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The or it leal Bac kgr ound

1 • Introduction

With the profound Impact of large scale selling 

methods, on one side and the keener competition on the other 

the responsibilities of a sales organisation have outgrawn 

to their an usual proportions resulting into challenging 

task,such as atmosphere of specialisation and sophistication 

warranted the aid from specialised service agencies to 

relieve them from the gripped clutches,involving the deci­

sions about delicate yet mammoth issues of advertisement, 

and these specialised units are advertising agencies that 

have been gaining much ground over a period of fifty years.

Advertising is the arch that supports trade 

activity and the keystone in that arch is the advertising 

agency.

a)weaning

An advertiser firm may organise the advertising 

campaign through its own advertising department or may 

entrust this work to an advertising agent.

An advertising agent or an advertising agency 

is «an independent company rendering specialised services 

in advertising in particular and marketing in general.

An advertising agency is a group of advertising 

specialists plus marketing, merchandising,communlcation 

and allied personnel.

•AKh. : -K lIBRAIf
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?.♦ What Is an Advertising Agency

An advert icing agency may be briefly defined an an 

organisation formed for rendering to advertisers services

such as preparing layouts for advertisements getting blocks 

made for layouts, getting advertisements made through sui­

table media, undertalcing market research etc.

The advertising agency is a professional organisation! 

of specialists operating under a system created by adver - 

tlsing media to which the advertiser entrusts drawing up 

and carrying out of his advertising plans.

Advertising Agency is a service organisation which has 

come to be accepted 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 specialising bn advertising that provides counsel 

relating to advertising and allied operations of its ietx 

5btK clients and actually prepares, buys space and time for

and places a large part of the advertising of its clients.

It may also perform other services such as,conducting market 

research preparing sales promotion materials, counselling 

on marketing management or on public relations preparing 

and distributing messages. Its work may be taken up by sole 

propritors partnership firms or limited companies.

In advanced nations of fast changing west, a major 

portion of the publicity work is handled by such agencies 

for instance at present the u.S.A. lias more than 4567 agen-
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cieo and England has 2170 units. The development of publi­

city in those countries is chiefly due to the wounderful 

work and influence of these agencies. Agencies have come 

up in India in cities like Bombay Calcutta, Delhi, Madras 

Bangalore and the like. Ac facto speak to day, India has 

575 agencies of medium and small sizes,catering to the needs 

of Indian Monufactureero and dealers. The best examples 

in India are clarion Mcpaun. Everest Advertising M.C.M. 

lintao chilpi etc.

5. Meed for an Advertising Agency

Moot of the present day advertising Is done by manu - 

facturing firms and companies as they want to bring the 

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

prospects. They are very buoy with their financial manage­

rial administrative, production and selling problems, if 

they want to do the advertising themselves, they can. But 

for them the need for appointing an agency arises because 

of the following reasons.

i) For avoiding high cost on advertising Advertising is 

a specialised job. It reemireo the services of specialists
__Lnvj

ouch as copy writers, artists photofegravors and others 

to assist these persons. A manager becomes necessary to 

manage the departmento.Space for accommodating all these 

is again needed, and space is a problem of very great 

importance in the modern expanding industries. If the staff 

is not fully employed, the rumuneratlon paid to them turns
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out excess Give. for keeping fully employed unnecessary 

advertiolng ic aloo made.

li) For oecuring Expert cervicesAn agency can appoint

export artist,copy writers and other competent for the 

Job. For it advertising service is a routine Job and so 

it can afford to pay them. Because of continue work even 

ordinary workers become efficient in due course. Numerous 

publishers of newspapers and magazines sent their dailies 

and periodicals free to recognised agencies. The adverti­

sing men have the advantage of reading advertisments in 

them and Inproving their art by Instructing the adverti­

sing work to an ad.agency. The advertiser can benefit by 

the sld.ll and knowledge of the agency.
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ill) For selecting the Most suitable Media: Many ad.agencle

are members of the Audit Bureau of Circulations limited, 

conseouently, they will be able to know the circulation 

figures of the newspapers and Magazines of publishers 

who are members of the bureau therefore member ^advertising 

agencies are in a better position to select the best media 

for advert 1 sing .Again, the agency executives know full well

the editorial policies of each of the several publishers

and hence can Judge independently which publication is 

suitable for which particular advertisement.

lv)For getting the advertisements printed at the approprl- 

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

he sets apart for advertiolng during Mo accounting year. 

