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=1 CIAPTER - IV

= : Presentation and Analysis of mata

.

Introeduction :-

In this chapter, the Jdata collected in resnonse to
gucstionnaire is summarised rartudse and in some cases it is |

in a tabutar form.

A11 the tables are enclosed in Avpnendices wunder
alphabet A with serial number given to cach Table e.g. For

Table Wo.1 - Appendix No. Az o

Apnendix No. A2 refers to 1,15t of publicity orpani-

sations in Kolhanur city.

Guestionnaire

Part: A :. Questions under part ‘A

Question No. 1 (A):- Seeks to know the year of establishment

of advertising agencies.

Question o, 2(A) Is intended to know the location of

o’o

head offices and number of branch officen

of reporting agencles.

Question No. J(A) :- is framed to know the form of organlsa-

tion whether it 15 »ronritery, Partner-

shin, nublic Ltd. prbvate 1.£J.

onerative form,

P

Question Mo.4 (X)) 1= 15 to know the number 6f execufiives,
technical and office stagf. )

e’
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Question Ne. 5 (A):~  1s intended to know the aresact orpgani-

sational structure of advertising agency.

Question Ne. 6(A) := 15 framed to know the billing fipures

anmroximately which are taken as an in-
dicator for assessment of Size of nubli-
city organisation.

Question No, 7(A) .-  x@kt is designed to know which type of

clients are coming to secure the busi-
ness whether they are from public sector

or nrévate sector,

Questions under part ' Y

Question No.l (B)(1) :- is to know the organisational sct up

for looking after agency- client rcla-

tionship.

Question No.2(B)(11):- Seeks to know how many clients an

cxecutive looks after.

nuestion No.2(R) :- 15 desipgned to know the nature of

industries which go for hiring the

services of apgencles.

Question No.Z(B)(1):- Seeks to know the nrocedure or method

1. PHIL.

N adonted for securing the business,
MGEMENT
Question No.4(R)(1) :- is fromed to know the usual system of

charging the c¢lient.
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Question No.5(B):=

Question No.G(B):-

Question No. 7(B):-

e see——-TT
E’art : C o1e 4

Question No.1 (C):-

puestion No.2 (c):-

Question No,Z () :=-

Question No.4(c) :-

Question No.5(c) :-

Questions under Part ' C !

s

15 designed to know the type of services
wvhich should be rendered to clients of

the charge is 15%.

is to know which extra services arec
offered to clients in different arcas
il.e.marketing ,Merchandising, Public

relation, Trade nromotion, Research and
product Analvsis,

is intended to know the annronriate
time reouired to mould first informal

contact with a nrespective client into

a formal contact.

Considers the strong »oint (3) over

completitors,

15 designed to know the nrocedure for
chalking out an advertising nlan.

is to know the nature of medium or
med la HxmEed used by renorting agencics.

is designed to know media selection
consideration by reporting agencies.
Seeks to know what arrangements agencies
had for buving media space/time

1s designed to know theme Janpeal
selection considerations by renorting
agencies.
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Question wo. G6(C) 1w

Question mo. 7(c) -

Question No.8(c) :-

Question No. O(c) :-

dures,
'
'l Part 'D' Questions under Part ' D !
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Secks to know considerations for

cony - writing.

is Jdesigned 1s know the methols of

nre-testing the copy by Agencies,

is framed to know the congsiderations

for nrenaring a layout.

is designed to evaluate Zxx an adverti-

sing campalipn with critena and proce-

Question No.l

(D) :=

Question N0.2 (D) -

Saeatdomx xxSEDI ;-

BROTLTON MESSCDPLTLP: ~ oS TOerS W RO STTer O T BT Spene Ton

XSOy chnsthrecTnrrtont SOTOCHEI I T O E NI

puestion No. 3(D) ;-

1s intended to know their views on getting

themselves advertised and reasons for

them,

Considers the nrohlems faced hy apencies

in the cowrse of business onerations.,

Gonsidorstoienousadrent oo MO THRMR:

-
i ke

anerEbhon A -RantTowon o KnTHeyur o,
Seeks to know the sugrestions concerning
this rescarch works and invited them to

comment on this study.
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=: QOrgunisational Profile : -

In this section I have analysed orgzanisational asnects
of advertising agencles which include their neriod -vise
establishmcnt,location and concerntration,form of owmershin
size of agencies as indicated by billing fipures,strenpgth
and nature of workforce and structure of organisation as ner

the data collected by Jdifferent nublicity orpanisations.

1, Establishment:

( Please refer to auestion No., 1(h) )

Oon the perusal of information sunndlied by various »ubli-
city organisations, I found that there is only onc organi -
sation which was cstablisched as long hack as in the 194nts |

It was the reriod incidently, in vhich »ublicity organisations

had started coming up» in ¥olhanwr city.

Oon the otiher hand, our sample also included various
agencies which were cstablished as recentlv as in the 108P-23
also.

To show the neriod wise establishment of revnorting
publicity organisation. Table mo,1 is »renared./Please refer

to anpendix No. AZ )

Thus our study included hoth 0lC ags well as nevw agencies

“ Pt The first nublicity i.e. Jayendra publicity was starfed in

PEMENT 1940 -41, in Kolhapur city.

Table No.1 shows that the major snurt in the establish-
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ment of nublicity organisations was witnessed in the 1970's
although nev agencics were coweing up in cach neriod. There
would be geveral reasons for this large grovth, one of these
could be that increuscd industrial and business activities,
45 & result of vardlous devclopmental nlans,resulted in incre-

aseld demand for advertising activities,

2. Location and concentration :-(Refer to Question No,2(")

one of »oints in which T was interested to learn vas

about the concentration of advertising agencies,

Response given to this ~uestion by renorting nublicity
orpgunisations shows that publicity organisations in golhanur
city were mainly concentrated in the centre of the city.They
have no branch offices a4t all mMany nubliclity orpanisations

are concentrated in thelr n»nremises only.

These are concentrated at nlaces like Shahupuril, Rajam-
purl, Pagal chowk, Tazar gate, Mahadwar road, Tarabal road,

and also near shivajl stadilum cte,

T Form of Ownership :-( Refer to Cuestion Mo, Z(A) )

Like the cvelwtion of other industries and organisationg
in wolhapur City,ad.agencies or nublicity organisatlions,vere
also following more or less the same nattern.

Response given to this acuestion shows that most of the
reporting nublicity organisations are provrictary in nature
anl very fevw arc in partnership. There are no public Ltd.

nrivate Ltd. and co-onerative advertising agencics in the samp]

c.
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4, The Publicity COrganisations work force:(Refer ?

The study had also intended to learn about the strength
and nature of work-force in the publicity organisations. Acco-
rdingly, the Information reparding total number of emnloyees
topether with their brcaking into executive and non executive
cagegories were obtained., It may be mentioned here that out
of the 10 renorting nublicity organisation 6 did not sunnmly
any information in thisc respect as »roorifer heing the only
rerson who 15 handling all the work. Tt means that all cort
of work is done by him or temnorarily from others i.c, arti-
stical work is done by artist if nronriter himself has not

fdea about art.

n the basis of resnonses gilven Dy 4 nublicity organi-
sutions to aguestion No.é(ﬁ) I have o»nrevared a table shoving
distribution of employces of renorting »ublicity organisations,

( Pleasc refer to Appendir No. A4 for Table Mo, 2 )

The number of cxecutives and non-executives incluling
technical and office assistants gives the total number of

cmployees working in nublicity organisations,

As per the table No.2 the highest figure of total
number of Dmnloyecs are gseven in Jayendra mnpublicity sxdm
including 2 executives and 5 non- executives of which 2 are
technical agsistants and & are office clerks, This 1s the only
publicity organisution where two executives are emnloved,

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

which one is technical assistant and 4 arc office clerks.

In Advantage publicity total emnloyees are 3, out of
that one 1s executive and other two are technical assiastants
but in sudin publicity there is one cxecutive and 2 office
clerks or assistants means he is getting his technical -rork:

done through outsiders,

The one of the ovjectives of the stuly was to £ind out
the ratio of non-executives to executives tollave an under.
standing of the utilisation of mannower by nublicitv orrani-

sationsy

(o}
.

