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The Demand pattern analysis of Indian advertising highlights the changes in the strategies and the time honored struggle to ascertain the relationship between the advertisers and consumers over the last few decades. Marketing through advertising helps native business to meet the challenges and competition from global marketing trends. 
Advertising has entered the age of stimuli bombardment, visual saturation, sound bites and microscopic attention spans. The number of images and voices shouting for our attention has accelerated beyond critical mass, and the resulting explosion has fragmented the public mind. In a nutshell, Consumers have developed mental filters to guard against hyper-communication. It’s no secret that advertising isn’t working as well as it once did. But media fragmentation isn’t the problem.
Against this backdrop the paper has a focused purpose of unveiling the latest trends and practices that have emerged in the field of advertising. The Methodology used is Secondary data collection from Published sources of National and International repute. The Approach taken  is to compare the conventional and modern tools used in marketing, thus holistically analyzing the pros and cons of each tool.  The Implication of the Paper holds in providing a framework to the Marketing Managers how to design a Promotion mix knitting Conventional and Modern advertising tools for efficient and effective Communication. Though the limitation is that the advertising tools have been restricted towards Indian Environment which may not be applicable globally.  


1.0 	INTRODUCTION
Advertisement is like a kaleidoscope exhibiting different perspectives. India is an emerging market and Indian advertising has remained robust despite the signs of sluggishness. The advertisements have been rolled out* in leafs and bonds. Today, it is much more than few printed lines or some pictures with some printed text. 
WHY ?  -  Advertising provides a free rein to art of persuasion adopting itself to changes with passing time. Advertising is the most prominent and powerful medium, in the present commercial, world. It creates an entire world view, shaping our attitude and beliefs. Advertising permit every aspect of our life and most of us are hardly aware of it. It largely depends upon how human brain works and so utmost care is taken to exploit the emotions that play an important role in establishing a firm memory of advertising and predisposing the consumers to buy the brand that is being advertised. Over a period of time, Advertising has been undergoing many challenges slowly and stability with unbitten fact approach. Indian consumers have developed a temperament for the swift transformation for information that has taken place in the strategy and presentation of aids. 
The buying public is still out there. What’s gone is their willingness to pay attention to drivel. Ads are failing today that would have once produced good results just a few years ago. Other ads are working far better than expected. 
WHAT to do? - Williams (2010) reveals, only 11.7 percent of U.S. households are equipped with a DVR, but response to TV ads is off by far more than 11.7 percent. Broadcast radio has only lost about 4 percent of its audience over the past three years, and even the most aggressive doomsayers are predicting that radio will lose no more than 11 percent of its audience by the year 2010. Newspaper readership peaked in 1984, and today’s number is only about 16 percent below that banner year. But the response to newspaper ads isn’t nearly what it was back then. 
The above Review reveals that the Business Environment is Dynamic and is prone to continuous changes. No one tool can be blindly depended upon. As put in by William that in 1984 Newspapers were on peak and today T.V is, despite of entry of substitutes in the basket of a consumer. That makes it evident that Smart Marketing Managers will have to scan the environment continuously to catch the media trends and than design their Promotion mix for focused Reach and effectiveness.
Against this backdrop an attempt has been made in the present paper to – a) Understand the Conceptual framework of Promotion Mix in the Indian context- b) To take stock of Review of  literature on Latest Advertising trends. c) To provide practical suggestions to the Marketers in order to improve their Profitability and increase the Flighting* in Advertising. 
The Research design  followed is Exploratory research design as there has been  no previous studies conducted in this area. The selection of the Respondent Organization ,ie  Management Professionals serving at various hierarchical levels  in Marketing department has been done on the basis of Judgmental sampling technique. Data was collected from Secondary and Primary sources. 
2.0	Promotion Mix– A Conceptual Framework
Marketing through advertising helps native business to meet the challenges and competition from global marketing trades. 
2.1  Meaning- the term Advertising is derived from the original Latin word “advertere” which means “to turn” the attention. Every piece of Advertising turns the attention of the readers or the listeners or the viewers on the lookers towards a product or a service or an idea.
According to new encyclopedia Britanica, “Advertising is a form of communication intended to provide the sale of the product or services to influence public opinion, to gain political support or to advance a particular cause.”