Bearing the amounts the different clients can spend for
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advertising, the agency enters Into contracts with newspapers 

Owners ,postel contractors, Cinema jsrbjshk proper let ors and 

so qit for the space or time required as the ca3e may be on 

different dates* So an agency can publish the advertisements 

readily whenever wanted. But an advertiser lias to wadt till 

the newspaper manager can spare space for him.Further the 

agency can make adjustments in its programme and give ppo- 

rlty to any particular advertiser according to the letter's 

need.

V) For getting the advertising Material produced more jOulckly

For printing advertisements plates are reouired and they 

are made from layouts .Aa an agency has experts with it ,it 

can very quickly finalise the layout and get plates made.

It is always in touch with the different persons whose 

services are necessary .They can make film advertising alop 

more quickly as they keep themselves acouainted with all 

the sources to be apnroached for the same.

vl)For getting advertising made more cheaply

Further it will be even cheaper fInaneially for an adverti­

ser to emply a recognised advertising agency. Publishers 

give to a recognised agency commission up to 15€ of the billed 

amount .The agency considers such commission as its remuner-
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ation for the service it renders to advertisers. An advertiser 

win not be paid any ouch commission if -he gives hts adver­

tisements directly to any publisher. Therefore by making
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advertising through a recognised agency, an advertiser will 

be able to receive a good amount of fROftxs&sc free service 

from the agency such as designing advertisements, writing 

copy, selecting the best media negotiating for space super­

vising printing and production searching for hoarding 

sites and so on.

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

Modern advertising agencies after services of different

types such as wind a-: dressing, market research sales promo­

tion etc. There take a good amount of time if the adverti­
ser himself does them through his own organisation.

4 . Role and Importance;-

The role of an advertising agency is to plan create

produce and place advertising for its clients .Clients usu­

ally are profit making business enterprises .But they may 

also be government departments, individual political can­

didates,associations or other organisations.

The professional services of advertising agencies 

are as necessary to clients as are other outside spocia -

lists such as engineering c on sultan ts ,iaw firms ,-faat accoun­
tants etc.
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It is a creative business (i.e.to prepar advertisement) 

a service business( 1 .e.to sell its services to clients an 

a profitable buslness( i.e. to make money for itself )

It is an independent concern acting as a specialist in ad­

vertising. it acts as an agent or consulant of the adver­

tiser who is a manufacturer, whole sal or or re tat ter. It
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la not an agent In the legal sense Originally It

acted ao a space broker for advertisement given to the 

media owner i.e. newspaper. Today they are advertising expert!! 

or specialists in planning, creating,and placing of adver­

tising . They plan and execute entire advertising compaigns. 

They conduct market reserach also on behalf of business 

enterprises. They choose the necessary description or brands, 

design the package or labels on the package. Thev select 

the media of advertisement. They prepare entertainment 

as well as commercial spots for radio and T.V .advertisements,
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5. Advantages

Advertising agency induce manufacturers to advertise.

They help them in selecting and obtaining the means of 

advertising and in planning and writ ting advertisements.

Many large modern ad. agencies maintain staff composed 

of experts in various fields related to advertising such 

ao c opy-writing,layout ,photography, dioplay, printing, 

typography radio and film publicity marketing etc .Scacutec 

Actual composition of the staff varies according to the 

dients of the advertising agency, pat services of other 

experts such as engineer s, diet it ians , bio-chemists etc. 

are obtained when required. Therefore even manufacturing f 

firms having their own advertisement departments find the 

services of ad.agencies useful for following reasons.

i) The company cannot have all types of specialists such 

as copy writers, artists, design staff market research 

experts etc. The agency can have, these highly-paid sped-
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allots on a permanent basis because their coo to are spread 

over many advertloero. Hence it lo economical and cheaper 

to use an advertising agency.

ii) The agency can take an imlsctaca unbaioed or objective view 

of any advertising problems. The agency can oee the product 

ito merito and demerito through the eyeo of the buyers who 

are aloo outsiders. This objectivity is not possible for

an advertising department of the company.

iii) An agency is in contact with media owners of different 

types and enters into contracts for space for it clients 

no it can get the advertisements published at the appro - 

priate times.

iv) Ac an agency knows the rates of space in different 

media, it can better advise the advertiser as to the hstjtgj 

budget the latter has to prepare for his advertising.progr _ 

arame.

v) It canUrctan advertiser from the botheration of contra­

cting media owners of all types as and when necessary. It 

will select the most suitable media as it lias a thorough 

knowledge about the different media.

vi) As the agency has the knowledge of the coot of the 

different media, it is in a position to distribute the 

amount of the advertisers publicity budget in a more appro­

priate way and oee that the amount is not wanted. It can 

get film neon signs and radio advertising made in appropri­

ate orooortlons
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vl) The agency will send its employees to the places where 

postern are pasted and get them replaced if they are torn.

