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=: CHAPTER - iv :-

= • Presentation and ^nalyols of Data :

Introduction

In this chapter, the data collected In reoponce to 

questionnaire is sumraariced parttwice and in some cases it is 

in a “tabutar form.

All the tables are enclosed in Appendices under 

alphabet A with serial number given to each Table e.g. For 

Table po.l - Appendix No. Ag .

Appendix No. Ap refers to List of publicity organi

sations in Kolhapur city.

Questionnaire ;

Part; A Questions under part 'A'

Question HQ* 1 (A ) :-

Question No. 2(A)

Question No. 5(A) ;-

Onestlon bo.4 (A ) ;-

Seeks to know the year of establishment 

of advertising agencies.

Is intended to know the location of

head offices and number of branch off icon 

of reporting agencies.

is framed to know the form of organisa

tion whether it is propritery, Partner

ship, public Ltd. private Ltd. 

operative form.
lrj ; in

is to know the number of execimives, /^J
Vv .y lx /

technical and office stagf.
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Question No. 5 (& ) :-

Question HQ. 6(A)

Question Mo. 7(A) :-

= 75 =

is Intended to know the a**e*act organi

sational structure of advertising agency.

Is framed to know the billing figures 

approximately which are taken as an In

dicator for assessment of size of publi

city organisation.

&R3fc is designed to know which type of 

clients are coming to secure the busi

ness whether they are from public sector 

or prfcvate sector.

' Part 1B1

Questions under part 1 B'

Question Ho. 1 (B)(1) is to know the organisational set up

for looking after agency- client rela

tion oh in.

Question No«S(B) (11)Seeks to know how many clients an

executive looks after.

•M. PHIL- 
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Question Mq.P(b) is designed to know the nature of

industries which go for hiring the 
services of agencies.

Question ho.5(B) (1) ;- Seeks to know the procedure or method

adopted for securing the business. 

Question No.4(B) (1) :- is fromed to know the usual system of

charging the client.
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Question NQ»4(B) (li)is designed to know the type of services

which should be rendered to clients of 

the charge is 15$.

Question Ho.5(b):- is to know which extra services are

offered to clients in different areas

i.e .Marketing,Merchandising, Public

relation, Trade promotion, Pesearch and 

product Analysis.

Question Ho.6(B) is intended to know the appropriate

time reauired to mould first informal

contact with a prospective client into 

a formal contact.

Question 7(B):- Considers the strong point fs) over

complet iters.

[part T
I Questions under Part • C •

Question Ho.l (C ):- is designed to know the procedure for

chalking out an advertising plan.

Question No.2 ic);- is to know the nature of medium, or

media Hcessst used by reporting agencies.

Question No. 5 (c) :-

Question no.4(c)_:-

Question No.5(c)

is designed to know media selection

consideration by reporting agencies.

Seeks to know what arrangements agencies

had for buying media space/time

is designed to know theme /appeal 
selection considerations by reporting 
agencies.
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Question mo. 6(c):- Seeks to know conoidorations for

copy - writing.

Question po. 7(c):- is designed is know the methods of

pre-testing the copy by Agencies.

Question No.8(c) is framed to know the considerations

for preparing a layout.

Question No. 9(c) is designed to evaluate acci an adverti

sing campaign with critena and. proce- 

d ur e s.

1 Part 1D1 I Questions under Part 1 D 1

Question No.l (D) :- is intended to know their views on getting

themselves advertised and reasons for 

the m.

Question po.i?. (D) Considers the problems faced by agencies

in the course of business operations.

: - Qmutdorix-’tr): itenmwadTDrt-i'

41. PHIL. 
IN

3EMENT Question NQ» 3(D) Seeks to know the suggestions concerning

this research works and invited them to 

c o.mment on this study.
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= : Organisatlonal Profile : -

In this section I have analysed organisational aspects 

of advertising agencies which include their period -wine 

establishment ,location and concerntration,form, of ownership 

size of agencies as indicated by billing figures, strength 

and nature of workforce and structure of organisation as per 

the data collected by different publicity organisations.

1, Establishment:

( Please refer to Question No. 1(d) )

On the perusal of Information supplied by various publi

city organisations, I found that the^e is only one organ! - 

oat ion which was established an long back an in the 1940‘s .

It was the period incidently, In which, publicity organisations

had started coming up in Kolhapur city.

On the other hand, our sample also included various 

agencies which were established an recently as in the 198P-05 

also.

To show the period, wise establishment of reporting 

publicity organisation. Table wo.l is prepared. (Please refer 

to appendix No. -6 )

Thus our study Included both old as well an new agencies 

The first publicity i.e. Jayendra publicity wan started in 

1940 -41, in Kolhapur city.

Table No.l shows that the major spurt in the establish-
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mont of publicity organisations was witnessed in the 1970's 

although new agencies were cohering up in each period. There 

would be several reasons for this large growth, one of these 

could be that increased industrial and business activities, 

as a result of various developmental plans,resulted in incre

ased demand for advert is inn: activities.

2. Location and concentration :-(Refer to Quest!on No»?(* )

One of points in which I was interested to learn was 

about the concentration of advertising agencies.

Response given to this question by reporting publicity 

organisations shows that publicity organisations in Kolhapur 

city wore mainly concentrated in the centre of the city.They 

have no branch offices at all- Kpny publicity organisations 

are concentrated in their premises only.

These are concentrated at places like Shahupurl, Ra jam- 

purl, Bagal ehowk, bazar gate, Mahadwar read, marabai road, 

and also near shivaji 3tadlum etc.

Z. F or m of Owner oh jp ( Refer to cuestion Tio.gfi) )

Like the evolnation of other industries and organisation' 

in Kolhapur C ity ,ad .agenc ies or publicity organisations ,were 

also following more or less the same pattern.

Response given to this oucstlon shows that most of the 

reporting publicity organisations are proprietary in nature 

and very few are in partnership. There are no public Ltd. 

private Ltd. and co-operative advertising agencies in the samp! e.
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4. The publicity OrganisatIons work force: (Refer to euestion----------------------- ------------------------------- ?T(^ 4 (K) j

The study had also intended to learn about the strength 

and nature of work-force in the publicity organisations. Acco

rdingly, the hi format ion regarding total number of employees 

together with their breaking into executive and non executive 

categories were obtained. It may be mentioned here that out 

of the 10 reporting publicity organisation C did not supply 

any information in this respect as pr opr iter being the only 

person who is handling all the work. It means that all so~t 

of work is done by him or temporarily from others l.e. arti

st leal work is done by artist if propriter himself has not 

Idea about art.

On the basis of responses given by 4 publicity organi

sations to question tjo.4(A) I have prepared a table showing 

distribution of employees of reporting publicity organisations. 

( Please refer to Appendix No. A4 for Table wo, P. )

The number of executives and non-executives including 

technical and office assistants gives the total number of 

employees working in publicity organisations.

Wl. PHIL. 
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As per the table No.8 the highest figure of total 

number of Employees are seven in Jayendra publicity irobt 

including P executives and 5 non- executives of which P are 

technical assistants and z are office clerks, Thin is the only 

publicity organisation where two executives are employed.

Then in Chandrakant publicity total number of employees
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are 6,out of that 1 is executive and 5 are non executives of 

which one is technical assistant and 4 are office clerks.

In Advantage publicity total employees are Z, out of 

that one is executive and other two are technical assistants 

but in sudin publicity there is one executive and 9 office 

clerks or assistants means he is getting his technical work 

done through outsiders.

The one of the objectives of the study was to find out 

the ratio of non-executives to executives toTf'have an under

standing of the utilisation of manpower by publicity organi- 

sat ions.-}

5. Structure of A gene les ;-(Refer to Question Mo. 5 (A)_\

One of the Important objectives of this project ms to 

learn about the nature of functions being performed and ser

vices which are rendered by publicity organisations in Kolhapur

city. Accordingly I studied the organisation structure of the 

reporting publicity organisations as it in the structure of 

the organisation which very often in the indicator of functions 

being performed and services being rendered. It may however, 

be stated here thatxa&sc a large number of reporting publicity 

organisations ( 9 to 10 ) made no mention what no ever of * 

their structure.