Imagine the following scenario: A consumer views an advertisement for a vegetable chopper on television and decides to call the toll-free number with the intent to purchase the advertised product. The customer service representative responding to the call describes and makes purchase offers for several other unrelated products after discussing the focal product, the vegetable chopper. Patrick (2009) propogate this real-life scenario experienced by one of the authors is not uncommon because marketers often attempt to cross-promote related or unrelated products to increase their "share of the customer wallet" 
2.2    Modern Promotion 
“Avashyakta hi aavishkar ki janani hai” Small Minor Changes in the Macro Environment would lead to Big Major changes,  may be in decades. But this is a start of the transition.  If we closely observe this is evident that Indian newspaper has grown steadily along with the other media. Urvashi, 2010 puts that with the changing scenairo their was a fear from the internet, which was one assumed to eat away newspapers, has not been able to affect the newspaper business till date. The socio- economic fabric of India, in context to increase in income & standard of living, literacy, More members earning in the Family, Break  of Joint Family Systems, make room for sustenance of emergence  of all forms of media. Media amalgamation and interdependences are at the root of success of media industry.  Don’t try and sell beer to the Temperance Society or real estate to people who cannot afford it. You have to target your direct mail marketing efforts. 
Conventional media option like T.V. print media, radio, and advertising are destined to grow hugely by 2012. Besides this, new media option like animation and online advertising have a great future in India and are growing to give tough competition to conventional media. The Crux is no big technology devised these  tools. It is only the emergence of New tools based on the Usage, preference and Lifestyle changes by the Consumers. Ultimately the means which the consumer uses and is use to is the way the reach the Consumer and that has emerged as Modern tools of Advertising. 
2.2.1	 Email Advertising
Email advertising tops this list of modern advertising techniques because it tops the lists of new and growing advertising expenditures. From small Internet marketers to large offline and online stores, email advertising is vital to modern advertising and marketing campaigns.
2.2.2    Video Advertising
Video Advertising can be done on and off line. Many local cable channels offer video ads and infomercials on a search basis for viewers. So your ad is only seen by people interested in what you sell.
2.2.3	 Audio Advertising
Audio advertising. whether across the Internet or the airwaves, enables you to target a narrow market and to deliver relevant and timely messages that encourage an immediate response.
2.2.4. PPC Advertising- Pay per click (PPC) is an Internet advertising model used on websites, where advertisers pay their host only when their ad is clicked. With search engines, advertisers typically bid on keyword phrases relevant to their target market. Content sites commonly charge a fixed price per click rather than use a bidding system. Cost per click (CPC) is the sum paid by an advertiser to search engines and other Internet publishers for a single click on their advertisement which directs one visitor to the advertiser's website.
2.2.5	 Search Advertising
Search advertising, like Google’s Adwords, can provide much traffic for an online business, but it can also cost far more than it returns in sales. To use search advertising effectively, you need to constantly test your ads. 
2.2.6	 Onsite Advertising
Generally a click from an ad on site costs less than the same click from a search. With Google’s new AdPlanner, it will be easy to target a market with ads across the Internet. You can even pick the sites that you want to carry your ads and deny ones that you don’t.
2.2.7	 Mobile Phone Advertising
Mobile phone advertising is projected to grow from just under 500 million in 2006 to a almost 5 billion by 2011. And why not. It’s interactive, unobtrusive, and immediate. Most people have their mobile phones with them all the time. 
2.2.8	 Truck and Car Advertising
Marketers are using advertising wraps put on everything from semi trucks to  business car.
They are renting mobile billboards built on trucks. Use of actors and props to perform ad in a glass sided truck is becoming prevelant. By this Marketers  can specify to place ads only in a specific geographic area,and they still get all the advertising data, like gross rating points.
2.2.9	Public service advertising
The advertising techniques used to promote commercial goods and services can be used to inform, educate and motivate the public about non-commercial issues, such as HIV/AIDS, political ideology, energy conservation and deforestation. Public service advertising, non-commercial advertising, public interest advertising, cause marketing, and social marketing are different terms 
2.2.10	Billboard advertising
Billboards are large structures located in public places which display advertisements to passing pedestrians and motorists. Most often, they are located on main roads with a large amount of passing motor and pedestrian traffic; however, they can be placed in any location with large amounts of viewers, such as on mass transit vehicles and in stations, in shopping malls or office buildings, and in stadiums.
2.2.11 Mobile billboard advertising
