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Executive Summary 

Media as we know is an important component of advertising and advertising through its 

printed form like newspaper, magazine and journals have always been there for ages now. 

Although due to the rise of Digitization and electronic media such as T.V , radio etc the 

electronic media and internet is slowly but gradually taking the place of print media but still 

at this point of time it remains a very crucial part of every household in the world. 

The study focuses on the evaluation of print media advertising and its effect on consumer 

behaviour, it answers the challanges faced by the print media sector, about its future scope 

and consumer opinion towards print media advertisements. 

Print media tools like Newspapers are bought largely for their new value and are widely read 

by the people in cities. In India there are a number of newspaper both in English and Hindi 

have nation wide circulation. Therefore, a message given in newspapers may have a better 

impression on the minds of the people and it may be more specific, clear, complex and 

lengthy. By advertising in a local or regional newspaper, the marketer may reach particular 

markets and, therefore, selectivity is easily available. 

The research gives answers to the problem faced by new entrants in print media such as new 

entrant should bring modern techniques and policies regarding different facilities, cutthroat 

competition, better quality, good service, better image, low price that should suit Indian 

environment. Since it’s an upcoming and developing country, new features can easily be 

accepted by the society. Also it suggests that Magazines and newspapers are always in the 

eye among the public. Magazines are read for a period of a month, which brings more 

attention to an advertisement. 
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INTRODUCTION TO THE TOPIC 
 

The topic Evaluation of Print zMedia zas za zmedium zof zadvertising zwith zrespect zto 

zconsumer z& zadvertisement zis zone zof zthe zbest ztopics, zwhich zfocuses zon zthe zprint zmedia 

zsector zas zone zof zthe zmeans zof zproviding zservices zto zthe zsociety zthat zcarries zthe zidea zor 

zmessage zof zthe zmarketer zto zthe zmasses. zPrint zmedia zis zthe zmost zpopular zand zeffective 

zmedia zfor zboth zpublishing zand zpublicity zin zthe zform zof zadvertising, ztoday. zNewspapers 

zand zmagazines zhave zbecome zthe zpart zof zthe zculture zand zpolitical zlife zof zpeople ztoday. z 

 

Media, zas zwe zknow, zis za zvery zimportant zcomponent zof zadvertising zthat zcarries zthe zidea zor 

zmessage zof zthe zmarketer zor zadvertiser zto zthe zmasses. zIt zis ztherefore znecessary zto zplant 

zand zformulate zthe zmarketing zstrategies zfor zestablishing zthe zprint zmedia. By Evaluation of 

Print Media, we mean the process of designing a course of action that shows how 

publishing and advertising funds will be used in purchasing time and space and how they 

should be utilized to contribute to the achievement of marketing and advertising 

objectives, with the main motto of  mass satisfaction.  

 

Media planners are responsible for preparing the media plan from information‟s about the 

market and prospective consumers. So many factors influence the media market building. 

These factors may be grouped into three major forces –  

(i) Marketing conditions facing the publisher / advertiser,  

(ii) The level of competitive publishing / advertising efforts,  

(iii) Media considerations.  

 

The marketing conditions facing the publisher / advertiser are further based on Product 

Characteristics, Channels of Distribution, Promotion Strategy, and Nature of the 

publishing / advertising copy.  

 

Media considerations are one of the important factors, which are further influenced by 

size of the Budget, Media Characteristics, Media Discounts, Media Cost Efficiency, and 

the Media Availability.  
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Competitive publishing / advertising efforts is one of the important goals of every 

marketer for designing the marketing programme that may retain or improve its market 

share. The whole market building activities are based on two activities :-  

(i) The zcreative zstrategy zestablished zfor zthe zcampaign, zand z 

(ii) The zcharacteristics zof zthe ztarget zmarket.  

 

The creative strategy developed for the campaign may require that print media be 

employed or more likely, the advertiser or the marketer may have a strong preference for 

the print media to be used in communicating the masses. Obviously, these factors 

influence the media decisions and should be considered when market building should be 

considered for the print media.  

 

The second important factor is the target market. Facts about the target market are 

gathered through market research and generalized into consumer profile. The consumer 

profile along with the basic copy strategy and copy requirements as modified by any need 

for seasonal or geographical emphasis and taking into account the size of the publishing 

or the advertising budget, is the analyzed by the print media planners. 

 

The zanalysis zis, zthen, zfollowed zby zmatching zthe zaudience zcharacteristics zof zvarious zother 

zmedia zwith zthe zconsumer zprofile zand zby zevaluating zthe zadaptability zof zthe zphysical 

zformate zof zthe zmedia zto zthe zcopy zrequirements. zThus, zthrough zthe zexercise zof zjudgment 

zconcerning zthe zdimensions zof zcoverage, zreach, zcompetition, zinvestment, zcost, zfrequency, 

zcontinuity zand zad zsize, zthe zmarket zbuilding zemerges. zIn zmarket zbuilding, zthe zplanning 

zand zdecisions zare zbased zupon zthe zcreative zstrategy zestablished zfor zthe zcampaign zand zthe 

zcharacteristics zof zthe zmarket. z 

 

The zmarket characteristics may be known through market research about consumer 

profile. Several other information are also required about market conditions, level of 

competitions and the characteristics of individual media, but focus will be mainly on the 

Print Media.    
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OBJECTIVE OF THE STUDY 

 

Objectives are the backbone of any study. Each and every activity has some 

objectives and purposes. It ends with the serve of the purpose. To achieve these 

objectives there are so many considerable factors or related aspects, which must be 

considered.  

 

The project Evaluation of Print Media with respect to customer & advertiser has 

the main objective to find out the market orientation towards the print media 

sector, how the print media market be built and what are the current trends in the 

print media market in both the public and the private sectors, and also helps the 

researcher, which gives a way of gathering specific pieces or lists of relevant 

information and provides a way to store and maintain the information in a central 

place.  

 

The main objective of the study is as follows : 

 

 To know how the market be built for the print media.  

 To know about the challenges facing by the print media sector.  

 To know the future scope of the print media business in the local as well as 

in the global market.  

 To know about the future of print media in the wake of stiff competition 

from the electronic media.  

 To know about the public opinion towards print media.  

 To know the public opinion and perception towards the various ad‟s in the 

newspaper and magazines.  

 To know the marketing strategies used by the existing publishing 

companies.  

 To know the weak points of the print media sector, that is where it lacks in 

providing services to the society, customer satisfaction.  
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 To know how Advertising in print will continue to dominate the print 

media plans.  

 To know about the print media growth.  
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SCOPE zOF zTHE zSTUDY 

 

The zstudy zof zEvaluation zof zPrint zMedia zas za zmedium zof zadvertising zwith zrespect zto 

zconsumer z& zadvertisement zhas za zwider zscope. zAs zthe ztopic is relevant where there 

exists a cutthroat competition in the market where each company providing printing 

publications wants to capture the whole market by adapting different strategies, it helps to 

stimulate and analyze the market conditions and the society‟s view towards the products 

of the publishing companies. zIt zalso zhelps zin zfinding zout zthe zcustomer‟s zopinions zand 

ztheir zperception zregarding zthe zprint zmedia zsector zcompanies.  

 

As per the sample survey, the study focuses on every plus and the minus points of the 

print media sector and the required features, which should be added for influencing the 

customers towards the publications and the survival of the publishing company in the 

market place. The study also formulates the effectiveness of the different publications of 

the publishing company under study.  

 

It also focuses on the important features that played the key role in the analysis of the 

print media market.  

 

The study helps the new entrants to adopt the best strategy before entering in the print 

media market. The study focuses on the main issue of what the customer‟s wants from 

their publishers, what they expect from their publishers. It also focuses on the issue that 

there should be augmented product in the form of publications that attracts customers, and 

helps the publishers in the market capturing. This study will be wider scope, if done on a 

large geographical area.  

 

This study will be helpful in analyzing the market situation regarding the publishing and 

print media business in India, but as this study is confined to a survey of a limited 

geographical area (Delhi NCR), where a sample survey of about 200 peoples including 

the consumers, advertisers were done, the overall survey does not focuses on the opinion 

and the perception of peoples of the other areas.  
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Due to unavoidable circumstances, it is not possible to make the research study very large 

and extensive.  
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Literature Review  

 

Media, zas zwe zknow, zis za zvery zimportant zcomponent zof zadvertising zthat zcarries zthe zidea zor 

zmessage zof zthe zmarketer zor zadvertiser zto zthe zmasses. zIt zis ztherefore znecessary zto zplan zand 

zformulate zthe zmarketing zstrategies zfor zestablishing zthe zprint zmedia. zBy zmarket zbuilding, 

zwe zmean zthe zprocess zof zdesigning za zcourse zof zaction zthat zshows zhow zpublishing zand 

zadvertising zfunds zwill zbe zused zin zpurchasing ztime zand zspace zand zhow zthey zshould zbe 

zutilized zto zcontribute zto zthe zachievement zof zmarketing zand zadvertising zobjectives, zwith 

zthe zmain zmotto zof mass satisfaction.  

 

Media planners are responsible for preparing the media plan from information‟s about the 

market and prospective consumers. So many factors influence the media market building. 

These factors may be grouped into three major forces –  

(i) Marketing conditions facing the publisher / advertiser,  

(ii) The level of competitive publishing/advertising efforts,  

(iii) Media considerations.  

 

The marketing conditions facing the publisher / advertiser are further based on Product 

Characteristics, Channels of Distribution, Promotional Strategy, and Nature of the 

publishing / advertising copy. Media considerations are one of the important factors, 

which are further influenced by Size of the Budget, Media Characteristics, Media 

Discounts, Media Cost Efficiency, and the Media Availability.  

