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eZ©gvb Z_¨ cÖhyw³ wbf©i wek¦vq‡bi hy‡M cY¨ mvgMÖx ˆZwi Kiv †Zgb KwVb KvR bq| KwVb KvR n‡jv †m¸‡jv 

weµ‡qi gva¨‡g gybvdv AR©b Kiv| †fv³v‡K Drcvw`Z cY¨ ev †mev m¤ú‡K© AewnZKiY Ges †m¸‡jv µ‡q cÖ‡ivwPZ 

Kivi mywbw`©ó Kg©cš’vi bvgB n‡jv evRviRvZKiY cÖmvi (Marketing Promotion)| evRviRvZKiY wgkÖ‡Yi PviwU 

nvwZqv‡ii g‡a¨ Ab¨Zg GKwU ¸iæZ¡c~Y© nvwZqvi n‡jv wecYb cÖmvi| Avevi wecbb cÖmvi †KŠk‡ji nvwZqvi¸‡jv 

n‡jv weÁvcb, e¨w³K weµq, Rbms‡hvM, cÖZ¨ÿ evRviRvZKiY I weµq cÖmvi| 

 

GB BDwb‡U †gvU PviwU cvV Av‡Q| cÖ_g cv‡V wecYb cÖmv‡ii msÁv I wecYb cÖmvi wgkÖ‡Yi nvwZqvmg~n eY©bv Kiv 

n‡q‡Q | wØZxq cv‡V weÁvcb †KŠkj I weÁvcb Kg©m~Px Dbœq‡bi cÖavb wm×všÍmg~n Av‡jvPbv Kiv n‡q‡Q | Z„Zxq 

cv‡V weÁvcb gva¨g I weÁvcb gva¨g wbe©vP‡b cÖfvewe Í̄viKvix Dcv`vbmg~n  wb‡q we Í̄vwiZ weeiY †`Iqv n‡q‡Q| 

me©‡k‡l PZz_© cv‡V weµq cÖmvi I cÖPvi Ges weµq cÖmvi Kvh©µ‡gi c`‡ÿc/wm×všÍmg~nv Av‡jvPbv Kiv n‡q‡Q|  

 

 

BDwbU mgvwßi mgq  BDwbU mgvwßi m‡e©v”P mgq ỳB mßvn 

G BDwb‡Ui cvVmg~n 

 

cvV-6.1: wecYb cÖmv‡ii msÁv I wecYb cÖmvi wgkÖ‡Yi nvwZqvmg~n   

cvV-6.2: weÁvcb †KŠkj I weÁvcb Kg©m~Px Dbœq‡bi cÖavb wm×všÍmg~n  

cvV-6.3: weÁvcb gva¨g I weÁvcb gva¨g wbe©vP‡b cÖfvewe Í̄viKvix Dcv`vbmg~n   

cvV-6.4: weµq cÖmvi I cÖPvi Ges weµq cÖmvi Kvh©µ‡gi c`‡ÿc/wm×všÍmg~n  
 

 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

 
 

 

 

 

wecYb cÖmvi, weÁvcb I weµq cÖmvi †KŠkj 

Marketing Promotion, Advertising and Sales Promotion Strategy    
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wecYb cÖmv‡ii msÁv I wecYb cÖmvi wgkª‡Yi nvwZqvimg~n 

Marketing Promotion and Tools of Marketing Promotion 
 

 

D‡Ïk¨ 

G cvV †k‡l AvcwbÑ 

 wecYb cÖmv‡ii msÁv wjL‡Z cvi‡eb 

 wecYb cÖmvi wgkÖ‡Yi nvwZqvmg~n eY©bv Ki‡Z cvi‡eb|  

 

wecYb cÖmvi Kx? 

What is marketing Promotion? 

wecYb cÖmvi n‡”Q Ggb GKwU c×wZ hvi gva¨‡g cY¨ I †mev m¤úwK©Z Z_¨ †µZv‡`i‡K AewnZ K‡i D³ cY¨ I 

†mev µ‡qi Rb¨ Zv‡`i‡K cÖ‡ivwPZ Kiv nq| †Kvb cY¨, †mev ev aviYv m¤ú‡K© Kvw•LZ †fv³v ev †µZv‡K 

AewnZKiY, cÖ‡ivwPZKiY Ges ¯§iY Kiv‡bvi hveZxq †hvMv‡hvM Kvh©µgB n‡jv wecYb cÖmvi| wewfbœ †jLK KZ©„K 

cÖ`Ë wecYb cÖmv‡ii K‡qKwU msÁv wb‡¤œ D‡jøL Kiv n‡jv-  

 

Philip Kotler & Gary Armstrong e‡jb, “Marketing promotion means various activities that communicate 

the merits of the product and persuade target customers to buy it.” A_©vr, †Kv¤úvbx Zvi c‡Y¨i myweavejx 

m¤ú‡K© jÿ¨w ’̄Z MÖvnK‡`i AewnZKiY Ges Zv‡`i‡K D³ cY¨ µ‡q cÖ‡ivwPZ Kivi Rb¨ †h mKj †hvMv‡hvM 

Kvh©µg MÖnY K‡i Zv‡K wecYb cÖmvi e‡j| 

 

Perreault & McCarthy Gi g‡Z, “Marketing promotion is communicating information between seller and 

potential buyer or other in the channel to influence attitudes and behavior.” A_©vr, wecYb cÖmvi n‡jv 

g‡bvfve I AvPiY‡K cÖfvweZ Kivi j‡ÿ¨ we‡µZv I m¤¢ve¨ †µZv‡`i ev cÖYvjxi Ab¨vb¨ m`m¨‡`i g‡a¨ Z‡_¨i 

†hvMv‡hv‡Mi cÖwµqv| 

 

Steven J. Skinner Gi g‡Z, “Marketing promotion refers to any communication activity used to inform, 

persuade and remind the target market about an organization, its products, and its activities.” A_©vr, ‡Kvb 

msMVb, Gi cY¨ Ges Zvi Kvh©vejx m¤ú‡K© jÿ¨w ’̄Z evRvi‡K AewnZKiY, cÖ‡ivwPZKiY Ges ¯§iY Kiv‡bvi Rb¨ 

†h mKj †hvMv‡hvM Kvh©µg e¨eüZ nq Zv‡K wecYb cÖmvi ejv nq|  

 

c‡Y¨i Pvwn`v m„wó I e„w× ev Zv a‡i ivLvi Rb¨ wecYb Kvh©vejx m¤úv`b Ki‡Z nq| A_©vr cY¨ ev †mevi cÖmvi 

Kvh©µg Pvjv‡Z nq| wewfbœ †jL‡Ki msÁvi K‡qKwU jÿ¨Yxq w`K n‡jv- 

 wecYb cÖmvi n‡”Q c‡Y¨i weµq e„w×i †hvMv‡hvM Kvh©µg 

 Gi gva¨‡g m¤¢ve¨ †µZv‡`i cY¨ µ‡q c‡ivwPZ Kiv nq 

 wecYb cÖmvi †µZvi AvPiY I g‡bvfve cwieZ©b K‡i 

 wecYb cÖmvi c‡Y¨i Pvwn`v m„wói cvkvcvwk evRvi m¤úªmvi‡Y fzwgKv iv‡L| 

 

cwi‡k‡l ejv hvq †h, †Kvb cY¨ ev †mevi eZ©gvb I m¤¢ve¨ †µZv‡`i‡K ‡m mKj cY¨, †mev aviYv ev B‡gR µ‡qi 

Rb¨ cÖ‡ivwPZ Kivi Rb¨ †h mgwš^Z Kvh©m~wP MÖnY Kiv nq Zv‡K wecbb cÖmvi e‡j|  

 

cÖ‡gvkb/wecYb cÖmvi wgkÖ‡Yi nvwZqvimg~n 

Tools/Elements of Marketing Promotion 

eZ©gvb I m¤¢ve¨ †µZv‡`i‡K cY¨, †mev aviYv ev B‡gR µ‡qi Rb¨ cÖ‡ivwPZ Kivi Rb¨ †h mgwš^Z Kvh©m~wP MÖnY 

Kiv nq Zv‡K wecbb cÖmvi e‡j| wecYb cÖmv‡ii cuvPwU nvwZqvi| h_v- weÁvcb, e¨w³K weµq, Rbms‡hvM, weµq 

cÖmvi I cÖZ¨ÿ evRviRvZKiY| wb‡P wecYb cÖmv‡ii G nvwZqvi¸‡jv wP‡Îi gva¨‡g Dc ’̄vcb Kiv n‡jv:  

 

cvV 6.1    
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1. weÁvcb (Advertising): wecbb cÖmv‡ii nvwZqvi wn‡m‡e “weÁvcbÓ AwaK cwigv‡Y e¨eüZ gva¨g| Bnv 

cÖmvi nvwZqvi¸‡jvi g‡a¨ me©vwaK e¨eüZ Avi AwaK RbwcÖq gva¨g| mvaviY A‡_©, †Kvb wbw`©ó D‡`¨v³v 

KZ©„K A_© cÖ`Ë gva¨‡g †Kvb cY¨, †mev ev aviYv †µZv‡`i wbKU weµ‡qi Rb¨ A_ev †µZv‡`iK cÖ‡ivwPZ 

Kivi Rb¨ †h kãgvjv ev cÖZxKx e¨envi Kiv nq ZvB n‡jv weÁvcb|  

Philip Kotler & Gary Armstrong e‡jb, “Advertising is any paid form of nonpersonal 

presentation and promotion of ideas, goods or services by an identified sponsor.” A_v©r, 

A‡_©i wewbg‡q wPwýZ D‡`¨v³v KZ©„K aviYv, cY¨ ev †mevi ˆbe¨w³K Dc ’̄vcbv A_ev cÖmvi‡K weÁvcb 

e‡j| 

‡iRv I cvi‡fR Gi g‡Z, weÁvcb n‡”Q A‡_©i wewbg‡q GKwU cÖPvig~jK KvR| Gi gva¨‡g ¯̂í mg‡q 

AwaK msL¨K KvwsLZ †µZv‡K cY¨ ev †mev m¤ú‡K© Z_¨ cÖ`vb K‡i Zv‡`i‡K D³ cY¨ µ‡q cÖ‡ivwPZ Kiv 

hvq| Bnv mvavibZ †iwWI, †Uwjwfkb, Le‡ii KvMR, wej‡evW©, wbqb mvBb BZ¨vw` gva¨‡g cÖPvi Kiv 

nq| weÁvc‡bi †h mKj ˆewkó¨ cwijwÿZ nq †m¸‡jv n‡jv: 

 weÁvcb A‡_©i wewbg‡q cÖ`Ë| 

 Bnvi wbw`©ó c„ô‡cvlK _v‡K| 

 weÁvcb ‰be¨©w³K Dc ’̄vcbv Ges cÖmvig~jK Kvh©vejx| 

2. e¨w³K weµq (Personal selling): wecYb cÖmv‡ii GKwU Ab¨Zg ¸iæZ¡c~Y© nvwZqvi n‡”Q e¨w³K 

weµq| e¨w³K weµq gvby‡li †cŠivwYK ev Avw`gZg †ckv| ej‡Z †M‡j cÖvPxb hyM †_‡K cÖ‡Z¨‡KB wKQz bv 

wKQz weµq Ki‡Q| mvaviY A‡_©, hLb †Kvb we‡µZv cY¨, †mev ev aviYvi ¸Yv¸Y Zz‡j a‡i †µZv‡`i‡K 

µ‡q AvMÖnx K‡i †Zv‡j ZLb Zv‡K e¨w³K weµq e‡j| GK K_vq ej‡Z †M‡j, cY¨ ev †mev we‡µZvi 

†gŠwLK Dc¯’vcbvB n‡jv e¨w³K weµq| 

Philip Kotler & Gary Armstrong Gi g‡Z, “Personal selling is the personal presentation by 

the firm’s salesforce for the purpose of making sales and building customer 

relationships.” A_v©r, cÖwZôv‡bi weµq Kgx©i gva¨‡g weµq Kiv Ges †µZv m¤úK© ˆZwi Kivi e¨w³MZ 

Dc¯’vcbv‡KB e¨w³K weµq e‡j| 

gv‡K©wUs 

cÖ‡gvk‡bi 

nvwZqvi 

weÁvcb 

wPÎ: gv‡K©wUs cÖ‡gvk‡bi nvwZqvimg~n 

e¨w³K weµq 

cÖZ¨ÿ/mivmwi 

evRviRvZKiY 

weµq cÖmvi 
Rbms‡hvM 
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‡iRv I cvi‡fR Gi g‡Z, hLb †Kvb e¨w³ weµ‡qi D‡Ï‡k¨ Aci †Kvb e¨w³, †µZv ev †fv³v A_ev †Kvb 

msMV‡bi Kv‡Q gy‡LvgywL n‡q †m cY¨ ev †mevi AbyK‚j fveg~wZ© Zz‡j a‡i D³ cY¨ µ‡q Zv‡`i‡K D×zØ 

K‡i, ZLb Zv‡K e¨w³K weµq e‡j| 

3. weµq cÖmvi (Sales promotion): ¯̂í mg‡q AwaK weµq e„wØi j‡ÿ¨ AwbqwgZfv‡e †h cÖmvi Kvh©µg 

MÖnY Kiv nq Zv‡K weµq cÖmvi e‡j| A_©vr weµ‡qi cwigvY e„w×i Rb¨ GLbB ev ¯̂íKvjxb †h 

DÏxcbvg~jK Kvh©µ‡gi c`‡ÿc †bqv nq Zv‡KB weµq cÖmvi e‡j| 

Philip Kotler & Gary Armstrong Gi g‡Z, “Sales promotion is the short term incentives to 

encourage the purchase or sale of a product or service.” A_v©r, cY¨ ev †mevi µq A_ev weµq 

DrmvwnZ ev Z¡ivwš^Z Kivi ¯̂íKvjxb DÏxcbv m„wóB n‡jv weµq cÖmvi| 

webvg~‡j¨ bgybv weZiY,Dcnvi cª`vb,g~j¨ n«vm, K‚cb, †evbvm cY¨ cÖ`vb, ï‡f”Qv Ávcb BZ¨vw` weµq 

cÖmv‡ii wewfbœ cš’v| G †KŠkjwU PzovšÍ †fv³v I e›UY cÖYvjxi AY¨vb¨ m`m¨‡`i cY¨ µ‡q DÏxwcZ K‡i| 

4. Rbms‡hvM (Public relations): wewfbœ c‡ÿi wbKU c‡Y¨i AbyK‚j fveg~wZ© cÖwZôv KivB MYms‡hv‡Mi 

cÖv_wgK D‡Ïk¨| Ab¨ K_vq, wewfbœ ai‡Yi Rbmvavi‡Yi wbKU dvg© ev cÖwZôv‡bi AbyK‚j fveg~wZ© cÖwZôv 

Kiv Ges Zv evov‡bv Rbms‡hv‡Mi Ab¨Zg cÖv_wgK D‡Ïk¨|  

G cÖm‡½ Philip Kotler & Gary Armstrong e‡jb, “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.” A_v©r, ‡Kv¤úvwb Ges wewfbœ ai‡bi RbM‡Yi g‡a¨ DËg m¤úK© m„wó, K‡cv©‡iU fveg~wZ© m„wó Ges 

cÖwZK‚j ¸Re, Mí I NUbv wb®úwËKiY ev †gvKvwejv Kivi Rb¨ AbyK‚j †h cÖPviYv MÖnY Kiv nq Zv‡K 

Rbms‡hvM e‡j| 

‡Kv¤úvwbi cÖKvkbv, wdj¥, we‡kl B‡f›U, KwgDwbwU Kg©KvÛ BZvw` MYms‡hv‡Mi K‡qKwU Dcvq| 

MYms‡hvM K‡cv©‡iU B‡gR e„w× K‡i, hv cÖZ¨ÿ ev c‡ivÿfv‡e c‡Y¨i B‡gR e„w×‡Z mnvqZv K‡i|  

5. cÖZ¨ÿ/mivmwi evRviRvZKiY (Direct marketing): †Kvb cÖKvi ga¨ ’̄Kvievwii (Middlemean) 

mnvqZv e¨ZxZ hLb †Kvb cY¨ ev †mev mivmwi †fv³v ev e¨enviKvixi wbKU weµq Kiv nq ZLb Zv‡K 

cÖZ¨ÿ ev mivmwi evRviRvZKiY e‡j| eZ©gvb mg‡q mivmwi evRviRvZKi‡Yi gvÎv e„w× †c‡q‡Q| Gi 

gva¨‡g †fv³v‡`i ZvrÿwbK cÖwZwµqv Rvbv m¤¢e nq| B‡Zvg‡a¨ †`Lv †M‡Q A‡bK we‡µZvB Zv‡`i 

cY¨`ªe¨ †µZv‡`i cÖwZôvb ev  evwo‡Z wb‡q †h‡q weµ‡qi †Póv K‡ib| d‡j Zv‡`i g‡a¨ `xN©‡gqv`x m¤úK© 

M‡o I‡V| 

G cÖm‡½ Philip Kotler & Gary Armstrong e‡jb, “Direct marketing is direct connections with 

carefully targeted individual consumers to both obtain an immediate response and 

cultivate lasting customer relationships.” A_v©r, ZvrÿwYK mvov cÖvwß Ges `xN© ’̄vqx †µZv m¤úK© 

Abykxjb Kivi Rb¨ mZK©Zvi mv‡_ Afxó cÖ‡Z¨K †µZv‡`i mv‡_ mivmwi †hvMv‡hvM Kiv‡K cÖZ¨ÿ 

evRviRvZKiY e‡j| 

B`vwbs †Uwj‡dvb, B›Uvi‡bU, B-‡gBj I AY¨vb¨ B‡jKUªwbK wgwWqv e¨envi K‡i c‡Y¨i AW©vi mieiv‡ni 

e¨e ’̄v Kiv n‡”Q| 

cwi‡k‡l ejv hvq †h, wecYb cÖmvi wgkÖY n‡”Q weÁvcb,e¨w³K weµq, weµq cÖmvi, MYms‡hvM I cÖZ¨ÿ wecY‡bi 