There was no response to this ouestion by all publicity 

organisations except jayendra publicity. It meansthat these 

publicity organisation have no dofinate structure, an the 

pr opr iter himself is working and acting as a one-man- show.
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Jayendra publicity mentioned that they had a general or 

formal structure which could be anybody>s guess. Por organisa

tion chart of Jayendra publicity please see appendix Ho. A 5.

The moot common departments were those of Media, Account 

Art and production which were present in only one agency l.e. 

ja yen dra publ ic i ty.

6 . Size of Agencies; ( Befer to Question No. 6 (*) )

I was interested in making an assessment of the size.

Hie billing figures of various publicity organisations were 

taken as an indicator for this purpose.

It may be mentioned here that M the 10 reporting publi

city organisations 2 did not give any information in this 

respect i.e. Sadhna and Sudln publicity.

Another publicity l.e. Ad-vantage publicity did not 

give figures for all the three years asked for, he gave the 

figures for two years as this publicity was started in year 

1982.

The billing figures for other publicity organisations 

were averaged out. Q152 the basis of responses given by report

ing publicity organisation to Question No.6(A) 1 have prepared 

a table which gives the number of publicity organisations 

Sa&Hasx falling on different categories on the basis of their 

billing figures. (Please nee Appendix Mo. A6 for Table wo.

5 (1) ).

An attempt was also made to classify publicity organ!-
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nations into email, medium and large categories. A publicity 

organisation with a billing upto Rs. 1 lakh was considered 

to be a small one. One having a billing of Rs: 9 lakhs was 

a medium one and publicity organinations having billing 

more than Rn; 9 lakhs were classified large.

For the Information relating to size of reporting publi

city organisations I have prepared another table ( Please see 

Appendix Ho. A 6 for Table Ho. 5(ii) ).

Table Ho. 5 (il) shown that majority of the reporting 

publicity organisations were madktostx small whereas only, One 

publicity organisation wan large with billing of rs. 9 Lakhs 

and above i.e. Jayendra publicity.

7 • Type of S&gg Clientele : ( Refer to Question No.7f&) )

The reporting publicity organisations had varied typos 

o£ clientele. The respondents were specifically asked to state 

whether the majority o'1 their clients belonged to the public 

sect or, ( Government of India and state Government ) or the 

private sector ( Operating at natlonal/reglonal/l.ocal level ) 

The result of this ciuery has been presented in tabular form.

( Refer to Appendix A7 for Table Ho. 4 )

Thin table shows the clientele of Reporting publicity 

organisations. It shows that a large majority of reporting 

publicity organisations i.e. 10 served private sector clients 

operating at local level. Government of India and state 

Governments each were not attended to any of the publicity



r
A STUDY OF MANAGEMENT AND OPERATIONS IN SELECTED PUBLICITY ORGANISATIONS IN KOLHAPUR CITY

= 82 =

organisation.

Tne data is collected from the responses given to this 

ouestion with help fr* of giving statistical marks Cor counting 

the number of publicity organisation at each level i.e .MatIona 

Regional or local level.

• • (ftart >p|_: Account Management;

This section deals with how business is secured by 

agencies and considerations involved in it, time lag between 

a contact and a contract; the organisational set up for client 

services, services rendered, mode of remuneration; and types 

of clients.

%• Organisational set-up for client services;^

( Refer to Question wo. 1 (B)(a)(b)___\

"T
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Different types of arrangements exist for handling the 

business. Che of the most popular forms is that the account 

executive devotes either full time or part time in looking 

after clients, depending upon the volume of business.

But in Kolhapur city mostly in all publicity organisa

tions the propsr it or himself aots as client -servicing exe

cutive. In some cases clients approaches the proprltor. But 

only in Jayendra publicity there is personal contact by 

executives, i.e. Chief executive — Accounts Executive — 

Client. In some publicity organisations there is personal 

contact by proprltor to study the requirements of the client
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and also far overseeing and co-ordinating various activities 

relating to clients business with the publicity.

b) Regarding how imny accounts an executive could possibly 

handle at a time, the respondents reported that the a most 

of accounts handled by on account executive in case of jayendra 

publicity and propritor himself in case of other publicity 

organisations varied from ?. to 4. It is also interesting to 

note here that one of the publicity organisation reported that 

in its case, ami pr opr it or handled 55 accounts, ghis however , 

prima facie looked ouite impracticable.

Qie the other hand, some publicity organisations rightly 

reported that it depended on the size of accounts or budget 

of client and hence, no definite figure could be given.

Still one of the publicity reported that the handling 

of accounts was a continuous process and thus it was not 

possible to give any concrete number of accounts or clients.

9. Type of clientele Refer to question ffo. 2(t\) )

As per the responses given to question wo.2 of part B 

the reporting publicity organisations had various types of

clientele.

A good number of publicity organisations( 8out of 10 ) 

reported that they had clients from almost every type of 

industry/trade and therefore no specialisation as such for 

particular type of industry/trade wan possible.

Tt may be categorically stated here that none of
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the publicity organisation3 mentioned that it dealt ocxwedr- 

excl naively with client a belonging to a particulars type of 

induotry.

The following list of industries would give as some 

idea about it — Manufacturers of much inary, machine tools 

oil engines, leather goods and Tiles Dealers in Readymade 

Garments, Press materials , text lies, vehicles, consumer dura

bles etc, Engineering products, Automobiles, Industries work

ing as ancillaries, foundries, soap industries, consumer 

products, Iron and steel industry, cooperative banks,Milk and 

Milk products, agricultural products, Transport, company's 

lodging, departmental stores etc.

10 . How Business is secured

( Please Refer to Question No. 3(B) (a) )

a) Out of 10 publicity organisation 8 reported on their 

business. A.s per the response given to this question, the 

most popular method of securing business( 4 out of 8) lias

1. PHIL. 
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been reported to be personal contact between publicity and 

clients. This is quite understandable since advertising ser

vices are highly personalised.

Only one publicity i .e. Panther publicity specifically 

mentioned that it was the client who approached them. The 

reason for that given by pr opr it or is that it is a reputed 

and only organisation in Kolhapur giving service and copy in 

all languages of India.

Some agencies ( J? out of 8 ) also reported, that they
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got their business after mailing Introductory letters or 

c ontac t thr ough correspondence .

One of those agency reported that they got their busi

ness by canvassing and other one reported that they got their 

business by written contract that the client will not give 

that business to other in case of credit facility.

Thus, one conclusion which could be drawn by this analy

sis is that securing business has been a two-way activity in

volving the agency fe and the client with the initiative mostly 

taken by the agency for making personal contact.

b) Considerations for Securing Business:- 
( Refer to Question ho. 3 (B)(b) )

It was not that every publicity organisation accepted 

every type of client ,Each publicity liad its own way of Judging 

whether a particular client suited it or not.

Ac per the responses given to this sueotion-- the fl^st 

StfcJt criterion ( ? out of 10) for selecting a client was finan

cial soundness and economic stability. This fact is all the 

more important in view of the fact that there were many cases 

of delayed payments and defaults In payment, go while securing 

the business the most important consideration is clients bud

get for advertisement.

The nest Important considerations were-

1. Clients approach and proper out look the concept of 
advertising.

p. Study of clients requirements and services which are 

expected.

mt. PHIL. 
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5. Daymen t capacity and credit facility.

4. Clients business must liave good establishment.

11. System of charging the client:-
( Refer to huest ion no.4(8) (a)

Response to ouestlon No,4(8)(a) of reporting publicity 

organisations shows that many publicity organisations uses 

press media only so while charging the client the usual system

adopted was------- Actual rates scheduled by Newspaper media

+ Art work and advertising material secured for.

In other publicity organisations, normally they charge 

as tiie newspapers charge and there is no service change, but 

In some cases service charges are charged only In specific 

cases requirements. In case of Hoardings It would be cost of 

total job which inclues rent, taxes, painting charges^proflt.

b) Services If charging on 15'' basis 
( Refer to Question 4 (B)(b) )

However, 15$ commission received from the media was 

still found to be the popular method of re mm era ting the publi

city organisations.

