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INTRODUCTION
Course Outline and Method

This is a basic level Value Added Course. for those who wish to either begin a career in
the Advertising and Marketing Communications in India or simply learn the fundamentals of
Marketing. The Advertising & Marketing Communication course is a program and comprises of
application-based instructions by industry professionals. Designed to give a thorough working
knowledge of Advertising and Marketing communication and how they inter-relate, the course
comprises of modules, research projects and workshops. The highlight of the course is that it is
constantly evolving and is reflective of the current state of the industry. By ensuring that
experienced advertising professionals take the student through, the program ensures that learning
outcomes are current.

A strong emphasis is laid on the performance evaluation through projects and practical
assignments based on research done by the students. While the first 15 hrsprovides a
comprehensive perspective of Advertising and Marketing communication, the second 15hrs is
project-based with hands-on production and execution.

Why should one take this course?

This course is aimed at preparing you for a career in a wide range of marketing
communications disciplines. Our accredited course combines the strategic side of marketing with
the application of cutting-edge theory and techniques in creative areas such as social media,
influencer marketing and campaign planning.

Who will benefit from this course?

e Students
e Teachers
e Marketing Researchers
e Analysts

Job Prospects

There are opportunities in advertising and specialist agencies, creative and client
servicing, media planning, direct marketing, digital marketing & promotions in varied mass
media houses, corporate in-house advertising and communication departments and the
entertainment industry.

Test details

e Duration: 90 minutes

e No. of questions: 100

e Maximum marks: 100, Passing marks: 50 (50%); There is no negative marking in this
Course.

o Certificate will be awarded to the successful Candidates



SYLLABUS

ADVERTISING AND MARKETING COMMUNICATIONS

Understanding the Environment & Consumers
Understanding the Advertising Industry,Understanding the Consumers & Brands,

Creative Development Process, Business Environment: Local, National & Global,
Business Strategy.

Marketing: Insights & applications

Integrated Marketing Communication, Marketing — Introduction & Basic Concepts,
Market Research, Communicating Digitally

Planning, Strategy & Concept Development

Brand Management, Advertising Planning, Campaign & Strategy, Public Relations,
Client Servicing & Business Dev., Media Law and Intellectual Properties, Media
Planning

Core Advertising skills

Copywriting, Ad Film making, Visual Communication Production, Retail
Communication, Event Management

Value Added Skills

Business Communications, Preparing Portfolio & Interview Techniques, Relationship
Management, Diversity & Inclusion
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Advertisement & Marketing Communication

About the Tutorial

Advertising and Marketing Communications is an art and technique of developing
and communicating messages to promote the products/services. It is creative,
demanding, rewarding, exciting, and also challenging. The sole objective of this
creative technique is — effectively aware people with information about the
products, services, and ideas.

So, this tutorial is designed to provide theoretical and practical aspects of modern
advertising and marketing communications.

Audience

This tutorial is developed for the students pursuing either MBA program or
Journalism program. However, the language and illustrations are so simple that
any interested reader can take help of this tutorial to understand the concept of
advertising and marketing communications.

Prerequisites

As such there is no prerequisite. Any reader who has interest in this topic can read
this tutorial to understand the concept.

Copyright & Disclaimer
© Copyright 2015 by Tutorials Point (I) Pvt. Ltd.

All the content and graphics published in this e-book are the property of Tutorials
Point (I) Pvt. Ltd. The user of this e-book is prohibited to reuse, retain, copy,
distribute, or republish any contents or a part of the contents of this e-book in any
manner without written consent of the publisher.