Kvw•LZ mswgkªY hvi gva¨‡g cY¨ I †mev m¤ú‡K© †fv³v‡`i‡K AewnZ I cÖ‡ivwPZ K‡i D³ cY¨ µ‡q AMÖnx K‡i 

†Zvjvi †Póv Kiv nq| 
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mvims‡ÿc  

eZ©gvb I m¤¢ve¨ †µZv‡`i‡K cY¨, †mev aviYv ev B‡gR µ‡qi Rb¨ cÖ‡ivwPZ Kivi Rb¨ †h mgwš^Z Kg©m~wP MÖnY 

Kiv nq Zv‡K wecbb cÖmvi e‡j| wecYb cÖmv‡ii nvwZqvi cuvPwU | h_v- weÁvcb, e¨w³K weµq, Rbms‡hvM, 

weµq cÖmvi I cÖZ¨ÿ wecYb| Ab¨ K_vq, wecYb cÖmvi wgkÖY n‡”Q weÁvcb,e¨w³K weµq, weµq cÖmvi, 

MYms‡hvM I cÖZ¨ÿ wecY‡bi Kvw•LZ mswgkªY, hvi gva¨‡g cY¨ I †mev m¤ú‡K© †fv³v‡`i‡K AewnZ I cÖ‡ivwPZ 

K‡i D³ cY¨ µ‡q AMÖnx K‡i †Zvjvi †Póv Kiv nq|  
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weÁvcb †KŠkj I weÁvcb Kg©m~Px Dbœq‡bi cÖavb wm×všÍmg~n 

Advertising Strategy and Major Decisions in Developing Advertising 
Program 

 

D‡Ïk¨ 

 

G cvV †k‡l AvcwbÑ 

 weÁvc‡bi †KŠkj m¤ú‡K© Rvb‡Z cvi‡eb 

 weÁvcb Kg©m~Px Dbœq‡bi cÖavb wm×všÍmg~n m¤ú‡K© Rvb‡Z cvi‡eb| 

 

weÁvcb †KŠkj 

Advertising Strategy 
mvaviY A‡_©, †Kvb wbw`©ó D‡`¨v³v KZ©„K A_© cÖ`Ë gva¨‡g †Kvb cY¨, †mev ev aviYv †µZv‡`i wbKU weµ‡qi Rb¨ 

A_ev †µZv‡`iK cÖ‡ivwPZ Kivi Rb¨ †h kãgvjv ev cÖZxKx e¨envi Kiv nq ZvB n‡jv weÁvcb| weÁvcb n‡”Q 

‡Kv‡bv D‡`¨v³v KZ…©K A‡_©i wewbg‡q †Kv‡bv cY¨ ev †mevi cÖwZ Rbmvavi‡Yi „̀wó AvKl©Y Kivi GK ai‡Yi cÖ‡Póv| 

weÁvcb †KŠkj evRviRvZKiY cÖmv‡ii GKwU kw³kvjx I Kvh©Kvix nvwZqvi hvi gva¨‡g cY¨ ev †mev µ‡q 

†µZv‡`i cÖ‡ivwPZ Kiv hvq| ‡Kv‡bv cÖwZôvb ev e¨w³ KZ©„K A‡_©i wewbg‡q ˆbe¨©w³Kfv‡e †Kv‡bv cY¨ ev †mev 

Kv‡h©i e¨envi, Dc‡hvwMZv, ’̄vwqZ¡ BZ¨vw` cwiwPZ RbM‡Yi mvg‡b Zz‡j aivi ‡KŠkj‡K weÁvcb †KŠkj e‡j| 

 

weÁvcb †KŠkj‡K msÁvwqZ Kiv †h‡Z cv‡i Gfv‡e,  “An Advertising strategy can be defined as blue 

paint to help sell a given product to cionsumer’s.” A_v©r, weÁvcb †KŠkj‡K †fv³v‡`i Kv‡Q mywbw`©ó cY¨ 

weµ‡qi mnvqZv Kivi bxjbKkv wn‡m‡e msÁvwqZ Kiv †h‡Z cv‡i| 

 

weÁvc‡bi mycwiwPZ gva¨gmg~n n‡jv-mvBb‡evW©, wej‡evW©, msev`cÎ, †iwWI, †Uwjwfkb, I‡qemvBU BZ¨vw`| ZvB 

ejv hvq weÁvcb †KŠkj n‡jv- 

 weÁvcb ‡KŠkj n‡jv cY¨, †mev ev aviYvi cÖwZ RbM‡Yi AbyK‚j fveg~wZ© RvMv‡bvi GKwU †KŠkj 

 Gi gva¨‡g †µZv‡`i m‡½ †hvMv‡hvM cwiPvjbv Kiv nq 

 weÁvcb ‡Kv¤úvwbi weµ‡qi †ÿ‡Î mvdj¨ AR©b Kivi †KŠkj 

 weÁvcb †KŠk‡j †hvMv‡hv‡Mi GKwU c~Y©wPÎ cÖ ‘̄Z Kiv nq 

 weÁvc‡bi gva¨‡g cY¨ ev †mevi ¸Yv¸Y, Kvh©KvwiZv, Dc‡hvwMZv, e¨enviwewa, ’̄vwqZ¡ cÖf…wZ ˆewkó¨ Zz‡j aiv 

nq| 

 

cwi‡k‡l ejv hvq, weÁvc‡bi gva¨‡g wKfv‡e weµq e„w× Kiv hv‡e Zv wbav©iY Kivi †KŠkj‡K weÁvcb †KŠkj 

e‡j| weÁvcb n‡”Q A‡_©i wewbg‡q GKwU cÖPvig~jK KvR| Gi gva¨‡g ¯̂í mg‡q AwaK msL¨K KvwsLZ †µZv‡K 

cY¨ ev †mev m¤ú‡K© Z_¨ cÖ`vb K‡i Zv‡`i‡K D³ cY¨ µ‡q cÖ‡ivwPZ Kiv hvq| Bnv mvaviYZ †iwWI, †Uwjwfkb, 

Le‡ii KvMR, wej‡evW©, wbqb mvBb BZ¨vw` gva¨‡g cÖPvi Kiv nq| 

 

weÁvcb Kg©m~Px Dbœq‡bi cÖavb wm×všÍmg~n 

Major Decisions in Developing Advertising Program 

weÁvcb n‡jv cY¨ ev †mev m¤ú‡K© Kvw•LZ †fv³v‡`i‡K AewnZKiY Ges Zv µ‡qi Rb¨ cÖ‡ivwPZ Kivi Ab¨Zg 

Kvh©Kix GKwU nvwZqvi| Z‡e GwU GKwU e¨q eûj cÖwµqv| Gi gva¨‡g ¯̂í mg‡q AwaK msL¨K Kvw•LZ †µZv‡K 

cY¨ ev †mev m¤ú‡K© Z_¨ cÖ`vb K‡i Zv‡`i‡K D³ cY¨ µ‡q cÖ‡ivwPZ Kiv hvq| GwU mvavibZ †iwWI, †Uwjwfkb, 

cvV-6.2 
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Le‡ii KvMR, wej‡evW©, wbqb mvBb BZ¨vw` gva¨‡g cÖPvi Kiv nq| weÁvcb cÖPv‡ii c~‡e© Gi Kvh©KvwiZv ev mdjZv 

m¤ú‡K© Rvbv hvq bv| 

 

weÁvc‡bi mdjZvi Rb¨ evRviRvZKvix‡K cvuPwU ¸iæZ¡c~Y© wm×všÍ wb‡Z nq, hv ‘The Five M’s wnmv‡e cwiwPZ| 

†m¸‡jv n‡jv-Mission (D‡Ïk¨); Money (A_©); Message (evZv©); Media (gva¨g); Ges Measure (cwigvc)| 

 

wb‡¤œ wm×všÍmg~n Av‡jvPbv Kiv n‡jv- 

1. weÁvc‡Yi D‡Ïk¨ (Mission) w ’̄iKiY: weÁvcb Kg©m~Px Dbœq‡bi cÖ_g avc n‡jv weÁvc‡bi GKwU 

mywbw`©ó D‡Ïk¨ w ’̄iKiY| Gi wewfbœ D‡Ïk¨ n‡Z cv‡i| †hgb-AewnZ Kiv‡bv (To inform), cÖ‡ivwPZ 

Kiv‡bv (To persuade), ¯§iY Kiv‡bv (To remind) BZ¨vw`| Avi G mywb©w`ó jÿ¨ AR©‡bi Rb¨ wb‡¤œi 

wZb ai‡Yi weÁvc‡bi †h †Kvb GKwU cÖPvi Kiv †h‡Z cv‡i: 

i. Z_¨g~jK weÁvcb (Informative Advertisment): mvaviYZ bZzb c‡Y¨i †ÿ‡Î G ai‡Yi 

weÁvcb Kvh©Kix nq| 

ii. cÖPvibvg~jK (Persuasive Advertising): Zxeª cÖwZ‡hvwMZv †gvKv‡ejvq GKwU wbw`©ó eª¨v‡Ûi 

Rb¨ G ai‡Yi weÁvcb cÖPvi Kiv nq| 

iii. ¯§iY weÁvcb (Reminder Advertising): cwiYZ c‡Y¨i †ÿ‡Î †µZv a‡i ivLvi j‡ÿ¨ G ai‡Yi 

weÁvcb evi evi cÖPvi Kiv †h‡Z cv‡i| 

 

2. weÁvcb ev‡RU (Money) wbav©iY: weÁvc‡bi D‡Ïk¨ w ’̄iKi‡Yi cieZx© G av‡c cÖwZôvb‡K e¨‡qi LvZ I 

cwigvc w ’̄i Ki‡Z nq hv weÁvcb ev‡RU bv‡g cwiwPZ| weÁvcb ev‡RU cÖYq‡b wb‡¤œi KZK¸‡jv welq 

we‡ePbv Kiv nq: 

 c‡Y¨i Rxeb P‡µi avc 

 c‡Y¨i eZ©gvb evRvi Ask 

 c‡Y¨i cÖwZ‡hvMxi msL¨v 

 cY¨ ev eª¨vÛ c„_KxKiY 

 weÁvc‡bi †cŠb: cywbKZv BZ¨vw`|  

 
3. evZ©v (Message) ‡KŠkj Dbœqb: mywbw`©ó D‡Ïk¨ I ev‡RU w ’̄iKi‡Yi ci djcÖmy evZ©v (Message) 

m„wó, wbev©Pb I g~j¨vqb cÖ‡qvRb nq| G‡ÿ‡Î wb‡Pi wZbwU welq g‡b ivLv Avek¨K:  

 evZ©v n‡e A_©c~Y© 

 evZv© c„_KxKiY‡hvM¨ n‡Z n‡e 

 evZ©vi Av‡e`b wek¦vm‡hvM¨ n‡Z n‡e|  

 
4. gva¨g (Media) wbev©Pb: evZv©‡K Kvw•LZ †fv³vi wbKU †cŠuQv‡bv Ges Zv‡K cÖ‡ivwPZKi‡bi Rb¨ †h gva¨g 

e¨envi Kiv nq Zv‡K weÁvcb gva¨g e‡j| mvaviYZ †Uwjwfkb, cwÎKv, g¨vMvwRb, wej‡evW©, mvBb‡evW© 

BZ¨vw`i gva¨‡g weÁvcb cÖPvi Kiv nq| G gva¨g wbev©P‡b †h mKj welq we‡ePbv Kiv nq Zv n‡jv- 

 weÁvc‡bi e¨wß, †cŠb : cywbKZv I cÖfve 

 wewfbœ gva¨g n‡Z mev©waK Dc‡hvMx gva¨g wbev©Pb 

 wbw`©ó gva¨‡gi g‡a¨ m‡e©vËg gva¨g wbev©Pb|  
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5. weÁvc‡bi Kvh©KvwiZv cwigvc (Measure): G chv©‡q weÁvcb cÖPv‡ii c~e©eZx© PviwU avc‡K g~j¨vqb Kiv 

nq| A_v©r G‡ÿ‡Î- 

 weÁvcb g~j¨vqb Kiv nq 

 ‡hvMv‡hv‡Mi cÖfve cwigvc Kiv nq 

 weµ‡qi cÖfve cwigvc Kiv nq| 
cwi‡k‡l ejv hvq †h, weÁvc‡bi D‡Ï‡k¨i mv‡_ A_© e¨q, gva¨g wbev©Pb I Kvh©KvwiZv cwigvc GKwU avivevwnK 

cÖwµqv| 

 
weÁvc‡bi Kvh©vewj 

Functions of Advertising 

 

mvaviYfv‡e weÁvc‡bi g~j D‡Ï‡k¨ n‡”Q cÖwZôv‡bi cY¨, †mev ev aviYv µ‡q MÖvnK‡`i DrmvwnZ Kiv, weµq e„w× 

Kiv I gybvdv AR©b Kiv| GB D‡Ïk¨ ev Í̄evq‡bi Rb¨ weÁvcb GKwU kw³kvjx cÖ‡gvkb wgkÖY wn‡m‡e ¸iæZ¡c~Y© 

Kvh©vewj m¤úbœ K‡i| 

 

weÁvc‡bi D‡Ïk¨ m¤ú‡K© Philip Kotler & Gary Armstrong e‡jb, ÒGKwU wbw`©ó mg‡q wbw`©ó Afxó †kªvZvi mv‡_ 

†h wbw`©ó †hvMv‡hvM Kvh©µg m¤úv`b Kiv nq ZvB weÁvc‡bi D‡Ïk¨”| weÁvc‡bi A‡bK¸‡jv D‡Ïk¨ i‡q‡Q|  

wb‡P weÁvc‡bi KZK¸‡jv ¸iæZ¡c~Y© Kvh©vewj eY©bv Kiv n‡jv Ñ  

 

1. AewnZ Kiv (To inform): weÁvc‡bi GKwU ¸iæZ¡c~Y© D‡Ïk¨ n‡”Q MÖvnK‡`i cY¨ ev †mev m¤ú‡K© Z_¨ AewnZ 

Kiv| weÁvc‡bi gva¨‡g bZzb cY¨, c‡Y¨i e¨envi wewa, g~j¨ Ges Drcv`bKvix m¤ú‡K© wewfbœ Z_¨ cÖPvi Kiv 

nq| d‡j †µZviv mn‡R bZzb cY¨ ev †mev m¤ú‡K© wewfbœ Z_¨ †c‡q mn‡R µq K‡i †fvM Ki‡Z cv‡i| 

 

2. Pvwn`v m„wó Ges Pvwn`v e„w× (Creating and increasing demand): evRv‡i c‡Y¨i Pvwn`v m„wó Ges e„w× Kiv 

weÁvc‡bi Aci GKwU D‡Ïk¨| evRv‡i c‡Y¨i Dcw ’̄wZ m¤ú‡K© †µZv‡`i AewnZ bv Ki‡j †µZv cY¨ µ‡q 

AvMÖnx nq bv| weÁvc‡bi gva¨‡g Drcv`bKvix Zvi cY¨ I †mev m¤ú‡K© †µZv‡`i ÁvZ Kwi‡q Pvwn`v m„wó I 

e„w× Ki‡Z cv‡i|  

 

3. bZzb evRvi m„wó (To create new market): weÁvc‡bi Av‡iKwU D‡Ïk¨ n‡jv c‡Y¨i bZzb evRvi m„wó Kiv| 

weÁvc‡bi gva¨‡g cY¨ ev †mevi msev` cÖPvi K‡i bZzb bZzb †`kxq evRvimn AvšÍR©vwZK evRvi m¤cÖmviY Kiv 

m¤¢e| 

 

4. cY¨ I †mevi Pvwn`v w ’̄wZkxj ivLv (Stablizing demand for goods and service): weÁvc‡bi GKwU Ab¨Zg 

cÖavb D‡Ïk¨ n‡jv wewfbœ mg‡q evRv‡i cY¨ I †mevi Pvwn`v w ’̄wZkxj ivLv| ïay Pvwn`v m„wó ev e„w× bq, Pvwn`v 

w ’̄wZkxj ivLvi Rb¨ weÁvcb cÖPvi Kiv n‡q _v‡K| †hgb, c‡Y¨i Rxeb P‡µi wewfbœ Í̄‡i evRvi Pvwn`v 

w ’̄wZkxj ivLvi Rb¨ weÁvcb e¨envi Kiv nq|  

 

5. bZzb cY¨ cÖeZ©b (Introducing new product): weÁvcb bZzb cY¨ cÖeZ©‡bi †ÿ‡Î we‡klfv‡e mnvqZv K‡i| 

weÁvc‡bi gva¨‡g bZzb cY¨ m¤ú‡K© †µZv‡`i gv‡S wewfbœ Z_¨ Dc ’̄vcb K‡i Zv‡`i‡K cY¨ µ‡q cÖ‡ivwPZ 

Kiv hvq| d‡j mn‡RB evRv‡i bZzb c‡Y¨i Ae ’̄vb wbwðZ Kiv hvq| 

 

6. bZzb evRvi m„wó (To create new market): weÁvc‡bi Av‡iKwU D‡Ïk¨ n‡jv c‡Y¨i bZzb evRvi m„wó Kiv| 
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weÁvc‡bi gva¨‡g cY¨ ev †mevi msev` cÖPvi K‡i bZzb bZzb †`kxq evRvimn AvšÍR©vwZK evRvi m¤cÖmviY Kiv 

m¤¢e|  

 

7. ÿwZKi c‡Y¨i cÖmvi †iva (To resist harmful products): ÿwZKi c‡Y¨i nvZ †_‡K gvbyl‡K iÿv Kiv Ges 

