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Marketing Promotion: Concept and Components
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Evans & Berman &9 &9MER (T & &WiF FCACA ST @, “Promotion is any form of
communication used by a firm to inform, persuade or remind people about its products,
services, image, ideas, community involvement or impact on society.” SR T T GF
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Evans & Berman R&¥ &91taa (@ 1%l @wiq S0 ©F B, “Sales promotion involves the

marketing activities, other than advertising, publicity or personal selling that stimulate
consumer purchases and dealer effectiveness.” R K& P17 20 [earie, o517 A e
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Philip Kolter & Gary Armstrong @9 09, “Sales promotion is short-term incentive to
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Adpvertising: Concept, Importance and Functions
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Philip Kotler & Gary Armstrong @< 9, “Advertising is any paid form of non-personal
presentation and promotion of ideas, goods, or services by an identified sponsor.” SR

et 2etl Tl e Soie! Tee weds RN o Qe 2907 1 CRE Safes Srgee
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Etzel, Walker & Stanton fGe#Itaa (& Gl @Wie S0 ©F =0, “Advertising consists of all
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Re9-97 eareiTet (Importance of Advertising)
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OIS 8 TreAmAIAE 04y 7% 38 (Creating Relationship between Consumers and
Producers): &9 Teoivacs (o s 2Ifafoe 303 (SIteT | @ N (@Fot T (o7
ey I [RBIS THCS AN | 9T TP 8 (SIS A TP A |

AT o7 &if® (Getting Product Information): RS *Itaa T (SI&RT 747 8 (IR
O WIS ST | #TIR O ST AR (Forare ToiFo & a3k efsvitTa Rawne I =i |

so. {&w Mg wxwet W (Helping Salesmen): RGET Tepfors ooy F FSRT

(@RI 7F (AT SRR A R FANWF MRS AT YA 20O T A1 | T [[Gqwar
g ANCY S AP ARI GTRMIC 70 = |

4. e ¢®e (Social Importance): ANEF TR S [G@Iotmg eFy o | 70
ARt AIGE @ ST F47 20Tl

o.

QI N9 & (Enhancing Standard of Living): Rest+tTa Moy (wroiorcs R[feg
GICT A M O Q20 & eTAIbe 1 7 | (rerre e Wy wige 2w ffey
o] T AT CTAT Q7S T ST TF | TS OInd GIRAI@IF M TF© 2 |

o7 tafoar= (Diversification in Taste): JWF 8 ooy TRy 717 Reareitma AR
TS &BfeTe 2T | IV QI SFood ST F7 IIRIEE TC AT P (Avay Ao
B

@A AR (Facility to purchase): RGeF 7= (@FST 2t @S, S&, SRS, T,
IfEFT I TRAWSF T A (ATFE THCS AT I RS & TaS a4 FA0S AN,
qr A0 PSP RS I (O |

. VPFIPRWE &SR (Reducing Influence of Middlemen): RSt <7 1 R

fafeg afiEs, IRt ¢ &ife g 7IF (Ko o2 (T Fitr O € =7 | T <47 [ewm
(@ THZIPTINM O SRR A |

fitga= (Industrial Development): “ITIF g+ g+ &, SifRwl 1 (el 32, ebfere
ST SifRwr I @3 @3 FBfeReTer qom AT [Kearm 7247 g «IF 303 | T afsfoe
RICE TeAMe SIIRS ACE QIR Toe Sifenr WO Sy s el 9 |

FPRFT @A™ B (Creation of Employment Opportunities): @ 73eia
ORI A B 30 | @re: @il o 8 bt & Apd GRe e ewies
| faole ReEHta T gor® Al AEFeg Mo FERe 9%, T qrwEe J9F
TN AT 3B =T |

AifSE Fe0e (Social Welfare): STTST TR ACF (o «@eed [eersi= &5 41 27|
N-“olTR &I, e A, qNHAIN gy WO Toniv | @ R A@-sifas, @fes,
(Bferfens, FBRCNs Toyiva TYICY ABIT FAI9 T IS NCad WA FooTo! I AT |

