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6.0 INTRODUCTION

Research helps us explore the unexplored, nd the unknown and gives us 
new directions or alters old ones. Advertising research helps to nd out 
how advertising would work effectively and guides in making meaningful 
advertising decisions.
Advertising research is a highly specialised eld that involves using 
statistical techniques to interpret qualitative and quantitative data. The 
data so collected aids to understand the customer preferences and plan the 
campaigns accordingly. Prominent agencies like Indian market Research 
Bureau (IMRB) and ORG – MARG undertake marketing research that 
generate data which is useful for advertisers. It helps marketers to plan 
launch of new products and design advertising messages based on the 
psychographic analysis of their consumers. Research also helps to conduct 
surveys and audience measurement. The National Readership Survey (NRS) 
conducted by National Readership Survey Council collects information 
on various parameters like the reach of the medium, demographic pro le 
of audience, geographical spread of the readers and also their product 
consumption patterns. Similarly various channels, companies and agencies 
conduct their own media research. 

6.1 LEARNING OUTCOMES

After working through this Unit, you should be able to:
 Describe the meaning and importance of advertising research
 Decipher the various techniques of conducting advertising research
 Comprehend the purpose and process of campaign planning
 Understand the role of integrated marketing communication
 Discuss the role of advertising research in the digital era

6.2 IMPORTANCE OF RESEARCH IN ADVERTISING

The Indian advertising industry has grown tremendously from being a small 
scale business to a full edged industry. Today, India is projected to be the 
second fastest growing advertising market in Asia after China. 
Advertising is a complex business. From initial positioning and development 
of the theme to the nal copy and media planning, it involves numerous 

advertising decisions.
Advertising research is a highly specialisedee eleldd that involves using
statistical tetechchninin ququueses tto interpret quualalititatata ive ee and d quuantitiitatatative ddataa. TTThehe 
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pssycy hograpapaphic anallysysisisi  of ff ththeir cconssuumerss. RRResearch alsoo hhhelpsp  to o o cconduct 
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66.111 LEAAARRRNNIINNGGG OOUTCCCOOOMES

After working through this Unit you should be able to:
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Practice of Advertising resources, hours of work and huge amount of money. And thus, it is important 
for advertisers to make sure that it reaches the right audiences, resonates 
with the target audience and gets them to take action. As advertising 
practices in India continue to evolve, it is no more possible to make an 
advertising decision simply based on personal choices. Today’s business 
environment is metrics driven and most advertising decisions need to be 
based on necessary measures and external validation.
Most advertisers believe that research encourages creativity. It provides 
an opportunity to interact with the customers and gain an insight into the 
habit, attitude and lifestyle of the consumers which helps the advertisers 
and agencies to come up with more impactful ideas of advertising. Research 
uses measurement tools that not only gauge the overall response of the 
audience to a given advertisement but also what captures viewer’s attention, 
what engages them at an emotional level and what messages are retained in 
the memory. Obtaining this information before releasing the ad means that 
there is scope to make positive changes to increase an ad’s effectiveness and 
in uence the purchase behavior.  

6.2.1  Growth of Advertising as a Business

Advertising in its various forms has always been an accepted way of 
promoting and selling products to the potential buyers. Different forms 
of advertising have been existing for thousands of years. The Egyptians 
used papyrus to offer rewards for return of runaway slaves while picture, 
mosaic and wall paintings were used in ancient Rome by merchants and 
businessmen to sell their wares. Ancient Greece introduced Town Criers or 
Bellmen to the world of advertising who would go about the streets singing 
praises of the merchant’s wares and making public announcements about 
arrival of trade ships. 
The invention of movable types by Johannes Gutenberg in 1445 led to 
the development of printing technologies thereby causing an upsurge in 
advertising. Newspapers started appearing in different parts of the world 
giving rise to competition and struggle for survival. This gave a major 
boost to the advertising industry. However, in the beginning most ads 
carried in the newspapers were in the form of announcements. The ads were 
predominantly informative containing descriptive rather than persuasive 
content. Advertising till the 17th century was primarily pioneering in nature. 
Competitive Advertising came much later. During the 18th century, the 
Industrial Revolution gained momentum and there was mass production. 
Soon the manufacturers began to realize that they needed to create a demand 
for their products. This was the time when ads started using persuasive 
language to develop a favorable attitude of the reader towards the advertised 
product and also to establish its superiority over other similar products. 
The 19th century saw the emergence of a new consumer market. The 
manufacturers started using magazine ads to reach the prospective buyers. 
In 1841, the rst advertising agency founded by Volney B. Palmer started 
in Philadelphia. However, job of this Ad Agency was restricted to space 
selling. It did not offer any creative or research services to its clients. The 
mass production due to industrial revolution required mass consumption. 
This made advertising valuable. In 1871, Bates set up the rst advertising 

there is scope to make positive changes to increase an ad s effectiveness and 
in uence the pururu chasase beb havior. 
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agency in US which also offered creative services. The situation changed 
in late 19th century when a modern advertising agency started by N.W. Ayer 
and Sons offered to plan, create and execute complete advertising campaigns 
for its clients. This ushered professionalism in the eld of advertising and 
made it a formal service. The advent of telegraph, typewriter, mechanised 
typesetting and faster printing presses opened up nationwide markets for 
the manufacturers. In 1882 Proctor and Gamble released rst national 
advertisement in US for its Ivory soap. The end of the 19th century promoted 
product differentiation and brand recognition. Some of the rst brands were 

rms like P&G, Colgate, Coca Cola and Wringley. 
Through the 20th century, advertising became a full edged industry and 
agencies developed. By the end of 1920’s colour printing was excessively 
used in advertising and radio rapidly became a powerful advertising medium. 
This was also the time when marketing research entered the world of 
advertising. Advertising there after started focusing on the outcomes of 
consumer purchases. Advertisements now targeted qualitative aspects of 
the buyers like status, happiness, ego, love etc. rather than quantitative 
demographics like age, income, gender etc.  Specialists in market research, 
merchandising, sales promotion and public relations started running the 
advertising industry in the 1950’s. It was also during this time that the 
potential of television as an advertising medium started being harnessed. 
The sight and hearing combination offered by television made it the most 
powerful medium of advertising for several years that followed.
During this period, another important concept was introduced in advertising 
by Rosser Reeves, one of the most successful copywriters of his times. He 
originated the concept of USP (Unique Selling Proposition). He postulated 
that the marketer should identify one important attribute of his product 
that distinguishes it from other similar products and use it strategically for 
product differentiation in the market. 
It seems specially relevant here to look at the development of Indian 
advertising which also started taking shape of an industry in India during 
this time. Advertising in India was pioneered by Dattaram and Company 
in 1905 but the two British Advertising Agencies, J Walter Thompson 
and D J Keymer laid the foundation of professional advertising in India. 
It was in the sixties and early seventies that the concept of Brand building 
appeared on the Indian scene. The major trend of the 1970’s was professional 
approach and consolidation. 

