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=: Theoritical Background :=

1. Introduction ;-

With the profound impact of large scale selling
methods, on one side and the keener comnetition on the other
J the reononsibllities of a sales orpanisation have outgrawn
to thelr anusual »roportions resul ting into challenging
task,such as atmosnhere of snecialisation and sovhistication
var-anted the ald from snecialised service apencies to
relicve them from the grinped clutches,involving the Jeci-
Sions about delicate yet mammotnh issues of advertisement,
and these gpecialised units are advertising agencies that
have been gaining much ground over a neriod of fiftv vears.

Advertising 1is the arch that sunnorts trade
activity and the keystone in that arch lg the advertising

agencye.

a)Meaning :-

An advertiser firm may organise the advertising
campaign through its own advertising department or may
entrust this vork to an advertising agent.

An advertising agent or an advertising agency
15 tan indenendent company rendering specialised services

in advertising in particular and marketing in general.

M. PHIL.
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An advertising agency is a groun of advertising
specialists »nlus marketing, merchandising,communication

and allied nersonnel.

utl- - . C RO HAPME
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What 15 an Advertising Apency:-

An advertising agency may be briefly defined as an
organisation formed for rendering to advertisers services
such as preparing layouts for advertisements geéting blocks
made for layouts, getting advertisements made through sul-
table media, undertaking market research ctc.

The advertising agency is5s a nrofessional organisatiom
of specialists onerating wnder a system created by adver -
tising medla to which the advertiser entrusts draving up

and carrying out of his advertising »lans.

Advertising Apgency is a service organisation which has
come to be accented as a professional body that undertakes
planning and preparation of advertising,it has emerged out
as a highly specialised marketing institutions. It is a
firm specialilsing in advertising that »rovides counsel
relating to advertising and allied omerations of its dex
gtz clients and actually nrevares, buvs smace and time for
and Dlaces a large nart of the advertising of its clients,
It my also perfarm other gervices such ag,conducting market
research preparing sales vromotion materials, counselling
on marketing management or on nublic relations nrevaring
and distributing messages. Its work may be taken up by oole

propritors nartnership firms or limited companies.

In advanced nations of fast changing west, a m jor
portion of the publicity wark 1is handled by such agencies

for instance at present the U.8.A. has more than 4567 agen-
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cles and €ngland has 2170 wnits. The develonment of »ubli-
city in those countries is chiefly due to the wounderful
work and influence of these agencies. Apencies have come

up In India in cities like nombay calcutta, pelhi, madras
Bangalore and the like. Ags facts sneak to day, Tndia hao

75 agencles of medium and small sizes,catering to the needs
of Indian Monufactureers and dealers. The best examples

in India are clarion McMoun. Everect Advertising M.C .M.

lintas shilpi etc.

3. MNeed for an Advertising Agency:-

Most of the present day advertising is done by manu -
facturing firms and comnmanies as they want to bring the

fact of the existence of thdilr goods to the notice of their

nrogpects. They are very busy with their financial manape-
rial administrative, production and selling »roblems. TIf

they want to do the aldvertising themselves, they can. But
for them the need for annointing an agency arises hecause

of the following reasons.

1) For avolding high cost on advertising :- Advertising 1o

a sneciallsed job. It reculres the services of specialists

aphlss
such as copy writers, artists photo&gg;axops and others
to assist these nersons. A manuger hecomes necessary to

mnage the departmeats.Space for accommodating all these

M. PHIL.
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15 again needed, anl spacte is & problem of very great
importance in the modern expanding industries. If the staff

is not fully employad, the rumuneration naid to them twrns
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out excerssive, for keeping fully employed unnccessary

advertising is also mde,

11) For securing Exmert services:- An agency can apnoint

expert artist,cony writers and other competent for the
Job. For‘it advertising service 1is a routine job and so
it can afford to vay them. cause of continus work even
ordinary warkers become efficient in Jdue course. Numerous
publishers of newsmapers and magazineg sent their Jdailles
and neriodicals frcece to recognised agencies. The adverti-
sing men have the advantage of reading advertisments in
them and improving their art by instructing the adverti-
s8ing work to an ad.agency. The advertiser can bencfit by

the slkill and knowledge of the agancy.