Structure of Apencies:{Refer to Question Mo, 5 (1) )

One of the important objectives of this nroject was to

learn about the nature of functions being performed and sera

vices which are rendercd by publicity organisations in Xolhamm
city. Accordingly I studied the organisation structure of the
reporting nublicity organisations as it is the structure of
the organisation which wmery often 1s the indicator of functlong
being pefformed and services being rendered. It may howvewer,
be stated here thatxxix a large number of renorting nublicity
organisations ( 9 to 17 ) made no mention what so ever of %

their structure.

There wauS no resyonse to this auestion by all nublicity
organisations excent Jayendra »ublicity. It meansthat these
publicity organisatlon have no Jefinate structure, as the

propriter himself is working and acting as a onc-man- shov,
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Jayendra publicity mentioned that they had a general or
formal structure which could be anybody'!s guess. For organisa-

tion chart of Jayendra publicity nlease sce appendix No, A5,

The most commoen depurtments were those of Media, Account
Art and production which were mresent in only one agency 1i.e.

Jayendra nublicity.

G. Bize of Apencies: (_Refer to Question Mo. 6 () )

T was interested in making an assessment of the size.
The billling figures of various publicity organisations were

taken as an indicater for this »urnose.

It may be mentioned here that df the 10 renorting nubhli-
city orpanisations 2 did not give any infermation in this

respect 1.e. Sadhna and Sudin »ublicity.

Another publicity i.e, Md-vantage publicity 413 not
glve fipures for all the three ycars asked for, he gave the
figures for two years as this nublicity was started in ycar
1982.

The billing figures for other »ublicity organisations
were averaged out. Ong the basls of responses given by renort-
ing publicity organisation to duestion Mo.6(2) I have prerared
a table which gives the number of nublicity organisations
f@Xkmx falling on different categorlies on the basis of their
-mpﬂ: billing fipurcs. (Please see Arnendix Mo. AG for Table wo.

“SEMENT
< (1) ).

An uttempt was also made to classify publicity orsunie
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organisation with a billing unto Rs. 1 lakh was considered
to be a small one., One having a billing of Ms: 2 lakhs wan
a medium one and publicity orpanisations having hilling

more than Rs: 2 lakhs vwere classiriced larse.

For the Information relating to size of renorting nubli-
city orgunisations I huve premred another table ( Pleanse sece

Avpendix Mo. AG for Table No. 3(1ii) ).

Table No. 3 (i1i) shows that ma jority of the renorting
publicity organisations were mx¥kx#x cmall whereas only, ™ne
Publicity organisation was large with billing of ns. 2 Takhs

znd above 1l.e. Jayendra nublicity.

7 Type of Gkex Clientcle : ( Refer to auestion Mo, 7(A) )

The reporting nublicity organisations had varied tynes
of clientele. The resnondents were snecifically asked to state
whether the majority o” thelr cllents belonged to the public
gector ,( Government of India and state Government ) or the
nrivate sector ( Operating at national/regilonal/1.0cal level )
The result of this auery has been prescented in tabular forn,

( Refer to Annendix A7 for Table Mo, 4 )

This table shows the ¢llentel@ of Renorting nublicity
organisations. It shows that a large mujorlity of mcynorting
publicity organisations i.e. 10 served nrévate sectaor clients
operuting ut local level. Government of India and state

Governments each were not attended to any of the dublicity
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organiscation.

The data is collected from the resnonses given to this
cuestion with help gm of giving statistical marks Bor counting

the number of publicity organisation at each level 1.e.Mational

Reglonal or local level.

g.(Part 'R ). Account Manapement:

This section Jdeals with how business is secured by
agenclies and considerations invelved in it, time lap between
a contact and a contract; the aerganisational set u» for client
services, services rendered, mede of remuncration; and types

of ¢lients,

( Refer to auestion wo. 1 (M) (a)(bh) )

Different tynes of arrangements exist for handling the
business. One of the most popular forms is that the account
executive devotes cither full time or part time in 1ooking

after clients, dencnding uwpon the volume of business.

But in xolhavur clty mostly in all »ublicity organisa-
tiong the pronritor himself aots as client -~servicing exe-
sutive. In some cases clients anmroaches the »ronritor. But
only in Jayendra publicity there i1s nerconal contact by
executives, 1.¢. Chief exccutive -- 8ccounts Txecutive --
Client. In some publicity organisations there is nersonal

contact by propritor to stuldy the requirements of the client
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and also for oversccing and co-ordinating various activities

il
[se)
3
i

relating to clients business with the nublicity.

b) Regaurding how many acCounts an exccutive could nossibly
handle at & time, the respondents reported that the g most
of accounts handled by on account executive in case of Jayendra,
publicity and »ropritor himself in case of other nublicity
organisations vawiced from 2 to 4. It is also interesting to
note here that one of the publizity orpanisation reported that
in its case, amd nrovritor handled 35 accounts. mhis however |

prima facic looked cuite impracticable.

ne the other hand, some publicity erganisations rightly
reported that it depended on the size eof accounts or budget

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

5ti11 one of the publicity reported that the handling
of wuccounts was a continuous mocess and thus it was not

nossible to give any concrete number of ac-ounts or clients.

9. Tyne of clientele:-( Refer to duestion FMo. 2(R) ) :-

Ag per the responses given to ducstlon wo.2 of part B
the reporting publicity organisations had various tynes of
clientele.

A sood number of publicity organisations( 2out of 10 )
reported that they had clients from almost cvery type of
industry/trade and therefore no specialisation as such for
particular type of industry/trade was possible.

Tt mayv be cateporically stated wk here that none of
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the nubliclty organisations mentioned that it dealt exemXt~
exclusively with clients belonging to a particulars tyne of

industry,

The following 1ist of industries would give as gsome
1deu about 1t :- -~ Manufacturcrs of machinary, machine tools
01l engines, leather goods and Tiles Dealers in Readymile
Garments, Press muterilals,textiles, vehicles, consumer duru-
bles etc, Englneering products, Automobiles, Industries work-
Ing as wncillaries, foundries, soap industries, consumer
products, Iron and steel industry, cooverative banks,Milk and
Milk »roducts, agricultural products, Transnort, comvany's
lodging, devartmental stores etc,

10. Tow Businesg 15 sccured:-
( Please Refer to Question Mo. 3(B)fa) )

a) out of 10 nublicity organisatior 8 renorted on their
business. As ner the response glven to this duestion, the
most populur method of securing business( 4 out of 8) has
been reperted to be nersonal contact between publicity and
clients. This 1s aulte understandable since advertising ser-

vices are highly nersonalised.

Mly onc ublicity i.c. Panther »ublicitv snecifically
mentioned that it was the clicent who annroached them. The
rcason for that glilven by propritor is that it is a renuted
and only organisation in Kolhapur giving scrvice and cody in
all languages of Indla.

gome agencies ( 2 out of 8 ) also reported that they
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got thelr business after mailing introducteary letters or
contact through correspondence,

One of those agency renorted that they got their busi-
ness by canvassing and other one renorted that they got their
business by written contract that the client will not give

that business to other in case of credlt fucllity.
Thus, one concluSion which could be dravwn by this analy-
sis is thut securing business has been a two-vay activity in-

volving the agency #x and the client with the initiative moatly

talken by the agency for making nersonal contact.

b) Consideratlons for Securing Business:-
{ Refer to Qucation Ho. 3 (B){(b) )

It wvas not that every publicity srganisation accented
every tyne of client,fach publicity had its owm way of Julging

whether a particuwlar client sulted it o not.

As per the resnorses given to this nuestion-- the first

g% criterion ( 2 out of 10) for selecting a client was finan-
ci1al soundness and economic stability. This fact 1s all the
more important in vicw of the fact that there were many canes
of delayed mayments and defaults in payvment. So while securing
the business the most important consideration is clients bud-
get for advertiscement.

The next important considerations were-

1. Clients anproach and »roner out look the concent of
advertising.
P Stuldy of clients reaunirements and services which are

expected,
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Se Payment capuCity and credit facllity.
4, Clients business must have good establishment.

11, System of charginz the client:-
( Refer tn duestion wmo.4(R)(a)

Resnonse to nuestion No.4(R)(a) of reporting nublicity
organlsations shows that many dublicity organisations uscs
nress media only 5o while charging the c¢lient the usual system
alonted was---- Actual rates scheduled by Newsnaner media
+ Art work and advertising material secured for.