6.2.2 Need for Advertising Research 

Advertising research is a specialised research conducted to improve the 
ef ciency of advertising. It involves systematic gathering, recording and 
analysis of data to help design and evaluate advertising strategy or gauge the 
effectiveness of print advertisement or audio video commercial and media 
campaign. It may focus on a speci c ad or campaign or maybe directed 
towards a more general understanding of the impact of advertising on 
consumer behaviour or how consumers use the information given through 
advertising. It provides the advertiser with the knowledge and information 
about the consumer, market and product. The data gathered through research 
tells the marketer about its present and prospective customers, their needs and 

consumer purchases. Advertisements now targeted qualitative aspects of 
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Practice of Advertising expectations from the product, their buying behavior, their attitude towards 
product characteristics and qualities, when and where are the products 
bought, the competitors, extent of competition. All this information helps 
in formulating an effective advertising strategy, designing an appropriate 
advertisement, selecting a suitable media and implementing an effective 
advertising campaign.
Advertising research is conducted both before and after the advertising 
campaign to evaluate its effectiveness on various grounds. Different techniques 
of pre- and post-testing are used to measure advertising effectiveness. 
Research in advertising may be carried out for one or more of the 

1. To maximize the effect of Advertising: Advertisers continuously look 
for ways which would help them increase the effectiveness of advertising 
and eliminate waste Advertising. The main purpose of advertising is to 
communicate information about the product and the company to its 
existing customers, prospective customers and the general public. It is 
therefore important to analyse whether the advertisements have been 
able to communicate the message effectively and has it been able to 
generate a favorable attitude towards the product and the company. 

2. To get the maximum result from Ad Spends: The cost of advertising 
is increasing day by day. Due to the increasing cost and high over-
head expenses and taxes, the management wants to get maximum 
return from the amount spent on advertising. Advertising is a 
marketing investment with well spelt out objectives. Research helps 
to analyse the current state of market and design suitable objectives 
for the company. 

3. To Compare the Results with the Objectives: The common result 
of advertising is expected to be an increase in sales but at times 
the advertising objective might be to gain respect or recognition 
for the company, familiarise the product or company or even crisis 
management. Research helps to access the success of advertisement 
in ful lling the objectives laid out for it. 

4. Compare two Advertisements: Advertising Research is often 
undertaken to compare which among the two ad designs is more 
appealing to the customers. This research helps to test the effectiveness 
of the advertisement in inviting customer’s attention, stimulating 
desire and motivate him/her towards the favorable action of buying 
the products. Improvements in the advertisement design, language 
and presentation can be made on the basis of this research.

5. Basis for Planning: On the basis of information collected through 
advertising research, the advertiser is able to devise a more 
appropriate advertising plan. The data collected through research 
helps to understand the inclination and preferences of the buyer and 
also to analyse the level of competition in the market.

communicate information about the product and the company to its 
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6.2.3  Process of Advertising Research 

There are primarily ve major steps involved in advertising research. Each
stage involves a speci c set of activities to be performed and decisions to be 
taken with respect to advertising.
1. Identifying the Objectives of Research: This refers to the process 

of determining the expected outcome of advertising research. The 
objectives may be speci c – dealing with a company or product’s 
individual issue or general – dealing with the nature, scope and impact 
of advertising. The primary step in advertising research is to identify 
the objective/objectives for which the research is being conducted. 
It may be undertaken to evaluate the awareness of the consumers, 
changing their attitudes, changing their predisposition to buy or not 
to buy a product. The de ning of objectives might involve – situation 
and background analysis, review of company records or case study. 

2. Developing the Research Plan: After identi cation of the problem, 
the next major activity is developing the advertising research plan. 
This may be formally termed as advertising research design. This 
gives a detailed outline of the data to be collected during the research 
and also enumerates the tools to be used for collecting the required 
data.

3. Data Collection: This stage consists of physically collecting research 
data through pre-testing or post testing techniques. This process also 
involves preparing questionnaires, feedback forms, rough layouts, 
comparative tables and other such tools for gathering data for 
advertising research.

4. Analysis and Interpretation: After collecting the data, the last and 
nal step is to derive interpretation from the data. 

Check your Progress: 1

Note:  1)  Use the space below for you answers.
 2)  Compare your answers with those given at the end of this Unit.

1. List the reasons for conducting advertising research.
..............................................................................................................
..............................................................................................................
..............................................................................................................

2. Enlist the process of advertising research.
..............................................................................................................
..............................................................................................................
..............................................................................................................

3. Name a few agencies that conduct advertising research.
..............................................................................................................
..............................................................................................................
..............................................................................................................

eve op g e ese c e de c o o e p ob e ,
the next major activity is developing thththe addvevertr ising research plan. 
This may be formally termed as advererertisingng rresearch design. This 
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ananandd d also eenumem ratess ththt e tools tto be usedee  foor coolleectinnnggg ththhe requiired 
dataata.
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daatta thrhrh ouughgh pprere-testing ooor poostt testiinng technhniqquues. TTThihhis prprproocesss aalso 
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Noteee:: 11)) Use the space e bbbelelelowo  fororor you answeww rs.
2) CoCoompmpararree e your anssswwwers with thosse ee given atatat ttthehehe eeenndnd ooofff thhhiisis UUUnininit.
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RESEARCH

In advertising research, Pre-Testing is more popular than Post-Testing 
because it helps to gauge the success of the proposed advertisement 
or campaign before it is rolled out. Pre-Testing is the process of testing 
the advertisement before running it so that there is a greater likelihood 
of preparing the most effective ad and also an opportunity to detect and 
improve upon any aws detected in the ad. It provides an indication of the 
likelihood of acceptance of a particular advertisement or campaign by its 
target audience. Results obtained may be further used to improve, alter or 
change the advertisement.
Let us discuss some of the commonly employed pre testing research 
methods:

6.3.1  Consumer Jury

In this method several alternative advertisements are shown to a selected 
sample of jury and their reactions and opinions to the advertisements are 
analysed. In this process a ‘Jury’ composed of customers or prospective 
customers is asked to evaluate the advertisements. The Jury members rank 
the ads and respond to the questions which give insights on the preference 
of a particular ad over the other. The evaluation process may take place in 
natural or controlled environment. Both print and TV ads may be evaluated 
through this process. The various advertisements are evaluated on the 
grounds of copy, illustrations, storyline, lming techniques etc.
This test may be conducted through Order of Merit Rating or Paired 
Comparison Test. In Order of  Merit rating, the jurors rank the 
advertisements according to their preferences. The ranking may be given 
collectively or individually by the Jury. The jury may go though six or seven 
advertisements and rank them in order of preference. The ranking must be 
based on some concrete grounds like content, presentation, clarity, impact, 
connect, appeal etc. After all the ads have been ranked, a composite score 
is obtained which places the most preferred ad in the rst position followed 
by the other ads in consecutive ranks. 
Paired Comparison Test is used when more than six or seven advertisements 
have to be ranked. Each Ad is compared individually with the other ad until 
each advertisement has been paired with every other. Only two ads are 
compared at a single point of time. The scores given by the jury for each ad 
are recorded and summed up. The advertisement with the highest score is 
considered to be most suitable. The accuracy of this test decreases with the 
increase in number of copies to be compared.

6.3.2  Dummy Test 

This is a technique that can be applied to both print and electronic media. 
It involves placing the test ads in a dummy vehicle which resembles the 
actual media. The print ads may be placed in a Portfolio or a dummy 
magazine and shown to the respondents and television commercials may 
be tested by showing respondents actual TV programs containing these test 
commercials. The respondents are then asked to recall what they noticed in 

6.3.1  Consumer Jury
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the advertisement. The advertisement with the greatest recall is considered 
to be most effective in communicating the message desired by the advertiser. 
This test offers an opportunity to compare different ads.

6.3.3  Direct Questioning

This method is used to obtain direct responses of the respondents to a 
range of questions. A consumer jury may be formed and either the whole 
ad or its speci c elements are tested by asking direct questions. Sometimes 
there might be a single question which enquires about the most important 
aspect of the ad and in other cases there might be an elaborate questionnaire 
aimed to understand the physical and emotional effect of the ad. Based on 
the responses, researchers can evaluate the effectiveness of advertising 
messages in communicating the key points. 
6.3.4  Binocular Rivalry Tests
In these tests two different images are presented on the same screen in a way 
that each eye witnesses a different image at the same time. Two competing 
advertisements are presented simultaneously and given an equal chance to 
dominate attention and the one which has greater attraction is considered 
more appropriate.

