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★아마존 상품 등록 가이드_Deck_v2_0305_FBA Barcode.pdf
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	1. DEFINITION OF ADVERTISING
  "Advertising is the non-personal communication of information
usually paid for and usually persuasive in nature about products, services
or ideas by identified sponsors through the various media ."(Bovee, 1992).
 Advertising is a way of sharing of with the buyers of a product or service.
Advertisement is a paid message by the organization (of the
product/service) with an intention to inform or influence buyers (Concept
given by the Advertising Association of the UK).
 An advertisement is "salesmanship in print”.. (defined by John E. Kennedy,
the Canadian-US advertising pioneer (1864-1928).
 


	2. Cont..
 .. “Advertising  presents the most persuasive possible selling message to
the right prospects for the product or service at the lowest possible
cost”…(defined by the Institute of Practitioners in Advertising).
 Advertising is “any paid form of non-personal presentation and promotion of
ideas, goods and services through mass media such as newspapers,
magazines, television or radio by an identified sponsor”…(definition by P.
Kotler)
 According to Oxford Dictionary the word ‘to advertise’ means ‘to make
generally or publicly known’, It describes something publicly with a view to
increasing sales.
 The word advertising is a Latin word, which means “to turn attention of
people to a specific thing.” It is a paid form of publicity.
.
 


	3. CHARACTERISTICS
 Advertising presents  and upholds the ideas, commodities and services
of a recognized advertiser, which provides as a communication link between
the producer and the potential buyers.
 It gives the information to the would-be buyers who are interested in
seeking the information about a product and the manufacturer.
 Advertising may be taken as the most efficient means of reaching
people with product information.
 Advertising presents a mass persuasion apart from disseminating
information to the prospective buyers about the product and the producer.
 While creating awareness and achieving popularity, it seeks to
persuade. It is a more effective and extensive and less expensive way of
creating contacts.
 


	4.  Advertising is  a combination of creativity, marketing research,
economic and media buying.
 Advertising may cost a lot of money but that cost is justified if it works
effectively and economically.
 Advertisement has become an integral part in today’s marketing scenario. In
earlier times, advertisement was not given as much emphasis as it is being
given today.
 Advertising is the paid, non-personal communication of information about
products or ideas by an identified sponsor through the mass media in an effort
to manipulate customer behaviour.
 Advertising is non-personal because it's a fantasy created by a computer that
selects one part of the target audience. It communicates information about
products or ideas.
 


	5. UNIQUENESS OF ADVERTISING
  Paid form of publicity
 Non-personal communication
 Public communication
 A message about the reason to buy
 Information on goods and services, ideas organizations,
people and places
 Possible use of media means such as direct mail, telephone,
print, radio, television, and internet.
 Integral part of marketing communication
 


	6. PURPOSE
The main purposes  of advertising are:-
 to disseminate information,
 to establish attitudes
 to persuade action aiming to provide profit for the advertiser.
 purpose of advertising is to sell something :-
 a product,
 a service,
 an idea.
 


	7. The real goal  of advertising is an effective
communication between goods and clients and
increasing awareness.
Advertisements are designed
- to inform
- to motivate
- to create a market
The intentions are -
 To change the thinking pattern (or
buying behaviour) of the consumers.
 To persuade to take the action desired by
the advertiser.
 


	8. OBJECTIVES
• To make  an immediate sale.
• To build primary demand.
• To introduce a price deal.
• To build brand recognition or brand proposition.
• To help salesman by building an awareness of a product among
retailers.
• To create a reputation for service, reliability or research strength.
• To increase market share.
 


	9. FUNCTIONS
 To distinguish  products from their competitors
 To communicate the product information
 To create the urge of product use
 To expand product distribution
 To establish and extent the brand preference
 To reduce the overall sale cost.
 


	10. NUTSHELL
Advertising performs some  functions.
• It can inform the customers about a product, service, or idea.
• It can persuade the consumers to buy products, services, and
ideas.
• It can remove cognitive dissonance from the minds of the
customers to reinforce the feeling that they have bought the best
product, service, or idea and their decision is right.
• It can remind existing customers about the presence of the
product, service, or idea in the market till now.
• It can dissuade the public at large from buying certain products or
services that are harmful for them.
 


	11. CLASSIFICATION
Classification Advertising can  be classified based on various
criteria—
 Based on Function,
 Based on Region,
 Based on Target Market,
 Based on Company demand,
 Based on Desired response and
 Based on use of Media.
 


