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Photographic Attributes: A - H

Light is the defining element of photography. Light literally brings the phetegraph te life, and
the type and quality of llght have the strongest effect on the resulting image. Often,
photographers are inspired to create a photograph because the light is so lovely, casting on
the subject a quality uniquely rendered by film. Describe the type and quality of the light
Typelsource: |s the light natural (e.g., from the sun) or artificial (e.g., from a lamp,
flash,studio strobe}? How does the type/source of lighting affect the look of the image?
Quality/direction: Is the lighting coming from above, below, the side? At what angle? Are
there any shadows? Does the direction of the light create an effect of dimension?
Quality/characteristics: Is the light soft or hard? Are the shadows thin or thick? Do light and
shadow make a pattern? Light and shadow, the light and dark tones in the image, often
provide the most compelling patterns in a photograph. Look closely at the light and dark
tones in the image. Find the shadows. Describe the pattern that light and shadow maks.
What kind of effect and mood do the light and shadow create?

The word focus means center of attention. This uniquely photographic attribute is created by
both the focus and the aperture controls on the camera. The focus control centers on a part
of the image, and when in focus the area is clear, sharp, and detailed, with distinctions
between forms.

When out of focus, the area s cloudy, Indistinet, and vague, with blurriness between forms.
The aperture control creates depth of field, the area that is in focus. Aperture measures the
distance from the end of the focus area to the focal center (imagine the perimeter of a circle
and its center). A shallow depth of field is In focus only to a small degree around the focal
center,

A) Light
B) Focus

For example in Figure 8, the tree trunk is clearly rendered, while the branches in the
foreground are blurry. Figure 9 shows a wide depth of field, a large area in focus around the
focal center: the bench, shrubs, and trees are all clear. What can you see clearly in the
picture? What is unclear? How does focus capture our attention? Can sharp focus capture
our attention as well as blurry focus can? As a result of focus, does the subject gain or lose
significance?

The Language of Photography
C) Time
D) Motion

Photography has a unique relationship to time, In part because the image is created by the
interaction among light, a lens, and light-sensitive film during a particular moment. Light rays
refracting through the lens trace the image onto film; this happens in an instant and reflects
the instant in which the image was created. A drawing or painting may describe a pariicular
time and place, but it can be rendered over time through the artist's perception or memory. In



contrast, a photographer and camera need to be there, responding to the world, in order to
create the image.

FPhotographs have the quality of capturing 2 moment in time, of “being there." Describe the
sense of time that comes across in the image. Does it seem like a fleeting instant capturad in
a snapshot (2.9., a person walking down a chaotic street) or does it carry the timeless quality
of a painting (e.g., a couple standing still for a portrait)? Consider the compesition, technique,
content, and style of the image. How do these elements contribute to the attribute of time?

In a photograph, metion can appear frozen in time and space or be described through blur.
These effects are achieved mainly through the shutter control and the aperture. The shutter,
triggered by your finger when you take the picture, opens and shuts like a blinking eve,
letting in light. The aperture affects how much light comes into the camera: it works like the
ins of an eye, widening in the dark to let in more light and narrowing In the bright sun to let in
less light. In order to achieve a correct exposure—the right amount of light to make the
picture, the aperture and shutter speed must have the right relationship. When there |s a ot
of light, the shutter speed is fast; and when there is little [ight, the shutter speed Is slow. The
faster the shutter, the more able the camera is to freeze motion, such that someane jumping
could be forever suspended in mid-air. A slow shutter speed creates blur when figures are in
metion. You can also create a sense of motion by moving the camera when you take the
picture, called “panning” the camera, resulting in blur. Is anything moving in the picture?
How can you tell? Is it blurry or frozen in space? Can you guess how the effect is achieved?
Vantage paint or point of view is the photographer's stance, both in terms of how the
photographer is positioned when he ar she takes the picture and what the photographer's
aftitude is toward the subject. How the photographer perceives the subject influences how
the photographer chooses to position himself or herself in relation to the subject. This is
similar to how your opinion about something affects the tone of your voice and the language
you use to communicate. Point of view |s one of the maost important concepts to convey to
young people because it shows that they have the creative control and power to reveal their
perspective through the camera. An understanding of point of view also encourages image
makers to move around the subject and determine the most interesting and revealing
approach.

Where was the photographer when he or she took the picture?

Was the photographer standing or crouching or lying on the
ground?

Did the photographer take the picture from above, below, or
the =side?

Did the photographer tilt the camera or keep it parallel to the
horizon?

Can you guess what the photographer's attitude is toward the
subject?

How does the vantage point affect the way you look at the
resulting picture?

For example, a picture taken from above may give the impression of superiority, from below
of inferiority, and a host of other interpretations. Whenever photographers create a
photograph, they are selecting a slice of the world as described through a frame. In terms of
content, framing is like point of view: It presents the photographer's frame
of reference with regard to the subject Graphically, framing affects composition, because
your eye follows the visual movement created by lines, shapes, and angles in the picture. In



addition. the information that is included in the frame determines how we read the picture,
just like how clues lead to the solution of a mystery. What is included in the frame, and what

is excluded?
Draw what you see in the frame, and draw whal you imagine is

outside of the frame.
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Date 22-09-2015
Notice

All the Faculty members of Journalism & Mass Communication
Department are hereby inform that there will be a discussion over
"Indian Cinema'" topic delivered by Ms. Vaishali Garg, Faculty
Department of Journalism & Mass Communication on = dated |
26-09-2015 at 3:30pm. Kindly participate in it and have healthy

discussfon over the topic.
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What is ‘Indian Cinema’?

It ought to be straightforward to present a description of the ‘world's biggest fim
industry', but even Indian film scholars find it difficult to come to terms with its diversity
and seeming contradictions. The biggest single mistake that non-Indian commentators
(and some Indians) make is to assume that 'Bollywood' is the same thing as Indian
Cinema. It isn't. Consider the sheer size of India. Roughly as big as YWestern Europe (but
with four times the population), it includes two major ethnic groups, two large and
several smaller religious communities (including the world's third largest Muslim
population) and an enormous range of languages (several hundred).

The size of the country is matched by a longstanding love affair with cinema which
creates the world's biggest film audience. Even though India was controlled by the
British until 1947, this did not prevent the development of ‘industrial’ film production in
several Indian cities, so that by the late 1930s an Indian studio system’ was in place. By
the late 1980s, India had overtaken Japan and America as the producer of the largest
number of feature films per year (800-1,000) and with an annual audience of over 3
billion at heme and millions more overseas, it can also claim to be the most popular.

All of this is not disputed, but when we come to look at the films themselves and who
watches them, it gets more complicated. India is now famous for its computer software
engineers and it has always been known for its bureaucracies (needed to organise the
world's largest democracy), but the film industry in India is only slowly beginning to
deliver the detailed box office information on a regular basis that business commentators
and film scholars in the UK and North America have come to expect from their own
industries. There are rapid changes taking place in the Indian entertainment business
with modern multiplexes appearing in big cities — but also many traditional cinemas in
small towns in rural areas which do not have the industry infrastructure to make data
collection straightforward. So, we must be circumspect in trying to describe the industry
as it exists now — and we must recognise that it is changing all the time

One way to think about Indian Cinema is to distinguish four categories (but note that
these all overlap and the boundaries between them are not fixed).

» Popular Hindi Cinema

* Regional cinemas

« 'Art' or ‘specialised’ cinema

- Diaspora cinema {films made by Indian filmmakers based overseas)

We can best understand the importance of these classifications by making two simple
distinctions. The first is between 'popular’ and ‘art’ cinema. The massive popular
audience in India is hungry for cheap entertainment and this is what cinema has
provided. This audience, which includes a significant proportion of pecple with limited
access to education, enjoys universal genres such as action, comedy and melodrama
and more specifically 'Indian’ stories with spiritual/mythological themes. The typical
Indian film as viewed from outside the country may well be a three hour spectacular
‘multi-genre' film with six or seven extended elaborately choreographed and costumed



musical sequences. But there is also an Indian audience for more ‘serious’ film
narratives, akin to European, Japanese and American ‘art’ cinema and indeed to more
adventurous Hollywood films. This audience is relatively small, but because the overall
audience is so large, even a small proportion means significant numbers. It tends

to be an audience concentrated in the major cities, especially in the two states with the
greatest cultural

traditions, West Bengal and Kerala, and in the centres for higher education and new
technologies in Delhi, Mumbai, Bangalore, Hyderabad etc. For many years from the
1930s to the 1980s, it was the Bengali art film director Satyajit Ray who represented
Indian Cinema to the outside world. In the 1970s Indian Cinema developed a more
socially aware and more politically orientated form of cinema, partly subsidized by public
funding, which was known as Parallel Cinema — running alongside but clearly
distinguished from mainstream cinema. Since the 1990s and the opening up of the
Indian market to private investors at home and overseas, this political cinema has gone
into decline, but to some extent the tradition of 'socially aware' films has been supported
by Indian filmmakers such as Mira Nair and Deepa Mehta who have returned to India to
make films using their training and experience gained in North America (respectively
the US and Canada). This ‘diaspora cinema', often, but not always, means art cinema.
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Notice

All the Faculty members of Journalism & Mass Communication
Department are hereby inform that there will be a discussion over
" Five Generations of Computers' topic delivered by Ms. Neeshu Rathi,
Faculty Department of Journalism & Mass Communication on dated
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The Five Generations of Computers e istory of computer

development is often referred to in reference to the different generations of computing devices. Each
seneration of computer is characterized by a major technological development that fundamentally
changed the way computers operate, resulting in increasingly smaller, cheaper, more powerful, more
efficient and reliable devices. First Generation (1940-1956) Vacuuwm Tuhes

The first computers used vacuum tubes for cireuitry and magnetic drums for memaory. and were often
enormous, taking up entire rooms. They were very expensive to operate and in addition to using a great
deal of electricity, generated a lot of heat, which was often the cause of malfunctions.

First gencration computers relied on machine language, the lowest-level programming language
understood by compulters, to perform operations, and they could only solve one problem at a time. Input
was based on punched cards and paper tape, and output was displayed on printouts.

The UNIVAC and ENIAC computers are examples of first-generation computing devices. The

UNIVAC was the first commercial computer delivered to a business client, the U.S, Census Bureau in
1951.
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Second Generation (1956-1963) Transistors Transistors replaced vacuum tubes and
ushered in the second generation of computers. The transistor was invented in 1947 but did
not see widespread use in computers until the late 1850s. The transistor was far superior to
the vacuum tube, allowing computers to become smaller, faster, cheaper, more energy-
efficient and more reliable than their first-generation predecessors. Though the transistor
still generated a great deal of heat that subjected the computer to damage, it was a vast
improvement over the vacuum tube. Second-genaration computers still relied on punched
cards for input and printouts for output,

Transistors

Second-generation computers moved from cryptic binary machine language to symbolic, or
assembly, languages, which allowed programmers to specifly instructions in words. High-
level programming languages were also being developed at this time, such as early versions
of COBOL and FORTRAN. These were also the first computers that stored their instructions
in their memory, which moved from a magnetic drum to magnetic core technology.

The first computers of this generation were developed for the atomic energy industry.

Third Generation (1964-1971) Integrated Circuits The development of the integrated
circuit was the hallmark of the third generation of computers. Transistors were miniaturized
and placed on silicon chips, called semiconductors, which drastically increased the speed and
efficiency of computers.

Instead of punched cards and printouts, users interacted with third generation computers
through keyboards and monitors and interfaced with an operating system, which allowed
the device to run many different applications at one time with a central program that
monitored the memory. Computers for the first time became accessible to a mass audience
because they were smaller and cheaper than their predecessors



integrated Circuits

Fourth Generation (1971-Present) Microprocessors The microprocessor brought the fourth
generation of computers, as thousands of integrated circuits were built onto a single silicon
chip. What in the first generation filled an entire room could now fit in the palm of the
hand. The Intel 4004 chip, developed in 1971, located all the components of the
computer—from the central processing unit and memory to input/output controls—on a
single chip.