 

Competitive publishing / advertising efforts is one of the important goals of every 

marketer for designing the marketing programme that may retain or improve its market 

share. Better quality management and strategy is one of the important forces used to 

achieve this goal, but it is a more apparent gauge of competitive activity than the work‟s 

of a competitor‟s sales force or distributive organization. It is more difficult to find out 

concrete information about these two areas of competitive activity.  
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Thus, the success of an advertiser / publisher can be gauged based on two factors : The 

advertising program employed and the competitor‟s expenditures on marketing. The 

whole market building activities are based on two activities :-  

(i) The zcreative zstrategy zestablished zfor zthe zcampaign, zand z 

(ii) The zcharacteristics zof zthe ztarget zmarket. z 

 

The creative strategy developed for the campaign may require that print media be 

employed or more likely, the advertiser or the marketer may have a strong preference for 

the print media to be used in communicating the masses. Obviously, these factors 

influence the media decisions.  

 

The second important factor is the target market. Facts about the target market are 

gathered through market research and zgeneralized zinto zconsumer zprofile. zThe zconsumer 

zprofile zalong zwith zthe zbasic zcopy zstrategy zand zcopy zrequirements zas zmodified zby zany 

zneed zfor zseasonal zor zgeographical zemphasis zand ztaking zinto zaccount zthe zsize zof zthe 

zpublishing zor zthe zadvertising zbudget, zis zthen zanalyzed zby zthe zprint zmedia zplanners. zThe 

zanalysis zis, zthen, zfollowed zby zmatching zthe zaudience zcharacteristics zof zvarious zother 

zmedia zwith zthe zconsumer zprofile zand zby zevaluating zthe zadaptability zof zthe zphysical 

zformate zof zthe zmedia zto zthe zcopy zrequirements. zThus, zthrough zthe zexercise zof zjudgment 

zconcerning zthe zdimensions zof zcoverage, zreach, zcompetition, zinvestment, zcost, zfrequency, 

zcontinuity zand zad zsize, zthe zmarket zbuilding zemerges. zIn zmarket zbuilding, zthe zplanning 

zand zdecisions zare zbased zupon zthe zcreative zstrategy zestablished zfor zthe zcampaign zand zthe 

zcharacteristics zof zthe zmarket. z 

 

The market characteristics may be known through market research about consumer 

profile. Several other information are also required about market conditions, level of 

competitions and the characteristics of individual media, but focus will be mainly on the 

Print Media. In Evaluation of Print Media several factors are considered. Different types 

of information are gathered, analyzed, evaluated, weighed and thought over and then a 

comprehensive plan is prepared.  

 

The following key factors need to be covered :  

(1) Creative Requirement : Creative requirements represent the information objective, 

documentation, articles and news, target audience, basic creative promise and 
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style of presentation. Taking these creative requirements into mind, the publisher 

prepares the plan that aims at effective communication and persuasion of the 

message to the target readers through his publications.  

(2) Competitive Pressure: Every publisher desire to capture a share of the market. In 

this attempt, he always try to influence the readers to switch over to his brand and 

thus to snatch a sizable part of the market from the competitors. In this wav. the 

publisher always feels a competitive pressure i.e., what competitors are doing – in 

an attempt either to adopt similar strategy in order to win the struggle.  

(3) Communication Principles : As the main principles of communication are clarity, 

brevity, understandability and knowledge, the publishers should consider these 

principles of communication to capture a large market.  

(4) Budget Size : Budget size is also an important factor of marketing plan because 

the budget size determines the various strategies to be employed for the product 

promotion in the market, and takes into account such factors as geographical, 

seasonal and prospective differences.  

(5) Reach and Frequency : Market building also considers the reach and frequency 

aspects of the media. Reach means coverage of the media or the number of 

consumers to be exposed by the publication. Frequency zis zthe znumber zof ztimes, 

zthe ztarget zaudience zare zexposed zto zthe zpublication.  

(6) Corporate Policy : The publisher must recognize the fact that their 

recommendations should be in agreement or not against the broader policy 

considerations laid down by the print media sector. Furthermore, reasonable 

willingness to compromise is essential for long-term success in print media role.  

 

MARKETING STRATEGIES  

The different marketing strategies used in print media, can be categorized under the 

following heads :  

(1) The zNational zPlan zStrategy, z 

(2) The zKey zMarket zPlan zStrategy, zand z 

(3) The zSkin zPlan zStrategy z 

 

THE zNATIONAL zPLAN zSTRATEGY z 

The zNational zPlan zStrategy zis zgenerally zemployed zby zthose zmarketers zwho zhave znation 

zwide zmarket zfor ztheir zproducts zor zwants zto zlaunch znew zmedia zproduct znationwide zand 
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therefore they publicize / advertise naturally in an attempt to reach the people living in 

every corner of the nation. Such people are the target market for that marketer. For 

Example : Usually advertisers concentrate the advertising in national magazines / 

newspapers having a wide circulation throughout the country.  

 

The znational zplan zis zusually zemployed zafter zone zof zthe zapproaches zhas zbeen zused 

zsuccessfully zfor za zperiod zto zexpand zdistribution zto znational zlevel. 

 

THE KEY MARKET PLAN STRATEGY  

Many publishers are not interested in expanding the market throughout the country. Their 

strategy is to seek a substantial segment of it and to develop it with their full strength. The 

segment may be selected based on geographical units or consumer characteristics.  

 

THE zSKIN zPLAN zSTRATEGY z 

The zskin zplan zstrategy zis zused zto zaim zat zspecific zconsumer zgroups zregardless zof ztheir 

zgeographical location. Under this strategy, market segmentation is based upon such 

factors such as income level, education level, occupation, social status, sex or age, etc. 

Here the publisher‟s goal is to concentrate upon those persons who are most likely to be 

the buyer of his product because they are in demographic or psychographics sub groups 

where possession or desired possession of his product is likely. Once a segment has been 

tapped and its sales potential wrung out, a second group or market segment may be 

chosen and the process may be repeated. This process of choosing new groups one after 

the other will continue until the product is accepted by the mass market.  

 

Toward the end of a century, marketers often zfeel za zgrowing zuneasiness zabout zthe zfuture. 

zNational zeconomies zare zundergoing zrapid zand zoften zwrenching ztransformations. zTwo 

zforces zunderlie zthe zdramatic zchanges. zOne zis zglobalization, zthe zexplosive zgrowth zof 

zglobal ztrade zand zinternational zcompetition. zNo zcountry ztoday zcan zremain zisolated zfrom 

zthe zworld zeconomy. zIf zit zcloses zits zmarkets zto zforeign zcompetition, zits zcitizens zwill zpay 

zmuch zmore zfor zlower-quality zproducts. zBut zif zit zopens zits zmarkets, zit zwill zface zsevere 

zcompetition zand zmany zof zits zlocal zbusinesses zwill zsuffer. z 

 

The zother zforce zis ztechnological zchanges. zThis zdecade zhas zwitnessed zremarkable 

zadvances zin zthe zavailability zof zinformation zand zthe zspeed zof zcommunication zin zthe zmedia 
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zsector. zzThe zparadox zis zthat zglobalization zand ztechnological zadvances zopen zup zmany znew 

zopportunities zeven zas zthey zthreaten zthe zstatus zquo. zIn zthe zcurrent zscenario, zmarketplace 

zsuccess zgoes zto zthose zcompanies zbest zmatched zto zthe zcurrent zenvironmental zimperatives 

z– zthose zwho zcan zdeliver zwhat zpeople zare zready zto zbuy. zIndividuals, zbusinesses, zcities zand 

zeven zwhole zcountries zmust zdiscover zhow zthey zcan zproduce zmarketable zvalue z– znamely 

zgoods zand zservices zthat zothers zare zwilling zto zpurchase.  

 

Today‟s markets are changing at an incredible pace. In addition to globalization and 

technological change, we are witnessing a power shift from manufacturers to giant 

retailers, a rapid growth and acceptance of store brands, new retail forms, growing 

consumer price and value sensitivity, a diminishing role for mss marketing and 

advertising, and a disconcerting erosion of brand loyalty. These changes are throwing 

companies into a state of confusion regarding strategy. To protect their profits, companies 

have primarily responded by cutting their costs, reengineering their processes, and 

downsizing their work forces. Yet even companies that succeed in cutting their costs may 

fail to increase their revenue if they lack marketing vision and marketing expertise. 

Hence, Market Building is one of the most dynamic fields within the management arena. 

The market place continually throws out fresh challenges, and companies must respond. 

Therefore, in the market building it is not surprising that new marketing ideas keep 

surfacing to meet the new marketplace challenges. Market Building in the current 

scenario emphases on :  

 

1. A zgrowing zemphasis zon zquality, zvalue zand zcustomer zsatisfaction  

Different buying motivations play a strong role at different times and places. 

Today‟s customers are placing weight on quality and value in making their 

purchase decisions.  

2. A zgrowing zemphasis zon zrelationship zbuilding zand zcustomer zretention  

Much marketing theory in the past has focused on how to “make a sale”. But what 

good is it to make a sale and not know much about the customer and whether he 

or she will ever buy again? Today‟s marketers are focusing on creating lifelong 

customers. The shift is from transaction thinking to relationship building. 

Companies are not building customer databases containing customer 

demographics, lifestyles, levels of responsiveness to different marketing stimuli, 

past transactions.  
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3. A zgrowing zemphasis zon zmanaging zbusiness zprocesses zand zintegrating 

zbusiness zfunctions z 

Today‟s companies are shifting their thinking from managing a set of semi-

independent departments, each of with its own logic, to managing a set of 

fundamental business processes, all of which impact customer service and 

satisfaction.  