We strive to update the contents of our website and tutorials as timely and as
precisely as possible, however, the contents may contain inaccuracies or errors.
Tutorials Point (I) Pvt. Ltd. provides no guarantee regarding the accuracy,
timeliness, or completeness of our website or its contents including this tutorial.
If you discover any errors on our website or in this tutorial, please notify us at
contact@tutorialspoint.com

@F':.'FR'ZE@!SE oint


mailto:contact@tutorialspoint.com

Advertisement & Marketing Communication

Table of Contents

F A oY1Vl d o T UV o5 = PSPPSR PPOPPRRTPIN i

F XU T 1T ol TP R i

L T g To [T (=P UPPPPRRUPPP i

PART |: ADVERTISEMENT .....oueititi e nanannnnnnnnnnnnn 1
R 143 o o 11T o T ot 2
What IS AQVEITISEMENT?..ci ittt e e et e e st e e e s bte e e e sabeeessasteessabaeeeensbaeesnaseaessnsseeenns 3
Objectives Of AdVEITISEMENTS .......iiiiciiie e cceee s e e sre e e et e e e ettaeesrateeeesataeeeessaeesanssaeessseeeans 4
AQVEITISEMENT PrOCESS ..iivteiiitiiiieiiie sttt site ettt si e e sttt e sateesateesabeesateesabeesaeeesabeesaseesabeesaseesabeesaseesaseennseens 4
SEEMENTS OF AQVEITISEMENT...cciiiiiie et e e e e re e e e re e e e s ata e e s e eteeessseeeestaeesanseaeesnsseaeans 5
Medium Of AQVEITISEMENT ...coviiiiiiiiie ettt s e st e e st e e e beesabeesabeesabaesabeesabeesabeesabeesaseens 5

2. AdVertisemMent DESISN .....ccuveeeeiieeiiieetieeeeeeeeeemeeieeeeeeeeeeesssesessssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssns 8
What is AdVErtiSEMENT DESIGNT ..cccuuiiiiiieieeiiee ettt sttt st e et e st e st e s bt e s bt e st e e s st e sabeeeseesbeeenneenane 8

HOW t0 DEeVElOp Creative DESIZNT ... .cciiiiiiieriee ettt ettt et st e st e et e st e st e st e e sabeesabeesaneesabeeenneess 9
Strategy of Creative DESIZN (C.D.) ...uiiirieieiieieeitestteie ettt sttt ste ettt e e st e sbe e be e beenbesatesaeesaneses 10
DESIZN’S CRECKIIST ..c.ueeiitieeie ettt ettt et e st e st e st e e bt e st e e eabeesabeesneesabeesneenane 14

3. Campaign & Promotion .....ccciiiiieeiiiiiiiiiiiieiiiiiiiieennesisessesesnnssssssssssesnnssssssssssssnnssssssssssssnnnsssssssssssnnnnsssnss 15
T A I =11 0] o = 1= 1A USSR 15

(0] o) =Tel 11V o] 0T Yo T- [ 1={ s TSP RTSN 15

What is an Effective CamPaiZnT.......cccuiiiiiiiee ettt et e et e e setta e e e s ba e e e eata e e seabaeeesabaeeeesraeeennsaeas 16
Planning @ CAmPaigN ..cc.ueiueieiiieiie ettt sttt ettt ettt e sttt e st e et e s bt e e bt e s bt e e bt e s be e e b e e s beeebee s beeeneenane 16

(0 T 4T o 1= g T o o Lol TSP TP PR OPP R OTRPN 17

Who does DeVelop CamPaiBNT? ....cccueeiiieriieeiiieeieesiee et ee st e st e st e st esabeesateesabeesabeesabeesaseesabeesnseesabeesnseess 17

L DY Yo (V7T g £ F= 3 S UCTY=T- T o o 18
What is AdVertising RESEAICNT? ... ..ueii ittt e s et e e st e e e ate e e ssaeeeeesnraeeeenneeeeennneeas 19
Objectives of AdVertising RESEAICH .......cccuiii ettt e et e e et e e e stbe e e e sate e e eeasaeeessreaaans 19
Essentials of AdVertising RESEAICN .......cc.uviiiiieei e e e e et e e e sabe e e eeabaee e eareeeeas 20
Benefits of AdVertising RESEAICI .......cocciiiie e et e e et e e e e sabe e e eeabaee e sareeaeas 21