In 1981 IBM introduced Its first computer for the home user, and in 1984 Apple introduced
the Macintosh. Microprocessors also moved out of the realm of desktop computers and into
many areas of life as more and mare everyday products began to use microprocessors

As these small computers became more powerful, they could be linked together to form
networks, which eventually led to the development of the Internet. Fourth generation
computers also saw the development of GUIs, the mouse and handheld devices,

Microcircuits

Fifth Generation (Present and Beyond) Artificial Intelligence Fifth generation computing
devices, based on artificial intelligence, are still in development, Prepared by Miss N.
Nembhard 4 though there are some applications, such as voice recognition, that are being
used today. The use of parallel processing and superconductors is helping to make artificial
intelligence a reality. Quantum computation and molecular and nanotechnology will
radically change the face of computers in years to come. The goal of fifth-generation
computing Is to develop devices that respond to natural language input and are capable of
learning and self-organization



History of Computers

1. 1623: Mechanical calculator

o Wilhelm Schickard invented first known
mechanical calculator, capable of simple
arithmetic.

o Similar mechanical adding machine made
in 1640's by Blaise Pascal. Still on display in
Paris.

The "Pascaline,” from The History of Computing Project

2. 1673; More advanced mechanical calculator

o 1673 by German mathematician
Gottfried Leibniz

o Capable of multiplication and
division

o Purely mechanical with no
source of power.

The "Step Reckoner,"



3. 1823: Charles Babbage begins waork on Difference Engine

o He designed, but it was completed by a Swedish inventor in 1854,
o Image of the Difference Engine from Niagara College

1833: Charles Babbage begins Analytical Engine
o Mever campleted.
o Important concept: a general-purpose machine capable of performing difference functions
based on programming

o He designed, but it was completed by a Swedish Inventor in 1854.
o Image of the Difference Engine from Niagara College

1833: Charles Babbage begins Analytical Engine
o Mever completed.
o Important concept: a general-purpose machine capable of performing difference functions
based on programming

4.1834: Ada Byran, Lady Lovelace impressed with the concept of the Analytical Engine at a
dinner party.

o Daughter of poet Lord Byran

o Created plans for how the machine could calculate Bernoulli numbers. This is regarded as the
first “computer program,” and she is the first "programmer.”

5 The Department of Defense named a language “fda” in her honor in 15979



5. 1890: punched cards used by Herman Hollerith to automate Census

o Concept of programming the machine to perform different tasks with punched cards was from
Bahbage.

o Punch cards based on Josph Marie lacquard's device to automate weaving looms,

o Hollerith founded a company that became International Business Machines (IBM) to market
the technology.

|El4so-m_4lﬂuuan¢l§;--|; EB 5B Ch 85 U Bh HA B¢ Rm
.z!z:_.1_atla¢u|tiner_§inrn nrnr.:;ﬂk'mc;:;
_. s[alo ofofwle| [oe]o vio s oo a6 |o ¢ 0 a"a'#ia-o
1_h.§1;_-r.'1"j|_'uﬂa.éli-.11§1 IR E |§11 G G & I T 5 N
-.uE":-E"z"zii_Lﬂ_nfi'gz =§=,z el #fa (2 123 ::i: =
.'GE:!l_iiii'g_:.'{:i:a J 3 3|3 33" 3 s 3 2ia- 8
; i_:':l;-i' s il JL WO I:'--I%ii 4 4; 1 4]a 1;4_1 8 44 £ 45.4 4 :
| t'f!.r'u' L'isﬁil?_h,ain E 5F5 8 6i8 b8 u.is i 1.5 -4
FI‘EI sis(helricials aic e sis pfle sie alo ie o '
_q‘.g'rE_r- .rir :-!_-_'I a1l | :§=-= ] :-é'.- ¥l rte w|v 73 s |
: H;|E-| aie __ui:_-_r; 1_:.-':;'1 B Bi® & ia sle sie a0 #ia (]
| |:iu;|.'_i!-t boalbieliefs pis o oi oo pip oo sig 9

Wy

6. 1935: prototype of the first electronic computer

——

ek L

0 Assembled by John Atansoff and Cliford Barry.

o lohn Atansoff came up with the concept of using binary numbers,
o Completed in 1942 using 300 vacuum tubes.

o Could solve small systems of linear equations

o Image from The History of Computing Project



7. 1946; ENIAC completed

o Electronic Numerical Integrator and Computer
o By Presper Eckert and John Mauchly

o 18,000 vacuum tubes.

o Oceupled a 30 by 50 foot room

o Programming by plugging wires into a patch panel. Very difficult ta do, because this style
programming requireE intimate knowlege of the computer

T BENWIAC,
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8. 1946: John van Neumann Architecture stored-programming concept

o He suggested that programs and data could be represented in a similar way and stored in the
same internal memory,

o All modern computers store programs in internal memaory.

1. Vacuum tube {1939)

2. Transistor (invented in 1947, used in IBM 7090 in 1958)

2. Integrated circuit or chip (invented In 19583, used in IBM 360 in 1964}

o A small wafer of silicon that has been photographically imprinted to contain a large number
of transistors together.

4. Large-scale integration: microprocessor [1975)
¢ Bntire processing unit on a single chip of silicon

S ———,

Vacuum tube, from computermuseum.li




5. Fifth Generation {Present and Beyond) Artificial intelligence some applications, such as
voice recognition, use of parallel processing and superconductors, The goal of fifth-
generation computing is to develop devices that respond to natural language input and are

capable of learning and self-organization.

Old CPU's, from Wikipedia



2,

Robert Noyee, one of the inventors of the integrated circuit and founder of Intel speaking of a
modem computer chip compared to the Eniac: "It is 20 times faster, has a larger memory, is
thousands of times more reliable, consumes the power of a light bulb rather than that of a
locomotive, occupies 1/30,000 the volume and costs 1/10,000 as much
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ADVERTISING

Advertising is a public announcement to inform and persuade people to buy a product, a
service or an idea.

Advertising is a marketing communication process which inform about the product, service,
idea and help to increase business...( Ravi Gautam)

An advertisement would include any notice. circular, label, wrapper or any other document or
any announcement made orally, or by means of producing or transmitting light, sound or smoke.
Have you read about people using smoke signals to pass on messages? Everyday. we see and
hear hundreds of advertisements. Let us consider a few of them.

As & consumer, you are exposed to hundreds and maybe even thousands of commercial messages
every day. They may appear in the form of billboards, like the Altoids campaign, or in the form
of newspaper ads, TV commercials, coupons, sales letters, publicity, event sponsorships,
telemarketing calls, or even e-mails. These are just a few of the many communication tools that
companies and organizations use 1o initiate and maintain contact with their customers, clients.
and prospects. You may simply refer to them all as “advertising.” But, in fact, the correct term
for these various tools is marketing communications. And advertising is just one type of
marketing communications,

At the beginning of the twentieth century, Albert Lasker, who today is generally regarded as the
father of modern advertising, owned a prominent advertising agency, Lord & Thomas. At the
time, he defined advertising as “salesmanship in print, driven by a reason why.” But that was
long before the advent of radio, television, or the Intemnet. The nature and scope of the business
world, and advertising, were quite limited. A century later, our planet is a far different place. The
nature and needs of business have changed, and so have the concept and practice of advertising.

Today, definitions of advertising abound. Journalists, for example, might define it as a
communication, public relations, or persuasion process; businesspeople see it as a marketing
process; cconomists and sociologists tend to focus on its economic, societal, or ethical
significance. And some consumers might define it simply as a nuisance.

Advertising is the structured and composed nonpersonal communication of information, usually
paid for and usually

persuasive in nature, about products (goods, services, and ideas) by identified sponsors through
various media. Let's take this definition apart and analyze its components. Advertising is, first of
all, a type of communication. It is actually a very structured form of applied communication,
employing both verbal and nonverbal elements that are composed to fill specific space and time
formats determined by the sponsor. Second, advertising is typically directed to groups of people
rather than to individuals. It is therefore no personal, or mass, communication. These people
could be consumers, who buy products like Altoids for their personal use. Or they

might be businesspeople who would buy large quantities of Altoids for resale in their stores.



Most advertising is paid for by sponsors. GM, WalMart, Coca-Cola, and your local fitness salon
pay the newspaper or the radio or TV station to carry the ads vou read, see, and hear. But some
sponsors don’t have to pay for their ads. The American Red Cross, United Way, and American
Cancer Society are among the many national organizations whose public service messages are
carried at no charge because of their nonprofit status. Likewise. a poster on a school bulletin
board promoting a dance is not paid for, but it is still an ad—a structured, nonpersonal,
persuasive communication.

An ad identifies its sponsor. This seems obvious. The sponsor wants to be identified, or why pay
to advertise? One of the basic differences between advertising and public relations, though, is
that many PR activities (for example, publicity) aren’t openly sponsored. We'll discuss the
differences between advertising and other forms of marketing communications later in this
chapter.

Finally, advertising reaches us through a channel of communication referred to as a medium. An
advertising medium is any paid means used to present an ad to its target audience. Thus. we have
radio advertising, television advertising, newspaper ads, and so on. When you tell somebody
how good Altoids taste, that’s sometimes called word-of-mouth (WOM) advertising. Although
WOM is a communication medium, it's not an advertising medium. It's not structured, or openly
sponsored, or paid for, Historically, advertisers have used the traditional mass media (the plural
of medium)—radio, TV, newspapers, magazines, and billboards—to send their messages. But
today technology enables advertising to reach us efficiently through a variety of addressable
media (for example, direct mail) and interactive media (like the Internet and Kiosks)., Advertisers
also use an increasing variety of other nontraditional media such as shopping carts, blimps, and
videocassettes to find their audience. The planning, scheduling, and buying of media space and
lime are so important to advertising effectiveness that we devote five full chapters to the subject,
one in Part Two and four in Part Five,

Of course, most advertising is intended to be persuasive—to win converts o a produet, service,
or idea. Some ads, such as legal announcements, are intended merely to inform, not to persuade,
But they are still ads because they satisfy all the other requirements of the definition.

In addition to promoting tangible goods such as oranges, oatmeal, and olive oil, advertising helps
publicize the

intangible services of bankers, beauticians, bike repair shops, bill collectors, and the telephone
company. Increasingly, advertising is used to advocate a wide variety of ideas, whether
economic, political, religious, or social, In this book the term product encompasses goods,
services, and ideas.

THERE ARE many ways to look at advertising—as a business, a creative communication
process, a social phenomenon, and a fundamenta ingredient of the free-enterprise system. The
first part of this text defines advertising, examines the most important dimensions of the field,
considers how changing economics has influenced the evolution of the profession, outlines
advertising’s functions and scope, considers its social and legal ramifications, and looks at the
major participants in the advertising business, not just in North America but around the world.



Gives an overview of the profession. It defines advertising in contemporary terms, examines its

role in the communication process and the marketing process, and introduces some basic
terminology. The chapter focuses on advertising’s role in marketing strategy.
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Role of Mass Media in Higher Education

Since India got Freedom, India has been achieved great development in the field of Higher
Education. In this contents the growth of higher education has been highlighted with the role
of mass media. It also has been focused as that how the higher education visualized and
executed the higher education plan with the help of media during the last sixty years. It has
been pointed and put out the picture of several aspects of higher education in India that it
has been facing problems of Mass, It has been observed that in the process of development
of higher education the great potential of communication technologies and mass media could
be used to find the remedies of its shortcomings, The mass media can be harnessed in open
and distance education, which is today the most viable means of offering cost effective and
quality education to the mass. Hence, role of mass media has been analyzed in this chapter to
find out the answers to our concerns of higher education for all. It has been attempted to
analyze the role of mass media in relation to higher education and making it accessible to
aspirants of higher education. Mass Media, comprises the institutions and techniques by
which specialized groups employ technological devices like Press, Radio, Television,
Computer, films, Internet etc. to disseminate knowledge: to large heterogeneous as well as
widely dispersed audience. With the evolution and development of information technology
and electronic media, the social scientists and engineers teamed together in the studies of
the total communication process, its feasibility, cost effectiveness and speed. Here this
broader view of Mass Media can be taken in the context of its application in the field of
imparting higher education to all. The mass consists of an audience unseen and unknown.
The term 'media -has distinct meaning -That is communication as the 'transmission of
messages' a receiver and a channel or a medium through which the message is transmitted.
Thus "Mass Media is delivering information and ideas, to a sizeable and diversified audience
and is directed to a large, anonymous audience."
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Sales Promotion

Meaning:- Sales promotion is a communication tool that offers special incentives o motivate
people to act right away. The incentives may be coupons, free samples, contests, or rebates on
the purchase price. By offering added value, sales promotion accelerates sales. So it is a very
effective tool. It is often used in conjunction with advertising—to promote the promotion. Sales
promotion refers to “those marketing activities that stimulate consumer shows and expositions.