Further, the publicity organisations reported that if 

only 15$ commission was paid to them and no additional charges 

were levied, they usually rendered services like -- Assessment 

of proper media,media planning ;advise on selection of welia, 

handling and maintenance of advertising material, regular 

follow -up,try to find out reactions, planning and Scheduling 

of advertising dates at least for the current month, Designs



A STUDY OF MANAGEMENT AND OPERATIONS IN SELECTED PUBLICITY ORGANISATIONS IN KOLHAPUR CITY

8?

and block If required, credit facility, and only by some 

( Z out of 10) publicity organ 1 sat ions reported that they 

given the nervice of preparation of a good. copy.

18. Extra Services rendered by publicity organisations;
( Refer to Question po. 5(B) )

The reporting publicity organisations, it wan observed, 

offered a variety of usual nervicen. Mostly in volhapur city 

there are publicity units which are space buyer and no they 

did not give any extra nervicen i.e. marketing, Merchandising 

Trado promotion, Research and product analysis no ( 7 out of 

101 many reporting publicity organisations did not give any 

response to this cuestion.

The Kolhapur city, there in only one publicity organi

sation which is on the path of becoming kx big Advertising 

Agency. i.e. Jayendra publicity. The pr opr it or of this publi

city has given response to some of points under extra services 

and other two has also given some response i.e. singer and 

Ad-vantage publ 1c ity .

The Jayendra and Ad-vantage publicity gives extra 

services in cane of counter and window display and. counter 

giveaway under-merechandlsing, catalogues, under-trads promo

tion Brand name development,Trade mark design ,labell lng , 

and. packaging under_product analysis.

jayendra publicity offers extra services in particular 

cases i.e sales under marketing,Dealer promotion,Media Researc}- 

market suruey, market potential analysis under Research 

category.
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Qily anc publicity i.e. singer which offers and elves 

great imm*tance to publ ic relation and Audience research.

13. Time needed to secure the Business;-

( Refer to Question 6 (R) )

I was interested, in finding out the time lag between 

the first contact and the contract between a publicity and 

a client.

Out of 10, two publicity organisations did not inform 

how much time took to secure the business. Another response 

was that it depends upon urgency of a client and relation 

with the media.

There remaining f 5 out of 10) publicity organisations 

took a period of 1 to 3 months to formally close a contract 

and remaining (2 ) took a period, acnct of 3 to 6 months, to 

secure the business.

14. Publicity strong points over the Competitors;^

( Refer to question Tlo. 67 ( 8 ) )

It may be pointed out that 2 out of 10 reporting publi

city's did not respond to tills cuestion. Some of them stated 

that they served attractive layout, personal contact and cre

dibility.

The responses given by particular four publicity are 

as under-----in case of ....

a) Jayendra publicity -- personalised competent and versati: e 

services.

b) Singer Publicity - As he is good writer he can prepare

good copy
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o) A d-Van tag c Pnbl lolty ;-Thor ough under s1

of advert icing its contribution to raa? 

ability to write copy nutter with tar{ 

mind, knowledge of printing, phot ograp I

d) Panther Publicity Sharp and unimie 

designs.

e) S i no 1 iwa nip ubl lcitv The pr opr it or o:

Editor of Journal. &s a correspondcnt 

group he knows the departments of adv< 

it functions in newspaper.

part 1 G '

This section deals with how advert is li 

by the reporting publicity organisations, w] 

they have while selecting theme, preparing 

selecting media and how they evaluate the e 

advertising.

15. Planning an Advertisement( Please r 

No. 1(C))

It may be pointed out at the outset t 

2 out of 10 reporting publicity organisatio 

to this part of Questionnaire. For example 

point out that it was a business secret.

Other 5 out of 8 did not respond to t 

Question. In the case of most respondents, 

formation, advertising planning was done in 

clients. Two of the publicity specifically
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advertising planning process as-to access and fix up object Ivor 

Budget provision, clients philosophy and culture, product or 

service analysis, and targeted audience.

16. Media Planning ( ©lease Refer to Question tto.oCc) )

Media planning has been assuming good deal of importance 

of late. Media is the link between advertisers and target 

group and this makes it all the more essential for an agency 

to have a thorough knowledge of Media with respect to their 

clients and the target group.

Mature of Media used

Interestingly, each of the 10 reporting publicity orga

nisations supplied come information on this aspect, "tie press 

media has been the most popular media. Out of 10, two publici

ties use only press media, and others use different media in 

addition to press media.

Qi>S the basic of responses given by reporting publicity 

organisation a table was prepared which shows the nature of 

media used by reporting publicities ( Please refe” to Appendix 

no, Ag for Table No. 6 )

Ac per the data collected and tabulated in Table wo.6 

cinema was found to be close second and then outdoor hoardings 

were stands in third rank.

The table No.6 shows that majority of press users belon

ged to the'mostly'category. In cinema (slids)and outdoor hoar

dings majority belonged to'moctly'category .

Most of the users in transportation, Radio and m.V.
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belonged to the " rarely" category. Only one publicity i.e. 

Jaycndra publicity used radio and T.v. media ones a time and 

produces commercial literatures like leaflets, brouchers 

etc.

1? • Conelderationo for Media Selcctlon;-
{ Please refer to Question wo.Z (c) )

Media selection lo an Important activity that is based 

on certain considerations. There has been again a varied resp

onse given by 6 out of 10 reporting publicities to enauirles 

regarding considerations for the selection of media.

One of them stated that selection of Media depends upon 

choice of a client and J>cllitles offered to their clients.
A

Some publicities gave more Importance to targeted audience

and nature of product and service while selecting media.Those

were coupled with other factors like - sales promotion, image

building, public relations ouality of printing and material,

circulation and readership.

18• Arrangements for Buying soace / Time
( Refer to Question No. 4(c) )

A. PHIL. 
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It reoulres proper planning and organisational effort 

to secure space/time in a media of choice, it was with this 

view that I included a ouestlon on what arrangements publici

ties had for buying media space/time.

There has been again a varied response given by 7 out 

of 10 publicities to enquiries regarding arrangements far1

buying space/time. Three did not gave any answer to this 

Question.



A STUDY OF MANAGEMENT AND OPERATIONS IN SELECTED PUBLICITY ORGANISATIONS IN KOLHAPUR CITY
—-------------------------------------------------------------------------------------------------------------------------------------

Ac per the response two coal cl buy speace/tlme as and 

when they needed.Further other publicity resoonoes were summ

arised as follons:-

1. Approved Account by virtue of placing continuous or 

Sizable business.

P. Space contract.

2. Established credit facilities with local papers.

4. pre=intlmationo and for urgent advertising the space

is booked on telephone or by telegram.

19. G onsderatlons for selecting and deve loping the the me 

for an advertisement:-( Refer to Question ho.5(c) )

■4. PHIL. 
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SflcR Once the planning of (an advertisment )process is 

complete, the next logical step is the development of theme 

around which advertisement revolves.

Only 4 out of 10 reporting publicity organisations gave 

some information in this regard. Qie has stated that its a 

business secret. Other replies have been listed as follows

a. Humans natural fctflc Bedlngs or instincts like fear,secu

rity possession, personal image and prestige.

b. Purpose of advertising end use of product,applications

and targe ted andiance .

c. Occasion.

d. Whether the theme or material has mass-appeal.

o. Whether it is clearly understood and appreciated.

f) Whether it. serves the purpose by maintaining the
dignity and without harming the prestige of c ompetIters.
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20. Gonsldcratlons for writing a copy 
( Refer to question No. 6(D) )

A copy can nuke or mar an advertlsement.Theref ore ,it 

must be written with name care do that it can achieve the 

purpooe for which it in meant for.

Cnly 5 out of 10 reporting publicity organioationc gave 

some Information in this regard. One has stated that It is a

business secret and others did not try to give answer to this 

question.

The given responses were listed as follows

1. Appeal to basic personal trends like economy utility 

pride e tc .