4. A zgrowing zemphasis zon zbuilding zalliances zand znetworks  

As zcompanies zglobalize, zthey zrealize zthat zno zmatter zhow zlarge zthey zare, zthey zlack 

zthe ztotal zresources zand zrequisites zfor zsuccess. zSenior zmanagement zis zspending zan 

zincreasing zamount zof ztime zdesigning zstrategic zalliances zand znetworks zthat zcreate 

za zcompetitive zadvantage zfor zthe zpartnering zfirms. z 

5. A zgrowing zemphasis zon zdirect zmarketing z 

The zinformation zand zcommunication zrevolution zpromises zto zchange zthe znature zof 

zbuying zand zselling. zBecause zof zadvances zin zdatabase ztechnology, zcompanies zcan 

zdo zmore zdirect zmarketing, zrely zless zon zwholesale zand zretail zintermediaries. z 

6. A zgrowing zemphasis zon zethical zmarketing zbehaviour 

The zgeneral zpublic zis zwary zof zads zand zsales zapproaches zthat zdistorts zor zlies zabout 

zproduct zbenefits zor zthat zmanipulate zpeople zinto zhasty zpurchases. zMarketers, zin 

zparticular, zmust zhold zto zhigh zstandards zin zpracticing ztheir zcrafts.  

 

MEDIA (An Overview) 

Media are the means of communicating and exchanging information or to publicize 

information. Media are the very important component of advertising that carries the idea 

or message of the advertiser to the masses. Media are the means by which advertisers 

reach their prospective and existing consumers with advertising messages. Media is a 

facilitating institution constituting advertising industry.  

 

There are different media of advertising. Print Media, Broadcast Media, Direct Mail, 

Outdoor and many other media are the different media types. The advertiser has to select 

the media, which is the most suitable him keeping in mind the various economic and 

social considerations, such as :  

1. Cost of media,  

2. Size of the business 
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3.  Nature of the business,  

4. Funds allocation  

5. Coverage of the media, and  

6. Number of the classes of the audience.  

 

A knowledge of all basic elements of different media available should be, to a person who 

is either involved in planning marketing programmes, devising advertising strategy or 

creating and producing advertising itself. It is indispensable because each medium has 

different characteristics which require different skill for those who are directly and 

indirectly associated with the advertising.  

 

Media is one of the very essential components of the advertising industry, engaging more 

people than any other division of the industry. Furthermore, of the entire amount spend an 

advertising programmes and campaigns, approximately more than half goes to media. 

There zare za znumber zof zmedia zavailable, zhence zfor zexample z– zto zthe zadvertiser zfor 

zadvertising zthe zgoods zand zservices, zhe zhas zto zselect za zright ztype zof zmedium zkeeping zthe 

zfollowing zthree zobjectives zin zthe zmind z: z 

(a) It zmuch zreach zthe zlargest znumber zof zpeople. 

(b) It zmust zattract ztheir zattention. z 

(c) It zmust zbe zless zexpensive. z 

 

It today‟s scenario, there is no dearth of media. It may be direct or Indirect.  

Direct methods refer to such method which help the advertiser in establishing a direct 

link between advertiser and the customers, both existing as well as prospective.  

Example : Direct mail advertising.  

Indirect methods involve the user of a hired agency for disseminating the information. 

Most of the media that are commonly used to day are indirect in nature, e.g. press 

publicity, cinema, radio, television, etc.  

 

TYPES OF MEDIA  

There is various form of media of publicity and can be group under the following heads :-  

(1) Print zMedia z(Press zMedia) 

(a) Newspapers  

(b) Magazines zand zJournals. z 
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(2) Broadcast zMedia z 

(a) Radio 

(b) Television z 

(3) Outdoor zor zMural zAdvertising zMedia 

(a) Poster z  

(b) Boards z  

(c) Electric zDisplay 

(d) Vehicular zAdvertising z 

(e) Sandwitch zBoard z 

(f) Sky zWriting z 

(4) Direct zMail zAdvertising zMedia z 

(a) Circular  

(b) Business Reply Envelopes and Cards  

(c) Price Lists  

(d) Catalogues  

(e) Leaflets and Folders  

(f) Booklets  

(g) Gift Novelties  

(h) Personal Letters  

(5) Promotional Media  

(a) Window Display  

(b) Interior Display  

(c) Show Rooms  

(d) Exhibitions  

(e) Trade Shows  

(f) Demonstration  

(g) Samples, zCoupons zand zPremiums z 

(6) Miscellaneous zMedia z 

(a) Cinema zand zCinema zSlides  

(b) Loudspeakers  

 

SELECTION OF MEDIA TYPE  

Selection of media types is one of the major problems, it involves whether magazine or 

newspaper, radio, or any other media should be used. It also involves what media should 
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be selected within the media types. For example – if the advertiser thinks it is beneficial 

that newspaper or magazine should be used for advertising, it is pertinent that he should 

also concentrate himself on the problem which newspaper or magazine will serve his 

purpose. Hence, the problem is the selection of suitable media types, and the selection of 

individual medium within a specific media type.  

 

As there exists different types of medium, not one medium can say to be superior to all 

the others. The profitability or suitability of any one type varies from manufacture to 

manufacture even within a single product classification and also may vary from year to 

year for a single manufacturer. Characteristics of product and of buyers also qualify the 

medium to be used. Researches and experiments decide the medium. Changes and 

shifts are about the only rule, making generalizations dangerous and any scientific 

selection of media types impossible. Frequent changes in media type are not a good step. 

The different steps that are supposed to be necessary while selecting a media type are as 

follows :  

(a) The first step in this direction is defining and locating the typical buyers whom the 

advertisers intend to influence through his advertisement. These buyers constitute 

the advertiser‟s market. They are to receive the message through the medium, the 

advertiser‟s selects. 

(b) The second step is to define the location and the number of buyers – current and 

prospective. Location decides the availability of media at that place. The number 

of buyers will help determining the allocation of funds in advertising budget for 

media planning.  

(c) The third step of selection process involves how to send an effective advertising 

message economically to the group of buyers that has been defined. A major 

consideration here is the nature of the message to be communicated. If the 

message is lengthy, television cannot be selected. In such cases, newspaper or 

magazine will be preferred.  

(d) The fourth step involves how often the message needs to be delivered. It also 

involves the length of the campaign period. The advertiser must deliver this 

effective message at a cost, which he can afford. 

 

DIFFICULTIES IN SELECTING MEDIA TYPES  

The main difficulties faced while considering the selection of media types are as : 
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1. Audience Measurement  

(a) The number of people influenced,  

(b) The class of people influenced,  

(c) Circulation, and  

(d) The condition under which people are influenced  

2. Difficulty of Cost Comparison 

3. Reliance of Manufacturer  

4. Availability and Suitability 

5. Selectivity  

6. Competition  

7. Size and nature of the business 

 

SELECTION OF INDIVIDUAL MEDIUM  

Having taking the decision about the media types, the next step is to select a particular 

media vehicle among that type.  

For example – If the advertiser made a choice that he should use magazine as media type, 

the advertiser‟s next job would be to select which magazine should carry his 

advertisements.  

 

In this connection, the following points need attention –  

i) Circulation – What advertiser buy from media is circulation or its coverage or 

reach to target consumers. The advertiser searches for those magazines whose 

quality and quantity of circulation fit his needs.  

ii) Prestige – Prestige of the medium as an agent of advertiser is also an important 

factor to be considered, which is intangible. Excellence in putting together the 

editorial features, which go into an issue, contributes to a magazine‟s prestige. 

Outstanding physical appearance makes a similar contribution. The magazine is 

advertising standards and the patronage of a group of respected advertisers are 

evidence of prestige.  

iii) Influence – Influence is also tangible. Some media as an advertising carries 

undoubtedly enjoy greater influence with retailers and with consumers than do 

other medium. If the medium influences the existing and prospective customers, 

the advertiser will choose that medium.  
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iv) Readership – It involves how thoroughly the magazine read is? What is the 

intensity and intentness of this reading? How much reader loyalty and confidence 

in authority of the magazine are present in the reading? 

 

PRINT MEDIA : An Overview  

As we approach to the close of the most momentous 21
st
 century, a new media age seems 

to ushering in the side, sweep of the Indian media pie has assumed enormous proportion 

in recent years, and overall the means of mass communication attract advertising worth a 

lot.  

 

There is upswing in the fortune of press sector. There is unprecedented boom in the 

newspaper world, particularly in Hindi & regional languages. With so much happening 

around us, people are very eager to keep themselves abreast with the developments and 

the newspapers are their best guides to the news of world. With the spread of literacy, a 

new, wide-awake class of readers has emerged and the newspapers are vying with each 

other to attract them.  

 

In fact the exposure to the print media grew from 57% to 58% between 1990 to 1995 

despite the massive spread of television. The exposure of English Language publications 

remains static at 17% where as in the case of publications in Indian languages the 

exposure level rose from 55% to 56%. The 90‟s have witnessed a boom in publication. 

English publication stood at 9.3 Mn. Copies in 1996 whereas those in Indian languages 

539 commanding a circulation of 371 Mn. Copies.  

 

For very many long years, advertising has been the mainstay of the operations of 

newspaper publishing houses. In fact, in view of the cutthroat competition newspaper is 

being sold out at a price much below the cost of production. There has been a steep hike 

in the price of various inputs newsprint, ink and wages of employees have gone up. 

Newspapers have all along sustained the impact of the escalation by rising as rates. There 

was an upward revision of advertising rtes three times but this does not mean that 

advertisers have in any way turned from press advertising.  

