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Abstract- Purpose- The thing of the study is to 

understand how the right choice of media can 

actually help in getting maximum possible benefits 

from advertising. Every medium of advertising 

carries its own separate benefit, its own set of pious 

followership and its own different principal 

characteristics. therefore, at some point of times 

companies have no available criteria, to judge, which 

medium would be most effective to break their 

needed purpose than budget as a consideration. The 

particular study aims to understand every aspect of 

the different medium and relate it with colorful 

requirements of the business.  

Findings- All mediums of advertising, have their 

different functions, cover different requirements and 

have different set of target followership. The 

requirements of the business should be anatomized 

first and also the below information can be used to 

understand, which medium of advertising could be 

stylish for any business. Direct correspondence has 

the loftiest impact of any medium. Your 

communication reaches each philanthropist in a 

individualized way and at a moment they've chosen 

to consider your communication. The cost of 

reaching an individual through direct 

correspondence can be indeed lesser than TV, 

making it the most precious advertising medium per 

person reached.  

Research Methodology The exploration is grounded 

on secondary data. The exploration is a descriptive 

exploration. The data has been attained through 

papers, reports, exploration papers and formerly 

done checks and questionnaires. 

 

Indexed Terms- Cinema advertising, Direct Mailing, 

Television Advertising 

 

I. INTRODUCTION 

 

The need for advertising can't be denied by any 

business because every business needs to reach out to 

its people in a positive manner so as to make a group 

of pious guests to their brand who can further bring 

gains to their brand. Advertising provides the platform 

to the business to interact with their client, increase 

their visibility, make their brand and developing 

relations with their guests. Need for advertising can in 

no way be denied, because if there's business, there 

ought to be guests and if there are guests. 

Communication is apparent. This communication is 

advertising.  

  

Advertising being an investment to company future 

and like every investment, a lot depends on 

advertising, as well, in terms of people, profit, life of 

business, sustainability etc. therefore, after a company, 

has come to realize the need of advertising for its 

business, high questions it faces are  

  

• Where are my target buyers?  

• What's the stylish medium to reach them?  

• Which medium can allow us maximum reach in 

minimal possible investment?  

  

These our some of the questions on top of the mind of 

every business once they have decided to go for 

advertising. With arrival of technology, changing 

consumer’s preferences etc, A lot has changed in the 

way we should announce.  Why does most business 

advertising fail to yield anticipated return on 

investment. That's because of some of our wrong 

opinions, we make while advertising.  And one of the 

major decision is, “What should be the right medium 

to adverise?”  

  

therefore, the end of our study is to understand 

business requirements and relate it with advertising 

basics and hence formulating a relative study for 

understanding the effectiveness of colorful mediums 

of advertising according to business requirements and 
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prospects. To help business maximize their reach, 

public acceptance, personalization, cost effectiveness 

by opting the right medium to announce. 

 

The questions to everyone’s mind now would be, is 

opting advertising mediums before flashing such an 

important and pivotal decision before anything. Yes, it 

is. Let’s understand how.  

  

 There are colorful mediums for advertising like 

journals, magazines, radio, TV, cinema, out-of-door, 

mobile internet, direct mailer etc. Every medium 

follows its own set of guests, cost and advantages. 

secerning between different mediums becomes 

essential to get the maximum advantages of 

Communication, reacceptance, cost advantage, 

erecting brand image, switching capacities, acceptance 

and cost, effectiveness and quality of add, comity of 

announcement with the medium, comity with time, 

shelf life, personalization of communication, failings 

etc. Every mediums rates else on the scale for below 

effects and therefore being different on the base of 

requirements and precedence of business. therefore, 

our first ideal of the study is to understand all the 

available mediums of advertising on the below said 

aspects.  

  

 After understanding different available mediums of 

advertising, It needs to be comprehended with 

business needs to deicide the felicity of medium 

according to business requirements, which varies 

considerably from the stage the company is in to 

guests it's targeting to the budgets it wants to spend. 