Mobile billboards are generally vehicle mounted billboards or digital screens. These can be on dedicated vehicles built solely for carrying advertisements along routes reselected by clients, they can also be specially-equipped cargo trucks or, in some cases, large banners strewn from planes. The billboards are often lighted; some being backlit, and others employing spotlights. 
2.2.12 	In-store advertising
In-store advertising is any advertisement placed in a retail store. It includes placement of a product in visible locations in a store, such as at eye level, at the ends of aisles and near checkout counters, eye-catching displays promoting a specific product, and advertisements in such places as shopping carts and in-store video displays.
2.2.13 	Celebrities advertising
This type of advertising focuses upon using celebrity power, fame, money, popularity to gain recognition for their products and promote specific stores or products. Advertisers often advertise their products, for example, when celebrities share their favorite products or wear clothes by specific brands or designers.  The use of celebrities to endorse a brand can have its downsides, however. One mistake by a celebrity can be detrimental to the public relations of a brand. For example, following his performance of eight gold medals at the 2008 Olympic Games in Beijing, China, swimmer Michael Phelps' contract with Kellogg's was terminated, as Kellogg's did not want to associate with him after he was photographed smoking 
2.2.14   Mailing List 
Mailing list or Database can act as a effective tool . The Mailing List can be obtained by (a) making a list of existing customers or prospects who have inquired as a result of any of your marketing efforts.(b) a list which you purchase or in some cases obtain for free. (c). Mailing list which contains the names of people who are likely to be interested in the benefits of your products or services. 
2.2.15  Brochure Holders 
Many businesses use brochure holders to advertise and get the word out about their specific business or event to show off their business information. It also helps in allowing the customer to ask questions about what they see or read.
2.2.16   Bumper Stickers 
A bumper sticker is an adhesive label or sticker with a message, intended to be attached to the bumper of an automobile and to be read by the occupants of other vehicles - although they are often stuck onto other objects.
 2.2.17 Promotional Pens
 Of late, promotional pens have become one stop solution for people wishing to gift something to customers, friends and so on. The online market is bombarded with a number of promotional pens all of which available in different designs, models, colors, patterns and prints.
2.2.18  Airplane advertising
Airplane advertising (also called aerial advertising or, sometimes, beach advertising) is a medium through which thousands of people can be exposed to the ad at one time. Airplane advertising refers to banner towing at the back of an airplane. These banners can be long and thin, or large and rectangular. They are often bright and colorful and carry simple, easy-to-read and easy-to-digest messages. Aerial ads are usually targeted to specific groups at beaches during the summer and spring break and at sporting events. The benefit of airplane signs over other types of aerial advertising is the sheer novelty of the form and the attention it naturally gets when people see an airplane message down below.
2.2.19  Skywriting Advertising 
While airplane advertising uses aerial banners that are specially designed with custom artwork and special messages, skywriting is a much simpler (and yet also more difficult) process. Skywriting involves the use of messages that are drawn or written in the sky by special smoke.
2.2.20  Promotional bottled water 
Consumers can quench the thirst of your clients as well as promote your products and services, especially at events like trade shows where there are greater opportunities for the advertisement of your products and services.
2.2.21    Digital Personal advertising tool 
Companies of all sizes and across all industries are leveraging upon the ripple effects of social networking platforms. They are latching onto the bandwagon of Social Networking, and even P&G leveraged their product promotions via Face book.
2.2.22	Twitter 
Twitter is not only a great tool for social interaction, but also a good platform to advertise the products and services one has to offer. The one important thing to remember is, more the people following you have on twitter it gives you a chance of turning them into your customers. To attract and to keep twitter followers hooked, one must post tweets that are original. 
2.2.23   Business cards
A traditional business card is some form of white card stock printed with black text with company logo.  However, in the dynamic business world, traditional business cards have almost lost their charm. As a result of updated marketing strategies, business cards printed with various unique printing technologies have replaced the traditional business card completely.
2.2.24   Large Format Posters
A large format poster is a great attention grabber since it is humongous unlike its standard size poster counterparts. It has a application of full color printing. The vivid colors of prints will entice customers to purchase the products and services endorsed in the large format poster
2.2.25 Leaflets displays
Leaflets displays remain a highly effective and affordable way of promoting business. The choice of leaflet holder is dependent on whether you need something permanent for your place of business or something portable for exhibitions or trade fairs.

