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4.0	 INTRODUCTION

In this unit, we will learn about advertising campaigns. Advertising campaign is 
a series of coordinated advertisements designed to promote products or services 
across different media platforms. These ads carry the same theme, message, 
tagline and hashtags to ensure consistency and to enforce brand identity. For 
instance, you must be familiar with different advertising campaigns of Cadbury’s 
Dairy Milk, which the brand launches on every other festival. In 2024, it launched 
#CreatingMemoriesNeverClicked campaign for Raksha Bandhan celebrations, 
wherein it aimed to transform uncaptured moments into cherished memories. It 
encouraged siblings to celebrate their bond by focusing on genuine interactions 
rather than just posed photographs. This campaign went viral and created the 
buzz which was intended by the brand.

4.1	 LEARNING OUTCOMES

●	 To develop understanding of advertising campaigns among learners;

●	 To acquaint them with various nuances of campaigns’ types, planning 
stages; and

●	 To aid them in designing an advertising campaign of their own.
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4.2	 ADVERTISING CAMPAIGN: AN OVERVIEW

4.2.1 Origin and Genesis of a Campaign
The word campaign was arguably first used in military organizations to indicate 
a series of planned activities to achieve a predetermined goal at the time of war.  
The word campaign finds its roots in the Latin word “Campania” meaning field 
or open countryside. It was attributed to the eastern French city “Champagne” 
because of its wide open countryside. The English too used “Champaign” in 
around the 14th century noting to describe open fields. Institutionally it was 
applied in the 17th Century for the military officers conducting a series of 
well coordinated activities in “the field” to upstage the enemy.  Later various 
institutions adopted it to represent a specific form and typology.  

Key characteristics that remain common irrespective of the nature and form of 
campaigns are:

a)	 Series:  Campaign are a series of activities, highlighting the multiplicity 
and rhythm (repeatedness).

b)	 Goal : Campaigns are designed to achieve certain objectives . These 
objectives are preset as required by an organization at that point in time.

c)	 Planned : To conceive and execute a campaign, a structured planning 
process based on strategy and tactics is a must.

Evolution of various forms of campaigns

Etymologically, campaigns are commonly referred to as used to denote political/
election campaigns, advertising/marketing communication campaigns and 
public communication campaigns.

Political Campaigns are interrelated communication and on ground efforts by 
a political party or an electoral candidate to create an identity or to redefine 
an image. Political campaigns can be short term campaigns, characterized by 
heightened intensity in a period where the people have to make a political choice 
with the aim to win an election or a long term strategy to gain acceptance for its 
ideological base. The aim of the campaign is to influence the audience’s voting 
decisions, salience of issues and the perception of a political party regarding the 
issues.

Communication Campaigns

Several researchers including Roger and Shorey (1987) identified 4 major 
elements in all communication campaigns

a)	 It employs series of communication activities (both personal and non 
personal)

b)	 It aims to achieve specific outcomes

c)	 It is targeted at large number of audiences

d)	 It is time bound

Campaign  
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On the basis of purpose, communication campaigns can be classified as
a)	 Commercial
b)	 Non Commercial.

Commercial Campaigns are Advertising and Marketing Campaigns are done 
by business enterprises with the purpose to gain a favorable advantage for their 
brand or organization to accentuate the profitability of business. The primary 
intent of these campaigns is profit making and competitive differentiation.

According to Dunn & Barban “An advertising campaign includes a series of ads, 
placed in various media that are designed to meet objectives and are based on 
analysis of marketing and communication situations”. The legendary ‘Welcome 
to the Marlboro Country’ campaign for Marlboro cigarettes by Ogilvy and 
Mather and Think Small for Volkswagen by BBDO are amongst the most recalled 
advertising campaigns in the world. Some popular Indian advertising campaigns 
are “Daag Ache Hain” by Lowe Lintas for Surf Excel, ‘Fevikwik and Zoozoos’ 
by O&M for Vodafone, Incredible India! By O&M for Ministry of Tourism, Govt. 
of India and Lets Get Started#Stay Started by McCann Worldwide for Nescafe.