The colorful questions which every company should 

ask before choosing an advertising medium are  

  

• What are the long term advertising objects of the 

company  

• What separate benefits are they awaiting from 

there announcements.  

• Are they apprehensive of there target buyers. 

Whether they're keeping it in mind, before going in 

for a particular choice of advertising medium.  

• What prompts them to a particular advertising 

medium for there company/ Product. Whether it 

depends on some outside agency or internal 

opinions.  

  

 Formerly, we've understood the requirements of 

advertising by colorful businesses. There would be a 

relative study for you to understand which advertising 

medium is suitable to what needs and which business 

can make the most effective use of the said medium.  

  

 Nothings satisfy man than an intelligent reason or a 

sense. Once we've actually understood, which medium 

could be stylish for your business. Our high concern 

would be to know were these choices justified. 

therefore our coming step would be to relate the 

supplement the effectiveness of colorful 

announcements with respect to the medium usedi.e 

How successful a particular medium is to add on to an 

announcement meeting its objects.  

  

 Having understood all, not leaving any compass for a 

“what if” situation. The study next aims to 

comparatively dissect different announcement 

juggernauts of different companies under same 

assiduity using different mediums for flashing their 

products  

  

 After understanding all the below knowledge on 

advertising and choice of advertising medium, the 

study would be deficient without understanding the 

consumers response to advertising on different 

mediums. therefore, the study next aims to studying 

the station of people to advertising on colorful 

mediums and understanding which separate member 

of people are effected more by which medium of 

advertising. 

 

RESEARCH OBJECTIVE 

1. To understand advertising for businesses. 

2. To understand and explore different available 

mediums of advertising for businesses. 

3. To understand the primary objectives and needs for 

advertising of various businesses  

4. To understand the various Advertising mediums 

for different Product and industry levels 

 

II. LITERATURE REVIEW 

 

According to Belch and Belch (2004), advertising is 

any paid form of nonpersonal communication about an 

association, product, service, or idea by a linked 

patron. Wells, Burnett, and Moriarty (2000) claim that 

advertising is no personal since it's a form of mass 
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communication and defines advertising as no personal 

communication from an linked patron using mass 

media to convert or impact cult. Burp and Burp (2004) 

suggest that advertising is the swish given promotional 

tool since it's conclusive. It's also a truly important tool 

for companies whose products and services are aiming 

to satisfy mass consumer requests.  

  

 Advertising is according to Tellis (2004) an enormous 

sedulity and the growth in expenditures indicates that 

the significance of advertising is not declining. The 

total expenditures in the United States on all media 

advertising in the 2002 were nearly$ 240 billion 

(Armstrong & Kotler, 2005, Belch & Belch, 2004, 

Tellis, 2004). This could be compared to the total 

expenditure of$ 53 billion in 1980. Promotional 

expenditures in international requests have grown as 

well. Advertising expenditures outside the United 

States increased from$ 55 billion in 1980 to nearly$ 

214 billion by 2002. still, there is no nation that could 

be compared to the U.S. where companies collectively 

are spending further than$ 1500 per capita a time on 

every man, woman, and child in the country – nearly 

50 percent farther per capita than in any other nation 

(Belch & Belch, 2004).  

  

 Advertising can be, in some cases be the sole reason 

for the growth of the company or the product.  

  

“The effectiveness of advertising depends on the 

selection of right media for conveying the said 

communication to the target cult”  

  

 Before agitating the limitations with advertising it's 

important to note the difficulties with assessing the 

effectiveness of advertising. The effectiveness of 

advertising is according to Tellis (2004) a largely 

complex phenomenon and depends constitutionally on 

mortal response to communication and how it's 

communicated. It involves attention, processing, 

recall, and response to appeal. This leads to one 

implicit disbenefit noted by Armstrong and Kotler 

(2005) who claim that advertising is a kind of one- way 

communication. Smith and Taylor (2002) emphasize 

the need for advertisers to suppose outside the box and 

engage in a more dynamic and creative styles of 

advertising via direct correspondence, telesales, 

Internet, television Radio etc. Tellis (2004) emphasize 

that only a numerous advertising campaigns are 

successful and only a numerous announcements are 

suitable to reach over the position of noise and seize 

attention. This could be explained by inattention to 

advertising, resistance to persuasion, 

miscomprehension of advertisement communication, 

and reduplication of effective ways.  