In other publicity organisations, nermally they charge
as the newspaners charge and there 15 no service charge, but
in some cases gervice charpges are charged only in snecific

Pl

agses reaulrements. In case of 7oardings it would be cost of

Q

total job which incluez »ent, taxes, mainting chargesfprofit.

b) Services if charging on 1567 busis -
( Refer to Question 4 (B)Y(b) )

Movever, 157 commission received from the media vas
5t111 found to be the nopular methold of remuncrating the publia-
city organisations.

Further, the publicity organisations renorted that if
only 157 commission was pald to them and no additional charges
were levied, they usually rendered services 1like -- Assessment
of nroper media,media planning advise on sclection of wedia,
handling and malntenance of advertising material, ?egular
follow -up,try to find out reactions, nlanning and Scheduling

of advertising dates at lceast for the current month, Designs
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and block if reduired, credit facility, and only by some
( & out of 10) publicity organisations renorted that they
gives the service of nrevaration of a good conv.,

12. Dxtra Services rendered by publicity orsanisations:
( Refer to Question Mo. 5(B) )

The reporting publicity organisations, it was ohserved,
offered a variety of usual services, Mostly in v¥olhapur city
there are nublicity units which are space buyer and so they
d1d not give any cxtra services 1l.e., marketing, werchandising
Trudoe rromotion, Rescarch and product analysis so (7 out of
10) many reporting publicity or=anisations 41d not give any
resnonge to this cuestion.,

The Xolhanur city, there is only one nublicity orsani-
sation which 1s on the vuth of becoming ky big Advertising
Ageany. i.e. Jayendra publicity. The propritor of this publi-
city has given response to some of noints under extra servdces
and other two has also gilven some resnonse i.c. singer an?d

Ad-vantage publicity.

The Jayendra and Ad-vantage publicity gives cextra
scrvices in casce of counter and window Jdisnlay and counter
giveatay under-mercechandising, catalogues, under-trals nromo-
tion Brand namec development ,Trade murk design,lahell ing,
and muckaging under-product analysis.

Jayendra publicity offers evtra nervices in rarticidar

cases i,e sales under marketing,Dealer nromotion,Medlia Researcd

market suruey, market »notential analysis ander Renegmch
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Only anc publicity i.c. singer which offers and gives

Q
great imgytance to nublic relation and Audience research,

12. Time needed to secure the Business:-

( Refer to Question 6 (M) )

T was Interested, in finding out the time lag between
the first contact and the contract betmeen a »ublicity and

a client.

Out of 10, two »nubliclty organisations did not inform
how much time took to secure the business. Another resnonse
was that it Jdepends upon urgency of o ¢lient and relation
with the media,

There remaining ( 5 out of 10) publicity organisations
took @ neriod of 1 to & months to Bormaully close a contract
and remining (2 ) took a veriod xxd of & to 6 months, to
gecure the business.

i4, Publicity strong noints over the Competiters:-
( Refer to question Mo, G7 ( 8 ) )

It may be pointed out that 2 out of 10 reporting nubli-
city's did not resnond to this cuestion. Some of them stated
that they served attractive lavout, hersonal contact and cre-
Jiabill ity.

The resnonses gliven by particwlar four nublicity are
aS under --- in casce of ....

w) Juyendra dublicity -- nersonalisced competent and versati)
services,

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

good cony.
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e) Ag.vantage Publicity:-Thorough undcrst

of advertising its contribution to ma
ability to write copy mtier with tars

mind, knowledge of m»printing,nhotograpl

d) Panther Publicity :- Sharp and wiocue
designs.
e) Sinchwvani Publicity:- The propritor o

Lditor of Journal, As a corresnondent
groud he knows the denartments of adw

it funetions in néwspaper.

part ¢ C 1

This section deals with how advertisi
by the renorting v»ublicity organisations, w
they have while selecting theme, nrenaring
selecting media and how they evaluate the ¢
advertising.

15, Planning an Advertisement:-( Plecase r
Mo. 1 (€) )

It may be poeinted out at the outset t
2 out of 10 reporting publicity organisutlo
to this nart of ouestionnaire, For ckamnle
point out that it was a businecs secret,

Other & out of 8 4id not resnond to &
cuestion. In the case of most resnondents,

fermation, advertising planning waus Jdone in

~elients. Two of the publicity specifically
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advertising nlanning nrocess as-to ascess and fix un ohjective
Budget provision, ¢lients philosonhy and culture, »roduct or
gservice analysis, and targeted andience.,

16. Media Planning :- ( Blease Refer to Question wo,oft) )

Medla nlanning has been assuming gond Jdeal of imnortance
of late, Media 1s the link between advertisers and target
groun and this mukes it all the more egsential for an apency
to have w thorough knowledge of Media with resnect to thelr
clients and the target group.

Hature of Medla used:-

Interestingly, cach of the 10 renorting mablicity orsa-
nisations sinnlied some information on this asnect, mhe nress
media hao been the most nopulaur media.Out of 10, two nublici-
tics use only press mediu, and ethers use Jdifferent media in

addition to nress media,

g the basis of resr»onsces given by renortine nublicity
organisation 4 table wus nrenarcd which shows the nature of
media used by repoerting publicitis ( Please refer to Anneniir
Mo, Ag for Table Mo. G )

As ner the Jdata collected and tabulated in Table mo.G

cinema was found to be clese second and then outdoor hoardings
were stands in third rank.

The table MNo.6 shows that majority of »ress users belon-
oed to the'mostly ‘category. In cinemu (51135)und outdoor hor-

dings majority belonged to'mostly’ 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.
Jayendra publicity used radlo and T.v. media ones a time and
mroduces commercial literatares like leaflets, »k brouchers

etc.

17. Considerations for yedia Selection:-
( Please refer to Question wo.3 (c) )

.

Medla selection 15 an imnortant activity that 1s based
on certain considerations. There has been again a varied resna

onase gilven by 6 out of 10 revorting nublicitgies to enaulries

regarding considerations for the selection of media.

one of them stutecd that selectlion of Media denends upon
choice of a ¢lient and Q%ilities offercd to thelr clients.
Bome publicities gave more importance to targeted audience
and nature of preoduct and service while selecting media,.These
were coupled with other factors 1ike - sales nromotion, image
building, public relations aquality of »rinting and mterial,
circulation and readership.

18, Arrangements for Buying spgce / Time :-
( Refer to Question No. 4(c) )

It r»eouires proper planning and organicational effort
to secure space/time in a media of choice., Tt was with this
view that T included a cuestion on what arrangements nublici-

tics had for buying media srace/time.

oHIL There has been again a varied resnonse given by 7 out
-,

IN

SEMENT of 10 pubhlicities to endulries regarding arrangements for

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

gucsction.
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As per the response two could buy sneace/time ag and

when they nccded.Further other puhlicity resvonses were summe-

arised as follovnia

1.

19.

Approved Account by virtue of nlacing continuous or

Sizable business.

Snace contrac

Established credit facilities with local naners,
Pre=intimations and for urgent advertising the space

is booked on telenhone or by telegram,

Congderations for selecting and develoning the theme

for an advertisement:-( Refer to Nuestion wo.5(c) )

fxe&x Once the planning eof (an advertisment )process is

complete, the next logical step is the develonment of theme

around which advertisement revolves.

Only 4 out of 10 reparting publicity orpganisations guve

somc information in this regard. One has stated that its a

business secret. Other renlies have been listed as follows:-

a.

Humans natural fex Relings or instincts like fear ,secua
rity rossession, personal image and nrestige.

Purnose of advertising cend use of product,annlications
and targeted auwdiance.

Occuslon.

Whether the theme or material has maos-anneal,

Whether 1t is clearly wnderstood and annreciated.

Whether 1t serves the puwrnose by maintaining the
dignity and without harming the »drestipge of commetiters,




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

-, PHIL.
IN
SEMENT

20. Consciderations for writing a cony -
( Refer to aquestion No. 6(D) )

A copy can mke o mar an advertisement.Therefore,it
must be written with some care so that it can athieve the

pwrpese for which it is meant for.

