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			This book has everything you need to know about the topic of Marketing communication in advertising and promotion. Starting with defining what advertising and promotion are, we slowly saw how the market has changed over the years. Then, we saw all the old and new trends of advertising. After reading this book, you will know that the advertisements we see every day require a lot of hard work and effort. It requires both hard and soft skills. 

			Every advertisement is made to catch attention, whether to promote a product, spread awareness, or for any other purpose. But for every purpose, it has to be catchy, informative, and significant. 

			Marketing is just not limited to one shop, city, state, or country. Marketing is taking place all over the globe, whether it's offline or online. Online marketing or E-marketing is a new trend, and we all should be aware of it.
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			chapter 1. Advertising

			Advertising is a marketing communication that employs an openly sponsored, non-personal message to promote or sell a product, service, or idea. Sponsors of advertising are typically businesses wishing to promote their products or services. Advertising is differentiated from public relations in that an advertiser pays for and has control over the message. It differs from personal selling in that the message is non-personal, i.e., not directed to a particular individual. Advertising is communicated through various mass media, including traditional media such as newspapers, magazines, television, radio, outdoor advertising, direct mail; and new media such as search results, blogs, social media, websites, or text messages. The actual presentation of the message in a medium is referred to as an advertisement, or “ad,” or advert for short. 

			Commercial ads often seek to increase the consumption of their products or services through “branding,” which associates a product name or image with certain qualities in the minds of consumers. On the opposite hand, ads that shall elicit an immediate sale are called direct-response advertising. Non-commercial entities that publicize over consumer products or services include political parties, interest groups, religious organizations, and governmental agencies. Non-profit organizations may use free modes of persuasion, like a public service announcement. Advertising can also help to reassure employees or shareholders that an organization is viable or successful.

			1.1 How does advertising work?

			Advertising works by breaking through the clutter and noise of daily life, disrupting the viewer’s attention, and demanding their focus.

			Depending on the goals of your advertising campaign, advertising can attend work for your company in a variety of ways:

			•To raise awareness of your brand.

			•To drive potential customers to your business.

			•To promote sales for both new and existing products.

			

			•To introduce a brand new product or service to the market.

			•To differentiate your product from your competitors.

			1.2 What are advertisers?

			An advertiser is an entity on the buying side of the mobile marketing ecosystem. In the context of mobile advertising, the advertiser is usually an app or brand looking to spread a particular message about their product (for example, new user acquisition and retargeting campaigns).

			Advertisers buy ad space from mobile publishers and ad networks, who help them, communicate their message to users who would have an interest in hearing that message. For example, a gaming app (the advertiser) will purchase space from an advertisement network, which then shares advertisements for a promotional offer for that game. The success of that campaign can then be measured by metrics like Cost per Install (CPI) and Return on Advertising Spend (ROAS).

			On mobile, it’s typical to market your message by advertising within other apps. In most cases, this is often typically the responsibility of that company’s marketing team. Advertisers crunch numbers to determine whether or not the cash they spend on advertising campaigns provides a Return on Investment (ROI) in terms of users and revenue. The most successful advertisers are those that are able to measure the worth of their audience accurately and might target their marketing expenditure based on ROI.

			1.3 A brief history of advertising

			Advertising is one among the oldest segments of business, but currency and trade. Once products and services arose, so did the necessity to form them known.

			The oldest confirmed piece of advertising dates back to 3000 B.C. Technically, it had been a print ad from ancient Egypt promoting the capture and return of an escaped slave.

			The ad also mentioned the slave owner’s shop — a rug business — which inherently advertised his storefront, too. The slave was never caught, but the rug owner did discover a brand new method of bringing in traffic: advertising.

			Let’s fast-forward about 4,000 years. Here’s a quick check out the past five centuries of advertising:

			•1472: The primary poster advertisement is placed on church doors in London.

			•1650: The first newspaper advertisement — an award for 12 stolen horses — is published. (What’s with these reward-based advertisements?)

			•1704: The Boston News-Letter prompts its readers to position ads in its paper.