B COPYWIIING ceeeeeiciiiiiieiieccciiiiretiesees e e reernne s sesesseennnssssssssesesnnssssssssesesnnsssssssssesennnsssssssesesnnnsssssssssennnnnssnnns 23
WAt IS COPYWIITING? c..eeieieiiiee ettt et e e ettt e e st e e e st e e e sateeesnseeeesnbaeeeesteeesanseeeeansseeeanreeesnnsneas 24
ElemMENtS Of COPYWIITING ..vviiiiiiieeieee ettt e e et e e st e e st e e e st eeesate e e saaeeeesnteeeeesseeesnnseeeesnsanannns 24

F AN o o oAV AT g o= SR SRTPSRN 25
COPYWITTING TECNNIGUES ....eeeiee ettt ettt ee et e e et e e e st e e e st e e e sttt e e essteeeeanateeesssaeeeesnseeesnnseeeesssnenans 25
ProteCt YOUISEIF FrOM c.eeiiiiieiteee ettt sttt e sttt e et e st e e s bee st e e saneesabeesneesane 26

6.  POrtfolio Presentation ........ccccceeeiiiiiiiiiinneeeiiiiiiisssnneesiiissssssnssesssisssssssnnsessssssssssnsssnsssssssssnnsssssssssssssnnnnnns 28
o L o T o] o SRS 28

UV g\ [ Yo TN g Y=Y =Te I oY (o] [ o r USSP 28

[DTT Fd oI il oo T u i o] [To PP PURROt 29
CONETENTS OF POMFOII0M . eiuiiiiieetie ettt ettt e b bt e s be e sbeesbeesneenane 29
Common Mistakes Of POIfOlIO ....c.ueiruiiiiiiiii ettt s 29

7. AdVErtiSiNG ABENCY ..cccciiiiiiiiiiiiieiitiieeieeeeeeeeeeeeeessessssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssnns 31
T LA LY Y= L=T o Ton Y SR 31
UL g YoruToT g oy 7o I Y=d=T ooV SRS 32