2, Message to be conveyed, trageted audience and space aor- 

avilable-Target audience involved the group of buyers, 

age, sex income locations,feelings beliefs etc. of buyers 

it is a bask, factor for deciding the copy.

PI. Cony Pro- testing ( Refer to Question 7 (c) )

pre-testing of copy is a valuable device to arrive at

an effective advertisement. In this study, I was interested 

to find out how the publicity organisations in Kolhapur city 

go about to do this task.

Of the 10 reporting publicity organisations, only 3 

furnished some information in this context.Responses to this 

ouestion are like this -- i.e. re-reading,read out the copy 

to some fraction of the targeted audience.One agency has

given response as phototype setting is now available locally
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22. Layout Conotderatlons; ( Pefer to oueotion wo.8(c) •

flay out In the final or c and uding part of advert lsing 

preparation. It should be done in ouch a manner that the 

earlier offorto of Delecting theme and writing copy are enri

ched.

5Of the 10 reporting publicities only responded. The in- 

formatif)n supplied by them has been lioted ao foilown.

1. An per the response, product lo a vital c on old elation 

for deciding layout including material market pooltion 

for, the product, competition to the product, advantagen 

of produetc.

2. Apart from thlo artiotic balance catchy headline and 

oub-headling,relevant copy in proper wordo, good, illus- 

tratiorro ,s which do not straining the readera eyeo.but

tempting a reader to try the product apace available, and 

visible impact.

Wl. PHIL. 
IN

3EMENT

3. in caoe of hoardings^ colour Scheme io a important eon- 

side rat ion .

23. Evaluating the Advertisement: (Refer to Oueotion No.9(c) )

This activity did not oeem to be a popular one with a 

good number of reporting publicity organioationo ao only 2 

out of 10 publicitleo respond to this ouention. This indicates 

that perhaps publlcaties did not do any evaluation of adver

tisements .

Among thooe kkxx who reported (a.), clients actual
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experience and general response was the criteria for evaluating 

advertisement.

Hie procedure for evaluating advertising com.paign is 

communication through available sources. If the advertisement 

is effective it is repeated in the same or other newspapers.

: A gene le s VI ewpo in t

Hi is section may be regarded as a platform for the re

porting publicity organisations through which they expressed 

their views and gave their suggestions. Thus it deals with 

what the publicities view on getting themselves advertised/ 

the spex problems that they were facing and their suggestion 

concerning thin research work.

. Advertising for publicity organisations
( Refer to question no.1(D) )

An Important Query, which is in my mind was to find out 

why publicities which do so much of advertising work for 

others, do not advertise for them.selve . Out of 10 publicities 

only 3 replied.

Out of these, two were of the view that the business of 

publicities was highly personalised and was very much like 

that of lawyers, doctors, auditors etc. it involved not only 

personal skills but also certain professional ethics which 

did not permit advertising by them for themselves .

Another one is of the view that publicity advertised

■. PHIL. 
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for itself by giving the name in corner of design and that is 
more than enough.
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25. problems faced by publicity Organisations:
( Refer to Question No. 2 (D) )

Publicity organisations businesslike any other business 
is replete with problems of Its own.

Responses given to this question are categorically divi

ded and •listed as follows;

a) Problems relating to Nowsnaner Media

1. Maintaining relations with newspapers in clients 
interest.

2. By past or by person advertising material,material 

reaches the newsnaner late.

■I. PHIL. 
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b) Problems relating to Agencies work 

1. Delayed payment by clients.

2» legally there is no protection for recovery of payment.

5. Some advertising units are managed by people who do not

know anything about advertising .They are doing this 

as they do not get job anywhere. So these people are 

spoiling the business of real advertising.

4. Total absence of account executive.

5. Lack of good artists,Photographic facilities , sources 

of information.

6. No immediate good blocks.

c ) problems relating to clients

1. Problem, of stability.

9. Clients are not in a position to find out the feedback

of advertising so they are not ready to invest money in 
advertising.
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D) Problems relating to customers:

4, Absence of high aesthetic taste, 

b. Unreel 1st!table behaviour,

c . Coat conacloousnesa.

cl. Acceptance of concept of advertising by cuotormers.

m. phil.
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26. Suggestions concerning this research work

So that tills research work and the ones that might follow 

may be of some use to publicities. I invited them to comment 

on this study and give their suggestions.

A majority (6) of them,however chase to shy away from 

tills ouery. The views of the rent ( 4 out of lo) have been 

reported below.

One of them suggested to expand my study beyond city 

level so tiiat compaitfision could be possible between operations 

and management of advertising in Kolhapur city and other cities

like Poona, Bombay.

Two publicities suggested to approach some of their clien 

and try to find out what services they have given them .Are 

they satisfied or not ? wiiat kind of extra services they want? 

etc.

ts

But, for such type of study i reoulres more time, and 

due to lack of time, financial resources and my physical limi

tation I could not do thin work.



PROBLEMS
FACED BY,PUBLICITY 

ORGANISATIONS

i i



A STUDY OF MANAGEMENT AND OPERATIONS IN SELECTED PUBLICITY ORGANISATIONS IN KOLHAPUR CITY

= 99 =

Howopapers do not gurantee proper display or better poo it ion, 

unions extra amount is paid for special positions. If there is 

any mistake in the published advertisement, cl lento expect that 

the whole advertisement is repeated but newspapers published 

only the corrected part of advertisements .Whether the whole 

advertisement is repeated or not is decided by newspapers and 

both the ad .agency and clients have no control over newspapers, 

when advertisements ari? published in newspapers regularly it is 

expected that newspapers should publish some news items or 

features covering clients professional or business activity,but 

publication of news items is normally difficult because auditors 

have control over news section and they decide whether the gives 

material has any news -value or not.Editors discretion Is al

most always against clients interest.

* Solution :~

It is a fact that the major source of newspapers income 

ifl advertisement revenue.Both the editors managers, and pro-

priters of newspapers should realise that their financial otren 

gth depends on advertisement revenue, pewspapers should there

fore strive hard to maintain cordial relation between ad.agencle 

in the Interest of their clients. Newspapers should realise 

what exactly are clients Interest and relevant expectations of 

ad .agency. If there are mistakes in published advertisements 

repetition in part or full should be as per clients cxpoctatior 

or clients should be convinced about the correction. &.s regard: 

news items concerning clients activity, editorial departments 

should not discard eac.-i and every material sent by clients or

their ad .agencies. The material may or may not be upto the
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editorial standards and may lack creativity or journalistic 

slant. But as clients or their advertisements are the main 

basis of newspapers financial strength, editorial departments 

should render their cervices no that the material cent by cllci. 

is properly rewritten in journalistic style and published as 

new-items or news features, it is also expected that editors

ts

should send their reporters to clients and to prepare interesting 

news-stories. This is the only way by which newspapers can 

maintain co-ordial relations with ad. agencies and their clienln. 

a. Problems Raia+mct jo iRd- agt-ocies —

CD. Delayed Payments by clients;-

The most important problem of collection of outstanding 

from their clients. Delayed payments cost pyb&ieiities a sizable 

properation of profits and in some cases payments were not 

forthcoming from defaulting clients.

2 • Problems He-latlng to id^afeencies; -

A-d.agencies send advertisement material to newspapers in 

the interest of their clients who are expected to pay the bill! 

in time. Newspapers normally do not give credit for more than 

two to three months. It the clients do not pay the bills in 

time, ad-agencies have to pay from their own resources and if 

they have banking facility, they have to pay Interest on the 

payment made on behalf on their clients.

Even though legal remedy is available, if the clients do no1 

pay the bills the procedure is lengthy and also very costly.

Advertising agencies in Kolhapur are not fully equipped

with necessary personnel like executives, market representatlvr t
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de oignner c, c opywriter a, e tc .

The facilitiea like type net ting and other artistic reOui-. 

remento are not easiy available.

* Solution

Newspaper a should c o- Operate with ad agencies for the 

recovery of clients bills. If clients do not ray the bills, 

newspapers should not publish their advertisement. It sent 

directly or through some other ad .agency. Ad.agencies also shot Id 

have proper co-ordination and the clients who do not pay the 

bills of one ad .agency should not be entertained by another 

advert is big agency.

