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ModuleI:IntroductiontoAdvertising 

 
product,service,orbusinessasbypaidannouncementsintheprint,broadcast,or 

informationusuallypaidforandusuallypersuasiveinnatureaboutproducts,servicesor 
ideasbyidentifiedsponsorsthroughthevariousmedia."Nowlet'stakethisstatement 

Basicallysalesisdoneeitherpersonallyornon-personally.Personalsellingrequiresthe 
seller and buyer to get together. Personal selling has its on advantages and 

disadvantages.Whereas advertising is non-personal selling. Personal selling has many 

advantages overadvertising like direct communication, bargaining, enough time to 

discuss in detail 

abouttheproduct,sellercaneasilylocatepotentialbuyer.Advertisinghasnoneoftheadvantages

ofpersonalselling,verylittletimetopresentsalesmessage,messageis 

cannotbechangedeasily.  

But,advertisinghasitsownadvantageswhichisnotfoundinpersonalselling:advertising has 

comparatively speaking, all the time in the world. Unlike personal selling,the sales 

message and its presentation does not have to be created on the spot with thecustomer 

watching. It can be created in as many ways as the writer can conceive, 

berewritten,tested,modified,injectedwitheverytrickandappealknowntoaffect 

consumers.  

Advertising covers large groups of customer and to make it effective proper 

researchabout customer is done to identify potential customers, to find out what message 

elementmightinfluencethem, and figureout how best toget that messagetothem. 
 

Thus, it appears that advertising is a good idea as a sales tool. For small ticket items, 

suchas chewing gum and guitar picks, advertising is cost effective to do the entire selling 

job.For large ticket items, such as cars and computers, advertising can do a large part of 

thesellingjob, and personalsellingis used to completeand closethesale. 

Advertisingisnon-personal,buteffective. 

Communication 

Communicationmeanspassinginformation,ideas,orfeelingsbyapersontoanother.Communic

ationusesallthesenseslikesmell,touch,taste,sound,sight.Onlytwosenses 

-soundandsightarereallyusefulinadvertising.Inadvertising,whatappearsiseverything the 

IntroductiontoAdvertising 
Question - “Advertising is a nonpersonal communication of information usually paid 

forand usually persuasive in nature about 

products,servicesorideasbyidentifiedsponsorsthrough the various media."Explain. 

Answer 

MeaningofAdvertising-Advertisingisanactivityofattractingpublicattentiontoa 

ADVERTISINGANDBRANDMANAGEMENT 

electronicmedia. 

Definitionof   Advertising-"Advertisingis  thenon-personalcommunicationof 

apartand seewhat itmeans. 

Non-personal 

https://dnrcollege.org/en/
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writer thinks the customer needs to know about the product in order 

tomakeadecisionabouttheproduct.Thatinformationwillgenerallybeabouthowthe 

productcanbenefitthecustomer.  
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Advertiserhastopayforthecreationofadandforplacingitinthemedia.Costofad 
creationandcost oftime/spacein themediamustbepaid for.Cost ofadvertisingdepends 

 
"Persuasive"standstoreasonas partof thedefinition ofadvertising.Thebasic purpose of 
advertisingistoidentifyanddifferentiateoneproductfromanotherinordertopersuade 

 
Identifiedsponsorsmeanswhoeverisputtingouttheadtellstheaudiencewhotheyare. 
There are two reasons for this: first, it's a legal requirement, and second, it makes 

goodsense. Legally, a sponsor must identify himself as the sponsor of ad. By doing so 

thesponsor not only fulfils the legal requirements, but it also makes a good sense, if 

thesponsordoesn'tdoso,theaudiencemaybelievethattheadisforanycompetitor's 

 
productorbusiness,asbypaidannouncementsintheprint,broadcast,orelectronic 

Advertisingisapaidformofanon-personalmessagecommunicatedthroughthevarious 
media by industry, business firms, nonprofit organisations, or individuals. Advertising 

ispersuasiveandinformationalandisdesignedtoinfluencethepurchasingbehaviourand/or 

thought patterns of the audience. Advertising is a marketing tool and may be 

usedincombinationwithothermarketingtools,suchassalespromotions,personalselling 

presentingtoagroup,anon-personal,oralorvisual,openlysponsoredmessage 
regardingdisseminatedthroughoneormoremediaandispaidforbyanidentified 

Objectiveofadvertisingistoinformitstargetedaudience/customersaboutintroduction 
ofnewproduct,updateorchangesinexistingproductsorproductrelatedchanges,informationreg

ardingnewoffersandschemes.Informativeadvertisingseekstodevelop 

product,thus wastingall the timeand moneyinmaking and placingthead. 