3.0 Review of Literature – Latest Trends in Advertising
3.1	Rathore 2010, informs that Web based advertisements are helpful in knowing and doing business from any corner of the world via internet. Web advertising has good future and scope in e- business. Still many business entities are not so helpful about net advertising. 
The young generation loves to explore the ads, specially animated Ads which come between the sites and is presents at the left or right side of the portals.
3.2   	Urvashi 2010, opines that Indian media market is one of the largest in the world by virtue of its reach, access and business potential. This volatile industry has made several changes in its performance model to achieve success in an unprecedented competitiveness. As per the current research, it is now widely recognized that the role of other media option is not less in comparison to the world of electronic communications. This view can be the driving force behind efforts by the marketers to develop rules regarding their media mix strategic. 
3.3 	Chavadi 2010,  argues that Where advertising offers a reason to buy, sales promotion offer an incentive to buy. It can be understood from the past that advertising to sales promotion ratio is undergoing prodigious changes from 60 to 40% to 75 to 65% of the combined budget.
3.4  	Alireza 2010, advocates Positioning to be making your offering different from, and more valuable than your competitors offering and placing that idea in the minds of a target group of customers. Positioning attracts customers by creating a positive and unique identity for your company and its offering. Positioning is vital for distinguishing your offering from everybody else. In a world where there are more and more products and services everyday, your customers are on an advertising overload all the time. 
3.5 	Kumar 2010, questions - What makes marketing a meaningful engagement? Obviously, it is ADVERTISING. Advertising from its earlier days served to inform, persuade, and remind consumers just as it does today. Advertising is exercise. It is some thing you need and it provides long term benefits, but it is awfully easy to either cut or postpone because there is no immediate penalty for not exercising…..(nevertheless), if you want  your brand to be fit, it is good to exercise regularly.
3.6 	Nigel (2009), propogate that Marketing communications can affect perceptions of consumers, either through interacting with existing perceptions, or by presenting information to persuade a consumer of a brand's merits. 
3.7 	Liu, (2009), narrate that Over the last decade, on-line advertising and promotion have grown into an important sector of the advertising industry. This success can be at least partially attributed to the unique appeal of interactivity in on-line media. Interactive on-line advertising formats allow consumers to selectively process information and engage in real-time two-way communication with companies and other consumers. 
3.8  	This material is published under license from the publisher through the Gale Group, Farmington Hills, Michigan.  All inquiries regarding rights should be directed to the Gale Group. (Hide copyright information)Much research has documented say Micu, (2009), and that consumers' reactions to advertisements are based not only on product or brand claims, but also on other aspects of the advertisement, including spokesperson characteristics and execution cues. Empirical studies in consumer behavior and advertising, however, often link attractive models with negative self-judgments, including lower self-esteem and dissatisfaction with body image 
3.9  	A primary function assigned to advertising is the role of informing consumers to help them weigh one consumption choice against another opine Soh (2009). Crucial to fulfillment of this function is the premise that consumers judge the information delivered by advertising as useful in their decision deliberations. Consumers must have trust in ad-conveyed information for advertising to function most effectively as an information source.
3.10   The last few years have witnessed an explosion in media channels inform Dahlen, (2009) Advertisers no longer face the traditional decision of "simply" choosing whether to expose their brands in broadcast media, print media, on the Web, or on outdoor posters and billboards. The creative media choice is based on an associative overlap with the brand so that the medium in itself (rather than the advertising placed in it) communicates the message. 
3.11  	Chang, 2009 give  examples that an ads can lecture to consumers about how a cruise vacation can relieve work stress and restore energy. How people respond to narratives in advertising has drawn increasing research interest. Narratives in advertising serve important functions. They present the benefits of intangible products in a meaningful way. Most important, to the extent that ad perceivers are hooked, they feel more positive and express more favorable attitudes toward the ads.