			•1870: The Powers kind of ad copy is born. This style packed a punch — it was short, to-the-point, truthful, and convincing. Powers said the main target should be on why the buyer can purchase your product or service — a message that also resonates for a good reason today.

			•1880: Postcards have become one of the most popular new ways to achieve customers.

			•1902: Unilever creates the “longest client-agency relationship in advertising history” when it hires J. Walter Thompson Company to advertise its Lifebuoy Soap.

			[image: advertising history unilever lifebuoy soap]

			Fig 1.1. Soap Advertisement

			•1902: Mellins Food advertises its brand on 25 airship flights, becoming the first brand to take this approach.

			[image: advertising history mellins airship]

			Fig 1.2. Food advertisement

			•1904: The Campbell’s Kids are created, piloting the change in advertisement focus from one ad to a whole campaign.

			[image: advertising history campbells kids campaign]

			Fig 1.3. Soup Advertisement

			•1922: Radio ads are born, and businesses purchase 10 mins for $100. Two years later, brands would increase their investment by sponsoring a complete radio show, a thought that may eventually become called “sponsored content.”

			•1925: Advertisers start to appeal to emotions, specializing in what pleasure customers would receive from their product or service. This old Ford ad exemplifies this perfectly.

			[image: advertising history ford]

			Fig 1.4. Appeal

			•1975: VCRs are introduced, and consumers begin to record shows and, therefore, skip advertisements.

			•1990: Computers have become more popular and accessible at home, with over 5 million homes connected to the net.

			•1994: the first email spam campaign launches. Banner ads also are introduced.

			•1995: Search engines like Yahoo! and Alta Vista are born. Ask Jeeves and Google would follow in 1997 and 1998, respectively.

			•2005: YouTube and Facebook (for college students only) launch.

			

			•2008: Brands start to understand the importance of getting a web presence for his or her potential customers. Procter and Gamble pilot the concept of the content hub with BeingGirl.com.

			[image: advertising history procter gamble content hub beinggirl]

			Fig 1.5. Online site advertisement

			•2012: Online videos reach almost 170 million viewers.

			•2013: Sites like Pinterest and Instagram join the social network scene.

			•2020: Advertising soars on digital platforms, including social media, podcasts, pay-per-click (PPC), and more. Customer data plays a bigger role in advertising targeting and retargeting. Lastly, a rapid increase in mobile devices sees a boost in mobile ads and SMS marketing.

			History teaches us that advertising is an ever-changing concept, a bit like shopping habits and the way and where consumers spend their time.

			Whereas almost 140 years ago, postcards were the most recent kind of advertising, brands today are building chatbots for Facebook Messenger and integrating A.I. into their marketing and sales platforms.

			Things in the advertising world move fast. Now, let’s examine how advertising methods have changed and what marketers and advertisers are using today.

			Advertising could also be categorized in a kind of ways, including by style, target audience, geographic scope, medium, or purpose. For instance, in print advertising, classification by style can include display advertising (ads with design elements sold by size) vs. classified advertising (ads without design elements sold by the word or line). Advertising could also be local, national, or global. An advertisement campaign could also be directed toward consumers or to businesses. The aim of an advertisement could also be to raise awareness (brand advertising) or elicit an instantaneous sale (direct response advertising). The term above the road (ATL) is employed for advertising involving mass media; more targeted advertising and promotion are mentioned below the road (BTL). The two terms go back to 1954, when Procter & Gamble began paying their advertising agencies differently from other promotional agencies. In the 2010s, as advertising technology developed, a replacement term, through the road (TTL), began to come into use, referring to integrated advertising campaigns.