AT 3T 17, AfSHINT TSy WS A9y T G FTIF T (EFOHALRENS O AT 8 TR
fEq dite e 7ze 20ens wtafos @ ANfes M At 97 AT WPy AR |

ZTHRE w6
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@ 9-93 KR (Functions of Advertising)

e st afenfefes siw | WUe 5 e oW [eeee sw Fabteyee vare A |
fEremrer W3R R Swmena B2 [eetoita FIERer fSa o6 | fNE @3 SRS T0F o
I GE

5. AfSTaine (AtF  AGE  PRFOIT e & (To Differentiate Products from
Competitors): &S ATF G 2B LTS @ GRCF IS 9 & RS Sreow
FIe | ST Aoty SCAT! T Tye @R TAM*Brs foqersl el TSRS M ALFPDS Cf¥iBy
OO {31 =W | @i SN ¢ w3l et ANGBE A Fel 72w 2 |

Q. T @ FHTSF O AT (Provides Product and Brand Information): =7 € % 7 EFS
fJfog o7 [@mHitdd T Sweed W0 2R a0 2| 967 8 T IIRAER e 8
TefcitareT ABIR, YRR A, N efegi, o, fTeiRe 4 e sfass wr g Ay
I TS &S TN ©2F RGO NG Ao F41 &7 |

©. 9y IR &eAIfoe T (Influencing on Product Usage): R I Rearoices stayosy Srwrely
O (1 FOITT TN, AT A2 A2 T ST S IR F(E NG (GFSAACE 21l T
RIS T W | SRG! AT THCF 3 o3 = FANER AT, I @A Sres Fe
farTa feafoe = |

8. T I+ 2P (Increasing Product Distribution): RGersel &61taa e #itef sifzmr
I8 = | [T FEICeR IR ~Ael7 TR & RS 4 Nzt sRiwe! e 22 w2
fers I B T2PAR FA0o 27 |

¢. I SAGFR ¢ Siprey jf%a‘ (Increasing Brand Preferences and Loyalty): J<id
RS AT A T e Jieed gfe saifsm 2 ¢ wor wgerey Jfad (681 F0e 27 |
qTFE el Sorg FEFA Ofiw AR | [E@HeR The o4y e dfsfare 78Ry
(TOTMACE IO FA1S Tl [T M 9T 40 T (Fold IS AT @ Segsrey Jia
AR |

v, ARFeR {REFT-JT XA (Reducing Overall Sales Costs): S0 AT ;. A
SR P A HIHF GAoeR N6 AT AIm R =Ateld LG 9T 437 W81 7 | QU
S LR [T eferded Fol @ | sieer [etin swfe wwe @R zenw
e 3 <A1 | T AT ReT-ra. «117 |

q. WGEeFS &R F2AFT (Expanding International Market): RTAT< i@ =fely f=ferc
el STore FRFA TAMA | @AN-SGHIT FGAIRG WG SJREAT @A BT (AR
ST IV G I | T WBE 0P AL A0y eIt Rearoier {eara Sfsit #ffe1e e |

v. AfSHE rem’S @7 (Greeting from Organization): IO I Ao [feg T
ST (@I {8 (@I Giea el TARCF $rovr] CIewels [ eniF T 2 | (TN-
QAT FRTS! 3T ToRCF (SN 2I0F TS STOHR] @I SATCF JEW b7 |

5. eefiffre #uy aifére fit (Role of Getting Desired Products): S+ 1 e aar faer
e #Atela AWM (Feie 60 9o €A & [T amiq e A0 | [ereateics oy
TRGFE ATAGTAT ©AT TAF[ a1 T | T (o [feg AT T4 20 AT A7 5w
FACS A |
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5{ e sw et ¢ 6 ey Suge v |

@ T

fRga1od “Rsfeley ePTTaa’ O¥T G35 e T AR TeoAfe o[y F5{0F Soieits SRR® Sl L
SIMACE TF ] @0 ATAIMHS T T | @B Ao €@ PR s SAZHl | f[Rearitag arsae
3 ol fiow | aaws, wdtafos swy RREN are ANRFOT “tera sifzwl 2, sifzar ¢ @i
O 3B, TRAM AR, T 2I°I7 TEIRA, o7 NI, TG WA 6 Wprey I, W@ fo
Jifeiey TR, (OreT ¢ TeAMASIRT oy FoE B, AT o Alfe, aww sqora st v |
faorre, TIEF ey RETR 9 - QRTR@R I Jia, O [RoARE, TR AL, TIEIPRATE

