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¢) Ans. Following are the importance of Communication:

1. Efficient Planning: Accurate and up-to-date information concerning the external environmem a;;:
internal conditions is necessary for taking right decisions at the right time_._ The qu of mar ____ 13
decisions and plans depends largely on the quality of informatiol d its effectiv ;

2. Training and Development: Communication is «

both workers and executives. Com
to a great extent on the communicat

._" L

orate Image: Commul

n or goodwill in society. A busines

involves seven major elements —
i) Sender

ii) Message

iii) Encoding

iv) Media

V) Receiver




vi) Decoding
vii) Feedback
viii) Response

ix) Noise

c) Understandlng the message

vi) Decoding: Decoding means attaching meaning to the ¢
receivers mind, not in the message.

rﬂwwmg a dafferent message that the sender sent Generally, env
activity that disturbs, confuses or makes the communication process m










3. “Advertising as a tool of communication”- Explain.
OR

Discuss advertising as a tool of Communication.

Ans. Advertising is communication with many consumer

days products are mass prodt
individually. Therefore, adv

Thus the modern world depends on adv
would be unable to sell, buyers would not kn
services, and the modem industrial world would colla
profitably, advertising must be powerful and
‘which in turn, requires advertising to the mass ma
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3. Role of Target Audience in Designing Advertising Copy: The message to be communicated Iq
advertising is called advertising copy. The contents, design and layout of advertising copy largely depend

upon the age, sex, income, education, occupation and other characteristics of the ta get ¢
example, advertising copy for Lifebuoy soap makes an appeal to health factor. =

firm considers the target markets as one and the
through the maximum number of retail outlets.

d) Discuss briefly the various methods of déesding

a) Ans. One of the major decisions involved in advertising manag
be spent on advertising during a financial year and allocation of t
operations. This is called advertising budget or advertising app

b) Ans. Setting the advertising budget involves translation of
process of setting advertising budget consists of several ste

calculating the funds required to execute the campaign
different products, market segments, time periods an
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6. Type of media to be used: From among all the media - from audio to visual to print to outdoor and
the internet, it is the visual media which is the costliest in terms of placing the ad. So in case the
advertiser is interested to use above the line media, the ad budget will be high and in case the desire is

to use below the line media, the budget can be a limited amount.

7. Target audience: The advertiser needs to be aware of the type of media the targeted audience uses,
their purchase habits, as well as their demographics like age, gender, income etc. Some members of the
audience may have the money but not the willingness while the reverse may be true for some others.

experts, preferences of

8. Organisational Factors: Organisational structure, power politics, opinions of
llocation of the advertising budget.

decision-makers, pressure from top management also influences a

d) Ans. The main methods of setting the advertising budget are as follows:

1. The Percentage of Sales Method: Under this method, the total amount to be spent on advertising is

decided by multiplying the value of previous year's sales or projected sales for the budget period with a
predetermined percentage. Different percentages may be fixed for different products, territories, etc.

2. The Affordable Funds Method: According to this method, the advertising outlay should be linked with
the profitability and liquidity of the firm. Better the financial position more should be spent on

advertising.

3. The Competitive Parity Method: In this approach, advertising outlay is decided on the basis of what
other firms in the industry are spending. A firm decides its proportion of total industry advertising

expenditure on the basis of its market share.

4. The Objective and Task Method: In this method, the amount to be spent on advertising is determined
keeping in view the pre-determined objective and task of advertising. This involves some steps: (a)
define the objective. (b) Outline the tasks. (c) Estimate the cost of accomplishing the task. (d) Monitor to
judge how well the objectives are being attained; and (e) Re-evaluate objectives and appropriations.

5. Marginal Analysis Method: According to marginal analysis, a firm should continue to add to the
advertising budget so long as the incremental expenditures are less than the marginal revenue they
generate. Marginal analysis is based on the functional relationship between advertising expenditures

and sales.
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