



ADVERTISING MANAGEMENT AND SALES PROMOTION 

UNIT I 

[bookmark: _GoBack]Advertising is a form of paid communication used by organizations to inform, persuade, and remind customers about products or services. The main objective of advertising is to create awareness, generate interest, and ultimately increase sales and brand loyalty. Advertising objectives can be informative (introducing new products), persuasive (convincing customers to prefer a brand), or reminder-based (keeping the brand in customers’ minds). The advertising process begins with identifying target customers, setting clear goals, designing messages, selecting media, and evaluating effectiveness. Market segmentation plays a crucial role by dividing the total market into smaller groups based on demographics, psychographics, geography, or behavior. This helps businesses focus on a specific target audience, ensuring better communication impact. Message development involves crafting meaningful content that connects emotionally and logically with the audience. Copy development refers to writing attractive headlines, slogans, and body text that grab attention and influence buying behavior. Effective advertising copy should be clear, creative, persuasive, and aligned with brand identity. The success of advertising depends on understanding customer needs and delivering the right message at the right time through the right medium.

UNIT II

Media plays a vital role in delivering advertising messages to the target audience. Mass media includes television, radio, newspapers, magazines, and outdoor advertising, each having its own advantages and limitations. Media selection depends on factors like target audience, budget, product type, and campaign objectives. Media planning involves deciding which media to use, how often ads should appear, and when they should be shown to maximize reach and frequency. Scheduling refers to the timing of advertisements, which can be continuous, flighting, or pulsing depending on marketing needs. Social media advertising has gained importance with platforms like Facebook, Instagram, and YouTube, allowing businesses to target specific audiences with personalized content. Web advertising includes banner ads, search engine marketing, and display ads, offering measurable and cost-effective promotion. Integrated advertising programmes combine traditional and digital media to deliver a consistent brand message across multiple platforms. Budget planning is essential to allocate financial resources efficiently among various media channels. It involves estimating costs, forecasting returns, and ensuring maximum effectiveness with minimum expenditure. Proper media planning ensures that advertisements reach the right people at the right time in the most economical way.

UNIT III 

Implementation is the stage where advertising plans are executed into action. It involves developing advertisements, selecting media channels, and launching campaigns according to the plan. Effective implementation requires proper coordination between different departments such as marketing, creative, and finance teams. Coordination ensures that all activities are aligned with the campaign objectives and deadlines. Control mechanisms are used to monitor performance, identify deviations, and take corrective actions. Advertising agencies play a significant role in this process by providing professional services like creative design, media planning, and campaign management. These agencies act as intermediaries between the company and media platforms, helping in efficient execution. Advertising agencies can be full-service agencies or specialized agencies focusing on specific tasks. Organizational structure within agencies includes creative teams, media planners, account managers, and research analysts. Operations involve briefing, brainstorming, developing creatives, client approvals, and campaign execution. Proper implementation ensures that the advertising message is delivered effectively and achieves desired results. Without coordination and control, even well-planned campaigns may fail.

UNIT IV 

Sales promotion refers to short-term marketing activities designed to boost sales and attract customers quickly. These activities are used when companies want to introduce new products, clear excess stock, or face intense competition. Sales promotion can be directed towards consumers (consumer promotion) or intermediaries like wholesalers and retailers (trade promotion). Consumer promotions include discounts, coupons, contests, free samples, and loyalty programs that encourage immediate purchase. Trade promotions include incentives, bonuses, and discounts given to dealers to promote product distribution. Planning sales promotion requires identifying objectives, selecting appropriate tools, and defining the target audience. Budgeting is important to control costs and ensure maximum return on investment. Implementation involves executing promotional campaigns effectively through proper communication and coordination. Control measures help evaluate the success of promotions and identify improvements. Sales promotion is highly effective in increasing short-term sales but should be carefully used to avoid damaging brand value. When combined with advertising, it creates a strong impact on consumer buying behavior.

UNIT V 

Control in advertising ensures that campaigns achieve their objectives efficiently and ethically. Measuring advertising effectiveness involves evaluating whether the campaign has increased awareness, improved brand image, or boosted sales. Various methods like pre-testing, post-testing, surveys, and sales analysis are used to assess performance. Advertising effectiveness can be measured in terms of reach, frequency, recall, and conversion rates. Ethics in advertising is an important aspect, as advertisements should be truthful, non-deceptive, and socially responsible. Misleading advertisements can harm consumers and damage brand reputation. Economic aspects of advertising include cost analysis, return on investment, and contribution to business growth. Advertising also plays a role in economic development by increasing demand and promoting competition. Social relevance refers to the impact of advertising on society, culture, and values. Advertisements should avoid promoting harmful stereotypes or unethical behavior. Responsible advertising helps in building trust and long-term relationships with customers. Proper control and evaluation ensure that advertising efforts are not only effective but also ethical and socially beneficial.
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