111) For selecting the Most sultable ¥edia:- Many ad.agencig

are members of the %@ Audit Rureau of Circulations limited.
conscnuently, they will be able to know the circilation
figures of the newsnupers und Magazines of nublishers
who are members of the burcau therefore memberf;dvertising

agencies arc in a better position to select the best media

for advertising.Apain, the agency executives know full well
the editorial policies of each of the several pnublishers
and hence can Judge independently which nublication is

suiltable for which particular advertisement.

iv)For getting the advertisements printed at the annropri.

ate time:- Usually a client informs his agency the amount

he sets apart for advertising during his accounting year,

Bearing the amounts the different clients can opend for
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Ovners,nostel contractors, Cinema xmepsE pronerietors and
5o on for the space or time required as the case may be on
different dates. So an apency can publish the advertisements
realdlly whenever wanted. But an advertiser has to wadt til1

the newsnaper minager can spare space for him.Turther the

rity to any particular advertiser according to the latteris

need,

V) For geéting the advertising Material produced more:nulckly

fror »rinting advertisements plates are »caulred and they
arc made from layouts.As an agency has experts with 1t it
can very aulckly finulise the layout and get plates made.
It is alwvays in touch with the different persons whose
services are ncecessary.They can make film advertising alsp
more Guickly ug they keep themselves acauainted with all

the sources to be annroached for the same,

vi)For getting advertising made more cheanly:-

Further 1t will be cven cheaper flnancially for an adverti-

ser to emply a recogalsed advertising agency. Publishers

amount.The agency considers such commiasion as 1ts remuner-

ation for the servic: it renders to advertisers, An advertisd

tisements directly to any publisher. Therefore by making
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be able to recelve a good amount of Rwosxyex frec service
from the agency such as Jesigning advertisements, writing
copy, selecting the best media negotiating for snace ,suner.
vising ,printing and nroduction ,searching for hoarding

gltes and 50 one.

vil)For taking advantage of other services the agency gives:

Modern advertising agencies after services of different

types vuch as window dressing, market research sales vromoa
tion ete. There take a good amount of time if the adverti.-

ger himself does them through his own orpganisation.

Role and Importance:-

The role of an advertising agency is to plan create

produce and place advertising for 1ts clients.Clients uSue

ally are nrofit making business enterprisces.But they my
also be government derartments, individual political can-
aidates,ussocxutionq or other organisations.

The professional services of advertising agencles
are ag necessary to clients as are other outside snecla -

1ists such as engincering consultants, lavw firms {ar accoun-

tants ete,

It 15 a creative business (i.e.to prepar advertisement)
a service business(i.e.to oell its services to clients an
a profitable business( i.e. to make money for i1tself )
It is an indeprendent concern acting as a srecialist in ad-
vertising. It acts as an agent or consulant of the adver.

ticer who is a manufacturer ,wholesaler or retatter, 1t
¥
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15 not an agent in the lepgal scense .fxRimx Originally it

acted as a space broker for advertisement glven to the
media owner 1l.e. newspaner, Today they are advertising expert!
or speclalists in planning, creating,and placing of adver-
tising . They »lun and execute entire advertising comnaigns,
They conduct market reserach also on bhehalf of business
enterprises. They choose the necessary deserintion or brands,
design the nackage or labels on the packape. Thev select

the media of advertisement. They premare entertainment

a8 well as commercial spots for radio and T.V.advertisements

Adgvantages:-

Advertising agency induce manufacturers to advertise,
They help them in gselecting and obtaining the means of
advertising and in »lanning and writting advertisements.

Many large modern ad. agencies maintain staff composed
of experts in various filelds related to advertising such
as copy-writing,layout,photogranhy, display, printing,
typography radio and film publicity marketing etc . ksmiax
Actwal composition of the staff varies according to the
dients of the advertising agency. Rut services of other
experts such as engineers,dietitians, bilo-chemists ete,
arc obtaincd when rcauired. tTherefore cven mnufacturing £
firms having their own advertisement denartments find the
services of ad.agenc)es useful for following reasons.

1) The company cannot have all tynes of sneclalists such
as copy writers, artists, design staff murket research

experts etec. The ugeacy can have, these highly-naild sneci.
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over many advertisers. Mence it 15 economical and cheaner

to use an advertising agency.

11) The agency can take an mrlkkxxz unbaised or objertive view
of any advertising problems. The agency can sce the product
its merits and demerits through the eyes of the buyers who
are also outsiders, This obJlectivity is not possible for

an advertising department of the compang.

