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mwwen o the quistion No:1 (a)

ﬁq_@'?ﬁi— Adverdisfh& is any paid promotion
of a F pnoduo} genvice on idea. meant to
mfluenpe ome on mone people.Jn com take
place om geveral mediums, sueh ar prumt |
nadip, {elevision omd cHaHa.l media, The mam
goal of adven’risi'n& is 1t persuade  gommaore

to buy o progeet on penforim om aekom.

The  basie model of eommunioadion procen: Pn

te baric Gommmumcalion model, the Semder

enceden, message ond  Hramymits e

massage Hrough commumtcation chevmely like
verbal (Fape -to -face , over telephone , video Callg)

and mon verbal (Newspapeus , lettes) for

Sen&“ns_ e amage -

The  Gompoments  Involved m the SuGGGMPul

I‘mplemeh‘mﬂon of the boxria eowmumiea



model ate an follows —

1) Senden — ‘Who sends the memage

) Eneoden = Tramslaten memager, mto  Symbols
like wondy, pleturen Sounds efe,

i) Chanwel o medium - F  wred fo  {ransmit

mexage Some Ghoamels ane +aee - to -face
Commun eation , Over el ephona , letteny, television,

Newnpapervs , Radio cto.

iv) Decode — Receiven decoden thase saumboba

to undestend what e cenden wants fo say.
v) Receiver — A pewsom who recelver . wenage.

vi) Feedback — N’fen rzeC’@iw‘"ngr a memage ,
M neceiven Sends feedback Yo the sender,

omwen ond what he  undestondy Prom  the

'mejvsaga.

Sometmun ise Is abyo  port of the

Conomuniation proeesy ond it distun b);,
P l"‘ ' n



menage ond it will be difficult Por the
neceiver o undewtond the exact mamage

that the  Sender wants o send.




Anvwer o e gquustion Nod (b)

The Pmblemb with a\oloal advercHsfn& one

é\'ve"n below :

o) Diffenencen in  oultune, manket and
economic development make i diffreult o
upe globol adveRJﬁSf'n%-

b) Comumex meeds  omd usage  patteravs
oPten vey bé‘ Qowx4aaL o e gion.

C) Med o ‘availabili%c or uxage may vy by
Qowm‘n% oL hegion

O Legal  roinictions may omake P difPioult
40 develop an effective univesal appedd .
Te  problemy, with 8\0\001 OAVQYL'“S\"YI& with

propert  enample .

Adomobile: Automobile mamufactunery m the |

United  Stater hove <made several motoruow>
P10




aclven’rish\g, mgkker that have been well-

pub\ie\zfn&. Genetal  Motorn leanmed aQosH&
lesson  when it imbb-duced s Chevroled
Nova. 4o the puerds TRican ~warket . Although
“mova' wmeaws 'sta® M Spom-im», when It
spoken, it soundn ke “NOVA" which meams 14

doornt go. Few people “wamted To bug a ear
with that wem\in&.\dhem GM e\'\am&ecl the

name  to Qawtie, Sales pieked up dre-

-mah‘@aﬂa :




Anvswer 4o the  Quention IVo:2 (a)

T problemy |m Media plennimg: Ta.  prioblems

m  media Plamu"ng ane 8ive”n below -

@) Measunment  problem: Meagure  problem

oceuw>  Frequendly  ond only estimate ane
ovaibble.

b Laek of mfonmation: Laek of n Branadion

| obot monkels omd megn'o.,'no{- measuned of
too qw‘@kldL.
e) Fneomirdent temnino bgy: Gneomsistent

han'moloadw)uall& orised  From confueim  of

ek of olandand Measurements.

d) Time ﬁpn%uﬂetm Premwte resulty

decisiony bef'na, made  without  proper -
P\om'm'ﬁna_ ’omcl o:nal%sa‘s.

Pl'l‘ |é




Some of the problems of media  ploming.

dhat com make plawm"n& diffloult or
dimmish it effectivenes . Although these
problems  @mpligae tha media deaision
przoeemdhe& do Mot render it om en*ineld,

Subgeet exenarse.

Vevelpimg. o Media.  plom

1) AnaLgLie the manket: Market omal&sfs detenming,

who Hour oudienCe g - mone gpecifi @all& , the
wmber  omd ‘lgpe of 'people Hour adve;LHsfva.
il ﬁn&e’c. Vou wa»iP& Your audience
-H\rwu&}, o Sevey of QmLe&om'eb such an

08e 5 Sex, im@ome » oceupation , ete.

2) Establich wmedia  obgeetiven: The media

obgeative i the godb of the media ol

’TO @S""Qb“gl'\ ~H'U‘S Obdeeﬁve )aom ‘Ynuj)"_‘
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defertming  Your goal for rteach , frequency:
einauolodion , Cost omd penetration . Reath ig
the  amount of  people +he message 18

i front o over a period of Hme.

3 Develop media tha‘regﬁi Selee+fn<7, Relevant

Medla  Chavmel (3) Media plammers hove @hoicen
when i+ oomen o the chammel or ehormelg
'}h% Select i QhanFnéz, o plece of content,

9 ﬁmple'mevnjc media th’reg‘d'. Medio. plawmhnd,

s most often dome by media. plamens at
adverhsing agenelen, Medio.  plomey Must wonk
with media bu&evw ond the elient ohgan 2ation
to develop o glnakegy b maximize ROl on
medla  gpends.

5) Evaluate penPonmomeetéjr @om bnidaq the

gap be tween  buyimess E’npeQ\-a‘h‘oTU) ond

P+




octual  outeomen an  well an help
emp\oaeej) all'am with  He  bwyjmen aoalb

dou set . E'mplodee - performomee. evaluation

keep.% traek 0]0 Pnoanejy).