	12. BASED ON
FUNCTION
 Informative  advertising : This type of advertising informs
the customers about the products, services, or ideas of
the firm or organization.
 Persuasive advertising: This type of advertising
persuades or motivates the prospective buyers to take
quick actions to buy the products or services of the firm.
Example: “Buy one, get one free”.
 


	13.  Reminder advertising:  This genre of advertising reminds the
existing customers to become medium or heavy users of the
products or services of the firm that have been purchased by
them at least once. This type of advertising exercise helps in
keeping the brand name and uses of the products in the
minds of the existing customers.
 Negative advertising: This type of advertising dissuades target
audience from purchasing such products and services which
would not only harm them but also the society in general.
Examples: Advertisements of various civil authorities against
alcohol, tobacco, and narcotics.
 


	14. BASED ON
REGION
 Global  or international advertising: It is executed by a firm in its global
market niches. Reputed global magazines like Time, Far Eastern
Economic Review, Span, Fortune, Futurist, Popular Science. Satellite TV
channels also use to advertise the products through out world.
Supermodels and cinema stars are used to promote high- end products.
 National advertising : It is executed by a firm at the national level. It is
done to increase the demand of its products and services throughout the
country. Examples: BPL (Believe in the best). Whirlpool Refrigerator (Fast
Forward Ice Simple) etc, which have the market in India.
 


	15.  Regional advertising  : If the manufacturer confines the product
selling and the advertising to a single region of a country, its
promotional exercise is called Regional Advertising. This can be
done by the manufacturer, wholesaler, or retailer of the firm.
Examples: Advertisements of regional newspapers covering
those states or districts where these newspapers are circulated.
 Local advertising : When advertising is done only for one area or
city, it is called Local Advertising. Some professionals also call it
Retail Advertising. It is sometime done by the retailer to
persuade the customer to come to his store regularly and not for
any particular brand.
 


	16. BASED ON
TARGETED MARKETS
Depending  upon the types of people who would receive the messages of
advertisements, we can classify advertising into a few subcategories.
 Consumer product advertising: This is done to impress the ultimate
consumer. An ultimate consumer is a person who buys the product or
service for his personal use. This type of advertising is done by the
manufacturer or dealer of the product or service.
 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 it increases the demand of industrial product or
services manufactured by the manufacturer. It is directed towards the
industrial customer.
 


	17. • Trade advertising  : This is done by the manufacturer to persuade wholesalers and
retailers to sell his goods. Different media are chosen by each manufacturer according
to his product type, nature of distribution channel, and resources at his command.
Hence, it is designed for those wholesalers and retailers who can promote and sell the
product.
 Professional advertising : This is executed by manufacturers and distributors to influence
the professionals of a particular trade or business stream. These professionals
recommend or prescribe the products of these manufacturers to the ultimate buyer.
Manufacturers of these products try to reach these professionals under well-prepared
programmes. Doctors, engineers, teachers, purchase professionals, civil contractors
architects are the prime targets of such manufacturers.
• Financial advertising: Banks, financial institutions, and corporate firms issue
advertisements to collect funds from markets. They publish prospectuses and
application forms and place them at those points where the prospective investors can
easily spot them.
 


	18. BASED ON
COMPANY DEMAND
There  are two types of demand:-
(A) Market Demand: Advertising is the total volume that would
be bought by a defined customer group, in a defined
geographical area, in a defined time period, in a defined
marketing environment under a defined marketing
programme.
(A) Company Demand: It is the share of the company in the
market demand.
 


	19. Under Company Demand,  there are two types of advertising:-
 Primary demand advertising: It is also called Generic
Advertising. This category of advertising is designed to
increase the primary demand. This is done by trade
associations or groups in the industry. The idea is to
generate a continual demand for the product.
 Selective demand advertising: This is done by a company
or dealer to increase the company demand. The
company would advertise its own brand only. The retailer
can also advertise a particular brand.
 


	20. BASED ON
DESIRED RESPONSES
An  ad can either elicit an immediate response from the target
customer, or create a favorable image in the mind of that
customer. The objectives, in both cases, are different. Thus, we
have two types of advertising under this classification.
 Direct action advertising: This is done to get immediate
responses from customers. Examples: Season's sale,
purchase coupons in a magazine. We generally find
direct action in primary demand product. As it does not
take time to decide to buy.
 


	21.  Indirect action  advertising: This type of advertising exercise is
carried out to make a positive effect on the mind of the
reader or viewer. After getting the advertisement s/he does
not rush to buy the product but develops a favorable image
of the brand in his mind. It is also considered as the selective
demand advertising where the buyer thinks many times to
decide to buy.
 Surrogate advertising : This is a new category of advertising. In
this type of promotional effort, the marketer promotes a
different product.
 