 

DefinitionandObjectivesofAdvertising 

Question-Whatisadvertising,defineadvertising,andstateitsobjectives? 

Answer 

MeaningofAdvertising-Advertisingisanactivityofattractingpublicattentiontoa 

theconsumertobuythatproductin preferencetoanother. 

 

IdentifiedSponsors 

onTRP ofmedia,reachofmedia,andfrequencyofadtobe displayed. 

Persuasive 

Paid For 

media. 

tactics,orpublicity. 
DefinitionofAdvertising-

Advertisingisdefineddifferentlybydifferentpeople,someofthedefinitions are as follows: 

AccordingtoRichardBuskirk,"Advertisingisapaidformofnon-

personalpresentationofideas, goods or services byan identified sponsor." 

Accordingto Wheeler, "Advertisingisanyformofpaidnon-

personalpresentationofideas,goods or services for the purpose of inducting peopleto 

buy." 

AccordingtoWilliamJ.Stanton,"Advertisingconsistsofalltheactivitiesinvolvesin 

sponsor." 
Objectives of Advertising - The real objective of advertising is effective 

communicationbetween producers and consumers with the purpose to sell a product, 

service, or idea. Themainobjectives of advertisingareas follows: 

Informative 
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initial demand for a product. The promotion of any new market entry tends to pursue 

thisobjective because marketing success at this stage often depends simply on 

announcingproductavailability.Thus,informative advertisingiscommoninthe 

introductorystage of 
Objectiveofadvertisingistoincreasedemandforexistingproductbypersuadingnew 
customerforfirsttimepurchaseandexistingcustomersforrepurchases.Persuasiveadvertising 

attempts to increase demand for an existing product. Persuasive advertising isa 

competitive type of promotion suited to the growth stage and the early part of 

thematuritystageof theproduct lifecycle. 

Reminder 

The objective of advertising is to remind customers about existence of product, 

andongoing promotional activities. Reminder advertising strives to reinforce 

previouspromotional activitybykeepingthename of aproduct beforethe public.Itis 

common inthe latter part of the maturity stage and throughout the decline stage of the 

product lifecycle. 

Mathews,Buzzell,LevittandFrankhavelistedsomespecificobjectivesof advertising. 

 Tomakean immediatesale. 

 To build primarydemand. 

 To introduceapricedeal. 

 Tobuildbrandrecognitionorbrandinsistence. 

 Tohelp salesmanbybuildinganawareness of aproductamongretailers. 

 Tocreateareputationfor service,reliabilityor researchstrength. 

 Toincreasemarketshare. 
 

FunctionsandClassificationsof Advertising 

Question-

Whatisadvertising?Explainindetailthefunctionsandclassificationsofadvertising. 

Answer 
Meaning of Advertising - Advertising is an activity of attracting public attention to 

aproductorbusiness,asby paidannouncementsinthe print,broadcast,orelectronicmedia. 

Advertising is the promotion of a company’s products and services though 

differentmediumstoincrease the salesof the productandservices.Itworksby making 

thecustomer aware of the product and by focusing on customer’s need to buy the 

product.Globally, advertising has become an essential part of the corporate world. 

Therefore,companiesallotahugepartoftheirrevenuestotheadvertisingbudget.Advertisingals

o 

 
Therearesomanyproductsofsamecategoryinthemarketandtheycompeteswitheach 
other,  advertisingperformsthefunctionofdistinguishingadvertiser'sproductfrom 

servestobuild abrand of the productwhichgoesalongwaytomakeeffectivesales. 

Functionsof Advertising -Followingarethebasicfunctionsofadvertising: 

1.Todistinguishproductfromcompetitors'products 

theproductlifecycle. 

Persuasive 

competitors. 

2.Tocommunicateproductinformation 
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Whenthemarketdemandofaparticularproductincreases,thenumberofretailerand 
distributorinvolvedinsaleofthatproductalsoincreases,henceproductdistributionget 

Therearevariousproductsofdifferentbandsareavailable,thebrandwhichiseffectively 

 
Advertisingincreasestheprimarydemandinthemarket.Whendemandisthereandthe 
productisavailable,automaticallytheoverallcostwilldecrease,simultaneouslythecost 

 
Letusdiscusssomeimportanttypesofadvertisingbasedonthefunctionalaspectof 

ofsaleslikedistributioncost,promotionalcostalsogetdecreased. 