4.0      EMPIRICAL ANALYSIS & INTERPRETATIONS
4.1. Do you believe modern advertising trends effects your turnover / sales?

· The above data shows that the modern advertising trends effects turnover / sales 87%  says yes and remaining 13 % says No. we can say that overall advertising effect the sale/turnover.
    4.2. Which type of tool you generally include in advertising  mix  ?  

  Generally in advertising tool  mix 33% marketer says E-mail, 16% Mobile phone, 23% bill boards & 26% says leaflets. so we can see that most of the people says e- mail is mostly use as a advertising tool.  
4.3. Which type of advertising you mainly prefer ?

The above data shows that 50% says both,20% video & 30% says audio  advertising prefer. So we can say that most of the people video & audio both type advertising use.

4.4. Do you think internet advertising is important in modern trends?

The above data shows that 76% says yes internet advertising is important in modern trends and the 24% says No. because they think internet is not uses in most of the rural area. 
4.5. Which type of internet advertising you prefers?

The above data shows that in internet advertising most of the people use 37%PPC, 33% E-mail,  20% search & 10% use onsite advertising.
4.6. Mobile phone advertising is beneficial for company rather then another tools of advertising?


Mobile phone advertising is beneficial for company rather then another tools of advertising in this context  57% says yes & 43% says No.in this we can see that 57% support the mobile phone advertising because they think that it is less costly in compare another tools.
4.7. Which type of display advertising you prefers?
    (a) Billboards     (b) Mobile billboards     (c) In-store     (d) Truck & Car    (  )

In display advertising 26% use billboards, 20% mobile billboards, 40% in-store & 14% use truck & car advertising. in this we can see that in-store advertising is mostly use.    
4.8. In these days generally companies uses celebrities advertising. Do you think it is necessary ?

In above chart it is show that 73% people says yes, that they are use celebrities advertising. and 23% says No.

4.9. Do you think social sites are playing important role in advertising?

In above case 87% people believe that social sites are play important role in advertising & reaming 13% says No. 
4.10. Which type of social sites you use for advertising?
      (a)Twitter      (b) Facebook     (c) Orkut     (  )  

In above analyses it’s come out that 50% people use Facebook, approx 26% twitter & 24% use orkut .and we know that now a day’s most of the people use the Facebook mostly as a social site. 
4.11. Which type of advertising you use in rural areas?
      (a) Mobile phone     (b) Internet     (c) Leaf-lets     (d) Mobile billboards  (  )

In above study it’s clear that in rural area internet lest use 3%, Mobile phone 27%, Leaf-lets 47% & Mobile billboards 23%.  
4.12. Which type of advertising you use in urban areas?

The above data shows that Mobile phone & Mobile billboards 20-20%, Internet 27% and Leaf-lets 33%. advertising use in urban areas.   
4.13. Do you think ROI (return on investment) affect the types of advertising selection?