111)An ugency 15 in contact with media owners of Jifferent
tynes and enters ints contracts for space for it clients
50 1t can get the advertisements published at the apmro -

priate times,

iv) As an agency knovs the rates of space in different
media, it can better advise the advertiser as to the hnig

budget the latter has to nrepare for his advertising.nropgr _

amme ,

v) It canfeean advertiser from the botheration of contra-
cting medla owners of all types as and when necessary. Tt
will select the most suitable media as it has a thorough
knowledge about the different medila.

vi) As the agency has the knowledge of the cost of the
different medla, it 19 in a nosition to distribute the
amount of the advertisers publicity budget in a more anpro-
priate way and see that the amount 15 not wasted. It can
get film neon signs and radio advertising made in anpronri-

ate mroportions.
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posters are pasted and get them renlaced if they are torn.
It changes the arrangements in the windows neriodically,

It writes the scrint for radio advertising. Tt will be in
the lookout for the best locations for »oster advertising
It follows the national and local events and takes advan-

tage of them for boosting its advertising.

vii) It can do market research for the advertiser at a

less ¢cost as 1t does the same for different advertigsers,

viii) It can design trade marks nackages and lubels wrappers
for the goods to be 50ld and catalopues. It can do all

tyncs of Jobs connected with »rinting.

ix) Tt can @e sales promotion work:
x) It can design windows and arrange Tor a gystematic

arrangement of the things in the windows from time to time.

In this way an agency can rendier several sorts of
services to manufacturers and other advertisers., Bat it
may be noted that all the ad.agencies in the country can-
not afford to render all the above services. Some agencies
may be capable of glving some services only. It all denends
unon the resources and the arganication the agencies have

and maintain.

Agvertising Agency and Operationg:-

A1l adertising agencilcs,large or small are floated

wvith a view to servicing the advertiser to sunnort his
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marketing cofferts wiith efficient and effective adverti.
sing Including production of advertising muterials.

There are different types of advertising agencies
ranging from the one-man advertising agency, the smll

complete agency to the large agency. All provide nractica-

11y the same type of gservice but a major Jiffercnce among
them im that in a one-man advertising agency many of the
departments are handled by one single expert.

In the small complete agency or the large agency there
is more specialisation and a division of work 15 done devar-
tmentally. For examrle the medila Jdepartment in a large
advertisin: agency would consist of media manager who is
responsible Tor nlanning the media selection together with
the assistants who are respongsible for the execution of the
media »lan, namely buving of spacte o time in the given
media, to see to it that advertising material is sent to
the nublications in time and the advertisemen*s appear as
ner schedule. There arc also clerks to check the advertis-
ements that arvear and to do the cuttings of these adverti-
sements and scend fthem to the billing dermartment to vass

them on to the client together with the bHills thereof.

A large advertising agency As usually best couinned
to service the client in all the facets of mrketing re.

seazrch and advertising.
M. PHIL.
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ting and advertising consultants who work on a rctalner or
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Job work basis nrovide certuin services to the clients vho
do not reouire or cannot afford a complete advertising apgend

cy service,

Running an advertising agency involves a lot of wory
continuously, The activities of an advertising agency can

be 1isted as follovs:

1) Securing the clients.

2) Yalking comnlete investipation of the clients busi-
ness.

<) Prevaring the marketing and advertising nlans.

4) Creuting the advertising themes and idecag hased

upon the plan.
5) Executing the advertising in its nhysical form,

G) Making media bookings and arranging for the annear-

ance of the advertiasing in the various media.

Ilow does the Advertising Agency Works °

The dircctors of thc ad.agency control the Jay to
day workings, secure nev business and keen constant contact
with the existing cllients. They snecarhecad the nroblems of
the advertiser ansisted by an account eryecutive. The rest
of the team, the »nlanning groun, 1is then assigned the wvork,
The groun consists of the art Jdircctor, Cony writer, rese-
arch Jdirector, media manager, cte.,vho plan the compmaipns,

Thia nluns-bourd also functions Juring the »opress

of the advertising plan and here the purnose is to make
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certain that the scheme is going according to nlan and
that the creative group is functioning »roperly and effici-

cntly.

1. The Account Lxecutive ;-

The wordlaccounts!' in the agency sense means simmly
tadverticers'. And an atcount executive is the man on the
agency gtaff res»onsible for the handlbng, servicing and
management of the clients! business, he is the vital 1link
between the agency and the client. In the large agencies
there are several sach men, cach servicing certaln accounts
often in conjunction with assistant account executives and
the work 1s allocated to them according to thelr own par-
ticular ability. In larger agencies, an account supervigor
heads the servicing of the clients and has ax® sScveral e

account eXecutives working under him on varlous acCounts.

2. Securing the clien

[
-
.
Py

The first concern of any agency 15, of course to

securce clients, to cell its services. Further more this

5elling must be a continuous nrocess,not an occasional oCCu-
pation, for clients may come and clients my 7o and so the
nrogressive agency will be forever sceking new bhaginess,
cultivating new * prosnectsr and will do so by a settled
plan.