  

Clutter is according to Duncan (2002) another major 

limitation of advertising. The fact that advertising is 

far and wide results in review from people and 

reinforces the resistance towards it. Burp and Burp 

(2004) also admit the problem with clutter and define 

it as “the amount of advertising in a medium”.  

  

 Dave Chaffey( 2002) defines internet marketing as “ 

Applying Digital technologies which form online 

channels(- correspondence, databases, plus mobile/ 

wireless & digital TV) to contribute to marketing 

exertion aimed at achieving profitable accession and 

retention of guests( within amulti- channel buying 

process and customer lifecycle) through perfecting our 

customer knowledge( of their lives, behavior , value 

and dedication drivers), also delivering integrated 

targeted dispatches and online services that match 

their individual conditions. ” Chaffey's description 

reflects the relationship marketing generality, it 

emphasis that it should not be technology that drives 

Electronic marketing, but the business model.  

  

 Mort etal.( 2002) has stated that moment, monotonous 

advertising and marketing ways have given way to 

digital marketing. In addition, it's so important that it 

can help revive the economy and can produce 

tremendous openings for governments to serve in a 

more effective manner (Munshi, 2012). enterprises in 

Singapore have tested the success of digital marketing 

tools as being effective and useful for achieving 

results. (Teo, 2005). More importantly, growth in 

digital marketing has been due to the rapid-fire- fire 

advances in technologies and changing request 

dynamics.  

  

 Chaston & Mangles (2003) examined the influence of 

marketing style on the operation of the Internet among 

small UK manufacturing enterprises. They employed 

a quantitative methodology to determine whether, in 

business- to- business requests, the Internet is a 

technology that will be managed differently by 

enterprises that have espoused a relationship versus a 
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transactional marketing exposure. The disquisition 

was conducted through posted questionnaires on a 

sample of 298 UK small enterprises (manufacturers of 

mechanical or electronic factors their primary area of 

exertion is business to- business marketing have 

between 10- 50 workers/ not branch shops of British 

or international associations). shy validation was set 

up to support the view that relationship- acquainted 

enterprises, when compared with trade supporter- 

acquainted contenders, cortege differing perceptions 

about the nature of online requests.  

  

Wixom & Todd (2005) has explained in his article that 

there are some rudiments that affect the organic 

registries analogous as content, keyword, inbound 

links, labels and the runner rank of a website, and so 

on. The work of a business is trying to get as grandly 

ranking as realizable on the result runner and 

perfecting those rudiments concerned. 

 

III. RESEARCH METHODOLOGY 

 

Research styles are used to give a methodical approach 

to exploration and helps in ordering the data collected 

in order to be to dissect it and conclude whether it 

answered a particular question or not. There are 

principally, two types of inquiries, Primary 

exploration and secondary exploration. We've used 

both the inquiries in our study. Our primary 

exploration supports the knowledge and curiosity 

behind our secondary exploration.  

  

 A) Secondary Research:  Secondary exploration was 

demanded in the study, so as to understand all the 

former inquiries, studies, and derivate in the below 

field of media comparisons for advertising. In our 

secondary exploration, we studied colorful exploration 

papers of multiple authors and publications to get the 

larger picture of the situation. Our secondary 

exploration is cited in colorful places in the 

exploration paper. The introductory purpose of the 

secondary exploration is to back up the conduct behind 

the primary exploration with the knowledge.  

  

 B) Primary Research: Primary exploration was 

carried out using colorful exploration tools. Primary 

exploration carried colorful interviews, and 

questionnaires. It was principally taken from two 

perspectives, One was the company perspective and 

the other was the consumer perspective.  