ClassificationofAdvertising-

AdvertisingcanbeclassifiedonthebasisofFunction,Region,TargetMarket, Company 

demand,Desiredresponse,andMedia. 

A)Classificationonthebasis offunction 

 Advertisementinformsthecustomers aboutaproduct 

 Advertisementpersuadestheconsumers to buyaproducts 

 Advertisementremindsexistingcustomersaboutthepresenceoftheproductinthemarke

t 

andfrequentlyadvertised ispreferredmost. 

6.Toreduceoverallsalecost 

Productrelatedinformationrequiredtobecommunicatedtothetargetedcustomers,andadvertis

ementperforms this function. 

3. Tourgeproductuse 

Effective advertisementcancreatetheurgewithinaudience foraproduct. 

4. Toexpandproductdistribution 

expanded. 

5.Toincreasebrandpreference 

advertising. 

Informativeadvertising: 

Thistypeofadvertisinginformsthecustomersabouttheproducts,services, or ideas of thefirm 

or organization. 

Persuasive advertising: This type of advertising persuades or motivates the 

prospectivebuyers to take quick actions to buy the products or services of the firm. 

Example: “Buyone,get one free”. 

Reminderadvertising: Thisgenreofadvertisingremindstheexistingcustomerstobecome 

medium or heavy users of the products or services of the firm that have beenpurchased by 

them at least once. This type of advertising exercise helps in keeping thebrandnameand 

uses of theproducts in the minds of theexistingcustomers. 

B)Classification onthebasisof region 

Advertisementscanalsobeclassifiedonthebasisoftheregion,say: 

Global advertising: It is executed by a firm in its global market niches. Reputed 

globalmagazines like Time, Far Eastern Economic Review, Span, Fortune, Futurist, 

PopularScience. Cable TV channels are also used to advertise the products throughout 

world.Supermodels and cinema stars are used to promote high-end products Examples: 

Sony,Philips,Pepsi,CocaCola, etc. 

National advertising: It is executed by a firm at the national level. It is done to 

increasethe demand of its products and services throughout the country. Examples: BPL 

(Believeinthebest).Whirlpool Refrigerator (FastForwardIceSimple)etc. 

Regional advertising: If the manufacturer confines his advertising to a single region 

ofthe country, its promotional exercise is called Regional Advertising. This can be done 

bythemanufacturer,wholesaler,orretailerofthefirm.Examples:Advertisementsof 



Dept. Of Management Studies, D.N.R.College, Bhimavaram 

 

 
Dependinguponthetypesofpeoplewhowouldreceivethemessagesofadvertisements, 
wecanclassifyadvertisinginto foursubcategories: 

Consumer product advertising: This is done to impress the ultimate consumer. 

Anultimate consumer is a person who buys the product or service for his personal use. 

Thistype of advertising is done by the manufacturer or dealer of the product or 

service.Examples:AdvertisementsofIntel,Kuttons (shirt), Lakme(cosmetics) etc. 

Industrial product advertising: This is also called Business-to-Business 

Advertising.This is done by the industrial manufacturer or his distributor and is so 

designed that itincreases the demand of industrial product or services manufactured by 

the manufacturer.Itis directed towards theindustrial customer. 

Tradeadvertising: Thisisdonebythemanufacturertopersuadewholesalersandretailers to 

sell his goods. Different media are chosen by each manufacturer according tohis product 

type, nature of distribution channel, and resources at his command. Hence, 

itisdesignedforthosewholesalers andretailerswho can promoteandselltheproduct. 

Professionaladvertising: Thisisexecutedbymanufacturersanddistributorstoinfluence the 

professionals of a particular trade or business stream. These 

professionalsrecommendorprescribetheproductsofthesemanufacturerstotheultimatebuyer.

Manufacturers of these products try to reach these professionals under well-

preparedprogrammes.Doctors,engineers,teachers,purchaseprofessionals,civilcontractorsar

chitectsarethe primetargets ofsuch manufacturers. 

Financialadvertising:Banks,financialinstitutions,andcorporatefirmsissueadvertisements 

to collect funds from markets. They publish prospectuses and 

applicationformsandplacethematthosepointswheretheprospectiveinvestorscaneasilyspotth

em. 
 

 

 

D) Classificationonthebasisofdesiredresponses 

An ad can either elicit an immediate response from the target customer, or create 

afavourableimageinthemindofthatcustomer.Theobjectives,inbothcases,aredifferent.Thus,

wehavetwo typesofadvertisingunderthis classification. 