3. Selling Agency service:-

The next stage 15 to nrerare & complete advertising
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renort based upon the Jdata collected and to nresent this
to the »nroesnective client. In this renort, it will be

declded what 1s possible to achieve with advertising,vhat
general metholds of advertising could be used, the extent
to which 1t should be used the cost of the agency service

to the client.

A carefully written revort based upon this data
will be nlaced before the prosnective adveriser without any
material sugeestions as to how the work will be carricd out
in detall and his accentance of the general terms supgested
will be awaited before further work is nrenarcd. Some
agencies, however submit a complete plan in Jdetaill,scometimesdl

even a speculative campaign on invitation.

4, Collection of Relevant data:

Having secwred a new client, the next function of
the agency 1s methodically to accuire allthe avallable
information concerning his business, his marketing nlan &
nolicy.A well considered auestionnaire could form the basis
of such informtion or Jdata gathering. Tt way he diviled
into a number of sections, such as client's history renuta-
tion, prestigs products, sales methods, markets comnetition
finance, peé}ous advertising recsults, product distribution
and so on, with this data the account executive will visit
the & nev client, talk with the heads of various departmantg
and come avay with a clear wnderstanding of the aims and

objects of the mwroposed cammaign. The information thus
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acaulired will form the baslis of the next fanction and the

agency.

5. The Marketing and Adverticing Plan:-

The data and knowledge so far obtained 1s analysed &
the expericnce of mamkiIng marketing & advertising acoulired
in handling many other camnaigns is annliel to determins thd
advertising Scheme to be recommended,so as to he in consonad
nce with the marketing nlan of the client.Bven this market i

nlan 18 checked by the advertising agency for vdability,

With complete information before them the agency

experts meet to nrepare the advertising nlan »~ the adverti-

ging 1deas as a part of the c¢lient!'s total mrketing »an,

0. Murketing and Market Rescarch :-

Efficient advertising 15 based won two mailn factorg
1. Information and 2. Apnlication.

The infoermation can be obtained by asking the folloo
wving auestions " vhat 15 being s50ld ? To whom is it being
561d 2 when 1s it being sold 2Where is it being sold Mov

is it being solde

The cucsStions may appcar elementary but they Jo,
in fact, provide the solid foundation for the advertising
plans. The cuestionnaire generally goes into considerable'
Jetuids, like form, size, weight, nackage, nrice cte, the

market: sex, age, income-groun etc,any scasonal variations,
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methads and the advertising efforts so far.

Medlia Planning :-

With a complete understanding of the class of nrosne-
ctive custemers to be addressed gathered of course,from a
close scrutiny of the account executivels revort and the
research man's Investigations as well as the comments and
ldeas of copywriters and visuallsers, the media manager will
now suggest the media to be used,right upto the Jdecisions
on the number and freauency of insertions, the size of space

and the costs ver insertion will also be settled.

Advertising Plan:-

The costs and expenditure involved in press,relcases,

radlio,outdoor advertising ,flims T.V, direcct mailldealer
dids and any other media used, and r»rinting and nroduction

will be calculated and costs will be given in detaill ,with
this and the information obtained from various other members

of the agency's executive starff, the account executive will
ultimately draft the complete advertising nlan and submit
this with the ¢copy »nlatform or the advertising theme with
design layouts and cony suggestions to the new client for
his apnroval. Tt 18 »oasible that some time may be Jdevoted
to discussion about and nerhans modification of the nlan.
with the approved advertising nlan before him the account
excecutive has now to set in motlion the work of executing

the plan by producing the advertising for nublication in

vhatever form and medio it is to anpear.
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The creative Devartment :-

It is in this Jdepartment that thevidca " or theme
behind the advertising campaign 15 born and comnlete adve
ertlising »lan is executed with all 1ts advertisements,nos-
ters, leaflets,bocklets,shov cards,ete., The department
Comprises of visuwalisersy or " ideamen" creative artists
and copy writers and their duty is to create advertisements
that compel attention,create interest and alaso a Jdesire
to possess the nroduct and Af vosscible to create action,

in short, to persuade peonle to buy.