6.3.5  Focus Groups 

This is another commonly used method which helps test the ad in its 
conceptual and nished stage. In this method, a small group of people from 
different backgrounds, assemble to participate in a moderated discussion 
about a particular product, service or campaign. This technique is a quick 
and inexpensive method of gaining insights of selected members before 
launching the ad or campaign or to evaluate and guide after it has been 
executed. Focus group discussions may also be used for idea generation or 
testing of appeals that would in uence customers. 

6.3.6  Storyboard Tests

This method is used for testing TV advertisements. It involves developing 
storyboard into lm strips and recording the audio section on a tape. These 
are then synchronised to give the look of a TV commercial. Respondents 
are usually shown 8 – 10 of such experimental advertisements. After the 
screening, measurements of recall, retention and comprehension of the 
message is made through interview and assessment. 

6.3.7  Trailer Tests

Two groups of customers are selected for this test. Both groups are invited 
to the display of a product ad and given discount coupons to purchase the 
product. One group is shown the test ads related to the product while the 
other group is not. The redemption rate of the coupons is then evaluated for 
both the groups to nd out the impact of advertisement in promoting sales. 

6.3.8  Live Telecast Tests 

In this method, the test advertisements are put on air through narrow casting 
with the help of local channels. After airing of the ad, feedback of the 
viewers or listeners is collected through questionnaire or interview to know 
their response to the test advertisement. 

that each eye witnesses a different image at the same time. Two competing
advertisements are presented simultaneously aaand ggiveen an equal chance to 
dominate attention and the one which has grerer ater aattttraction n isi  cononsis derered d
more apppprororoprpriaiattet .

6.3.3.555  Focccususus GGroups 

TThThis iis aananotheheher r cocommm only uuused dd meethodd whihh ch helps test tt thththeee ad in its 
concncnceptuual aandnd ninishshhedee  stage. InInI  thihhis s mmethhodo ,, a smmalall grouuppp offof pppeoe plee frromom 
diffffferent t backckckggroundn s, aaasssss emblee to pparticicipaaattte in a modded raatetet dd d ddid scccussion 
abbout a paaartrtrticular pproodudd ct, ses rvicice oror cammpap igii n. This techchhninin ququee isisis a quick 
annd inexpepep nsnsn ive methoodo  of f gainningg iinsigghtss of selelelectctctededed mmememmbebebersrsrs befffororore e e
lauunu chinng the e ad or caammpaiign oor tooo evaluluateee and guuuidde afafafteteterrr ititit hhhaaas beeeeeen nn 
execcecutededd. Focucus grououpp p discccusu sisiions ss mmam y aala so bbbe used fffooor iidedd a gegegenenenerararatit onnn or 
tetests ingg g ofof appealsl  that wowow uuld d d iin uuuenennce cccuustomemm rs. 

6.3.3.3 666 Storybybyboaoardrd TTesesttsts

ThThT is metetthohohoddd isis uuseseddd fofof r r tetetesting g TVTVTV advertiseemmments. IIIt t t inininvvovolvlvvesess devevveeelopppininngg 
storrybybyboaoo rd into lm strips aaandndn  recording the aaaudio section on a tape. These 
are then synynchchroroninisesedd toto give the look of a TV commercial. Respondents 



136

Practice of Advertising 6.3.9  Mechanical/Laboratory Pre-Test Measures

These measures record the respondent’s physical reactions to the ad messages 
usually in a controlled environment. Though these tests require speci c 
equipment and machinery and are more expensive, they are considered 
more reliable because unbiased reactions of the respondents are recorded. 

Eye Tracking Tests

Eye tracking systems are used in this process to record the amount of 
time subjects spend looking at the ad and also to track the movement of 
the eye from one element of the ad to another. This is done either with 
a beam of infrared light that re ects the eye movement or with goggles 
connected to the computer to record eye movements. Pupillometric devices 
may also be used to analyse eye dilation. It has been proved that the eyes 
dilate when they notice something pleasant or interesting and constrict 
when they witness something unpleasant or distasteful. These devices help 
to record the attention and reaction of the viewers to speci c messages. 
Recent researches have also stated that more Pupil dilation indicates greater 
emotional response.

Galvanic Skin Tests

These tests help to measure the minute changes in a person’s perspiration 
or electrical resistance of the skin which is caused due to emotional 
excitement. These tests can provide an accurate measure of the ability of an 
advertisement to drive attention. 
According to Asia esearch , market research in India is around 
USD 110 million industry. Advertising pre-testing research is becoming 
increasingly popular among the following product categories: telecom, 
retail, clothes, nancial services and automobile. With increasing ad 
clutter caused due to brand proliferation and emerging new categories, the 
advertisers prefer to analyse the market carefully to make creative choices.
However, pre-testing in itself cannot gaurantee the success of any advertising. 
Certain ads fail miserably in spite of having gone through the process of
pre-testing. Therefore, most of the companies use pre-testingonly to 
understand consumer reactions and behavior and not to predict the success 
and failure of the advertisement. Like, GIodre  has a clear policy of not 
using the pre-test scores to decide whether or not they are going to oat the 
advertisement in the market. Even ITC claims to use pre-testing results only 
as inputs for decision making. 
Pre-test often provide an opportunity to introspect, modify and strengthen 
communication. For example: pre testing research helped Proctor & 
Gamble to strengthen its Project Shiksha, a social responsibility initiative 
of the company to support child education in India. The research revealed 
that consumers were keen on knowing the impact of their contributions 
rather than being reminded through the ads about how to contribute. They 
modi ed their campaign in this light and focused more on the impact of 
people’s contribution in their project. 
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RESEARCH

Post Testing is done after the advertisement has been run on the media. It 
is usually undertaken to nd out the impact of the advertisement on the 
audience. It is conducted either during the time when the ad is being run or a 
few weeks after the ad has been run. The purpose of post testing is to provide 
an insight on the performance of the ad and to draw some conclusions about 
future advertising.

6.4.1  Recognition Tests

These tests are also known as Readership/Viewership Tests. It is designed 
to nd out which advertisements have been read by the respondents. 

aniel tarch, a pioneer in advertising research started collecting audience 
exposure data for selected publications in 1930’s. He developed the popular 
Starch Test that focuses on the extent to which an ad is noticed by the 
customers. In this method, an ad is shown to a selected group of people and 
asked whether they recognise the ad. The respondents are shown issues of 
magazines which they claim to have read and they are asked to point out the 
advertisements they have noticed. 

6.4.2  Recall Tests

These tests help measure the proportion of a sample audience that can recall 
an advertisement. The recall may be aided or unaided. In aided recall, 
the respondent is given prompts to remember the advertisement or brand. 
Unaided recall requires mental reproduction of the advertisement by the 
respondent without any prompts.
Gallup  obinson is a commercial research rm that standardised aided 
recall tests to nd the impact of advertisements. In early 1940s George Gallup 
developed the ay after ecall A , a recall method that interviews the 
respondents within twenty four to thirty hours after the ad has been seen by 
them. This helps to measure the percentage of people who recall a particular 
aspect of the ad (message, visual etc.) DAR recall tests are equally popular 
for print and television advertisements.

6.4.3  Triple Association Tests

This test helps measure how much a reader or viewer has learnt about 
the product/brand from the advertisement. In this test the respondent is 
given clues and asked to identify a brand name associated with it. Each 
correct association between the brand name and the theme measures the 
effectiveness of the advertisement in delivering the message. This test can 
be used for print, TV and radio advertisements to determine the extent to 
which the ad has penetrated the consumer mind. 

