w
@ R ePTR @ SR A 03 O ePTIRR ST JfeqF bl 389 =7 o1 | [iaww eiea ey
@ @Na- ey S e wwm, efswifrer, o, s 2epifr =R e oy A
CRPRTES 7RER e g v am |

R. g 7 e (To introduce new product): (@ (FICT R Tg ] (SIS AR FICR
Affve e o [Re aoices ey afsam @wa- oW, e, SR, dfewifrer Tenm
gl BN AT FC AP |

©. WP (@l AT (To attract new customers): T9= #[¢l7 *Ififb® FAR A (@For SHICe!
R T el OISl AT B A | TN AW, 67 &nee, $o dpfo e BT AT
|

8. afsrifer (=ifieT (To face competition): 3T efswiferFR e Bt AFCe =0T
R 2Pt RISARCET SR SN AT B | AN~ QT FIF T4 I AR G (0
T s (e ARefeRes efstaifer GIPILIET 417 &« oy Ol =P (A |

¢. Siftwl e @Mitsa oy (Balancing between demand and supply): R& &91F 7t
SIfRAT 8 @IS ORPIRY T A AP | T TN AU BT X AR O AT T
TR eI gfod MY e e I a1 A7 | Qo BIfEAT G @R SRR Sifers 20
A= |

Y.  TN9w 301 (Flexible program): Re ePTtas afofs e g1 IR &y 2wl F41 =7 6T
AfSTAIMAT @ (RICAT SR AL R @IS LG A MG TR | GTS WS FRCE (O
w2 Fed feww I 0 T3 |

q. fi@mex fFfoTerer (Sales stability): R@ oPiR FEGT @FF- TP, T W, S=RFERT
Sopifoa e REd 37 @R B @y 63 e fBfeRieTe! Simee 41 3789 27 |

AfGCHCT T TR, AferitrenERe e B Amre R ot Rew Jfae v e bt ey
ST AMCY | SR #ArerE w5 [y Wioe wce erers @il f[foy aviimrs s agd 33 A |
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Techniques of Sales promotion
Afels e efSotaa ST o7 R oed [N MK A A e F41 | @] Srwesy R
ISR T T NS | LR Y1 LI R epiieas ST 05 SICeTIoa w1 2ce:

S. T (Samples): RN w31 Rewces e qrens e ¢ fKewa e el e fscaifrer
I FACA AL T@rAred Jia AR | @ Y A4 fer@Tersd @ FIOAN T #C birRwr
fBTe SReTR T = AGRE B9, TG YN PR, [Fo Fopif +fteliw ¢we@ @R o Reweid
ABT® | ©F TH Y AT (TR [ if5® TRATP (SR J04y T [Toqe FA0S (771 A7 |

. F9 (Coupons): 719 TR I GICF FAG Al (@S FA 0T A TR JRM (T | oA
TR (2Re T IR T R@rea A M@ Iea Ol 7 | el e et sifspra
SR CRIRCRTRCAT AR (T TR & FoF AW A |

©. T @FFe (Cash Refund): 4 *F¥ (FoRI UF A 0 AR (AT A | LR TR~
(ORI T el TAMCH 6 ST T G0 WS wAfsel g 7w (Fae (I ACF | =67
RIS AT CFea @ AT s ol 07 |

8. RSEN (Premium): R =T 1 S 0T AL A0 0L O 2/l @R AP AT 3=
T | AN FACRT fBeceT BT fp, ot ST fpeieet (o1 fop Topifvn |

¢. C3fBy p Reamiw (Advertising Specialities): af$¥ r =erm W (Afos awarEa 2oy
Toga eI ame oY TR bl @y ePTitas uafo FE@ | (@9 T, BId I, *IfFR
1, Bt Eopifer 2Hels =M efS3Ie AT el N R RAnEy @rewa (R & |

v. WA ¢ (T (Fair and Exhibition): 3917 8 WeEfod AT TGRS (Ve SRR LT
@ &9 QT e A fafie e 2oz | R[Sy «aw S|, W@, A=[s, e ewar
8 4T BT ool ev{taa Tres &b ¢ Rery »ifafy eifas =0 At |

q.  &PRAM (Public relation): TFRETR wR_T 2f$PItag SRA[S T (SR [T &M0a 247
Ty | IR AR e Bo R I WS w1 @ diRee (S e diee
Afsde oz, 5 ¢ @fvers srpm e I3 72 faear [fey wron ¢ wEeEifes Fror
fstarfarst i Fca BTt SRYMS IS (oFTa (b2 Reed o s = | @7 Tt Ko