Newspapers should extend credit facility if bills of 

particular clients are delayed.

Ad.agencies in Kolhapur would afford to maintain executives 

and other staff members, only if they get adeauate business and 

also adeouate percentage of commission .Newspapers should incre

ase their commission which is now limited to 10$ to 15$,so 

that ad.agencies would be sound enough to emplay artist and 

designers and also get other facilities like type setting etc.

5. Problems Relating to clients;-

They are normally not Inclined to spend much in advertising 

because they do not get any feedback information as to how ad

vertisements have been useful in their business interest. This 

also results in unstable behaviour on the part of client as 

they are not certain or confident as to whether advertisements 

are responsible for their development in business or not.They 

are unsteady and inclined to change advertising agencies and
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alco advertisement material.

* Solution

Both adverticing agency and their clients should find 

out as to how advertisements are directly or Indirectly 1 inked 

v/ith sales or business development ,

Both newspapers and ad .agencies should discourage the 

tendency to cliange the ad .agency from time to time.

The clients should on their own try to assess the impor

tance of advertisements and should find out as to how their 

advertisements directly or indirectly influence market trends

and also customers tendencies.

4 • Pr obi cms r e la t ing t o C us t omer s ; -
*

Most of the advertisements try to influence customers 

who are 0:1x0101 to purchase the advertised products in the 

market. But the main problem, is that the behaviour of customers 

is almost, always unpredictable. A n advertisement with very 

attractive design and layout may or may not influence h c us tome 

This is because customers are not able to appreciate best 

fnrm of advertisement as they lack high asthetie sencc .What 

is attractive from ad .agencies point of view may not be attra

ctive from customers point of view. Again investment in adver

tising gives rise to increase in prices of advertised articl.es 

If the coot is thus increased, customers find it inconvinent t 

purchase the article in market.

Although advertisement is one of the. methods to convience 

the customers, it is not always oucceoful, Because customers arc

not influenced merely by advertisements but they rel^g on per

sonnel experience, recommendation by neighbours and also sales
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techniques of shopkeepers on- the-spot salesmen in the market

S ol uat i on : -

Ad .agencies should try to create counniousness among cus

tomers. The term, of advertisement should, not he only superfici

ally attractive, but it should be both informative and analytical. 

Normal customers mayndt have high aesthetic sense, but the 

advertising agencies should visualize prospective customers and 

their capacity to appricate and understand the advertisement 

material. The proper .market survey and motivation of customers 

in a certain area are also important factors which advertising

agencies should properly understand, so that their advertise

ment campaigns are both effective and result- oriented,

-: General Discussion

There are many opportunities for profitable and rewarding 

careers in advertising for both young men and women in this 

growing business and profession in Kolhapur city .unf ortunatelv 

if a person is not suited to any other profession or work he 

thinks of entering into advertising thinking that it is easy to 

get in as also to do well and prosper in it.

Advertising in no game, It is a serious vocation, and. an 

important facet of business in Kolhapur city .. an industrially 

developing place and also a agro-based Region. New a days corr

esponding competition has u.1 s o grown in local Indus tires no 

that the need to advertise and advertise well in order to 

suHtdve in industry or commerce in well understood by the busi

nessmen
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Therefore advertising today In Kolhapur city can afford 

employment to many men and hkosks: women of various aptitude and 

skills.

Actually advertising is not a profession, in the sense tha 

law and medicine a^e professions. There are no recognised 

examining bodies as yet for certain tex Organisations of adver

tising. However for the artist theire are recognised courses 

l.e. in Kalanikutan to full fledged diplomas as also students 

who take diplomas in printing technology can successfully fit 

into the production department of the advertising agencies.

Apart from the scope in the studio or art department of 

the advertising agencies, the skxmx scope of employment in all 

the facets of advertising is very broad indeed. And therefore 

almost any kind of education and business experience will be 

helpful in some branch or the other-Though college education 

& some sort of advertising study is extremely desirable there 

are mafjiy who imve made outstanding success without it.

Such people, without any formal or higher education have 

had actual experience in an advertising department or as a 

trainee in an advertising agency, have studied books on adver

tising and willingly worked, very hard to gather whatever know 

how they could with outstanding results.

However, selling experience is .helpful to many to get 

a break into advertising which is also a form of selling.

Many Journal in to have also come into the field of advertising 

because of their relative influence in getting some business
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Through news coverage exposition the media.i.e. in Kolhapur 

city the pr opr iter of $udin and Singer Publication.

Some publicities in Kolhapur city have been started by 

persons who have no idea about what advertising real 1-fag is.

But it is necessary that an advertising man must know something 

about almost everything, truely he lias to be a'know-all" or an

" all Bounder". He should have a broad general education plus 

he must know about economics, .finance ,accountancy , salesmanship 

and other phases of business upon which advertising has a bearing. 

He must know about applied art, photography block-making,print

ing about the various media available and their working, ttc must 

know about marketing and market research. He must also study 

the manufacturing processes of the advertisers he is working for ,

For this bp must have an open mind, keeping his eyes and 

ears open, observing and analysing so that some day he can 

create. He has to start at the bottom of the ladder as a trainee 

or a "cub and workhio way up because experience is necessary 

before promotions to better positions can be expected.
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Many young people earger to Join an advertising agency, 

without experience, it is hard to get into this field and wlthou 

getting into this field one cannot get experience. This then is 

the vicious circle. However, one has to break it provided one has 

a real desire to get into this field and not Just because be 

cannot get in elsewhere.

The bent way to make a start in to get into the research 

departments of advertising agencies or in some market research 

organisations as field investigators to collect relevant data
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by making calls an consumers or retailers, etc .He will gain 

valuable experience in this rxjrsonal contact with the consumer, 

the retailer, ami the wholesaler, which will give him a back

ground sufficient to get in an a trainee in advertising.

There are many positions in advertising agencies account 

executives, copy writers , artists, visuallsers, typographers, 

production managers, medio managers production and media assi

stants and assistants for checking and billing, accountants 

etc.
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CHAPTER a VI ;- 

Advert lolng Research :

Advertising 1° the quickest,least expensive a most 

effective media for communicating with the people. It helps 

to find quickly what they want to buy and buy them easily;it 

also educates people to make effective use of the products. 

Advertising is a dynamic activity and is constantly changing 

in response to changes in national and internaational business 

environments.

Generally advertising agency performs the following 

three functions:

1. Advertising Survey :-( Considering the needs of a particu
lar client )

Advertising agency tries to locate the advertising needs 

of that company.

J?. To conduct the Advert is big campaign: -

For tills, once the needs are identified, series of dis

cussions take place between the accounts executive of an agency 

and the advertising manager. Thereafter the budgets

are finalised. The budget allocations for various media of 

advertising are also determined. The advertising agency contact 

the media onwards and advertising based on the budget framework 

already finalised.

3• Advertising Research j-

A good advertising agency is also an independent adver

tising research for the plant with a view to locate how far
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the advert icing effort hac been effective in communicating the 

message to the masses. It ic advisable to carry out ouch a rece 

arch periodically do that the feed back can be established for 

future advertising.

The main activities of advertising research are

a) Motivational Research.

b) C opy Research, 

st) Mfcdia Research

d) Studies of advertising effectiveness.
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1 ♦ Motivation Research:-

It is concerned with the psychological side of buying 

habits of the consumers, with the reasons of " why" people 

behave as they do. "why" they buy. It is significant to note w 

why a consumer buys products 'A • in preference to product R 

when apparently both these competitive products are similar. 

Motivation research is one of the market research methods and 

is not just a mere collection of specified techioues but rather 

a different way of looking at the same problem. It makes use 

of psychological technioues and methods to penetrate below the

surface of the mind. Normally consumer research tries to find 

out who buy .what they buy, when they buy and where they buy, 

whereas motivation research adds the vital " why they buy" to

it.

Motivation research (M.p.) is a tool of marketing evolved 

to assist the manufacturer or advertiser sell more and more.