6.4.4  Persuasion Tests

Persuasion test helps determine the effectiveness of an ad in changing 
attitudes and preferences of the buyers. It analyses brand attitude before 
and after the ad exposure. Before seeing the proposed advertisements, the 
participants answer a series of questions about the product and the company 
and after being exposed to the advertisement they go through a second test 
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preferences.

6.4.5  Sales Test/Purchase Behavior Test

Mostly, an increase in sales is considered the true measure to gauge 
advertising effectiveness. However, since salesis impacted by several 
factors, it becomes dif cult to measure whether the increase in sales is due 
to a speci c advertisement or campaign. 

6.4.6  Inquiry Test 

This test is designed to measure the advertising effectiveness on the basis of 
number of enquiries generated by the advertisement. The number of enquiries 
generated may be calculated by the number of phone calls received, the 
number of coupons used or direct personal enquiries. Inquiries indicate that 
the respondents not only read the advertisement but also took some action 
which is a relatively stronger indicator than recall or awareness.

6.4.7  Attitude Tests 

These tests measure the extent to which the advertisement has been 
successful in generating favourable opinion about the product. It helps to 
measure qualitative attributes like brand loyalty, acceptance, preference, 
image etc. Techniques commonly used to measure this are:

 Semantic Differential Technique: It measures the attitude by bipolar 
adjective statements about the product like useful – useless, tasteful – 
distasteful, known – unknown.

 Linkert Scale: It is a ve point scale through which the respondents 
show the degree of their agreement or disagreement with the 
statements. 

 Ranking Technique: Products and brands are ranked by the 
consumers in order of their preference. 

Case Study : The Kellogg’s Case

Kelloggs, a major snack food manufacturer entered the Indian market in 
1994. It had already captured the international market and was sure to 
succeed in the Indian subcontinent. However, despite a high pro le launch, 
it’s rst marketing activity was a total failure. The company soon realised 
that the people were buying the product as a novelty and there was no repeat 
purchasing. After post testing researches the company realised that it had 
not done enough research on local tastes and habits of its customers. Plus, 
the initial advertising made the customers feel that Indian breakfast wasn’t 
healthy. It was also found that internationally milk was consumed cold 
while in India people were used to consuming hot milk and when Kellogg’s 
corn akes were put in the hot milk it became soggy and bland. This was 
quite in contrast to the Indian habit of eating more avored food.
Learning from the outcome, the brand localised its branding and advertising 
approach to make itself more acceptable to the Indian buyers. Instead of the 
popular cockerel, the advertisements used local faces like dancers and yoga 
instructors attributing their tness to Kellogg’s breakfast. It also realised 
that one of the major reasons for its failure was the bland avor which did 
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not please the Indian taste buds. Therefore, the company launched Chocos 
in 1996 and Frosties in 1997. Inspired by the success of these variants 
and a year of extensive research on consumer behavior pattern in India, it 
launched Mazza series in 1998. A crunchy almond shaped corn cereal in 
four local avours – mango, elaichi, rose and coconut kesar. In 2000 they 
launched Kelloggs Iron shakti and Special K (for weight loss). In 2008, 
it used taglines like ‘SunehriShuruaatapno ke saath’. ‘Jago jaise bhi, lo 
Kellogg’s hi’ to connect to the Indian consumers. 

Check your Progress: 2

Note: 1)  Use the space below for you answers.
          2)  Compare your answers with those given at the end of this unit.

1. Discuss the difference between pre-testing and post testing techniques. 
..............................................................................................................
..............................................................................................................
..............................................................................................................

2. List the techniques used for pre-testing of advertisements.
..............................................................................................................
..............................................................................................................
..............................................................................................................

3. Which techniques are used to judge the impact of an ad.
..............................................................................................................
..............................................................................................................
..............................................................................................................

6.5 ADVERTISING CAMPAIGN

A campaign is an organised effort or course of action undertaken to achieve 
the objectives of an organisation. Advertising campaign is a process through 
which a series of ads are placed in different media based on audience 
segmentation through systematic planning. Throughout the campaign a 
common theme is promoted through different media platforms.  It can be 
centered around long term or short term goals of the company.  Campaign 
is a part of strategic marketing process. It incorporates creative strategy, 
advertising strategy and marketing strategy. 

6.5.1  Types of Advertising Campaigns

a) Local Campaigns: These campaigns are initiated by local businesses 
in a limited geographical area. They are often tied to local events and 
are aimed towards ful llment of short term goals. Such campaigns 
usually feature a special discount or coupon or some sale event to 
encourage immediate action by the consumer. National brands 
may also run local campaigns to introduce a product or to explore 
acceptance in new markets.

b) National Campaigns: National campaigns are usually undertaken by 
corporate groups with nationwide presence. They have huge budgets 

..............................................................................................................

................................................................................................................

.......................................................................................................................
2. Listt tthehe ttece hnhniqiqueueuess usu ed for pre--testiinng ooof addverrtisememments.

.......... ... ...................... ............... ...........................................................................

.................... ...................................................... ....................................................

...................................................................................................... ..............
3. WhWhhich hh tecchniiqquesss aarer  used dd to jjuudge tthe impact of aaan nn adadd.

............................... ......... .................................. ........................................ ..............

................. ............................................................ ...................... ... ...........................................

.......................................................................... ....................................................... ................

666..5 AAADDDVEERRRTTIISSSINNGGG CCCAAAMMMPPPAIGGGNRRRR
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The main aim of these campaigns is to attract attention of the target 
market which may be dispersed in a vast geographical location. They 
also use new media and guerrilla events to maximise impact. Most 
national campaigns represent brands that are so familiar that the 
campaign only needs to give a little reminder of the brand.

c) Service Campaigns: These campaigns sell a service. They create 
awareness, provide information and promote services offered by 
different organisations. The greatest challenge of this campaign is 
that the target audience is constantly changing and also the nature 
of services. With the online technologies, the competition among 
the service providers is also growing massively. Service campaigns 
highlight security, knowledge and customer satisfaction. 

d) Corporate Campaigns: Every organisation is an entity in itself and 
has an image to maintain. Corporate campaigns are launched by 
companies to create a positive and favorable image in the mind of 
the public. Corporate campaigns may be oated to build goodwill 
and recognition just before the date when the company wishes to 
introduce its shares in the market for public investment.  It may also 
form a part of crisis management when the reputation or image of the 
company needs to be corrected in the mind of the consumers. 

e) Social Awareness Campaigns: These campaigns are designed to 
create awareness on issues that impact a large segment of the public. 
They create inform, educate and motivate the people for collective 
action on social issues. These could be initiated by the government in 
support of its programmes and policies or by NGOs for public good. 
Social awareness campaigns may be directed towards awareness 
of rights, consumer awareness, drug abuse, ragging and other such 
issues. 

Case Study:

The campaign launched by Lifebuoy soap during Kumbh Mela got instant 
success. The company needed to popularise its 10 Rs. Soap which is used 
primarily for washing hands. In the year 2013, they launched the campaign 
at India’s biggest religious gathering considered to be the largest human 
gathering in the world – The Kumbh Mela. The brand tied up with more 
than 100 local dhabas and restaurants and provided more than 2.5 million 
chapattis with the stamped lifebuoy message. They prepared chapattis for 
the pilgrims during lunch and used a heat machine that stamped a question 
on the chapatti “Lifebuoy se haath dhoyekya ” (Have you washed your 
hands with Lifebuoy). The campaign gently reminded the people to wash 
their hands before eating. The ad agency deliberated over the campaign for 
almost eight months with more than 200 ideas till they nally decided to go 
ahead with the roti campaign. It proved to be a perfect place to reach the 
targeted audience, at the right time. 