4.2.2	 Types of Advertising Campaigns
On the basis of time period and ad spend, advertising /marketing communication 
campaigns can be of two types:

a)   Burst Campaigns: also referred to as disruptive campaigns, they focus on 
getting audience attention by using above the line media (Newspapers, TV, 
Radio, OOH etc.), below the line media ( pamphlets, brochures, specialties 
etc.) , interactive marketing , event sponsorships in short bursts of three 
to four weeks. The primary aim of the campaign is to create visibility and 
instant impact.

b)      Drip Campaigns: also referred to as nurture campaigns, they are long term 
campaigns, continuous in nature aimed to achieve brand building objectives 
for long term effects. One or two media vehicles (web mailers, emails) are 
carefully selected to spread the message bit by bit in an ongoing manner. 
The primary aim of the campaign is to secure a final purchase decision or 
change in attitude of the consumers. 

Non Commercial Campaigns

Non commercial campaigns are done ‘in public interest’ with the purpose 
of serving a community or benefiting the society at large. Non commercial 
campaigns are done by the governments(s), public institutions, and non-profit 
organizations driven by the social responsibility function of mass media. Profit 
making companies make non commercial campaigns to fulfill their CSR mandate 
and requirements. 

According to Atkin and Rice (2013) public communication campaigns are :

“purposive attempts to inform or influence behaviors in large audiences within 
a specified time period using an organized set of communication activities 
and featuring an array of mediated messages in multiple channels generally to 
produce noncommercial benefits to individuals and society” (p. 3).

Integrated 
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Forms of Non Commercial Campaigns:
a)	 Public Service Campaigns: are aimed to spread awareness about a good 

cause. These campaigns inform, educate and motivate the audiences vis-a-
vis adoption of a new technology or a drug, causes and effects of a disease, 
ideas on better health and sanitation. Eg: The Swachh Bharat Abhiyan etc.

b)	 Advocacy campaigns: are especially designed to set or reset the agenda 
on a key issue or policy .These campaigns aim to inform, persuade and 
mobilize public support to create a climate of change in policy on political, 
social, economic and technological issues. Eg: Dark is Beautiful campaign 
by Women of Wonder (WOW) in Chennai to mobilize support against 
beauty prejudices created by the Fairness industry in India.

4.2.3	 Salience of Campaigns
Companies that make one ad at a time are not able to create flow in communication 
rooted in the multiple identities of products. Its cross associations become 
feasible with campaigns. Since campaigns include a series of advertisements, 
it is able to extend to inform beyond mere brand existence. Through multiple 
ads across media platforms, the messages provide different types of information 
regarding its attributes, use, benefits, unique properties, availability etc. Unlike 
a single summative ad, a campaign gives the opportunity to the advertiser to 
inform the target audience about various facets of a brand. Campaigns are ideal 
to tell a brand story. People respond strongly to narrative, drama and tales. They 
are most suited to the games of persuasion. 

Activity : 1

Opt for your favourite brand, find two of their successful ad campaigns and 
compare & contrast them on the basis of their key message and theme.

4.3	 PLANNING A CAMPAIGN

4.3.1 Factors Affecting Campaign Planning
a)	 The Product Life Cycle: Before campaign development and design it is 

important to ascertain the phase of the product life cycle. If the product is 
at the introductory stage, a launch ad campaign, especially often a teaser 
campaign is created with the purpose to create buzz and hype. If the 
product is growing in sales and units of consumption, then a competitive ad 
campaign to spread awareness and knowledge about the features, strengths 
, benefits and unique salience of the product is preferred. If the product 
is at maturity stage i.e. steady in its sales curve, established in the market 
implicit comparative advertising or corporate advertising campaign 
can serve in the consolidation of the brand. When the product is saturated 
in the market meaning there is no increase in sales or consumption, and no 
further growth explicit comparative (combative) ad campaigns are often 
resorted to. At the decline stage when the product is losing ground and the 
sales are continuously decreasing, it is time to do a reminder advertising 
campaign. Hence we see at various stages of the PLC that different types 
of advertising campaigns are required.
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b)	 The Overall Business Environment: The overall business environment 
also affects the type and duration of the campaign. If the business especially 
in your product category is facing issues pertaining to tax structures, trade 
policies or new laws, the advertising expenditure will be directly affected. 
This in turn shrinks the scope of the campaigns. Periods of boom in the 
business cycle encourage the advertisers to invest more in campaigns and 
periods of depression scales down advertising expenditure.