It changes the arrangements in the windows periodically.

It writes the script for radio advertising. It will be in 

the lookout for the best locations for poster advertising 

It follows the national and local events and takes advan­

tage of them for boosting its advertising.

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

less coot as it does the same for different advertisers.

vlli) It can design trade Mirks packages and labels wrappers 

for the goods to be sold and catalogues. It can do all 

types of Jobs connected with printing.

lx) It can 0© sales promotion work:

x) It can design windows and arrange for a systematic

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

In this way an agency can render several sorts of 

services to manufact urers and other advertisers. but 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 giving some services only. It all depends 

upon the resources and the organisation the agencies have 

and main tain.

6. A-clvortlolng Agency and Operations

A.11 adertising agencies,large or small are floated

with a view to servicing the advertiser to support his
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marketing efforts whiih efficient and effective adverti­

sing including production of advertising materials.

There are different types of advertising agencies 

ranging from the one-man advertising agency, the small 

complete agency to the large agency. All provide practica­

lly the same type of service but a major difference among

them in that in a one-man advertising agency many of the 

departments are handled by one single expert.

In the snail complete agency or the large agency there 

is more specialisation and a division of work is done depar- 

t men tally. For example the media department in a large 

advertising agency would consist of media manager who is 

responsible for planning the media selection together with 

the assistanto who are responsible for the execution of the 

media plan, namely buying of space or time in the given 

media, to see to it that advertising material is sent to 

the publications in time and the advertisements appear as 

per schedule. There are also clerks to check the advertis­

ements that appear and to do the cuttings of these adverti­

sements and send them to the billing department to pass 

them on to the client together with the bills thereof.
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A large advertising agency is usually best equipped 

to service the client in all the facets of marketing re­

search and advertising.

Ar>art from the advertising agencies ,there are rrarke- 

ting and advertising consultants who work on a retainer or
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Job work basis provide certain services to the clients who 

do not require or cannot afford a complete advertising agen­

cy service.

Banning an advertising agency involves a lot of worS 

continuously. The activities of an advertising agency can 

be listed as follows:

1) Securing the clients.

n Making complete investigation of the clients busi­

ness .
2) Preparing the marketing and, advertising plans.

4) Creating the advertising themes and ideas based

upon the plan.

5) Executing the advertising in its physical form.

6) Malting media bookings and arranging for the appear­

ance of the advertising in the various media.

How does the Advertising Agency Works ?

The directors of the ad .agency control the day to 

day workings, secure new business and keep constant contact 

with the existing clients. They spearhead the problems of 

the advertiser assisted by an account executive. The rent 

of the team, the planning group, is then assigned the work. 

The group consists of the art director, copy writer, rese­

arch director, media manager, etc .who plan the compalgns.

Thin plan 3-board also functions during the progress

of the advertising plan and here the purpose is to make
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certain that the scheme is going accordlng to plan and 

that the creative group is functioning properly and effici­

ently .

1. The Account Executive;-

The word'accounts' in the agency sense means simply 

'advertlsers1 . &nd an account executive is the man on the 

agency staff responsible for the handling, servicing and 

management of the clients' business, he is the vital link 

between the agency and the client. In the large agencies 

there are several sach men, each servicing certain accounts 

often in c on Junction with assistant account executives and 

the work is allocated to them according to their own par­

ticular ability. In larger agencies, an account supervisor 

heads the servicing of the clients and has «<« several as 

account executives working under him on various accounts.

2. Sec ur lng the c 1 len t; -

The first concern of any agency is, of course to 

secure clients, to cell its cervices. Further more this 

selling must be a continuous process,not an occasional occu­

pation, for clients may come and clients may go and so the 

progressive agency will be forever seeking new business, 

cultivating new « prospects" and will do so by a settled 

plan.