Ao I, FITalas, FOREIa e 2 ¢ Tifes e | e ey site s wiEE a9
WWWMWCWWWW—@TW o] 8 TS ©2F TAF, eIy JIREH &)
ARIMACE ARSI, AT I09 TEPIRIIC NAfFR ¢ wWgarey Ifa, AT [Raw I3
ZF, SIS fes qrens TP, eifosife reml wivw serepifie sy aifere g |

Hj ANIGT TRA-br.

Hioe Tamw “e B (V) oz fe-
y1 it ey @wiee

%) wg ane <) e TAgeer
o) PR v) fafsrrs

1 e a3 et [N @et?
F) AT TRAMCT ) ooy AP B
) IS SR @ Sy e q) pely =17 fereface

O | Ay IFCE ©RT 2SI eI
%) faeere <) Y [T
R GIRERIEL] q) AWM

81 oY YT ARIDS IR &y oI (6 (I o SeT=e Fea?
) Ay IB ¥) faearsie
) Tore! [efeawad ) e el
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R g g, e @ ffse Reor R

Advertising Media: Concept, Classification and
Considerable Factors for Selection

@ =
Q A T AR
o TIGEIHT YT TP LI FACS ARCIT;

o TG IT-OT AFRCOW G FACO ARCE@T; IR
o @ Sy 15 Tany feemR 36 Fa0e AR |

4T *% (Keywords) | TN TS, R AW |

= % fReerew Mrg-97 g7t (Concepts of Advertising Media)

HeJ-NJW TARRISIT T ARFWR 736 (MR M Simas AR afs eea F919 & [ermwrerdt
fafeg W ar [fewe TRy a2 3@ | GFE TS I PN ATF [T TS v 9l Few
TR 2BIF TR T 7 | 12 O K@ NI (IR FAcS A4 & | [e=1e [rgretert sedq [{fesey
feeravTel e eoitad 993! 303 | Reeawreics e 47es eieiag afsffs (Ghifexm-veafwaa
CFE CBIfTAIS) O T GA-FEATHS 75 TBIGT FA0S T | FE1F O3 [R@IAmrore A A<m
B QeI TARTIE IAFIC [earaiw AR q/8Zew 3 |

Reeritag M [y aF9 2o A (R@ el (@ dIIET TGN JIQT FAEE ©f IS0 8 TS
AR dgfon Tore fefe wea fufae Faea | ©t Rermreis @i faw @ s == qee 27 (@,
FEF MG AT ST 73T GEaeela (956 AT [l Sorgrom Face 71 A1 [eatsiw &bt S
ST TG FACe Y QA | IOV AT FEIY QIR(FA R0 47 €@ CRF [NEq ME® A@W (Mfeey ma
ey PR gl A @I RGN NG Y SR T & | SR, TRAMHAG A1 A& FI,
AR, AFRM@, @Cs g3z Gffexm fearotag SrErarsy M |

feycy et WMgee oy vieeer Srarel el =CeT:

Dirksen, Kroeger and Nicosia G« Ss@ (7 5el @i SRS ©f 20#T, “An advertising

media is the means or conveyance by which the sales message is carried to prospective
customers.” 4 [RG#T (R AT @I T A 1 TG NG KT @M TG (FoIas

IR CTRICAT = |
Wright, Winter and Zeigler €< S, “To an advertiser, the media are vehicles that carry
messages to large group of prospects and thereby help in closing the gap between producer

and consumer.” SER REHTASR F0 [T NN T GIFFR A=A G A ST FSRT
fRITT ST (TSN T IR TR LT TAME 8 (STSIF NRF Y9 77 41 2F |

ol e 13T fAede-
v @ff festices Ry Al e
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e Tite genifie Jfema [NF6 Q@Y oA Torgow ST T GTeey e safe I<ze
;@R
wedfa e feerem sfacae sar s vty gz 301, [y [eerewa saeeEr o akt
AT A |