c)	 The Political Climate: Advertising campaigns are a marker of a market 
driven, consumption milieu. A stable ruling government with the requisite 
representation in the parliament creates a facilitating effect on business. 
The industry feels hopeful about the growth agenda and believes that a 
stable government will formulate policies to make businesses sustainable. 
It leads to expansion of business across product genres and classes. On 
the other hand, a speculative political environment causes entropy thereby 
making business entrepreneurs passive and cautious.

d)	 The Social System: Since advertising campaigns have the potential to 
affect a large heterogeneous mass audience it is also thought of as social 
communication to create a perceptual shift. A social system is the organization 
of relationships and roles within a primary or secondary group. For eg: roles 
played by mother, father and child w.r.t a or the representative identities and 
position of men, women and others in institutions of marriage. 

e)	 Digital Disruptions: Campaign planning is most affected by the disruptions 
caused by digital technologies in the brandscape (A motley of brands as 
cultural products, coined by John Sherry,1986). Digital disruption means 
how owing to the new media technologies business models change thereby 
disrupting the existing market systems. It provokes the business to re-
evaluate the current market practices and change the value propositions 
of the brand. Changing value propositions and technological interventions 
stimulate the advertising agencies to create novel campaign themes and 
new media innovations customized to the current value propositions. 

4.3.2  The Planning Cycle 
Stephen King‘s planning cycle enlists the key questions that can serve as 
the broad guidelines for conceiving, designing and evaluating an advertising 
campaign. Here five questions are arranged in a cyclical manner to indicate a 
circular relationship loop. While it indicates an interaction of various elements 
(questions), the process is flexible and adaptable to circumstances.

a)	 Where are we? : An inquiry into the current brand equity and value status 
addresses the lead question. It is a data driven understanding of the market 
position of the brand in the brand playground.

b)	 Why are we here? : Requires an investigation into the reasons behind 
the current position of the brand in the market. PEST (Political, Social, 
Economic and Technological) reasons need to be found out.

c)	 Where could we be? : Requires a cogent assessment of the present in order 
to forecast the potential growth of the brand in a given time frame. From 
research to prediction, it displays the capability of the brand in the near 
future. 

Integrated 
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d)	 How could we get there? : Results in a proposal to illustrate the key 
strategies and formats in integrated marketing communications to be able 
to achieve the potential position.  It is largely about visualizing the right 
ideas, writing memorable copies and visuals and placing them on the best 
suited media platforms.

e)	 Are we getting there?:  Requires an ongoing system of review and checks 
to oversee once the  plan has been put in place . It is monitoring the progress 
of the campaign in order to find gaps and digressions. 

4.3.3	 Stages of an Advertising Campaign
An advertising campaign is prepared by an advertising agency on the behalf of 
the advertiser to be consumed by the audiences. There are various stages involved 
in this process of the interaction between Advertiser-Agency–Audiences for a 
particular product, and are listed below:

a)	 Securing an agency brief: After successfully pitching in for a 
client(advertiser) and bagging the account , the account executive asks 
for an agency brief from the advertiser. The agency brief is a document 
containing information on advertisers’ company, mission statement, vision, 
product, competition, consumers, management and past campaigns.

b)	 Briefing the agency teams: The account planning executive studies the 
brief and shares the detailed information with the various departments such 
as creative, media planning, client servicing etc. The account planning team 
updates the members on the advertising budget for the campaign or the total 
ad spend fixed by the client in one year. 

c)	 Creative head prepares the creative brief: The creative head in turn 
prepares the creative brief outlining the goal of the campaign, message 
strategy and executions to his team of copywriters and artists based on the 
target segment selected and the campaign goal ascertained.