 

Press advertising is a static depiction and offers no room for this kind of build up where a 

story slowly reaches its announcement of a message. TV advertising has a high recall 
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value in comparison to press advertising. The lure of TV advertising being what it is, the 

proliferation of satellite channels has fragmented the audience and therefore, press appeal 

and possible impact wanted. Big advertisers are now dividing their as spends in a careful 

way to reap maximum advantage from both the print and electronic media. A sort of 

polarization of product categories towards the two media is emerging and print 

advertising has the capacity to entice the advertisers.  

 

PRINT MEDIA (Press Media) 

Press media remain the most popular and effective method of publicity today. Newspaper 

and magazines have become the part of the culture and political life of people today. It 

plays a very important part in advertising and publicizing information. Press publicity 

generally takes two forms :- 

 Newspaper  

 Magazines  

 

 

1. NEWSPAPER  

Newspapers zare zbought zlargely zfor ztheir znew zvalue zand zare zwidely zread zby zthe 

zpeople zin zcities. zIn zIndia zthere zare za znumber zof znewspaper zboth zin zEnglish zand 

zHindi zhave znation zwide zcirculation. zTherefore, za zmessage zgiven zin znewspapers 

zmay zhave za zbetter zimpression zon zthe zminds zof zthe zpeople zand zit zmay zbe zmore 

zspecific, zclear, zcomplex zand zlengthy. By advertising in a local or regional 

newspaper, the marketer may reach particular markets and, therefore, selectivity is 

easily available. The marketer‟s chose of newspaper for printing advertisements 

depends upon many factors such as its area of circulation, type of newspaper, 

acceptability of advertisements by the newspaper printers, time to be taken by the 

publisher in printing the ads, etc. The advertiser or his agency has to enter into an 

agreement with the publisher for the space specifically made available by the 

publisher.  

Advantages of Newspaper Publishing / Advertising :  

a) Low Cost Per Reader – Newspaper advertising is the cheapest media of 

advertising as for as its cost per reader is concerned because newspapers 

are ready by millions of people and the message may be carried to them 

without any additional expenditure by the advertiser.  
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b) Flexibility and Timeliness – Newspaper offer za zlot zof zflexibility. 

zAccording zto zthe zconvenience zand znecessity zof zthe zadvertiser, zthe zshape, 

zsize zand zappeal zmay zbe zfrequently zchanged zto zsuit zthe zneed zof zthe zday. 

zMessage zgiven zhave ztimely zimpact. Current event can be easily 

capitalized.  

c) Choice of Market – Generally, a newspaper is more popular in one region 

than in the other parts of the country. In our country, for example the 

Hindustan Times is more popular in Delhi and its surrounding areas. The 

Tribune in Punjab, The Statesman in Calcutta, The Hindu in South India 

and The Indian Express in Delhi and the South. An adviser who wants to 

appeal particularly to the consumers of a particular region or market, can 

make a choice of the newspaper in which he would buy space on this 

basis. Besides these national dailies, some local newspapers are widely 

read in that particular region or a segment of that region. Such papers can 

very well be used to help the dealers by advertising the products along 

with their names.  

d) Repetitive Value – The daily newspaper offers zan zopportunity zto zthe 

zadvertiser zto zrepeat zhis zmessage zat za zshort zinterval zof zonly zone zday. This 

will help the advertiser in popularizing the products and services. This is 

of particular use when the advertiser is introducing a new product or 

service to the market.  

e) Quick Response – It is heartening to note that in case of newspaper 

advertisement, the public response is quick. The zselling zmessage zreaches 

zthe zpublic zwhile zit zis zfresh. zIt zpinpoints zthe zshopping zopportunities zand 

zthus zmakes zquick zresults. zTherefore, zby zinserting zadvertisement zin zlocal 

znewspaper, zthe zeffectiveness zof zthe zadvertisement can be tested with its 

quick response.  

f) Other Advantages – There are certain other advantages of newspaper 

advertising as follows :  

(i) By zinserting zfrequent zadvertisements zin zthe znewspapers, ztheir 

zvisual zappeals zmay zbe zcreated zvery zeasily. So, appeal made on 

T.V. or in films, has greater impact on the minds of people, if is 

advertised in the newspaper.  
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(ii) Due to wide range of activities of interests covered by the 

newspapers, it is read by persons of different interests. It has 

something of interest to every member of the family, i.e., „Home 

economy‟ page for housewife „Business news‟ for the man of the 

family, „Fashion page‟ for the youngsters, „Comics and puzzles‟ 

for children, etc.  

Limitations of Newspaper Publishing / Advertising : 

(a) Art work not Displayed – As the quality of paper used in newspapers is 

generally of poor quality and therefore, it cannot facilitate art work to be 

displayed effectively as it is possible in case of magazine advertising.  

(b) Short Life – The life of a newspaper is very short – i.e., only for the day. 

If the advertisement is not seen on that day by any reason, the appeal made 

in the advertisement goes waste. Further, consumers do not keep the issue 

safe for a long time, nor do they pass it on to others.  

(c) Advertised may be missed – The persons, who are expected to read the 

advertisement, may miss to read because advertisers purchase the space in 

the newspaper at different rates for different positions of space. Some 

advertisement are published on the front page while some others on back 

page or inner page and they all have a different appeal value. 

Advertisements published in a corner covering a very small space may be 

missed by the readers.  

(d) Limited Number of Customers – If prospects are zlimited zin znumbers, 

zadvertising zin znewspaper zmay zbe zineffective zand zcostly. zGenerally capital 

goods industry has limited number of customers and advertising in 

newspaper is not much effective in that case.     

 

2. MAGAZINES z& zJOURNALS z 

Another zmedium zunder zpress zpublicity zin zmagazines zand zjournals zpublished 

zperiodically zat zregular zintervals zi.e., zweekly, zmonthly, zquarterly zor zannually. zIt zis 

zcommon zexperience zthat za znewspaper zis znot zonly zread zcasually zbut za zreader zvery 

zrarely zgoes zthrough zits zpages zagain zand zagain. zOn zthe zother zhand, zmagazines zand 

zjournals zare zread zat zleisure zand zwith zcare zwhen zthe zreader zis zmentally zprepared zto 

zreceive zthe zadvertisements. A magazine or journal has a long effective life. 
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Besides, the same copy is usually read by a number of people and thus has a value 

greater than its circulation.  

Types of Magazines  

From the publishing and the advertisers point of view, magazines may be 

categorized as follows : 

(a) General Magazines – The content of such a magazine are meant for 

general appeal i.e., The Illustrated Weekly of India, The Blitz, Dharmyug, 

Sarita. Such magazines are read by all irrespective of their sex, age, 

profession or class.  

(b) Specialized Magazines – Such magazines are meant only for a specialized 

group. They zcater zto za zreadership zwith zclearly zdefined zspecific zinterest. 

zFor zexample z: z„Commerce‟ zfor zbusiness zpeople, zand z„Femina‟ zfor zwomen 

zetc. z 

(c) Special Issues – Special numbers of Annual number of journals also cover 

varied interests. Directors are zspecial ztypes zof zpublications zwhich zmay zor 

zmay znot zhave zwide zcoverage zof zvaried zinterests, ze.g., ztelephone 

zdirectories. z 

 

Advantages of Magazines & Journals :  

(a) Longer Life – The most important advantage of magazine advertising is 

its longer life. The advertisement may be seen several times. Some people 

keep the copies of the magazines safe for long periods of time only with a 

purpose to reread at the time of leisure or sometimes, they pass on to 

others.  

(b) Better Reproduction – Because of better quality of paper used in 

magazines, advertisements can be produced clearly and with natural 

colours of article. There is a great chance of picture advertising or art work 

in magazines.  

(c) Specialized Groups of Readers – A considerable amount of leisure, 

wealth and refinement are presumed in readers. High class goods, luxuries 

and conveniences can be profitably advertised in them. The readers of 

journals and magazines are presumed to be specialized in certain line of 

interests and hence, if the magazine is appropriately selected, the message 

quickly reaches to those for whom it is intended.  
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(d) Large Number of Subscribers – Well known national and regional 

Journals have a large number of subscribers and therefore, the appeal 

reaches to a large number of selected people. Thus appeal in specialized or 

technical journals has great value.  

(e) Publicity of Firm’s Name – Magazine advertising aims to give wide 

publicity to firm‟s name and to trade marks and to create prestige for a 

product by the impression of extensive and permanent connection with a 

respectable company. 

Limitations of Magazines Publishing / Advertising :  

(a) Inflexibility – The chief disadvantage of magazine advertising is its low 

flexibility as compared to newspapers, radio and T.V., changes in the 

advertisement copy cannot be affected quickly.  

(b) High Cost – Due to limited circulation, the cost of magazine is high and 

hence advertising cost is high. Because of this high cost factor, many small 

advertisers do not go for magazine advertising.  

(c) Waste Circulation – Another problem of magazine advertising is waste 

circulation, that is, individual who are not target consumers are exposed to 

the advertising.  

(d) Limited Circulation – As compared to newspapers, journals and 

magazines have limited circulation because only a specialized group of 

people reads them. Therefore, advertisements appeared in magazines are 

generally read by a limited number of persons only.  

(e) Not Suitable for Certain Advertisers – This medium of advertising is not 

suitable for advertisers in the following circumstances :  

(i) Small advertisers do not proper to this medium because of its high 

cost.  

(ii) The advertisement in magazines cannot zbe zbrought zout zin ztime zas 

zneeded zby zthe zadvertiser. Usually, the magazine takes time in 

printing and therefore, urgent advertisement cannot be booked.  

(iii) This medium cannot be relied upon in case of introduction of new 

products to dealers and consumers in a very short time. 