ii

L JDrutorials ot



Advertisement & Marketing Communication

How does an Ad AgEnCY IMPOItANt?.......uiii e et e e e et e e e et e e saer e e e sataeeeestaeesnnnaeeesnnseeenns 33
TYPES OF AT AZENCY ..veieiiiiieeeieee e ceee ettt e et e et e e et a e e sette e e s taeeaeastaeesassaaeesasseeeesstaeesanssaeesasseeeanstaeennnnes 33
DEPArtMENTS OF A AZENCY .oiiieeiee ettt eeiee ettt e st e e et e e et e e e s tae e e e s ataeeeestaeesssseeesatseeeassesesnnsseeessseeaans 34
Services Offered DY Ad AZENCY .....uuiiiiiiiiiee ettt e e st re e s st e e e s abe e e ssabaeessabaeeesnateeesnareeas 35
8.  Advertisement: Code Of ELhiCS......cccevriiiiiiiiiiiiiiiiiiiiisississsisisssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 36
What is Code of Ethics Of AdVErtiSEMENT?....ccoiiiiiiiiii e s e e s e sraeaeas 36
Purpose of Code of Ethics for AdVertisSEmMeENt .........coouiiiiiiiiiiiiieee e 37
Legality Of AQVEITISEMENT ....iiiciiee e iciiie ettt e e e e e e e e e st e e e e s ata e e e eataeesaaeeeesateeeeesseeesnnsseeessseanans 38
Consequences of Broadcasting UNSCrupulous Ad .........cueeieiiiieieiiieccciieeecieeeeeiree e sire e e ste e e seere e e seaeeeens 39
PART Il: MARKETING COMMUNICATIONS ......uutiiiiiiiiiiiiiiniiiiiuiiiuiaeaieeneneaenearareraeararaeaaranarararaane 40
L2 TR 111 Yo [ o T N 41
What is Marketing CommMUNICAtION? ......ccccuiiiiiiiiie ettt errre e st e e e e are e e s earee e e saraeeeennreeeennnneas 41
What are the Marketing Communication TOOIS? .......ccceiiiiiriiiiniiinee e 41
Why is Marketing Communications IMPOrtant? ........ccceeiieerieeniienie et 42
Marketing COMMUNICATION PrOCESS ....cccuuteiuiiiiiieiiiieetee st ettt e st ste e st e st e sbe e st esbeesabeeeneesabeesnneenane 43
Tips of Effective Marketing ComMmMUNICAtIONS ...c.c.eiiiiieiiiiiiiieiie et 43
Marketing CommMUNICALION IMIIX ..eciiuiieeeiiieeceiies e ciiee e ettt e e etee e e s tae e e e te e e e ettaeesaseaeesataeeeesteeesassaaeessseaaans 44
10. Strategy & Planning....cccccciiiiiiiiiiiicicrccicccri s e s e s s s e e e e e s e e s s e s s s e s e s e s e e s e s e e e e e e e e nnnens
What is Strategy? ....eeeevvieeeeiiee e e,
Features of Marketing Communications STrateZY ......cccveeieiiieieiiiieeeciiee ettt e st e e rre e eerae e e e aaeeeens
Marketing Communications STrateZY PrOCESS ......c.ueeeeivieeieiieeeciteeeeciteeeertte e e estteeeestreeeesataeeseasaeeessseaeans
Marketing Communications Planning..................
CASE STUTY .eeiitteeiee ettt ettt et e b e e s bt e bt e e bt bt e e b et e bt e s b et e bt e e be e e bt e e be e e bt e e beeenee e beeennee et
11. Integrated Marketing CommMUNICAtIONS......ccccviiiiiiiiiiiiiiiiiiiiiiiiiississssssssssssssssssssssssssssssssssssssssssssssssssnns 52
Components of Integrated Marketing COmMMUNICAtIONS .....c.eeriueiiiieiiiiiieeie e 52
12. INtEractive Marketing........ . i s s e ernee s e s s s s e e nnassssssssssesnnnssssssssssennnnssssssnnnes 54
What is INteractive IMarketing? ... it e e e e e s s e artbe e e e e e e e e nbaaaeeeeas 54
Example of Interactive Marketing
13. RESEAICKN .. s s 56
What is Marketing Communications RESEAICN? .......ccciiiiiiiiiiiiei et e e e sbrare e 56
Challenges of Marketing COMMUNICAtIONS ......vviiieiiiriiiieee ettt eree e e e sere e e srre e e e sate e e eeeeeeeseaeeenas 57
(0] o [=Tot d V7T o}l =Ty T Y ol o SRS 57
14. Corporate ComMMUNICATIONS. ....ccuuuiiiiiiiiiimuiiiiiniiieenuiiiiiiiiemssssssssirmsssssssssssrmssssssssssssssssssssssssssssssssnss
What is Corporate Communications? ..................
Why is Corporate Communications IMPOrtant? .........ccooeiiiiiiieei i e e sraareee s 59
How does Corporate Communications WOIK? .......ccuuiiiiiiiiiieiiiieeee e e e ee s e e e e e seirarr e e e e e e seannnees 60
Types of Corporate Communications...................
Tools of Corporate COMMUNICAtIONS ........uuiiiiiiiiiiiiiieiee e e e e e e st e e e e e e s enbar e e e e e e e s asbaaaeeeeas
Responsibilities of Corporate CommUNICAtiONS .........uviiiiiiii e e e e e e eeaaeaes
Marketing Communications Vs. Corporate Communications
15. Brand ManagemeNnt .......cccceeeieriiiiisisssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssnns 63
WAt iS BIranm? ...couieeiiieiieeeiee sttt sttt sttt st s e e st e st e sa b e sateesabeesaseesabeesaseesabaesaseesabeesaseesabeesareess 63
What is Brand ManagemMENTt? ........oeeeciiieieiee e ciieeeeitee e seee e e st e e e rate e e ssneaeeestaeeeestaeesenseeeesnsseesansseeesnnnnes 63
iii
| ptutorials ol



16.