Direct action advertising:This is done to get immediate responses from 

customers.Examples:Season's sale,purchasecoupons in amagazine. 

Indirect action advertising:This type of advertising exercise is carried out to make 

apositive effect on the mind of the reader or viewer. After getting the advertisement 

hedoes not rush to buy the product but he develops a favourable image of the brand in 

hismind. 

regional newspapers covering those states or districts where these newspapers 

arecirculated.Eg. TheAssam Tribune(onlyforthe NEregion) etc. 

Local advertising: When advertising is done only for one area or city, it is called 

LocalAdvertising.SomeprofessionalsalsocallitRetailAdvertising.Itissometimedonebythe 

retailer to persuade the customer to come to his store regularly and not for anyparticular 

brand. Examples: Advertisements of Ooo la la, Gupshup (Local FM channels)etc. 

C)Classificationonthebasisof targetmarket 
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Surrogate advertising: This is a new category of advertising. In this type of 

promotionaleffort,themarketerpromotesadifferentproduct.Forexample:thepromotionofBag

piper soda. The firm is promoting Bagpiper Whisky, but intentionally shows 

soda.Theyknowthattheaudienceisquitewellawareabouttheproductandtheyknowthisfactwhe

ntheactorstates,"KhoobJamegaRangJabMilBaithengeTeenYaar...Aap... 

duringconferences,seminars,andgroupdiscussionsessions.Kinesicsalsoplaysan 

 
AdvertisingAgencyisanindependentbusinessorganisationspecialisedinadvertising 
relatedworkwhichundertakestheworkofplanning,preparing,andexecutingadvertisingcampa

ignforitsclients.AdvertisingAgencyisabodyofexpertsspecialised 

 
identifytheinherentqualitiesinrelationtocompetitor'sproductorservices, 

 
environmenttheexpertsofagencyhastowrite,design,andproducethe 

 
media,checked,verified,andreleasedinmedia.Afteradreleasepaymentisdone 
tomedia andclient isbilled forthe servicesprovided.  

advertisement,itisalsocalledformulationofad-copy. 

3. Executing:Now,mediaisselectedfortimeorspace,adisdeliveredto 

analysescompetitionand marketingenvironmenttoformulateadvertisingplan. 

2. Preparing:Afterthestudyofproduct,competition,andmarketing 

inadvertising. AdvertisingAgencyperforms followingactivitiesfor its clients: 

1. Planning:Advertisingagencystudiestheproductorservicesofclientsto 

importantrole inthis context. 

 

AdvertisingAgencyanditsFunctions 

Question-WhatisAdvertisingAgency?Describefunctionsof advertisingagency. 

Answer 

DefinitionofAdvertisingAgency 

According to American marketing Association, "An Advertising agency is 

anindependent business organisation composed of creative and business people 

whodevelop, prepare and place advertising in advertising media for sellers seeking to 

findcustomers for their goodsand services." 

Main,AurBagpiper"). 

E)Classificationonthebasisof themediausedinadvertisement 

Thebroadclassificationbasedon mediais asfollows: 
Audio advertising: It is done through radio, P A systems, auto-rickshaw promotions, 

andfour-wheelerpromotions etc. 

Visualadvertising:ItisdonethroughPoPdisplays,withouttextcatalogues,leaflets,cloth 

banners, brochures, electronic hoardings, simple hoardings, running hoardings etc.Audio-

visual:Itisdonethroughcinemaslides,movies,videoclips,TVadvertisements,cableTVadverti

sementsetc. 

Writtenadvertising:Itisdonethroughletters,faxmessages,leafletswithtext,brochures,article

s anddocuments, spacemarketingfeatures innewspapers etc. 

Internet advertising: The world wide web is used extensively to promote products 

andservicesofallgenres.ForexampleBharatMatrimony,www.teleshop.com,www.asianskys

hop.cometc. 

