b) Explain the varios

¢) Exnlain the factor

the consumer's practical and
owning and using the produ




B

Dr. Rupain Roy

some of the motives used in rational appeals are given below:

(i) Economy: Other things being equal, price is an imp

(i) Health: Food products, medicines, slimmi
customers. Taste and small motives are also

(iii) Convenience: Household app

shopping, on-line banking, credit

motional appeal should be used varies wi

or emotional appeals. An

Differences between Rational

! _Basis of Difference

_Ralioinal Appe

| Basis of the appeal

These appeals are base
reasoning the features, ben:
of the product are high

Focus of the ad

The ad's focus is on the f
consumers,

Motives

Convenience, economy
etc.
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a) Ans. The teat or budy of an advertisement is known as advel Lsing copy. It includes the title, headi
dvertisement is defined as t

illustrations, piclutes, theimes, e

tc. According Lo Stanton, "the cupy i ali df
luding the heading, coupons and advert

written or spoken matef jal init, inc
well as the main budy ot the message. " In other

appeal which an advertiser wants to convey to his prosp

allention. Most advertising peopl
main function of a headline is to attract |
message.
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2. The Sub-headline: The headline has captured for a moment the reader’s attention and interest. The
subhead must convert the reader interest into product interest. One or more subheads are used in a

ads are usually smaller than the main headline but larger than the body copy.
headline or within the body copy. Subheads are often used

print advertisement, Subhe
These may appear above or below the main

to make the message more readable and to highlight key sales points. A _ .
ek . A

er

3. The Rody: Rody is the main text of the advertisement, It comes aft
the sales stary. While headline catches the eade e body wins
to he explained (e.g., how the product fu .7
message, provides support, states the pro

n rough form and shown to the advertiser for appro
ions as to how the copy-headline illustration, id
e page. Wi ile developing the print layout, the foll

(i) M;éfﬁ'-_t'a'ih-_'jb':ai_a,?n'ee hetween different elements. L
(ii) Achieve contrast by using different sizes, s%ha:p'ésvﬁﬁft_él col
(iii) Maintain proportion-relate the objects to each c
(iv) Obtain logical -5eque.nce~he'adlin'e, illustrati
(v) Keep unity of thought, appearance and desi

(vi) Ensure that the layout is simple and unclutt
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Ans. Bofore writing the copy, it is esseatial that the capywrim nmii answarsto thruhmtc- juestions:
What am | advertising?. To whom | am advertisi
answers to these qliestions will provide the ba
relate to the benefit desired by the praspects.
he is trying to influence. Think of the co
for her family, a girl getting drease,
prospects desire.

The advertising copy
same copy cannot be app
preparation of copy f

(ii) Rough Layout: Roughs are done to size but not
director uses a rough layout in working out size

|

(i) Sernicomp: It is a‘l'af'vout drawn to size that d
size of the ad and all the elements are exactly

(iv) Comprehensive: A full-blown compreh
to be the right size and resemble the actual



fe b .nt of mechanicals or
(v} Mechanicals: The last stage in the production process is the development Qf me; | _

A mechanical is a meticulously

prepared paste up in which every eler ent

(vi) Colour: Colour is used in advertising to at
hrand identity.

. A d .-e rti]n |

waords, musi

Use fragmentary

11. Consider radio person




pru-duct to be advertised, class af.custam_ers.-h‘ ]
purpose of advertisement.

(a) Message Co
product, The con

{c) Design: Design is cr

(d) Graphics: High visibilit
eye-stopper.

(e) Typography: The type should be
uncluttered type is used.

(f) Product Identification: Most.