The objectives of M.R. are to analyse the market situation,to 

explain it and in consequence to suggest the course of action
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which will lead to the desired changes. In the past, the seller 

used to shout in the market place " buy, buy , buy." which is 

still the main theme of all celling whether the particular vendor 

is dealing in goods,cervices or ideas, with the growing populatim 

and industrialisation the only difference is that there is a 

wider gap between the manufacturer and the ultimate consumer and 

both of whom, that is both these ends of the chain rarely meet 

face to face.

Motivation research, has, therefore enormous p&fcejtlMc 

potenfcallties and if properly used can be of the greatest value 

in the field of production, planning, packaging,marketing and 

advertising.

In short, it can help in the formulation of a rational 

production policy, the precision as to how that product should be 

improved, as to where there is a market for a new product, for 

what type of customers, at what price levels, In what shapes and 

sizes, with what constituents and dualities and so on. In pack

aging e.g. it examines the reactions of the consumer to different 

shapes, colours designs and labels and what material should be 

used in packaging glass, plastic, toil, paper, box- board or 

polythene.

Motivation Research also helps the advertiser to know 

what is the right advertising appeal by Informing him? as to 

what stbt sort of customers there are for a particular product and 

people‘s motives behind buying it.

2. Copy writing:-

The aim of advertising copy is to sell or help sell 

products, services or ideas. It is prepared by an expert cony
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writer. It is written or spoken material of advertising communi- 

cation and Includes the headline name and address of advertiser, 

as wo 11 as the main text of the mossage. Advertising copy Is 

a creative business demanding a lot of iraagination and foresight 

well designed advertising copy uses four basic stops in selling 

1) attracting attention 2) developing interest 3) grousing desire 

4} finally generating action, the so-called AipA formula. It 

should adopt problem-solving approach and offer the right solu

tion to the problems of prospect. '* Your " attitude is always 

preferable In the communication. Appropriate appeals or pulls mus ; 

be given special attention to maximise the pulling effect of 

advertising copy. Then only It can succeed in its mission,viz, 

motivating the prospect to take purchase decision and execute it 

promptly. Advertising copy should be simple, easily understandable 

attractive and persuasive language. Then only it can gain action.

%

. PHIL. 
IN

EMENT

3. Media no search Advertising research is concerned, with 

the effectiveness of advertising media. The role of ad.agency 

can be better understood if we study the complex problem of sele

cting the right combination of media of advertising essentially 

tills is the main service rendered by the agency. It is a specific

type of decision which should be taken on the basis of facts and 

figures. Let us consider the merits and dements of various media 

of advertising so that one can apprictate the criteria of & 

selection.

= : Selection of Advertising Media :=

The advertising man must focus his attention on ret ar®

Important aspeet, that is, the selection of appropriate adverti

sing media so as to reach the advertising message to those censuses
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who comprise the market of that particular product is an effective 

and efficient way. The selection of media is normally done to 

get the maximum coverage at the minimum expense*

The advertising nan in consultation with the media man 

prepares his media plan in which he does a proper selection of 

media, to be presented to the client for his approval. The media 

plan is done in such affitsQt a way so as to reach information about 

the product to the consumer. To evolve a media plan the media 

man lias to obtain a lot of background information and to do this 

he lias to depend upon market research and marketing department &n 

the advertising agency as well as upon the client to help him to 

assess the present position of the product on the market and also 

the future marketing objectives.

Media Plan a part of the total marketing and Advertising

plan.

The media plan is a part of the total marketing and adver

tising plan. The latter usually consists of four parts, 

a marketing or selling plan.

----- a copy Plan.

a Media plan and 

------ a promotional Plan.
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The part which a media man plays is in the selection and. 

combination of the most suitable media to form a well planned.

and effective campaign. Whenever a product or a service is to 

be advert iced , it is done over a certain specific period. The

ttype and price of the product and its market would usually decide 

what sort of media are to bo used and. normally a campaigns util i- 

ses more than one medium, sometimes two or even move media are
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so combined and co-ordinated that they reinforce one another.

The media plan being on integral part of the total marke

ting advertising plan, the marketing objectives, the advertising 

theme, the design and execution of advertising material and the 

choice of media must emanats from, one single concept -- that is 

the soul of the advertising campaign. The media plan of course, 

has to take into account the marketing policy and the advertising 

idea, without which it virtually can not be nude. However in some 

cases a study of the competitive advertising may ^eveal that they 

are not utilising at all or fully a certain medium, whereby the 

media man may think of making it a major medium of the campaign 

so that the sales message may dominate this medium and stand out 

by sheer contrast; le .absence of a competitive product in the 

partlcular medlum..

How selection of Media is used;-
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The marketing and advertising plan defines the type of the 

campaign to be launched by identifying and classifying the market 

that is, the potential customers is aims to reach, the buying 

rhythem tilth seasonal factors, if any and other requirements of 

the campaign. It is the foremost duty and responsibility of the 

media planner to translate these requirements into the least 

expensive yet the most effective- combination of advertising modi* 

to carry out the campaign. It in equally Important In the selection 

of of media to determine the right media timing. This can be done 

by studying the timing factor of each medium individually and 

also in combination with one another. This can have definite 

effects because with proper timing of a sales message, the mood.
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of urgency If reouired by the campaign, can be impressed upon 

the peorxLe, on the other liand, Ill-timed use of media or ill xp&a 

spaced seouence of advertise.ments can reduce the impact reouired 

thus in consectuence hinder the .momentum of consumer response, 

such lapses can only result In -wastage of the advertising expen

diture .

A wise selection of media in aimed at maximum effective 

coverage at min imam cost. By effective c overage in meant that 

they reach, the maximum potential customers and not just maximum 

number of people, because in the latter ease only fewer oercen- 

tage may be potential buyers. Hence, selection of media would 

depend on the market to be reached, the habits of ejposure to 

communication of that market etc.

The primary need in media planning is to get together,the 

necessary data or background information and the following list 

sets out the facts which would, have to be taken into account.

1. The product: Its buying rtybum, seasonal peaks.

£. The market Its classification in *crms of age sex, 

education , social class,geapraphv, Incomc groups etc .

5. The objectives and tactics of the campaign.

4. The atmosphere required in the campaign—gay.

prestige ,serious ,educational, hard-sell.

5. The advertising appropriation to be spent.

G . The xocixd period over which the appr opr iat i on is to be

spant.

7. The competitive post ion - spending media,tat ics etc.
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1 The advert Icing 
' A-ppropr lat ion 
j is to be spent.
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* Right media of advertisenatot will enable the advertiser 

to deliver the message effectively to the intended markets 

or prospects.



A STUDY OF MANAGEMENT AND OPERATIONS IN SELECTED PUBLICITY ORGANISATIONS IN KOLHAPUR CITY

= 115 =

Major Media Analysis:

i -—-------------------------------------
, Mod la of Avert ising. 1
_____________ __ __ _ _ i
'...........................7-----------------------------------------

i
i

i

Print Medial A

News ;papers
’■•agaz ines
Trade journals
Techn ical jour
nals «3; perlo-
dical 0 .

i

i_____

•C ~
t i

------------------------------------- -

'Direct wail 1
i i
,Advertising ,
'--------------7-----------------

i

i

i

i
i

' Transit E»
' Bail way a 
t Puses

Aor oplano s 
1 Car-ca^ds 
1 suM-ways.

i

__________j§)_________________

' Outd oor or Mural1
______________________________ i

1 Posters Hoarding* 
' Slcy AdY ^Electric 
• Displays 

'»). Sandwich Board/ 
i mean ,Elec trie 
j signs.

f_______ iSL,
,*Broad cast, 
1 'Media. ,

' ' Radio '
• ' T.V. |

' Film. i
• i Screen t
'» slides. ,

I , '-------------------------------i

Other forms : F

Window Display 
Point of purchas 
material 
F rh ib it i on s 
Directories.

I
i

- - -

- - - - - - - - - - - - - - - - - r
Circulars,
sales
letters. ,

i
i

Price , 
Lists.