Gi cÖmvi †iva Kivi Rb¨I weÁvcb cÖPvi Kiv n‡q _v‡K| weÁvc‡bi gva¨‡g gvby‡li g~j¨‡eva m„wó I m‡PZbZv 

e„w×i †Póv Pvjv‡bv nq| wewfbœ c‡Y¨i ÿwZKi w`K¸‡jv gvby‡li mvg‡b Zz‡j a‡i weÁvcb ÿwZKi c‡Y¨i cÖmvi 

†iv‡a Kvh©Ki f~wgKv iv‡L| 

 

8. µqRwbZ wewfbœ my‡hvM-myweav cÖPvi (Publicity of the advantages attached with purchases): eZ©gv‡b 

wewfbœ cÖwZôvb †µZv‡`i c‡Y¨i mv‡_ wewfbœ µqRwbZ myweav cÖ`vb K‡i| †hgb- we‡kl Dcnvi, webvg~‡j¨ 

jUvwi, Kzcb, g~j¨ n«vm BZ¨vw`| weÁvcb GB RvZxq Z_¨ †µZv‡`i wbKU cÖPvi K‡i cÖwZôv‡bi D‡Ïk¨ AR©‡b 

mnvqZv K‡i|  

 

9. cÖwZK‚j fveg~wZ© `~i Kiv (To dispel wrong impressions): evRv‡i cÖPwjZ wewfbœ cY¨ m¤ú‡K© A‡bK mgq 

†µZv‡`i åvšÍ ev Lvivc aviYv _v‡K| †hgb- Rb¥ wbqš¿Y mvgMÖx, Rxeb wegv BZ¨vw` cY¨ ev †mev m¤ú‡K© A‡bK 

gvby‡li g‡a¨ åvšÍ ev Lvivc aviYv i‡q‡Q| weÁvc‡bi gva¨‡g GmKj cY¨ ev †mev m¤ú‡K© åvšÍ I Lvivc aviYv 

cwinvi Kiv hvq| †hgb Ñ Rb¥wbqš¿Y mvgMÖxi †ÿ‡Î †mvm¨vj gv‡K©wUs †Kv¤úvwb Ges Rxeb wegvi †ÿ‡Î wewfbœ 

wegv †Kv¤úvwb weÁvcb cÖPvi Ki‡Q|   

 

10. Ab¨vb¨ Kvh©vewj (Other functions): Dc‡i DwjøwLZ D‡Ïk¨¸‡jv QvovI weÁvc‡bi Av‡iv A‡bK D‡Ïk¨ 

i‡q‡Q| †hgb- †Kv‡bv we‡kl Z_¨ mvavi‡Yi g‡a¨ cÖPvi, mvgvwRK m‡PZbZv e„w×, AvšÍR©vwZK evRv‡i cÖ‡ek, 

eª¨vÛ RbwcÖq Kiv BZ¨vw`| 

cwi‡k‡l ejv hvq,  weÁvcb cÖ‡gvkb wgkÖ‡Yi GKwU ¸iæZ¡c~Y© Dcv`vb Ges cY¨ wecY‡b wek¦e¨vcx mgv`„Z GKwU 

c×wZ| AvaywbK cÖwZ‡hvwMZvg~jK e¨emvq cwi‡e‡k weÁvcb Qvov cY¨ weµ‡qi K_v wPšÍvI Kiv hvq bv| 

 

 

mvims‡ÿc  

 

weÁvcb n‡”Q ‡Kv‡bv D‡`¨v³v KZ…©K A‡_©i wewbg‡q †Kv‡bv cY¨ ev †mevi cÖwZ Rbmvavi‡Yi `„wó AvKl©Y Kivi 

GK ai‡Yi cÖ‡Póv| weÁvcb †KŠkj evRviRvZKiY cÖmv‡ii GKwU kw³kvjx I Kvh©Kvix nvwZqvi hvi gva¨‡g cY¨ 

ev †mev µ‡q †µZv‡`i cÖ‡ivwPZ Kiv hvq| weÁvc‡bi mdjZvi Rb¨ evRviRvZKvix‡K cvuPwU ¸iæZ¡c~Y© wm×všÍ 

wb‡Z nq, hv ‘The Five M’s wnmv‡e cwiwPZ| †m¸‡jv n‡jv-Mission (D‡Ïk¨); Money (A_©); Message 

(evZv©); Media (gva¨g); Ges Measure (cwigvc)| mvaviYfv‡e weÁvc‡bi g~j D‡Ï‡k¨ n‡”Q cÖwZôv‡bi cY¨, 

†mev ev aviYv µ‡q MÖvnK‡`i DrmvwnZ Kiv, weµq e„w× Kiv I gybvdv AR©b Kiv| GB D‡Ïk¨ ev Í̄evq‡bi Rb¨ 

weÁvcb GKwU kw³kvjx cÖ‡gvkb wgkÖY wn‡m‡e ¸iæZ¡c~Y© Kvh©vewj m¤úbœ K‡i|  
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weÁvcb gva¨g I weÁvcb gva¨g wbe©vP‡b cÖfvewe Í̄viKvix Dcv`vbmg~n 

Advertising Media and Factors Affecting Selection of 

Advertising Media  

 

D‡Ïk¨ 

 

G cvV †k‡l AvcwbÑ 

 weÁvc‡bi gva¨g m¤ú‡K© Rvb‡Z cvi‡eb 

 weÁvcb gva¨g wbe©vP‡b cÖfvewe Í̄viKvix Dcv`vbmg~n m¤ú‡K© Rvb‡Z cvi‡eb| 

 

weÁvcb gva¨g Kx 

What is Advertising Media 

mvaviY K_vq weÁvcb evZ©v‡K c‡Y¨i eZ©gvb I m¤¢ve¨ †µZv‡`i wbKU †cuŠwQ‡q †`qvi Rb¨ †h †KŠkj e¨envi Kiv 

nq Zv weÁvcb gva¨g| Gi gva¨‡g cY¨ I †mev weµq msµvšÍ msev` †µZv‡`i wbKU Dc¯’vcb Kiv nq| wewfbœ 

ai‡bi weÁvcb gva¨g i‡q‡Q †hgbÑ msev`cÎ, mvgwqKx, †iwWI, †Uwjwfkb, cwienb BZ¨vw`| wb‡gœ weÁvcb 

gva¨‡gi K‡qKwU D‡jøL¨‡hvM¨ msÁv Zz‡j aiv n‡jv:  

 

wewkó †jLK Dirksen, Kroeger & Nicosia -Gi g‡Z, ÒAn 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.” A_©vr, m¤¢ve¨ MÖvnK‡`i 

wbKU cY¨ I †mevi weµq msµvšÍ msev` †cuŠwQ‡q †`qvi Rb¨ †h †KŠkj ev cš’v Aej¤^b Kiv nq Zv‡K weÁvcb 

gva¨g e‡j| g¨vMvwRb, ÷ªxUKvi KvW©m, †cv÷vi, †evW©m, w`qvkjvB‡qi ev·, †iwWI, †Uwjwfkb msev`cÎ BZ¨vw` 

weÁvcb gva¨‡gi D`vniY|  

 

Russ & Kirkpatric e‡j‡Qb, "Advertising medium is a means for conveying a message to the 

target audiance." 
A_©vr, Afxó †kÖvZv‡`i wbKU msev` †cuŠQv‡bvi Dcvq n‡”Q weÁvcb gva¨g| 

 
Donald Davis Gi g‡Z, "Any channel through which an advertising message is delivered to the 

public is called an Advertising medium." A_©vr, †h †Kv‡bv ai‡bi gva¨g hvi mvnv‡h¨ RbM‡Yi wbKU 

weÁvcb msev` mieivn Kiv nq Zv‡K weÁvcb gva¨g e‡j| 

 

Dch©y³ msÁv¸‡jv we‡kølY Ki‡j weÁvcb gva¨‡gi wbgœwjwLZ ˆewkó¨¸‡jv jÿ Kiv hvq:  

 GwU m¤¢ve¨ †µZvi wbKU cY¨ msµvšÍ msev` Dc ’̄vc‡bi gva¨g| 

 GwU weÁvc‡bi welqe ‘̄ cwi‡ekb K‡i| 

 GwU Drcv`K I †fv³vi gv‡S `~iZ¡ Kgvq|  

 

cwi‡k‡l ejv hvq, c‡Y¨i mv‡_ mvgÄm¨c~Y© gva¨g wbe©vPb Ki‡Z e¨_© n‡j, evRv‡i c‡Y¨i cwiwPZ jvf Kiv m¤¢e nq 

bv| ZvB mwVK I Dchy³ gva¨‡g cY¨ ev †mev msev` cwi‡ekb Kiv AZ¨šÍ ¸iæZ¡c~Y©| AZGe †h cš’vq cY¨ ev †mevi 

weµq msµvšÍ msev` †µZv ev †fv³vi wbKU Dc ’̄vcb Kiv nq Zv‡K weÁvcb gva¨g e‡j| 

 

 

cvV-6.3 
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weÁvc‡b e¨eüZ wewfbœ gva¨gmg~n 

Media used for Advertising  
weÁvcb e¨eüZ gva¨‡gi g‡a¨ D‡jøL¨‡hvM¨ K‡qKwU n‡jv:  

 

1.  †iwWI (Radio): we‡k¦i Dbœqbkxj †`kmg~‡n †iwWI GKwU AZ¨šÍ RbwcÖq Ges eûj cÖPwjZ cÖPvi weÁvcb 

gva¨g| weÁvcb`vZvMY †iwWI‡K weÁvcb cÖPv‡ii AZ¨šÍ kw³kvjx I Dc‡hvMx gva¨g wn‡m‡e we‡ePbv 

K‡ib| KviY †eZvi †K›`ª, Gi we Í̄…wZ Ges †eZvi †m‡Ui msL¨v A‡bK †ewk| GQvovI AvÂwjK RvZxq I 

AvšÍR©vwZK †eZvi †K› ª̀ _vKvq weÁvcb`vZviv Lye mn‡R we Í̄xY© GjvKvq weÁvcb msev` cÖPvi Kivi myweav 

cvq| †iwWI‡Z cÖPvwiZ weÁvc‡bi cÖwZwjwc AZ¨šÍ kÖæwZgayi Ges AvKl©Yxq nIqv `iKvi hv‡Z †kªvZv‡`i 

AvKl©Y Ki‡Z cv‡i| KviY †iwWI‡Z cÖPvwiZ weÁvcb cÖwZwjwci †ÿ‡Î c‡Y¨i cÖ`k©b m¤¢e nq bv| G Kvi‡Y 

weÁvcb`vZv‡K my›`i K‡_vcK_b, my‡kvfb kã I mygayi D”PviY BZ¨vw` ¸Ym¤úbœ evZ©v cÖYqb Ges kÖæwZgayi 

K‡Ú Zv cÖPv‡ii e¨e ’̄v Ki‡Z n‡e| Zvn‡jB Zv mn‡R †kªvZvi gb Rq Ki‡Z cvi‡e| 

†iwWI mKj †kªwYi I †ckvi gvby‡li wbKU weÁvcb msev` †cuŠQv‡bvi GKwU Kvh©Kix I Dc‡hvMx gva¨g| 

wkwÿZ gvby‡li Zzjbvq AwkwÿZ †kªwYi gvby‡li wbKU weÁvcb msev` cÖPv‡ii GB gva¨‡gi †Kv‡bv weKí 

†bB| Z‡e G gva¨‡gi wKQz AmyweavI i‡q‡Q| †hgb Ñ cY¨ is  I g‡Wj BZ¨vw` cÖ`k©b m¤¢e bq, mg‡qi 

welqwU †Lqvj ivL‡Z nq, ’̄vqxZ¡ Kg BZ¨vw`|  

 

(K)  †iwWI weÁvc‡bi †kªwYwefvM (Types of Radio commercials): 

1.  ¯úU weÁvcb (Spot Advertising): GKB Abyôv‡bi ga¨eZ©x mg‡q wewfbœ Abyôv‡bi duv‡K duv‡K †h 

mKj weÁvcb cÖPvi Kiv nq Zv‡K ¯úU weÁvcb e‡j| ¯úU weÁvc‡bi †ÿ‡Î weÁvcb`vZv‡K A_© 

cÖ`vb Ki‡Z nq| G‡ÿ‡Î c‡Y¨i weÁvcbwU ¯̂Zš¿fv‡e cÖPvwiZ bv n‡q GK mv‡_ wewfbœ c‡Y¨i 

weÁvc‡bi mv‡_ cÖPvwiZ n‡Z cv‡i| ¯úU weÁvcb †mŠRb¨g~jK weÁvcb bv‡gI cwiwPZ|  

 

2.  †mŠRb¨ weÁvcb (Sponsor advertising): weÁvcb`vZvi †mŠR‡b¨ wbw`©ó Abyôvb Av‡qvRb K‡i 

†mUv cÖPv‡ii ïiæ‡Z, gv‡S Ges †k‡l cÖwZôv‡bi cY¨ ev †mevi †h weÁvcb cÖPvi Kiv nq Zv‡K 

†mŠRb¨ weÁvcb e‡j| 

 

3.  mgwš^Z weÁvcb (Integrated advertising): weÁvc‡bi Rb¨ †eZvi K‡_vcK_b cÖ ‘̄Z K‡i Zv 

Awfb‡qi gva¨‡g cÖPvi Kivi cÖwµqv‡K mgwš̂Z weÁvcb e‡j|  

 

4.  Amgwš^Z weÁvcb (Disintegrated advertising): fvl¨Kv‡ii gva¨‡g mivmwi wKsev bvUKxq 

fw½‡Z weÁvcb cÖPvi Kiv‡K Amgwš^Z weÁvcb e‡j| weÁvcb cÖwZwjwc mivmwi Dc ’̄vc‡bi †ÿ‡Î 

e³v GKRb _v‡K| Aciw`‡K bvUKxq fw½‡Z e³v G‡Ki AwaK nq|  

 

5.  Mv‡bi AvKv‡i weÁvcb (Jingle): Mv‡bi my‡ii AvKv‡i weÁvcb msev` cÖPvi Kiv n‡j Zv‡K Mv‡bi 

AvKv‡i Dc¯’vwcZ weÁvcb e‡j| G ai‡bi Av‡e`b Q›`gq nIqvq †kªvZv‡`i weiw³ Av‡m bv| 

 

DcwiD³ †kªwY¸‡jv QvovI weÁvc‡bi wbgœwjwLZ wZbwU †kÖwY i‡q‡Q| h_vÑ  

(i) AvšÍR©vwZK weÁvcb (International Advertising): AvšÍR©vwZKfv‡e wewfbœ †`‡ki †µZvi 

wbKU weÁvcb cÖPv‡ii D‡Ï‡k¨ D”P ÿgZvm¤úbœ †eZv‡ii gva¨‡g †h weÁvcb cÖPvi Kiv nq 

Zv‡KB AvšÍR©vwZK weÁvcb e‡j| †hgbÑ †iwWI wm‡jvb †_‡K cÖPvwiZ weÁvcbmg~n 

AvšÍR©vwZK weÁvc‡bi D`vniY|  
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(ii) RvZxq weÁvcb (National Advertising): RvZxq wfwË‡Z †`‡ki mgMÖ Rbmvavi‡Yi D‡Ï‡k¨ 

RvZxq m¤cÖPvi gva¨‡g weÁvcb msev` †cuŠ‡Q †`qvi Rb¨ †h weÁvcb cÖPvi Kiv nq Zv‡K 

RvZxq weÁvcb e‡j| †hgbÑ Avgv‡`i †`‡k XvKv †eZvi †K›`ª †_‡K cÖPvwiZ weÁvcbmg~n 

RvZxq weÁvc‡bi D`vniY|  

 
(iii)  AvÂwjK weÁvcb (Regional Advertising): †Kv‡bv wbw`©ó AÂ‡ji Rbmvavi‡Yi D‡Ï‡k¨ 

AvÂwjK †eZvi †K‡›`ªi gva¨‡g †h weÁvcb cÖPvi Kiv nq Zv‡K AvÂwjK weÁvcb e‡j| 

G‡ÿ‡Î weÁvcb cÖPv‡ii mgq H AÂ‡ji fvlv, K…wó I ms¯‹…wZi cÖwZ jÿ ivLv nq| †iwWI 

evsjv‡`‡ki PÆMÖvg, wm‡jU I Lyjbv BZ¨vw` †eZvi †K›`ª †_‡K cÖPvwiZ weÁvcb AvÂwjK 

weÁvc‡bi D`vniY|  

 

2.  †Uwjwfkb (Television): weÁvc‡bi gva¨g wn‡m‡e †Uwjwfkb eZ©gvb hy‡M DbœZ I Dbœqbkxj mKj †`‡kB 

AZ¨šÍ Kvh©Kix I AwaK Dc‡hvMx wn‡m‡e we‡ewPZ| †Uwjwfk‡bi wKQz ¸iæZ¡c~Y© wfbœ ˆewkó¨ I myweavi Kvi‡Y 

GwU Ab¨vb¨ gva¨‡gi †P‡q kw³kvjx I RbwcÖq gva¨g wn‡m‡e cÖwZôv jvf K‡i‡Q| GB gva¨‡g Pjgvb wPÎ 

Ges K_vmn is, c‡Y¨i e¨envi wewa BZ¨vw` GK‡Î RbM‡Yi m¤§y‡L Dc¯’vcb Kiv hvq| d‡j weÁvcb gva¨g 

wn‡m‡e †Uwjwfkb Ab¨vb¨ gva¨‡gi Zzjbvq AwaKZi Av‡e`bkxj| eZ©gv‡b K¨vej †Uwjwfkb myweav 

m¤cÖmvwiZ nIqvq †Uwjwfkb weÁvc‡b bZzb gvÎv †hvM n‡q‡Q| K¨vej †Uwjwfk‡b m¨v‡UjvBU P¨v‡b‡ji 

gva¨‡g c‡Y¨i weÁvcb gyn~‡Z©i g‡a¨ we‡k¦i wewfbœ †`‡k GKmv‡_ cÖPvwiZ n‡”Q| Z‡e Ab¨vb¨ gva¨‡gi Zzjbvq 