d)	 Ist Plans Board Meeting: In the first plans board meeting, the creative 
and media planning teams come together in an extensive session for 
brainstorming. After the creative brief is given to the copy and art teams, 
they ideate to develop the campaign theme, the verbal and visual cues 
elements. 

e)	 2nd plans board meeting: In the second plans board, comprehensive 
rough layouts, storyboards etc. are presented by the creative team and the 
media planner’s layout the entire media plan and schedule. The ads are 
contextualized in view of their adaptations as per media selection.  Final 
round of discussions on creative –media integration takes place.

f )	 Producing the ads: Now the final artworks and ready to shoot storyboards 
are prepared. Radio, television and digital ads are recorded, shot and edited 
by a production house. Vendors are selected for printing of outdoor, transit 
ads and POP advertising.

g)	 Presenting the campaign to the client: The client servicing team now takes 
the advertising campaign to the client. The entire ad campaign is shown to 
the client for approvals. The corrections or changes if any suggested by the 

Campaign  
Planning



48

client may be carried out in the ad campaign at this stage. Client’s nod of 
consent for the campaign is imperative.

h)	 Rolling out a campaign:  Media booking is now done to roll out the 
campaign. The ads are published on various print ad media, broadcast on 
various television channels or uploaded on the web. The campaign is now 
presented to the audiences.

i)	 Monitoring a campaign: It is important to check on the progress of a 
campaign especially for drip campaigns. Keeping tabs on the campaign 
will also create possibilities for remedial action at the earliest.

j)	 Evaluating a campaign: The campaign effectiveness is gauged either 
internally by the research and development teams in large ad agencies or 
by outsourcing it to research affiliates to know the objective and outcome 
relationship w.r.t. the campaign.

Steps in creating an advertising campaign

1)	 Review of the marketing plan: Campaign planning begins with the review 
of the marketing plan. At this stage careful study of the situational analysis, 
marketing mix, the marketing strategies and tactical approaches is done. 
Primarily, we assess the situation of the industry with regards to its practices, 
regulatory frameworks, taxes and growth patterns. We also do a product 
review in terms of its current market share, its strengths and weaknesses, 
demand, supply and price, labeling and packaging. It is followed by a 
detailed review of existing channels of product distribution and modes of 
transport. Then all the previous campaigns are examined to know the target 
marketinging, creative and media mix used.

2)	 Understanding consumer behavior: The next step is to understand 
the consumer behavior and buying process. Through secondary sources 
(consumer databases) various personal, psychological and socio-cultural 
factors are looked into that influence the consumers while making purchase 
related decisions are looked at. It includes categorization of consumers into 
various segments. 

3)	 Identifying the target audience: Determining the target audience is deciding 
to whom this advertising campaign addressed. The process of TA selection 
starts with zeroing in the type of market followed by segmenting the diverse 
heterogeneous mass of audiences on the basis of geo-demography, lifestyle, 
consumption, socio-cultural identity etc. and forming homogeneous 
clusters. Measures like propensity to consume, size of the segment, return 
on consumer investment, sales potential form a criteria to select the most 
germane cluster or groups most relevant to the brand. Set against these 
criteria, the target audience segment is identified.

4)	 Setting the objective(s): Foremost attempt is to define a goal and set clear 
specific, reliable, measurable objectives to achieve the goal (DAGMAR 
approach by Colley, 1961 quoted in Aaker & Batra (1995). An advertising 
objective is a brand communication task to be completed in a given period of 
time. An advertising campaign can have any of the following objectives:
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	 a)       To introduce a new product development

	 b)      To increase the frequency of consumption of a product

	 c)       To introduce a new line extension

	 d)      To suggest alternative /new use of the product

	 e)       To encourage additional use/consumption of the product

	 f)       To underline a comparative advantage

	 g)      To create curiosity around a product or a brand

	 h)      To dispel rumors and false impressions

5)	 Campaign theme : Ad campaigns must find a theme that will remain 
consistent in all ads across media vehicles. The theme of the campaign 
is often a keyword or phrase that sums up the strategic way by which 
the brand will do the communication task. Eg: the theme of Uber’s 
#Isseapnihigaadisamjho campaign is apnapan (belongingness)