	22. BASED ON
THE MEDIA  USED
The broad classification based on media is as follows.
 Audio advertising: It is done through radio, P A systems, auto-
rickshaw promotions, and four-wheeler promotions etc.
 Visual advertising : It is done through PoP displays, without
text catalogues, leaflets, cloth banners, brochures, electronic
hoardings, simple hoardings, running hoardings etc.
 Audio-visual : It is done through cinema slides, movies, video
clips, TV advertisements, cable TV advertisements etc.
 


	23.  Written advertising  : It is done through letters, fax messages,
leaflets with text, brochures, articles and documents, space
marketing features in newspapers etc.
 Internet advertising: The world wide web is used extensively
to promote products and services of all genres. For example
Bharat Matrimony, www.teleshop.com,
www.asianskyshop.com etc.
 Verbal advertising: Verbal tools are used to advertise
thoughts, products, and services during conferences,
seminars, and group discussion sessions. Kinesics also plays an
important role in this context.
 


	24. BASED ON
EXECUTION OF  AN ADVERTISEMENT
 Broadcasting advertising: Advertising through broadcast
media. Like radio, television advertisement.
 Print advertisement: Advertising through print media like
advertisement through newspaper, magazine etc.
 Outdoor advertising: Advertising through billboards, street
furniture, stadiums, rest areas, subway advertising, taxis, transit .
 Online advertising: Mobile advertising, email ads, banner ads,
search engine result pages, blogs, newsletters, online classified
ads, media ads.
 


	25.  Direct marketing:  direct mail, telemarketing, catalogs, shopping
channels, internet sales, emails, text messaging, websites, online
display ads, fliers, catalog distribution, promotional letters,
outdoor advertising, telemarketing, coupons, direct mail, direct
selling, grassroots/community marketing, mobile .
 Online/internet marketing: E-commerce:-Search engine
optimization (SEO)Search engine marketing (SEM)Mobile
Marketing Email marketing Content marketing Social Media
(Facebook, Twitter, LinkedIn, Google +, Foursquare, Pinterest,
YouTube, Wikipedia, Instagram).
 


	26. USP:
A unique selling  proposition (USP, also seen as unique selling
point) is a factor that differentiates a product from its
competitors, such as the lowest cost, the highest quality or the
first-ever product of its kind. AUSP could be thought of as
“what you have that competitors don't.” It depicts the
exclusive and exceptional qualities of the product that make
the product different identity in the contemporary market.
E.g. Head & Shoulders: "You get rid of dandruff“
Domino's Pizza: "You get fresh, hot pizza delivered to your door in 30 minutes or less—
or it's free."
 


	27. MARKETING
COMMUNICATIONS
 Marketing communication  means sending
and receiving messages using various media from
a market with the aim of promotion.
 Promotion is very significant part of "marketing
mix". Marketing mix refers "four Ps" which
means price, place, promotion, and product.
 Actually marketing mix is a company strategy
to reach and cover the target market.
 


	28. CHARACTERISTICS OF MC
  Through marketing communication the notion of ‘Look and
Feel and then Buy’ is used to try to establish.
 Various business oriented fashion can be accredited to
marketing communications.
 Conversion the consumer service to consumer relationship.
 Transformation from human resources to solutions.
 Change traditional and usual use of media to blogs, email,
and other online communication.
 Transition from traditional way of advertising to pitch.
 


	29. INTEGRATED MARKETING
COMMUNICATIONS (IMC)
  Integrated Marketing Communication (IMC) was first defined by the
American Association of Advertising Agencies (4A's) in 1989 as "an
approach to achieving the objectives of a marketing campaign through
a well-coordinated use of different promotional methods that are
intended to reinforce each other.”
 A more contemporary explanation states, "True IMC is the development
of marketing strategies and creative campaigns that weave together
multiple marketing disciplines (paid advertising, public relations,
promotion, owned assets, and social media) that are selected and then
executed to suit the particular goals of the brand.”
 


	30. 4 C’S OF  IMC
 Consumer: For whom the product, product message and
promotional programme are made for.
 Cost: It is budget, because all activities and level of activities
depend upon the budget as well as the loss and profit ratio from
the marketing procedure.
 Convenience: It means the comfort ability from the both sides- the
advertisers and the consumers. The product should be available in
the market when it has the demand. It should give both sides
satisfaction.
 Communication: It is considered as very significant part of strategy.
It is the mean to reach the ultimate person of a target market.
 