G‡ÿ‡Î weÁvcb cÖPvi e¨q A‡bK †ewk nIqvq †QvU cÖwZôv‡bi c‡ÿ †Uwjwfk‡bi gva¨‡g weÁvcb cÖPvi Kiv 

m¤¢e nq bv|  

 
(K) †Uwjwfkb weÁvc‡bi cÖKvi‡f` (Kinds of Television Advertising): 

†Uwjwfkb weÁvcb‡K `yB fv‡M fvM Kiv hvq| wb‡gœ G¸‡jv Av‡jvPbv Kiv n‡jv:  

(i) †bUIqvK© weÁvcb (Network Advertising): †h weÁvcbmg~n †Uwjwfkb †bUIqv‡K©i †K›`ªxq 

†÷k‡b ˆZwi K‡i D³ †bUIqv‡K©i mKj †÷k‡bi gva¨‡g m¤cÖPvi Kiv nq Zv‡K †bUIqvK© weÁvcb 

e‡j| Gi gva¨‡g mgMÖ †`‡k GK mv‡_ e¨vcKfv‡e weÁvcb msev` cÖPvi Kiv hvq| †bUIqvK© 

weÁvc‡bi me‡P‡q eo myweav n‡jv, G‡Z DbœZ gvbm¤úbœ weÁvcb ˆZwi K‡i wecyj cwigvY `k©K 

†kªvZv‡K AvK…ó Kiv hvq|  

 

(ii) ¯úU weÁvcb (Spot Advertising): †Uwjwfkb †bUIqv‡K©i †K›`ªxq †÷k‡b weÁvcb †cÖvMÖvg ˆZwi 

bv K‡i †Kv‡bv GKwU AvÂwjK m¤cÖPvi †K‡›`ª ˆZwi K‡i cÖPvi Kiv weÁvcb‡K ¯úU weÁvcb e‡j| 

G‡ÿ‡Î weÁvcb cÖPvi bgbxqZvi my‡hvM i‡q‡Q| weÁvcb`vZv Zvi cQ›`g‡Zv mg‡q weÁvcb cÖPvi 

Ki‡Z cv‡i| 

 

3.  msev`cÎ (Newspaper): AvaywbKKv‡j weÁvcb gva¨g wn‡m‡e msev`cÎ AwZ cwiwPZ| eZ©gv‡b msev`cÎ 

GKwU Kvh©Kix I wbf©ikxj weÁvcb gva¨g| †Kbbv wkÿvi nvi e„w×i mv‡_ mv‡_ msev`cÎ cvV‡Ki msL¨v e„w× 

cv‡”Q Ges Gi ¸iæZ¡I e„w× cv‡”Q| ¯̂í mg‡q AwaK cÖPv‡ii Rb¨ msev`cÎ me©v‡cÿv kw³kvjx GKwU cÖPvi 

gva¨g| eZ©gv‡b msev`cÎ AwaK msL¨K †µZvi wbKU weÁvcb msev` †cuŠ‡Q †`qvi †ÿ‡Î hyMvšÍKvix f~wgKv 

cvjb Ki‡Q| ZvQvov cÖwZôv‡bi weÁvcb Li‡Pi we‡ePbvq msev`cÎ Zzjbvg~jKfv‡e Kg e¨qm¤úbœ Ges 
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AwaK Kvh©Kix, Z‡e GB gva¨‡gi wKQz AmyweavI i‡q‡Q| AwkwÿZ RbM‡Yi wbKU G gva¨gwU G‡Kev‡i 

AKvh©Ki| G gva¨‡gi ’̄vqxZ¡ Kg I Av‡e`b ÿY ’̄vqx n‡q _v‡K|  

 
(K) msev`c‡Îi cÖKvi‡f` (Classification of Newspaper): eZ©gvb hy‡M wewfbœ ai‡bi msev`cÎ 

cÖPwjZ iq‡Q| wb‡gœ G¸‡jv m¤ú‡K© eY©bv Kiv n‡jv:  

 
(i) ˆ`wbK msev`cÎ (The daily newspaper): cÖwZw`b †h msev`cÎ cÖKvwkZ nq Zv‡K ˆ`wbK 

msev`cÎ e‡j| ˆ`wbK msev`cÎ `yB ai‡bi h_v Ñ cÖfvZKvjxb Ges mvÜ¨Kvjxb| weMZ w`‡bi 

¸iæZ¡c~Y© msev‡`i mgš^‡q cÖKvwkZ nq cÖfvZKvjxb msev`cÎ| Aci w`‡K weMZ w`‡bi Ges 

cÖKvwkZ w`‡bi ¸iæZ¡c~Y© Le‡ii mgš^‡q cÖKvwkZ nq mvÜ¨Kvjxb msev`cÎ| B‡ËdvK, BbwKjve, 

RbKÉ, †WBwj ÷vi BZ¨vw` cÖfvZKvjxb msev`cÎ| Z‡e D‡jøL‡hvM¨ mvÜ¨Kvjxb msev`cÎ 

Avgv‡`i †`‡k c«PwjZ †bB ej‡jB P‡j| Aek¨ GK mgq XvKv †_‡K Lye ¯̂í cwim‡i "The 

Evening Post" bv‡g GKwU mvÜ¨Kvjxb cwÎKv †ei n‡Zv|  

 

(ii) mvßvwnK QzwUi w`‡bi msev`cÎ (The weekly Holiday Newspaper): GB ai‡bi msev`cÎ 

ïaygvÎ mvßvwnK QzwUi w`‡b cÖKvwkZ nq| GB msev`c‡Î GK mßv‡ni ¸iæZ¡c~Y© Lei I wewfbœ 

ai‡bi cÖeÜ I mvwnZ¨ Kg© cÖKvwkZ n‡q _v‡K|  

 

(iii) mvßvwnK msev`cÎ (The weekly newspaper): G ai‡bi msev`cÎ mßv‡ni †k‡l cÖKvwkZ nq| 

mvgvwRK, ivR‰bwZK I A_©‰bwZK mgm¨v G ai‡bi msev`c‡Î cÖKvwkZ nq|  
 

(iv) wecwY msev`cÎ (Shoping news): G RvZxq msev`c‡Î ïay µq-weµq I weÁvcb msµvšÍ msev` 

_v‡K| GLv‡b †Kv‡bv msev` ev m¤úv`Kxq _v‡K bv| Avgv‡`i †`‡ki G ai‡bi †Kv‡bv msev`cÎ 

cÖPwjZ †bB|   

 

(v) we‡kl msev`cÎ (Specialised Newspaper): G ai‡bi msev`cÎ we‡kl †kªwYi wbe©vwPZ 

cvVK‡`i D‡Ï‡k¨ cÖKvwkZ nq| †hgbÑ ag©xq cwÎKv, ivR‰bwZK cwÎKv, †Mvôxi cwÎKv we‡`wk fvlvq 

cÖKvwkZ ’̄vbxq cwÎKv BZ¨vw` we‡kl msev`c‡Îi D`vniY| 

 

(4)  mvgwqKx (Magazine): eZ©gvb hy‡Mi wbw`©ó †µZv`‡ji wbKU cY¨ msµvšÍ msev` cÖPv‡ii Rb¨ mvgwqKx 

¸iæZ¡c~Y© gva¨g wn‡m‡e we‡ewPZ n‡”Q| KZK¸‡jv ˆewk‡ó¨i Kvi‡Y mvgwqKx‡Z weÁvcb cÖPvi AwaK djcÖm~ 

n‡q _v‡K| mvgwqKxi ’̄vqxKvj †ewk nIqvi Kvi‡Y G‡Z AvKl©Yxqfv‡e iwOb Qwe m¤^wjZ weÁvcb w`‡q cY¨ 

ev †mevi Dc‡hvwMZv e¨enviwewaI wewfbœ Z_¨ cvV‡Ki mvg‡b Zz‡j aiv hvq| d‡j cvV‡Ki `„wó mn‡R 

AvKl©Y Kiv hvq| KZK¸‡jv ˆewk‡ó¨i Kvi‡Y mvgwqKx‡Z weÁvcb cÖPvi AwaK djcÖm~ n‡q _v‡K| mvgwqKxi 

’̄vqxZ¡Kvj †ewk nIqvi Kvi‡Y G‡Z AvKl©Yxqfv‡e iwOb Qwe m¤^wjZ weÁvcb w`‡q cY¨ ev †mevi Dc‡hvwMZv, 

e¨enviwewa I wewfbœ Z_¨ cvV‡Ki mvg‡b Zz‡j aiv hvq| d‡j cvV‡Ki `„wó mn‡R AvKl©Y Kiv hvq| eZ©gv‡b 

mvgwqKx cvV‡Ki msL¨v w`b w`b e„w× cv‡”Q| weÁvcb cÖPv‡ii †ÿ‡Î GB gva¨gwU AvKl©Yxq n‡jI Ab¨vb¨ 

gva¨‡gi Zzjbvq Gi cvVK msL¨v I cÖPvi msL¨v Kg| d‡j weÁvcb`vZv PvB‡jI wecyj msL¨K †µZvi wbKU 

G gva¨‡gi mvnv‡h¨ weÁvcb msev` cÖPvi Ki‡Z cv‡i bv| wewPÎv, †iveevi, mvb›`v, ZviKv‡jvK BZ¨vw` 

mvgwqKxi D`vniY| 
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(K)  mvgwqKxi cÖKvi‡f` (Classification of Magazines): mvgwqKx‡K wbgœwjwLZ †kªwY‡Z fvM Kiv hvq: 

(i)   mvaviY †fv³v mvgwqKx (General consumer Magazines): G ai‡bi mvgwqKx mvaviYZ 

mgv‡Ri D”P I D”P ga¨weË †kªwYi †fv³v‡`i Rb¨ cÖKvwkZ nq| Z‡e G mKj mvgwqKxi m¤úv`Kxq‡Z 

AvwU©‡Kj, we‡kl cÖwZ‡e`b, wdPvi, Qwe BZ¨vw` mwbœ‡ewkZ _v‡K|  

 

(ii)  gwnjv mvgwqKx (Women's Magazines): gwnjv‡`i wbKU Av‡e`b m„wói D‡Ï‡k¨ wewfbœ ai‡bi 

mvgwqKx cÖKvwkZ nq| G¸‡jvi g‡a¨ gwnjv‡`i M„n ’̄vwji KvR, d¨vkb, †mev, †ivgvÝ BZ¨vw` 

D‡jøL‡hvM¨| G ai‡bi mvgwqKx‡Z cwievi msµvšÍ wewfbœ Z_¨, e¨w³MZ mgm¨v, d¨vkb, M„n ’̄vjxKg© 

iÜb cÖYvwj BZ¨vw` cwi‡ewkZ nq| d‡j M„wnYxiv G ai‡bi mvgwqKxi g~j cvVK|  

 

(iii) e¨emvwqK cÖKvkbv (Business Publication ): G RvZxq mvgwqKx wkí, evwYR¨ I we‡kl †ckv`vi 

†kªwYi †jvK‡`i D‡Ï‡k¨ cÖKvwkZ nq| †hgb Ñ wkí cÖKvkbv, hv wewfbœ wkÿv, nvmcvZvj, K‡j‡Ri 

D‡Ï‡k¨ cÖKvwkZ nq| †ckvwfwËK cÖKvkbv, hv wkíx, Wv³vi, cÖ‡KŠkjx, AvBbRxex, Aa¨vcK BZ¨vw` 

†ckv`vi‡`i Rb¨ cÖKvwkZ nq| evwYR¨ cÖKvkbv - hv e¨emvq cÖwZôvb, LyPiv Kvievix cvBKvimn 

Ab¨vb¨ e¨emvqx‡`i Rb¨ cÖKvwkZ nq| Avgv‡`i †`‡k "BGMEA NEWS" Ggb GKwU cÖKvkbv|  

 

(iv) K…wl mvgwqKx (Farm Magazines): K…wlRxex Ges K…wl c‡Y¨i wecY‡bi D‡Ï‡k¨ G ai‡bi mvgwqKx 

cÖKvwkZ nq| K…wl mvgwqKx‡Z K…wl evRvi msµvšÍ Z_¨ I wewfbœ ai‡bi K…wl cY¨ †mev I my‡hvM m¤ú‡K© 

Z_¨ cwi‡ekb Kiv nq| 

 

5.  ewntweÁvcb (Outdoor Advertising): eo eo AÆvwjKvi Qv‡`, †`qv‡j, kn‡ii eo eo iv Í̄vi cv‡k¦© 

mvBb‡evW© ev cªvPxic‡Îi gva¨‡g gyw`ªZ †h weÁvcb †`qv nq ZvB ewntweÁvcb| GB ai‡bi weÁvcb Ggb 

RvqMvq ’̄vcb Kiv nq hv‡Z iv Í̄vq PjvP‡ji mgq m¤¢ve¨ mKj †jv‡Ki `„wó‡Z c‡o| GB weÁvcb †h‡nZz 

†µZviv Lye mswÿß mgq Ae‡jvKb K‡i ZvB GwU Aí K‡qKwU k‡ãi mgš^‡q mwPÎfv‡e cÖKvk Kiv DwPZ| 

ewntweÁvcb wb‡gœv³ K‡qKwU Dcv`v‡bi g‡a¨ mxgve× _vKv DwPZ| i)  Qwe (ii) Qwei mswÿß weeiY (iii) 

c‡Y¨i bvg (iv) †Kv¤úvwbi bvg I cwiPq wPý (v) †gvoK BZ¨vw`| 

 

K.  ewntweÁvc‡bi cÖKvi‡f` (Classification of outdoor Advertising): 

(i) mvBb †evW© (Sign Board ):  eo eo iv Í̄vi cv‡k¦© gyw`ªZ AvKv‡i †h weÁvcb †`Iqv nq ZvB mvBb 

†evW©| 

 

(ii)  weÁvcb djK Ges cÖvPxicÎ (Hoarding and Posters): kn‡ii cÖvPxi, evwoi †`qvj, UªvwdK 

÷¨vÛ, †ij †÷kb, Uvwg©bvj BZ¨vw` Rbeûj ’̄v‡b cY¨ ev †mevi cÖwZ RbM‡Yi `„wó AvKl©‡Yi Rb¨ 

G ai‡bi cÖPvicÎ e¨envi Kiv nq| GQvovI eo wewìs Gi Quv‡` †jŠn ev Kv‡Vi wbwg©Z Í̄‡¤¢i Dci 

’̄vqxfv‡e weÁvcb cÖ`vb Kiv‡K weÁvcb djK e‡j| 

 

(iii)  wbqb mvBb (Neon sign): eo kn‡ii ¸iæZ¡c~Y© iv Í̄vi ms‡hvM ’̄‡j ev DuPz fe‡bi Qv‡` ˆe`y¨wZK 

Av‡jvi mvnv‡h¨ †h weÁvcb cÖ`vb Kiv nq ZvB wbqb mvBb| AvaywbK KvwiMwi †KŠkj Øviv wbqb 

mvBb weÁvcb‡K µgvš^‡q R¡vjv‡bv I †bfv‡bvi gva¨‡g „̀wó AvKl©‡Yi †Póv Kiv nq| 

 



evsjv‡`k Dš§y³ wek^we`¨vjq  †KŠkjMZ wecYb 

BDwbU 6  c„ôv-127 

(iv)  †ejmvBb (Bell sign): kn‡ii iv Í̄vi `yB cv‡k¦© ˆe`y¨wZK LyuwU‡Z SzjšÍ cøvw÷K †ejmvBb weÁvc‡bi 

GKwU AZ¨šÍ cwiwPZ gva¨g| Gi cÖavb ˆewkó¨ n‡jv, G¸‡jv GKwUi ci Av‡iKUv Gfv‡e 

A‡bK¸‡jv †ejmvBb ’̄vcb Kiv nq Ges cÖ‡Z¨KwU‡Z GKB ai‡bi Z_¨ wjLv _v‡K|  

 

(v)  AvKvk weÁvcb (Sky advertising): G RvZxq weÁvcb †ejyb, e¨vbvi I we‡kl ai‡bi †avqvi 

gva¨‡g AvKv‡k †jLv Dc¯’vcb BZ¨vw` cÖwµqvq cÖPvi Kiv nq| 

 

(vi)  B‡¯Ínvi (Handbill): GwU GK ai‡bi cÖPvicÎ| Gi gva¨‡g cY¨ ev †mevi evZ©v gyw`ªZ cyw¯ÍKv 

AvKv‡i m¤¢ve¨ †µZv‡`i wbKU Dc¯’vcb Kiv nq| mvaviYZ Avqy‡e©`xq Jla Gi cÖPviYvq Gi †ewk 

e¨envi jÿ¨ Kiv hvq| 

 

6. mivmwi WvK weÁvcb (Direct Mail Advertising):  GwU weÁvcb msev` cÖPv‡ii GKwU Ab¨Zg cÖvPxb 

c×wZ| GB c×wZ‡Z weÁvcb`vZv GKwU Qvcv‡bv weÁvcb mivmwi m¤¢ve¨ †µZv‡`i wbKU WvK †hv‡M †cÖiY 

K‡i _v‡K| Aek¨ GB c×wZ‡Z WvK‡hv‡M QvovI nv‡Z nv‡Z e¨w³MZfv‡eI eÈb Kiv nq| Ilya cÖ ‘̄ZKvix 

I cÖKvkbv wk‡í wb‡qvwRZ cÖwZôvb G ai‡bi weÁvcb cÖPvi K‡i| mivmwi WvK weÁvcb Ab¨vb¨ weÁvc‡bi 

cwic~iK wn‡m‡e e¨eüZ nq| GB ai‡bi e¨e ’̄v‡K A‡b‡K cÖZ¨ÿ weÁvcbI e‡j _v‡K| 

 
K.  mivmwi WvK weÁvc‡bi cÖKvi‡f` (Classification of Direct Mail):  

(i) wPwVcÎ (Letter):  G‡ÿ‡Î wPwVi gva¨‡g mivmwi WvK weÁvcb †`qv nq| c‡Y¨i weeiY ¸Yv¸Y, 