6)	 Formulate the creative strategy and executions: Shah and D’Souza (2008) 
described the creative process in advertising campaigns in a pyramidal 
structure. Advertising Strategy (at the base) -Big Idea (thematic message) 
-Creative Executions(form of the ads) -Tactics (appearance on the media) 
form the creative process. The Creative strategy is about what is the message 
and how will this message be presented in various ads. The creative process 
begins by finding the big idea that encapsulates the campaign theme. The 
creative execution process will continue further as we identify the nature 
and type of advertising appeal to be used, the ad format in print, radio or TV 
and the elements in the ads. 

7)	 Develop a media Strategy and plan:The campaign objectives 
are translated into media objectives. Media plan proceeds with the 
comparative analysis of the strengths and weaknesses of available media 
options in terms of their reach, frequency, continuity and impact. After 
understanding the media environment, audience estimation and allocation 
of budget the broad media categories are selected from which specific 
media vehicles, innovations and forms are arrived at. A media mix is i.e. 
proportionate combination of the selected media options is made. Using 
media scheduling strategies, the campaign is put to timelines w.r.t choice 
of media type, vehicle, frequency of insertions, cost of the ad, days/dates, 
position/placement and day parts. 

8)	 Releasing the campaign: The campaign is presented to the target audience 
either in an integrated manner or in a cross mediated mode. Ads are 
now visible to the audience to see, read, opine, comment and act upon. 
The campaign continues as planned for the fixed time frame from start to 
finish. 

9)	 Campaign review: After the campaign has run its course or has completed 
its cycle, it is time to review the response of the audience towards the 
message, the media and their ability to achieve the campaign goal. Hierarchy 
of effects in consumer decision making are assessed for the campaign.

Campaign  
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Check Your Progress : 1

Note:	 1) Use the space provided below for your answers.

		  2) Compare your answers with those given at the end of the unit.

1.	 Enumerate factors affecting campaign planning.

	 .......................................................................................................................

.......................................................................................................................

.......................................................................................................................

2.	 What can be the objectives of an ad campaign?

	 .......................................................................................................................

.......................................................................................................................

.......................................................................................................................

4.4	 TESTING A CAMPAIGN

Testing a Campaign: Even though success of a campaign cannot be guaranteed, 
evaluation of advertisements gives the advertiser and the agency much needed 
insights. Testing an advertising campaign is done both before the campaign is 
released and after it is presented to the audience.

4.4.1  	Pretesting Methods
Both Quantitative and Qualitative testing methods are used to pretest Print and 
Electronic advertisements. Pretesting is done to gauge the likeability of the ads; 
whether the elements are able to convey the campaign theme; if the audience is 
able to appreciate the visual and verbal elements; if the ads are believable and 
above all if the audience can comprehend the message.  William Arens (2008) 
presents a summary of pretesting methods (p.221)

Pretesting methods for print advertising

Direct Questioning: two or three alternative ads are tested through interviews 
(structured or semi structured) or a set of forced choice questions during early 
stages of ad creation. It is an effective measure to know the likeability of cues, 
elements, choice of ad appeal and creative format.

Focus groups: It is a qualitative technique in which a moderator carries forward 
a relatively freewheeling discussion with 6-8 people on the advertisements. The 
results give useful insights into the overall comprehension of an advertisement.

Order of merit test: In this test two or more ads are shown to the respondents 
and are asked to arrange them in rank order from 0 to 10.

Paired Comparison Method:  In this method the respondents are grouped 
together and they compare the two binary ads.

Mock Magazine Test:  In this test, test ads are stripped into a magazine. The 
magazine stays with the respondents for a stipulated period of time and then 
asks questions. 
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Direct mail Orders: Here two or more alternative ads are mailed to different 
prospective buyers in the consumer database. It is used to know which 
advertisement generates orders for the advertised product.