' Catalogues i 
' Leaflets , 
i Pamphlets , 
, Brounchern /

( Other 
Direct

t i

' Mail i
1________________ I
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A) press Advertising

Newspapers have a general and wide appeal. It is a very 

common method of publicity.Newspapers are flexible and timely.
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Repeat advertising is possible. Periodical change in size and 

contents is also easy, select ive advertising to some extent is 

available effectiveness of advertising can be estimated by having

keyed advertisements. Newspapers offer promotional assistance.

They are the boot source of market information.

Newspapers are truly a way of life to moot of the literate 

people. They have short closing times, closing times refe^ to 

the period before publication when the copy must be submitted 

for newspapers this period is only ?A hours. The adage seeing do

be living in applicable to press advertisements. It offers greater 

prestige and bellevability.

However, newspapers have short span of 1 i£e. We cannot have 

coloured and attractive advertisements .Waste in advertising is 

considerable .Illiteracy offer Its utility .Magazines and trade

journals are other means of press publicity. They are best for 

coloured and attractive advertisements. They have longer life 

greater retentive value as well an reference value. Selective 

appeal is possible, we can approach particular market segment only 

waste can be reduced. However, they need advance planning do not 

facilitate repetitive advertisements. They have limited circula

tion. They have higher unit cost per contact.

B) Outdoor or Mural Advertlolng;-

wural of outdoor advertising has long life.It has a general 

and. wide appeal. It can attract attention of numerous " neoplo «

It is good to remind prospects. *n advertiser has ample scone 

to use his skill and art in advert ising.
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However,outdoor advertising has certain limitations. It cannot 

have a long message. It is not useful in selective advertising or 

for specialised products. It has a low retention value. Its effe

ctiveness cannot be accurately measured and it raay lead to consi

derable wastage also Bill boards and hoardings are not welcome

today on highways due to adverse public opinion. (They spoil 

the natural beauty and environment )

. PHIL. 
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c) Direct Mail Advertising

Direct mail is any advertising sent by mall (Postal transmi

ssion ) including sales let tors ,f older s ,pamphets , bookels, catalogue 

as the like. Direct mall is the most personal and selective media. 

It reaches only the desired prospects. It has minimum waste in 

circulation. The advertising copy can be very flexible .Tt lias 

maximum possible personal features even without personal contact.

It can provide detailed information about the product or service, 

creating lasting impression, Its effectiveness is measurable, it 

can be firmed as per advertiser's will, it has maximum personal 

appeal. It can take any size, shape or form permitted by the post 

office, it is not in direct competition with the rivals matter. 

Extensive testing can be done on the produc t ,price ,appeal, or other 

factors before the entire mailing is sent out. The results of direc 

mail avertising can be checked by means of an offer incorporated 

in tne mail fling. However/direct mall is costly. We maynot have 

proper mailing list. Receiver raay consider it as junk mail as it 

may not have entertainment value. It is not a good means of maos 

c omm.un lcation.

t

D) Broadcast Media:



A STUDY OF MANAGEMENT AND OPERATIONS IN SELECTED PUBLICITY ORGANISATIONS IN KOLHAPUR CITY

1. Film Advertising:- It has a wide appeal. It can overcame 

language barriers. Audio- visual ( sound and sight) technioue has 

maximum impact on acst audiences- Sound and sight both 4itfe employed 

for communicating our message. Repeat advertising is possible. 

However, both cost of production as well as cant of distribution 

of slides and films are ouite high. Selective advertising is not 

possible effectiveness c«m not be measured. waste in film publi

city can be c on s ide rable .

2. Radio Advertisement

Of all the media, radio has the shortest closing times.Radio 

uses only an audio { sound) signal. The copy can be submitted up to 

air time. Announcements can be made very ouickly. It can secure 

dealer support. it lias a very wide appeal. It is suitable even for 

illiterats people. Reset Repeat message is ouite common. Spoken 

word has greater impact than written word. However, radio cannot 

permit selective advertising. It cannot give detailed information 

It has low raemojBfy value, people remember for more of what they 

see than of what they hear. Its cast is high. It may not be very 

effective as listeneso may not like it. Many a time they are 

bored by repeat messages. The length of time media is ran me n tar y. 

The message may be last, if the radio is not tuned.

Z• Televlslon Advertisement;-

T.V. uses both video (sight ) and audios (sound ) signals.

.ph4u Television has all the advantages of radio namely. Sound and
IN

ement explanation,plus the additional advantage of night. It can appeal

through ^ar as well as eye. product can be demonstrated with 

explanation. Television reaches the audience almost like personal
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face to face contact. To that extent it in Just like personal sale

smanship. Full opportunity exist a for product demon at rat ion and the 

amplification of celling polntc with aduio preaentation. It ia reall* 

a wounderful means of mass communication for x«x creating market. 

Television combines all of the elements of communication; I. Illus

tration 2. Music 5) spoken words 4) Written words. We can have 

short commercials as well as sponsored programmers represents typica. 

combination of salesmanship and advertising.

j
However, television has limited market coverage. 'd vert la ing 

on T ,V. is expensive, in addition to time costs of producing T .V. 

chows are considerable. Both radio and T.v. messages have no 1 

life span like the messages in printed form. T.V. cannot have a 

long advertising carry.

E ) Transit Advertising

Transit advertising consists of car-ca^d advertising, which 

is located within buses, subways , railways and outside displays 

which appear on the fronts, sides and backs of buses or other public 

transport and at transportation terminals .Transit advertising is 

the lowest-cost media. It gives geographic salectivity and seasonal 

selectivity. It lias high readership. It can reach pedestralns and 

travelling public. However, non-riders are not exposed to car cards 

located inside the vehicle. Car cards have small size and they can 

carry only short copy, Transit advertising is limited in Quantity 

by the number of public vehicles in operation.

• • •
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Tho present and Future of Advertising agencies In Kolhapur

City:-

Thin research work was undertaken to study some of the 

managerial and operational aspects of publicity organisations 

in Kolhapur city.

Accordingly I studied their age, concentration,nature 

of ownership, size,extent and nature of their workforce as 

well as their organisation structure I also tried to learn abou' 

what type of services they render to their dlents and how 

are they paid for their services and so on.

I tried to find out the present position of publicity 

organisations in Kolhapur city.

1. Though the earliest publicity i.e. Jaycndra was esta

blished in the 1940's the majority of the agencies were establl , 

shed around 1970's and to day there are 16 to 17 publicities 

doing the business of advertisement.

p. Most of the pstfektasxl&raxxac publicities are pr opr it or y

in nature and majority of them are samall in size .

6. Nearlly in 1/6 of the publicities, propriter is the only

person acting and it appears to be one-man- show.

4. No publicity have organisational structure except 

Jayendra publicity.

5. Personal contact with clients has been the most popu

lar method of securing business. The first criterion for
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accepting a client lias been financial soundness .Hen orally it 

takes from one month to 5 months to secure regular business. 

Root of the publicities have been nerving the private sector 

operating at local level.

6. To serve clients only two publicities had account 

executives but others contact personally. Mostly the public it in 

are space buyers and they have no organisation to offer ade- 

ouate services.

7. For fanning an advertisement the moot important factor 

mo view rroint of the client.

8. The press was the moot popular media used by majority 

of publicity organisations. Many of the publicities could get 

space as and when needed by space contract.

9. The most important criterion for evoluatlng an ad

vertisement was clients actual experience and general response.

Vmft aw* fra a gftyw&ar ane a

10. The biggest problem faced by publicities was that of 

collecting outstanding dues from clients.

Mainly Kolhapur is an agro- based area.Far mere are 

mainly dependent on oil engines and electric motors and pumpset 

etc. and local Engineering industries in Kolhapur leave been 

catering to needs,along with some national companies.

It is observed that agencies in Kolhapur city mainly 

stress on only publicity rather than working as an advertising 

agencies like those in poona or Bombay. They can not reach the3 

product or services to the people as there is not right adver.
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t moment for right product , byt right pe ople at right time or at 

right place appealing to prospective buyers. Thus present publi

city organisations are unable to do effective advertisements.