ST I T, AT TANS 8 (SIS N RAGT 779 7Ag® I AT RGaI -G ARIT
fGIATTST #oy-31M (SIS tna Sifvea AT |

et Mg-97 &=s1Fcen (Classification of Advertising Media)

e TG F#ACS G (AT ST A SR A T MG [t (77T Sedres ot

& | AefifEre (emgRe S ey e 7w heee afemiees [ g <= =30
A Rearitd a1 GaZ® NN SCEAIBA! ST JCeTl-

o

MFWAG (News Paper): 35 G079 2197 8 (T4 &bIA HeAMQq G0 T TN SA6 7o
VR-RCET GoIe e AT (offtr Al (@ TN 936 -S WA | GFKA NG ARl
ERFT A0, TE2 7 [IRg RS F1 7 @R ATHEHGAR G A GFIfEFT 4o
9 AR | O G T A, vy HFES TME a9 e ez AfGs (g o @3 g
ST T S0 2T | @ RGT AT TGN A TS FoFET |

AR (Periodicals): T, W, nfrs, Aol AuRFce Sgevag Fows e 3
ITIACET oraR e [T NFLNT FC (ST T | T FIAe AQWo@ o @ | @3
SRR TN Q@ AT 4T 2T A1G I (R0 4703 o1y [{oeg s saeaidi e woaT
Q&7 (F@ 58 TIAMATER T QHT6 g HGIACATF T |

e5ia%E (Leaflet): RISARCAMET, woted, Toifrer, ew opa Top swre o=@
R S dge I @I Nwe [l 60 T TR M9Ed 76 (@9 @ €qema [e@=itaa
ey | @7 ARG TN, 9T YT ARG ATT SRS TSR AT TR @ A FACS
AT | O3 7 SPYRAT RCET SCACPE U2 eBIFHa J1 ATG (el (M G [fe] e s 3894 |
R {GAS 2T @elfedt T &l @18 TR (e 0 |

. 5@ (Poster): IT IT ZACTF (61T fTCd I QT (T 5eTbCeTa FI0H, IPTHIS T8I

(TTT YfETCH (RSN T | T ARSI, [[CRIAT AT THoICeIF TS ST |

@t 1% (Hoarding): IR (TG, @9~ I Fo A ST [eaqt w1 (o I
ST @A ooy T AfSHIT [eerow (ARG AbdeT Zres 6! TEeE [eatomr W | @t
ST BRI ePhed, (@ T Sevpe of feare Jft emiw v | 9@ 7@ [ifwe N A =
8 FHIEATGTHAITS GF ToF Cofd I [ 219 (73l =7 |

@f®s (Radio): RS Ty TSN TF© 8 TGFS AR 7 (A¥2 (@T8 @Ffo Tefery Sy
T AT IR 27 ACF ALFE ST TG SNSHIFSIE T €T TF | AT L0 ¥ @ AN
e TS HfFe-wf e [eE Tmeadig 6 ey QT (sitrg o A |

GRS (Television): S RNECE Fe 2147 8 GT &bitd GRfeora a3t Srore Foiffoe @
FIEFA AT | QF TLTT IGToF SACABIE A =] I G SV TS 8 GO 90
@R | @ NG G SR R GG o5 79 |

TR ©F TEe [REET (Direct Mail Advertising): 5f+i@, €, “few, <=, o
Sifel, &6 1@ Togifv B @e [eeritT wwee | [Redy [{ew i sAtgers a1t o™
TS 8 TCeTAmafaas Ateyd R AWM (@[ & @ 2lafed [T I T | ARSI

TG A6 -390



Teomme R @ e (RS 71@)

TR fF5 R (20 G 8 TN QRS OFT G 1 A @ Tl S L |
SIRTI, ATS JT° X0 8 IS Wb WieTea [Kesri« 53 WS (08 T |