Pretesting  audio-visual ads

Central Location Projection Test: In this test, the respondents watch the test 
ads in a central location like a shopping mall. The respondents are asked to fill a 
questionnaire after seeing the ads.

Trailer Test:  Here the researcher shows the television commercials to a sample 
of respondents. The same respondents are given coupons of the product for 
redemption. The difference in coupon redemption is measured to know the 
purchase intent or use related potential of the ads.

Theatre Test:  Respondents are taken to a theatre and shown the ads. Through 
electronic devices like pointers, they indicate what they like and dislike in an 
advertisement.

Live Telecast Test:  In this test, the ads to be pretested are shown on Cable TV. 
Post exposure, the respondents are interviewed on phone along with sales audit 
at the local retail stores in that area.

Sales Experiment: In order to identify right markets for the ads, two separate 
ads are shown in two markets.

Pretesting ads through laboratory experiments: these tests are also referred 
to as Physiological tests.

a)	 Galvanometer Test: A mild electric current is passed through the respondents 
on exposure to the advertisement. The activity of the sweat glands is noted 
through a device called the Psycho Galvanometer. It records the degree of 
sweating (level of emotional arousal) caused by the advertisement. Exact 
points in the ad and amount of sweating are recorded. High emotional 
arousal signifies greater connection with the advertisement.

b)     Eye Movement Camera Test : In this test , the movement of the eye while 
watching the ad is noted. How much time is being spent on a visual or 
verbal element is recorded.

c)      Pupillometry test : it is also known as the eye observation camera test. In 
this test, the dilation of the pupil of the respondents is measured in relation 
to his/her interest points on visual cues in the ad. A direct relationship 
between dilation of the pupil and interest in the ad is assumed. 

d)	 Voice Pitch Analysis: The prospects’ response of the prospects to the 
advertisements is recorded and later through voice pitch analysis softwares, 
changes in voice pitch caused by emotional responses are recorded.

e)	 Projective tools: Word association tests and sentence completion tests are 
used to measure top of mind recall. TAT (thematic apperception tests) are 
done to gain insight into the hidden feelings stored in the repository of the 
unconscious mind of the respondents.

Campaign  
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4.4.2  	Post Testing Methods
a)	 Aided Recall: This test can be used to know the effectiveness of the ad 

media use decision.  Here the respondents are shown real campaign ads 
and asked to describe the broad media class, media vehicle, placement or 
programme association of the ad.. Questions on their previous exposure 
w.r.t. reading, viewing or noticing the ads are asked.

b)	 Unaided Recall: Attitude scale based tests are used to measure the affective 
(emotional) feelings of respondents to the advertisement. They measure 
whether there is a creation of a favourable attitude after the campaign. 
Various measurement tools like forced choice options questions, semantic 
differential scales or even open ended unstructured questions are posed to 
know the message and behavioral variables and their interrelationship with 
each other.

c)    Inquiry Tests : In this test ,those who have seen the campaign ads  will be 
given additional samples , coupons, premium incentives . Ads generating 
maximum response are noted to be most effective. It tests an ads attention 
getting value, its understandability and reader/viewer action.

d)     Sales tests: Various types of sales tests are conducted after the campaign. 
Consumer Purchase tests measure volume of sales generated from a 
particular campaign. Secondly, the sales of the product before and after the 
campaign are compared. Sales audits are also done eg: store inventory audits 
before and after the campaign are done to know the increase or decrease in 
stock w.r.t the campaign.  

Activity : 2

Prepare a dummy ad of a brand of your choice, set objectives regarding this 
ad and conduct a pre-test (using one method) and a post- test (using one 
method) on a group of 5 people that you can gather. Now evaluate the result 
of these tests as per the objectives that you have set for your ad.

4.5	� CASE STUDY OF PREGA NEWS’ 
#SHECANCARRYBOTH

Fig 1: Prega News’ #SheCanCarryBoth campaign

Integrated 
Communications



53

Prega News, a leading pregnancy detection brand  in India, had launched  
#SheCanCarryBoth campaign (2024), which proved to be quite effective.