K¨vUvjM BZ¨vw` GKUv wPwV‡Z wj‡L eZ©gvb I m¤¢ve¨ †µZvi wbKU cvVv‡bv nq| 

 

(ii) K¨vUvjM (Catalogs): GwU µq msµvšÍ Z‡_¨i GKwU Ab¨Zg Drm wn‡m‡e e¨eüZ nq| GLv‡b 

c‡Y¨i eY©bv, ¸Yv¸Y, g~j¨ BZ¨vw` D‡jøL K‡i m¤¢ve¨‡µZvi wbKU cvVv‡bv nq| 

 

(iii)  cyw¯ÍKv (Booklets): †Kv‡bv we‡kl †kªwYi cY¨, †Kv‡bv bZzb cY¨ ev †mev msµvšÍ weÁvc‡bi Rb¨ 

cyw¯ÍKv e¨envi K‡i| GLv‡b ïaygvÎ wKQz we‡kl †kªwYi c‡Y¨i eY©bv †`qv _v‡K| 

 

(iv) †cv÷ KvW© (Post Card): mivmwi weÁvc‡b †cv÷KvW© e¨envi Kiv nq| G gva¨‡g ¯̂í e¨‡q  

weÁvcb †`qv hvq Ges mivmwi I ZvrÿwYK dj jvf Kiv hvq| 

 

7. cwienY weÁvcb (Transit advertising): †Uªb, †gvUiMvwo Ges Ab¨vb¨ hvbevn‡bi gva¨‡g †h weÁvcb 

cÖPvi Kiv nq GB mg Í̄ weÁvcb‡K UªvbwRU weÁvcb ev cwienb weÁvcb e‡j| XvKv kn‡i PjvPjKvix 

we.Avi.wU.wm-i wewfbœ evmmn Ab¨vb¨ ev‡mi ewnf©v‡M cÖ`Ë weÁvc‡bi K_v ejv hvq| 

 
 cwienY weÁvc‡bi cÖKvi‡f` (Types of Transit Advertising ): cwienb weÁvcb wZb ai‡bi| h_vÑ 

(i) Kvi KvW© (Car card): kn‡i PjvPjiZ evm, †gvUiMvwo, †Uªb BZ¨vw`i †fZ‡i ’̄vwcZ weÁvcb‡K 

Kvi KvW© e‡j| G ai‡bi weÁvcb cÖ`v‡bi D‡Ïk¨ n‡jv hvÎx‡`i „̀wó AvKl©Y Kiv| 

 

(ii) åvg¨gvb cÖ`k©b (Travelling display): evm, UªvK, †ijBwÄb BZ¨vw`i ewn‡`©‡k gyw`ªZ †h weÁvcb 

†`qv nq Zv‡KB åvg¨gvb cÖ`k©b e‡j|  
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(iii) †÷kb †cv÷vi (Station Poster): †h mg¯Í weÁvcb †cv÷vi AvKv‡i †Kv‡bv evm, †ij‡÷kb, 

cøvUdg©, Gqvi‡cvU©, †bŠ-Uvwg©bv‡j ’̄vwcZ ev cÖ`wk©Z nq Zv‡K †÷kb †cv÷vi e‡j| 

 

8. weÁvc‡bi Ab¨vb¨ we‡kl gva¨g (Other Special Media of Advertising):  

1. Pjw”PÎ (Cinema): Pjw”PÎ ïiæi cÖv°v‡j I weiwZi mgq wewfbœ cY¨ I †mevi †h w ’̄i ev Pjgvb weÁvcb 

†`qv nq ZvB Pjw”PÎ weÁvcb| cÖK…Zc‡ÿ GwU Pjw”P‡Îi †Kv‡bv Ask bq| evsjv‡`‡ki wewfbœ †cÖÿvM„‡n G 

ai‡bi Pjw”PÎ weÁvcb jÿ¨ Kiv hvq| 

 
2.  †gjv A_ev cÖ`k©bx (Exhibition): †gjv ev cÖ`k©bx weÁvcb cÖPv‡ii gva¨g wn‡m‡e RbwcÖq| G‡ÿ‡Î 

RbmvaviY mivmwi †gjv ev cÖ`k©bx‡Z cY¨ ev †mevi ˆewkó¨ cÖZ¨ÿ Kivi my‡hvM cvq| cY¨ ev †mevi we‡µZv 

mivmwi m¤¢ve¨ †µZvi mv‡_ K_v ejvi my‡hvM cvq| GQvovI Gi gva¨‡g cY¨ ev †mevi AvšÍR©vwZK evRvi 

m¤cÖmviY Kiv hvq| D`vniY wn‡m‡e Avgv‡`i †`‡ki AvšÍR©vwZK evwYR¨ †gjvi K_v ejv hvq| 

 

3.  µ‡qi ’̄v‡b cÖ`k©b (Point of purchase display):  weµq †K‡›`ªi Pviw`‡Ki wewfbœ gva¨‡g cY¨ I †mev 

m¤ú‡K© wewfbœ Z_¨ gyw`ªZ K‡i ivLv nq| GwU GB cÖKvi gva¨‡gi AšÍf©y³| Avgv‡`i †`‡ki wewfbœ LyPiv weµq 

†K‡›`ª wewfbœ eªv‡Ûi mvevb, k¨v¤úy Uz_‡c÷ wmMv‡iU cvbxq BZ¨vw` c‡Y¨i weÁvcb SzjšÍ Ae ’̄vq †`Lv hvq| 

 

4.  b‡fjwU (Novelties): b‡fjwU ej‡Z bZzbZ¡ gwÐZ cY¨‡K †evSvq| GwU GK ai‡bi ˆewkó¨m¤úbœ 

weÁvcb| ¯̂íg~‡j¨i Dcnvi mvgMÖxi Dci weÁvcb gyw`ªZ K‡i eZ©gvb I m¤¢ve¨ †µZvi wbKU eÈb Kiv nq| 

G ai‡bi weÁvcb cÖPviYv‡K b‡fjwU e‡j| G ai‡bi Dcnvi mvgMÖxi g‡a¨ ej‡cb, G¨vk‡Uª, Pvwei wis 

BZ¨vw` D‡jøL‡hvM¨| 

 

5.  WvB‡i±ix (Directories): WvB‡i±ix ej‡Z miKvwi I †emiKvwi cÖwZôvbmn Ab¨vb¨ cÖwZôv‡bi bvg 

wVKvbv m¤̂wjZ Qvcv‡bv eB‡K †evSvq| A‡bK cÖwZôvb Gme Qvwc‡q Zv m¤¢ve¨ I eZ©gvb †µZvi wbKU †cÖiY 

K‡i| G ai‡bi eB‡Z cÖ`Ë weÁvcb Ges wb‡`©wkKv cÖ ‘̄ZKvixi cÖwZôv‡bi bvg e¨enviKvix‡`i Kv‡Q `xN©w`b 

msiwÿZ _vKvq G‡`i bvg me©`v ¯§i‡Y _v‡K| 

 

6.  B›Uvi‡bU I I‡qemvBU (Internet &Website): weÁvcb RM‡Z gva¨g wn‡m‡e B›Uvi‡bU I I‡qemvB‡Ui 

e¨envi Zzjbvg~jKfv‡e bZzbfv‡e AvaywbK| eZ©gv‡b wewfbœ e¨emvq cÖwZôvb B›Uvi‡bU I I‡qemvB‡U Zv‡`i 

cÖwZôvb I cY¨ Ges †mev msµvšÍ wewfbœ Z_¨ Dc¯’vcb Ki‡Q| GKRb †µZv Kw¤úDUvi e¨envi K‡i 

B›Uvi‡bU I I‡qemvB‡Ui gva¨‡g Zvi cÖ‡qvRbxq c‡Y¨i †LuvRmn c‡Y¨i g~j¨, cÖvwß ’̄vb, ˆewkó¨ I ¸Yv¸Y 

BZ¨vw` Rvb‡Z cvi‡Q| 

 

weÁvcb gva¨g wbe©vP‡b cÖfvewe Í̄viKvix Dcv`vbmg~n 

Factors Affecting in Selection of Advertising Media  

cÖK…Zc‡ÿ †Kv‡bv cY¨ ev †mevi weµq msµvšÍ msev` cÖPv‡ii Rb¨ mwVK I Kvh©Kix gva¨g wbe©vPb AZ¨šÍ KwVb 

KvR| GwU †QvU cÖwZôv‡bi †ÿ‡Î †ewk mgm¨v bv n‡jI eo cÖwZôv‡bi †ÿ‡Î †Zgb mnR bq| KviY eo cÖwZôv‡bi 

e¨emv‡qi cwiwa I AvIZv A‡bK eo nq Ges bvbvwea cY¨ I †mev GKvwaK evRv‡i weZiY Ki‡Z nq e‡j mwVK 

gva¨g wbe©vPb Kiv KwVb n‡q c‡o| weÁvcb cÖPv‡ii wewfbœ gva¨g i‡q‡Q| Gi g‡a¨ †Kv‡bv ai‡bi gva¨‡g weÁvcb 

w`‡j AwaK Kvh©Kix n‡e, †Kv‡bv gva¨‡g AwaK dj cvIqv hv‡e BZ¨vw` Ø‡›Øi m¤§yLxb n‡Z nq| Aciw`‡K 

weÁvc‡bi gva¨g wbe©vP‡bi wbw`©ó †Kv‡bv c×wZI †bB| GUv g~jZ cY¨ ev †mevi evRvi cwiw¯’wZ Ges 
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evRviRvZKiY †cÖvMÖv‡gi Ici wbf©i K‡i| GQvovI cÖ‡Z¨K ai‡bi gva¨‡g Avjv`v Avjv`v ˆewkó¨, e¨q, myweav I 

Amyweav i‡q‡Q| GRb¨ weÁvcb`vZv‡K gva¨g wbe©vP‡bi †ÿ‡Î cY¨ ev †mevi evRvi cwiw ’̄wZ Ges cvwicvwk¦©K Ae ’̄v 

¸iæZ¡mnKv‡i we‡ePbv Ki‡Z nq| hv †nvK, weÁvcb gva¨g wbe©vP‡bi †ÿ‡Î eo wKsev †QvU mKj cÖwZôvb‡KB 

KZK¸‡jv welq we‡ePbv Ki‡Z nq| wb‡P weÁvcb gva¨‡g wbe©vP‡b cÖfve we Í̄viKvix Dcv`vbmg~n Av‡jvPbv Kiv 

n‡jv| 

 

1.  cY¨ Ges †mevi cÖK…wZ (Nature of the product & service): †Kv‡bv cY¨ ev †mevi cÖPv‡ii Rb¨ 

weÁvcb gva¨g wbe©vP‡b cY¨ ev †mevi cÖK…wZ ¸iæZ¡c~Y© we‡eP¨ welq| †Kbbv †Kvb c‡Y¨i I †mevi Rb¨ †Kvb 

ai‡bi gva¨g mwVK n‡e Zv cY¨ I †mevi cÖK…wZi Dci eûjvs‡k wbf©ikxj| cY¨wU wK †fvM¨cY¨ bvwK 

wkícY¨, cY¨wU wK me ai‡bi †µZv µq Ki‡e bv †Kv‡bv we‡kl †kªwYi †µZv µq Ki‡e BZ¨vw` wel‡q 

mwe‡kl `„wó †i‡L gva¨g wbe©vP‡bi wm×všÍ MÖnY Ki‡Z n‡e| wb‡gœ KZK¸‡jv D`vni‡Yi mvn‡h¨ gva¨g wbe©vP‡b 

cY¨ Ges †mevi cÖK…wZ cÖfv‡ei welqwU cwi®‹vifv‡e Zz‡j aiv n‡jv: 

 cY¨wU hw` †fvM¨cY¨ nq Z‡e gva¨g wn‡m‡e †iwWI, †Uwjwfkb, mvgwqKx I msev` Dc‡hvMx n‡e| mvaviYZ 

†fvM¨c‡Y¨i †ejvq MYgva¨g †ewk Dc‡hvMx Ges evsjv‡`‡ki `„wó‡KvY †_‡K †iwWI n‡”Q Dc‡hvMx gva¨g| 

KviY AwaKvsk gvbyl AwkwÿZ, ZvB msev`cÎ AwaK Dc‡hvMx n‡e bv| 

 cY¨wU hw` wkí cY¨ nq Z‡e we‡kl mvgwqKx, †UªWRvb©vj Ges mivmwi WvK gvidZ †hvMv‡hvM DrK…ó gva¨g 

wn‡m‡e we‡ewPZ n‡e| 

 gwnjv‡`i we‡kl e¨envh© cY¨ n‡j weÁvc‡bi Rb¨ gwnjv‡`i cwÎKv †hgb Ñ †eMg, Abb¨v I mvb›`v 

BZ¨vw` mwVK gva¨g wn‡m‡e we‡ewPZ n‡e| 

 †Ljvayjvi mvgMÖxi weÁvc‡bi †ÿ‡Î gva¨g wn‡m‡e µxov welqK g¨vMvwRb Dc‡hvMx n‡e| 

 Avevi wKQz wfbœ ai‡bi cY¨ Av‡Q †h¸‡jvi †ÿ‡Î mvaviY weÁvcb w`‡jB nq bv| Gi mv‡_ H c‡Y¨i 

e¨enviwewa ¯úófv‡e cÖ`k©b Ki‡Z nq| †hgb Ñ Lvevi m¨vjvBb G‡ÿ‡Î gva¨g wn‡m‡e †Uwjwfkb me©v‡cÿv 

Dc‡hvMx gva¨g| 

 cY¨wU hw` wkï‡`i Rb¨ nq Z‡e weÁvc‡bi gva¨g wn‡m‡e †Uwjwfkb Dchy³ n‡e| 

 hw` †cvkvK cwi”Q‡`i weÁvcb nq Z‡e AvKl©Yxqfv‡e Zz‡j aivi Rb¨ g¨vMvwRb Dc‡hvMx gva¨g n‡e| 

cÖK…Zc‡ÿ meiK‡gi cY¨ ev †mevi Rb¨ me gva¨g Dc‡hvMx bq| Avevi me gva¨g me ai‡bi weÁvcb 

cÖPviI K‡i bv| Kv‡RB weÁvc‡bi gva¨g wbe©vP‡bi †ÿ‡Î †Kv‡bv gva¨gwU Dc‡hvMx n‡e †mUv wbf©i K‡i cY¨ 

ev †mev cÖK…wZi Dci| 

 

2.  evRv‡ii cÖK…wZ (Nature of the Market): evRviRvZKi‡Yi fvlvq evRvi ej‡Z eZ©gvb I m¤¢ve¨ 

†µZv‡`i mgwó‡K eySvq| GB eZ©gvb I m¤¢ve¨ evRv‡ii ˆewkó¨ weÁvcb gva¨g wbe©vP‡b cÖfve we Í̄vi K‡i| 

ZvB weÁvcb gva¨g wbe©vP‡bi mgq evRv‡ii cÖK…wZ we‡klfv‡e we‡ePbv Ki‡Z nq| wb‡P eZ©gvb I m¤¢ve¨ 

evRvi weÁvcb gva¨g wbe©vP‡b Kx ai‡bi f~wgKv iv‡L Zv Av‡jvPbv Kiv n‡jv: 

 
K. eZ©gvb evRvi (Present Market): weÁvcb gva¨g wbe©vP‡bi Rb¨ eZ©gvb evRv‡ii cÖK…wZ we‡ePbv 

Ki‡Z nq| G‡ÿ‡Î evRviwU ’̄vbxq evRvi, RvZxq evRvi ev AvšÍR©vwZK evRvi A_ev kû‡i bvwK MÖvg¨ 

evRvi ev †mUv we‡ePbv Ki‡Z nq| 

(i) hw` ’̄vbxq evRvi nq Z‡e †iwWI Ges ’̄vbxq cwÎKv gva¨g wn‡m‡e Dchy³ n‡e| 

(ii) hw` RvZxq evRvi nq Zvn‡j mviv †`‡k †fv³v we Í̄…Z _vKvq weÁvcb gva¨g wn‡m‡e msev`cÎ, 

†Uwjwfkb, †iwWI BZ¨vw` Dchy³ n‡e| 
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(iii)  hw` AvšÍR©vwZK evRvi nq Z‡e weÁvc‡bi gva¨g wn‡m‡e AvšÍR©vwZK m¤cÖPvi wbe©vPb Dc‡hvMx 

n‡e| †hgb Ñ K¨vej †Uwjwfkb, B›Uvi‡bU, I‡qemvBU BZ¨vw`| 

(iv)   c‡Y¨i evRvi hw` kû‡ii nq Z‡e kn‡ii Awaevmx wkwÿZ nIqvq cÎÑcwÎKv, †Uwjwfkb, wbqb 

mvBb I UªvbwRU gva¨g Dc‡hvMx n‡e| 

(v)  Avi c‡Y¨i evRvi hw` MÖvg¨ nq Z‡e †iwWI n‡e DrK…ó gva¨g| 

 

L. m¤¢ve¨ evRvi (Potential Market): cY¨ ev †mevi m¤¢ve¨ evRv‡ii ˆewkó¨ gva¨g wbe©vP‡b cÖfve we Í̄vi 

K‡i| G‡ÿ‡Î gva¨g wbe©vP‡bi Rb¨ †µZv AbymÜv‡bi gva¨‡g c‡Y¨i m¤¢ve¨ e¨enviKvix‡`i wPwýZ 

Ki‡Z nq| hw` ’̄vbxq Awaevmx‡`i ga¨ †_‡K †µZv AbymÜvb Ki‡Z nq Z‡e gva¨g wbe©vPb Lye †ewk 