PROCESS

Markets are made up of buyers with different buying habits, attitudes, wants/
desires, income, age, lifestyle etc. The process of market segmentation 
divides the target audiences on the basis of these variables. Each segmented 
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represents a relatively homogenous group of people who are similar based 
on characteristics such as age, gender, income or lifestyle or have some 
common tastes and preferences. Companies appeal to these segments by 
differentiating their products to cater to these speci c audiences. In this 
process instead of one buyer, a group of individuals is taken as a market 
segment taking into account one characteristic that determines their buying 
behavior. 

6.6.1 Types of Market Segmentations

a) Demographic Segmentation: Demographic segmentation is the 
most popular segmentation technique. This segmentation divides the 
buyers on the basis of demographic variables like age, gender, family 
size, income, occupation, religion, caste nationality, life cycle stage 
(single, married, married with children etc.).

b) Behavioral Segmentation: This type of segmentation divides the 
population on the basis of their behavior, usage and decision making 
patterns. 

c) Psychographic Segmentation: This segmentation divides the 
population on the basis of their social class, lifestyle, activities, 
interests as well as opinions. 

d)  Here the market is segmented on the basis 
of the bene ts people seek from the product. This segmentation 
thus requires identifying the kind of bene ts that people seek from 
particular products and also the kind of people who seek those bene ts. 

e) Other basis for Segmentation: Apart from the above mentioned 
groups, the buying population may also be segmented on the basis 
of occasions on which they buy a particular product, users and non 
users of a product, brand loyalty status of the buyers, their readiness 
to buy a product or service and their attitude towards buying. 

Check your Progress: 3

Note: 1)  Use the space below for you answers.
          2)  Compare your answers with those given at the end of this unit.
1. Discuss the various types of advertising campaigns.

..............................................................................................................
..............................................................................................................
..............................................................................................................

2. Discuss the importance of market segmentation in advertising.
..............................................................................................................
..............................................................................................................
..............................................................................................................

3. Discuss the techniques of market segmentation.
..............................................................................................................
..............................................................................................................
..............................................................................................................

population on the basis of their behavior, usage and decision making 
patterns. 

c) Psychographic Segmentation: Thiss segmgmentationn divididese tthehe 
poopupupulalal titionon oonn thththee basis of thheir ssociaiaial cllass,, lifffeese tyyyle, , actiivities, ,
ininterestttsss asa wwelell ll as opipipininin ons. 

d)d)) HHHeree e thhe mmarkkket is segmgmene teeed onnn thee baasis 
of thee bbene e ts people ses ekkk frrom tht e prodductt. TTThihh s ses gmggmenntattion 
thuusu  reequuires ididdenenentifying thtt e kikind oof f beeene ttss ththatt pppeoeopllple sseekk froromm 
partrtrticulllarara  proodududucts anana d alsoo thee kkind oof pppeople who seseeek thhose bbbeene ts.

e)) Otheer babbasisiss for r Segmgmenttationon: ApAparrrt frommm ttthehehe aaabob veveve mmmenenentiononnededed 
grroouo ps, the buyinng poopulaationn n may y y alsoss  be segmgmgmennnteteteddd ononon ttthehh  basasasisisis 
ofoff occassions on n wwhw iccchh thhheye bbbuuyu  a pppartiiicuc lar prodododuccctt,t, ussererersss ananand nonon n 
usu ererers of ff aa a prprododduct, bbbraandndnd looyayayalty ststs atusss of the buyers, their readiness
tooo bbuuyu aa pproduduuctctct oor r seseserviccee aana d thththeir attitt tude ttowowowararrdsdsd bbbuyuyuyinining.g.g. 

Chececck k yoyoour Progress: 3

NoNootetete: 1) UsUssee ththee space belololoww for you answwwers.
2) CoCCompmpararee yoyour answers with those given at the end of this unit.
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Campaign planning involves a series of steps undertaken to meet the desired 
goals of the organisation. A well-designed plan helps to coordinate different 
advertising activities and enables optimum utilisation of the resources. A 
campaign may be undertaken for the ful llment of an immediate goal or a 
long-term objective broken down into a series of milestones. This process 
often begins with the assessment of the situation in context of the goal to 
be achieved. 
Let us now go through the steps of Campaign Planning.

Advertising campaigns may be undertaken to accomplish a particular 
objective or a set of objectives. Russel H. Colley (1961) pioneered the 
DAGMAR concept – De ning Advertising Goals for Measured Advertising 
Results. He identi ed 52 advertising goals classi ed under nine major 
categories. The objectives of the campaign are determined after complete 
analysis of the market and the buyers. They are formulated in the light of 
the short term or long term goals of the company. An advertising campaign 
may be undertaken for one of the following objectives.
a) Build or strengthen a brand image
b) Enhance market share
c) Accelerate business growth 
d) In uence buyers
e) Enhance brand value
f) Introduce new product
g) Gain competitive edge
h) Increase buying preference
i) Attract new buyers
j) Educate consumers
k) Revive sales
l) Keep the product/service in public eye

A target audience is an identi ed group of consumers within the predetermined 
target market, identi ed as recipients of a speci c advertising message. The 
process of de ning target audience for a campaign involves the process of 
sub dividing the market on the basis of geographical, demographic, socio 
– economic, psychographic and market situation. Once the target audience 
is identi ed their physical and psychological characteristics are analysed 
for better message delivery.  The communication objectives of the message 
emerge from the analysis of the target audience. 

6.7.3  Designing Advertising Message

Creating an impactful advertising message is the most important part of a 
campaign. A creative message can contribute massively towards the success 

Results. He identi ed 52 advertising goals classi ed under nine major 
categories. The e objeectivves of the campaign are determined after complete 
analysis of the mamm rkketet aand the buyers. They y are formulated in the light of 
the shorrt termm ooorr lonng teerm m ggog als ofofof thee coompapap nyyy. AnnAn advveere tising camampaaignn 
mam y be undeertakkken ffor oonee of tttheh fffoloo lowwinng ooobbjb ecctitt ves.
a))) Buuild oor ssstrenggtheen aa brraand imimmagge
b)bb Ennhancnce mamm rkket sharere
c) AAcceleeratett  business ggrg owwwththh 
d) InIn uenncee buyers
e) EnEnhanncn e bbbrand vaalululue
f)f)f) IIntrodduce e e new prodododucccttt
g)) Gaininin commmpetitive edggge
h)h)h InInIncrease bbbuying pprreffferererennncecece
i) Attract neneew buyeeersrss
j) Educate consumers
k) R i l
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of the campaign. While the primary aim of the message is to communicate 
information, it plays a key role in in uencing the opinion of the buyers. 
The success and failure of an advertising message depends greatly on 
the marketers offering and the psychological predisposition of the target 
audience and also their needs and requirements. The key components of an 
advertising message are – 
a) Meaningful: The target audience must nd the message meaningful 

or useful. It must cater to some need or desire.
b) Distinctive: To capture the attention of the consumer the message 

should have some distinctive quality. 
c) Believable: The message should make the customers believe that the 

claims made in the advertisement are trustworthy. 
The product’s USP – Unique Selling Proposition must be highlighted in 
the message. 

6.7.4  Budgeting

Deciding upon the amount to be spent on the campaign is important for giving 
nal shape to the campaign. The budget mainly depends on the duration of 

the campaign. Several techniques may be adopted for allocating budget 
for the ad campaign:
a) Competitive Parity Method: This refers to allocating the budget 

which is at par with the budget of the competitors
b)  In this method a xed percentage 

of the annual turnover of the company is allocated for ad campaigns. 
c) Affordability: This is most suited option for rms with limited 

budget. In this case the company allocates the limited additional fund 
available after meeting all necessary expenses, for campaigning.

d) Budget as per the services provided: In this method, the company 
may hire different agencies.

e) The task or objective approach: This refers to determining the 
budget on the basis of the tasks/objectives achieved.