Introduction of new product requires wide publicity, which this 

method does not provide.  
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BASIC PRINTING METHODS  

Generally, the publishers use four types of printing processes. The publisher may used 

any of them, considering the basic requirements of the message of the publication. The 

four processes are :  

(i) Offset  

(ii) Gravure  

(iii) Letterpress, and  

(iv) Screen Printing  

 

These above four processes are generally in use by the publishers. Most newspapers and 

the magazines use offset today and this process is widely used for outdoor publications, 

point of purchase displays, and the direct mail advertising. The gravure procedure is 

mainly used to print magazine supplements, magazines supplements, or magazine 

sections of the newspapers. Letterpress is widely used process for printing of large 

impressions of a newspaper and magazines. Screen-printing is used for small runs of 

posters, transit advertising, displays etc. on any surface of any thickness.  
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INDUSTRY PROFILE OF PRINT MEDIA 

 

HISTORY & GROWTH (THE STORY SO FAR….) 

As we approach to the close of the most momentous 21
st
 century a new media age seems 

to ushering in the side and sweep of the Indian media pie has assumed enormous 

proportion in recent years and overall the means of mass communication attract 

advertising worth a lot.  

 

There is upswing in the fortune of press sector. There is unprecedented boom in the 

newspaper world, particularly in Hindi & regional languages. With so much happening 

around us, people are only too eager to keep themselves abreast with the developments 

and the news papers are their best guide to the news of world. With the spread of literacy, 

a new, wide awake class of readers has emerged and the newspapers are vying with each 

other to attract them.  

 

In fact the exposure to the print media grew from 57% to 58% between 1990 to 1995 

despite the massive spread of television. The exposure of English Language publication 

remains static at 17% where as in the case of publications in Indian languages the 

exposure level rose from 55% to 56%. The 90‟s have witnessed a boom in publication. 

English publication stood atg 9.3 Mn. Copies in 1996 whereas those in Indian languages 

539 commanding a circulation of 371 Mn. Copies.  

 

For very many long years advertising has been the mainstay of the operations of 

newspaper publishing houses. In fact, in view of the cut throat competition newspaper is 

being sold out at a price much below the cost of production. There has been a steep hike 

in the price of various inputs newsprint, ink and wages of employees have also gone up. 

Newspapers have all along sustained the impact of the escalation by raising as rates. 

There was an upward revision of advertising rates three times but this does not mean that 

advertisers have in any way turned from press advertising. Press advertising is a static 

depiction and offer no room for this kind of build up where a story slowly reaches its 

announcement of a message. TV advertising has a high recall value in comparison to 

press advertising. The lure of TV advertising being what is, the proliferation of satellite 

channels has fragmented the audience and therefore, press appeal and possible impact 
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wanted. Big advertisers are now dividing their as spends in a careful way so as to reap 

maximum advantage from both the print and electronic media. A sort of polarization of 

product categories towards the two media is emerging and print advertising has the 

capacity to entice the advertisers.  

 

INDIAN AND EASTERN NEWSPAPERS SOCIETY (IENS) 

IENS famous as INS is one of the oldest society of publishers. It was established in 1939 

with 14 publishers as its founder members but now the number of newspaper and 

magazines registered as its members has reached to 700+ in 1996 and near about same no. 

of advertising agencies is also accredited to the INS.  

 

The INS works as a regulatory body headed by an elected president and an executive 

committee. INS has its set rules and regulations related to the publishing of advertisement 

in newspapers and magazines, the commissions of advertising agencies, etc. all members 

publications and accredited advertisement agencies have to follow these rules and 

regulations. The executive committee closely watches all the happenings in the print and 

tries to control malpractice.  

 

INS provides a yearly handbook to its member publications. This book informs one about 

the publications, circulation figures, registered office and branch office, their addresses, 

telephone numbers and the person to be contracted latest advertisement tariff, so that the 

advertiser gets every information at a glance.  

 

INS works as a court of justice as it plays an important role in solving disputes between 

publishers, advertisers.  

 

AUDIT zBUREAU zOF zCIRCULATION’S z z(ABC) 

The zAudit zBureau zof zcirculation zwas zestablished zwas zin z1948 zas za znon-profit zmaking 

zcompany zlimited zby zguarantee. It is popularly known as BC, it is supported by fees and 

subscription of members. It is another institution after IENS (India and Eastern 

Newspaper Society) trusted with the responsibility of inspecting the records member 

publications and certifying the size of their print order.  
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Members maintain records to facilitate audit conducted by an independent team of CA‟s. 

Circulation certificates are issued to individual publications for a period of six months i.e. 

for January – June / July – December.  

 

Recheck audits are conducted every four years and surprise checks are also conducted. It 

has been observed that many new publications have been staking their claims for 

circulation without getting it validated by the ABC. The government is considering the 

advisability of enforcing that every magazine and daily should print its circulation figure 

on the front page of each issue with the objective of checking the inflated circulation 

claim of some publications.  

 

The Audit Bureau of Circulation provides information like :  

1. It evaluated the circulation of member publications for a period of six 

months and then issues a certificate which certifies the average circulation 

of the publication per day in last six months.  

2. ABC provides a town wise, state wise breakup of circulation figures in 

India and abroad. This information is attached with circulation certificate 

of the publications.  

3. It informs about the average number of the fee distribution and 

complimentary copies circulated by the publications of total circulation.  

 

NATIONAL READERSHIP SURVEY (NRS) 

National Readership Survey has always been considered an important report to be read 

before taking any decision on advertisement placement in print media. With the NRS-IV 

its scope become wider and electronic media also into its preview.  

 

Readership studies are in general a more useful measure of the potential value of a 

publication that its circulations. It deals wit exposure to the words and pictures instead of 

just receipt of the publication and who being ready by, in considerable detail.  

 

The concepts of NRS were started in 1970 when first NRS was conducted by ORG. at 

that time the scope of NRS was limited to print media only, because of minimum 

exposure of TV, but the results were very encouraging and they facilitated and advertiser 
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with a lot information. The main feature of NRS-V conducted in 1995 was that it was a 

massive survey taken a sample of near about 106375 individuals.  

 

All the major cities and towns are taken into sample, the sample is selected from both 

urban and rural areas, the cross tabulation between readership of different publication and 

educational status of the readers, their occupation and their life style.  

 

NRS is a very details report and all major newspapers and magazines of India are covered 

in this survey.  

 

The information provided by NRS is :  

(1) Irrespective of its circulation figures because some times rise in circulation may 

be accompanies by falls in readership and vice versa.  

Readership of the publication is the important point of consideration of an 

advertiser because he / she is interested in the readers of the publication in which 

they want to place the advertisement.  

(2) It provides information on the target readers of different publication and the SEC 

(Socio Economic Class) they belong to. This information is very important for the 

advertiser because his concern is not only to place the advertisement but also to 

catch the target or potential buyers.  

(3) It provides information on the opportunity to see (OTS) of an advertisement for 

different publications. This information helps the advertiser to know about the 

actual cost realization per reader.  

(4) It also reveals the information on duplication of readership. Some times readers 

are used to reading more than one newspapers of magazine, which is a very 

common habit of SEC-A/B because of their educational background and 

occupation. This is called duplication. Information on duplication helps the 

advertiser while making a choice between different publications.  

(5) It also interrelates the readers of different publications with access to various 

facilities to draw a distinction between the life of readers of different publication. 

This information also helps the advertiser while making a choice of media.  
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ANALYSIS : PRINT MEDIA  

The Audit Bureau of Circulation provides information on the circulation of its member 

publications after every six months, and also provides a list with state and district wise 

circulation break up. This information is treated as genuine by most of the advertisers / 

publishers and they rely on these figures because of ABC‟s reputation. Rest of the 

information on readership is provided by NRS, and IRS reports. These are massive 

surveys and very useful too.  

 

Yes it will be misleading if we say that information provided by these research agencies 

on print media is complete and perfect. Infact there are lots of shortcomings in these 

surveys. Let us discuss some of them which are really important.  

 

 The circulation figures, which are highlighted by all the publications to collect 

advertisements, are infact highly manipulated by the publishers. This happens because 

the chartered accountants giving certificates on behalf of ABC do not watch the 

accounts on the day-to-day basis, which makes the whole process misleading.  

 NRS and IRS have a very good sample size but the problem lies in the questions, 

which are asked to the respondents, to say where he / she last read, or looking at a 

copy – it does not matter where. There are several crucial points about this question. 

„Reading and looking at‟ means anything from a casual flip through to a through 

reading, just as long as the respondent picked up the publication consciously and 

looked into it, but regardless of how much or little was read, or for how long or 

casually it was looked at. It does not matte where means at home or at work, at a 

friend‟s house or in a waiting room. Any copy is particularly important because in a 

given period some people will be counted as readers because they have read the 

current issue of the publication and some people will be counted as readers because 

they have read an old issue.  

 Two further details need to be mentioned – replicate and parallel readership. 

Replication refers to re-reading of old issue without ever seeing the latter issue. This 

would tend artificially to inflate average issue readership, zas zit zdoes znot ztruly 

zrepresent zadditional zreader, zbut zmerely zdouble zcounts zthe zsame zreaders. zParallel 

zreadership zrefers zto zreading zmore zthan zone zissue zwithin zthe zissue zperiod zbefore zthe 
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zinterview zno zmatter zhow zmany zback zissues. Average issues readership would thus 

tend to be deflated or underestimated by this phenomenon.  

 

CURRENT STATUS  

In India….. 

It is necessary for the Government zto zwork zin zclose zcollaboration zwith zthe znational zmedia 

zwith za zview zto zensuring zthat zit zremains zsensitive ztowards zthe zvalues zgenerally zconformed 

zto zby zthe zsociety zand zdoes znot zreflect zanything zwhich zis zdirectly zin zconflict zwith zthe 

zestablished znorms zof zthe zsociety. z 

 

It also takes care upon the publishers and advertisers to refrain from printing anything, 

which does not conform to our social and moral values. They fully shared the 

government‟s concern to develop a mechanism for checking the instances of vulgarity 

and obscenity in some sections of the print media, and said that they would ensure that 

the media followed the code of ethics in letter and spirit. 