RwUj nq bv| wKš‘ evRvi hw` RvZxq ev AvšÍR©vwZK nq Z‡e gva¨g wbe©vP‡b h‡_ó mZK© n‡Z nq| 

G‡ÿ‡Î gva¨g wbe©vP‡bi Rb¨ evRvi M‡elYv I M‡elYvjä Z‡_¨i Dci wbf©i Ki‡Z nq| 

 

(3)  eÈb c×wZi aib I e¨vcKZv (Extent and Type of distribution channel): `ÿ I Kvh©Kix 

weÁvcb gva¨g wbe©vP‡bi †ÿ‡Î Avi GKwU ¸iæZ¡c~Y© we‡eP¨ welq n‡”Q Drcv`bKvix ev weÁvcb`vZv KZ…©K 

Zvi c‡Y¨i Rb¨ e¨eüZ eÈb c×wZi aib I e¨vcKZv| G‡ÿ‡Î cY¨wU ’̄vbxq RvZxq bvwK AvšÍR©vwZK ch©v‡q 

ewÈZ n‡e Zvi Dci wfwË K‡i weÁvcb gva¨g wba©viY Ki‡Z nq|| KviY Ñ 
K.  cÖwZôvb hw` cY¨wU ’̄vbxq ch©v‡q eÈb Ki‡Z Pvq Z‡e gva¨g wn‡m‡e ’̄vbxq msev`cÎ, ’̄vbxq g¨vMvwRb 

Dchy³ n‡e| 

L. cÖwZôvb hw` RvZxq ch©v‡q cY¨ eÈ‡bi e¨vcvi wPšÍv K‡i Z‡e gva¨g wn‡m‡e msev`cÎ, g¨vMvwRb, 

†iwWI, †Uwjwfkb Dchy³ n‡e| 

M. Avevi hw` AvšÍR©vwZK ch©v‡q cY¨ eÈb Ki‡Z Pvq Z‡e cÖwZôv‡bi Rb¨ gva¨g wn‡m‡e AvšÍR©vwZK Rvb©vj, 

AvšÍR©vwZK m¤cÖPvi †hgbÑ †Kej, †Uwjwfkb, B›Uvi‡bU BZ¨vw` Dc‡hvMx n‡e| 

 

4. cÖPvivwfhv‡bi D‡Ïk¨ (Objective of campaign): weÁvc‡bi g~j D‡Ïk¨ n‡jv †µZv‡`i cY¨ ev †mev 

µ‡q AvK…ó Kiv| Z‡e GB D‡Ïk¨ Qvov AviI wewfbœ iKg D‡Ï‡k¨ weÁvcb cÖPvi n‡q _v‡K| †hgb Ñ c‡Y¨i 

cÖvwß ’̄vb, g~j¨ cwieZ©b msev`, bZzb c‡Y¨i e¨envi eª¨v‡Ûi bv‡gi cwieZ©b cÖwZôvb I c‡Y¨i mybvg BZ¨vw` 

cÖPv‡ii Rb¨ cÖwZôvb weÁvcb cÖPvi K‡i _v‡K| G‡ÿ‡Î weÁvcb cÖPv‡ii D‡Ï‡k¨i wfbœZvi Kvi‡Y gva¨‡giI 

wfbœZv n‡q _v‡K| †hgb Ñ 
K.  cÖwZôvb hw` ¯̂í mg‡q `ªæZ evRvi Avq‡Ë Avb‡Z Pvq ev `ªæZ †Kv‡bv j‡ÿ¨ †cuŠQv‡Z Pvq Z‡e e¨vcK 

nv‡i GK‡hv‡M weÁvc‡bi GKvwaK gva¨g e¨envi Ki‡Z n‡e| †hgb Ñ miKvi hw` AwZ `ªæZ †`‡k 

RbmsL¨vi nvi Kwg‡q Avb‡Z Pvq Zvn‡j †iwWI, †Uwjwfkb, msev`cÎ, PjwPÎ BZ¨vw`i gva¨‡g 

GKmv‡_ e¨envi Ki‡Z n‡e| 

L. Aciw`‡K cÖwZôvb hw` `xN©‡gqv`x cwiKíbvi gva¨‡g evRvi Avq‡Z¡ Avb‡Z Pvq Z‡e wewfbœ mg‡q wewfbœ 

gva¨‡g e¨envi Ki‡Z n‡e| 

M.  Abyi~cfv‡e weÁvc‡bi D‡Ïk¨ hw` c‡Y¨i g~j¨ cwieZ©b, eª¨vÛ bvg cwieZ©b, cÖwZôv‡bi ’̄vb cwieZ©b 

msµvšÍ msev` cÖPvi nq Z‡e gva¨g wn‡m‡e msev`cÎ me‡P‡q Dc‡hvMx n‡e| 

†gvU K_v, †Kv¤úvwb †Kvb& †Kvb& D‡Ïk¨ AR©‡bi Rb¨ weÁvcb cÖPvi Ki‡Z Pvq Zvi Dci wfwË K‡i gva¨‡g wbe©vPb 

Ki‡Z n‡e| 

 

5.  weÁvcb evZ©v ev weµq Av‡e`‡bi cÖK…wZ (Type of advertisement message or selling 

appeal): weÁvcb evZ©v I weµq Av‡e`b A‡bK †ÿ‡Î we‡kl ai‡bi weÁvcb gva¨g wba©viY wb‡`©k K‡i| 
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D`vniY¯^i~c hw` c‡Y¨i weÁvc‡bi Kvh©KvwiZvi Rb¨ weÁvc‡b AvKl©Yxq iwOb wPÎ e¨envi ¸iæZ¡c~Y© g‡b 

Kiv nq Zvn‡j gva¨g wn‡m‡e g¨vMvwRb n‡e cÖ_g cQ›`| KviY g¨vMvwR‡b wewfbœ is e¨envi K‡i weÁvcb‡K 

A‡bK †ewk `ÿ I my›`ifv‡e AvKl©Yxq Kiv hvq| Aci w`‡K c‡Y¨i e¨enviwewa cÖ`k©b Kiv ¸iæZ¡c~Y© n‡j 

gva¨g wn‡m‡e †Uwjwfkb n‡e Dchy³| Avevi Av‡e`b hw` gvby‡li g‡b c‡Y¨i K_v ¯§iY Kiv‡bvi D‡Ï‡k¨ 

nq Z‡e gva¨g wn‡m‡e ewntweÁvcb Dchy³ n‡e| AZGe weÁvcb evZ©v I weµq Av‡e`b †KŠk‡ji Dci 

gva¨g wbe©vPb wbf©i K‡i| 

 
6. weÁvcb gva¨‡gi ˆewkó¨ (Characteristics of Advertising Media):  weÁvcb cÖPv‡ii A‡bK ai‡bi 

gva¨g i‡q‡Q| cÖ‡Z¨K gva¨‡gi wfbœ wfbœ ˆewkó¨ i‡q‡Q| GB ˆewkó¨ gva¨g wbe©vP‡b we‡kl f~wgKv cvjb 

K‡i| weÁvcb gva¨‡gi †KŠkj we‡ePbvq weÁvcb`vZv‡K ỳwU welq we‡ePbv Ki‡Z nq| h_v:  

K. weÁvcb gva¨‡gi cÖPvi msL¨v (Circulation of Advertising Media):  †Kv‡bv c‡Y¨i msev` 

cÖPv‡ii Rb¨ †h gva¨g wbe©vPb Kiv n‡e †m gva¨gwUi cÖPvi msL¨vi cwigvY KZ Zv Aek¨B we‡ePbv 

Ki‡Z n‡e| KviY gva¨‡gi cÖPvi msL¨vi Dci wbf©i Ki‡e KZ msL¨K †µZvi wbKU msev`wU †cuŠQv‡e| 

L. weÁvcb gva¨‡gi e¨vwß (Coverage of Advertising Media): weÁvcb gva¨‡gi cÖPvi msL¨v 

we‡ePbvi cvkvcvwk gva¨g wbe©vP‡b D³ gva¨‡gi e¨vwß KZUzKz A_©vr †gvU RbmsL¨vi KZUzKz Kfvi 

Ki‡Z cv‡i Zv we‡ePbv Ki‡Z n‡e| 

 
7.  ev‡R‡Ui cÖvc¨Zv (Availability of Budget): cY¨ ev †mev msµvšÍ msev` cÖPv‡ii Rb¨ cÖwZwU cÖwZôv‡biB 

wba©vwiZ ev‡RU i‡q‡Q| cÖwZôvb‡K D³ ev‡R‡Ui cÖwZ jÿ †i‡L weÁvcb gva¨g wbe©vPb Ki‡Z nq| ev‡R‡Ui 

mv‡_ mvgÄm¨c~Y© bq Ggb gva¨g weÁvcb cÖPv‡ii Rb¨ wbe©vPb Kiv wVK n‡e bv| †gvUK_v gva¨gwU cÖwZôv‡bi 

Rb¨ LiP myweavZË¡ we‡køl‡Y jvfRbK n‡j Ges wba©vwiZ weÁvcb ev‡RU Øviv weÁvcb e¨qfvi cÖwZôv‡bi 

c‡ÿ enb Kiv m¤¢e n‡j, †Kv‡bv we‡kl gva¨g wbe©vPb Kiv DwPZ n‡e| Avi hw` e¨qfvi enb Kiv m¤¢e bv 

nq Z‡e weÁvcb cÖPv‡ii R‡b¨ †Kv‡bv we‡kl gva¨g wbe©vPb Kiv DwPZ bq| 

 

8.  cÖwZ‡hvMx weÁvcb (Competitive Advertising): cÖwZ‡hvMx cÖwZôvbmg~n Zv‡`i c‡Y¨i weÁvcb cÖPv‡ii 

Rb¨ †h mKj gva¨g e¨envi Ki‡Q, gva¨g wbe©vP‡bi mgq †mUv ¸iæZ¡mnKv‡i we‡ePbv Ki‡Z n‡e| cÖwZ‡hvMx 

cÖwZôvbmg~n †h gva¨g¸‡jv Kvh©Kifv‡e e¨envi Ki‡Q weÁvcb`vZv †m gva¨g¸‡jv mivmwi e¨envi Ki‡Z 

cv‡ib| A_ev †m¸‡jv e¨envi bv K‡i wfbœ †Kv‡bv Dc‡hvMx gva¨g ev Gi mv‡_ msMwZc~Y© wfbœ †Kv‡bv †KŠkj 

Aej¤^b Ki‡Z cv‡ib| †hgbÑ †Kv‡bv cÖwZ‡hvMx weÁvcb`vZv hw` gva¨g wn‡m‡e RbwcÖq g¨vMvwRbmg~‡n 

weÁvcb cÖ`vb K‡ib| Z‡e weÁvcb`vZv‡K Zvi weÁvc‡bi Rb¨ ewntweÁvcb gva¨g e¨envi Ki‡Z cv‡ib| 

†hgb- evsjv‡`‡k g¨v‡bvjv cÖmvabxi Drcv`K hLb RbwcÖq mvßvwnK g¨vMvwRb †hgb- †iveevi, wewPÎv BZ¨vw` 

gva¨g wn‡m‡e wbe©vPb Ki‡Q, ZLb ÔwKDUÕ †Kv¤úvwb wewfbœ ewntweÁvcb †hgbÑ wbqb mvBb, mvBb †evW© 

BZ¨vw` gva¨g wn‡m‡e wbe©vPb K‡i Kvh©Kix mdjZv jvf Ki‡Q| 

 
9.  gva¨‡gi RbwcÖqZv (Popularity of the Media): weÁvcb gva¨g wbe©vP‡bi †ÿ‡Î gva¨‡gi RbwcÖqZv 

AZ¨šÍ ¸iæZ¡c~Y© cÖfve we Í̄vi K‡i| weÁvcb cÖPv‡ii Rb¨ gva¨g wbe©vP‡bi welqwU gva¨‡gi RbwcÖqZvi Dci 

eûjvs‡k wbf©ikxj| †Kvb& RbwcÖq gva¨‡g weÁvcb cÖPvi Ki‡j GK mv‡_ eûmsL¨K gvby‡li wbKU evZ©v 

†cuŠQv‡bv m¤¢e nq| †hgb- †Uwjwfk‡b weÁvcb cÖPvi Ki‡j †Uwjwfkb †m‡Ui msL¨v hvB †nvK bv †Kb, GK 

mv‡_ wecyj msL¨K gvby‡li wbKU evZ©v Dc¯’vcb Kiv hvq| KviY †Uwjwfkb †m‡Ui msL¨vi †P‡q Gi `k©K 

msL¨v eû¸Y| AZGe weÁvcb gva¨g wbe©vP‡bi mgq gva¨‡gi RbwcÖqZv welqwU we‡ePbv Ki‡Z n‡e| bZzev 

RbwcÖq bq Ggb gva¨‡g weÁvcb w`‡j A‡_©i AcPq n‡e Ges gva¨g e¨env‡ii D‡Ïk¨ wedj n‡e| 
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10.  †µZv‡`i wkÿvi Í̄i (Education level of the consumers): †µZv‡`i wkÿvi Í̄i weÁvcb gva¨g 

wbe©vP‡bi cÖfve we Í̄vi K‡i| †Kv‡bv c‡Y¨i m¤¢ve¨ †µZviv hw` AwkwÿZ ev G‡Kev‡i ¯̂í wkwÿZ nq †m‡ÿ‡Î 

gva¨g wn‡m‡e †Uwjwfkb I †iwWI Dchy³ n‡e| cÿvšÍ‡i, m¤¢ve¨ †µZviv hw` wkwÿZ nq †m‡ÿ‡Î msev`cÎ, 

g¨vMvwRb  BZ¨vw` Dchy³ n‡e| 

 
11.  gva¨gmg~‡ni Zzjbvg~jK e¨q (Relative cost of Advertising Media): weÁvcb gva¨g wbe©vP‡bi 

†ÿ‡Î gva¨gmg~‡ni Zzjbvg~jK e¨q we‡klfv‡e we‡ePbv Ki‡Z n‡e| weÁvcb gva¨‡gi aib Abyhvqx 

cÖ‡Z¨KwUi e¨q GKiKg bq| †Kv‡bv †Kv‡bv gva¨‡gi e¨q A‡bK †ewk Avevi †Kv‡bv †Kv‡bv gva¨‡gi e¨q 

A‡bK Kg| msev`cÎ, g¨vMvwRb I †iwWI Gi Zzjbvq †Uwjwfk‡b e¨q †ewk| G‡ÿ‡Î weÁvcb`vZv‡K wewfbœ 

gva¨‡gi Zzjbvg~jK e¨q we‡kølY K‡i mwVK gva¨g wbe©vPb Ki‡Z n‡e| weÁvcb`vZv‡K Ggb GKwU gva¨g 

wbe©vPb Ki‡Z n‡e hvi Zzjbvg~jK e¨q Kg| Z‡e e¨q Kg n‡jB †h †Kv‡bv gva¨g weÁvcb cÖPv‡ii Rb¨ 

RbwcÖq n‡e GgbwUI wVK bq| †hgb- †Uwjwfk‡b weÁvcb cÖPv‡ii e¨q †ewk n‡jI g¨vMvwRb, msev`cÎ 

A_ev †iwWI BZ¨vw`i gva¨g wn‡m‡e wbe©vPb Kiv mwVK bvI n‡Z cv‡i| 

 
12.  Ab¨vb¨ Dcv`vb (Miscellaneous Factors): DcwiD³ welq¸‡jv Qvov AviI wKQz Dcv`vb weÁvcb 

gva¨g wbe©vP‡bi †ÿ‡Î we‡ePbv Ki‡Z nq| †hgb Ñ miKvwi bxwZgvjv, cvV‡Ki iæwP, weÁvc‡bi cÖPvi mgq, 

cÖPvi ’̄vb, †cÖvMÖvg, gva¨‡gi cÖwZ wek¦vm BZ¨vw`| weÁvcb`vZv‡K G mg¯Í welq¸‡jv we‡ePbv K‡i weÁvc‡bi 

R‡b¨ Dchy³ gva¨g wbe©vPb Ki‡Z n‡e| 

 
 

 

mvims‡ÿc  

weÁvcb n‡”Q ‡Kv‡bv D‡`¨v³v KZ…©K A‡_©i wewbg‡q †Kv‡bv cY¨ ev †mevi cÖwZ Rbmvavi‡Yi `„wó AvKl©Y Kivi 

GK ai‡Yi cÖ‡Póv| ‡Kv‡bv cÖwZôvb ev e¨w³ KZ©„K A‡_©i wewbg‡q ˆbe¨©w³Kfv‡e †Kv‡bv cY¨ ev †mev Kv‡h©i 

e¨envi, Dc‡hvwMZv, ’̄vwqZ¡ BZ¨vw` cwiwPZ RbM‡Yi mvg‡b Zz‡j aivi ‡KŠkj‡K weÁvcb †KŠkj e‡j| cÖ‡Z¨K 

ai‡bi gva¨‡g Avjv`v Avjv`v ˆewkó¨, e¨q, myweav I Amyweav i‡q‡Q| GRb¨ weÁvcb`vZv‡K gva¨g wbe©vP‡bi 

†ÿ‡Î cY¨ ev †mevi evRvi cwiw ’̄wZ Ges cvwicvwk¦©K Ae ’̄v ¸iæZ¡mnKv‡i we‡ePbv Ki‡Z nq| hv †nvK, weÁvcb 

gva¨g wbe©vP‡bi †ÿ‡Î eo wKsev †QvU mKj cÖwZôvb‡KB KZK¸‡jv welq we‡ePbv Ki‡Z nq| cÖ‡Z¨K ai‡bi 

gva¨‡g Avjv`v Avjv`v ˆewkó¨, e¨q, myweav I Amyweav i‡q‡Q| GRb¨ weÁvcb`vZv‡K gva¨g wbe©vP‡bi †ÿ‡Î 