Z. Selling Agency service ;-

The next stage is to prepare a complete advertising
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report based upon the data eolleeted and to prenont thin 

to the prospective silent. In this report, It will be 

decided what is possible to achieve with advert Is lng, what 

general methods of advertising could be used, the extent 

to which it should be used the cost of the agency service 

to the client.

A carefully written report based upon this data 

will be placed before the prospective adveriser without any 

material suggestions an to how the work will be carried out 

in detail and his acceptance of the general terms suggested 

win be awaited before further work is prepared . Some 

agencies, however submit a complete plan in detail,sometim.es 

even a speculative campaign on invitation.
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4 * Collection of hole van t data:

Having secured a new client, the next function of 

the agency is methodically to aecuire allthe available 

information concerning his business, his marketing plan & 

policy .A we1! considered, duestionnaire could form the basis 

of such information or data gathering. It imy be divided 

into a number of sections, such as client's history reputa­

tion, preotigs products, sales methods, markets competition 

finance, p«eiouc advertising results, product distribution 

and so on, with this data the account executive will visit 

the a new client, talk with the heads of various departrnflotc 

and come away with a clear understanding of the aims and 

objects of the proposed campaign. The information thus
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acauired win form the basin of the next function and the 
agency.

5• The Marketing and Advertising Plan:-

The data and knowledge no far obtained in analysed & 

the experience of Eaxtefcwg marketing & advertising acoulred 

in handling many other campaigns in applied to determine the 

advertising Scheme to be recommended,so an to be in consona­

nce with the marketing plan of the cl lent.Even thin market ir P*

plan is checked by the advertising agency for viability. 
With complete information before them the agency

expertn meet to prepare the advertising plan the adverti­

sing ideas as a part of the client's total marketing plan.

o . Marketing and Market Research

Efficient advertising is based upon two main fact ore 

1. information and Application.

The information can be obtained by asking the follo­

wing (mentions " wfiat in being sold ? To whom is it being 

sold ? when is it being sold ?Where is it being sold ?T!ow 

in it being sold2

The Questions may appear elementary but they do, 

in fact, provide the solid foundation for the advertising 

plans. The Questionnaire generally goes into considerable 

details, like form, size, weight, package, price etc, the 

market: sex, age, income-group etc ,any seasonal variations,
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methods and the advertising efforts so far.

C7). Media Planning:-

With a complete understanding of the class of prospe­

ctive easterners to he addressed gathered of course,from a 

close scrutiny of the account executive*s report and the 

research man's investigations as well as the comments and 

ideas of copywriters and visualisers, the media manager will 

now suggest the media to be used, right upto the decisions 

on the number and freouency of insertions, the size of space 

and the coots per insertion will also be settled.

(8). Advertising Plan

The coots and expenditure involved in prose ..releases, 

radio, outdoor advertising , fl ims T .V ., direct mail dealer

dido and any other media used, and printing and production

will be calculated and costs will be given in detail,with 

this and the information obtained from various other members

of the agency's executive staff, the account executive will

ultimately draft the complete advertising plan and submit

this with the copy platform or the advertising theme with

design layouts and copy suggestions to the new client for

his approval. It is possible that some time may be devoted
to discussion about and perhaps modification of the plan.

With the approved advertising plan before him the account

executive has now to set in motion the work of executing

the plan by producing the advertising for publication in 

whatever form and medio it in to appear.
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C9). The creative Department

It in in this department that the"idea " or theme 

behind the advertising campaign is born and complete adv­

ertising plan is executed with all its advertisements ,pos- 

terc, leaflets,booklets,show cards,etc. The department 

comprises of visualisersiy or " ideamen" creative artists 

and copy writers and their duty is to create advertisements 

that compel attention,create interest and also a desire 

to possess the product and if possible to create action, 

in short, to persuade people to buy.

(l0). Creative Advertlslng;-

The next function, that of creating the advertising 

in its physical stage, will proceed immediately after the 

approval of the plan or scheme has been given. This will 

consist of writing final copy, making finished aKfcscxs&sx 

artworks blocks, cormrleting the designs of printed litera­

ture, having letters for nailing duplicated, obtaining fini­

shed poster designs and similar activities, like prepara­

tion of radio, 5 in gles advertising films , television comm­

ercials etc.