Mly & out of 10 reporting nrublicity orpganlsations gave

some informatlion in this repgard. One has stated that it 15 a
business secret and others did not try toe give answer to this
question.

The given responses were listed as follows -

1. Apneal to basic personal trends like cconomy utility
nride cte.
2 Mesaage te be conveyed, trageted auwlience and svace x%-

avilable. Target audience involved the groun of buvers,
age, sex income,¥Yoecatlons,fcelings bheliefs ete. of bhuyers

it 15 a base factor for deciding the cony.

91. Cony Pee~ testing :-~ ( Refer to Question 7 (c) )

Pre-testing of copy 1is a valuable degice to arrive at
an cffective advertisement. In this stuldy, I was intercsted
to find out how the pudlicity organisations in Xolhamr city

go about to Jdo this mmwkx task.

Of the 10 renorting »nubllicity organisations, only 3
furnished some informatlion in this context.Responses to this
nucstion are like this -- 1i.e. rc-rcading,rcad out the cony
to some fraction of the‘targetcd auwdience.One agency has

given response as photoetyne setting is now availlable locally.
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22, layout Considerations: ( Refer to cuestion mo.8(c)

anout 1s the final or conduding vart of advertising
preparation. It should be done in such a manner that the
earlicr efforts of selecting theme and writing cony are enri-

ched,

Of the 10 reporting »ublizities onlyfresPQn&ed. The ine-
formation surmlicd by them hao been listed as follows.
1. As per the response, product 15 a vital consideration
for deciding layout including material mrket nosition
for the »roduct, competition to the product, advantages

of nroduete.

2. Apart from this artistic balance catchy hcadline and
sub-headling,relevant copy in proper words, good 1llus-
trations,s which Jdo not stwainins the readers eyes.but

tempting a reader to try the nroduct snace avallable, and

visible immact.

Se I case of hoardings= colour Scheme 1s a imnortant cone

sideration.

2Z. Lvaluating the Advertisement: (Refer to Nuestion No.9(c)

This activity 4id not scecem to be a nonular once with a
good number of reporting publiclty orgunisutlions as only 2
out of 10 publiciltics reocnond to this cuestion. This indicates
that nerhaps publicati-s d41d not do any evaluation of adver-
tisements.

Among those wmxxw who reported (2) clients actual
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advertisement.

The proecedure for evalwating advertising commaien is
commuiication through availlable sourcaes, Tf the advertisement

is effective it 15 rencated in the same or other newsnaners,

=: Apencies Viewnoint -

This section may be regarded as a nlatform for the re-
porting publicity orgunisations through which they cexpressed
thelr views and gave thelr suygeestions. Thus it Jdealo with
what the publicities view on getting themselves advertised,
the mmx problems that they were facing and thelr suppgestion

concerning this research work,

2@, Advertising for publicity orpanisations:-
( Refer to duestion No.1(D) )

An important Cuery, which 15 in my mind was to £ind out
why publicities vhich do 56 much of advertising work for
others, do not advertise for themselve . Out of 10 nubliecities

only & renlied.

Out of these, two were of the view that the business of
publicitics was highly pnersonallsed and wags very much like
that of lawyers, doctors, aulltors etc. It involved not only
pergonal sSkills but also certain professional ethics which

d1d not permit advertising by them for themselves .

Another one 15 of the view that nublicity advertisch

for itself by gilving the name in corner of Jdesign and that is
more than enough.
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25. Problems faced by publicity Organisations:
( Refer to Question No. 2 (D) )

Publicity organisations business,like any other business

is replete with problems of its own,

Responses given to this auestion are categorically Jdivi-

ded and ¥isted as follews;

a) Problemgs relating to Newghaner Media:-

1. Maintaining relations with newspapers in clients
intercst.

2 By past or by nerson agvertising material ,material
recaches the newspaner late.
b) Problems relating to Agencics work:-

1. Delayed payment by clients.

e legally there is no nrotection for recovery of nmavment.

Co Some advertising units are managed by neonle who do not
knovw anything about advertising.They are Jdoing this
as they do not get jJob anywhere. So these neonle are

Speliling the busincss of rcal advertising.
4. Total absence of account executive,

5. Lack of good artists,Photogranhic facllities,sowrces

of information.

G. No immediate goold blocks.
- c) Problems relatine to clients:-
IN
SEMENT 1. Problem of stability.
2. Clients arce not in a vosition to f£ind out the feedback

of advertising so they are not ready to invest money in
advertising. ‘
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D) Problems relating to customers:
d. Absence of high acsthetic taste,
b. Unredi¢table behaviour.
Ce Cost conscloousness.
d. Acceptance of concent of advertising by custormers.

2G. Sugrections concerning this rescarch work:-

S50 that thils rescarch work and the ones that might foldboy
may be of some use to rublicities., T invited them to comment

on this astudy and gilve their swrestions.

A mgjority (G) of them,however chase to shy away from
this ouery. The views of the rest ( 4 out of 10) have been
reported belovw,

e of them suggested to expand my study beyond city
level so that compamision could be possible between operations
and management of advertising in Xolha»ur city and other cities

like Poona, Bombay.

Tvo nubllcities sugpgested to approach some of their clien
and try to find out what services they have given them.Mre
they satisficd or not ? what tind of extra services they want?
cte.,

But, for such type of study T reculres more time, and
dJue to lack of time, financilal resources and my nhysical 1imi-

tation T could not do this work,
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Mewspapers do not gurantece nroper display or bet*ter position,
unless extra amount is naid for sSnecial nositions. Tf there is
any mistake in the published advertisement,clients exmect that
the whole advertisement 18 repeated but newsmapers published
only the corrccted part of advertisements. Whether the wvhole
advertisement 15 rencated or not 1s decided by newsyavers and
both the ad.agency and clients have no control over newsnancrs,
when advertisements aré nublished in newsymaners regularly 1t 19
expected that newspapers showdd nublish some news items or
feutures covering clients professional or business activity,but

publication of news items is normally Jifficult becaguse auditor

Q

have control over news section and they decide whether the pivep
muterial has any news -value or not.Ediftors discretion is al-
most always against clients interest,
* Solution :-

It is a fauct that the major source of newsnapers income
is advertisement revenue .Both the editors managers, and nro-

priters of newspanpers should reallse that their financial strJn-
gth depends on advertisement revenue. Mewsmaners should therea
fore strive hard to maintain cordial relation between ad.agenclies
in the interest of their clients. Mewstaners should »ealinse
wvhat exactly arc clients interest and relevant exnectations of
ad.azency. If there are mistakes in published advertlgements

repetition 1n nart or» full should be as per clients cexnectatlon

4. PHIL. or clients should be convinced about the correction. As regards
IN
SEMENT news items concerning clients activity, editorial Jdepartments

should not discard cach and cvery material sent by clients or

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

slant. But as clients or thelir advertisements are the main

basis of nevsruners financial strength, cditorial departments
should render thelilr services so that the material sent by cliepts
1s proreriy rewritten in jJournalistic style and »ublished as
nev-items or» news features. It is also exnected that editors
should send their reporters to clients and to prenare interesting
nevs-storics, This is the only way by which newsnaners can
miintuin co-ordial relations with ad. upencies and their clients.

2. Problems Raating jo Ad. agendes —
2. 2&nkkstxkakmxtngxkﬁ§§§mxgamaxgaza

@. Delayed vayments by clients:-

The most important problem of collection of outstanding
from their clicents. Delayed payments cost pybdiedtics a sizablg
mrorveration of nrofits and in some cases navments were not
forthcoming from Jdefaulting clients.

2. Prebrems Relutinp te d.agencies.-

Ad.agenciecs send advertisement material to ncwsmaners in
the interest of their clients who are expected to vmay the billg
in time. Newspupers normally do not give credit for more than
tvo to three months., It the clients do not »ay the hills in
time, ad-agencles have to vay from thelr own resources and 1if
they have banking facility, they have to vav interest on the
nayment made on bchalf on their clients,

Eventhough lepal remedy is availahle,if the clients do not
o, PHIL.
&Méx vay the bills the procedure is lengthy and also very costly.