5. @ i @ (Outdoor Advertising): *=277 [Rfeg oI I @ 7wl IR @I
T 2T 9AA ATeTIRT IS AORCeT A (AT Sy @qpfos A2, (o6 A afge
SIEARITE AP RS (A1 & | TG 22 BT T G (e, Y QR A8 2 |
T @ LA [ I 0 FI Aol FIGTe A% 2 G O [eelf¥re 1oy @ Fare Tia
ETN

so. fEfeB® e  (DigitalAdvertising): ReORSE  WRIEA/CREER @O A
THRCFGANLICT Aol I TR FTAE O QW I 8 T T eI IR | TSN A (ST
@ (S Toire Sy 3G oz 8 ITREE TR ST ZAF IR fef&5Ie ey !
Tfey | fog e g fTodT a1 TTREs AT I A A IR/QAE I (2, S
AR R T Sqore AE 1 |

3. Afda=T fq@ ¥ (Vehicle or Transport Advertisement): ey g@= 1fg Rexw T@ 5= ar
31T, Byife, IR =l #icels e ferfiqa e ofay [Reaifore =i =37 |

53, T (Samples): eSIte Figere, FRETS ¢ ST FEAF 36 Y& IRFAGNI SRALRCT
5 #ITed AW (MR (AT T | SP1eeT @TF amiaice T 90a feeq f&feg 95er wfawefa s
G fRfeg At efs wige 2 | Gy G eqdima @ T RSt 7= bt (el
|

>0, BT Z8SH (Cinema Slides): FESR *MT F=-@@067 =T AT ATIR wolled 9@ 4R
@ a3 = | W e @t s GRifexma Sret | ©@ ega Bt g Aifvs
THEZ @ T SIS I |

8. f{T= ST (Neon Sign): IFST B 2T I (NGLTETS T ST AR SNFHA f{earafw
AN A R | GTS N G ST GIRIA 0 [T HRGR SPAYEets qisaizy v
COTE T | @K @roltag At 20T of Ardoe 40a [Re@oitaa R4 e F0 | S0 Sryfat 26T
T A [T NFE @ QIR TR @R @ RIS 9 |

S¢. I YN (Other Media): TARTS TR 2OIS RS FRE AT [GarI NI &beT
ARACR | GG (OFF @l A FES AT AIXA P ACHA | QST N @gfed
R, TSR, TR, T SR FG, FVHIC Al =&l FG, TI2Fg4l, biad (G, AT
(G2 AT, T YH© Zre-pier, Al ST @ @G 3o ST |

WWWWW (Considerable Factors for Selecting Advertising Media)

GG TR #ITF TRGTAT NGT QI8 Y [IRE T AN LTS 7IBCHIo TAE 8 7, (ST
G A R s & 9 NG TIRT FAF e LS AT | AR GG G0 AGNe AT
T ARSI AIFE T G LB T | ARSI ASJA-FIo0e g (@1 wigrexy sAfseifre = 71 feersiey
ST (Advertising Campaign) 9FF 4T JIZT AREAT 0 #TC | (FIF RG4TRF & &I
TGN ARG I ©f I TS o | I [e@roeg wagw F4oew sifaonfieen Tt gore
SCNPTEA! [T ol REIF 0 | ETeteT T SIeeiva 47 2eels

S. I %S (Nature of the Product): (FIY LI ML ST BT & @ I ©F 2T
Agfen Tom STTPRe foaHet | ©IR ()T T, CSINHA AR TIMAD, AR, @fe,
GlAfS*tT 32 TR ool [ReeT AR, GFEHIT TieAle], @R AoT% TF Nawe [E@ifore

EURERII *B1- 599
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T | A TG AT & A NG SIS T | [N, AR I A<qeerd [zrore oo ar
ARG ST W | AR O (IHFT IOWNER [@ow oy e it b
SIAZEG A6 7T |

. JEER WISt (Potentiality to Market): 837 JSAF A¥iBrs [@oitag 4 745
gelfie I | W {E6R I ewgad e ZeTl »teiR ey TR fowens fofes
0| #Ien e [ve g 9 [NE i erema o NS e T S wwst wive
W =Y A | SR AreiEd ARy geen 7w, [y eifi cerer W sty sifEmr A
TR AFC [T AT 50 IAT oo SRETw Sl G |