When this work is compile ted there are layouts to be 

prepared for the press, printing instructions with blocks 

and mass to be sent out and various 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 submitted to the client for his final

approval before decrxitch
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7 . Departments of Ag .Agency : &nd Its organisation

A highly refined and sound agency has many departmenta 

well within the hroad framework of the organisation. A 

typical organisation takes the following shape with the 

departments like contact, copy Art production , media,Accounts 

checking, Billing, Research and Public relation. A brief 

explanation is essential as to how each department functions 

to complete the work of agency. At the cam© time, the adja­

cent chart given below shows a graphic picture of agency & 

its working at a glance .

T
t MESSAGE PEED

_ - ___

i

i
I

Research Dent.

Research Directori 
Analysis ‘47-
In ve s t lgat 1 on i
Clerks •

Media Dent.

Media Director
snace & time 
buyer, Media -
analyst Estimators

C ony Dent * ii
Copy Director i
Cony Chief K
cony writers i
Designers. l

l

Contact Department

Senior Officer 
Account Executive 
Assistant A/c's 
Executive.

-v
I

* I

I
I
I
I

Public Relations'

agency

Dlrec tors 
Publ 1c ity 

' Assistants 
Writers.

T
i
i. 
i
i

t

Art & Visualisation Dent

Finance ^Accounts

Treasurer 
C ontroiler 
Accountants 
Checking & Pilling 
clerk.

Art Director 
Art Buyer 
Artists 
Layoutmen

i i

' r
> i
Hi'

i

:t:
Production Dent. 

Produc tion
, Manager 

Typographer,Proof
rea der s, nr in ter s Sreno-fOSirf}*;
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A well catabloshed ad .agency has several departments and

each department performs a particular kind of specialised work.

In small agencies, the same person may also the work which a

number of persons in a big agency do. On the basis of its functions

an agency organisation may be divided into following departments.

4) C ontac t De part ment•-

Contact dept, struggles to get new business on the

one hand and tries to continue the existing business .Thus

creation,sustaining and extension — these three are the

basic tenets of this unit.The dept headed by senior officer 
who guides and plans for Accounts executive." Accounts 

executive" is the key man who acts as a liason between the

agency on the one hand and clients on the other.lt is he

who comes in closer contact with the advertiser,collects 

perhent information and gets approval for his plan on his

behalf.

b) Media Dept.:-

After malting the advertisement plan, the agency, proceed! 

to select the best possible medium..Media selection is the

task of choosing the channels of communication tiirough which 
to distribute the advertising message, therefore these chann­

els are to be geared to the needs of market. The medio ana­

lyst and estimators are to decide the approximate kind and

number and potential customers and then to choose the

media that get the message to them.The space and time buyers

negotiate, prepare Schedules for insertion and sfeady the 
effectiveness of publicity. ‘ihis department may include

a media director, space buyers.,time buyer, media analyst

an d E st imat or s .
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2)

e)

—------------- ----------

S3 - 1
Cony Mmtgggaxfe pepartment:-

It say be headed by a copy director and have copy 

chiefs and copy writers, it prepares copy for all publi­

cation and direct advertising working closely with the 

art dept, in this responsibility,. Copy dept, is speciali­

sed in preparation of advertising copy.The copy director 

coordinate the work of writing the copy, with the assis­

tance of copy Chief and copy writer. The advertisement copy 

is the heart of advertising programme as it contains the

®ac message. Copy writing is not a chllds pay that reouirs 

Imagination, flair and fluency in the language, knack of 

presentation. He is to write not as per his free will but 

as required by copy director. Any way themfcof the copy is 

the outcome of his interest mo ad and ability.

Art and Visualisation Department :

The art- director heads this department assisted by

artists, art buyers, layout men and visualisers. Art dir­

ector gets prepared visuals and layouts for press adver­

tisements posters, calenders, painted bulletins, car 

cards and other outdoor pieces many a times full time

artists are employed to undertake such work. Some agencies 
hire the art 1st{outside} these should be close alliance 
and cooperation between the department and art and copy

as they supplement the work one another.

The Median leal Production Department

When a copy or an illustration is ready, the agency

proceeds to the next step of mechanical production. Nor­

mally all agencies use outside units for these production

services, mhls production department is looked after 

by production manager, who moves to the typographers
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or type-setters to have « copy-net” In type; later to the 

photo-engraver of the llluotrationo .Finally he move a to the 

electrotyper for electro types; mate or other duplicate 

material in ouch ouantitles an needed.Here the work of 

nroof reader in crucial and unavoidable.