17.

§

Advertisement & Marketing Communication

SalieNt FEAtUIES OF BIrand ......coiuiiiieiiiieeiee sttt sttt st st s e e sabe e s beesabeesabeesabeesabeesareens 64
BIand AT DULES .. eeitii ittt ettt sa e st e st e e st e e s be e s e e et e e s be e s bee s beeebee s beeebee et 64
2T Lo [T gVl o o Yo cE -SRI 65
Brand POSITIONING ..c...eeiiieiiiieiteeie ettt ettt et s bt e st e st e e bt e st e e eabeesabeeeneesabeeeneenane 66
Marketing vs. AdVErtiSiNG......cccceeiiiiiiiiiineriiiiiiiinieiree e sssss e ssss s s s s aasss e s s s e s s ssnns 67
What IS AQVEITISEMENT?..cii ittt e e sttt e e sttt e sttt e e s sbteeessbeeesaseeessnbaeesesreeesnnseens 67
What S IMarKETING? .e.eeeeiieeee ettt ettt ettt e st e st e st e sabe e et e e sabeesabeesabeesaneess 68
(000701 =T 4 0T s o T =T VN Y U L= Y 70
What are CoONTEMPOTary ISSUES? .. .ceceiiiieeeiieeeittee e ettt e seteeeesteeeeetteeesassseeessseeeestesesasseseesnsseesasssseesanseees 70

iv

tutorialspoin



Advertisement & Marketing Communication

PART |I: ADVERTISEMENT
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1. INTRODUCTION

e Are you planning to promote your newly started business OR just want to buy
a new smart phone?

e Are you looking for the best university for your higher education OR just
hunting for a career counselling institution?

e Are you looking for a bride/bridegroom for your marriage OR just hunting a
holiday spot?

Whatever your requirement is (of such kind), the answer is:
Advertisement,
Advertisement, and

Advertisement

—

U

In today’s world, all of us are under the influence of Advertisement. Starting from
buying the kitchen grocery to children’s study stuff, finding holiday spot to watching
movie, selecting restaurant for dinner to booking Banquet hall for the special events,
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searching educational institutions to hunting company for the jobs almost every act
is guided and decided by the advertisement.

What is Advertisement?

Advertisement is an efficient and effective technique to promote goods, services, and
ideas. It is paid form of non-personal communicating business information made for
the potential customers. Normally, it provides the valuable information about the
advertising firm, quality of its products/services, and place and time of availability of
respective products/services.

Advertisement, which literal meaning is “to turn the minds of ... towards,” is derived
from the Latin word “Advertere.” Over period of time, it became the key for the
success. It promotes and supplements selling of products, services, and ideas to a
great extent. The most interesting part of an advertisement is - it carries factual
information with fascinating emotional appeal. So, without advertisement no business

can be even think of.
paid communication
a technique of
success creative process

/

Advertisement is
. —_— “ee
media dependent BB o non-personal
communication
execution of marketing
creative idea technique
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/ y What is Buzz?

' The literal meaning of “Buzz” is — “a low, continuous
‘ & humming or murmuring sound.” In the advertising
;,

240

g

sense, it is a technique of marketing. It is getting viral
these days. Buzz marketing technique relies upon the
power of one-on-one personal messages.
‘ It is believed that word-of-mouth holds more
[ weightage with  consumers. Buzz Marketfing s
| perceived as impartial because suggested by the
relatives and friends (whom they trust) and not directly from the company. Social Media
is the most energetic vehicle of buzz marketing.