In the competitive market sales promotion is a best approach for hunting the target consumer and
to stimulate them for purchasing the product, service and Idea at the point of purchase.
Purchasing and dealer effectiveniess such as displays, demonstration and various non- recurrent
selling efforts not in the ordinary routine.” According to A.H.R. Delens: “Sales promotion means
any steps that are taken for the purpose of obtaining an increasing sale. Often this term refers
specially to selling efforts that are designed to supplement personal selling and advertising and
by co-ordination helps them to become more effective.”

Definition:- In the words of Roger A. Strong, “Sales promotion includes all forms of sponsored
communication apart from activities associated with personal selling. It, thus includes trade
shows and exhibits, combining, sampling, premiums, trade. allowances, sales and dealer
incentives, set of packs, consumer education and demonstration activities, rebates, bonus, packs,
point of purchase material and direct mail,"

Objectives of Sales Promotion: Sales promaotion is a vital bridge or a connecting link between
personal selling and advertising.

Objectives and Goal of Sales promotion

Building Product Awareness — Several sales promotion techniques are highly effective in
exposing customers to products for the first time and can serve as key promotional components
in the early stages of new product introduction. Additionally, as part of the effort to build product
awareness, several sales promotion techniques possess the added advantage of capturing
customer information at the time of exposure to the promotion. In this way sales promotion can
act as an effective customer information gathering tool (i.e., sales lead generation), which can
then be used as part of follow-up marketing efforts,

To introduce new products Have you ever heard about distribution of frec samples?



Perhaps you know that many companies distribute free samples while introducing new products,
The consumers after using these free samples may develop a taste for it and buy the products
later for consumption.

Creating Interest — Marketers find that sales promotions are very effective in creating interest in
a product. In fact, creating interest is often considered the most important use of sales promotion.
In the retail industry an appealing sales promotions can significantly increase customer traffic to
retail outlets. Internet marketers can use similar approaches to bolster the number of website
visitors. Another important way Lo create interest is to move customers to experience a product,
Several sales promotion techniques offer the opportunity for customers to try products for free or
at low cost.

Providing Information — Generally sales promotion techniques are designed to move customers
to some action and are rarely simply informational in nature. However. some sales promotions
do offer customers access to product information. For instance, a promotion may allow
customers to iry a fee-based online service for free for several days. This free access may include
receiving praduct information via email.

Stimulating Demand — Next to building initial product awareness, the most important use of
sales promotion is to build demand by convincing customers to make a purchase. Special
promotions, especially those that lower the cost of ownership to the customer (e.g.. price
reduction), can be employed to stimulate sales.

Reinforeing the Brand — Once customers have made a purchase sales promotion can be used to
both encourage additional purchasing and also as a reward for purchase loyalty (see loyalty
programs below). Many companies, including airlines and retail stores, reward good or
“preferred” customers with special promotions, such as email “special deals” and surprise price
reductions at the cash register.

It helps to increase the sales of product, service and idea by publicity through the media which
are complementary to press and poster advertising. To disseminate the information through
salesmen, dealers etc., so as to ensure the product getting into satisfactory use by the ultimate
consumers. It stimulant the customers to purchases at the point of purchase. With the
introduction of new product in the market it makes the mind of customers for purchasing the
product and prompt customers to buy more. It is very much effective in competitive market and
help to attract new customers. Through the sale promotional campaigns the smart manufacturer
measure seasonal decline in the volume of sales.



Shri Ram College, Muzaffarnagar
(Department of Journalism & Mass Communication)

Date 07-01-2016
Notice
“All the Faculty members of Journalism & Mass Communication
Department are hereby inform that there will be a discussion over
"Woe yaET ¥ G Asd §q fgia topic delivered by Ms. Vaishali Garg,
Faculty Department of Journalism & Mass Communication on dated
09-01-2016 at 3:30pm. Kindly participate in it and have -healthy

discussion over the topic.

\ .&ﬂ; .4.,::!,___."'
\ { ."’-."

(. Nl — ) (X )
- Ms. Neeshu Rathi Dr. Ravi Gautam

Convener, Saturday Tea Club HOD

Dept. of JMC Dept. of JMC

S.No. | Name of Faculty Signature

1. Dr. Ravi Gautam f_’{}ﬂ_u Jo—

2. Ms. Neeshu Rathi NW/

27 Ms. Vaishali Garg - me}ﬁ k{-_,,,

4. Mr. Vipin Kumar E}EDJ/
15 Mr. Rohan Tyagi i '-’i) olray

6. Ms. Anjali Saini e Ve

W 4 g




Date 09-01-2016

Shri Ram College, Muzaffarnagar

(Department of Journalism & Mass Communication)

Attendance Sheet of Saturday Tea Club

Session 2015-16

S.No. Name of Faculty Signature
=T Dr. Ravi Gautam (Pl ougr—
2. Ms. Neeshu Rathi preawiar.
3. Ms. Vaishali Garg Qma‘wﬂﬂ,_
4. Mr. Vipin Kumar \ige—
5. Mr. Rohan Tyagi “lelhet  —
6. Ms. Anjali Saini Pefelle

Vo=




HeHe Yot ¥ 3[3 Alsd e Rgra

e Ta= #ATSo

f2rel HFe 1 ABATTIdS TOhd F & [T 306 ged § 9B Tg TAS e &
e ¥ Y M &) Trer-aill U0E ¥E & Hehe Watls Hisel Aihar & a-aduT FATT &,
e e anfae §: veue HR, Farvr-aeen, 99 vd e (Tiamesr-aw
uug U, 1995). A URETTNT =17 Ush &l & 16 3T H Hahc FaT 8 J7 8l Tl & U5 78 S
ScTest BIT AT &1 Tehell 51

Yt Hhe A1l

g ofr AR g w7 TeaT ¢ 7 w18 off Fuf 3o sgaw & v Agcage? amr @
FROT §=1, W Al 9T &5 S 09 AT FHalsl H G867 &, A= g & aRons
AHNIcH T, TSI Tcieh, HTegaT Td FIH THE 87 Taholl &| THE Faelal IoiaTr 55!
Hehe ¥ TAac &1 Falcas id shal 3Yersel il & |

HIHTEAS Aot

Hhe Wate Aol & fed & &9 # ATNH HFTEAT DT SR FHeT [HdT Hio & THhe
U Tees & o \er 8% & SR 81 & oUF UgelT FeH ¢| e Yeus e U 39 F 59
H SEAHTA Fl= o [0 Ueh Z1a uiteey e w1 oY e Iiara o1 38 a1 OFd &
SH AloTeAT 7 TI5CeT: A7 AU FIAT TET F e o a7 Fidoliel® 7 F aradd shad
AR aiFd & ¢ Thd £, TU7 9T & YaadT I T&Fe EF F5d. [T g% & gied 81
F dfe TEel HeT Fadt Heea (Ul &, sHfaT AT AR FRear & @ Fe S aw] § o
ATSTAT T Ig ST AT TTeT 36 Teds Fd &7 Reaer digar & &mar srar anfee. el sl
1Y Y 3T 0T Sl Y T S THY AT Uhae Ferh a1 IIfey, ITefd a7 8T
aTell =TT ¢t & 38k <a¥ gl & HER B ¢ AT sa8 Fufa 3t sgox o =t &
HITER Areta1 7 Fa=T v RaniAdey g mied, Traw @ty F@1 aret & 7 {6 vas



W%mﬁmmmaﬁmmwﬁmmﬁmmﬁﬁm
B

SHTE aar Asr=r

mmmmmwmwamnﬁwmﬂwmaw
SAEH PRRT ATl 36 FaHes 1 F et 3 HegaT] 2l G5 & 9892w, gosarens
F Tertet & forw srraress sig @t va st B agarEeT s ¥ R R
US> /TR 25 3et A T gl S AR 3 S Ao SRk ve/ar s £ e v
ToVoft STeRTEA F1STatT gl Tnfev. O TRe Fiarsa! & AR EaRT o7 3R TewF rorat
%qﬁﬁwﬁmﬁwﬁ?ﬁaﬁmﬁma?ﬁmmwmamm
# Aeg [Ae . TRumeEREwy, aafas dwe & THT 7 oo F Tee 30 R vy v
HNATE Y Feha

m*mﬁﬁﬁﬁrwﬁmmmmmmﬂﬁﬁmwﬁ%r
mmmmmmwmmmwﬁww
& TRl FT TR & TSR 1 R ey arwt te R GEEIRd]
AT "Heas #mﬁw%mmaﬁmmmm*aﬁﬁw
I FTTh Fel T &

AT & YR FT ST

T % S 267 G ST o BT et 3 SIoFef U 31T RGier &) e o (Everett
Rngcm}MﬁﬂHﬁ%ﬁW%%ﬁﬁm#mm%ﬁ%Wﬁ
WEWWWWW%IWWWWWHW%H%W
wmﬁmaﬂmmwﬁama@ﬂm—aﬁﬂﬁaﬁm%imﬁm
gy w9 F 8@ 9T & sty Mg R & (1) Tt AT, (2) 3T 37
wwﬁammmmmwmwmmmmmmﬁ (3)
3o SO 4T 3 S5 T 30 aeh A 1eTaT 97 IS I T T, Td (4) BIAT SHISAT il AT
ATeHl U HEN STl U HaI Aefel aF W1 & o aa v cafda @ quk o s

Heorel ggee B




HHe TaU= 7 &TAT-AET Y AT

mmﬁmmﬁrﬂﬁwmﬂﬁwzﬁrﬁné@maﬁa%aﬁ%%m
FTAT H Flefell TS 7 U5 T FrH1GA1 & IS Gor St § | "FTeA 1o Fo WaT Hebel &ct &
i Here Y RFAGHT o1 §U Tt & Wia a9l & RaRt & 3R & # F5 @dier &
Ol H3MEST IR FEGET o & waEr § et B A, w46ifE 3 e
voreiiferar Aifgat Fr st o eae &eft &) FEngefe qanr Nf¥ar & wfa fRiar s s g
S e FESI disa F ATenel A 3ate % T Fo Agg AGTT T &

B Ahe Yot & 3ETaIoT
Zrgatsitel (Tylenol) (SiTede WIS Siieget (Johnson and Johnson))

1982 & 3 H UF g = g & Ao R W $6 Igialel (Tylenol) Hegell & 65
AT wrsess Ao @ ot a awit f 7eg &1 = See @ 3 v § oflar %
& | A0 TS AT (Johnson & Johnson) & 74T T $100 fAFT= i &g uT 31
AT Seelr 7 oise 1 . fAesar @837 (CEO) SFa & efafas st it
TATIR FFAAAT H T 1 T Yrgept T FaT T FHarsat H goar 6, Sgars siaoedh
ﬁﬁwé—qﬁﬁgm#?raﬁaﬂirmﬁﬂm('rylcmmﬁﬁﬁgﬁ: T Hehe 9d Fal dd wlie
IS

1986 # Fil=8eT TUT FHlodsl (Johnson & Johnson) U & U W Hehe & O & 37 741 779 §
UG I 7 A H TF AGell F TSA55 H Tt HFoge Wl ¥ 7o 7 78| Slieae s
Sieae (Johnson & Johnson) STT 47| %mﬂﬂﬁ#mwmﬁﬁm?ﬂﬁ
IR AR AR Tt F FAv crgeater & e e Ragsr o1 1 FT T, STHFanE &
=T T AT & & T U Se-3hT ST e argeT de] 1 U ST geh g oinlel Hogel
@lig 9 ¥, 3o TW oW R a1 378 30 a5o gEl ATt & Hedteid i ST U g
afra ergae 1 v AR dicer a1, it eI Y et e R & B
o | HeAT e U Uk ASCEATHT SclTdal ST el 7 Hgol U [HeAe T aerel o1,