6.7.5  Developing Media Plan

The campaign may use a single media or develop a creative media mix 
for delivering the campaign messages. The media vehicles used in the 
campaign include Print Media– Newspapers, Magazines and Direct mail; 
Broadcast Media – Radio, Television, Narrow Cast Media; Outdoor Media; 
Transit Media; Direct Marketing; Internet; Mobile; Specialty Media – T 
shirts, caps, buttons, badges etc. 
Effectiveness of advertising message largely depends upon informing the 
public about the right product, at the right time, through the right medium. 
A media plan largely includes:
a) Matching Media and Market: Selecting a media that meets the 

requirements of the selected pro le of target audience. 
b) Reach: The number of individuals or households reached by a given 

medium over a period of time. 

6.7.4  Budgeting

Deciding upon the amount to be spent on the campmm aiigngn iis important for giving 
nal shapep ttoo ththhee cacampmppaia gng . The budggetet mmmainlnln y deependn s ononon the ddduuratationn ofoff

the cacammpm aign. SeS veeral techchchninin quq es maay bee adddopteed foor aalloooccac titiingn bbuddget 
for r tththe adadad ccamammppaiggn:
a)a)a) CoCommpm etetetititivivee Parity MMMethoood: This s reefffers to aalloocacc tiingngng ttthe bbuddget 

whwhich h h is aatt papar r wiw th the bbbudu geget of thehe comoo peetititotors
b))) IIn thtt is method d a aa x dedd perrccec ntage 

of thehe aaannnnnuauall turnrnoverer of thhe coompanny isii  allocated for add camppaigng s. 
c) AfAffffof rddaaba ility: Thhis iis mmost ssuiteddd ooppption forrr rrrmsmsms wwwititithhh lil miiiteteted d d 

bubuudget. In this cacaase theheh  coomo papapannyn  alllocatatates the limmmitededed adddddditititioioonanal fufufundd 
avvaiaailabllleee afafteteer rr meettetining g g aala l nenneccec ssarary exxxpenses, for campaigning.

d)d)d Buudgdgd et aaass peeperrr ththee e serviciciceseses prooovvided: In this mmmettthohoh dd,d, tthhhe ccomommppapanynyny 
mamay yy hire ddififfef rent ageegencncncieii s.

e)e)) Thhhe e tatasksks oorr obobo jejejective apapa proach: Thihh s refersrsrs tttooo dededettermrmrminnniining thththe 
bubbudgdget on the basiiss ofofof the tasks/objectiives achieved.
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households are reached by a medium in a given period of time.

d) Media Cost and Media Ability: The cost incurred on the media must 
be proportionate to the ability of the media to carry the message to the 
target audience.

e) Media Sbcheduling: This involves deciding upon the number of 
advertisements to appear in each medium and the time and date on 
which they are to appear.

6.7.6  Evaluating Effectiveness of Campaign

The evaluation of an advertising campaign focuses on the following area:
a) Communication Effects: Whether the intended message has been 

communicated effectively to the target audience. 
b) Sales Effect: Whether the campaign generated increase in sales.
c) Attainment of objectives: Whether the objectives laid down for the 

campaign have been achieved successfully. 
Check your Progress: 4
Note: 1)  Use the space below for you answers.
          2)  Compare your answers with those given at the end of this unit.
1. What do you understand by the term target audience.

..............................................................................................................
..............................................................................................................
..............................................................................................................

2. List any ve objectives for which a company may undertake 
campaigning.
..............................................................................................................
..............................................................................................................
..............................................................................................................

3. List the various steps of campaign planning.
..............................................................................................................
..............................................................................................................
..............................................................................................................

6.8   INTEGRATED MARKETING COMMUNICATION 

Integrated Marketing Communication (IMC) is based on the idea that a 
rm should coordinate or integrate all its communication or promotional 

activities for maximum results. As de ned by the American Association of 
Advertising Agencies, “Integrated marketing communication recognises the 
value of a comprehensive plan that evaluates the strategic role of a variety 
of communication disciplines including advertising, public relations, 
personal selling and sales promotion and combines them to provide clarity, 
consistency and maximum communication impact.” Integrated marketing 
campaigns bring different channels together to deliver a message in a way 
that he effectively identi es the product or brand being promoted. 

c) Attainment of objectives: Whether the objectives laid down for the
campaignnn have beeen achieved successfully. 

Check yoyourur Proror gresess:s: 44
Note: 1)) UUseee the spacce bbeloooww fofof r yoou aanswwweers.s.

2)) CCompmm aree yoourr ansswers witth thhosee given aat tthhe eend off thiss uunit.
1.11 WWhat ddo yoyy u uundeerstataand bby y ththhe ttermm tarrget aaudiiencecece.

... .................................................................................................................
.................... ...................................................................................................
................... ........................... .................................. ..................... .................... ................ ..................... ....... ........................

2. LiL st aany ve objbjbjectititivevevesss fofofor rr whicicich h h aa a cococompmpmpanyyy mamamay y y uuundeertrtrtakakake
ccac mpppaignnning.
................... ................................................................................................
................... .................................. ...................................................................... .........................
.................. ................. .....................................................................................................................

3.3.3 List the vvvara ious stet ps of ff cac mppaiiigng ppllalanniniing.
..............................................................................................................
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This concept is becoming increasingly popular among most leading companies 
because they realise that they are competing in increasingly sophisticated 
markets today and that the messages that they disseminate must blend together 
to achieve inter related objectives. 

6.9 ADVERTISING RESEARCH AND CAMPAIGN 
PLANNING IN THE DIGITAL ERA

Traditional advertising methods are being greatly challenged by the new 
media and technology.  The internet boom has given rise to several new 
marketing tools that are being effectively used in advertising research and 
campaigning. It has becomeeasier today for the marketers to segment their 
buyers on the basis of the mobile applications they access on their smart 
phones and place relevant ads to them through apps. Customisation, ease 
of access and speed are making digital mediums more popular means of 
reaching the customers.
Search Engine  Optimisation (SEO) is one of the most prevalent marketing 
tools used today. Viral campaigns, reviews and social media campaigns are 
fast replacing the traditional campaigns. The digital technologies are further 
enhancing the customer experience by enabling the company to directly 
interact with the customer and create a user pro le on the basis of the 
information provided. 
Advertising research can be easily carried out online with the help of 
technology. Online surveys can be conducted through survey sites that help 
gather data from multiple audience within a limited time frame. Google 
analytics can also be used to know the amount of traf c being received 
on your site, in other words, number of people visiting your site. It also 
helps to understand the geography, interest and demographics of the people 
visiting the site. Online keyword search also helps understand the interest 
of the buyers and the kind of language being used to search for a particular 
product. This helps marketers to use these keywords on their pages. The 
interactive web pages of the companies also enable customers to post 
reviews, resolve queries and suggest improvements. This helps the brands 
to strengthen their relationship with the customers. Looking at social media 
accounts and websites of the competitors can also provide insights on the 
success and pitfalls of the competitors which can be taken advantage of.