Objectives of Advertisements

The fundamental idea behind advertisement is to increase the business by selling
goods/services. Besides, there are many other objectives of advertisement,
significant of them are:

e To promote newly launched products among the potential customers.

e To promote personal selling program.

e To aware maximum people about your business in a short period of time.

e To enter in national or even international market and motivate new group of
customers.

e To enhance the goodwill and build credit among the customers by promising
to provide better quality of products and services, etc.

Advertisement Process

The ad we see in the newspaper, magazine, and roadside hording or watch on
television or on internet involves different stages starting from the planning of an ad
to its execution. In addition, it also involves groups of people specialized in different
fields. For example, experts of management, copyediting, creative writing,
photography, videography, acting, etc.

Following are the fundamental stages to develop and execute an ad:

Typical Work Flow in Agency

e Idea briefing to an Ad Agency

Beginning Stage e Internal discussion

@Fv?qﬂals 0in



Development Stage

Execution Stage

Post Execution

Advertisement & Marketing Communication

Market research relevant to ad (to find
competitors, customers’ behaviors, & target
audiences)

Media selection (print, electronic, or outdoor)
Setting budget

Designing and creation of Ad (creative/copy
writing, filming, etc.)

Internal review/editing

Presentation to client and taking his final
approval

Final production of ad

Pre-testing

Approval from the concerned authority
Fixing the time and place to release the ad
Media Scheduling and media booking
Handing over to media to make it live
Media release monitoring

Judging the performance

Noting customer’s review

Market response

Segments of Advertisement

Following are the three major sectors of Advertisements:

e Advertiser: Business Organization or other individual, who wishes to
advertise his products, services, or ideas.
e Ad Agency: It creates innovative ideas and develop an attractive and

meaningful ad.

e Maedia: It offers substantial and effective medium to advertise.

Medium of Advertisement

While planning to advertise your business/product/idea, you also need to decide what
medium would be the best suited to execute your ad. You can even choose multiple
medium from the list given below:

@F&*!—?ﬂ@!ﬁ i
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= Broadcast/Electronic

o
<
Y
£
Q)

oy

=
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Q
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<
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£

=

5
\Y

=

Print Media: It is one of the oldest, but still popular medium of advertisement. It
includes, Newspaper, Brochures, Magazines, and Fliers. It is the low budget medium
of advertisement, but the rate varies to a great extent depending upon the:

e Geographic location (city, town, etc.)

10
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e Brand (of newspaper & magazine), and
e Space (how much & which part of the page you are booking).

Broadcast/Electronic Media: It is the most advance and fast media, which reaches
in the remotest regions of the world in fraction of minute.

11
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ews

MEDIUM OF ADVERTISEMENT

It includes Radio, Television, and Internet. Since, on television and internet, video
and audio can be shown; therefore, it is the most popular and effective medium.

Outdoor: It is the cheapest, but effective medium. It includes Hording, Flags,
Banners, Billboards, motor vehicles, Building/Fence Wraps, Events, etc.

12
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Outdoor advertisement are being used in various ways to increase the brand
awareness and the promotion of products/services.

Sl el . What is advertisement process?
Progress . How is advertisement the most

essential feature of a business?

o What do you understand by

‘advertisement media?’

o What are the objectives of

advertisement?

13



"Some of the ads published either in the newspaper or shown on the television
fascinate people in very first look, in spite of the fact that you don't need that
product.”

You know WHY???

It is only because of its beautiful design, communicative development, and
fascinating execution. So, design is one the most fundamental features of an ad.

MERLOT
GOES WELL WITH
POULTRY.

AURORA
M

s

What is Advertisement Design?

There is neither a magical formula nor pre-defined rules to combine lines, colors,
images, typefaces, and other graphic elements to create an eye-catching ad.
However, desigh depends upon the requirement of the client and features, functions,
appearance, and nature of the product.
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Advertisement & Marketing Communication

End of ebook preview
If you liked what you saw...
Buy it from our store @ https://store.tutorialspoint.com
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