311331?41 T5H (Odwalla Foods)



STa EATAT (Odwalla) & U SH 1 5,56l HHHAUT theflsl &l Ueh shR0T HIAT 14T, o &Gal
A U 9N Ao H U foeTs daT fad. IEEaT 1996 F aifiTest T, Hiorierar,
FIENET v Tfeer FrefEar # srregiia voe 53 # ST Sare] & 370 arar B
Wikl S[H AT A1sardr 3@ ear daR oar 3= an| v Ry] & §og Afea SAard
AT ATHA A 2| 24 Hel & oy igaren o THESIT (FDA) T91 aiftiee U & ¥y
siftemfat & arer fAar-fase B &R o9 sfifthe &1 s el S avd o S
TISOT S §U 9 faafoaan Sl i avell; TRary, Haee U SHATETeT Jifdegerd BT,
Ud HU= 3cUe § &fTaarea s i Seardr o SRl faweaar & Jeot & s o
wd THST R GTNT 3e9Tal & EI ATEHT 1 4T S e, 6T ASaTer o e 6
FeE T wTdT gHe W3 T FaAT Fr, B 3eUe! # a9 F HTe 0 el A
1 Y A G TE, o7 T ToT A gEer AT F o FE FF @ g e
FEERT # T ot T =TT 377 X &7 71|

#Heer (Mattel)

Tawtar foraTar #2a 5. (Mattel Inc.), i 28 T 3 ST7ET IcUTEl &1 ST O a9H o7 98] Ug
2007 i THGT F @7 G T H &7 W gHEes’t & &7 o) gral A g 3cugT A aaR
WHWW@.M#WWW?M%W#WW@W#W
FTSFATHT H TR [adherizil &7 fareard FTIH 347/ §Te7 & TRl T6e & alaofe Jeglet
FHGait I FIAFHAT FT TG #. Hool # gag 7 ao & Bl a@ig & FET JEAFRE GanT
IeT7E T & T &y arell] FE 16w FT U o FHe HTEERT g O fad 40 gad a2
Hifaar 77§ # FarGaTAIHT F §erlal & [0 [Afave [ 7191 47| Iegiet A F 9 I
FroT & R H 99 G & [0 9= £ HeT 8@ @ FHaT G347 3o JTaHING! & FJrel
NPl 3 o0 HIFATAT 35T 2T Heor 3 & FTEHNT BN 3 A1 Bl 9¥ ameiond
Frar A FredE ST GHT HEiRa B deer & FiEH (CEO) Tae UHIE 7 HAET & UF
FHaeaw & foer 14 ST FRTFR BT UF 20 YFHRI & HeAIE el Bl O ST #i
AT o Aol & A% FHRHT H 87300 & Hi& Hizar godes & aard ar

goHT (Pepsi)

Sef) TOfLerT (Pepsi Corporation) T 1993 3 Ueh Hehe &1 HTHAT AT 93T AT, ST Wled I
% 38 3 |S I ST  aTal & T YE G3N| YT A Gl 8 3IE FHAT o6 & 39 Tl W
¥ 301G o gerdt I 3R fBea 81 vd rena s Seren RaT IR SR v PR g5 R




ST 7 WSl [T Ue 36 a16 9= TEel vt Refor Sy 41, f39 - ag weitia &
 foru o 3a% FREHAT & HIoT 57 TOvE $ Se-ue 3T o - Trafor aiesr &1 el )
T gE AT wger Relter & 37 anesT f FRwar R ) v et =g R #
SUAT TEFHT S U G H I Q@S 75 S8l Uk Aieell Hl ScqIG & 1Y 55-015
ﬁmmgWWIWﬁmﬂm¢MMW(FDA]$WﬁW
TraeTiers &9 & #f HE FT Q) o) HIAR §T THA T F A0 T e F o 247 3R-
O (Pepsi) & B FAURT T 67 Teh edX 1 SAeTanryl 2| GHA Hehe & 9¥ A & Fdwifers
mmmwﬂaﬁﬁmﬁﬁﬁﬁﬁqﬁmﬁﬁﬁﬁmﬁmﬁ%wmmm
ISR T T e & o dllet 1 Qi svar F3 vg ol a3es & v svada &
ToIT &=rar 7137 47| 59 AT o, He Hohel & S8 fauedr £ S5 UF s9ia@r daw 6,

e Yot @ @ T g9

IR F Hod I §old 31§ TR 798 HT T8

oY F9Ta+T & ST FHe T R §SId TS ©IT 3MTar 3 T 9T vl 370 3= & gad uger
SRTRr H HTAT 3eTTe 51, U A1 Ue 31 TSR $EY Eany g0 ar 1 o (1995, e
icler, AFASTEC 3T HFHBIS - FSEF g gary 7116d). 3T HCTGT H gl IS 8
39T o A dTel IS & AT HEAT (IR YaTE) T Faeqe faRervoT R T 7| 59
HETTF A 3 FISAT BT GEl I A1 o FdoT §old 318 € 39T F 35X afesh To-3177g]
R A H H 39T 7€ e, (RFavd), e 34 HersaT i ot ggem= 67 31 OO Ao W
qTTH 61 S Y, (Fier-Rewavd). Nawawl & fore oy ans g ov e g=dl vanng 30
T AW FHed ¥ 5% A0 UT| HT: TH TR TF QRS Jod W T W19 376 H
THRIHF UT| AleT NeHald §aTd HTS 8 3987 & &€ 5 ¥ 50 f&at & &7 s7r 3viEdg
T8, ifchet 3HE Ueh TTel 916 T 3eToh R Hed YT ahdasl 15% T G AHNIcHS ol
THTT SHelelT T2T.

S 3CATA F THE fFswst # F v § R gerd 38 8 HveT & aRomst s e geee
oI 378 B ST & TG ¥ 7 919 A 9oy U HUF AgeaquT R &9 F Ha
HTTaT,

% 5 NIE F Toheireh! dcd &, Hhe Vaya & Ao H AT £ F oo dRvo Yav &
fore sEeht qRai R 1 ST &



aThaTer

HITel 39eT, [STHH Hehe & T, 38 AT 3R 30 918 FHSR IR F HI0T §R1 Tl
T 975, FaHe Waud AAHT 7 T HEwias duax F WAT S F Feeed F 0H
JETER0T T IR &1 AR AREeTers & suaR q2iator SerEw FW T (1997) F
FFER T fardt ga ar F Aiad w87 & B g Feigs §aa & ganfaa @at #
ATl F HH ST A, Feel 306 F B T Heg3Hel FWEUH FT T IA Samee0T
PIfeRsT SR &F THT &1 WOTRIRTE ETemal &7 g & 18+ FEes (Union Carbide) T
BT (2006) F TR FTershat & HFER WP F U o a1g Gfoiae Fa1es F aREs Ha=T
Gl $TR Tl wiiehet o JEd TATH H Heg FaA H IRHY T Fdl1 v T FHN G@RT1
I AT & foram 7T AT YeTseAS §Faard il 3cdieeh &1 Hehdl &; Hehe Yete I0THITe
afiss wet w1t gl ol o & 7eg #9903 s TReg ¥ 59
STt HITeT T TEAT ST FeToA o AT saagie Vst Al & wenfad vd
HIT HSol T IGIEXTT 6. S TR FISC FAUT FTataT] Tl FHT F0 Ac T alell &1

I8 UUE GRIRECA CRIY UUS LT YT (Ford and Firestone Tire and Rubber
Company)

RS- WHFC 213 UUE {65 Hu=11 {97 391 2000 F TiFe] 77471 3+ g1aT & 379 15-89
digesteld Vel (AT), U3ael UEIusy (ATX) U TEIUEH 1] (ATX [1) STIX SATIRT T ST HIY
¥ Taedie 8Y 18T 4T - S 1T 9e€1a] i AT o T - F Fare 7 e smraEeld o 6.5
FAToRe R ame o o, 3 TN SEeR g & gad 31t faee arel vagdr (SUV)
IS UFECARY G SEddTel fohdl ofTd o)

Hepe TeRIVFAT & TR 37 alell HTIT of STog &1 clief aaT 3ol &Y. Tee, Sralet STsiFaraif
U 96 &Y A AT 9 3 39« TRl F 81 oie  gaT w1el HU e | 3HE 918 § UH-gEY W
T TRRT U E@{E diga] 1Sa11Se o TolU &9IRIYuT shite ofdT, 31T Y Sepie | e AT
% T F79=Tr SFiaTg it & 9 A dga FH qeid i, ST 100 ¥ ST STl o - S o Iee
TR & THET FHT TEIT Fle] & [e1C Gell o fordT 7|

TFHEIA (Exxon)



24 AT 1989 FT THH HARLI (Exxon Corporation) &7 Ua ¥ 3eren & B Bfeas
T133 (Prince William Sound) # 73 &1 I120T| TSI ATedol o dlesel T =T & Fed del &
A et T R Forest goret esorer, AT e sy Safiroa sk T wey e
FTRT HT JETSe 87 10 Ua HA Hoiordl F 37 fFaw ey & ov; swer Agem, @ ak
W AW FARTHAT 7 9T HislifesT 37ar & sue Twlia vads J @iz AR Swar &
AT # ToRaT A8 feEns; WENHT (CEO) Sl el 31 |99 waral &7 |y o 78t
ol UG IHA A F FelcdT 51 THAT el F FalT I1T; 94T Y oF a7 1 T disern off 3w a
&1 Is TR Gl Sl HTaAT &I T TTel - ST hu=T A &7 & I TTel 818 T+ 1993 TF
Pl T T Sraeren o Foregerer 8 v v o, ity & 31ty SR S Ao o E
mmmmwm&mwmmxmmq{mmw
FHIAT 7SI & HY WcHS T FTETTR fehar, TaT o o it 3t g et e 39
mﬂﬂﬁmaﬁmﬁa‘.m#ﬁ?ﬁﬁaﬁmmﬁnﬁmﬁﬁm

AT &F &1 e et

FIINC AR THT FHell GHETT Fal & A The & SAT@AT & A Haegarehe ¥ €8 T
Thol YT &I, Th UG eieh Ta€2 The IT ITdha] gHeT ST d9i &) uh R[ag
ST & TUT, AT Acead H GhoeT T AT H BIF &Y &, TS b1 1S off &1 59 Teve &
AieRTET 61 &1 @ fawdl & areafesar & e & G a9t H11aa7, [0t e
FIY feh e Ua Sfaeptere =1 74T &

el AR e yaue

hiciElSe 15 Thel Ecarhs, | | HaFa % 2001 50 U Gioleial &% Acdhis Higd Hiehsl
GIET H FelaRT & a18 T8 T o Aaq07e T 376 Hehe Vatiel 97 ©O & & £

iAaTHeT HIT HTEHEE BT ATShed a0 (UAMS) Ud 3R fes=r aifedes e
gFa@:Emc}-lr{nmmwmmwﬁaaﬁmm%ﬁ?agﬁﬁmm
feeaTera TSl & Smareshrenst vd H19eT Arerenait 1 sl & § (e far gunm &2,
2003). 38 ofdTe H N HeX & TFeamad o Agg T3y & [olT TA=T & U cdiges A
T TUTTAT 2! £ Sl Tehe Jatel ATAATHT T [FFH &1




mmm%mﬂmﬁﬁwqﬁﬁﬁwﬁ,ﬁmﬁ#@ﬁm%-aﬂaﬁ
ﬂmﬁ.an—nﬁmaﬁw‘ﬂ@ﬁmm, IHeAgean, A gart va TR f1 afafafaradr
m#ammﬁmmm,mwwmﬂmm
qafr geient T Halferd e 1 353 fT gu |