Creative Advertising:-

The next function, that of creating the advertising
in its physical stage, will nroceed immediately after the
approval of the plun or Scheme has been given., This will
consist of writing final copy, mking finished awbrmairsx
artworks blocks, comleting the designs of nrinted litera-
ture, having letters for mailing duplicated, obtaining fini-
shéd poster desligns and similar activities, like premra-
tion of radio,Jingles advertising films , television comme
ercials ctc,

When this wark is comppeted there are lavouts to be
prepared for the »press, nrinting instructions with blocks
and mass to be sent out and varlous other matters leading
upto the publication of the advertising in its materials
form to be attended to. The final artworks as also the

block pulls are gubmitted to the client for his final

anpnroval before Jdesnatch,
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Departments of Ad.Agency: &nd its Orpanisation :-

A highly refined and soun? agency has many denmartmenta
well within the broad framework of the organisation. *

tynical organisation takes the following shane with the

departments like contact, cony Art nroduction,media,\ccounts

checking, Billing, Rescarch and Public relation. A brief

explanation 15 essential as to how each Jemartment functions

to complete the work of agency. 4t the scame time, the adja-
cent chart given below shows a graphic nicture of agency #

1ts working at a glance.

................. !
Research Dent. ! mTmm T Tm T ' ' Public Relations!
................. ' ' Senior Officer PRI |
. Rescarch Director: ! Account Executive ' 1
Analysis t4——' Assistant A/cis ! 1 Directors \
Investigation i t Executive. ' v Publicity '
Clerks } Ve ! v Agsistants '
\,'. / Writer '
——————— y.‘_--_—_-1 .-‘;-‘---------“‘-"‘“ ' '
Media Dent. ' [ TTTT T T
............................. { B — -~
I ! '
Media Director :&___' ! \ ,.......\,: Finance ficcounts
space & time , + 'AcENOY |, mmmmemcesoeeoeeee
buyer, Media by ¢! ' Preasurer
analvut Estimatm‘"‘ t ! ' Controller
H \\/ "Accountants
Yy mpmmeemmmmeecoe- == e e ' Cheexing £ P1lling
----------------- + +Art g Viswilisation Dent't oper,
Copy Dent. ' e mc e mmmcc——————————— ty )
! ' A " e T
Copy Dircctaor v, Art Director pmmmmmmmmda e —————
Copy Chief h— Art Buyer v, Production Dent,
copy writers Y Artists T T e e ————
Designers. ', , , Produc tion
SRS | Layoutmen ! vanagen

Tynogranher Proof

rcaders,nrinters &
Pnﬂ"fn'ﬂ'!”




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

M. PHIL.
iN
MGEMENT

?@”

a)

b)

each department performs a particular kind of specialised work.
In Small agencies, the same nerson may also the work which a
number of n»ersons in a big agency do. On the basis of its functions

an agenty organisation may be divided into following derartments.

-

+ %2 =35 =

A well establoshed ad.agency has several departments and

Contact Department:-

Contact dept. strugples to get new business on the
one hand and trles to continue the existing business.Thugs
creatlion,sustalning and extension -- these three are the

bagcic tenets of this unit.The dent headed by senior officer
vho guides and nlans for Accounts executive." Accounts
exccutiver is the keyman who acts as a liason bhetween the
agency on the one hand and c¢lients on the other.It is he
who comes in closer contact with the advertiser ,collects
perhent information and gets aphroval for his nlanon his

behalf.,

Mcdia Dent.:-

After making the advertigsement plan, the agency}proceeds
to select the best nossible medium.,Media selection is the

tausk of choosing the channels of communlcation through which
to distribute the advertising message,therefore thesce Chann-
els are to be gearcd to the needs of market. The medio ana-

lyst and estimtors are to decide the annroximte kind and
nurber and notential custome~s and then to choose the
media that get the messapge to them.The space and time buyers
negotiais, prepare Schedules for insertion and skady the
effectiveness of publicity. this denartment may include

a mediu dircctor, space buyers.,time buyer, medila analyst

and Bstimators,
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Cony Rexakmenxk Department :-

It may be hcaded by a copy director and have cony
chiefs and copy writers, Tt prepares copy for all nubli-

cation and dircct advertising working closely with the

art dept. in this responsibility. Copy dept. is snecilali-
sed in preparation of advertising copy.The copy director
coaordinate the work of writing the copy, with the assis-
tance of copy Chief and copy writer., The advertisement cony
is the heart of advertising programme as it contains the

mx messcage. Conpy writing is not a childs »ay that reouirs

imagination, flair and fluency in the language,knack of
rresentatlion. e is to write not as ner his free will but
as required by copy director. Any way themeof the cony is

the outcome of his interest mood and ability.