Sy AR P =T

b. I (Price Reduction): @ g @l ARG QOIS (FOICAF #9) @ Tha Sl R |4 IR
SGO[F e ANCH TP JoT 31 QAT a1 = | G BT (@Ol (T T eI 2 (N Felie
TS AT TP |
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». ©2=" (Presentation): I8 7o efspmerst s@ Ateid Raw s & @omacs T
TP TORIA M IR AT | (@SR G TARF AR SR 2y ANY T 3R A | @ I2F

Yo. T3 THA (Celebrating new year): &fs 928 TFERFSId K9 SR TN ARSDTT
SRS M (S 78T | OISl « [RUey A TgIPTEIend SIwgel 8 SRR 98 I Sl
STRENOT AT @TS AMCF |

. FR@wres GRr (After sales service): FFF N 2fSHAR (@ ACRAT AGE I
M T AN T | @ LR A (@] AT O e et e 2o oVl 2T w0 0T
T 2T G0 g [ 40 =7 |

AR T I, [y 2pTieaa [feq @ e 31 2ifemd I8 3@ @i @O9 9fee [aw e sace
AT AHMCP (OIS 5 TN & (=18 [FRET TN YT @ QT (TS 2I1CH | ©IR [awzr @it (P
(Fo- [Trel TSRR TR ACEw |
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What is Publicity?

A5 TR (FF TG @- @ e, GFRfoxw Sopifrre o emE a1 I o6y, ERI A ARl TP
SRR THGAT T | SCHB ITN AB P GORI ATHFA NLICH BT & T G KR (@4 e |
U (I AFolfog AT A1 | bR =T GG (@A ST O ACe F.AM A< FOICIS |

Perreault & McCarthy @3 t® “Publicity is any unpaid form of non-Personal Presentation
of ideas, goods or Services.” iR, &6 =R LR, 4 A CRR @ (FH AR J-= gwe
TS TogoE |
T DT IR TREEPTIR RS ABICH AP0 (A8 Ty Fell A T 8

v «ft S-odeme 8 (e Sy |

V. DO A g «ft AfpifeTe =7 |

\ARCER S M CIRISIAC G LN Sl

SARICHC =T A, @BIF RO A, (AT M (el I PO AT [ VG (@ (T LR 5 -5Lemg
IS TorgoE |

fReareie 8 b1 ey AT

Difference between Advertising and Publicity
@7 @ B TSR YT TEPAILRETS #of I G IFCH IR0 (RS T R T TdTifee Fa1 =7
wRifhe G @ ebIR MKy S 1<y o1 1 I | 05 [ @ b1 eay “{1<F7 9eet €@l ZCe:
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3. Srw=ly FPNRE Srmexly (Ao 9% =7 | TJPNRE G I-JPNRTE TS SCw(*]
oid (IR =F |
o, Weo a1t Se©T B o=l (=G | 2BICH SO eaIoIT eI IofF |
8. WIRCAA V@l | ABICHH DT [RGAT =1 (M | fRRGaI7CeTa BT BICE IR Y |
¢. T T g 2ot [Rearsites 3o o7y | GRICI IO CCwC* AR IR
AR |
b, A e fafs ar Ifge e = A | | ofviR s, e ar LS e =re
AT |
q. e 35w @ QIR & 3 @ = | BT (FICT T I A1 |
. fRepicerer | it i 9 | L CEREPIMCIRICNCITE
5. SO M A CRE CAMAPE T | O SIS (Pl PO AT 2
eSS 2 [ ST | | AT |
0. &FG et Afes ¢ Siafes ey | Rt oW ol 9Py
S (@ | CAFIFO T |

Afqeca =1 TR, Reaq g AblF ToaR e e 76 ewged Tsimie | sl @ AiAitie
MBI (A GUrd Wy fFR 21wy “ifeere 2rere Torm Jo Sray wKs Aoy fiawa oo e |
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T | FICER R PR S AT TS oD AMCF 1 Praie Q2o FCo = | (@o- R
2R Tewly fevedfarer it e, Riaew et S5 S, ST A =1, S5l o 6 e,
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