 

India zenjoys zthe zadvantage zof zan zestablished zrelatively zindependent zand zpluralistic zpress 

ztradition zthat zis ztwo zcenturies zold. zIts zclose zassociation zwith zthe zfreedom zstruggle zhas 

zimbued zjournalistic zpractice zin zIndia zwith za zkeen zsense zof zits zresponsibilities zas za 

zsocially zconscious zprofession. zThe ztradition zhas zgrown zimpressively zsince zIndependence 

zand zhas zbeen zcomplemented zby zother zmass zmedia: zradio, ztelevision, zand zmore zrecently, 

znew zmedia. zAs zthe zIndian zsocio-economic zand zpolitical zscenario zchanges, zthe zdemands 

zon zthe zmedia zhave zchanged ztoo. zToday zthere zis zgrowing zrecognition zthat zan zindependent 

zpress zis znot zonly zvital zto zthe zfunctioning zof za zdemocracy, zit zalso zensures zthe zprotection 

zof zpublic zinterest zand zenables zmass zentitlements zand zhuman zcapabilities. z 

 

To zmeet zthis zdemand zfor zmedia zprofessionals, zjournalism zeducation ztoday zmust 

znecessarily zbe zmore zholistic z– znot zonly zequipping zstudents zwith zthe zpractical zskills 

znecessary zfor zprofessional zemployment, zbut zalso zeducating zthem zto zbe zsocially 

zresponsible, zsensitive, zand zethical.  

 

If expression is to be free and debate diverse, ready access to the media seems a 

prerequisite. The notion that a person attacked be given an opportunity to reply recurs 

throughout media law and ethics. But there have been few concentrated analysis of 
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precisely how such a „right of access‟ or „right of reply‟ might operate in principle and in 

practice. We review the arguments that the power now concentrated in those who control 

the media is so great that free speech principles support legislative intervention to grant 

every person a right of access to the media.  

 

This, it is argued, would dilute the power of media „gatekeepers‟ to levels compatible 

with a democratic society. It would increase the diversity of views able to be expressed 

and received. We conclude that free speech principles can support a mandatory right of 

access. Nevertheless, we also conclude that such a broad right of access is unattractive in 

practice. It would be virtually impossible to sort out who should be able to assert a right 

of access, and to determine on what issues they may speak or write, without establishing a 

statutory administrative structure, which would be incompatible with freedom of the press 

principles.  

 

It will be objected that technology is about to spawn media abundance, that concentration 

will be diluted naturally, and that therefore such intervention by Parliament is 

unnecessary. This was the conclusion of the Lee Inquiry into print media concentration in 

1992. our response is that, while an age of diversity may be coming, it is not here yet.  

 

On the contrary, a combination of market forces, existing technology and policy have 

produced a high degree of concentration in the mass media.  

 

LIFE AFTER 2001 : REDEFINING PRINT MEDIA   

In z1964, zwhen zArthur zC. zClarke zand zStanley zKubrick zbegan ztheir zcollaboration zto 

zproduce zthe z“proverbial zgood zscience zfiction zmovie”, zthe zyear z2001 zseemed zlike za zsafe 

zbet zfor znearly zany zprediction, zno zmatter zhow zfantastic. zPresident zKennedy zhad zboldly 

zcommitted zthe zUnited zStates zto zputting zastronauts zon zthe zMoon zby zthe zend zof zthe z1960s, 

zand zserious zplans zalready zwhere zbeing zmade zfor zpermanent zlunar zbases zand zMars 

zlandings zby z1990. z 

 

So when the movie and book 2001 : A Space Odyssey debuted in 1968, Clarke‟s visions 

of routine commercial flights to Earth-orbiting Hilton Hotels and expeditions to Jupiter‟s 

satellites at the beginning of the modern era‟s third millennium seemed not only plausible 

but highly probable.  
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Today, with the year 2001 nearly upon us, Clarke‟s space-faring visions no longer seem 

so close at hand. The first international space station is not scheduled for completion until 

2004 at the earliest. And the scientists who will live and work aboard the station will have 

to make do without the amenities of a Hilton Hotel for quite sometime. Permanent lunar 

bases and manned voyages to Mars are generally regarded as unlikely achievements 

before the middle of the twenty-first century.  

  

There zis, zhowever, zanother zconcept zanticipated zby zClarke zin z2001 z: zA zSpace zOdyssey 

zthat znow zdoes zappear zmuch zcloser z– zmultimedia znewspapers zdesigned zfor zreading zon 

zportable zelectronic zdisplays. zThe zfollowing zpassages zfrom zhis zbook zdescribe zthis zvision 

zthat zis zquickly zbecoming za zreality. z 

  

“There zwas zplenty zto zoccupy zhis ztime, zeven zif zhe z[Dr. zHeywood zFloyd] zdid znothing zbut 

zsit zand zread. zWhen zhe ztired zof zofficial zreports zand zmemoranda zand zminutes, zhe zwould 

zplug zhis zfoolscap-sized znewspad zinto zthe zship‟s zinformation zcircuit zand zscan zthe zlatest 

zreports zfrom zEarth. zOne zby zone zhe zwould zconjure zup zthe zworld‟s zmajor zelectronic 

znewspapers…. 

“Floyd zsometimes zwondered zif zthe znewspad, zand zthe zfantastic ztechnology zbehind zit, zwas 

zthe zlast zword zin zman‟s zquest zfor zperfect zcommunications. zHere zhe zwas, zfar zout zin zspace, 

zspeeding zaway zfrom zEarth zat zthousands zof zmiles zan zhour. z 

 

Since z1993, zwhen zthe zInternet zand zWorld zWide zbecame zaccessible zto zpractically zanyone 

zwith za zpersonal zcomputer, zhundreds zof znewspapers zhave zcreated zelectronic zeditions. 

zToday zthe znotion zof zinstantly zconjuring zup zthe zworld‟s zmajor zelectronic znewspapers 

zfrom zdistant zand zeven zremote zlocations zis zno zlonger zfantasy. zEvery zday zhundreds zof 

zthousands zof zpeople zaround zthe zworld zare zreading zthe zheadlines z(and zaccompanying 

zstories) zof zalmost zany znewspaper zthey zplease zon zcomputer zscreens. z 

 

While zcontemporary zpersonal zcomputers zare znot zquite zthe z“newspads” zenvisioned zby 

zClarke, zportable znewspad-like zdevices zspecifically zdesigned zfor zreading zmultimedia 

zpublications zare znearly zcertain zto zbecome zcommonplace zin zthe znext zdecade. z 
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A zconsortium zof zcompanies zwith zthe zbacking zof zthe zEuropean zCommunity zhas zalready 

zdemonstrated zthe zpotential zof zsuch za zdevice, zwhich zit znamed zthe zNews zPAD z(without 

zknowing zof zClarke‟s zvision). zAnd zit zis znot zalone. zOther zcompanies zin zJapan zand zthe 

zUnited zStates zare zknown zto zbe zdeveloping za zvariety zof zconsumer zappliances zknown zas 

zportable zdocument zviewers z(PDVs) zor ztablets. zClearly zthe zfuture zof zpublishing zis zdigital. 

zThat zcan zno zlonger zbe zdenied. zBut zdoes zthis ztechnological ztransformation znecessarily 

zportend zthe zdeath zof zprint zmedia? zOr zthe zend zof zpaper zas za zdisplay zand zstorage zmedium 

zfor ztypographic zdocuments? 

 

So when the movie and book 2001 : A Space Odyssey debuted in 1968, Clarke‟s visions 

of routine commercial flights to Earth-orbiting Hilton Hotels and expeditions to Jupiter‟s 

satellites at the beginning of the modern era‟s third millennium seemed not only plausible 

but highly probable.  

 

Today, with the year 2001 nearly upon us, Clarke‟s space-faring visions no longer seem 

so close at hand. The first international space station is not scheduled for completion until 

2004 at the earliest. And the scientists who will live and work aboard the station will have 

to make do without the amenities of a Hilton Hotel for quite sometime. Permanent lunar 

bases and manned voyages to Mars are generally regarded as unlikely achievements 

before the middle of the twenty-first century.  