Art and Visuwalisation peypartment :

The art- director heads this denartment assisted by

artists, art buyers, layout men and visualisers. Art dir-
ector gets preparcd visuals and layouts for press adver-
tisements posters, calenders, nalnted bulletins, car
cards and other outdoor pnileces many a times full time

artists are emnloyed to undertake such work. Some agencies
hire the artist{outside) these sghould be close alliance
and cooperation between the department and art and copy

as they supplement the work one another,

The Mechanical Production Derartmenti-

wnen a ¢copy or an 1llustration 1is rcady, the agency

proceeds to the next sten of mechanical »roduction. Nor-

mally all agencies use outside units for these nroduction

services. mhis production denartment is looked after
by nroduction manager, who moves to the tynogranhers




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

M. PHIL.
IN
GEMENT

¥

~

or type-setters to have " cony-set® in tyne; later to the
nhoto-engraver of the 1llustrations.Finally he moves to the
clectrotyner for electro tvnea; mats or other Junlicate
material in such ~uantities as needed.ere the work of

proof reader 15 cruclal and unavoidable.

Finance Department ;-

It 15 divided into Financing accounting and checking.

The accountants are resnonsible to maintain ac zounts as
and when transactions take placc.@lerks engaged in filling
& collecting the dues from the customers, An immortant part

of the axxe&xxi® agency'!s service is checking ,to ascertain

whether the advertisement in the newsnaper,cinema cte.

actwally anpearcd on the Jdays for which 1t was Schedwled,

wvhether it anrpeared correctly;vhether the test was nronerly
printed in case of press advertisine as the 1llustration
was clearly reproduced. mhe checking scection gocs on vari-

fying the production and publicity and cach individual case
may be of press medium or outdoor o r»adio or 7.V, or
cinema e¢tc. The ailm is to see that such publicity is really

helring the advertiser., It is interested in realising the
go@ls of publishing whether the advertisement is to annear
today or after a couple of days or a week or a month.

Regearch Denartment:-

Some of the ad.agencices have theilr own research sect-

ions to have continual stuldies of the effect of sales

activitices at the end of point of distribution of a marti-

cular product. The normal tendency, however is to use the
outside rescarch orvanisations as it 15 more ceconomical

and reliable. If the agency itself &mxa&h&x does the work
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research director hasa a tremendous cuota of task who does
so, with the assistance of marketing assistant analyst
investigators statistical clerks and librarians.These ner-
song ure trained in rescarch and are capable of placing
directly and evaluating the Information relating to the

nroduct. The greatest lacuna in ad.service in Tndia to-Jday
15 the lack of such research facilities and findines,

Public Relations Derartment:-

The public cooneration or oninion is the very basic
foundation for cheerful subsistence in these Jdays of fad,
cult and fashions. The birth grovth and surrival are largely
sgemxrtmeny denendent on the public oninion, sunnort and

feelings. It is public pninion that decides the destiny of
the enterprise. public relation 1g the nroctice of deliberatd

planned and sustained effort to establish and maintain
mutuwal understanding between the organisation and the »ubl ic.
Public reclations annroach is the product of nublicists and
advertising men.

The public relations Jdirector 1s to struggle hard to
have alwvays high oninion about the firm.Once the imape is
lost, the whole business comes to stand still,therefore his
tagk is to have survey of n»ublic oninions if snollt or mis -
represented, correcting the same.llere nublicity assistants
and writers heln him a good deal.

An organisation chart as shown below 15 shows how an
ad. agency can be organised. This 15 suggestive only as
the final structure selected must denend on the size of

the agency, its financlal resources and the services it

offers.
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Why to Employ Advertising Apency °

Very often there arises a pertinent guestion as to why
one should emy»loy ad.agency ? The answer ig simple and strai-
ght forwvard, the recal metal of an agency 18 denendent on its
ability to render gseweral useful services to the advertisers
A brief study of the services rendered by an agency 1is suffi-

clent to pinpoint the much warranted answers,

gervices rendered by an agency:

Timely and satisfactory work:

AdAgency 15 highly specialised in the held of publicity
that has wider and deeper contacts with media owners, that
factlitates the entering of contracts both for snace and time.
Apain 1t affords to emplepy experts and veterans in the field
of advertising like »hotogravdhers, 1lithogranhers,block-mkers
rrinters, artists, painters, actors, singers,anuouncers, who
arc fully and timely tavped by the agency Jdirectors. With
such recady made aad deliberate facilities, the cuallity and of
advertisement improves to a greater extent, and gurantees
timely presentation.