Following are the finer points, which ensured that the creatives of this ad came 
out as a winner:

While doing a situation analysis, they recognised that the societal challenge faced 
by working mothers, the brand aimed to address the issue of women exiting the 
workforce post-childbirth, which stands at a significant 73%. This prompted them 
to decide their campaign goal, which was ‘To highlight and challenge the societal 
pressures and biases’, that lead to “mom guilt” and to celebrate the resilience of 
working mothers who balance both professional and personal responsibilities.

The campaign goal helped them in choosing their communication objectives, 
which turned out to be:
●	 To initiate conversations about societal perceptions and treatment of 

working mothers.
●	 To position Prega News as a supportive ally for women navigating the 

challenges of motherhood and career.
●	 To empower and inspire confidence among working mothers.

For this campaign, their Target Audience were people of urban and semi-urban 
regions across India (geographic profile), working women, especially those in 
the teaching profession, aged 25-40 (demographic profile), who are striving to 
balance career aspirations with motherhood, seeking societal acceptance and 
support (psychographics) & professionals contemplating career decisions post-
childbirth, facing societal judgments (behavioural).

When it comes to creative strategy, the brand used emotional storytelling by 
depicting real-life scenarios of working mothers, balancing their dual roles. It 
emphasized their resilience and challenged societal stereotypes, urging a cultural 
shift in recognizing and appreciating working mothers. To disseminate this 
campaign they used digital platforms, social media channels, and collaborations 
with influencers to maximise reach and engagement among the target audience 
(Media Strategy). We can trace the effectiveness of this campaign by the fact 
that the campaign sparked crucial conversations about societal views on working 
mothers, reinforcing Prega News’s commitment to supporting and celebrating 
women who challenge stereotypes.

Check Your Progress : 2

Note:	 1) Use the space provided below for your answers.
		  2) Compare your answers with those given at the end of the unit.

1.	 What are the salient points given in the case study of Prega News that 
one needs to understand while writing a case study of an advertising 
campaign?

	 .......................................................................................................................

.......................................................................................................................

.......................................................................................................................
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4.6	 LET US SUM UP

The chapter intended to develop a comprehensive understanding of the learner 
vis-à-vis nature, composition and scope of campaign planning. We understood 
that marketing communication campaigns and political campaigns may differ 
in intent and identified sponsor yet the process of campaign planning is quite 
similar. The advertising campaigns are created and executed within the ad 
agencies by engaging the creative, media, client servicing and account planning 
departments. A campaign is an outcome of ideation, planning, creative and media 
strategy and tactics, production and client presentation. From idea to media, a 
campaign passes through several stages of brainstorming and strategic decision 
making. 
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4.8	 GLOSSARY

●	 Communication Objectives - Clear and precise goals behind the intended 
message in order to inform, persuade, engage, or get people to take action.

●	 Demography- The study of people’s characteristics like age, gender, income, 
and location, helping to understand different groups in society.

●	 Media Strategy- It is the plan for choosing the right media platforms and 
timing so that the campaign can be executed effectively.

●	 Target Audience - A segment of people who are targeted while designing 
the campaign in the hopes that they can be converted as consumers.

4.9	� CHECK YOUR PROGRESS: POSSIBLE 
ANSWERS

Check Your Progress : 1

1.	  Factors which affects a campaign plan:

	 a.	 The Product Life Cycle
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	 b.	 The Overall Business Environment

	 c.	 The Political Climate

	 d.	 The Social System

	 e.	 Digital Disruption

2.	 The objectives of a campaign can be:

	 a)	 To introduce a new product development

	 b)	 To increase the frequency of consumption of a product

	 c)	 To introduce a new line extension

	 d)	 To suggest alternative /new use of the product

	 e)	 To encourage additional use/consumption of the product

Check Your Progress : 2

1.	 The salient points one needs to understand while writing a case study of an 
advertising campaign are as follows:

	 a.	 Situation Analysis

	 b.	 Campaign Goal

	 c.	 Communication Objectives

	 d.	 Target Audience

	 e.	 Creative Strategy

	 f.	 Media Strategy

	 g.	 Effectiveness of the Campaign
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