©. et S (Purpose of the Advertisement): RIS T e BIIT (Fe@
et Mg 15 fwtota age Sy o o Reavai aeee =1 | @9 436w, R
Ty I = tereIne W SIewfie e gfa, Sz Glefers a1 @f@e 2o Ty [ |
(Special Mailings) &I FIEF gl | T ACHT e FQN 7= #Atelrar vifzwr JfEw e
G BT STIFYE TS MR | TCE Sy ST [ [T<ICIE SIes G960 AN |

8. fR@rEa witawes @Fton (Type of Selling Appeal): RS7 &= (FIF A A<GT GIRA
a1 e of e R e vy 1 e g9 ¢ ewrren fRuaser w4
STOTRTF | SIRRACTTRA, M @A T 1 =7 @, #Aoly [ee=1te FIFIer Mg arew oa
@, O A RO AN =0T AT 77w | TR AFMAE@H (G ANRIICS A (@
TR 8 AT S G TN IR (Sl A |

¢. T &6e (Circulation Media): (@ T G 26 I & 0S-SR T4 T T
TNBE obew Fwel of o @ TS I | AT I09 200 M TGEE Abee
AN 20O TR | TGO A2IBC, S4F AT AT (FOIF 6 Ael-7@W (NRITS AT Q=
TN 159 T4 ATAG | SHIRFTHR, OGR! AN dGOFRACE To[2 (Ore! AW NE 2
T, SR AN AT T ANRRICE {21 ST T (@A IS 20T AT |

b, e METeRT T (Cost of Media): fe+itra f[fey Maw @t ToRe N e
AT GTFF VN QT AT [FhoN A6 0O AN ©F A5 T4 T*03 TSN | FReE 77
T TT GFH T | (P GG JF AHF @R AT (@I MGNT T FN 28 AN |
@fTe qar Gfe crares fefere Rt & @ @360 vE Fa T o FImE &fs
TG Ao fefere (IiFe (@25 (0T We @ | O (@1 R 0% F7T T
IR I ORI FTETETT IZIT PO AN | g Fieme [er=iey Qice seafwe o< asio [
TN IJIREE & AT T S (3T N4 {929 F41 8w |

q, &e3T &G (Available Budget): ReeI=itaa I fA<150 [Reei1tae & Iqimge ©rf<e q02
O[T R T | WYY AZW S A (A AKCS A (@, G W (T 0G0 ey vl
2R ©f RUT 936 ML JRIET & RS 41 |

v. ARFMA BT W9 (Standard of Customers’Education): (Fe& %@ Wtaa S
fearoItaa g o It ST | AEACR SRILReTS &l # e M S foa
@ATe St FACS ANfR- forwa, Srwgeee (2 1 Sigl- e gz B MifFs | fRawa/af e
@I FB #6) 7@FW (MR Ty RS @ Mg (AWo@, AR, TWRE, &6heg
Tonif) IR T SR | oHR Ty @fee Gffex ar TeRiE wdww AEEEe e
AT | ©13 [RT#aa e 60 T IRy aedmd fREe s f{eamam et €foe |

TG A6 -3
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S SR [ o o (@ qqeE e Mgy R

x Preidfe e FAET? (@ (T2 T T F- 26 I ey |

/o7 R

TEAM A IRT AF W6 #1078 CRE K@ NE@ 7@ (et (R &5 @ A A @FeT
TRETR B T O3 o W e SAfafoe | [Rearee qrgw e I9ne @ AQmeE, AN,
25IFeE, bR, [EErR Tae, @ee, GiRfens, ami o TRee [, Sqe I e,
fefebre fearom, stz [eeriw, T, Freasr Fges, fe st genifn | «B Resiw Mg fdives
s feaey R 3 Reeaad ewted A 0 A0 ©f AT S egfe, e FErel,
earoite Srerly, R AT SFRcen, TR &berw, Kears JILrpees 5%, ey ACE6 S
RIS I T |

Hj ANIGT TRA-br.8

w5 Tamg et B (V) o faw-

o7 TR0 T S - & T AT T -
AME NS IB18H G T ACT *RJAMCT G0 T Z[SH BIF I | SPTg (A*T4 SATCH
(AT e Gletfe=taa T 41K 63 |  Te IR Saeife Jfse 270 |

S AT @ FECE GRfeHts [ResroT ¢wr?