A_©‰bwZKfv‡e jvfevb nIqv Ges mdjZv I `ÿZvi mv‡_ weÁvc‡bi gva¨g e¨env‡ii Rb¨ cY¨ ev †mevi evRvi 

cwiw ’̄wZ Ges cvwicvwk¦©K Ae ’̄v ¸iæZ¡mnKv‡i we‡ePbv Ki‡Z nq|  
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weµq cÖmvi I cÖPvi Ges weµq cÖmvi Kvh©µ‡gi c`‡ÿc/wm×všÍmg~n 
Sales promotion & Publicity and Steps of Sales Promotion Decisions  

 

D‡Ïk¨ 

G cvV †k‡l AvcwbÑ 

 weµq cÖmvi †KŠkj m¤ú‡K© Rvb‡Z cvi‡eb 

 weµq cÖmvi Kvh©µ‡gi c`‡ÿc m¤ú‡K© Rvb‡Z cvi‡eb  

 cÖPvi m¤ú‡K© ej‡Z cvi‡eb 

 weÁvcb I cÖPv‡ii g‡a¨ cv_©K¨ eY©bv Ki‡Z cvi‡eb  

 

weµq cÖmvi 

Sales promotion 

mvaviY A‡_© ejv hvq, †Kv¤úvbx KZ©„K ¯̂í‡gqv`x cÖ‡Yv`bv m„wói gva¨‡g cY¨ ev †mevi weµq e„w×i cÖ‡Póv‡K weµq 

cÖmvi e‡j| ¯̂í mg‡q AwaK weµq e„wØi j‡ÿ¨ AwbqwgZfv‡e †h cÖmvi Kvh©µg MÖnY Kiv nq Zv‡K weµq cÖmvi 

e‡j| A_©vr weµ‡qi cwigvY e„w×i Rb¨ GLbB ev ¯̂íKvjxb †h DÏxcbvg~jK Kvh©µ‡gi c`‡ÿc †bqv nq Zv‡K 

weµq cÖmvi e‡j| 

Philip Kitler & Gary Armstrong Gi g‡Z, “Sales promotion consists of short-term incentives to 

econourage the purchase or sale of a product or service.” A_v©r, cY¨ ev †mevi µq-weµq‡K DrmvwnZ 

Kivi Rb¨ M„nxZ ¯̂j‡gqvw` DÏxcbv‡K weµq cÖmvi e‡j| 

 

Steven J. Skinner Gi g‡Z, “Sales promotion is an activity or material that offers consumers, 

salespersons or resellers a direct inducement of purchasing a product.”  A_©vr, weµq cÖmvi n‡”Q 

GKwU Kvh©µg ev nvwZqvi hv †fv³v, weµqKgx© ev cybtwe‡µZv‡`i GKwU cY¨ µ‡q cÖZ¨ÿfv‡e cÖ‡Yv`bv cÖ`vb 

K‡i| 

 

Dc‡ii msÁvq weµq cÖmv‡ii †h mKj ˆewkó¨mg~n cwijwÿZ nq: 

 weµq e„w×i Rb¨ M„nxZ c`‡ÿc n‡jv weµq cÖmvi 

 weµq cÖmvi n‡jv GKwU ¯̂í‡gqvw` DÏxcbv 

 weµq cÖmvi n‡jv GK ai‡bi cÖmvig~jK KvR 

 weµq cÖmv‡ii gva¨‡g †µZvmvaviY‡K cY¨ µ‡q cÖ‡ivwPZ Kiv nq| 

 

cwi‡k‡l ejv hvq †h, weµq cÖmvi n‡jv GKwU ¯̂í‡gqv`x cÖmvig~jK Kvh©µg hv †µZvi Pvwn`v‡K DÏxwcZ K‡i|  

 

weµq cÖmvi Kvh©µ‡gi c`‡ÿc/wm×všÍmg~n 
Steps of Sales Promotion Decisions 
weµq cÖmvi n‡jv ¯̂í‡gqv`x weµq e„w×i we‡kl cÖ‡Póv| Kv‡RB weµq cÖmvi Kvh©µ‡g ci¯úi m¤úK©hy³ KZK¸‡jv 

c`‡ÿc ev wm×všÍ MÖnY Ki‡Z nq| wb‡P †m¸‡jv eY©bv Kiv n‡jv: 

cvV-6.4 
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1. weµq cÖmvi D‡Ïk¨ wbav©iY (Setting Sales Promotion Objectives): weµq cÖmvi Kvh©µ‡gi 

cÖ_‡gB mywbw`©ó weµq cÖmv‡ii D‡Ïk¨ wbav©iY Ki‡Z nq| weµq cÖmvi wewfbœ D‡Ïk¨ n‡Z cv‡i| †hgb- 

 †µZv‡`i g‡b mvov RvMv‡bv 

 ¯̂í mg‡q †gvU weµ‡qi cwigvY e„w× 

 Zxeª cÖwZ‡hvwMZv †gvKv‡ejv Kiv 

 bZzb c‡Y¨i evRvi m„wó 

 eZ©gvb c‡Y¨i MªvnK msL¨v e„w× 

 wbw`©ó cY¨ ev †mev µ‡q Drmvn`vb 

 cybt we‡µZvi msL¨v e„w× BZ¨vw` 

 

2. `vwqZ¡ wbav©iY (Setting responsibility): weµq cÖmvi Kvh©µ‡gi G av‡c weµq e¨e ’̄vcK‡`i g‡a¨ 

Kvh©cwiPvjbv m¤úwK©Z `vwqZ¡ eÈb Kiv nq| cÖmvi Kvh©µ‡gi †KŠkj¸‡jv n‡jv- K‚cb, g~j¨ n«vm, 

†gvoKxKiY, bgybv weZiY, M¨vivw›U-Iqv‡iw›U, bM` A_© †diZ BZ¨vw`| G chv©‡q e¨e ’̄vcK‡`i Rb¨ G 

`vwqZ¡¸‡jv wbav©iY Kiv nq| 

 

3. weµq cÖmvi Kg©m~Pxi Dbœqb (Developing Sales Promotion Program): weµq cÖmvi Kg©m~Px 

Dbœq‡bi †ÿ‡Î M„nxZ c`‡ÿc ¸‡jv n‡jv- 

 cÖ‡Yv`bvi AvKvi wbav©iY (Determining the size of the incentive): G chv©‡q ¯̂í‡gqv`x weµq 

e„w×i Rb¨ evRviRvZKvix †µZv‡`i‡K wK ev KZUzKz myweav w`‡Z Pvq Zv wbav©iY Kiv nq| 

 AskMÖn‡Yi kZv©ejx wbav©iY (Determining conditions for participation): G chv©‡q cÖ‡Yv`bvi 

Advi Kv‡K †`qv n‡e Zv wbav©iY Kiv nq| G Advi mKj‡K ev GKwU wbw`©ó `j ev †Mvwô‡K †`qv 

†h‡Z cv‡i| †hgb-ïaygvÎ QvÎ-QvÎx‡`i Rb¨ 20% wd« Advi| 

 cÖ‡gvkb mg‡qi e¨vwß wbav©iY (Determining the duration of promotion): G chv©‡q cÖ‡gvkb 

mg‡qi e¨vwß wbav©iY Kiv nq| A_v©r weµq cÖmvi Kvh©µ‡gi ’̄vwqZ¡ KZw`b n‡e Ges erm‡i KZevi G 

Advi †`qv n‡e Zv wbav©iY Kiv nq| 

1.  weµq cÖmvi D‡Ïk¨ wbav©iY 

2. `vwqZ¡ wba©viY 

3. weµq cÖmvi Kg©m~Px Dbœqb 

4. Kg©m~Pxi c~e© cixÿv 

5. Kg©m~Pxi mgš^q I wbqš¿Y 

6. djvdj g~j¨vqb 
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 eÈ‡bi cš’v wbav©iY (Deciding the distribution vehicle): G chv©‡q evRviRvZKvix‡K Kzcb 

eÈ‡bi cš’v wbav©iY Ki‡Z n‡e| B`vwbs c‡Y¨i c¨v‡KU, I‡qe mvBU, weÁvc‡bi gva¨‡g g~j¨ n«vm I 

K~cb eÈb Kiv hvq| 

 mgq wbav©iY (Deciding of timeframe): weµq cÖmvi GKwU ¯̂íKvjxY Kvh©µg| Kv‡RB G Kvh©µg 

KLb Ges KZ mgqe¨vcx cwiPvjbv Kiv n‡e G chv©‡q Zv wbav©iY Kiv nq| 

 mvgMÖxK weµq cÖmvi ev‡RU wbav©iY (Determining overall sales promotion budget): weµq 

cÖmvi Kvh©µ‡gi mv‡_ wewfbœ e¨‡qi LvZ RwoZ _v‡K| †hgb- cÖkvmwbK LiP, WvK LiP, Qvcv LiP, 

weÁvcb LiP BZ¨vw`| Gme LvZ wPwýZ K‡i m¤¢ve¨ Li‡Pi cwigvY wbav©iY Kiv nq| 

 

4. weµq cÖmvi Kg©m~Pxi c~e© cixÿY (Pre-testing the sales promotion program): weµq cÖmvi 

GKwU e¨qeûj cÖwµqv| Kv‡RB GwU ïiæ Kivi c~‡e© GKUv wbw`©ó GjvKvq ¯̂í cwim‡i cwiPvjbv K‡i Gi 

Kvh©KvwiZv cwigvc Abygvb Kiv nq|  

 

5. weµq cÖmvi Kg©m~Pxi ev Í̄evqb I wbqš¿Y (Implementing and Controlling the sales promotion 

Program): weµq cÖmvi GkwU mgwš̂Z Kvh©µg cÖwµqv| GKB mg‡q cÖ‡qvRbxq weÁvcb cÖ`vb, e¨w³K 

weµq, eÈ‡bi e¨e ’̄vcbv mPj ivLv, wgwWqv wbev©Pb Ges cÖmvi Kvh©µ‡gi c¨v‡KR wbav©iY Avek¨K nq| G 

chv©‡q Gme Kv‡Ri Rb¨ mwVK cwiKíbvi evšÍevqb I wbqšÍ‡Yi e¨e ’̄v Kiv nq|  

 

6. djvdj g~j¨vqb (Evaluating the result): weµq cÖmvi Kvh©µ‡gi djvdj g~j¨vq‡bi gva¨‡g cieZx© 

Kvh©cwiPvjbvi Rb¨ wb‡`©kbv cvIqv hvq| hw`I weµq cÖmvi Kvh©µ‡gi djvdj g~j¨vqb GKwU RwUj KvR| 

weµq cÖmvi Kvh©µ‡gi djvdj g~j¨vq‡b mvaviYZ: wb‡¤œi c×wZ¸‡jv AbymiY Kiv nq: 

 weµ‡qi DcvË (Sales data): weµq cÖmvi Kvh©µg cwiPvjbv I ev Í̄evq‡bi Av‡Mi K‡qK gv‡mi 

mv‡_ cieZx© gv‡mi weµ‡qi cwigvY we‡køl‡bi gva¨‡g cÖmvi Kvh©µ‡gi djvdj g~j¨vqb Kiv †h‡Z 

cv‡i| mvaviYZ ¯‹¨vbvi e¨envi K‡i Gme DcvË msMÖn I we‡kølY Kiv nq| 

 ‡fv³v Rwic (Consumer Survey): ‡fv³v Rwic n‡jv g~jZ: cÖmvi Kvh©µ‡g Ask MªnYKvix 

†fv³v‡`i msL¨v, Zv‡`i AvPiY, g‡bvfve Ges gZvgZ we‡kølY| Aav©r cÖmvi Kvh©µ‡gi c~‡e© †fv³viv 

†Kgb µq AvPiY Ki‡Zv Ges Zv‡`i Kvh©µg ev Í̄evq‡bi c‡i Zviv wK AvPiY Ki‡Q †fv³v Rwi‡ci 

gva¨‡g Zv Rvbvi †Póv Kiv nq| 

 cixÿY (Experiment): ‡Kvb GjvKvq wK ai‡Yi cÖmvi Kvh©µg Kvh©Kix Zv cixÿ‡Yi gva¨‡g H 

wbw`©ó cÖmvi Kvh©µ‡gi djvdj g~j¨vqb Kiv hvq| †hgb- XvKv I ivRkvnx‡Z ÔGKwU wKb‡j GKwU wd«Õ 

Advi K‡i †Kvb GjvKvq weµ‡qi cwigvY wK cwigvY evo‡jv Zv cixÿ‡Yi gva¨‡g djvdj cwigvc 

Kiv hvq| 

 ga¨ ’̄ZvKvix‡`i Kvh©KvwiZv cwigvc (Measuring effectiveness of the middlemen): 

ga¨ ’̄ZvKvix‡`i Kvh©KvwiZv cwigvc K‡i weµq cÖmv‡ii Kvh©KvixZv cwigvc Kiv †h‡Z cv‡i| G‡ÿ‡Î 

`yÕwU c×wZ AbymiY Kiv †h‡Z cv‡i| †hgb: 

 Av‡jvPbv c×wZ (Discussion Method): G c×wZ‡Z weµq ga¨ ’̄Kvixiv cÖmvi Kvh©µg‡K mg_©b 

K‡i wKbv Zv Rvbv hvq| 

 weµqKgx©‡`i cÖZ¨ÿY (Perception of salesmen): weµq cÖmvi Kvh©µg‡K weµq Kgx©iv KZUv 

Zv G c×wZ‡Z cwigvc I g~j¨vqb Kiv hvq| A_v©r G Kvh©µ‡g Zviv KZUv ¯̂v”Q›`‡eva K‡i Zv 

Rvbv hvq| 
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weµq cÖmv‡ii ¸iæZ¡ 

Importance of Sales promotion 

cÖwZwU wecYbKvix cÖwZôvb Zv‡`i cY¨ I †mevmg~n ¯̂í‡gqv‡` weµq e„w×i †ÿ‡Î cÖmvi nvwZqvi¸‡jvi g‡a¨ weµq 

cÖmvi ¸iæZ¡c~Y© f‚wgKv cvjb K‡i _v‡K| weÁvcb †hLv‡b cY¨ ev †mev µ‡qi AvnŸvb K‡i weµq cÖmvi †mLv‡b cY¨ 

ev †mev µ‡q eva¨ K‡i _v‡K| G m¤ú‡K© Philip Kitler & Gary Armstrong e‡jb, ‘Advertising says ÒBuy 

our productÓ sales promotion says ÒBuy it now.Ó’
  

 

wb‡P weµq cÖmv‡ii ¸iæZ¡ eY©bv Kiv n‡jv- 

 

1.  weµq e„w× (Increasing sales): wecYbKvix cÖwZôvbmg~‡ni Zv‡`i cY¨ ev †mev ¯̂í‡gqv‡` weµq e„w×i 

†ÿ‡Î weµq cÖmvi †h f‚wgKv cvjb K‡i Zv cÖmv‡ii Ab¨vb¨ nvwZqvi Øviv m¤¢e nq bv| weµq cÖmv‡i wewfbœ 

†KŠkj †hgb-  wewfbœ Drm‡e we‡kl Advi, cÖwZ‡hvwMZv, K‚cb, wcÖwgqvg BZ¨vw` e¨envi K‡i cY¨ ev 

†mevmg~‡ni mn‡RB weµq e„w× Kiv hvq| 

 

2.  bZzb cY¨ cwiwPZ (To introduce new product): †h †Kv‡bv ai‡bi bZzb cY¨ †fv³v mvavi‡Yi Kv‡Q 

cwiwPZ Kivi Rb¨ weµq cÖmv‡ii wewfbœ nvwZqvi †hgb- K~cb, g~j¨n«vm, Dcnvi, cÖwZ‡hvwMZv BZ¨vw` 

¸iæZ¡c~Y© f‚wgKv cvjb K‡i _v‡K| 

 

3.  bZzb †µZv AvKl©Y (To attract new customers): bZzb cY¨ cwiwPZ Kivi cvkvcvwk †µZv AvKl©‡Y 

weµq cÖmvi ¸iæZ¡c~Y© f‚wgKv cvjb K‡i _v‡K| bgybv cÖ`vb, cY¨ cÖ`k©b, K‚cb cÖf…wZ Kvh©Ki f‚wgKv cvjb 

K‡i|  

 

4.  cÖwZ‡hvwMZv †gvKvwejv (To face competition): eZ©gvb cÖwZ‡hvwMZvg~jK evRv‡i wU‡K _vK‡Z n‡j 

weµq cÖmv‡ii nvwZqvi¸‡jv Kvh©Ki f‚wgKv cvjb K‡i| †hgb- MÖvgxY †dvb hLb Zv‡`i MÖvnK‡`i Rb¨ GKwU 

we‡kl Advi †`b evsjvwjsKI cÖwZ‡hvwMZv †gvKv‡ejv Kivi Rb¨ wfbœ GKwU Advi †`b| 

 

5.  Pvwn`v I †hvMv‡bi fvimvg¨ (Balancing between demand and supply): weµq cÖmvi c‡Y¨i 

Pvwn`v I †hvMv‡bi fvimvg¨ iÿv K‡i _v‡K| evRv‡i hLb c‡Y¨i Pvwn`v K‡g hvq ZLb c‡Y¨i g~j¨n«vm 

Dcnvi cÖ`vb cÖf…wZi gva¨‡g c‡Y¨i weµq e„w× Kiv hvq| G‡Z Pvwn`v Ges †hvMv‡bi fvimvg¨ AwR©Z n‡q 

_v‡K| 

 

6.  bgbxq Kg©m~wP (Flexible program): weµq cÖmv‡ii cÖwZwU †KŠkj ¯̂í mg‡qi Rb¨ cÖ‡qvM Kiv nq e‡j 

cÖwZ‡hvMx‡`i †h †Kv‡bv Kg©m~wPi mv‡_ weµq cÖmvi‡K mn‡R Lvc LvIqv‡bv hvq| G‡Z AwZ mn‡R †µZv‡`i 

AvK„ó K‡i weµq e„w× Kiv hvq| 

 