TR 3T & yau=T

UTERTAE it T FaR & - TR, T U TG - §87T TRT O Hepe way= & v a2
Rt 9T & | ATee 3, 5 Troreh o rifeent 3 59 G i SR st A 9 v
HAT 8| AT &1 9 GH U9 Jiorg @30T 83T 3Ticaeels Sart tE S 5 09

TATES RCH AR IS T F FIelell 3 HHes RFT ey £

mﬁqﬁwxwﬁﬁmﬁm?ﬁwﬁaamﬁmwﬁaﬁ
3TARHT STl UHTSTHI Holo#ie Totil (ThEUAT (FEMA)) Sieferer TETag Solle, (TRt
(NRP)) 3T SRITH FTcAl &1 56 ATl &7 Fohdie 379 58 o ader &, at S £ v
mmﬁﬁwmwmwmmwﬁsﬁﬁmﬁﬁmﬁm
‘s‘luﬁﬂﬁﬂ?ﬁﬁ@ﬁ%ﬁﬁﬂiﬂﬁﬁﬁﬁﬁﬁﬂﬂﬁﬂﬁﬁmmﬁﬁm* o¥ e taa e
ST B, TeA3TRET (NRP) Se] SeT aeret 3 frol 8157 9 e arelen & w9 3 dwdi &, @
TR T AG 0T IAGTEr @ie T HYET va gl & o A,

TSR (NRP) ISE =T YEET GoTell 7 U {1e ¥ S FROT, 3R a7 Sifeear &
TRETE o T e yeue & AT 1t aee Sraee w0 F e a2

URSUHAT (FEMA) ITTIaIeeT St ST F A TS0 Sifear diser (National
response plan) 9X F: [ ae-3menfier TRISTT were ear &

A HATEN Hleleial (et (CAP)) U 3UeTFa FIoRT ShfresT & s fffeT sreast
TS SOt @9 Hehe H@OR A gReer mgar war §1 e (cAp) sinfaw e s
faTavraT aTel geiehl 1 TYa-Hed FAAHT g U SaTHT ITaTEE HoE W S
Fe F FeE FAT ¢




F Y

e gt ot gt v g gry-my 99d @ lﬁﬁﬁraﬂﬁﬂ‘mg@'w
I o = el £, "§5 ol & Thal + 419 &d £, =T & 5o JAfasT 9y #sU E &
&Y g WA & {1 Teh o721 HTIET i T Te05 Edl ol”

Hohe Wathel THRoNe ATHA SATEYT i U NS F9war a1 T {1 HhC & TAT
HHETT Ud HGl & HEEd el STefeicli 3] & HSU @ HFC FT THG FHAIT F3al @l IFHG
FC §, STl Teirdeh T ARRIe] Alcagal 36 Hged Tl cohlellsl ATTRT Ta St Alarar
O¥ HRIT Fael F [T ST i £ | 59 7 aTaEatdT § dlfa T Har3HT F1 R o v
AT Y Ush HTa=1T E1T9T a1 FIfgU Ud Hhe & HqHa & A{fas Ga ol 918T,

HhE o HIMN I A3 T THAT FT @ WAl ek et ied &, Tol=Alicdah ST TF HTE
T FASHS W, 3191 TATCTAT §, A STt aTel eIl § Ta Hehe ¥ W ATEFIR 6 sy arel
Teal § o fET. 24 - 6 Tl drel HHER dAdl Ud Sl B THeT-a9T & 6
ferereteT SeNfarehT i 39eT JHapelr i 1 9T T a7 TR 3¢ I8 Gl & UigHTE &
HIY YelElal shi HTeegehall 31T #f7 3178= Agcaqul a7 715 &

Sreeranait T R SFEn & 76 F Hehe S gewanal § §HIST T 8T L HHE qa F
faRiw=T &1 T § & A7 Aar a8 SEHeRT THTar ¥ o £, 308 @ & a3l @l - 3gae
=0T, AT, TF THE - I & FEA g0, e sleed # 91X Agcaqul H1 HeAfod 2

Hehe wAcjcd o OTd Gge[3il & HiETl U H et f@d anfae §:

| o o & sae B wfshar areie Ul & 3ehee F8e & S6H & §9 F AL

ST &

ﬁﬁﬁmﬁﬁﬁﬁﬁ@ﬁ%%—ﬂwmmmimaﬂ aeh ehT AT B |

312 feienTelet o Hegal UsTeliiad ToR & &9 & Hahe vaeh 9§

el Hepe h! BHTTCT 3l THa & IS STaaar TE1F dde U STaEae! & Fardr &

T £ |

5. HEw & dlcId Hehe U aread # A& ARV S T & | SEHI N T 7 THhe HFET
AFTT AT TG T T HUR & {oIT TER| 3 Zare GrerdT & |

=N




Shri Ram College, Muzaffarnagar
(Department of Journalism & Mass Communication)

Date 19-01-2016
Notice

All the” Faculty members of Journalism & Mass Communication
" Department are hereby inform that there will be a discussion over
"Advertising in India" topic delivered by Dr. Ravi Gautam, HOD
Department of Journalism & Mass Communication on dated 23-01-2016

at 3:30pm. Kindly participate in it and have healthy discussion over the

fopic.

=l ...M'E?‘E:’I!"?’:l:;f’:.. ) : fiss ...@m:.;é@.‘.’f‘.e—.—:z g
Ms-Neeshu Rathi Dr. Ravi Gautam
Convener, Saturday Tea Club HOD

" Dept. of JMC Dept. of JMC

S.No. Name of Faculty | Signature
1. . | Dr. Ravi Gautam @E"‘“‘M
2. Ms. Neeshu Rathi wleonk

 [23% Ms. Vaishali Garg "\Jrc:@ \&&J,_
4, Mr. Vipin Kumar \ JLE""\

|5 Mr. Rohan Tyagi ' i ZIC oo —
6. Ms. Anjali Saini ' N#bg,,.

o |



Date 23-01-2016

Shri Ram College, Muzaffarnagar

(Department of Journalism & Mass Communication)

Attendance Sheet of Saturday Tea Club

Session 2015-16

S.No. Name of Faculty _ Signature
1§ Dr. Ravi Gautam £
2. Ms. Neeshu Rathi ﬁ\lq; ?:_1?_1';%4{_.
3. ‘Ms. Vaishali Garg \fg,&\/gi}ff——f
4, Mr. Vipin Kumar \{[b}yj/
15 Mr. Rohan Tyagi 'C FAnoa—
6. Ms. Anjali Saini

Rt~




ADVERTISING IN INDIA

The history of advertising in India parallels the history of the Indian Press. You would have
leamnt in the module on print media that the first issue of the first newspaper of the Indian
subcontinent, was the ‘Bengal Gazette' or the 'Calcutta General Advertiser’, started by James
Augustus Hicky on January 29, 1780. Did you know that it carried a few advertisements? During
the early year announced births, deaths. appointments, arrival and departure of ships and sale of
[urniture. By the beginning of the 19th century the pattern of advertising revealed a definite
change. Even the daily newspapers announced themselves through advertisements in existing
periodicals. The power of advertising increased rapidly with the growth in trade and commerce.

Which newspaper does your family read? Does it have many advertisements?

By 1830, around three dozen newspapers and periodicals were being published on a regular basis
from India. With the rise of new industries, advertising, even from British companies, increased.
The growth of advertising in India is also linked to the Swadeshi movement (1920-1922), which
gave impetus to Indian industries. Do you remember the names of some of the freedom fighters
associated with the Swadeshi Movement? Mahatma Gandhi described Swadeshi as “a call to the
consumer to be aware of the violence he is causing by supporting those industries that result in
poverty, harm to workers and to humans and other creatures.” Swadeshi Movement was an
attempt to take economic power from the British by the use of domestic made products. Spinning
the Charkha and wearing Khadi became a very powerful tool to fight the British government,

Let us now find out how modern Indian advertising developed. Do you know when the Indian
advertising agencies started operating? The first Indian ad agency, the Indian Advertising
Agency, was launched in the very early vears of the 20" century. On the other hand, B Dattaram
& Co, located in Girgaum in Mumbai and launched in 1903, also claims to be the oldest existing
Indian agency! This was followed by the launch of the Calcutta Advertising Agency in 1909, By
the 1920s a number of Indian agencies were working from the major Indian cities, the most
important being the Modern Publicity Company in Madras, Central Publicity Service in Bombay
and Calcutta and the Oriental Advertising Agency in Tiruchirapalli. In 1931, the first full-fledged
Indian ad agency, the National Advertising Service, was established. During the post
independence era, the advertising business was well on its way to growth and expansion. The
Indian Society of Advertisers was formed in 195! and in May 1958, the Society of Advertising
Practitioners was established and advertising clubs came up in Bombay and Calcutta to promote
higher standards of work.

Market research and readership surveys led to further professionalization of the advertising
industry. Television Rating Points, popularly known as TRP measurements, provided ad



agencies with statistical data on consumer/ viewer likes and dislikes and helped them create
effective media plans and ad campaigns.

Do you know which television news channel has the highest TRP?

The introduction of multi-colour printing, improved printing machines and the development of
commercial art gave the ad business a further boost. The advertising agencies expanded their
services and this was due to the phenomenal growth in media. Besides selling space in
newspapers and magazines, they began to offer art works, organization of fairs and exhibitions
and market research.

SOME IMPORTANT YEARS IN ADVERTISING HISTORY

1780 Modern advertising history began with classified advertising. Ads appeared for the first
time in print in Hickey’s weekly newspaper, the Bengal Gazette. Newspaper studios trained the
first generation of visualizes and illustrators to produce advertisements for the print media.

1905 B Dattaram & Co, one of the early companies making advertisements for newspapers was
launched in Mumbai.

1920 — 1922 Years of the Swadeshi movement
1920 - 1929 The first foreign owned ad agencies were set up.

1931 The first ad agency, the National Advertising Service was
established.

1951 The Indian Society of Advertisers was formed.

ASSIFICATION OF ADVERTISEMENTS ACCORDING TO VARIOUS MEDIA
There are different ways to categories advertising. The most popular will be a classification
based on the media of advertising,

Let us discuss about the different forms of advertisements found in media.

Print

This is one of the most popular forms of advertising. Print ads can have many forms -
newspapers and magazine ads, bills, wall posters, banners, calendars. As we have discussed
before, the rise of print advertising is linked to the rise of the newspaper industry. The
installation and success of the first linotype printing machine by the Statesman in Caleutta in
1907 proved to be a great impetus 1o the industry. In a few years other newspapers too installed
this machine. Printing became cheaper, quicker and better. The first ad agency was established
around this time.

Print ads can be categorized as Classified and Display ads.



Classified ads provide valuable information in a very direct and often dry manner, They contain
anly basic facts. You must have read information about property markets, shares, matrimonial,
detective agencies, housing, births and deaths in the classified pages of most national dailies.
Display ads are bigger and lake more space. They are often very colorful and contain attractive
images. Glossy magazines usually carry many display ads.

Electronic

Electronic ads are usually more vibrant. They can be heard on radio and seen on television. The
rise of the television industry was a great impetus to the advertising industry - so much so that
very often people find ads more interesting than television programmes.

Did you krow that a TV ad is alse called a commercinl? It is callied a
commercial because the company which advertises its product pays money
to generate business through the advertisement.

Electronic ads can also be displayed as text and image on big monitors and light boards. In big
cities and metros, there are many text boards on traffic signals. These ads target people while
they are waiting for the light to turn green!

New media

It you have used a cell phone, you will be familiar with different ads asking you to download
popular film songs or vote for your favorite candidate in a television show! There is a new phase
in advertising with the coming of the internet and popularity of cell phones. Computers and cell
phones are becoming cheaper and more accessible. These are the new platforms of advertising
for the 21 century. Do you think the ads that keep popping up on websites are annoying?

If you haven’t seen internet ads, visit a cyber cafe if possible, and ask the computer operator to
show you some ads.
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TYPES OF ADVERTISING

Advertisements can be categorized according to theme or content. Broadly speaking, there are
four types:

Product Advertising:- Product oriented advertising or Product Advertising both are the same
things. The impact of product advertising and is the most common type of advertising as it is
most easily identified. A product is something produced in large numbers by human beings,
machines or by a natural process. Products advertised therefore range from fruits and vegetables
to pickles and jams and scooters and cars. The main focus of the ad in this case is the product
and not the company or manufacturer. These ads usually have a playful approach. They are low
on information about the product but are high on style. Ads of soft drinks, shoes, cars, cell
phones and food products belong to this category.