			1.4 Traditional media

			Virtually any medium is often used for advertising. Commercial advertising media can include wall paintings, billboards, street furniture components, printed flyers and rack cards, radio, cinema and tv adverts, web banners, mobile telephone screens, shopping carts, web popups, skywriting, stop benches, human billboards, and forehead advertising, magazines, newspapers, town criers, sides of buses, banners attached to or sides of airplanes (“logo jet”), in-flight advertisements on seatback tray tables or overhead storage bins, taxicab doors, roof mounts, and passenger screens, musical stage shows, subway platforms, and trains, elastic bands on disposable diapers, doors of toilet stalls, stickers on apples in supermarkets, shopping cart handles (grabertising), the opening section of streaming audio and video, posters, and therefore the backs of event tickets and supermarket receipts. Any situation during which an “identified” sponsor pays to deliver their message through a medium is advertising.

			[image: ]

			Table 1.1 Share of global adspend

			Television

			Television advertising is one of the most expensive kinds of advertising; networks charge large amounts for commercial airtime during popular events. The annual Super Bowl football in the United States is understood because the most prominent advertising event on television – with an audience of over 108 million and studies showing that fifty of these only tuned in to see the advertisements. During the 2014 edition of this game, the typical thirty-second ad cost US$4 million, and $8 million was charged for a 60-second spot. Virtual advertisements could also be inserted into regular programming through computer graphics. It’s typically inserted into otherwise blank backdrops or used to replace local billboards that are not relevant to the remote broadcast audience. Virtual billboards could also be inserted into the background where none exist in real life. This technique is particularly used in televised sporting events. Virtual product placement is additionally possible. An infomercial may be a long-format television commercial, typically five minutes or longer. The name blends the words “information” and “commercial.” The most objective in an infomercial is to make an impulse purchase so that the target sees the presentation then immediately buys the merchandise through the advertised toll-free telephone number or website. Infomercials describe and sometimes demonstrate products and commonly have testimonials from customers and industry professionals.

			[image: A television commercial being filmed in 1948.The product is the faucet  aerator the woman is holding. The commerci… | Tv ads, Television commercial,  Tv entertainment]

			Fig 1.6. A television commercial being filmed in 1948.

			Radio

			Radio advertisements are broadcast as radio waves to the air from a transmitter to an antenna and a receiving device. Airtime is purchased from a station or network in exchange for airing the commercials. While radio has the limitation of being restricted to sound, proponents of radio advertising often cite this as a bonus. Radio is an expanding medium that may be found on-air and also online. According to Arbitron, radio has approximately 241.6 million weekly listeners or over 93 percent of the U.S. population.

			[image: The Future of AM Radio | Electronic Design]

			Fig 1.7. Radio- Source of advertisement

			Online

			Online advertising could be a kind of promotion that uses the net and the World Wide Web to deliver marketing messages to draw in customers. Online ads are delivered by an advertisement server. Samples of online advertising include contextual ads on search engine results pages, banner ads, pay-per-click text ads, rich media ads, Social network advertising, online classified advertising, advertising networks, and email marketing, including email spam. A more recent kind of online advertising is Native Ads; they are going in a website’s news feed and are supposed to improve user experience by being less intrusive. However, some people argue this practice is deceptive.

			[image: 8 Types of Online Advertising | Leads | Pronto Marketing]

			Fig 1.8. Online advertisement

			Domain names

			Domain name advertising is most commonly done through pay-per-click web search engines. However, advertisers often lease space directly on domain names that generically describe their products. When a web user visits an internet site by typing a website name directly into their browser, this is often called “direct navigation” or “type in” web traffic. Although many Internet users look for ideas and products using search engines and mobile phones, an outsized number of users around the world still use the address bar. They’ll A keywords into the address bar like “geraniums” and add “.com” to the tip of it. Sometimes they’re going to do an equivalent with “.org” or a country-code Top-Level Domain (TLD like “.co. the U.K.” for the U.K. or “.ca” for Canada). When Internet users type during a generic keyword and add .com or another top-level domain (TLD) ending, it produces a targeted sales lead. Name advertising was originally developed by Oingo (later referred to as Applied Semantics), one of Google’s early acquisitions.

			[image: Domain Name Registration Service, Domain Naming Services, Domain  Configuration & Purchasing Services, Domaine Name Registration Services, Domain  Name Registration Service, डोमेन नाम पंजीकरण in Ashok Nagar, Hyderabad ,  Flip Side ...]