Verbaladvertising: Verbaltoolsareusedtoadvertisethoughts,products,andservices 

FunctionsofAdvertisingAgency 

Advertisingagencyperformsfollowingfunctions: 

http://www.teleshop.com/
http://www.teleshop.com/
http://www.asianskyshop.com/
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firmswhicharedesirousofadvertising  their  productorservices.Ad-agency 
selectsthosefirmswhicharefinanciallysound,makesqualityproductsor 

 
foritsclient.Foradplanningfollowingtasksarerequiredtobeperformedbyad- 

 
directors,graphic-specialistshavetoperformthecreativefunctionwhichismost 

 
designers,animators,graphic-designers,andfilm-directorspreparesanddevelops 

 
agencytoselectappropriatemediaforitsclients.Ad-agencyhastoconsider 
variousfactorslike-mediacost,mediacoverage,ad-budget,natureofproduct, 

 
agencytoevaluatetheeffectivenessofadtoknowhowbeneficialtheadisforits 

 
marketingfunctionlike-selectingtargetaudience,designingproducts,designing 
packages,determiningprices,studyofchannelofdistribution,marketresearch, 

 
researchofdifferentmedia,mediacost,mediareach,circulation,entryofnew 

 
checkingbills,makingpayments,cashdiscountsallowedbymedia,collectionof 

 

Conclusion  

dues fromclients,paymenttostaff, paymenttooutsideprofessionalslike-

writers,producers,models, etc. 

media,informationregardingratings,andTRP'sofTVprogrammes,serials. 

11. Accounting  Function:  Accounting  function  of  ad-agency  includes 

salespromotion,publicity, etc. 

10. ResearchFunction:Ad-agencyperformsvariousresearchfunctionslike- 

client. 

9. MarketingFunction:Theadvertisingagencyalsoperformsvarious 

client'sneeds,targetedcustomer,andetcwhileselectingmedia. 

7. Ad-Execution:Afterapproval,verification,andrequiredchanges,thead-

copyis handed to themedia for ad-execution. 

8. EvaluationFunction:Afterexecution,itistheresponsibilityofad- 

Ad-copy. 

5. 

6. 

ApprovalofClient:Ad-copyis shownto theclientforhisapproval 

MediaSelectionandscheduling:Itisveryimportantfunctionofad- 

importantpartofalladvertisingfunction. 

4. DevelopingAd-Copy:Ad-agencywiththehelpoftheirwriters,artists, 

agency: 

 Studyofclient’sproducttoidentifyitsinherentqualitiesinrelationtocompetitor’

sproduct. 

 Analysisofpresentandpotentialmarketforthe product. 

 Studyof tradeand economicconditions in the market. 

 Studyof seasonal demandof theproduct 

 Studyofcompetition,andcompetitor’sspendingonadvertising. 

 Knowledgeof channelsofdistribution,theirsales,operations,etc. 

 Finally, formulationofadvertisingplan 

3. CreativeFunction:Creativepeoplelike-thecopywriters,artists,art- 

services,and haveefficientmanagement. 

2. PlanningAdvertisement:Advertisingagency'snextfunctionistoplan ad 

1. ContactingClients:Advertisingagencyfirstofallidentifyandcontact 
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Aftertheaboveexplanationwecanconcludethatad-

agencyhastoperformalltheadvertisingfunctions for theirclients. 

TypesofmodernAdvertisingAgency 
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Question -

Explainadvertisingagency,andwhatarethedifferenttypesofadvertisingagencies? 

Answer– 
According to American marketing Association, "An Advertising agency is 

anindependent business organisation composed of creative and business people 

whodevelop,prepare and placeadvertisingin advertisingmediafor sellers 

seekingtofindcustomersfor theirgoodsand services." 

Advertising Agency is an independent business organisation specialised 

inadvertising related work which undertakes the work of planning, preparing, 

andexecutingadvertisingcampaign for its clients. AdvertisingAgencyis 

abodyofexpertsspecialisedin advertising. 

Typesof AdvertisingAgency-Followingarethe different types ofadvertisingagencies: 

1. FullServiceAgency 

2. InhouseAgency 

3. ACreativeboutique 

4. MediaBuyingService 

5. LaCarteAgency 

6. SpecialServiceAgency 

7. SweetShops 

FullServiceAgency -SuchAdvertisingAgenciesoffersitsclientsafullrangeofmarketing, 

communication,and promotion services including research, planning, creating,producing 

the ad, and selecting media. Full service agency also offers other services like-strategic 

marketplanning,salespromotion,directmarketing,packagedesign,publicrelation,and 

publicity. 

In House Agency - In house Agency is the advertising department of the firm which 

isresponsible for planning and preparation of advertising materials. Big organisations 

like-Gap, Calvin Klein, Revlon, and etc can manage in house advertising department and 

cantake the advantage of proper coordination and greater control in all phase of 

advertisingandpromotion process. 