6 . Finance Department:-

It in divided into Financing accounting and checking.

the accountants are responsible to maintain accounts as 
and when transactions take place.Clerks engaged in filling 
& collecting the dues from the customers. An important part

of the acgctctacie: agency ' s service is checking ,to ascertain

whether the advertisement in the newspaper,cinema etc. 
actually appeared on the days for which it ms Scheduled,

whether it appeared correctly; whethcr the test was properly 
printed in case of press advertising as the illustration 
was clearly reproduced, mho checking section goes on varl- 
fyiiig the production and publicity and each, individual case

may be of press medium or outdoor or radio or T.V. or 

cinema etc. The aim. is to see that such publicity is really 

helping the advertiser. It is interested in realising the

go®is of publishing whether the advertisement is to appear 

today or after a couple of days or a week or a month.

7) ho search Department; -
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Some of the ad .agencies have their own research sect­
ions to .have continual studies of the effect of sales

activities at the end of point of distribution of a parti­
cular product. The normal tendency, however is to use the

outside research organisations as it is more economical 

and reliable. If the agency itself *Q«acts±iSEk does the work
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research director has a a tremendous ouota of task who does

so, with the assistance of marketing; assistant analyst 

investigat ors statistical clerks and librarians. These per­

sons are trained in research and are capable of placing

directly and evaluating the Information relating to the 

product. The greatest lacuna in ad.service in India to-day 

is the lack of such research facilities and fhidings.

Public Relations Department;-

•The public cooperation or opinion is the very basic

foundation for cheerful subsistence in these days of fad,

cult and fashions. The birth,growth and surrival are largely

otftTExrfcKHRKfe dependent on the public opinion, support and

feelings. It in public opinion tliat decides the destiny of 

the enterprise, public relation in the practice of deliberate 

planned and sustained effort to establish and maintain

mutual understanding between the organisation and the public, 

public relations approach is the product of publicists and 

advertising men.

The public relations director is to struggle hard to 

have always high opinion about the firm.Once the image is 

lost, the whole business comes to stand still,therefore his 

task is to have survey of public opinions if spoilt or mis - 

represented, correcting the same .Here publicity assistants 

and writers help him a good deal.

An organisation chart as shown below is shows how an

ad. agency can be organised. This is suggestive only as 

the final structure selected must depend on the size of

the agency, its financial resources and the services it 

offers.
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| Board of Director^ '
T”
i

‘ Managing Directors j

Client.
ix----------------------- Executive Committee

i '____ ______ _

Acc oun t Exec utive .$

Research Dent Media Deptj

i
i «

i
.x.

Creativity, 
Dent.

'Contact Dent

^ 1\ Art oun ting*
i Dept. i

Statistical» 1
_i-----------------------
Sna

ii
( ie, Space, i

j_____ 2 | Buyer, Buyer i '
press, Had lot Art , 

Dept,
i

----1
C opy t 
Depti

Account
Executives
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Field investigator 1 Space Buyer , 
--------- ---------------------------- 1 i Outdoor &Misc . ,

A suggested Organisation structure of on Advertising
Agency.
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8. Why to Employ Advertising Ag0nCy ?

Very often there arisen a pertinent question as to why 

one should employ ad .agency ? The answer is simple and strai­

ght forward, the real metal of an agency is dependent on its 

ability to render several useful services to the advertisers 

A brief study of the services rendered by an agency is suffi­

cient to pinpoint the much warranted answers.

Services rendered by an agency;

Cl). Timely and satisfactory work;

Ad.Agency is highly specialised in the held of publicity 

that has wider and deeper contacts with media owners, that 

facilitates the entering of contracts both for space and time. 

Again it affords to employ experts and veterans in the field 

of advertising like photographers, lithographers,block-makers 

printers, artists, painters, actors, singers,anuouneers, who 

are fully and timely tapped by the agency directors. With 

ouch ready made dfld deliberate facilities, the Quality au*d <4 

advertisement improves to a greater extent, and guranteen 

timely presentation.

(2). Aavertloer is freed and given the benefit of economy ;-

Ad.agency is really a boon especially for the small 

and medium sized units because neither they are in a position 

to meet all expenses of securing space or time nor, they can

undertake, the work which is ticklish and bothersome. The 

ad.ing programme is designed at economical terms by the 

agents with all the benefits of carefreeness.