The above data shows that 70% says ROI (return on investment) affect the types of advertising selection & 30 % says N0.
4.14. Do you think selection of advertising affect the sales of the products or services?
     

The above data shows that 63%says yes selection of advertising affect the sales of the products or services & 33% says No. selection of advertising not affect the sales of the products or services.
4.15. What is your opinion – The Advertising cost should increase or decrease over a period of Time. Give reasons in both cases  
Recommendations
5.1	Compute ROI – Marketers should compute ROI of Advertising mix to reap Long 
            Term benefits
· Compute the amount of money you spend on advertising. This can be your entire advertising budget, if you want your overall ROI; or the cost of a single campaign or action, if you're looking at more specific numbers.
· Compute the sales you obtained as a result of this advertising. Depending on the nature of your business, this can mean: the amount of money spent on products by people influenced by your advertising; the number of units purchased; the number of clients added; the number of inquiries made. This can be more difficult to calculate with some ad campaigns than with others, but it's OK to do some estimation here.
· Divide your sales by your advertising costs. The resulting figure is your ROI: the number of dollars, sales, clients, inquiries, etc. brought in for each dollar of advertising money.
· Remember that since your ROI can be based on whatever measurement you think is best of your business' success, it's a very personal measurement expressed in personal units and can't be standardized or usefully compared to the ROI of other businesses. What the ROI number does is provide you with information about your own particular advertising situation, and a benchmark from which to improve.
5.2      Reduce Advertising Revenues for future
The World of Advertising seems to have entered the world of entertainment and show business. The Model suggests that Advertising should be able to draw a line between information- Inducing and Entertainment. The Ads have a strength of involving the customers mind to the extent as if he is linking with his daily life or watching a movie. This is a the magic of technological advancement. But with time Companies should be able to reduce the advertising revenue than spend more. This should be the success parameters of effective advertising.
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      Suggestive Model to Reduce Advertising Revenues for future (Fig 4.2)
4.3	Designing Right Media Evaluation Strategy
· Determine which form of media one would like to investigate. If you have multiple advertisements in different media outlets, you will want to investigate one at a time. You may have Yellow Pages ads, newspaper ads or radio ads to name a few.
· Set a specific time frame to track an advertisement to determine its effectiveness. 
· Determine how you will measure effectiveness. Are you going to measure the leads an ad generates or the number of sales you make from people who learned about you through an ad?
· Create a form to keep track of the data you collect. Microsoft Excel is very useful for this. You can create columns to keep track of people who call you from specific ads as well as which people end up purchasing through you.
· Ask people who call, email or visit your office where they learned about your services or product. If you are running ads in multiple newspapers, you will want to find out which newspaper they learned about you from. If you have multiple radio ad spots on different radio stations, you will want to know which radio station they heard the ad on.
· Compile your data once the time frame you set is over.
· Calculate the total cost of the advertising program you are investigating as well as the total number of leads and sales made through this program.
· Determine if you made more money than you spent or vice versa. These final figures will assist you in analyzing the effectiveness of your marketing efforts.

6.0     Concluding Remarks
Modern and conventional Advertising tools all have their characteristics. A Marketeer should be able to decide a proper mix of the conventional and modern tools for advertising to make it effective. Advertising means making business and not entertaining people. Technical and scientific effectiveness tools like ROI, Right Media Evaluation Strategy and Efforts to Reduce Advertising cost in Long term are suggestive to leap the organizations to a win win situation. 
· Most of the people says that the advertising cost should increase over a period of time because they think that in coming days everything going to sell by advertisement and promotion strategies .
·  Rising competition day by day is also another reason for that.
· And company wants to tell people that how to use their product in proper manner that is also a another reason that the advertising cost should increase over a period of time.
· Many  time the inflation rate is also responsible for it. In this case the product cost is also high for the produce r in that time the company go for cost cutting like-advertising , employ is also.
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