7.  weµ‡q w ’̄wZkxjZv (Sales stability): weµq cÖmvi Kvh©µg †hgbÑ g~j¨n«vm, bgybv cÖ`vb, MÖvnK‡mev 

BZ¨vw`i gva¨‡g weµ‡qi Lye †ewk DVvbvgv †iva K‡i weµ‡q w ’̄wZkxjZv AvbqY Kiv m¤¢e nq| 

 

cwi‡k‡l ejv hvq, cÖwZ‡hvwMZvg~jK evRv‡i wU‡K _vK‡Z Ges c‡Y¨i weµq e„w×i †ÿ‡Î weµq cÖmvi ¸iæZ¡c~Y© 

Ae`vb iv‡L| ZvB c‡Y¨i AwaK weµq wbwðZ Ki‡Z cÖ‡Z¨K †Kv¤úvwb wewfbœ cÖmvig~jK Kvh©µg MÖnY K‡i _v‡K|  
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weµq cÖmv‡ii †KŠkjmg~n 

Techniques of Sales promotion 
cÖwZwU wecYb cÖwZôv‡bi g~j jÿ¨ n‡”Q jvfRbK weµ‡qi gva¨‡g m‡e©v”P gybvdv AR©b Kiv| GB D‡Ï‡k¨ weµq 

cÖmv‡ii R‡b¨ bvbv ai‡bi nvwZqvi e¨envi Kiv m¤¢e| Z‡e †Kvb †Kvb nvwZqvi e¨envi Kiv n‡e Zv KwZcq 

Dcv`v‡bi Dci wbf©i K‡i| G mKj Dcv`vb n‡”Q evRvi cÖK…wZ, weµq cÖmv‡ii D‡Ïk¨, cÖwZ‡hvMxi Ae ’̄v, 

nvwZqvi e¨env‡ii e¨q cÖf„wZ| Z‡e cÖavb cÖavb weµq cÖmv‡ii nvwZqvi¸‡jv wb‡P Av‡jvPbv Kiv n‡jv: 

 

1.  bgybv (Samples): webvg~‡j¨ bgybv weZi‡Yi gva¨‡g evRvi m„wó I weµq cÖmv‡ii cÖ‡Póv evRvi cÖwZ‡hvwMZv 

e„w×i mv‡_ mv‡_ DË‡ivËi e„w× cv‡”Q| G e¨e ’̄v AwaK cÖwZ‡hvwMZvc~Y©  evRv‡i †Kv‡bv bZzb c‡Y¨i Pvwn`v 

m„wó‡Z Aej¤^b Kiv nq mvaviY Jla, ¯̂í g~‡j¨i cÖmvabx, we¯‹zU BZ¨vw` c‡Y¨i †ÿ‡Î GB cš’v we‡klfv‡e 

cÖPwjZ| Z‡e D”P g~‡j¨i c‡Y¨i †ÿ‡ÎI wbe©vwPZ msL¨K †µZv‡`i g‡a¨ bgybv weZiY Ki‡Z †`Lv hvq| 

 

2.  Kzcb (Coupons): Kzcb n‡”Q GK ai‡bi mb`cÎ hv †µZv‡`i Kg g~‡j¨ cY¨ µ‡qi my‡hvM †`q| Kzcb 

WvK‡hv‡M †cÖiY Kiv hvq wKsev weÁvc‡bi mv‡_ mshy³ K‡i †`qv m¤¢e| m¤cÖwZ wm½vi evsjv‡`k cªwZôvb 

Zvi †kqvi‡nvìvi‡`i Iqvwks †gwkb µ‡qi Rb¨ Kzcb cª`vb K‡iwQj|  

 

3.  bM` †diZ (Cash Refund): G cš’vq †µZviv GK ai‡bi g~j¨ myweav †c‡q _v‡K| A_©vr µ‡qi ci 

†µZviv µq cÖgvY Drcv`‡Ki wbKU Dc¯’vcb K‡i GKwU wbw`©ó cwigvY A_© bM` †diZ †c‡q _v‡K| A‡Uv 

†gvevBj c‡Y¨i †ÿ‡Î G myweav w`‡Z †`Lv hvq| 

 

4.  wcÖwgqvg (Premium): webv g~‡j¨ ev Kg g~‡j¨ cÖavb c‡Y¨i mv‡_ Ab¨ cY¨ µ‡qi my‡hvM‡K wcÖwgqvg ejv 

nq| †hgb- Uz_‡c÷ wKb‡j Uz_eªvm wd«, wKsev mvevb wKb‡j †Km wd« BZ¨vw`| 

 

5.  ˆewkó¨ m~PK weÁvcb (Advertising Specialities): cÖwZôvb ev c‡Y¨i bvg †LvwPZ cÖ‡qvRbxq cY¨ 

Dcnvi wn‡m‡e cÖ`vb AwaK nv‡i cÖPwjZ weµq cÖmv‡ii GKwU Kvh©µg| †hgb- Kjg, Pv‡qi Kvc, kwcs 

e¨vM, Uzwc BZ¨vw` c‡Y¨i Mv‡q cÖwZôvb ev c‡Y¨i bvg Qvwc‡q webvg~‡j¨ †µZv‡`i †`qv nq| 

 

6.  cÖ`k©bx I †gjv (Fair and Exhibition): ’̄vbxq I AvšÍR©vwZK ch©v‡q AbywôZ †gjvq AskMÖn‡Yi gva¨‡g 

weµq cÖmvi cÖ‡Póv AvRKvj cÖvq wbqwgZ e¨eüZ n‡”Q| wewfbœ ai‡bi Drme, †gjv, cvjveZ©b, wkí cÖ`k©bx 

I agx©q Drm‡e cY¨ cÖ`k©‡bi gva¨‡g cÖPvi I weµq cwiwa cÖmvwiZ n‡q _v‡K| 

 

7.  Rbms‡hvM (Public relation): Rbms‡hv‡Mi Øviv cÖwZôv‡bi fveg~wZ© M‡o †Zvjv weµq cÖmv‡ii gyL¨ 

D‡Ïk¨| KviY cÖwZôv‡bi mybv‡gi Dci weµq eûjvsk wbf©i K‡i| G Kvi‡Y wewfbœ Kj¨vYg~jK Kv‡R 

cÖwZôv‡bi AskMÖnY, wUwf I †iwWI‡Z Abyôvb cÖPv‡ii e¨q enb wKsev wewfbœ RvZxq I AvšÍR©vwZK µxov 

cÖwZ‡hvwMZv ¯úÝi K‡i cÖwZôv‡bi fveg~wZ© M‡o †Zvjvi †Póv we‡kl fv‡e cwijwÿZ nq| Gi d‡j weµ‡qi 

AbyK~j cwi‡ek m„wó nq|  

 

8.  g~j¨ n«vm (Price Reduction): G cš’v Øviv cÖ‡qvRb QvovI †µZv‡`i cY¨ µ‡q DØy× Kiv nq|G Kvh©µ‡gi 

AvIZvq wbw`©ó mg‡q mivmwi g~j¨ n«vm cÖ`vb Kiv nq| Gi d‡j †µZv †hgb µ‡q cÖfvweZ nq †Zgwb cÖfvweZ 

n‡Z cv‡i ga¨ ’̄e¨emvqx|  
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9.  Dcnvi (Presentation): eZ©gv‡b wecYb cÖwZôvb¸‡jv  Zvi c‡Y¨i weµq e„w×i Rb¨ †µZv‡`i‡K bvbv 

iKg Dcnvi cª`vb K‡i _v‡K| †µZviv G Dcnvi cvevi Avkvq cY¨ mvgMxÖ µq K‡i _v‡K| †hgb- eQ‡i 

cÖvi‡¤¢ A‡bK cÖwZôvb Zvi †µZv‡`i‡K K¨v‡jÛvi, Wv‡qwi BZ¨vw` Dcnvi wn‡m‡e cÖ`vb K‡i _v‡K|  

 

10. beel© D`hvcb (Celebrating new year): cÖwZ eQi RuvKRgKfv‡e beel© D`hvc‡bi gva¨‡g cÖwZôv‡bi 

fveg~wZ© M‡o †Zvjv m¤¢e| ZvQvov G we‡kl  w`‡b ga¨ ’̄e¨emvqx‡`i Avgš¿Y I Avc¨vq‡bi e¨e ’̄v K‡i Zv‡`i 

mn‡hvwMZv cvIqv †h‡Z cv‡i|  

 

11.  weµ‡qvËi †mev (After sales service): AvaywbKKv‡j A‡bK cÖwZôvbB †µZv mvaviY‡K AvK„ó Kivi 

Rb¨ weµ‡qvËi †mev cÖ`v‡bi wbðqZv cÖ`vb K‡i| †hgb- wewfbœ ai‡bi hš¿cvwZi †ÿ‡Î weµ‡qvËi †mev 

cÖ`vb Kiv `iKvi nq| G ai‡bi cš’v †µZv AvK©lY Z_v weµq e„w×i †ÿ‡Î BwZevPK f~wgKv cvjb K‡i e‡j 

weµq cÖmv‡ii GKwU cš’v we‡ePbv Kiv nq|  

 

cwi‡k‡l ejv hvq, weµq cÖmv‡ii wewfbœ †KŠkj ev nvwZqvi e¨envi K‡i †Kv¤úvwb †hgb AwaK weµq wbwðZ Ki‡Z 

cv‡i Ab¨w`‡K †µZvivI ¯̂í mg‡qi Rb¨ n‡jI wKQzUv Kg g~‡j¨ µq myweav †c‡Z cv‡i| ZvB weµq cÖmvi †KŠkj 

†µZ- we‡µZv Df‡qi Rb¨B jvfRbK|  

 

cÖPvi Kx 

What is Publicity? 
cÖPvi n‡”Q †Kvb MYgva¨g †hgb- †iwWI, †Uwjwfkb BZ¨vw`‡Z A_© cÖ`vb bv K‡i cY¨, †mev ev aviYv m¤ú‡K© 

Z_¨vewj Dc¯’vcb Kiv| A‡bK mgq cÖPvi Kvh© Z…Zxq c‡ÿi gva¨‡g Pvjv‡bv nq e‡j Gi wek^vm‡hvM¨Zv †ewk _v‡K| 

G‡ÿ‡Î †Kvb cÿcvwZZ¡ _v‡K bv| cÖPvi n‡jv GKwU †Kv¤úvwb A_ev Zvi c‡Y¨i msev` gva¨g Kfv‡iR| 

 

Perreault & McCarthy Gi g‡Z “Publicity is any unpaid form of non-Personal Presentation 

of ideas, goods or Services.” 
A_©vr, cÖPvi n‡”Q aviYv, cY¨ ev †mevi †h †Kvb& ai‡Yi A-A_© cÖ`Ë  

ˆbe¨w³K Dc ’̄vcbv|  

 

Dc‡ii Av‡jvPbv Ges msÁvmg~n n‡Z cÖPv‡ii K‡qKwU ˆewkó jÿ¨ Kiv hvq h_v t  

 GwU A-A_©cÖ`Ë I ˆbe¨w³K Dc¯’vcbv|  

 Z…Zxq cÿ KZ©„K GwU cwiPvwjZ nq|  

 Gi wek^vm‡hvM¨Zv A‡bK †ewk|  

cwi‡k‡l ejv hvq, cÖPvi n‡”Q cY¨, †mev ev aviYv m¤ú‡K© Z…Zxq c‡ÿi Øviv MYgva¨‡g †h †Kvb ai‡Yi A-A_©cÖ`Ë 

ˆbe¨w³K Dc ’̄vcbv|  

 

 

weÁvcb I cÖPv‡ii g‡a¨ cv_©K¨ 

Difference between Advertising and Publicity 
weÁvcb I cÖPvi Df‡qi gva¨‡g RbmvaviY‡K cY¨ ev †mev m¤ú‡K© aviYv †`Iqv nq Ges µ‡q DrmvwnZ Kiv nq 

Z_vwcI weÁvcb I cÖPv‡ii g‡a¨ A‡bK cv_©K¨ jÿ Kiv hvq| wb‡P weÁvcb I cÖPv‡ii g‡a¨ cv_©K¨ Zz‡j aiv n‡jv: 
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cv_©‡K¨i welq weÁvcb cÖPvi 

1. msÁv weÁvcb n‡jv wPwýZ D‡`¨v³vi gva¨‡g 

A‡_©i wewbg‡q cY¨ †mev I aviYv m¤ú‡K© 

ˆbe©¨w³K Dc ’̄vcbv| 

cÖPvi n‡”Q cY¨, †mev ev aviYv m¤ú‡K© †h 

†Kv‡bv ai‡bi A-A_©cÖ`Ë ˆbe©¨w³K 

Dc¯’vcbv| 

2. D‡Ïk¨ e¨emvwqK D‡Ï‡k¨ weÁvcb e¨eüZ nq| e¨emvwqK Ges A-e¨emvwqK Dfq D‡Ï‡k¨ 

cÖPvi e¨eüZ nq| 

3. AvIZv weÁvc‡bi AvIZv cÖPv‡ii Zzjbvq †QvU| cÖPv‡ii AvIZv weÁvc‡bi Zzjbvq e¨vcK| 

4. e¨env‡ii gvÎv cÖPv‡ii Zzjbvq weÁvc‡bi e¨envi †ewk| weÁvc‡bi Zzjbvq cÖPv‡ii e¨envi Kg| 

5. jÿ¨ weµq e„w× n‡jv weÁvc‡bi g~j jÿ¨| RbM‡Yi Kj¨v‡Yi D‡Ï‡k¨ cÖPvi e¨envi 

Kiv nq| 

6. gva¨g weÁvcb wjwLZ ev gyw`ªZ gva¨‡g n‡q _v‡K| cÖPvi wjwLZ, gyw`ªZ ev †gŠwLK gva¨‡g n‡Z 

cv‡i| 

7. Avw_©K e¨q weÁvcb cÖ`v‡bi Rb¨ e¨q †ewk nq| cÖPv‡i †Kv‡bv e¨q nq bv| 

8. wek¦vm‡hvM¨Zv  weÁvc‡bi wek¦vm‡hvM¨Zv Kg| cÖPv‡ii wek¦vm‡hvM¨Zv †ewk| 

9. D‡`¨v³v cY¨ ev †mevi Drcv`bKvix ev 

evRviRvZKvix n‡jv weÁvc‡bi D‡`¨v³v| 

cÖPv‡ii D‡`¨v³v †Kv‡bv Z…Zxq cÿ n‡q 

_v‡K| 

10. ¸iæZ¡ weÁvc‡bi mvgvwRK I A_©‰bwZK ¸iæZ¡ 

A‡bK †ewk| 

weÁvc‡bi Zzjbvq cÖPv‡ii ¸iæZ¡ 

A‡cÿvK…Z Kg| 

 

cwi‡k‡l ejv hvq, weÁvcb Ges cÖPvi DfqB cÖ‡gvkb wgkÖ‡Yi `yÕwU ¸iæZ¡c~Y© Dcv`vb| Kvh©KvwiZv I cÖv‡qvwMK 

`„wó‡KvY †_‡K G‡`i g‡a¨ wKQz cv_©K¨ cwijwÿZ n‡jI Df‡qi g~j D‡Ïk¨ AwaK cY¨ weµq wbwðZ Kiv|   

 

 

mvims‡ÿc  

†Kv¤úvbx KZ©„K ¯̂í‡gqv`x cÖ‡Yv`bv m„wói gva¨‡g cY¨ ev †mevi weµq e„w×i cÖ‡Póv‡K weµq cÖmvi e‡j| A_©vr 

weµ‡qi cwigvY e„w×i Rb¨ GLbB ev ¯̂íKvjxb †h DÏxcbvg~jK Kvh©µ‡gi c`‡ÿc †bqv nq Zv‡K weµq cÖmvi 

e‡j| Kv‡RB weµq cÖmvi Kvh©µ‡g ci¯úi m¤úK©hy³ KZK¸‡jv c`‡ÿc ev wm×všÍ MÖnY Ki‡Z nq| †hgb-weµq 

cÖmvi D‡Ïk¨ wbav©iY,`vwqZ¡ wba©viY, weµq cÖmvi Kg©m~Px Dbœqb, Kg©m~Pxi c~e© cixÿv, Kg©m~Pxi mgš^q I wbqš¿Y, 

djvdj g~j¨vqb BZ¨vw`| Avi cÖPvi n‡”Q cY¨, †mev ev aviYvi †h †Kvb& ai‡Yi A-A_© cÖ`Ë  ˆbe¨w³K 

Dc¯’vcbv|  Kvh©KvwiZv I cÖv‡qvwMK `„wó‡KvY †_‡K weÁvcb Ges cÖPvi Df‡qi g‡a¨ wKQz cv_©K¨ cwijwÿZ n‡jI 

Df‡qi g~j D‡Ïk¨ AwaK cY¨ weµq wbwðZ Kiv|   
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BDwbU DËi g~j¨vqb  

 

1. wecYb cÖmvi Kx? eY©bv Kiæb| 

2. wecYb cÖmv‡ii ¸iæZ¡ eY©bv Kiæb| 

3. wecYb cÖmvi wgkª‡Yi nvwZqvi¸‡jv eY©bv Kiæb| 

4. weÁvcb †KŠkj Dbœq‡bi cÖavb nvwZqvi¸‡jv eY©bv Kiæb| 

5. weÁvcb Kg©m~Px Dbœq‡bi cÖavb wm×všÍmg~n eY©bv Kiæb| 

6. weµq cÖmvi Kvh©µ‡gi c`‡ÿc/wm×všÍmg~n eY©bv Kiæb|  

7. weµq cÖmv‡ii †KŠkjmg~n eY©bv Kiæb| 

8. weµq cÖmv‡ii ¸iæZ¡ eY©bv Kiæb| 

9. weÁvcb I cÖPv‡ii g‡a¨ cv_©K¨ wjLyb| 

10. cÖPv‡ii msÁv `vI| 
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