Serviee Advertising:-Here the focus is not on a factory manufactured item or product but a
company providing a service. This could be a bank, the railways a call centre or travel agency.
The ads usually show the company as a leading service provider in its particulars field. Let us
consider the example of the Indian Railways. In order 10 keep the public intcrested in the
Railways and familiarize them with their services, advertisements are issued from time to time.
You may look for these advertisements in the newspapers and the websites of Indian Railways.
Similarly, banks are found to advertise their saving schemes and loan facilities that they offer for
buying homes and vehicles. Can vou think of other kinds of services, which are advertise?

Public Service Advertising:-This is also called social service advertising or development
advertising. Here the focus is on issues that impact society on a larger scale, such as family
planning, national integration, polio eradication, and pollution control. The main purpose is to
create public awareness through hard-hitting direct messages. These ads do not sell products and
services but ideas. Let us take the example of the polio eradication campaign. Advertisements
are issued through various mass media such as newspapers, radio and television to create
awareness on polio eradication. This was to motivate parents to take their children for
immunization and enable them to be given polio drops.

Institutional Advertising:-These ads are directed at creating a good public image of a company.
The ads focus on the organization's work in areas of research, development and quality control.
Often the ads concentrate on the social work done by the company by its sponsorship of
educational, cultural and sports events, The purpose of these ads is to sell a positive image of the
company rather than a product manufactured by the company.

The TATA Steel ads in the 1980s with the tag line — “Ispat bhi hum banate hain® or' we also
make steel’, is a good example of institutional advertising,
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Marketing: Determining the Type of Advertising to Use

Now that we have some understanding of advertising’s communication dimension, let’s consider
the marketing dimension, because that’s what defines advertising’s role in business. Every
business organization performs a number of diverse activities.

Management typically classifies these activities into three broad functional divisions:
* Operations (production/manufacturing)

* Finance/administration

* Marketing

Students who major in business administration study a variety of subjects related to one or all of
these general functions. Courses in purchasing and manufacturing relate to the operations
function. Courses in accounting and industrial relations relate to the finance/administration area,
While many students study advertising in a school of Jjournalism or communications, advertising
15 actually a specialty area within the broad domain of marketing. Other courses in marketing
include marketing research, consumer behavior, distribution, and sales management. OF all the
business functions, marketing is the only one whose primary role is to bring in revenues. Without
revenue, of course, a company cannot recover its initial investment. pay its employees’ salaries,
grow, or earn a profit. So marketing is very important.
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Implementing Marketing Strategy

Once the organization determines the target market for its products, it designs a strategy to serve
that market profitably. As we'll discuss in Chapter 6, marketing strategy is the particular blend,
or mix, of strategic elements over which the marketer has control: product concept, pricing,
distribution, and communication. For ease of memaory, marketers often refer to these elements as
the 4Ps: product, price, place, and promotion, Each of these elements also influences the type of
advertising used.

Product: Categories of Goods and Services

For example, for mass-merchandised grocery brands such as Altoids or Tide laundry detergent,
companies use a type of advertising called consumer packaged-goods advertising. An insurance
company or tax preparation firm is likely to use service advertising. Manufacturers of scientific
and technical products use high-tech advertising, In other words, for virtually every product
category, specialists in that area use a specific type of advertising,

Price: Strategies for Pricing

A firm's pricing strategy also affects advertising style, Companies that don't compete on price
typically use image advertising to create a particular perception of the company or personality
for the brand. Or they may use regular price-line advertising, in which the price of a product is
not shown, or at least not highlighted, and the advertising may be aimed at Justifying the no
discounted price. Cornpanies that are more price-competitive may regularly use sale advertising,
clearance advertising, or loss-leader advertising, Sale and clearance advertising promote goods
that have been discounted in order to accelerate sales or move seasonal items out of the store,
Loss-leader advertising promotes selected goods that have been discounted drastically to create
an impression of storewide low prices and thereby increase customer traffic in the store.

Place: The Distribution Element

The third element of marketing strategy, distribution, also affects the type of advertising used.
Global marketers such as Coca-Cola, IBM, and Kodak may use global advertising, in which
messages are consistent in ads placed around the world. Other firms may promote their products
in foreign markets with international advertising, which may contain different messages and
even be created locally in each geographic market, The field of international marketing has
become so important that we discuss global advertising issues in every chapter of this book.

Companies that market in several regions of the United States and use the major mass media are
called national advertisers, and their promotion is called national advertising. Some companies
sell only in one part of the country or in two or three states. They use regional advertising,
placing their ads in local media or regional editions of national media. Finally, businesses and
retailers that sell within one small trading area typically use local advertising placed in local
media or direct mail.



Promotion: The Communication Element

The final element of marketing strategy is communication, As we mentioned at the beginning of
this chapter, advertising is just one of the tools in the marketing communications tool kit.
Marketing communications (often called marcom) typically refers to all the planned messages
that companies and organizations create and disseminate to support their marketing objectives
and strategies. In addition to advertising, major marketing communication tools include personal
selling, sales promotion, public relations activities, and collateral materials. The extent to which
an organization uses any or all of these tools again depends on its marketing needs, objectives,
and strategy.

Each marketing communication tool offers particular opportunities and benefits to the marketer.
Personal selling, for example, in which salespeople deal directly with customers cither face-to-
face or via telemarketing, offers the flexibility possible only through human interaction. Personal
selling is thus an excellent tool for conveying information, for giving demonstrations, and
particularly for consummating the sale (or exchange) especially on high-ticket items such as cars.
real estate, and furniture as well as most business-to-business products. The drawback to
personal selling is its high cost, so companies that emphasize personal selling in their marketing
mix often spend a lower percentage of sales on advertising than other firms.

As a marketing communications tool, advertising enables marketers to reach more prospects at
lower cost than a salesperson could ever do. Further, the creativity inherent in advertising allows
the marketer to conjure an image or personality, full of symbolic meaning and benefits, for the
company’s brand. No salesperson can do this. In fact, of all the marketing communication tools,
only advertising has this ability. However, advertising does suffer from credibility gaps, a topic
we’ll discuss in Chapter 3. For creating brand awarcness, familiarity, and image, as well as for
reinforcing prior purchase decisions, advertising is usually the macro tool of choice. As Altoids
showed, advertising can also be used to build brand value,

Advertising can be used to satisfy a variety of sponsor objectives. Some advertising is meant Lo
help generate profits for the advertiser; some is sponsored by nonprofit groups. Some ads try to
spur the target audience to immediate action, others to create awareness or understanding of the
advertiser’s offering.

For example, to promote their goods and services, companics use product advertising. To sell
ideas, though, Organizations use non product advertising. A British Petroleum (BP) ad for its
gasoline is a product ad. So are ads for banking, insurance, or legal services. But a BP ad
promoting the company’s mission or philosophy (how the company protects the environment
while drilling for oil) is called non product. corporate, or institutional advertising.

Similarly, while commereial advertising seeks profits, noncommercial advertising is used around
the world by governments and nonprofit organizations to seek donations, volunteer support, or
changes in consumer behavior,

Some ads are intended to bring about immediate action by the reader; others have a longer-term
goal. The objectives of awareness advertising, for example, are to create an image for a product



and to position it competitively with the goal of getting readers or viewers to select the brand the
next time they shap.

A direct-mail ad, on the other hand, exemplifies action (or direct-response) advertising because it
seeks an immediate, direct response from the reader. Most ads on TV and radio are awareness
ads, but some are a mixture of awareness and action. For example, a 60-sccond TV commercial
may devote the first 50 seconds to image building and the last 10 to a toll free phone number for
immediate information.

Public relations (PR) is an umbrella process—much like marketing—responsible for managing
the firm’s relationships with its various publics. These publics may include customers but are
not limited to them. Public relation is also concerned with employees, stockholders, vendors and
supplicrs, government regulators, and the press. So PR is much larger than just a tool of
marketing communications. However, as part of their marketing mix, marketers use a number of
public relations activities because they are so good at creating awareness and credibility for the
firm at relatively low cost. These activities (often referred to as marketing PR} include publicity,
press agentry, sponsorships, special events, and & special kind of advertising called public
relations advertising, which uses the structured, sponsored format of media advertising to
accomplish public relations goals. While PR is closely aligned with advertising, it requires very
different skills and is usually performed by professionals in PR firms rather than ad agency
people.

Companies use a wide variety of promational tools other than media advertisi ng to communicate
information about themselves and their brands. These collateral materials include Mliers,
brochures, catalogs, posters, sales kits, product specification sheets, instruction booklets, and so
on. These materials may be very inexpensive or frightfully costly. But because they contribute so
much information to customers and prospects, they are very important to both closing sales and
reinforcing prior sales decisions. The people who produce collateral materials may work for the
company’s advertising agency, but often they work for outside graphic design firms, packaging
specialists, and independent film and video producers.

Companies use a wide variety of promotional tools other than media advertising to communicate
information about themselves and their brands. These collateral materials include fliers,
brochures, catalogs, posters, sales kits, product specification sheets, instruction booklets, and so
on. These materials may be very inexpensive or frightfully costly. But because they contribute so
much information to customers and prospects, they are very important to both closing sales and
reinforcing prior sales decisions. The people who produce collateral materials may work for the
company’s advertising agency, but often they work for outside graphic design firms, packaging
specialists, and independent film and video producers.
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Process of Human Communication

From our first cry at birth, our survival depends on our ability to inform others or persuade them
to take some action. As we develop, we leamn to listen and respond to others’ messages. The
process begins when one party. called the source, formulates an idea, encodes it as a message,
and sends it via some channel to another party, called the receiver. The receiver must decode the
message in order to understand it. To respond, the receiver formulates a new idea, encodes it. and
then sends the new message back through some channel. A message that acknowledges or
responds to the original message constitutes feedback, which also affects the encoding of a new
message. And, of course, all this takes place in an environment characterized by noise—the
distracting cacophony of many other messages being sent at the same time by other sources.
Applying this model to advertising, we could say that the source is the sponsor, the message is
the ad, the channel is the medium, the receiver is the consumer or prospect, and the noise is the
din of competing ads and commercials. But this model oversimplifies the process thal occurs in
advertising or other sponsored marketing communications. It doesn’t take into account either the
structure or the creativity inherent in composing the advertising message. We need to consider
some of the many complexities involved, especially with the advent of interactive media, which
let consumers participate in the communication by extracting the information they need,
manipulating what they see on their computer or TV screens in real time. and responding in real
time.

Applying the Communication Process for Advertising

Barbara Stern at Rutgers University sees advertising as a form of structured, literary text, rather
different from the spontaneous, word-of-mouth communication of oral speech. She proposes a
more sophisticated communication model, derived from the traditional oral one but applied
specifically to advertising as composed commercial text rather than informal speech. The Stemn
model recognizes that in advertising, the source, the message, and the receiver all have multiple
dimensions. Some of these dimensions exist in the real world: others exist on a different level of
reality—a virtual world within the text of the advertising message itself.

Source Dimensions: The Sponsor, the Author, and the Persona In oral communication. the
source is typically one person talking to another person or a group. But in advertising, who is
really the source of the communication? The sponsor named in the ad? Certainly the real-world
sponsor is legally responsible for the communication and has a message o communicate to
actual consumers. But as the Stern model shows, the path from sponsor to actual consumer can
be long and circuitous. To begin with, the sponsor does not usually produce the message. That is
the typical role of the sponsor’s ad agency or other specialists. So the author of the
communication is actually a copywriter, an art director, or, most often, a creative group at the
sponsor's ad agency. Commissioned by the sponsor to create the advertising message, these
people exist in the real world but are completely invisible to the reader or viewer, even though
they play a key role in composing the text and the tenor of the message.