 

That zmay znot zhave zbeen zhow zClarke zactually zenvisioned zthe znewspad zsince zin zthe zbook 

zhe ztalks zabout zreading zrather zthan zwatching znews zstories. zAnd, zalso zin zthe zbook, zhe 

zimplies zthat zthe znewspad zis za zportable zdevice. zNevertheless, zthe zmovie zversion zdoes 

zprovide zsome znoteworthy zinsights zinto zthe zprobable zfuture zof zelectronic zpublishing zand 

zpaper. zFor zone, zthe znews zpad zscreens zare zall zshown zin za zportrait zorientation z(taller zthan 

zthey zare zwide) zinstead zof za ztelevision-like zlandscape zorientation. zThat zdecision zprobably 

zcame zabout zlogically zfrom zClarke‟s zimplicit zview zthat zthe znewspad zrepresented zthe 

zelectronic zevolution zof zprinted zpublications zand ztextual zdocuments, zwhich zhistorically 

zhave zbeen, zand zcontinue zto zbe, zpredominantly zpage zbased zand zportrait zoriented. z 

 

TRANSFORMING zPRINT zMEDIA zINTO zA zDIGITAL zFORM z 

Returning znow zto zthe zfirst zquestion zI zposed zearlier zin zthis zpresentation, zmy zanswer zis 

zobviously zno z– zprint zmedia zare znot zon zthe zverge zof zextinction, zas zmany zpundits zare 
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zpredicting. zOn zthe zcontrary, zthe zdevelopment zof znext-generation zflat-panel zdisplays zand 

zdigital zpublishing zsystems zsuggests zthat zprint zmedia zcan zbe ztransformed zinto zeven zmore 

zpopular zand zversatile zforms zof zcommunication zin zthe znext zcentury. zThis zhypothesis 

zrequires zus zto zaccept, zhowever, zthat zprint zmedia zare znot zdependent zupon zpigmented zink 

zand zpulp zpaper zor zprinting zpresses zfor ztheir zcontinuing zevolution. zAfter zmore zthan z500 

zyears zof zassociating zpublishing zand zprint zmedia zwith zmechanical zprinting ztechnologies, zit 

zis zno zwonder zthat zso zmany zpeople zhave zdifficulty zseparating zthem zin ztheir zminds. zBut 

zonly zby zconsciously zdisconnecting zprint zmedia zfrom zmechanical zprinting zpresses zand 

zpulp zpaper zcan zwe zbegin zto zsee zthat zthe zadoption zof zdigital zpublishing ztechnologies 

zrepresents za ztransition, znot za ztermination, zfor znewspaper, zmagazine zand zbook zpublishing. 

zPrinting, zwhether zmanual, zmechanical zor zdigital, zis zessentially za zproduction zprocess z– za 

zmeans zto zan zend z– zfor zreplicating zthe zwritten zword zand zimages zon zportable zdisplay 

zmedia. z 

 

ECONOMIC zINCENTIVES zTO zGO zALL-DIGITAL 

The zincentives zfor zpublishers zto zmake za zcomplete ztransition zto zdigital zsystems zare zgreat. 

zToday, zmore zthan zhalf zof za ztypical zpublisher‟s zoverall zcosts zare zassociated zwith 

zmanufacturing zand zdistributing z– zcosts zrelated zto zpresses, zpress zplates, zinserting zand 

zbundling zmachines, zpaper, zink, zelectricity, zfacilities, ztruck zlease, zgasoline zand zlabor. 

zNewsprint zalone zaverages zabout zone-quarter zof zthe zcost zof zpublishing za znewspaper zin zthe 

zUnited zStates. z 

 

No zfurther zsavings zof zany zreal zsignificance zcan zbe zexpected zfrom zthe zadoption zof zmore 

zadvanced zdigital zsystems zby zthe zessential z“front-end” zdepartments z– zeditorial, 

zadvertising, zmarketing zand zbusiness. zThese zdepartments zalready zhave zconverted zalmost 

zentirely zto zthe zuse zof zmore zefficient zand zcost-effective zdigital ztechnologies. zTherefore, 

zthe zonly zplace zwhere zpublishers zcan zseek zsubstantial zsavings zin zcoming zdecades zis 

zwithin zthe z“back-end” zdepartments z– zpressrooms, zmailrooms, zpaper zhandling zand 

zcirculation. zThere zcan zbe zlittle zdoubt zthat zas zsoon zas zdigital zdelivery zand zdisplay zsystems 

zbegin zto zmatch zthe zquality zof zmechanical ztechnologies zfor zproducing zand zdistributing 

zpublications zand zthey zcan zdo zit zat za zrelatively zlow zcost, zmost zpublishers zwill zmore 

zquickly zto zmake za zfull ztransition.  
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PRINT MEDIA GROWTH  

The Press Council Chairman, Justice B.P. Sawant, today dispelled doubts about the future 

of the print media in the wake of stiff competition from the electronic media. “On the 

contrary, its future is bright with readership and circulation of newspapers in India 

growing at 5.6 per cent per year,” he said, inaugurating a seminar on the “Future of print 

media” organized in Hyderabad by the Press Council and the Press Academy of Andhra 

Pradesh in July.  

  

Justice Sawant said that statistics from across the globe indicated that the print media was 

growing in spite of competition from television channels and Internet news portals. There 

is vast potential for the expansion of readership of the print media with almost 70 per cent 

of the population not fully exposed to the electronic media, he said. Though majority of 

India‟s population was now exposed to electronic media, it was not making any major 

inroads into the print media and the trend was same in other parts of the world as well.  

 

In a developing country like India, people have a definite stake in the future growth of 

print media since it has the potential to affect socio-political life, the PCI chairman said. 

He, however, said the freedom of press did not mean freedom for owners or proprietors of 

newspapers but it essentially meant freedom for people to know fully and truthfully, 

everything that is of public importance.  

 

According zto zhim, zof zlate, zissues zconcerning zthe zmedia zhad zassumed zsuch zimportance 

zthat zthere zwas za zneed zto zset zup za zthird zpress zcommission. zBut zas zthere zwas z“no zhope zthat 

zthe zCentre zwill zconstitute zthe zthird zpress zcommission”, zthe zPress zCouncil zhad zdecided zto 

ztake zthe z“initiative” zto zexplore zways zto zstrengthen zthe zprint zmedia zon zhealthy zlines. z 

 

“We zshould zponder zover zwhether zthe zprint zmedia zshould zbe zrun zas za zbusiness zventure zor 

za zsocial zmission, zwhether zit zshould zbe zmarket z\-oriented zor zmass-oriented,” zJustice 

zSawant zsaid, zreferring zto za zlengthy zquestionnaire zprepared zby zthe z zPress zCouncil zon zthe 

zfuture zof zthe zprint zmedia. z 

 

Justice zLakshmnan zRao, zformer zChief zJustice zof zthe zAllahabad zHigh zCourt, zsaid zit zwas 

znecessary zto zsecure zfor zthe zpeople zthe zright zto zinformation zand zthe zprint zmedia zhad znot 

zmeasured zup zto zthe zneed. zHe zfelt zthat zfactual zpresentation zof zmatter zbeing ztried zin zcourts 
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zwithout zgiving zany ztwist zthrough zinterpretation zneed znot zbe zconstrued zas zviolation zof 

zcourt zrules. zProf. zP.L. zVishwesher zRao zof zOsmania zUniversity zsaid zthe zcredibility zof 

znewspapers zhad zbecome zquestionable z“as za zlot zof zpropaganda zhad ztaken zroot” zin 

znewspapers. zThere zwas zneed zto zredefine znews. zWhile zpoverty zwas za zmajor zissue zin zthe 

zcountry, zit zwas znot zgetting zenough zattention zin znewspapers, zhe zsaid. 

FOREIGN INVESTMENT IN PRINT MEDIA  

Indian zGovernment zimposes z74-percent zcap zon znon-news zand znon-current zaffairs 

zpublications; z26 zpercent zon zothers. z 

In za zhistoric zdecision, zthe zUnion zCabinet zlifted zthe znearly z50-year-old zban zon zforeign 

zinvestment zin zthe zprint zmedia. zIt zallowed z26 zper zcent zForegin zDirect zInvestment z(FDI) zin 

znews zand zcurrent zaffairs zpublications zand z74 zper zcent zforeign zinvestment zin zthe znon-

news zand znon-current zaffairs zjournals. zWith zthis zdecision, zthe zGovernment zhas zrevoked 

zthe z1955 zCabinet zResolution zunder zFirst zPrime zMinister, zwhich zprohibited zforeign 

zinvestment zin zthe zprint zmedia. zCapping za zdecade-long zcontroversy, zthe zUnion 

zgovernment zon zJune z26 zapproved z26 zpercent zforeign zdirect zinvestment z(FDI) zin zthe zprint 

zmedia, zbut zmade zit zclear zthat zIndian zwould zretain zeditorial zcontrol. z 

  

Prime zMinister zcabinet zalso zdecided zto zhike zthe zextent zof zFDI zin zthe z“non-news zand znon-

current zaffairs” zsector zto z74 zpercent. zThose zsections zof zthe zprint zmedia zdealing zwith znews 

zand zcurrent zaffairs zwould zbe zpermitted zto zhave z26 zpercent zFDI. z“We zhave ztaken za zmajor 

zdecision,” zInformation zand zBroadcasting zMinister ztold zreporters zafter zthe zcabinet 

zmeeting zchaired zby zVajpayee. z“There zhas za zbeen za zlot zof zdiscussion zon zthis. zWe zhave 

ztaken zthis zdecision zafter za zlot zof zdiscussion. zIt zis za zvery zlogical zand ztimely zdecision,” 

zofficial zspokesman zsaid. zWhile zseveral zvernacular zand zcurrent zaffairs zpublications zwere 

zlobbying zfor zforeign zinvestment zin zthe zprint zmedia, zsome zlarge znewspaper zgroups zwere 

zvehemently zagainst zsuch zliberalization. z 

 

The zgovernment zhad zalso zdecided zto zput zin zplace zstringent zconditions, zso zthat zforeign 

zinvestors zdo znot zmanage zto ztake zcontrol zof zthe zIndian zprint zmedia zin zwhich zthey zinvest. 

zShe zsaid zthe zsingle zlargest zIndian zinvestor zshould zhold za zsignificantly zlarger zequity zshare 

zso zthat zthe zIndian zshareholding zwas znot zdispersed. z“If zthe zcompany zwants zto zchange zthe 

zpattern zof zshareholding, zthen zthey zwill zhave zto ztake zprior zpermission zof zthe zInformation 

zand zBroadcasting zMinistry. z 
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“The zeditorial zcontrol zmust zbe zin zIndian zhands. zAll zkey zposts zin zeditorial zand zthree-

fourths zof zall zeditorial zstaff, zregardless zof zdesignation, zhave zto zbe zIndian. z 

 