			Fig 1.9. Domain advertisement

			Product placements

			Covert advertising is when a product or brand is embedded in entertainment and media. For instance, in a film, the most character can use an item or other of a particular brand, as in the movie Minority Report, where Tom Cruise’s character John Anderton owns a phone with the Nokia logo clearly written in the top corner, or his watch engraved with the Bulgari logo. Another example of advertising in film is in I, Robot, where the main character played by Will Smith mentions his Converse shoes several times, calling them “classics” because the film is about far in the future. Robot and Spaceballs also showcase futuristic cars with the Audi and Mercedes-Benz logos displayed on the front of the vehicles. Cadillac chose to advertise in the movie The Matrix Reloaded, which as a result, contained many scenes during which Cadillac cars were used.

			Similarly, product placement for Omega Watches, Ford, VAIO, BMW, and Aston Martin cars are featured in recent James Bond films, most notably Casino Royale. In “Fantastic Four: Rise of the Silver Surfer,” the most transport vehicle shows a large Dodge logo on the front. Blade Runner includes some of the most obvious product placement; the entire film stops to show a Coca-Cola billboard.

			[image: Product Placement]

			Fig 1.10. Product placement advertisement

			Print

			Print advertising describes advertising during a printed medium like a newspaper, magazine, or trade journal. This encompasses everything from media with a really broad readership base, like a significant national newspaper or magazine, to more narrowly targeted media like local newspapers and trade journals on very specialized topics. One sort of print advertising is classified advertising, allowing private individuals or companies to buy a small, narrowly targeted ad paid by the word or line. Another print advertising is that the display ad, which is usually a bigger ad with design elements that typically run in an article section of a newspaper.

			[image: Trinity Mirror print ad revenue down 27%]

			Fig 1.11. Print advertisement

			

			Outdoor

			Billboards, also referred to as hoardings in some parts of the world are large structures located in public places which display advertisements to passing pedestrians and motorists. Most frequently, they’re located on main roads with an outsized amount of passing motor and pedestrian traffic; however, they will be placed in any location with large numbers of viewers, like on mass transit vehicles and in stations, in shopping malls, or office buildings, and stadiums. The shape referred to as street advertising first came to prominence in the U.K. by Street Advertising Services to make outdoor advertising on street furniture and pavements. Working with products like Reverse Graffiti, air dancers, and 3D pavement advertising for getting brand messages out into public spaces. Sheltered outdoor advertising combines outdoor with indoor advertisement by placing large mobile structures (tents) in public places on a temporary basis. The big outer advertising space aims to exert a strong pull on the observer; the merchandise is promoted indoors, where the creative decor can intensify the impression. Mobile billboards are generally vehicle-mounted billboards or digital screens. These can be on dedicated vehicles built solely for carrying advertisements along routes preselected by clients; they will even be specially equipped cargo trucks or, in some cases, large banners strewn from planes. The billboards are often lighted, some being backlit and others employing spotlights. Some billboard displays are static, while others change; for instance, continuously or periodically rotating among a collection of advertisements. Mobile displays are used for various metropolitan areas throughout the world, including target advertising, one-day and long-term campaigns, conventions, sporting events, store openings, similar promotional events, and large advertisements from smaller companies.

			The RedEye newspaper advertised to its target market at North Avenue Beach with a sailboat billboard on Lake Michigan.

			[image: Outdoor Advertising: All You Need To Know About Outdoor Advertising]

			Fig 1.12. Billboards advertisement

			

			Point-of-sale

			In-store advertising is any advertisement placed during a mercantile establishment. It includes placement of a product in visible locations in a store, like at eye level, at the ends of aisles and near checkout counters (a.k.a. POP – point of purchase display), eye-catching displays promoting a particular product, and advertisements in such places as shopping carts and in-store video displays.

			[image: Point of Sale Advertising Ideas - Our Top 9 | KSF Global]

			Fig 1.13. Point of scale advertisement
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