At the same time, within the text of the ad resides some real or imaginary spokesperson (a
persona) who lends some voice or tone to the ad or commercial. To the consumer, this persona,



who represents the sponsor, is the source of the within-text message. But the persona’s discourse
is composed and crafted by the ad’s authors solely for the purposes of the text; it is not a part of
real life. It exists only in the virtual world of the ad,

Message Dimensions: Autobiography, Narrative, and Drama The Lypes ol messages typically
communicated in advertising may also be multidimensional. As artful imitations of life,
adverlising messages typically use one or a blend of three literary forms: autobiography,
narrative, or drama. In autobiographical messages, “I” tell a story about mysell to “you,” the
imaginary audience eavesdropping on my private personal experience, Other ads use narrative
messages in which a third-person persona tells a story about others to an imagined audience.
Finally, in the drama message, the characters act out events directly in front of an imagined
empathetic audience.

Thus, among the most important decisions the authors of advertising messages make are what
kind of persona and which literary form to use o express the message. Considering the ermotions,
attitudes, and motives that drive particular customers in their target audicnce, the creative team
develops the persona and message, along with any images and text that will act as
communication symbols or triggers. Then they place these words and visuals in the structured
format most suitable to the medium selected for del ivering the message. The format may be a
dramatic 30-second TV commercial; an autobiographical, full-page, black-and-white magazine
ad; a colorful, narrative brochure; or a multipage Internet website that employs a variety of
message styles. In all cases, though, the message exists only within the text of the ad. To do all
this effectively requires great skill, but it's this creativity that truly distin guishes advertising from
all other forms of communication. For that reason, we’ll devote Part Four of this text exclusively
to the subject of advertising creativity,

Receiver Dimensions: Implied, Sponsorial, and Actual Consumers

The receivers of advertising are also multidimensional, First, within the text, every ad or
commercial presumes some audience is there. These implied consumers, who are addressed by
the ad’s persona, are not real. They are imagined by the ad’s creators to be ideal consumers who
acquiesce in whatever beliefs the text requires. They are, in effect, part of the drama of the ad.

When we move outside the text of the ad, though, the first audience is, in fact, a group of
decision makers at the sponsor’s company or organization. These sponsorial consumers are the
gatekeepers who decide if the ad will run or not. So, before an ad ever gets a chance to persuade
a rcal consumer, the ad’s authors must first persuade the sponsor’s executives and managers who
have the responsibility for approving the campaign and funding it.

The actual consumers—equivalent to the receiver in oral communications— are people in the
real world who comprise the ad’s target audience. They are the people to whom the sponsor’s
message is ultimately directed. But they will get to see, hear, or read it only with the sponsor's
approval.

Actual consumers do not usually think or behave the same as the implied consumer, or even the
sponsorial consumer. Thus, the advertiser (and the creative team) must be concerned about how
the actual consumer will decode, or interpret, the message., The last thing an advertiser wants |s
to be misunderstood. Unfortunately, message interpretation is only partially determined by the



words and symbols in the ad. The medium used may have an effect as well, As Marshall
McLuhan said, “The medium is the message.” However, Stern’s model does not directly address
the fact that advertisers communicate their messages through a wide variety of mass,
addressable, and interactive media. With today’s advances in technology. the boundaries
berween the print and electronic media are now blurring. We read text on a computer screen, and
soan the average person will be able to print whatever appears on a TV screen. How will this
affect the way people receive and interpret advertising messages? Stern acknowledges the need
for additional study in this area.

Further, the unique characteristics of the receivers themselves are also very important, and the
sponsor may know little or nothing about them. As we shall sce in Chapter 5, attitudes,
pereeptions, personality, sell-concept, and culture are just some of the many important influences
that affect the way people receive and respond to messages and how they behave as consumers in
the marketplace.

As mentioned earlier, complicating this problem is the fact that the sponsor’s advertising
message must compete with hundreds of other commercial and noncommercial messages every
day. This is referred to as noise. So the sender doesn’t know how the message is received, or
even if it's received, until a consumer acknowledges it.
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Executing and Evaluating Promotional Program

Typically advertising campaign will be handled by an advertising agency. These can be either
full-service or limited service agencies, Alternatively, the campaign can be handled in -house by
your advertising stalf. A full-service agency provides a complete range of services, including
market research, media selection, ad development, artwork, and production. A limited-service
agency specializes in one aspect of the advertising program, such as assisting in the creative
portion of developing an ad or arranging media space for vour program.

Executing your promotional program involves pre-testing your promotional tools and
implementing them. Before the program is initiated, ads should be shown to consumers to choose
the best option, identify any necessary adjustments, or both. The techniques used to pre- test ads
include: portfolio tests, jury tests and theater tests.

Evaluating Your Promotional Program

To make sure that your advertising efforts and investment are not wasted, you need o evaluate
your promotional program. Evaluation of a promotional mix focuses on determining which
clement(s) of the promotion isfare more effective, usually by post-testing their promotional
impact. It is worth pointing out that promotional tools serve different specific purposes. but
when combined in a promotional mix, they produce a synergy that increases the effectiveness of
any of them used individually. Therefore, the best assessment wil] be one that takes into account
the synergistic effect of the mix.

When using advertising, your ad(s) should be post-tested after being presented to the target
audience, to determine whether they are achieving the intended objectives or if changes are
necessary, This involves asking the targel audience whether they recognize or recall the message
you intended to convey through your ad. how many times they saw it, what points they recall
about it, how they felt about your message, and their previous and current attitudes toward vour
product and your firm.The techniques typical ly used are “aided recall”, “unaided recall”, attitude
tests”, “inquiry tests” and “sales tests”.
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Television in India in Early days:-

Television was introduced in India with the aim to impart quality education and transmit
modem-social values which can help m the countrnies overall progress. In the initial days
entertainment was of least priority because being a developing country. mass media had a big
hole to play in educating the audience. According to Desai, since its very inception television in
India aimed to provide “Social education™. Prime Minister Jawabarlal Nehru was persuaded by
the western scholars to accept the establishment of television for education and development.
The success of television in America and Europe imbued the Indian authorities to use television
as o tool of development to eradicate poverty and illiteracy. In India, experiments with television
transmission started on September 15, 1959 from Delhi. At the heginning the arrangements were
modest with a makeshift studio and low power transmitter. The objective was to aid in formal
education and Community development. USA helped in the initial days with funds worth 20,000
Dollar and equipments. Within the range of 40kms of the transmilter, one hundred and eighty
" teleclubs were set up. Each club got a television set from UNESCO, All India radio (AIR} played
its trust by providing. The engineering and programme professionals. The service at that time
was called a pilot project because the programmes aired two days a week were experimental in
nature and was intended to understand the efficiency ol the medium in transmitting messages of
social importance o weaker see than of the society. Television Programme for students was
started in 1961, Daily one has service which included news bulletin was started in 1965. Krishi
Darshan programme meant for the rural agrarian talk, came up in 1967. It was initially started for
farmers in 80 village teleclubs in Delhi and Haryana. in 1972 television services branched out to
the second city. Mumbai. [n 1975 television stations came up in Coleutta, Chennai, Srinagar,
Amritsar and Luck now.

Globalization and Indian Television:-

The government adopted an open skies polity during the early days of CNNI and Star TV. There
~ was no altempt to restrict the transmission or reception of their signals. There was no attempt to
regular the content either. Lack of terrestrial redistribution services and the economic and
political situation of the country at thal time were the primary reasons behind government not
much interfering into the charging broadeasting, Scenario the shifl in India’s economic policy
facilitate direct foreign investment. However, in the initial days foreign investors were skeptical
of the government’s commitment towards liberalization. As the foreign investor watched closely
haw the new economic measures farcd in India, government's attitude lowards new satellite
districted television service became a benchmark of commitment to reforms. The Growth of
satellite television in the Country:- The central government launched a serics of economic and
social reforms in (991 under Prime Minister Narasimha Rao. Under the new policies the
government allowed private and foreign broadcasters to engage in limited operations in India.
Foreign channels line CNN. Star TV and domestic channels, such as Zee TV and Sun TV started
Satellite bioadeasts starting with 41 sets in 1962 and are channel, by 1991 TV in India covered
more than 400 million, individuals through more than 100 Channels. In 1992 the government



Liberated its markets, opening them up to cable lelevision. Five new Channels belonging to the
Hong Kong based STAR TV gave [ndians a fresh breath of Life. MTV, STAR PLUS, STAR
MOVIES, BBC Prime sports and star Chinese channel. ZEE TV was the trust privét: owned
Indian channel to broadcast are cable: As of 2010 over S00TV satellite television channels are
broadcast in India. This includes channels from the stateowned Doordarshan, News Corporation
owned STAR TV, Sony owned Sony entertainment Television. Sun Network & ZEE TV. Other
than English and |lindi Channels there was growth in the regional media in television too. Sun
TV (India) was launched in 1992 as the first private channel in south India. Today in has 20
_ channels. Channels of the Sun TV network are also available outside of India. Recently Sun TV
launched & DTH service. The Raj Television Network was started in 1994 & continues to be an
important player in the south Indian Cable TV provider Space. The advent of satellite television
in the 1990 in Land mark in the history of television broadeasting in this country as it changed
the television landscape. Indian television suddenly became much for entertainment driven, the
cable TV industry exploded in the early 1990 when the broadcast industry was liberalized and
saw the entry of many foreign players like Rupert Murdoch’s Star TV network in 1991, MTV &
others. Further, in a reflection of India’s growing diaspora, Indian Channels have also been
aggressively increasingly their presence across international markets. General Entertainment
channels like Zee TV. Set. Star Plus. and colors are available in approximately 169,77,70 & 50
Countries respectively. ZEEI { Zec Entertainment Enterprises 1.td.) Launched its Second Arabic
channel, Zee Alwan in 2012 and industry discursions suggest that the response had been positive.
Television in India is a huge industry and has thousands of programmes in all the states of India
As per the latest broadcast [ndia Survey (BI-1018) by the joint Industry body BARC India the
_ country now has 197 million TV homes, up from 183 million in 2016. The BI-2018 survey also
notes that the number of individuals with access 1o television has gone up to 835 million: more
that the population of Europe In contrast. Smartphone penetration in the country is still at around
300 million, Interestingly, the five southern states Andhra Pradesh Telangana. Kerala. Karnataka
and Tamil Nadu have more than 90% TV penctration. But states like Uuar Pradesh, Bihar,
Rajasthan and a few north East Indian States have much lower number of TV sets, Pulling down
national TV penetration level to 66% Bu, it also means that 34% of households in India are yet
to buy a TV seL
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Prasar Bharati {Broadcasting Corporation of India) Act, 1990

Establishment and composition of Corporation-

1} With effect from such date as the Cenual Government may by notification appoint in this
behalf, there shall be established for the purposes of this Act a Corporation, to be known as
Prasar Bharati (Broadcasting Corporation of India).

2} The Corporation will be a body corporate by the name aforesaid, having perpetual succession
and a conmmon seal with power to acquire, hold and dispose of property, both moveable and
immovable, and to contract, and shall by the said mane sue or be sued.

- 3) The Headquarters of the Corporation shall be at New Delhi and the corporation may establish
offices, kendras or stations at other places in India and. with the previous approval of the Central
Government outside India.

4) The general superintendence, direction and managemem of affairs of the Corporation shall
vest in the Prasar Bharati Board which may exereise all such powers and do all such acts and
things as may be exercised or done by the Corporation under this Act.

5) The Board shall consist of :-

a) a Chairman;

b) one Lxecutive Member:

¢} one Member (Finance);

* d) one Member (Personnel),

&) six Part-time Members;

) Director-Ceneral (Akashyvani), ex ofTicio.

¢) Director-General (Doordarshan), ex olficio;

h) one representative of the Union Ministry of Information and Broadcasting, to be nominated by
that Ministry;

1) two representatives of the employees ol the Corporation, of whom one shall be elected by the
engineering staff from amongst themselves and one shall be elected by the other employees from
amongst themselves.

6) The Corporation may appoint such Commitiees as may be necessary for the efficient
- performance, exercise and discharge of its functions. powers and duties: Provided that all or a
majority of the members of each commiltee shall be Members and a member of any such



committee who is not a Member shall have only the right to attend meetings of the committee
and take part in the proceedings thereol, but shall not have a right to vote.