(zi Sound aonrooriatlon of funds;
■ I ^ I w— -» .Kn.iimuffii “m I"— ...Tumi—.  ■ ■ i ■■ — i —^
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Agency,being the pool and experts,in fully aware of the

coot of each media, ao ouch it lo able to allocate the aval - 
lable fundo on various items in publicity budgets. This results

into beot resource allocation and utilisation. Thus the common 

advertiser may mica apply the fundo to hio disadvantage due to 

the lack of thorough knowledge whereas agency does it most 

appropriately in a diversified and pragmatic way to have beot 

result.

Conducting Market reoearch :

Research is accepted ao one of ito functiono,Research 

dilemiiu is the greatest when the agency first takes acsx a 

new case of advertising where it is urgent to get fully acoua-

iiited with the clients past history present needs a future 
potentials market reoearch work Involving study of product &

people and methods of marketing will be done at economical rates 

as full time seasoned staff is available. The research depart­

ment lo well equipped with collection analysis and interpreta­

tion of the market data.

Additional Services: -

in addition to the usual services already described,one

finds a willingness on the part of many agencies to day to 
assist the clients with other dynamic activities of dictributior

Modern agencies do the special work of packing Resigning of

merchandising sales,training preparation of sales and service 
literature, designing of merchandising displays, public rela­

tions and publicity, it may be pointed out here that tne agency 

should Justify ouch delicate work by doing It more satisfacto­

rily than the manufacturer or dealer or competing experts.

(4).

(5X
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In a netshell act*A,gencies have been able to carry moot 

of the burden created by rapid nourishment of advertising 

business.There have farfited themselves to accept the challenge

by reaching out higher refinement and divers if ication of ser­

vices so far rendered.

9. Selection of an advertising agency

Since handling over the whole burden to the shoulders 

of agents is a very crucial and delicate dilemma involving 

huge spendings, the advertising experts have given certain 

check lists consisting of many points to be clarified before

selection of a particular agency is done ,selection of an ad. 

agency should be based on the detailed study and closer asfftci 

acquaintance rather than casttal or random approach such teste 

will result in much waste, in due course, certain factors can

be considered to select a sound agency.

Factors of consideration;

(D. Knowledge and .judgement:

Perhaps, the first point is that the advertiser should 

see that the agency lias profound knowledge and rich and mean­

ingful inagination, so as to view and visualise the advertising 

problems of the advertiser, in the light to his entire distri­

bution framework. The top management of advertising company 

must welcome and respect the counsel and judgement given by 

such agency at conference table.

(2\ Financial Soundness;

The agency is considered as the best,if it is actesartt able 

to run the business on sound lines with business like practices
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which is at the same time free from the » deals" or "blue-SkJ" 

promises.” It lias a financial integrity. Financial integrity

is the hallmark of its functioning as finance is the lifeblood 

of any business undertaking ir~espective of its nature.

(& Experience and reputation;

The agency to be selected should have long standing 

experience in the problems, that tJxx are either parallel 

or peculiar to the business of advertiser, it is so because 

lack of experience, entails the danger of mistakes and unwanted 

trial and error experimenting. At the same time it must enjoy 

good * standing in field of agency services which is Indicated 

by its recognitions.

Records of average bllllng;-

If the agency is really popular and reliable It will 
have maximum number of clients. The accounts aid other records

will show how much it charges and earns.lt also reflects the 

results of its jobs undertaken.lt is a sound unit, it accepts

scheduled number of Job pieces, thus avoiding haphazard and 
unsatisfactory results telling very badly upon the fame of 
ouch a unit.

(5). Size and adequacy of agency staff ••

The size of the agency refers theare to the range of

services that it can render to the advertiser .Normally an 
advertiser is interested in knowing about the facilities

about copy preparation, art, media, research sales promotion 
merchandising window display etc. The adequacy of staff relates 

to the number and £hx quality of employees, specialists employe 1
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to undertake the job so entrusted. The turnout of work largely 

lingers on the activities of these specialists.

(0). Timely completion of work :

For business community, time is fortune or money again

victory of on advertisement is dependent not only on how well 

it is J5& planned, designed, presented but when it is brought

to the notice aJk general public. There are several cases.Where

the agents have given the publicity during t>ff season that

resulted in not only wastage of money but also reputation of

the advertisers that is why the pebsoples always look to this

fac t or.