The main reason behind it is that the^e is unavaliability of 

efficient .manpower with suitable technical background about 

advertisement profession .Utmost all publicities do the work 

of designing and at the most the number of persons engaged are 

very from 9 to 5. i.e. one or two artists and third person having 

knowledge about advertisements. Thus this is the picture of 

ad-agencies in Kolhapur city.

When a company wants to bring a new product or services 

to the market but the present publicity organisations are unable 

to do the market research consumer research and product researo i 

which are necessary for more sale. It is HksctasKdxfebtacfccfehK 

observed that the organisations without doing deep study regarding 

that product, performs the functions of advertisement. Due to 

this expected result is not obtained and thus feedback from 

ouch advertisements is less, so tendency of many industries or 

clients go to Bombay or Poona where these organisations are 

suite well developed to fulfill their sac want of advertisements.

Majority of publ led tics are engaged In printing business 
(80' ) and work of designing Is done by their own or bre-elane-e ecsfci ‘ 

artists. Thus ultimate advertisement is the result of printing 

and designing but it does not appear to have the necessary pull 

persuasion or publicity value.
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From the above study found it necessary to pet 'lee per

knowledge regarding geographical, and historical background 

of Kolhapur city. Also the buying habits standard of living 

economical background of people living in Kolhapflr City 

should be considered to carry out the activities of agency 

in a right and successful manner.

Thus this in the present position .Advertising 

is a must for sales promotion of consumer products in per- 

ticul.br and others in general, mho growth of advertising 

in Kolhapur city in increasing day by day. * s the city is 

becoming more and more busy,'the distinguishing factors of 

Kolhapur city are necessary to Ito considered to find out the 

scope of advertising in future.

a) As per the 1901 censuses population was 3.51 lakhs 

and it is 4.5 lakhs including nearby villages.

b) Kolhapur city is treated as couth Kashi.hence it 

is a Tourist centre.

c) Educational centre the due to the present sh.lva.il 

University, colleges from Sangl l,Satara and Shod a pur

district affiated to Shivaji University.

PHIL.
IN
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Also,presence of hgricultural college ,D-Pharma college 

1.1.1. A .m. I .E ., Technical Institute ,Law college and college 

of short term medical course have increased the number of 

students in Kolhapur city.

cL) Kolhapur city is an International market for Jagmery

and Kolliapuri Chappals.

B) The most important factor i .e .Industrial sect or,where
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about 400 to 500 small scale industries while 

large scale industries like Ghatage Pa til Indus

tries (5?. P. T.), Men on Pis t on s , vach ine p ol ygraphs, 

H.M.T. situated in M.I.B.O. Area in Kolhapur city

c) Film studio is also available in Kolhapur city s

other distinguishing factors of Kolhapur District are I.e.lP 

JcctacRsugar factories in the district ichalka^nji, the seat of 

power looms ,TTuparl is a famous all over the country for its 

silver arnaments Industry. It has ? w.I.D.C. areas on National 

High way no.4 they are making Kolhapur and industrially deve

loping district .Agricultural advanced due to the presence of 

different projects i .e . padhanaguri ,Kalamwadi and Tulshi and 

also a leading Tourist centre due to Panhala ,Jotiba ,Mahaiaxmi 

temple etc.

Thus after studying the above distinguishing factors 

there snould be rays of hop^-to com.eforward for old as well

as new publicity organisations witn great success-With this 

new m .1 .D .C .A-reu which was established near G-hokul Shirgaon 

is also developing fastly with first M.I.D.C. ar a of ahirol) 

wao fa £l y developed.
A

A new film studio near vorawadi is also a additional 

ray wnicn helps to increase the scope of advertising in near 

JtKKtHJroc future.

Thegrowth of advertising has always been a con

comitant face om pan ying ) of industrial and economic develop

ment of a nation. In Kolhapur city, now that the tempo of 

both agricultural and industrial development has reached an 

unprecedented high,one can make a prognosis that advertising
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would also flourish as never before provided of course, that 

the political status of the country remains within the frame

work of a democratic set-ho .

With the increase in the per-capita income toti the

masses,more so in the rural sector of the economy correspond

ing to an increase in the purchase power of the community a 

further Impetus is likely to be given to mass production. 

With this the business of advertising will be more of a 

necessity,rather than a luxury as some manufacturers think

PHIL.
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There are many opportunities for profitable and

rewarding careers in advertising for boths young men Kw omen.

However,advertising lias not yet reached its full 

potential growth in Kolhapur city, though advertising as a 

business is well recognised and many are practising it as 

a profession. There are of course many lacunae in the field 

of advertising. It we compare, the field of advertising in 

Kolliapur city with that of its counterparts in some other 

cities like Poona, Bombay. I found that in Kolhapur city the 

advertising man in many instances has to work on ouerswork . 

Tills is because very less attention is given to readership

and audience surveys perhaps because such as surveys are very 

costly and time consuming. To take away the guesswork out of

manufactnring and. advertising, market research is necessary 

to pin-point the buying habits of the prospective market with 

classifications in terms of age, sex,income,education,locality 

etc. Further the avenues of motivation research to Sind out
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why people buy, are more or less unexplored .Thus it in nece

ssary to adopt a market research for getting good results 

of advertising in coming years.

In general, in Kolhapur city, there still does not 

exist a respect for advertising as a profession because 

there appears a great ignorance about the acfe&5titlr±aing:x adver 

tising profession.Many people are not even removing aware of 

the function and intricacies of this profession and the need 

for creative talent of advertising and there a^e no facilitie 

for proper training nor an attitude to learned,+^10 latest 

trends etc . yore ability to canvass business or to be a good 

public relations man is not enough though sometimes a nece

ssary, but the need of the hour is to impart both practical 

training as well as theoretical and academic orientation to 

all the newcomers as well us ref cosher courses for those 

already in the field.
L-

If advertising vas a profession has to gain some 

status as other . professions like media in e, law ,architcc ture , 

engineering etc. the training for it must be more rigorous 

and practical- oriented and public awareness of its utility 

to the community at large.

It is the time that the present Association of 

advertising in Kolhapur city decides to devise an effective 

integrated system of education and training in the related 

fields of communication, advertising and marketing. Thus arsrx 

a certain minimum euallflcation is decided upon for new 

entrants to the StXiz field of advertising, then it would 

automatically raise not my the status of the profession
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but the gudlity of advertising as well.

A word of advise to the students and practltioners 

of dommerclal or applied art. Art in advertising to-day is 

not restricted to the drawing board creativity .Applied artist 

or communication artists being basically communicators have 

to deal with the science and art of communication. So the 

artist must not only be able to express in pictures but also 

in words. He should be fairly able to explain his creativity 

for this he must learn to reaet and write extensively, no 

should see more, <ahse&a more, and should be able to analysis, 

criticise, and discuss.

This creativity stems from the assimilation and 

brewing of a lot of thought, it is never the mere clever draw

ing but clever drawing wit'i meaning and purpose behind it 

that can lead, to successful advertising.

Also Kolhapur,named ac varvlr Fagari is a vala Hagarl 

where many younger generation youths are coming with modern 

techniques and artlstical ideas, which helps to increase 

the standard of advertising in Kolhapur city.

The competition will increase in future resulting 

in better performance. The buyers market in coming years 

would emerge giving a boost to ad-apencies business and 

become more 1 Socially committed1 and less profit orients^-

Publicities were also expected to get involved in marketing 

and publ ic re la t i on ac t tv i t le s of c 1 ie n t ,E xpan s 1 on an d 

diversification of urban oriented publicity organisations

would c oneentrials more on rural markct»G-fce .

Time the advetising business has to grow tremend-



y

A STUDY OF MANAGEMENT AND OPERATIONS IN SELECTED PUBLICITY ORGANISATIONS IN KOLHAPUR CITY.
-------------------------------------------- 1R8.—-----------------------------------------------------------

ouoly in the near f uture .Kolhapur city which was no far 

a big village like city, now turned into corporation city

with a population of over five lakhs and industry (^business 

alno are flourishing. Naturally the advertisement business 

will increase in that proportion which mainly helps to improve 

the value a and standards of publicity organisations in future.
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