CreativeBoutique -Creativeboutiquesareknownfortheircreativeconceptdevelopment, and 

artistic services to their clients. Any advertiser wants to infuse greatercreativity into the 

message theme or individual advertisement can approach a creativeboutique. Such 

agencyprovides onlycreativeservices. 

Media Buying Services - They are independent companies specialised in media 

buying.MediaBuying serviceagenciesparticularly dealsinbuying 

radiotimeandtelevisiontime. 

La Carte Agency - Some advertisers prefer to order a la carte rather than using all 

theservices of an agency. A la carte can be purchased from a full service agency or from 

anindividualfirm dealsin creativework,media, production, andorresearch. 

Specialserviceagency -Someagenciesfocusesonsomeselectedareas,andgainsspecilisation 

or expertise in those areas, such agencies collectively are calledspecialservice groups. 
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MBANotes-Selection ofAdvertisingAgency 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Sweet shops - Such agencies are small agencies operates only in one city. Small 

clientswhowantadvertisementinlocalmedialike-

localcable,banners,posters,pampheletsetc,approaches such agencies. 
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Question-

Whatarethedifferentaspectsanadvertisershouldconsiderwhileselectinganadvertising 

agency? 

 

Answer 

The Advertiser looks for an advertising agency whose services and expertise meets 

hisrequirements.Followingfactorsshouldbeconsideredwhileselectinganadvertisingagency:

- 
 

ServicesofferedbyAd-agency -Therearedifferentagenciesprovidesdifferentservices, some 

provides all the services, some provide selected services, some providesonly media 

services. It depends on the requirement of advertiser whether he need a fullsservice 

agency,creative boutique, mediabuyingservice agency,orasweetshop. 

Experience of Agency - An experienced agency performs better then a new 

agencybecauseitisfamiliarwithdifferentcomponentsofmarketingenvironmentlike-

competitors'policies,tasteofconsumer,incomeofconsumer,consumer 

responses,fashionsand trends, reputation of different mediaetc. 

Location - A major factor to be considered while selecting ad-agency is location of 

officeof agency. A considerable amount of communication is required at different level 

of adplanning, creation and execution. So, a local or nearby ad-agency should be 

preferredwhichis easilyaccessible. 

Size of Agency - There are both large size agencies and small size agencies, both 

havetheir own advantages and disadvantages. Large agencies serves big clients, provides 

widevariety of services, and charges higher but, cannot give personal attention because 

ofhaving large number of clients, also cannot give much attention to smallclients 

becauseofhaving largenumber of bigclients. 

Competitors'Agency -Agencywhichisworkingforcompetitorsmustbeavoidedotherwise 

agency will notprepare ads which help the advertiser to take an edge overcompetition. 

Image of Agency - While selecting ad-agency the advertiser should enquire the 

image,integrity,ethical standards, and relations ofagencywith its clients. 

Creativity and other skills - Ad-agency must be creative enough to generate new ideas 

togaintheattention oftarget audience. 

RatesChargedbyAgency -Theratesofagencymustsuitthepocketofclient.Advertisershould 

select agencywhoserates arereasonableand withinthe ad-budget. 

Financial Strength of Agency - A financially strong ad-agency have better turnover 

andbettercontactswithmediaowner,andaffordbetterinfrastructure,well-equipped-adlabs, 

PastRecordsofAgency-Itisnecessarytoknowwhowerethepastclientsofagency, 
howlongweretheywithagency,whytheylefttheagency,brandimageofproductsof 

andqualitystaff. 

clients,etc. 
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want to put in office. A celebrity often becomes self-branded based on his 

ownpersonality, while others are molded by public relations firms and agents. In addition 

to apersonalbrand, acelebritymightbecomeassociated withproducts bearinghis name. 

 

Corporate 

 

Corporate branding is essential for any business that wants to develop a reputation in 

themarketplace. Everything the company does has an effect on its image. A 

corporationmarkets its product or service, its corporate culture, its employees and its 

contributions 

tothecommunity.Acorporation'sbrandingcanbecometarnishedovernightbecauseofan 



Dept. Of Management Studies, D.N.R.College, Bhimavaram 

 

 


	ModuleI:IntroductiontoAdvertising
	Communication
	Reminder
	FunctionsandClassificationsof Advertising
	D) Classificationonthebasisofdesiredresponses
	Conclusion
	TypesofmodernAdvertisingAgency
	MBANotes-Selection ofAdvertisingAgency
	Question-Whatarethedifferentaspectsanadvertisershouldconsiderwhileselectinganadvertising agency?
	Corporate