Advertising agencies in ¥olhaprur arc not fully efulmmed

with necessary personnel like executldlves, market representativqs,
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designners, conywriters, ctc.
The facilitices like tyne setting and other artistic retuid

rements are not casly avallable,

* B8olution :-

Newspapers should co-#perate with ad agencies for the
recovery of clients bills. If clients do not may the bills,
newsmaners should not publish their advertisement. Tt sent
directly or through some other ad.apency. Ad.agenciles also shofld
have rroner Co-ordination and the clients who 9o not nay the

bills of one ad.apgency should not he entertained hy another

advertising agency.

Newspaners should extend credit facility Af bills of
narticwlar clients are Jdelayed.

Ad.agencics in Xolhapw would afford to maintain executivels
and other staff members, only if they get adeocws te business anfd
4150 adecuate percentuge of comminssion.MNewspaners should incre-
ase thelr commission which is now 1imited to 10% to 15%,50
that ad.agenclies would be scound enough to emplay artist and
designers and also get other facilitlies 1like tyne settins cte,

5. Problems Relating to clientg:-

They are normally not inclined to spend much in advertisin

L

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

vertisements have been usceful in thelr business interest. This

n. PHIL. also results in unstable behuaviour on the vart of client as
IN
JEMENT they are not certain or confident as to whether advertisements

arc responsible for their development in business or not.They

are wunsteady and inclined to change advertising agencies and
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also advertisement material.
* Solution:-

BDoth advertising agency and thelr clients shoudd find
out as to hovw advertisements are dircctly or indirectly 1inked
with sales or business development .

Both nevspupers wnd ad.agencles showld discourage the
tendency to change the ad.agency from time to time,

The clients should on theilr own trv to assess the immor

tance of wdvertisenconts and schowd find out as to how their

advertisements dircectly or indirectly influcnce market frends

and also customers tendencies.

4, DProblems relating to Customers:-

»

-Most of the advertisements try fto influence customewa
who are cxpected to nurchase the adverticed nrotucts in the
market. RBut the main problem in that the behaviour of customerd
is almost, alwavs unpredictable. An alvertisement with very
attractive Jdesipn and layout may or may not infrluence m customd
This is because customers are not able fo amreciate hent
foom of advertisement as they lack high asthetic sence.What
15 attractive from wd.awgencics noint of view may not be attra-
ctive from customers noint of viev. Apuin investment in adver-
tising #ives rise fo incrcase in nrices of advertiscd articles
If the coot 15 thus incrcased, customers find it inconvinent tq
nurchagse the article in murket,

A1 thoug, advertisement 1s one of tho methols to convience
the customers, it 1s not alwvways succesful, Because custnmers arg

not influenced merely by advertiscements but they relgg on ner-

sonnel experience , recommendation by ne&ghbours and aloo salea

S
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techniocues of shonkeeners on- the-snot salesmen in the market.,

* Soluation:-

Ad .apencies should try to create counsiousness among cus-
tomers. mhe term of advertisement should not be only sunerfici.
ally attractive, but it should be both informtive and analvticgl.
¥ormal customers mayne®t have high aoesthetic sgsense, but the
advertising agencies should visualize prospective customers and
their canaClty to anpricate and understand the advertisement
material. The nroper murket survey and motivation of customers
In & certalin arca are also important fuctors which advertising
agencies should »roperly wmderstand, 5o that their aldvertise-

ment cam™igns are both effective and resnlt- oriented.

=: General Discussion -

There are many opportunitices for rrofitable and revwarding
careers in advertising for both young men and women in this
groving busliness and nrofession in Kolranur city.mfortunately
if a »nerson 1s not sulted to any other »rofession or work he
thinks of entering into adverticing thinking that it 15 easy to
get in as also to do well and prosner in it.

Advertising is no game, 1t is a scrious vocation, and an
important fucet of business in Kolhavur cilty .. an industrially
Jeveloping »lace and also a agro-bascd Wegion. Mov a days corr-

esnonding comnetition Has wlso grown in local industires so

R that the nced to advertise and advertise well in order to
<EMENT
susvive in industry or commerce is well anderstood by the busi o

nessmen.
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Thercfore advertising today in Kolhavur city can afford

employment to many men and EXmsx Women of various aptitude and

ckills,

Actually advertising 1s not a nrofession,in the sense that

law and medicine are mwofessions,. There are no recorpised

examining hodies as vet for ceetain &» drpanisations of adver-

tising. Hovever for the artist thewe arc recognised courses
l.e. in Xulanikutan to full fledged dinlomas as also stulents
vho take diplomas in y»inting technel opgy can succesasfully fit

into the »roduction department of the advertising agencies,

Anart from the scone in the studlo or art Jdepartment of
the advertising agencleg, the gEmmy scope of emnlovment in all
the facets of advertising 1o very broad indeed. And therefore
almost any kind of education and business emnericence will he
helnful in some branch or the other.Though college eJucation
& gcome sort of advertising study 1s extremely Jdesirable there
are magy who huve made outstanding succeess without it.

Such peonle, without any farmul or higher ecducation have

nad actunl experience in an advertisins Jdemartment o as a

traince in an advertising agency, have studied honoks on alver-

tisirg and willingly worked very hard to gather whatever knov
how they could with outstanding results,

nmovever, sclling exnerience ia helnfu) to many to get
a br-ak into advertising which is also a form of selling.
Many Jjournalists have also come into the field of advertising

because of theilr relative influence in getting some business
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city the pronriter of Sulin und Singer Tublicdties,

Some »ublicities in Xolhanur city have been started by
nersons who have no idea about vhat advertising raallyss is,

But 1t 1s necessury thaut an advertising min must know something

about almost cverything, truely he has to be a'know-ali" or an
" all pounder". e should have a broad general education nNlus
he must know about economics, .finance,acconntancy, salesmanshin

and other phascs of business upon which advertising has a hearin

LA
.

e must know about annlied art, nhotogranvhy block-making,»rint-
ing about the various media avallable and their working, e must
tnovw about marketing and murket rescarch. ve must also study

the manufacturing processes of the advertisers be is working fori

For this Be must have an onen mind, keening his eyes and
ears onen, observing and analysing so that some day he can
crecatf. 1le hus to shart at the bottom of the ludder as a tralnce
or u "cub and workhis way up hecause cynericence 1c necessary

before promotions to better nositions can be expected.

Many young neonle carper to Jjoin an advertising agency.
without expericnce, 1t is hard to get into this field and without
getting into this field one cannot get exnerience. This then is
the vicious circle,llovever,onc has to break it »nroviled one has
a rcal Jdesire to get into this field and not just hecanse be
cannot get in clsevhere,

The best way to make a start is to get into the rescarch
denartments of advertising agencies or in some market rescarch

orcaniscations ws field investigators to collect relevant data
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by making calls on consumcrs or retallers, cte.lle will gain
valuable experience in this nersonal contact with the consumer,
the retaller, and the wholesaler, which will give him a back-

ground sufficient to get in as a trainee in advertising.

There are many nositions in advertising agencies account
executives, copy writers, artists, visuallsers,tynogranhers,
rroduction managers, medio runagers,production and media assi-
stunts and assistants for checking wnd billing, accountants

CT',C.
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=: Advertising Rescarch -

Advertising is the ouickest,lcast expensive a most

to find gulickly what they want to buy and buy them easily:it
also educates neople to make effective use of the »roducts.
Advertising is & dynamic activigy and is constantly changing
in resronse to changes in natlional and internaational bus&ness
environments,

Generally advertising agency performs the following
three fanc tion}s :

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

Advertising agency tries to locate the advertising needs

of that company.

2. To conduct the Advertising campaion:-

For this, once the neceds arc 1dentified, series of Jis-
cussions take nluce between the accounts executive of an agency
and the advertising manager. Bhewefewsx Thercafter the hudgets
arc finalised. The budget allocations for various media of
advertising are also determined. The advertiscing agency contact
the media onwards and advertising based on the budget framework

alrcady finalised.

Ze Advertising Rescarch -

A pood advertising agency is also an indepandent adver-

tising rescarch for the »nlant with a view to locate how far

[ ]
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the advertising effort has been effective in communicating the
message to the massces, It 1s advisable to carry out such a resch
arch neriodically so that the feed back can be established for
fature advertising.