Agvertiser is freed and given the benefit of economy ;-

Ad.agency 15 really a boon especially for the small
and mediam sized unlts because nelther they are in a nosition
to meet all expenses of sccuring space or time nor, they can
widertake, the work which 1is ticklish and bothersome. The
ad.ing programme 1s designed at economical terms by the

agents with all the bencfits of carefreeness,

Sound appropriation of funds:




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

M. PHIL
iN
GEMENT

r‘

O

6.

3

= 41 -

Apency, being the pool and experts,is fully avare of the

cost of each medla, as such it 15 able to allocate the aval -

lable funds on varlous items in nublicity budgets. This results
into best resource allocation and utilisation. Thus the common
advertiser may miss apply the funds to his disadvantage due to
the lack of thorough knowledge whereas agency does it most
appropriately in a diversificed and pragmatic way to have best
result.

Conduc ting Market research :

Research 1s accented as one of its functions,Research
dilemms 1s the greatest when the agency first takes xzx a
new case of advertising where it is urgeﬁt to get fully aclua=-

nted with the clients past history present needs a future

potentials market rescarch woark involving study of nroduct &
reonle and methods of marketing will be Jdone at economical rates
as full time seasoned staff is availlable. The research depart-
ment 15 well cauinped with collecetion analysis and internreta-
tion of the market data.

Agditional Services: -

In addition to the usual services alrcady described,one

finds a willingness on the part of many agencies to day to

aoolst the clients with other dynamic activities of distributioern
Modern agencies do the speclal work of nacking,designing of

merchandising sales,training preparation of sales and service

literature, designing of merchandising disnlays, public rela-
tions and nublicity. It may be »nointed out here that tne agency
should justify such delicate work by doing 1t more saticfacto-

rily than the manufacturer or decaler or competing experts,
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In a netshell ad.Agencies have been able to carry most

of the burden created bty ranid flourishment of advertising

business.Thepe have farfited themselves to accept the challeng#

by reaching out higher refinement and diversification of ser.

vices so far rendered.

Selectlion of an advertising agency:-

Since handling over the whole burden to the shoulders
of agents 15 a very crucial and delicate dilemma involving
huge spendings, the advertising experts have given certain
check 1lists consisting of many noints to be clarified bhefore

selection of a narticular agency 15 done,selection of an ad.

agency should be based on the detailed stuwly anl closer xxtut

acdwaintance rather than casttal or random anproach such haste

will result in much waste, in due course, certain factors can
be considered to select a sound agency.

Factors of consideration:

Xnowledge and judgement:

Perhaps, the first point is that the advertiser should
see that the agency has profound knowledge and rich and mean-
Ingful imagination, 80 as to view and visualise the advertising
problems of the advertiser, in the light to his entire Jdistri-
bution framework. The ton management of advertising comnany
must welcome and regpect the counsel and Judgement gilven by
such apency at conference table.

Financial Soundness:

The agency 1s considered as the best,if it is xheyx able

to run the business on gsound lines with business like practices
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which 1gs at the same time free from the " deals" or "blue-Skg!
rromises." It has a financial integrity, Financial inteprity
is the ha;lmark of 1ts functioning as finance is the 1ifebloond

of any business undertaking irrespective of its nature,

(3 Expericence and reputation:

The agency to be selected should have long standing
experience in the mroblems, that xixx are either parallel
or peculiar to the business of advertiser. It is 5o because
lack of experience, centalls the danger of mistakes and wnwanted
trial and error experimenting. At the same time it must enjoy
good * standing in field of agency services which is indicated

by 1ts recognitions.

4. Records of average billing,-

If the agency 15 really nonular and reliable 1t will

have maximum number of clients., The accounts and other records
wlll show how much it charges and earns.It also reflects the
results of 1ts Jobs undertaken.It 15 a sound unit, it accepts

schedwled number of job pleces, thus avolding havhazord and

wmsatisfactory results telling very badly uvon the fame of
such a wnit. '

(5% Size and adeduacy of agency staff.-

The gize of the agency refers thege to the range of

services that it can render to the advertiser MNormally an

M. PHIL advertiser is interested in knowing about the facilities
iN

PRGEMENT | about copy preparation, art, media, rescarch sales vnromotion

merchandising window display etc. The adeduacy of staff relatesr

to the number and @mx duallty of employees, snecialists emloyefl
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to undertake the job so entrusted. The turnout of work larsely
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lingers on the activities of these specialists,

Timely completion of work:

For business community, time 15 fortune or money again

victory of on advertisement is dependent not only on how well
it 1s »k planncd, designed, rresented but when it is brought

to the notice aﬁ% general public., There are several cases.Where
the agents have given the publicity during ®ff scason that
resulted in not only wastage of money but also r»eputation of
the advertisers that 1s why the peivadples alwavs look to this
factor,