The exploration with consumers was extremely 

important for this study. The applicability of 

followership criteria to media comparisons hinges on 

the supposition that media effectiveness is a function 

of the extent to which cult retain characteristics 

prophetic of the unborn purchase of announced 

particulars. Which farther has colorful aspects to it like 

likeliness towards a particular medium of 

entertainment, what builds further trust inside a 

consumer, or what's utmost action concentrated etc. 

therefore a exploration was carried out to study the 

behavioral aspects of consumers in environment of 

their responses to colorful medium of advertising.  

  

• System Of Research  

The system used for the exploration was 

Questionnaires. For the purpose of said exploration, 

three different questionnaires were designed having 

different objects each.  

  

 The questions used in the questionnaire were  

• Demographic Questions  

• Multiple choice questions with one answer  

• Multiple choice question with multiple answeres  

• Standing scales  

• Open ended, single textbox questions  

 

• Sample Frame  

The Sample frame for each questionnaire was 81. 

While getting the questionnaire filled, keen interest 

was laid on maintaining the variability in the 

demographics of the population, so as to get different 

opinion on the content. 

 

• Findings 

In the analysis, we studied the opinions of people and 

assiduity on different advertising mediums and further 

the part of all advertising mediums at different places, 

purposes and function of business. Now, to add up all 

the analysis with the finding of the study, Let’s study 

the varied impact of different advertising mediums.  

Varied impact of different advertising mediums  

  

• Television Advertising gives access as a medium 

of advertising to maximum number of people and 

creates an own distinct image of the company. In 

fact, TV observers are indeed more apt to 
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completely “tune into” an announcement. TV 

advertising creates an own distinct image of the 

company. People on the other hand also like 

watching TV advertising. TV is a atrocious 

medium for image advertising. The visual action 

and audio allow observers to feel involved with TV 

Last but not the least, Television advertising also 

acts as an important factor in the purchase decion 

of the people. It works best for consumer goods, 

FMCG, Electronic goods, Mobile phones etc.  

 

• Newspaper Advertising is one of the cheapest way 

to reach mass followership. also, according to the 

exploration people feels, review advertising is one 

of those mediums where the communication is 

delievered in one of the most effective ways, 

without wasting the time of people. review, also 

also provides compass to companies to give people 

with further information in advertising, which 

further creates credibility. In any case, flash back 

that journals are generally scrutinized by the 

anthology. Indeed, if an announcement is seen at 

each, the caption will be glinted and the dupe could 

get ignored, but the notice may anyway come by.  

 

• Magazines offer a slightly better occasion to catch 

the anthology’s attention. compendiums tend to 

read magazines more precisely than they do 

journals, and because magazine advertisements are 

placed smaller per runner, the competition for the 

anthology’s eye is reduced. But magazine 

advertisements bring further than review 

advertisements. Magazines are a great aid for B2b 

advertising and image structure.  

 

• Radio offers a dramatic enhancement over “print” 

announcements. The “listener” is interned to the 

communication unless they switch stations or turn 

the radio off. The cost to reach the same quantum 

of people that a print announcement would reach, 

still, is significantly advanced. With music the 

communication reaches better.  

 

• Direct Mail has the loftiest impact of any medium. 

Your communication reaches each philanthropist 

in a individualized way and at a moment they've 

chosen to consider your communication. The cost 

of reaching an individual through direct 

correspondence can be indeed lesser than TV, 

making it the most precious advertising medium 

per person reached. 

 

CONCLUSION 

 

The information in former chapters brought forward in 

front of us colorful data and actions of the people, 

which we can use in any possible way. The below 

study is like water, which can take any shape of 

knowledge and the any conclusions can be deduced 

from it grounded on the different requirements of the 

people and companies. Our job was to uncover 

colorful data, which could be further shaped with any 

conclusions. Your requirements and conditions could 

be put in front and being matched with the data stated 

in the analysis and findings and your own conclusions 

can be deduced, which could be further put to use.  

 

All mediums of advertising, have their different 

functions, cover different requirements and have 

different set of target followership. The requirements 

of the business should be anatomized first and also the 

below information can be used to understand, which 

medium of advertising could be stylish for any 

business. 
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