In fine it mast be pointed out that this selection proce­

dure is not based on any hard and fast rules. These are the 

Gammons that help to weigh and Judge agency of its metal in the 

field and publicity .Those factors may differ widely from author 

to anther as there is always scope fior improvement.

Thus, the selection of an agency is quite important. An 

advertiser cannot follow the method of trial # error la the 

selection of agency without some hazard. An agency must first 

become familiar with the business of the advertiser before it 

is able to advise.lt is necessary to provide the agency with 

a great deal of confidential information abo$t the sales,manu­

facturing costs, problems regarding distribution of the product 

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

available to a number of agencies, it is therefore nece

to exercise all the care at the time of the selection p.fld the
V

appointment of an advertising agency.
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10 • Remuneration of Agency

The discussion on ad .agency is Incomplete without refe­

rence to the concept of compensating the efforts put in by 

the agencies, in fact the agency should be very careful 

^xlaacsisxsfxarnssmsxs&ttm. ssxtsxtf£>:*!t&Xxsr ZVfffclf

to define Just what services it performs for the clients and 

the basis of compensation. This is of vital importance beca­

use of ever increasing services being rendered by agencies 

and the natural need for income to provide them.

Today agency costs have gone up materially by the addi­

tions of staff of specialists emergence of new media extension 

of additional services. It is estimated by panel of experts 

that out of total income 2/2 is paid for tho salaries of 

experts and others, who have contributed to work;the remain­

ing 1/2 is earmarked ±o cover rent, travel tastes and other 

expenses plus expected proflt.Even though they get something 

like 15% of the total cost of the bill the net profit hardly

works out 1% to Z%. In fact maintaining reasonable profit 

margin has become a difficult problem. The agencies are meeting

this challenge through better management, coot contract and

arranging with their clients for reasonable compensation for

the special services rendered.

Methods of compensation;

So far, there are two ways of compensating the agency 

services viz. a) Commission basis b) Percentage basis 

c ) Fees basis.
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a) Commission basis

Under this method the agency receives an amount eaual 

to 15$ of the cost of media, time or space as the case may

be. The commission is paid by media owners to the agencies 

and as such agencies do not demand anything from their clients 

unless they render special kind of services, in fact, the 

advertising agency collects the full bill and pays back to 

the media owner after deducting its 15$ commission 

For instance:
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On agency occupies a time in radio publicity at a cost 

of Ed, 5000/- the bill is collected from the advertiser and

it gives back to the radio medium owner Rs: 4750/- after 

deducting its commission of Rs. 750/- being 15$ • here the 

bill is sent fcHx by publisher to the advertiser. IT The publi­

sher gives to the agency any cash discount on the prompt 

payment of ps. 4250/- the agency pa&s passes it on to tiie 

advertiser if the latter pays promptly to it .

If the agency spends, say Rs. 500/- for eurt .work and 

plates, this the advertiser has to pay to the agency in add­

ition by way of reimbursement.

If tiie agency takes ext^a troubles for getting thin 

work done it may charge 15$ on this Ps. 500/- for such ser­

vice it comes to ps. 75/-

Therefore the total amount that the advertiser spends 

is - ( 5000 + 500 + 75 ) = Rs. 557 5/- The net income to the 

agency is = Rs. 750 + 75 = 825/-.

The ad .agency thus prepares a detailed bill for Ps.5575/
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and sends it to the advertiser for payment. It also sends 

to him. the bills it iias received from the publishers, the 

newspaper cutting containing the advertisements, the bill 

it makes for the special services it renders for the perusal 

of the advertiser.

The commission method in popular with ad. agencies 

because they straightway get 15* commission on the publisher's 

b 11 Is.

b) Fees basis As per fees method, the agency is paid 

a lumpsum for the services that it renders to the advertiser. 

Here commission is collected from the publisher or media on 

owner. The bill sent by the publisher to the advertiser is 

less bq the amount of the fees set by agency. Tinder any 

cireumtance the agency in compensated.

Of these two commission method is very popular as it 

in stralgh forward and simple. In the H.s/. , of course due 

to peculiar situation, fees method is in vogue. Sort*? times 

a cocktaillng is done of both the methods to the benefit 

of both parties.
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