F) T ey &bl <) g SCABT
o) = AT q) T IS QWi
Q1 (BESTR T [eae QWita FCET AT (@K WS (ATF AT 20—
i) ST QeRE SorgeE i) 7o a5 iiil) SITWT Borgra
o @B A(ow?

F)i8ii ) i @ iii
) ii 8 iii 9) 1, ii 8 iii
o s sy -
i) s ii) fefEBreT faearom iii) FTCTa T
faeoa oIS Iow?
F) 18 ii ) 18 iii
) ii @ iii 9) 1, ii 8 iii
8 | RS (@ TG F AT ALK NGTA?
F) WIMAG ) IECETREETE D
o) fRearerw q) (eF

FOFT wis - sav



GIHGART (e

5. BERERAEENAIERICCI ARSI Es)

Publicity and Public Relation: Concept and
Characteristics

@ =
Q A T AR
o 5T TR LI FACS ARCI;

o fImN 8 WWWWWW; q3e
o  TIACAIN-GF LI @ STor*ly TP QIFel FACS AR |

ARSI SIS, TP, ofel-eT, ifafens sifzwr Tenifi |
T WA (Keywords)

= % oIF-9F G199t (Concept of Publicity)

= 1ol epiita ebiRee 2T dfesr Ree I+ 28 | SR Ko afemm goe T2we
SR AT 07 | RS W, (@ TN AR Tl =l @G AT Ay 8 @RI Aeqm
TS TAICS ARNE 2BIF 0T | 2BIF IR [[ATBINE @ 9L 7 F900 T 1 197 T
ooy, GRT @ Al AR ¢ Jam toft war = | A oed, et a SrrE! T (Fiew g
AT QST ANTLINTACR SR A9 (T IS O T VO ] FC LA oG AT AT
AT N SifEn I v w2l efovier foans oS toft @, wiavk wi #fifoe |
TR, (T TR MA@ e & 0w 93 92 @F 0 @ IAETH Do gs
GFBe TABHE (ReabeR) va srw feferearamm: SG-m egea (@riif et Sty [ns
R @I SBT-3Em! Nwrre WKE R @i SiGi-swmi R | @ T @ @it s
ABTET (e AT AT O BIRET (2T @7 (FCR R AIABIT AFCHAT SOl (VA M LD (ARl | &
AT ABRECE A5 A |

907 ebiv-97 oy el Srge 1 20

McCarthy @bISS (¥ ARl W FCACR T =G, “Publicity is any unpaid form or non-personal
presentation of ideas, goods and services.” IR LT Ffo® NGTEH THAC «=elT, ey A
CRIT TAFANE 41 I |

Philip Kotler & Gary Armstrong @< S, “Publicity is non-personal stimulation of demand
for product, sevice or business unit by planting commercially significant news about it in a
published media for obtaining favorable presentationof it upon radio, television or stage
that is not paid for by the sponser.” S SAGT QW:@ S Wi OIS SEPTICIRCER 6 e
AT QI (PICAT NG wPelel Afafens oy e A @Ge, Glefexm st e @ Ao, e
T TR e SHITTR ARM S T AfSr Hifzwr 2 et 20Tl &biF |

5 WG fbi-sbro
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f0E AP RA¥BISTET ST ST ZCE:
» pRCE SRR AW THAFT Al @A T AR TCIF N 8 F IR G
ABRFI TGAF (@ TR N e FA0S 2 15
» R LB TGCIF T ABICET IS ARBIETe 27 I Teicels (7936 T QZeAcareirs! @f;
IR AYETS o477 fofee = 0T ReeT=taa T ©f FZGE AW 2 WFE! FaCS T
23
" B ST LT FN AT FIAF THoed 6 Fifere FAeqw (it 789 <T;
" BRSO ORI (ONW (I fEEe AE T | PR WA WS (@ SV AT 2ATena
e w2y ARTRRS 20eTs Afedita fFEae A orors a7 |
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