6.10   LET US SUM UP

In this Unit, we discussed the origin of advertising research and its growing 
importance over the years. We also discussed the various pre-testing and post 
testing techniques used to evaluate advertising. Each of these techniques 
has its own relevance in the eld of advertising. 
We then also talked about advertising campaigns, their need and the 
different types of campaigns. We also understood the importance of 
market segmentation in the process of advertising and learned the different 
techniques through which we can segment the market and identify our 
buyers. 

reaching the customers.
Search Engine  Optimisation (SEO) is one offf the mmosst prevalent marketing 
tools used today. Viral campaigns, reviews andndnd socciaial l media a cacampmpaiaigng s arare e 
fast repplalacicicing theh  traadiditititiononala  campaignns. Thhe didid gitaal tecchnonoologigig esees are ffurttherr 
enhaanncn ing gg ththheee ccusttomommereer experere ience bby ennabllbling the coomppaany ttot ddirecctly
innteteteractctct wwititithh h thhe ccustomerr anddd ccreatte a uusereer proo lee onon thheh  baasa is of the 
ininformrmr attiioi n prprp ovo idided. 
Adddvvertissing gg reesearrchh cccana  be eeae silylyl  carriiedd out onlineee wwititth ththhe hhelp of 
tecchnologygygy. Onlinee ssurururveysysys can bbe coonnducctet d d d through survrvveyeyey sitesss ttthahah t help 
gaather datta a frf omom mmultitiplpp e aaudieence wwithiin n a aa limiteeeddd tititimememe frararamememe. GoGG ogogoglelele
annala yticccs cann also be uused to kknoww w the aamouoo nt of trtrraaf ccc bbbeiee ngngng rrrecee eiveveveddd 
on yyyour r site, iin otherr worddsd , nnun mbmbmbeere  of f f peopopo le visittinining yyyoururur sssitititeee. It alalalso 
heheh lps totot uundnn erstandd d the gegegeogoggrarar phhy,y,y, iiinterrreest annnd demographics of the people 
viviv sisiititting tthehehe sittteee. OnnOnlilil nene kkkeywooordrdrd searcrcr h alsooo helps ununundeeerrsrsttandndn  thehehe iiinntnteereresesst 
of ttthehehe bbuyuyyers andd hthe kind ooof f lalalanguaaagge being uuused too sseae rcrcrch fofofor rr aa a paaarrrticicculululararar 
prprproduct.t TTThihihiss hehelplpss mamaarkrkrketers tototo use these kkkeywordddsss ononon theheheirrr pppagaggeees. ThThThe
inteerararactcctive web pages of ff thhthe companies alallso enable customers to post 
reviews, resolvlvee ququereriies and suggest improvements. This helps the brands 
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of campaign planning which involved – de ning advertising objectives, 
identi cation of target audience, designing of advertising message, 
budgeting, media planning and evaluating the effectiveness of campaign.
We also looked at how integrated marketing communication is becoming 
more important in today’s converging advertising world. And then we 
concluded with the realization of how the area of advertising research is 
being impacted by digital technologies and assessed how these technologies 
will shape advertising research in future.
To sum up,  it can be said  that the Indian advertising industry is growing 
rapidly. New techniques and technologies are being used to make 
advertising more effective and  impactful. Research plays a vital role in 
helping advertisers analyse ROI (return on investment) they will get from 
advertisements. The digital technologies have greatly impacted advertising 
research and campaigning. Many companies are now using online 
platforms to conduct research and run campaigns. The future of advertising 
industry will greatly depend on how the advertising agencies and marketing 
companies make use of the massive audience data available online.

6.11  CHECK YOUR PROGRESS: POSSIBLE ANSWERS

Check Your Progress 1

1. List the reasons for conducting advertising research
a) To maximise the effect of Advertising 
b) To get the maximum result from Ad Spend 
c) To Compare the Results with the Objectives 
d) Compare two Advertisements 
e) Basis for Planning  
f) Enlist the process of advertising research

2. Enlist the process of advertising research
a) Identifying the objectives of Research 
b) Developing the Research Plan 
c) Data Collection 
d) Analysis and Interpretation 

3. Name the agencies which conduct advertising research.
Prominent agencies like Indian market Research Bureau (IMRB) and ORG 
– MARG undertake marketing research that generate data which is useful 
for advertisers. It helps marketers to plan launch of new products and design 
advertising messages based on the psychographic analysis of their consumers. 
Research also helps to conduct surveys and audience measurement. The 
National Readership Survey (NRS) conducted by National Readership 
Survey Council collects information on various parameters like the reach 
of the medium, demographic pro le of audience, geographical spread of 
the readers and also their product consumption patterns. Similarly various 
channels, companies and agencies conduct their own media research. 

platforms to conduct research and run campaigns. The future of advertising 
industry will grreaee tly deppend on how the advertising agencies and marketing 
companies makekek  usee oof f the maassssivive auaudienncece ddatata a ava ailable ononliline.

66.11 CCHECCKKK YOOUURR PRRROOGGRREESSS: PPPOOSSSSIBBLLLEE AAANSSWWWEEERRS

Chhecece k YYourr Prorr greess 11

1.1. LiList thhe rrreasoonsns fforr ccconondudductctingg addveverrtisinngg reresearchchh
a)a) TTo mmmaximise thhe ee efee fect oooff f AdA vertising 
b)b) TTo ggget thee mmmaxaxaximimmummm rrresesesululult fromomom AAAd d d SpSpSpenenend d d 
cc)c To CCCompareee theee RResessuluu ttst with thththeee ObObObjjejectivivives 
d) Compmm are two Advertisements 
e))) Basiss s for PPPlaana nnningngng 
f)f Enlill st the ppprror ccessss ooof f f adadadveveerrrtisssinining g g reeeseeeararchch

2.22. Enlist thehee process off adddvertiiisinii g resear hhch
a) Identifying the objectives of Research 
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Check Your Progress 2

1. Discuss the difference between pre-testing and post testing 
techniques. 
Pre – Testing is the process of testing the advertisement before 
running it so that there is a greater likelihood of preparing the most 
effective ad and also an opportunity to detect and improve upon any 

aws detected in the ad. It provides an indication of the likelihood 
of acceptance of a particular advertisement or campaign by its target 
audience. Results obtained may be further used to improve, alter or 
change the advertisement. 
Post Testing is done after the advertisement has been run on the media. 
It is usually undertaken to nd out the impact of the advertisement on 
the audience. It is conducted either during the time when the ad is 
being run or a few weeks after the ad has been run. The purpose of 
post testing is to provide an insight on the performance of the ad and 
to draw some conclusions about future advertising.

2. List the techniques used for pre-testing of advertisements.
a) Consumer Jury
b) Dummy Test 
c) Direct Questioning 
d) Binocular Rivalry Tests
e) Focus Groups
f) Storyboard Tests
g) Trailer Tests
h) Live Tests
i) Mechanical/ Laboratory Tests – Eye Movement, Galvanometer, 

Pupil Movement
3. Which techniques are used to judge the impact of advertising?

a) Recognition Tests 
b) Recall Tests 
c) Association Tests 
d) Persuasion Tests 
e) Sales Test/Purchase Behavior Test 
f) Inquiry Test 
g) Attitude Tests 

Check Your Progress 3

1. Discuss the various types of advertising campaigns.
a) Local Campaigns– These campaigns are initiated by local 

businesses in a limited geographical  area. 
b) National Campaigns– National campaigns are usually 

undertaken by corporate groups with nationwide presence. 

p g p g p
to draw some conclusions about future adaa vertrtisisini g.

2. List the techniques used for pre-testingnn  of f adadvvertisements.
a)) CConsn ummer JJJururyy
b) DuDummmyy TeTeTestsst 
c)c) Diiirerer ctct QQuestioniningngng 
d) BBinnocuulalarr r RiR valry TTestss
e) Focus GrGrGrouoo ps
f) StStoror bybooardd Teststs
g)g) Trrailer Testts
h) Liiivevev TTesesesttst
i) MeMeMechchannanicicicalala / / LaLaLaboraraatotoory Teese ts – EEEyey  Movvvememe enenent,, GGGallvavav nononomememeterr,r, 

PuPupipill MoMovementntnt
3.3.3 WhWhhicicich h tetechchniiniququq eseses are usesesedd to judge tttheh  imppacacacttt ofofof aaadvdvdvererertitisisiingg???

a)a) Recognitioon nn TeTeststs 
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Practice of Advertising c) Service Campaigns– These campaigns create awareness, 
provide information and promote services offered by different 
organizations. Corporate Campaigns - Corporate campaigns 
are launched by companies to create a positive and favorable 
image in the mind of the public. 

d) Social Awareness Campaigns– These campaigns are designed 
to create awareness on issues that impact a large segment of 
the public. 