7) The Corporation may associate with itself. in such manner and for such purposes as may be
provided by regulations, any person whose assistance or advice il may need in complying with
any of the provisions of this Act and a person so associated shall have the right 10 1ake part in the

- discussions of the Board relevant to the purposes for which he has been associated, but shall not

have the right to vote.

8) No Act or proceeding of the Board or of any committee appointed by it under sub-section (6)
shall be invalidated merely by reason of -

a) any vacancy in, or any defect in the constitution of. the Board or such committee; or

b) any defect in the appointed of a person acting as a Member or a member of such committee;
oar

¢) any irregularity in the procedure of the Board or such committee not affecting the merits of the
case.
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All the Faculty members of Journalism & Mass Communication

Department are hereby inform that there will be a discussion over

"Evolution of Television" topic delivered by Dr. Ravi Gautam, HOD

Department of Journalism & Mass Communication on dated 28-05-2016

at 3:30pm. Kindly participate in it and have healthy discussion over the

fopic.
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The Evalution of Television

Since replacing radio as the most popular mass medium in the 1950s, television has plaved such an integral role in
modern life that, for some, it is difficult to imagine being without it. Both reflecting and shaping cultural values,
television has at times been criticized for its alleged negutive influences on children and young people and at other
times lauded: for its ability to create a common experience tor all its viewers. Major world events such as the John F,
Kennedy and Martin Luther King assassinations and the Vietnam War in the 1960s, the Challenger shuttle explosion
in 1986, the 2001 terrorist attacks on the Waorld Trade Center, and the impact and altermath of Hurricane Katrina in
2005 have all played out on television, uniting millions of peaple in shared tragedy and hope. Today, as [nternet
technology and satellite broadeasting chanue the way people watch television, the medivm continues 10 evalve,
solidifying its position as one of the most important inventions of the 20th contury.

The Criglns ol Television

Inventors conceived the idea of television long before the technology to create it appearcd, Early pioneets speculated
that if audic waves could be separated fram the electromagnetic spectrum to creale radio, so too could TV waves be
separated to trapsmit visual images. As early a5 1876, Boston civil servant George Carey envisioned complete
television systems, putting forward drawings for a “selenium camera” that would cnable people 'to “see by
electricily”” a year later {Federal Communications Comimission, 2005).

During the late 1800s, several technological develapments set the stuge for television. The invention of the cathode
tay tube (CRT) by German physicist Karl Ferdinand Braun in 1897 played a vital role as the forerunner of the TV
picture tube, Initially created as a scanming deviee known ns the cathode ray oscilloscope, the CRT effectively
combined the principles of the camera and electricity It had a fluorescent sereen that emitted a visible light (in the
form of images) when struck by a beam of ¢lectrons. The other key invention during the |880s was the mechanical
scanner system. Created by German inventor Paul Niplkow. the scanning disk was a large, flat metal disk with a
series of small perforations arranged in a spiral pattern. As the disk rotated, light passed through the holes,
separating pictures into pinpoints of light that could be transmitted as a series of electronic lines. The number of
scammed lines equaled the number of perforations. and each rotation of the disk produced a television frame.
Nipkow's mechanical disk served as the foundation for experiments on the transmission of visual images for several
decades,

in 1907, Russian scientist Boris Rosing used both the CR and the mechanical scanner sysiem in an experimental
television svstem. With the CIRT in the receiver, he used [ocused electron beams o display images, lransmitting
cride peometrical patterns onto the television screen, The mechanical disk system was used as a camera, creating a
primitive television sysiem.

Early Broadeasting

Television broadeasting began as early as [Y28, when (he Federnl Radio Commission authorized inventor Charles
Jenkins to broadeast from W3ikK, an experimental <intion I the Maryland suburbs of Washington, DC. Silhouetie
images from motion picture films were broadeust to the general public on a regular basis, at a resolution of just 48
lines. Similar cxperimental stativns ran broadcusts throughout the early 1930s. [n 1939, RCA subsidiary NBC
(National Broadeasting Company) became the first nelwork to introduce regular television broadcasts, transmitting
its inaugural telecast of the opening ceremonics at the New York World's Fair. The station’s [nitial broadcasts
transmitted 1o just 400 television sets in the New v ork area. with an audience of 5,000 to 8,000 people (Lohr, 19410).

Television was initially available only to the privilegzed few, with sets mnging from $200 1o $600—a hefty sum in
the 19305, when the average annual salary was S1.363 (K€ Library). RCA offered four types of telovision receivers,
which were sald in high-end department siores such as Macy’s and Bloomingdale's, und received channels |
through 5. Early receivers were n fraction of the size of modern TV sets, featuring 5-. 9-, or 12-inch screens.



Television sales prior 10 World War |1 were disappomting—an uncenain economic climate, the threat of war, the
high cost of a television receiver, and the limited number of programs on offer deterred numerous prospective
buyers. Many unsold television sets were put into storage and sold after the war,

NBC was not the only commercial network 1o emerze in the 19305 RCA radio rival CBS (Columbia Breadeasting
System) also began broadeasting regular programs, So that viewers would not need a separate television set for each
individual network, the Federal Commumicalions Commussion (FOCY outhined a single weehnical standard. In 1941,
the panet recommended & 525-line system and an image rate of 30 frames per second. It also recommended that all
LIS, television sets operate using analog slunals (hroadeast signals mide of varying radio waves), Analog signals
were replaced by digital signals (signals transmitted as binary code) in 2009.

With the outbreak of World War 11, many companies, including RCA and General Electric, turned their attention to
military production. Instead of commercial television sets, they began to churn out military electranic equipment. In
addition, ihe war halted nearly all television broadcasting: many TV stations reduced their schedules to around 4
hours per week or wenl ofT the air altogether.

Color Technology

Although it did not become availuble until the 1930s or popular until the 1960s, the technology for producing color
television was proposed as early as | 904, and was demonstrated by lohn logie Baird in 1928, As with his black-
. and-white television system. Baird adopted the mechanical method, using a Nipkow scanning disk with three spirals,
one for each primary coler (red, green. and blue}. In 1940, CHS researchers, led by Hungarian television enginser
Peter Goldmark, used Baird's 1928 designs to develop a concept of mechanical color lelevision that could reproduce
the colar seen by a camera lens,

Following World War 1. the National Teleyiaion Svstem Commilttee (NTSC) worked o dgvelop an all-electronic
color system that was compatible with blach-and-white TV sets. aining FUC approval in 1953, A year later, NBC
made the first national color broadeast when it telecast the Tournament of Roses Parade. Despite the television
industry's support for the new technalogy, it would be another 10 years before color television gained widespread
popularity in the United States, and black-and-white TV sels outnumbered color TV sels until 1972 (Klooster,
2009), :

The Golden Age of Television

Figure 9.5
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The 19505 proved to be the golden age of television, during which the medium experienced massive growth In
popularity. Mass-production advances made during World War I substantially lowered the cost of purchasing a set,
making television accessible to the masses, [n 1945, there were fewer than 10.000 TV sets in the United States. By
1950, this fizure had soared to around 6 million. and by 1960 more than 60 million television sets had been sold
(World Book Encyclopedia, 2003). Many ol the early television program formats were based on network radio
shows and did not take advantage of the potential oflered by the new medium. For example, newscasters simply

_ read the news as they would have during a radio broadeast. and the network relicd on newsreel companies to provide

footage of news events, However, durmg the early 19505, television programming began to branch out from radio
broadeasting, borrowing from theater t ereate ucclaimed dramatic anthologies such as Play frouse Uil {1956) and The
LLS Steed Howr (1953) and producing quality news film 1o accompany coveragy of daily events.

Two new types of programs—the mogazine format and the TV spectacular-—plaved an impartant role in helping the
networks muin control over the content of thelr troadeasts. Early television programs were developed and produced
by a single sponsor, which gave the sponsor a large amount of control over the content of the show. By increasing
program length from the standard | S-minute radio show to 30 minutes or longer, the networks substantially
increased advertising costs for program sponsors, making it prohibitive for 4 single sponsar. Magazine programs
such as the Today show and The Tomight Show. which premiered in the early 1950s, featured multiple segments and
ran for several hours. They were alsa screened an a daily, rather than weekly, basis, drostically increasing
advertising costs. As a result, the netwarks began to sell spol pdvertisements that ran for 30 or 60 seconds. Similarly,
the television spectacular (now known as the television special ) fratired lensthy music-variety shows that wers
sponsored by multiple advertisers. ’

In the mid-1950s, the networks brought back the rudio quiz-show genre. Inexpensive and casy to produce, the trend
caught on, and by the end of the 1957-1958 season, 22 quiz shows were bemng aired on network television,
including CBS's 364,000 Question, Shorter than some af the oew types of programs, quiz shows enabled single
corporate sponsars to have their names displuved on the set throughout the show. The popularity of the quiz-show
uenre plunged at the end of the decade, however, when It was discovered that most of the shows were rigzed.
Producers provided some contestants with the answers to the guestions in order 1o pick and choose the most likable
ar controversial candidates. When a slew of contestants accused the show Deito of bring [ised (1 1958, the networks
rapidly dropped 20 quiz shows. A New York arand jury probe and a 1959 congressional Investigation effectively
ended prime-time quiz shows for 40 years, until ABU revived the penre with its launch of Whe Wanis (o Be a
Milliniaire in 1999 (Boddy, 1990). 4

L

The Rise of Cable Television

Formerly known as Community Antenna Television. or CATY, cable television was eriginally developed in the
1940s in remote ar mountainaus areas. including in Arkansas, Oregon, and Pennsylyania, to cnhance poor reception
of regular television signals. Cable antennas were erected on mountains or other high points, and homes connected
1o the towers would receive broadcast signals

In the late 1950s, cable operators began to experiment with microwave 1o Bring signals from distant cities. Taking
advantage of their ability to recéive lono-distance broadcast signals, operators branched out from providing a local
community service and began locusing on offering consumers mors exiensive programming choices. Rural parts of
Pennsylvania, which had only three channels {one for cach network), soon had maore than double the original
aumber of charmels as operators began to import programs from independent stations in New York and
Philadelphia. The wider variety of channels and clearer reception the service offered soon attracted viewers from
urban areas, By 1962, nearly 800 cable systems were aperational, serving 850,000 subsaribers,

The Emergence of Digital Television

Following the FCC standards set oul during the early | 9:40s, television sets reccived programs via analog signals
made of radio waves. The analog signal reached TV sets through three different methods: over the airwaves, through



a cable wire, or by satellite transmission. Although the system remained in place for more than 60 years, it had
several disadvantages, Analog systems were prane 1o slalic and distortion. resulting in a far poorer picture quality
than films shown in movie theaters, As television sets grew increasingly larger, the limited resolution made scan
lines painfully obvious, reducing the clarity of the imuge. Companies around the world, most notably in Japan,
began to develop technology thar provided newer. better-qualits 1eledision formats, and 1he broadeasting industry
began to lobby the FOC to create a committee to study the desitabilin and impact of switching to digital television.
A mare eflicient and flexible form ot broadeast echnology. digital television uses signals that translate TV images
und sounds into binary code, working in much the same way as a computer. This means (hey require much less
frequency space and also provide a far higher quality pieture. In [987, the Advisory Committee on Advanced
Television Services began meeting to test various TV systems, both analog and digital, The committee ultimately
agreed to switeh from andlog 1o digital format in 2009, allowing & transition period in which broadcasters could sead
their signal on bath an analog and a digital channel. Onee the switch took place, many older analog TV sets were
unusable without a eable or satellite service or a divital converter. '|'o retam consumers’ access to free over-the-air
television, the federal government offered $40 gift cards to people who needed to buy a digital converter, expecting
to recoup its costs by auctioning ulf the ald analog broadeast spectrum 1o wireless companies (Steinberg, 2007).
These companies were cager to gain access (o the snolog spectrum for mobile brondband projects because this
frequency band allows signals 10 travel greater distances and penetrate buildings more easily.