	31. KEY COMPONENTS
 Sales:  Sell sheets, brochures, presentations
 Consumer service: Help, returns & repairs, billing
 Public Relations: Interaction, interviews, conference, testimonials,
publicity strategies, community participation, news release, special
events
 Promotions: Contests, coupons, free sample distribution of product,
awards, discount, rebates, and special event organization
 Trade shows: Booths, product exhibition
 Corporate Social Responsibility: Donations, volunteering, charitable
actions, doing something for society development.
 


	32. BARRIERS OF IMC
  Lack of transparent information dissemination process among
the associated members and the society.
 Lack of following required procedure
 Lack of required manpower
 Most of the time scarcity of required fund, budget allocation at
required level
 Lack of investment mindset.
 Lack of theoretical and practical knowledge of required field
 Lack of skill
 Lack of Public Relations practice.
 


	33. 4 P'S VS.  4 C'S
 


	34. PROMOTIONS OPPORTUNITY ANALYSIS
The  promotions opportunity analysis is a major task in
a successful Integrated Marketing Communications.
“A promotions opportunity analysis is the process
marketers use to identify target audiences for a
company’s goods and services and the
communication strategies needed to reach these
audiences.”
 


	35. FIVE STEPS IN
PROMOTIONS  OPPORTUNITY ANALYSIS
 Market analysis: With the help of information based on
contestant, scope, intended market, consumer, brand
positioning
 Set up of objectives: With the help of information based on
brand awareness, demand, consumer attitude, strengthen
buying action, repetition in buying action, company image
building, market share, sales etc.
 


	36.  Fixing the  budget : With the help of information based on the aim of the
promotion, concern radical change, put back consequence, wear-out
effects, random events
 Preparation of promotional strategies : With the help of information
based on general communication, marketing objectives efforts,
activities, overall message, communications budgets, new competitive
pressure, new promotional scope.
 Policy: Advertisements based on key theme, personal selling , sales
promotions, special product packaging and labeling and price
changing according to the requirement.
 


	37. SELECTION OF MEDIA
  Circulation :
Every medium has a common circulation and an effective circulation.
Circulation is made up of entire number of people who read or pledge
to the medium. The effective circulation is the number of potential
consumers who read it and the number of those who persuade sales.
Sometimes, two or more periodicals are circulated among the same
people. Therefore, just adding together the whole circulation of these
journals does not give a true picture of the number of persons arrived
at. From 10 to 15 percent of those people may be reading both or all
of the periodicals.
 


	38.  The category  of medium:
The medium should be selected taking into account the class of people to be
influenced. The classification of people may be made in any way but the
classification of media will depend upon the nature of product and its market.
People may be divided into different groups by their social standing, by the kind
of work they do, by their income, educational standards religion family
background etc.
 Geographical Location:
Further, they may be classified on their geographical locations .The thing is to
determine which of the classification gives the most workable classification and
use such classification in defining the market and the people to be reached by
the advertising media. Say for instance, if a product is meant for youngsters
(urban area), the TV and the internet will be the most appropriate media.
Selection of media.
 


	39.  Distribution pattern:
Media  circulation must match the distribution pattern of the product. Hence,
geographic scope of the market will considerably influence the choice of
media. Furthermore, those media should be selected which will reach the
target consumers in the desired type of market with a minimum of waste
circulation.
Consumer attitude:
It is the reader’s temperament at the time he reads, views or listens that the
advertisement helps to determine. A person cannot be receptive for
advertisement for a medicine when he is quite healthy or an advertisement
for books for the next higher class when he is enjoying holidays.
 


	40.  Budget:
The expenditure  of the media should be measured in terms of fund
available for advertising and of course the circulation status of that particular
medium. The quantity of funds offered for advertising purpose will choose the
media. A company appropriating large funds for advertising may prefer TV or
radio and others.
 Message formation:
The chosen media should be well matched with the advertising message.
The advertiser should prefer the media, which are most suitable for the ad
message and for the people for whom it is intended. They should carry the
message to the right persons and in the right viewpoint. If a product calls for
a long message, newspaper or journal may be chosen.
 


	41.  Market analysis:
Competition  in the field is another reflection in selecting the media of
advertising. Generally, the media used by competitors are preferred so
as to make an remarkable plea for the manufactured goods. He may
also utilize other media not used by contestant to get the success.
 Size of company:
The size as well as the nature of business unit also play a significant role in
making the options for the media. Different media will go well with the
vessel, food, drugs and chemical stores, grocery units etc. A big unit
having chains may use of TV, Radio, newspapers and magazines having
national network whereas a small unit of fabric mill will prefer newspapers
and cinema slides only.
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