The main activitics of advertising rescarch are

a) Motivational Rescarch,
b) Copy Research.
&) M@dia Rescarch

a) Studies of advertising effectiveness,

1. Motivation Rescarch:-

It is concerned with the nsycholozical side of buying
habits of the c¢onsumers, with the recasons of " why" neonle
behave aus they Jdo."why" they buy. It is significant to note w
why a consumer buys nroducts 'A' in preference to nroduct N
when apparently both these competitive »roducts are similar,
Motivation rescarch 18 one of the market rescarch methods and
1a not just a mere collectlon of snecified techirucs »ut rather
a different way of looking at the same nroblem., Tt makes use
of »nsychological technioues and methods to nenetrate below the

surface of the mind. Mormally consumer rcesearch triecs to find
out who buy.what they buy, when they buy and where they buy,

whereas motivation reascarch adds the vital " why they buy" to
it.

Motivation research (M.R.) 15 a tool of marketing evolved
to assist the manufacturer or advertlcer sell more and more,
The objectives of ¥,R. are to analvse the market situation,to

exMain it and in conseruence to sugpest the course of action
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which will lcad to the desired changes. In the past, the seller
used to shout in the market place " buy, buy , buy." which is
5t111 the main theme of all selling whether the particular vendor
15 dealing in gooeds,services or ideas, with the proving nopulatioh
and industrialisatlion the only differcence is that there is a
wider gan between the manufacturer and the ultimate consumer and
both of whom, that 1 both these ends of the chain rarely mcet
face to fuce.

Motivation rescarch, has, thercfore cenormons RekXemizk
potendalities and if »roverly used can be of the srecatest value
in the field of production, planning, nackaging,marketing and
advertising.

In short, it can help in the formlation of a rational
rroduaction 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 nrice levels, in what shanes and
slzes, with what constituents and ocuwalities and so on. In macke-
aging e.g. 1t examines the rcactions of the consumer to different
shapes, colours desipgns and labels and what material should be
used in packaging glass, plastic, foll, paper, box- hoard or
nolythene.

votivatlion Research also helpé the advertiser to know
what 1o the right advertising anyeal by informing himw as to
vhat sk sort of customers there are for a narticular nroduct and
neonlets motives behind buying it.

2. Cony writingi-

The aim of advertising copy is to sell or help sell

products, services or ideas. It is prepared by an exmert cony
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writer. It is written or spoken material of advertising communi-
catlon and includes the headline name and address of advertiaser,
as wvell as the main text of the message. Advertising copy is
a creative business demunding a lot of imagination and foresight
vell designed advertising copny uses four basic steps in selling
1) attracting attention 2) develoning interest 3) grousing desir
4) finally generating action, the go-called ATDA formula. It

should adopt »roblem-solving approach and offer the right solu-

tion to the nroblems of pnrospect. " Your " gttitulde is alwavs
preferable in the communication. Aporopriate avneals or »ulls mus
be ¢iven special attention to maximise the »ulling effect of
advertising cony. Then only &t can succeed in its mission,viz,
motivating the nprospect to take puarchase decision and exccute it
promptly. Advertising copy should be simple,eusilv wunderstandable

attractive and nersuasive languwge. Then only it can gain action.
O O

Se Media Research :- Advertising regearch is concerned with

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

can be better understood 1f we stuldvy the comnlex problem of sclea
cting the right combination of media of advertising essential ly
this is the muin service rendered by the agency. It 15 a spnecific

type of decision which should be taken on the basis of facts and
figures., et us consider the merits and Jements of various media
of advertising so that one can apprictate the criteria of s

selection.

=: Selection of Advertisings Media ‘=
The adecrtising man must focus his attention on »e ane
important aspect, that is, the selection of annronriate adverti-

sing media so as to rcach the advertising message to those Consum

~

<

er
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Media Plan :- a part of the total marketing and Advertising

111 i

vho comprise the mirket of that particwlar »roduct is an effectiwpe

anld efficient way. The selcction of medla is normally done to

get the muximum Coverage at the minimum exnense.,

The advertising man in consultation with the media man
nrevares his media nlan in which he does a nroeer selection of
media, to be nresentcd to the elient for his anyroval. The media
pluan is done 1n sweh ¥ a way 50 as to reach informution about
the nroduct to the consumer, To evolve a media nlan the media
man has to obtain a lot of background informtion and to do this
he has to denend wpon market rescarch and marketing Jdermartment an
the advertising agency as well as unon the c¢lient to heln him to
agssess the present position of the moeduct on the market and also

the future marketing objectives.

nlan.
The media plan 1s a part of the total murketing and advera
tising plan. The latter usually consists of four narts.
- a marketing or selling plun.
- a copy Plan.
- a Medla plan and
- a promotional Plan.
The part which a media man nlays is in the selection and
combination of the most suitable media to form a well planned

and effective cammalgn. Whenever u product or a service 1s to

be advertised it is done over a certalin sneclfic neriod. The
tgne and nrice of the »roduct and 1ts market would usually dJdecide
what gsort of media are to be used and normally a camhalons utili.

ses more than onc mediam, sometimes two or ceven more 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 wdvertising plan, the murketing objectives, the advertising
theme, the design and execution of advertising material and the
cholce of media must emanats from one single concent -- that 1ia
the soul of the advertising cammuign. The media nlan of course,
has to take into atcount the marketing policy and the advertising
1dea, without which it virtuwlly can not be mude. However in some
cases a study of the competitive advertising mav reveal that they
are not utllising ut all or fully a certain medium, wherehy the
media  man may think of making 1t a major medium of the camMmipn
5o thut the sales message may Jominate this medium and stan’! oat
by cheer contrast; ic.absence of g compefitive nroduct in the
particuiur medium,

TTow selection of Media is used:-

The murketing and advertising nlan defines the ftyne of the
campaisn to be launched by ldentifying and classifying the market
that is, the potential customers 1s alms to reach, the buving
rhvthem with seasonaul factors, if any and other refulrements of
the campaisn. It is the forenost Jduty and responsibility of the
media Nlanner to translute these reduirements into the least
cxnensive yet  the most effective combination of advertising medi
to carrv ont the cammalgn. It 15 cCually imnortant in fthe aselectl
of of media to determine the right media timing. This can he done
by studying the timing fuctor of cuch medium individwally an?
also in combinutlon with one another. This can have Jdefinite

effects because with rroner timing of a sales mesnume, the mood

NN
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of urgency if reduilred by the campuign, can be imnressed unon
the »eonle, on the other hand, 111-timed use of media or 111 xx&é
spaced sceaucnce of advertisements can reduce the impact renuired
thus in conseouence hinder the momentum of consurer response,
such lanses Can only result in wastage of the advertising cexmen-
diture.

A wise selection of media 15 almed at muximum effective
caoveruse at minimun Cost. Ry effective coveruype is meant that
they reach the maximum mnofential customers and not Just mximum
number of neonle, hecaune in the latter case opnly fewer nercen-
tage may be potential buyvers. llence, selsction of media would
derend on the market to be rcuched, the hablts of exmosure to
communication of that murkct cte.

The primary nced in media nlanning 1is to get together the
necessary data or hackeround Informatlon and the follwwing 1ist

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

1. The nroduct: Its buving »tybum, scasonal Deaks.
2. The market :- Its classification in terms of ape sex,

education, social class,pecagravhy, income srouns cte.

Ce The objectives and tactics of the camnaign.
4, The atmosphere rcduired in the cammipgn--gay.

prestige,serions,cducational, hurd-sell.

5. The advertising adpropriation to be srent.
G. The p&kmst period over which the anywoprlation is to he
. PHIL. stant.
IN'
EMENT

7. The competitive nostion - spending media ,Tatics cte,

>
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Ma jor Media Analysis

, Medla of Avertising.
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A) press Advertising ;-

Newspapers have a general and wide anneal, It is a very

common method of nublicity.mewsnaners arce flexible and timely.

W
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“journals are other means of press publicity. They are best far
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Repeat advertlsing is possible. Periodical change in size and
contents 1s also easy,selective advertising to some extent is
avallable effectiveness of advertising can he estimated by having

keyed advertisements. Newsnaners offer »romotional assistance.

They arc the best souwrce of murket informution,

Newsnaners wre truly w way of 1life to most of the literate
neorle. They have short closing times. ¢losing times refer to
the period before nublication when the cony must be submitted
for newsvarers this neriod is only 24 hours. m™he aldage seeing As
beliving is annlicable to nrecs advertisements. It offers greater
nrestige and believability.