2. Discuss the importance of market segmentation in advertising.
Markets are made up of buyers with different buying habits, attitudes, 
wants/desires, income, age, lifestyle etc. The process of market 
segmentation divides the target audiences on the basis of these 
variables. Each segmented group represents relatively homogenous 
group of people who are similar based on characteristics such as 
age, gender, income or lifestyle or have some common tastes and 
preferences. Companies appeal to these segments by differentiating 
their products to cater to these speci c audiences. In this process 
instead of one buyer, a group of individuals is taken as a market 
segment taking into account one characteristic that determines their 
buying behavior. 

3. Discuss the techniques of market segmentation.
a) Demographic Segmentation– This segmentation divides the 

buyers on the basis of demographic variables like age, gender, 
family size, income, occupation, religion, caste nationality, life 
cycle stage (single, married, married with children etc.).

b) Behavioral Segmentation– This type of segmentation divides 
the population on the basis of their behavior, usage and decision 
making pattern. 

c) Psychographic Segmentation– This segmentation divides the 
population on the basis of their social class, lifestyle, activities, 
interests as well as opinions. 

d) Bene t Segmentation– Here the market is segmented on the 
basis of the bene ts people seek from the product. 

e) Other basis for Segmentation– Apart from the above mentioned 
groups, the buying population may also be segmented on the 
basis of occasions on which they buy a particular product, users 
and non users of a product, brand loyalty status of the buyers, 
their readiness to buy a product.

Check Your Progress 4

1. What do you understand by the term target audience
A target audience is an identi ed group of consumers within the 
predetermined target market, identi ed as recipients of a speci c 
advertising message. The process of de ning target audience for a 
campaign involves the process of sub dividing the market on the basis 
of geographical, demographic, socio – economic, psychographic and 
market situation.  Once the target audience is identi ed their physical 

preferencecec s. CComompanies appeal to these segments by differentiating 
their proddductss to cater to these speci c audiences. In this process 
innststeaeaad d ofofo  onee bbuyu er,, aa a grgrrououo pp ofo iiindndndivivivididduauau lsls is takekekenn n asasa aa marrkeket t
seegmeent tatt kinng innto accooounununt t onee chharacccteteteririisticc thaaat t deeetetermrmminnees thheirr 
buuyingg behee aviior. 

3. DDiscusss ththhe teechnniquques ooof mmam rkket segmmenttatioon.n.
a) DDemomm grrapaphhic SeSeegmmgmenene ttatioon–– ThThis segegmmentatattioioi n nn didid viviv des ththt e ee 

bbuyeyy rs on the bbab sis ss ofoff demmmographic variables like age, gender, 
ffamimm ly size, incomommee, oocccccupu ation, religion, caste nationality, life 
cyc clcc e staggeee (s(s(sinininglglg e, mmmarararriririedee , mamamarrrrrrieieied dd wiwiwiththh ccchihihildldldrererennn etetetccc.).

b)bb Behahh vioral SSSeggmemem ntntntatatatioiion– Thihihiss tytyypppe of f f sess gmgmgmenenenttatattionoo  divivvididides 
the  population on thhhee babb iisis off ttthhheir bbb hhehavioi rr, usage anddd dddece iiisiiion 
maakikk ng patatattetet rnn...

c)c)c) Psycyy hograppphhicc SeSeSegmgmgmenenentaaatttiononon––– ThThThisiss sssegege memementntntatatatioioon nn dididiviidddes thhhe 
popupp lationnn ooonn n thththe bababasisisis oof theeeirr sssoccciaaalll clclclassssss, lllifififesesestytytylelele, acacactiiivitttieees, 
inteteerests as w lell as opiii inions. 

d) Bene t Segmentation– Here the market is segmented on the 
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and psychological characteristics are analysed for better message 
delivery.  The communication objectives of the message emerge from 
the analysis of the target audience.

2. List any ve objectives for which a company may undertake 
campaigning 
a) Build or strengthen a brand image.
b) Enhance market share
c) Accelerate business growth 
d) In uence buyers
e) Enhance brand value
3. List the various steps of campaign planning
a) De ning Objectives 
b) Identi cation of Target Audience
c) Designing Advertising Message 
d) Budgeting 
e) Developing Media Plan 
f) Evaluating Effectiveness of Campaign 

6.12 FURTHER READINGS
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 Shimp Terence A. and Andrews J. Craig. (2012). Advertising, 
Promotion and other Aspects of Integrated Communications. South 
Western CENGAGE Learning

 Young Charles E. (2008). The Advertising Research Handbook. Ad 
Essentials, LLC, Seattle Washington

6.13 GLOSSARY

Pre Testing: The process of testing the advertisement before running it 
so that there is a greater likelihood of preparing the most effective ad and 
also an opportunity to detect and improve upon any aws detected in the 
ad. It provides an indication of the likelihood of acceptance of a particular 
advertisement or campaign by its target audience. Results obtained may be 
further used to improve, alter or change the advertisement. 
Post Testing: The process undertaken after the advertisement has been run on 
the media. It is usually undertaken to nd out the impact of the advertisement 
on the audience. It is conducted either during the time when the ad is being 
run or a few weeks after the ad has been run. The purpose of post testing is to 
provide an insight on the performance of the ad and to draw some conclusions 
about future advertising.

c) Designing Advertising Message 
d) Budgeting 
e)e)) Devev loopping MMededia Plan 
f) vEvEvaaluatiting EEEffffffectiiivevev ness oof Caampppaignn 

66.1222 FUUURTTTHHERR READIIINNNGGGSSRR

Chhuunu awwaalla SSS.A.. . (2(2(2011), Founundatioons ss of Advertitiising TTTheororo y and 
Practitiicecece.. HiHimmalayay  Puubu lishhing HHousse, MMMumbai
MoMoohan M.M  (19977), AAddverrtisingngn  Maana agggement CoCC ncccepepeptststs aaandndnd Cassseseses... 
TaTaata MccGraw – HHiH ll PPPublililishinininggg Commpananany Limiteteted, NNNewww DDDelelelhihihi
ShShS imimmp Terence A.A.A. aaanndn AAAnndn rewwsw  J. Craig. (2012). Advertising,
Promomomoto ioioionn annanddd otottheheher Assspepepecctc s ofofof Integrarr ted Cooommmmmmunununicccatata ioioionsnss. SoSoSouttthh h 
WeWWestern CECENNGAGE E LeLeLeara ningngng
Younnungg ChChC ararleleess EE.E  (2008).)). TThe Advertiiissis ng Resesseaeaearcrcrch HHaHandndndboboooook. AAAd 
EsEsEssesentials, LLC, SSeaaeattttttllle Washington
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Practice of Advertising Campaign Planning: Campaign planning involves a series of steps 
undertaken to meet the desired goals of the organisation. A well designed 
plan helps to coordinate different advertising activities and enables optimum 
utilisation of the resources. A campaign may be undertaken for the ful llment 
of an immediate goal or a long term objective broken down into a series of 
milestones. This process often begins with the assessment of the situation in 
context of the goal to be achieved. 
Integrated  Marketing  Communication:  Integrated marketing  communication  
recognises the  value of a comprehensive  plan that evaluates the strategic role of 
a variety of communication disciplines including advertising, public relations, 
personal selling and sales promotion and combines them to provide clarity, 
consistency and maximum communication impact.