Avwen 1o -Huz‘ quextion No: 2 (b

__ghavmel wed to mPfluence the  eommumication

proeen : The chaymel or  medium wed o
Commumicate a Mersage affecty how the audience

will  receive the meage, Cormund Caliom  Gharymels

Can pefen b the methody we wye to Commumicalior

an  well o» the  gpeefio tooby we use i Hhe

Communieation  procen,

Communication  Chavmel Communiealion chomele

ore o +&pe/>'.
o) pevonal  Ghamel)  and
b) Non pewsenal ehoamels .

o) Peryonal  Ghoamelg ¢ Perrsomal  chaamels  imvolven

drreect, im’renpem;omqi (face 4o face) eontnet
with - individuals o group. Saler people senve

ar  pewmal choamels  when %hea, Jeliver

Pto |



thet  saler  messages, goeial ehoamels , such a»
friends Pamﬂ& and @o- wonkews, Can be a
powenful pewonal Sounce of fforrmation
ﬂmough what 13 Gommoml% referred o

an  wond - of mouth eommual ation . Mamy- eompamies
wornk 1o genenate poritive cwond - of - menth
discwnion forn thairn @Umpmru‘ebv ot bromd.

b) Nem Peﬂscmaf @hovmely: Non pewonal @Chaymels

ane those Ahat Caniy & Message without a

penconal Confaet between sender amd neceiver.
Nem pewonal  chormels  ane gemerally. refenred
T a» mam wedia,and Mmolude vaniows Porama

of pumt omd broadoast meda.



Avwen 4o the quention No: g

Buzz mankeh"na 2 Buzz IY)ankeJrf'na, s a vinal

'rnanke{%n& teohmique foeuved o Tneximizing

the  wond - of -mouth protential of a Gomp aign

ort  phoduet . There Shrategien Com  spun

QomversaHonwy omong. eoslmen’s fumily  amd
fuéendy  on IQﬂaej‘L*S'@ﬂle d‘isauw'mr‘w on Soeial
media.  plotforrms,

The a&vaﬂha@ ond disadwmhaen of dineot
'ma'n’k'e’r|‘~n<qf and Solen  promoHon  are 8iven below:

The oévcm’roﬁg) of dinect 'manke'h"’na‘.

o) Seleotive meach: Seleetive neath , which lets +he
odvertisen neach @ kUL%e number of  people
while 'mf'nimi'u‘m& wante Covenag.

b) Segmented _capabilitien: Bared of geographie

anea, oeeupation, demog o phien > Job ttle omd mons,

' P 1,0



Q)Fnea,ue*nga, protential : Which means how

oben the taget matket is expored to the

ad.

d) Henibflﬁ;nd Qneajrl'vi{& is  lmited anléf by

the y‘-magn’naﬁow of the person ereting it and
the medim bet"ng, wed.

e) wa‘na'. Direet 'manke’ﬂ'w’\(ar matedaly  @am

often be put "haaejrhe)t ond  distnibuted qui okly,

unhke otherr medla ewhich may  nequine long

Tonge plamfna ,

The d\'sadva"n‘raam of dineet mankeﬂi

0)dmage fachny: Te Mail segment of this

r'ndw)'ma, of often neferned fo an gunk mail,

and JuoK  emaily fane mo betten.

PO |



@meaodi@amptdemw*iom han 8nm4l(uf

pmproved  the ageuraey and cunnen gy Wats .
but the CGost of 8@0&%& a leod (ovm be
expernrive, dependin& on the Qual»%& denined.

g_}_@aﬂkn% Supporl: Mood erestion js  |mited

o the Sunnoundfﬂg, pPriogrom ond /on the

editoial @omtent.

d) ‘Rn‘sffna Cost: As poshl raten and pnint

Coste  merewe , direet il profits ane

mnmedi m‘e)gr m pacted.

The odvomtager of saler promotion:

=

o)Helps 1o Diffenentiate! Ong of the most

rmponfant  aspeets  of & caler  promotion s

Qnen“'n% difPerentiation.

I

b) Createn Oppon\‘uwﬂ‘, o commumiCation’ Event

04 ol



Gompony. should hove aplom for sale
promotion. Whether Jou sell  products on

Senvieey, &ou meed o Create. ecommumication

opportunitien with your eustomers.

:@ promoten  wond=- of = mouth: The "most  hmporctant

Peature of saley promotion is wond of mouth.
Most  people  trunt the lomly omd reeemmendatis
of people that they  know, pan}f@ulaul& when
it @omer, +o gmme%ng, e o produet or
serntyice, '

The diSadmﬂEaeJ) of galen Pnomoh'o'n'. -

®) grorcaped semi%{vi{& T pruce Change: A
Covrmon disodvm{-agye of s Shw.’rea% i that

the ocwlomen  be eomen more  priee  sewsitive

and will oK o a waa, v Soave MOVEY 5 |

P40 F



even P it doeomt offect thein quality of
e,

b) Shont temm Qinm‘e& g Salen priomotion is

b
Lot wrm ey

ot a long -tenm solutiom. 3t should be wred to

ewuwre fmmediale  Sueeers, but is shouldn't
be the omly fewr of Your m»anke}q‘n& strateg y.

@) Saler  promotion wight w0t be able to Chamge

Ruytomen pereeption: One of the b%a@:{- mistaken

that  eompomien make s to think that

pn@)eﬂ‘r'm& o promotion will treorfonm a

ecurlomes  opimion  about thein  prieduet.