Movever, newsnmaners have short span of 1il€e. We cannot have

colourcd and attractive advertisements. Waste in advertising 1o

considerable.Tlliteracy offer its utility.Mapazines and trade

coloured und attractive uadvertisements. They have longer 1life
greater rctentive value as well as reference value. Nelective
anpcal 1s nossible, We can apyroach particular market segment only
waste can be reduced. However, they need advance dlanning Jo not
facilitate repetitive advertigements. They have limited circula-

tion. They have higher unit cost ner contact,

B) outdoeor or tural Advertising.-

Yiral of outdeor advertising has long 1life.It hus a ~oeneral
and wide apncal . It can attract attention of numerous " nconle
Tt 15 good to remind nrosnects, An advertiser has amnle scone

to use his skill and art in advertising.




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

« PHIL.
iN
EMENT

= 117 = ‘

owever ;outdoor advertising hws certain limitations. It cannot
have a long mesouge., It 1s not useful In selective advertising or
for specilalised products. It has a low retention value. Its effec.
ctiveness cannot be accufutely measured and it wav lead to consi-
derable wastage also Bill boards and haardings are not welcome
today on highways Jdue to adverse nublic oninion. (They snoil

the natural beauty wnd environment )

) Dircct Mail Advertising :-

Dircct mall is any advertising sent by mail (Postal transmi-
ssion ) including sales letters,folders,mamnhets, bookels,catalogu%
as the like. Direct mail is the most nersonal and selective media.
It recaches only the desired nrosnects. It has minimum vwaste in
circulation. The advertising cCony can be very flewilhle.Tt has
ma xbmum dossible personal features even without nersonal contact,
It can provide Jdetailed information about the »nroeduct or service,
ereating lusting immression, Its effectiveness 15 measurable. Tt
can be firmed agc per advertiser!s will., It has muximum nersonal
appeal. It can take any size, shape or farm nermitted by the post
effice, It 1s not in direcct commetition with the rivals matter,
Lxtensive testing can be done on the nroduct,price,anneal ,or other
factors before the entire mailling 18 sent out. The mesults of Jimed
mall avertising can be checked by means of an offer incornorated
in the mailtng. lMowever,direct mall 15 costly. We maynot have
proper malling 11ist. Recelver may consider it as junk mall as it
may not have entertainment value. It is not a good means of mass
communication.

D) Broadcast Media :-

S
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1. Film Advertising:-= Tt has a wide avpeal. It can overcame

language barriers, Audlo- visual ( sound and sipght) technioue has

maxlimum impact on agt audiences. Sound and sight both 4¥e empnloyed

Hauever, both cost of preduction as well as cast of distfibution
of slidep and Tilms are oculte high. Selective advertising 15 not
pessible effectiveness can not be measurcd, Waste in film »ubli-

city <can be considerable.

2. Radlie Advertisement:-

Of all the media, radio has the shortest ¢closinp times.Radio
uscs only an audio ( sound) signal, The cody can he submitted unto
ailr time. Annowncements can be made very duickly. It can secure
dealer support. It has a very wide apneal. Tt is suitable even for
illiterats neonle, Rexx Repeat message is odulte common. Snoken
word has greater impact than written word. Mowever, radin cannot
nermit selective advertising, It cannot give detalled information
It has lovw memomy valuc. People remember for more of what they
see than of what they heur. Its cest 1o high. It may not be very
effective ag listeneass may not 1like 1t. Yany a time they are
bored by repcat messuges, The length of time media is mamentary.

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

S Television Advertisement:-

T.V. uses both video(sight ) and &udies (sound ) signals.
Television has wll the advantages of radio namely. Sound and
explunation,nlus the additional advantage of sight. Tt can anmeal
through car as well as eye. Product can be demonstrated with

explanation. Television rcecaches the audience almnst 1ike nersonal
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fuce to face contact. To thut extent it is just like nersonal sale-
smanshin. Full ovnortunity exists for product demonstration and the
amplification of selling noints with aduio »renentation. It is reallr
a wounderful means of mass communication for mex creating murket.
Television combines all of the elements of communication: 1. Tllus-
trution 2. Music 3) spoken words 4) writeen words. We can have

short commercials as well ws Sponsorcd nrogrammers renrescnts tynical

combination of salesmunshin and advertising.

owever, television has 1limited market coverage. “lvertining
on T.V. is exnensive. Tn alddition to time costs of nroducing T.V.
shows are considerable. Roth raudio and T.V, messapes have no ¥
life opan like the messages in printed form., T.V. cannot have a

long advertising cony.

L) Transit Advertising :-

Transit advertising consists of car-card gdvertising, which
is located within buses, subvways , railvays and outside Jdisnlays
which anneur on the fronts, sides and bhacks of buses or other nublic
transport and ut transportation terninals.Transit aldvertising is
the lowest-Cost media. Tt gives geopranhic salectivity and seasonal
sclectivity. It has high readershin. It can rcach nedestrains and
truvelling public. IMowever, non-riders are noft exposed to car carlds
located inside the vehicle. Cur curds have small size and they can
curry only short cony, Trunsit advertising is limited in ~wantity

by the number of nubllic vehicles in oneration.
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The vpresent and Future of Advertising agcenciles in ¥olhapur

City:-

This rescarch vwork was undertaken to study some of the
managerial and operational aspects of publicity organisations

in Xoelhapur city.

Accordingly I studied their age, concentration,nature
of ouvnership, size,extent and nuture of their workfoerce as
well a5 thelr organisation structure I wlso tried to learn about
what ®f type of services they render to their dients and how

arc they vaid for their services and so on,

T tricd to find ouft the present nosition of nublicity
organisations in Kolhuvur city.
i. Though the curliest publicity i.e. Jayendra was csta-
blished in the 1940's the majority of the apgenciles were cesotabli
shed around 1970's and to day there are 16 to 17 nuhlicities

Joing the business of advertisement.

2. Most of the pmEkixxg¥mmxx publicities are nronritory

in nuture and majority of them are samall in size.

e Mearlly in 1/Z2 of the nublicities, provriter is the onl)

person acting and it an»mears to he onc-man- show.

4, Mo publicity have organisational structure ecscent
Jayendra publicity.

5. Personal contact with clients hus been the most poru-

ler method of securing business. The first critenion for
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actepting a cllient has been financial soundness.tencrally it
takes from one menth to & months to secure regulur business.
Host of the publicities have been serving the nrivate sector
oncrating «t local lcvel.

G. , To serve clients only two nublicities had account
executives but others contact nersonally, Mostly the nublicitia
are snace buvers and they huve no organisution to offer ade-

auate services,

7. For plunning an advertisement the most important factor

was view noint of the client.

8. The press wws the most nopular media used by rmajority
of »publicity organisations. Many of the nublicitics could get
Snuce @S and when needed by srace contract,

9. The most important criterion for evoluwating an al-
vertisement wus clients actual exnericence and rseneral resnonne.

hof et seex Ko Re w RaAavwiar we R

10. The bipgest »roblem faced by nublicities was that of
collecting outstanding dues from clients.

Mainly xolhanur is an agro- hased arca.farmers arc
mainly denendent on 0%l engines and clectric motors and mumnset
etec. and local Tnginesring industries in Xolhanur keave heen
catering to neecds,along vith some national commanies.

It is obscerved that arencies in Kolhanur ¢ity mainly
stress on only pubhlicity rather than working as an advertising
agencies like those in poona or Bombay. They can not recacth thel

product or services to the peonls as there is not »ight adver,

L2
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tisement Tfor right »roduct,bm right nconle at right time or at

'3

ight place anncaling topresnective buyvers, Thus present »ubli-
city organisations are unable to Jdo effective ddvertisements.
The main rcason behind 1t ic that there 15 unavailability df
efficient manpover with sultuble technical background ahout
advertisement nrofession Atmost all publicities do the wvork
of designing und at the most the number of persong engaged arc

“very from 2 to 5., i.c. one or two artists and thir»d nerson havin

M

knovledge about advertisements. mhus this is the nicture of

ad-agencies in Xolharur city.

