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Active Participants in Advertising
1) Advertisers
2) Advertising Agencies
3) Audience
4) Advertising Media
5) Advertising Production Firms
6) Government Authorities
7) Research Firms
8) Self-Regulatory Bodies







Benefits of Advertising (manufacturers)
1) Introduction of Product
2) Modifies Attitude
3) Builds Image
4) Builds Loyalty
5) Market Expansion
6) Corporate Image
7) Economies of Scale



8)   Improvement in Quality
9) Avoids Seasonal Sales Fluctuation

10) Facilities Distribution
11) Facilitates Promotion
12) Facing Competition





Benefits of Advertising (Consumers)
1) Information
2) Acts as Reminder
3) Lowers Product Prices
4) Better Quality Products
5) Higher Standard of Living
6) Guards against Substitutes
7) Education to Consumers
8) Modifying Attitudes
9) Consumer Satisfaction

10) Saves Time in Shopping





Benefits of Advertising (Retailers)
1) Quick Sales Turnover
2) Store Image
3) Disposal of Old Stock
4) Develops Loyalty
5) Helps to Face Competition
6) Makes Selling Job Easier
7) Good Appearance of the Store
8) Increase Profits
9) Information about Changes

10) Buyer’s Feedback



Benefits of Advertising (Society)

1) Higher Standard of Living
2) Economic Development
3) Finances Mass Media
4) Provides Entertainment
5) Public Service Advertising
6) Provides Employment





Classification
of Advertising

Area

Media

Functions

Audience



Area

❖ Local
❖ Regional
❖ National
❖ International



Audience

❖ Consumer
❖ Industrial
❖ Trade
❖ Professional



Media

❖ Press
❖ Broadcasting
❖ Outdoor
❖ Others



Functions

❖ Direct/Indirect
❖ Action
❖ Primary/Selective
❖ Product/Image