In fime it mast be »nointed out that this selection proce-
dure 15 not based on any hard and fast rules. These are the
cammons that help to welgh and judge agency of its metal in the
rield ég; publicity.These factors may differ widely from author

to agther as there is alvays scone Bor improvement.,

Thus, the selection of an agency 15 duite immortant. An
advertiser cannot follow the methold of trial & error in the
selection of agency Without some hazard. An agency must first
become familiar with the business of the advertiser before 1t
is able to advise.It i3 necessary to provide the agency with
a great deal of confidential information about the sales,manu-
facturing coats, problems regarding distribution of the nroduct

etc. The advertiser would not like this information to be made

QLI

available to a number of agencies. It is thercfore necevﬁa&y R
JE

to exercise all the care at the time of the selection afid the

%

o

- ::'5"‘?

arpointment of an advertising agency. i

v
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Renmuneration of Apgency:-

The discussion on ad.agency is incomnlete without refc-
rence to the concent of compensating the efforts »nut in by
the agencies, In fact the agency should be very carceful ang
e X BIRX R OB SXEL SN . I IBXEXXH RIYE EX X XXY XA EH X NS ¥ Ne
to define Just what services it performs for the clients and
the basis of compensation. rThis is of vital immortance beca-
use of ever increasing services being rendercd by agenciles

and the natural need for income to nrovide them,

Today agency costs have gonc un materially by the addi-
tions of staff of specialists emergence of new media extension
of additional services. It 1s cotimated by nanel of exmerts
that out of total income 2/2 15 naid for the salaries of
experts and others, who héve contributed to work;the remain-

ing 1/3 is carmurked io cover rent, travel takes and other

eyxpensces plus expected profit.Lven though they get something
like 15% of the total cost of the bill the net »rofit hardly

works out 1% to 4. In fuct maintaining reasonable nrofit
mrgin has become a difficult nroblem. The agenciles are meeting

this challenge through better management, cost contract and
arranging with their clients for reasonable comnensation for

the specilal services rendered,

Mcthods of comnensation:

50 far, there are two ways of compensating the agency
services viz., a) Commission basis b) Percentapge basis

¢) Fees basis,
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Commisslon basis:-

Under this method the agency receilves an amount cdwal
to 15% of the cost of media, time or s»ace as the case may
be. The commission 15 pald by media owners to the agencles
and as such agencles 4o not demand anything from their clients
wrless they render anecial &kind of services., Tn fact, the
advertising agency collects the full bill and nays back to
the media owner after deducting its 15% commission

For instance:

ol agency occupies a time in radio publicity at a cost

of Rg. 5000/~ the bill 15 collected from the advertiser and

it gilves back to the radio medium owner Ro: 4250/- after
deducting its commission of Rs., 750/- being 154 . ere the
bi11l 15 sent Erx by publisher to the advertiser, If the publi-
sher gives to the agency any cash discount on the promnt
rayment of RS. 4250/- the agency »ass passes it on to the
advertiser if the latter pays nromntly to it .

If the ageney snends, say Rs. 500/- for avt.work and
plates, this the advertiscr has to nay to the apgency in add-
ition by way of rcimbursement.

If the agency takes extra troubles for getting this
work done it may charge 184 on this Ws, 500/~ for such sera
vice 1t comes to Rs. 75/-

Therefore the total amount that the advertiser snends
15 = ( 500C + 500 + 75 ) = Ro. 5575/- The net income to the
agency 15 = Ro. 750 4+ 75 = 425/-.

The ad.agency thus premares a Jetailed hill for RS.5575/
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and sends 1t to the advertiser for payment. Tt also sends
to him the bills it has recelved from the publishers, the
newspaner cutting containing the advertisements, the bhill
it makes for the snecial services 1t renders for the nperusal

of the advertiser,

The commission methol is rovular with ad, agencies

+
beciause they straighyay ocet 167 commisasion on the publishert's
Dills.
b) Fees basis ;- As ner fees method, the agency is maid

@ lumpsum for the services tnat i1t renders to the advertiger.,
owner, The D1ll sent by the publisher to the advertiser is
1es5s bg the amount of *he fees set by azency. Tnder any

circumtance the agency i comnensated,

Of these two comrmisasion method 1s verv nonular as it

is straiph forwvard and simple. In the T,.S.A . of course Jue

to peculiar situation, fees method is in vegue, Some timen
a cocktalling is done of both the methods to the henefit

of both nartiecs.