When a company vants to bring a new moduct or services
to the mirket but the nresent »nuhlicity organisations are anable
to do the market resecarch consumer rescarch and nroluct r»esearch
which are neccsosury for more sale. Tt 15 mhxeood xhbai: fhe

observed thut the orgunisutions writhout doing decen study regurd i

—
o0

that product, performs the “unctions of advertisement. Due to
this expected resuwlt is not obtained and thus feeldback from
such advertisements 1s less. So tenlency of many industries or
clients go to Bombay or Poona where these oresanisations are
nruilte well develoned to fulfill their ox want of advertisements.
Majority of publicdties are enpaged in »rinting husinesgp
(80%) and vork of designing is done by their ovn or breelance x|Rk -
artists. Thus ultimute advertisement is the result of »rinting
. PHIL. and Jdesigning but 1t docs not arear to have the necescary mll

IN
EMENT | nerswasion or nublicity value,




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

—éﬁ' = 17 = l‘;%

From the above studyfﬁound 1t necensary to cct Jeerer
knowledge regurding geograrhical, and historical hckeround
of ¥olhanvur city. Also the buyins habits standard of living
cconomical background of neonle living in xwolhamnr City
should be considered to carry out the activities of agency
in a right and sufcessful manner.

Thus this is the nresent nosition.Adevertising
is a must for sales rPromotion of consumer nroducts in ner-
ticulur and others in gencral. mhe growth of advertising
in Kolharar city is increcasing day by Jdav., "o the city is
becoming more and more busw,Phe Jdistincuishing factors of
Xolhanur city are neccessary o be considered to Tind out the

scope of advertising in future.
@) As per the 1981 censuses ponulation was 3.51 Takhs
and 1t 1s 4.5 lakhs including neardy villages,

b) ¥olharur city 12 treated as south xashi.lence it

is a Tourisnt centre.

(¢}
Ly

EBducational centre the due to the present shivalil

University, coelleges from sangli,Satara and Sholanur

district affiated to shivajl "miversity.

Msonresence of Agricultural college,D-Pharma college
T.T.T. Am.T.L, Technical Institute,law collepe and college
of short term medicul course have increased the number of

students in Xolhaupur city.

PHIL. |
ey d) ¥olhanur citv is an International market for JTugrery

and ¥olhavduril Chavnals.

B) The most imnortant factor 1.c.Tndustrial sector, vhere
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about 400 to DBOO small sCale indusctries vhile

ot

large scale industries like Ghatape Patil Indus-

t
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&.F.T.),¥enon Pilctons,"achine polygraphs,

.M, T, situated in M.I.D.0. Area in ¥olhavur city

e) ' Fibm studio 15 also svailable in Xolhavur city e
other distinguishing factors of Kolhapur District are 1.e.1?
¥exxougar factories in the Jdistrict Tchalkarnjli, the scat of
nower looms JTuparl 15 a famous all over the country for 1ts
silver grnaments industry. Tt has ?2 V.T.D.0. arcas on Mational
Tigh way No.4 they are making Xolhapur and industrially deve-
loving district.Agricuwltural advanced due to the presence of
different projects i.e. Radhanazguri,Xalamvadl and Tualshi and
al50 u leading Tourist centre due to Panhala,Jotiba ,Mahalasmi
temnle ete.

Thus after stulying the above Jistingnishing factars
there snould be rays of hopg-to comeforvard for 0ld as well
uS new nubllicity organisations with great success. Hith this
nev ¥.I.D.C Arca which was established near Ghokul Shirgaon
is also developing fastly with first ¥.I1.D.0'. ar~a of shirolj
wao fai@y develoned,

A pew film studilo nenr Yoravwadl is also a additional
ray wnich helns to increcase the scope of advertising in near
ot future.

Thepgrowth of advertising has always been a con-
comitant(accompanying ) of industrial and economic Jevelon-
ment of u nation. In ¥Xolhavur city, now that the tempo of
both agricultural and industrial develonment has reached an

anpreccdented high,one can make a »rognosisc that audvertising
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wvould also flourish as never before drovided of course, that
the »nolitical status of the country remains within the frame-

work of & democratic sct-in

With the increase in the ner-canita income 6B the

maSsSey ,mere 50 in the rural sector of the economy,corresnond-
ing to an intrcasc in the »urchase nower of the community a
further Imnetus is likely to be gliven to muss production.
with this the business of advertising will he more of a
necessity,rather than o luxury as some manufacturerns think

today.
There arce many onnortinities for n»wofitable and

revarding carcers in advertilsing for boths young meﬁiwomen.
owever ,advertigsing hus not yct reached its full
notential grovth in Yolhanur city, though advertising «s a
business is well recognised and many arc practising 1t as
a nrofession. There are of course many lacunae in the field
of advertising. It we comnarc, the Tiecld of advertising in
¥ olhaur cltv with that of 1ts counternarts in some other
citics like Poona, nombay. I found that in Kolhanur city the
advertising man in many 1nstunces has to work on cuerswork |
This is because very less attention is given to recadershin
and audlence surveys nerhans bectause SuCh as surveys are very
cootly and time consuming. To take away the quesswork out of
manufactiringe and advertising, mrket research 15 necegsary

to nin-noint the buying habits of the prosnective market with

[¢)

lassifications in terms of apge, sex,income,education,locality

ete. Further the avenuens of motivation reascarch to &#1ind out
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g why peonle buy, are more or less unexnlored.Thus it is nece-

&

scary to adont a market rescarch for getting good results

of advertising in coming ycars.

In gencral, in ¥olhanur city,thero 5t111 does not
exist a respect for advertising as a nrofession because
there appears o great ignorance about the xdweritisingx adver
tising »rofession.Muny peoenle are not even removing awvare of
the function wnd intricacies of this nrofession and the need
for creative talent of advertising and there are no facilities
for proner training nor an attitule to 1earneﬁ,ﬁhe latest
trends ete. vore ability to canvass business of to be a gond
public relations man 15 not enough though sometimes a nece-
socary, but the need of the hour 15 to imnart both nractical
training as well as thecoretical and academiz orientation to
all the neweomers as well ws refeesher courses for those
already in the field.

If advertising%zs a profession hus to gain some
status as other.professions like medialne, law,architecture ,
engineering etc. the training for it must bhe more rigorous
and vrattical- oricented and public awarencess of its utility
to the commanlty at large.

Tt 15 the time that the present Association of
advertising in ¥olhanur city decides to devise an effective
integrated system of eduwcation and tralning in the related
ficlds of communicution, advertising and marketing. Thus xax
a certain minimum cwlification is decilded uvnon for nevw
entrants to the £ix® field of advertising, then 1t would

automatically raisc 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 nractitioners
of mommercial or arnlied art. Art in advertising to-day is
not restricted to the druvwing bourd creativity.Anplied artist
to deal with the science and art of communication. So the
artist must not only be able to ex»ess in nicturcs bhut also
in words. ITe should be fairly able to exlain his creativity
for this he must leaurn to recaed and write extensively. Te
should sec more, @bgem® morc, wnd should be able to analysis,
eriticise, wnd discuss.

This crcativity otems from the assimilation and
breving of a 1ot of thought, 1t is never the mere clever drav.
ing but clever Jdraving with meaning and mrnose behind it

that can lecad to successful advertising.

A%so ¥olharur,named as varvir vupgari is a vala Vagarl
where many vounger gencration vouths are coming with modern
techninues and artistical ideas, which helns to increase

the standard of advertising in Xolhanur City.

The comnetition will increase in future resulting
in better nerformance. The buyers market in coming years
would emerge giving a boost to ad-arencies business and
become more ' Socially committed! and 1less nrofit orientad.

Publicitics were also cxnected to pet involved in marketing

3

{

and nublic relation activities of client.Kxansion and

diversification of urban oriented nublicity organisations
would concentrffate more on rural markcelsste .

Tnus the advetising bnuginess hus to growy ftremend-
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ously 1in the neur future.Xolharur city which was 5o far

a Dlg village 1like clity, novw turned into cornoratinn city

with a population of over five lakhs and industry ofbusiness
also wre flourishing. Muturally the advertisement husiness
will increase in that nronortion which mainly helns fo imnrove

the valucs and standards of nublicity organications in future.
- L