“For zsecurity, zwhichever zforeign zinvestor zcomes, zhis zcredentials zwill zbe zlooked zinto. 

zOnly zafter zthe zHome zMinistry zand zother zministries zconcerned zclear zthem, zthey zwill zbe 

zallowed zto zinvest.” zFDI zis zalready zallowed zin zthe ztelevision zand zInternet zsegments. zIn 

z1955, zthe zcabinet zhad zbanned zforeign zownership zof zdomestic zpublishing zhouses zin zan 

zattempt zto zprotect zthe zcountry‟s zsovereignty zand zculture. z 

 

The znews zthat zthe zgovernment zhas zdecided zto zopen zup zthe zprint zmedia zto zforeign 

zparticipation zby zallowing zforeign zdirect zinvestment z(FDI) zof zup zto z26 zper zcent z– zunder za 

zstrict zregulatory zregime z– zhas zbeen zmet zwith zwhoops zof zdelight zor zaccusations zof za zsell-

out. zThe zpolarized zresponse zunderlines zhow zcontentious zthe zmove zis zand zhow zfiercely zit 

zhad zbeen zresisted zfor zover za zdecade zby zpowerful zmedia zhouses zin zthe zcountry, zwhich 

zwant znothing zmore zthan zto zbe zallowed zto zcontinue zwith ztheir zlong, zunchallenged zreign zin 

zthe zmarketplace. zTheir zaccusations zdo, znevertheless, zneed zto zbe zanswered zif zonly 

zbecause zwhat zis zat zstake zis zthe zinterest zof zthe zreader. z 

 

It is argued that the print media is more intrinsically related to the democratic processes in 

a country and should therefore be protected from the predatory moves of powerful global 

lobbies; that national interest demands this.  

 

In response, one need only turn to the findings of the recent National Readership Survey 

2002, which has indicated that TV news viewership has zincreased zby z285 zper zcent. zWith 

zan zestimated z38 zto z47 zmillion zcable zand zsatellite zTV zhousehold zin zthe zcountry, zhow zis 

ztelevision zany zless zintrinsically zrelated zto zthe zdemocratic zprocesses zthan znewspapers? 

zIndeed, zin za zcountry zwhere za zlarge znumber zof zilliterate zpeople znow zdepend zon ztelevision 

zto zbe zinformed zabout zthe zworld, zfears zabout za z„foreign zinvasion‟ zand za zreturn zto zthe zdays 

zof zthe zEast zIndia zcompany zmust zsurely zbe zdirected zat zthe zvisual zmedia. zThe zfact zis zthat 

zthis zsector zhas zbeen zopened zto zforeign zinvestment zfor zyears, zand zpreserving zone zcorner 

zof zit zas zsacred, zinviolable zand ztotally zIndian-owned zspace zis zboth zillogical zand zunfair zto 

zthose zplayers zwho zmay zrequire za zfinancial zfillip zto zstay zalive. zThis is not unique to India. 

A share of Argentina‟s Clarin – said to be the world‟s largest circulated Spanish-language 

daily – was put up for sale. In the UK, Thomson sold its newspapers in the late 1990s, 
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while in a country like France, which takes its national institutions very seriously, laws 

only prevent the majority ownership of newspapers by non-French companies.  

 

The zIndian zNewspapers zSociety z(INS) zand zeminent zeditors zdenounced zthe zgovernment‟s 

zdecision zto zthrow zopen zthe zprint zmedia zto zForeign zDirect zInvestment z(FDI) zsaying zthat 

zthe z“hasty” zdecision zwould zcompromise znational zinterest zand zfreedom zof zthe zPress. z 

 

ADVERTISING IN PRINT WILL CONTINUE TO DOMINATE MEDIA PLANS  

These are tough times and tough measures are called for. For the Indian advertising 

industry, which has been going through rough weather, a projection of a single digit 

positive growth in the next year appears to be the only silver lining on the horizon. And 

advertising in print will continue to dominate ad spend.  

 

According to a report prepared by the Zenith Optimedia Group, which looks at trends in 

global advertising expenditure, a subtle chance for positive growth does exist, post 9/11. 

In an interesting observation, the report notes that despite the rise of the Internet and the 

preference of media planners for TV, which has greater exposure, advertising in print is 

expected to hold on.  

 

The print media, which had concerned the lion‟s share of advertising expenditure at 49.2 

per cent in 2000, has managed to sustain itself in 2001 by catering to 48.7 per cent, nearly 

half the ad spend of 2001. The report forecasts that ad expenditure in print is estimated to 

remain more or less stagnant at 48.2 per cent in 2002. seeking to allay fears that the 

events of September 11 would zcontinue zto zhave za znegative zimpact zon zadvertising, zthe 

zreport zhas zpredicted za zrecovery, albeit optimistically. According to the report, 2001 had 

started off on an upbeat note. While the first quarter of 2001 registered good growth over 

the same period last year, the second and third quarters had shown dips in ad spends. The 

fourth quarter, the report notes, is expected to register even lower ad spends, compared to 

the same period in 2000. The report points out that thought the negative sentiment is 

expected to be carried over to the first quarter of 2002, a leveling of the trend should take 

place by the second quarter and recovery of lost ground should commence from the third 

quarter. However, certain sectors of the advertising world like outdoor and cinema are 

expected to either remain stagnant or go into decline altogether. Commenting on 

advertising spends, the report maintains that dotcoms, telecommunications and financial 
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services would be “weak areas” while tobacco and alcohol advertising “would be hit by 

new restrictions.”  

 

As for the branded FMCG (fast moving consumer goods) advertisers, the report states 

that in the current year, they would grab share-of-voice and so share-of-market by 

exploiting an undersold media market. The report also forsees a recovery in the travel and 

leisure / sport segment with the Olympics in 2004. 
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Chapter-3 

Research Methodology
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RESEARCH zMETHODOLOGY 

 

As zresearch zis zthe zscientific zand zsystematic zsearch zfor zpertinent zinformation zon za zspecific 

ztopic. zResearch zMethodology zis za zway zto zsystematically zsolve zthe zresearch zproblem, zit 

znot zonly ztakes zthe zresearch zmethods zbut zalso zconsider zthe zlogic zbehind zthe zmethods. zThe 

zstudy zof zResearch zMethodology zfor zdeveloping zthe zproject zgives zus zthe znecessary 

ztraining zin zgathering zmaterials zand zarranging zthem, zparticipation zin zthe zfield zwork zwhen 

zrequired, zand zalso zprovides ztraining zin ztechniques zfor zthe zcollection zof zdata zappropriate 

zto zparticular zproblems, zin zthe zuse zof zstatistics, zquestionnaires zand zcontrolled 

zexperimentation zand zin zrecording zevidence, zsorting zit zout zand zinterpreting zit.  

 

MARKETING zRESEARCH z 

Marketing zresearch zis zthe zsystematic zdesign zcollection, zanalysis zand zreporting zof zdata 

zfindings zrelevant zto zthe zspecific zmarketing zsituation zfaced zby zthe zcompany. zMarketing 

zresearch zprocess, zthe zresearch zfindings zand zinferences zbased zon zthe zdata zinterpretations 

zalong zwith zthe zconcept, zmethodology zand zlimitations zof zthe zresearch zare zof zmuch zuse zto 

zthe zmanagement zwhile zmaking zstrategic zdecisions zabout zthe zcompany. zIn zmarketing 

zresearch zinvestigation zthe zfirst zthree zsteps znamely zformulation zof zthe zproblem, 

zspecification zof za zresearch zdesign zand zcollection zof zdesired zinformation ztend zto zbe 

zclosely zinter-related. zThe zresearch zdesign zhas zbeen zused zin zthis zstudy zis zthe zDescriptive 

zResearch zDesign. zA ztentative zlist zof desired information cannot help in the formulation 

of a problem similarly; these cannot be completed without some preliminary notion about 

the design to be used in an investigation. 

 

A detailed statement of the objective will to a considerable extent concise with listing of 

the desired information. The researcher should screen this list and anticipate the limitation 

of the data collection process in relation to the possible findings of the study. It is quality, 

reliability, accuracy, and the validity of the collected information, which will considerable 

affect the findings of an investigation.  

 

In zResearch zMethodology, zwe zconsider zabout zthe zResearch zDesign, zMethods zof 

zCollection zof zData, zetc. z 



43 

 

 

RESEARCH zDESIGN z 

Research zDesign zis zthe zarrangement zof zconditions zfor zcollection zand zanalysis zof zdata zin za 

zmanner zthat zaims zto zcombine zrelevance zto zthe zresearch zpurpose zand zconstitutes zthe zblue 

zprint zfor zthe zcollection, zmeasurement zand zanalysis zof zdata. z 

  

RESEARCH zDESIGN zUSED zIN zTHIS zPROJECT 

The zDescriptive zStudies zis zused zin zthis zproject zdue zto zthe zfact zthat zthe zdescriptive zstudies 

zattempt zto zobtain za zcomplete zand zaccurate zdescription zof za zsituation, zthat zis zit zcovers zthe 

zall zphases zrequired zand zprovides zthe zways zto zcollect zthe zdata zfrom zvarious zsources zof 

zinformation z(sample zdesign), zensure zminimum zbias zin zthe zcollection zof zdata, zhold zcosts 

zto za zminimum, zand zreduces zthe zerrors zin zinterpreting zthe zdata zcollected. zIn zthe 

zdescriptive zresearch zstudies, zhere zwe zuse zthe zStatistical zMethod, zas zit zrefers zto zthe 

zsurveys, zand zare zused zin zanalyzing zthe zdata zcollected. z 

 

SOURCES z& zMETHODS zOF zDATA zCOLLECTION z 

For zthe zresearch zpurpose, zthe zresearcher zdoes zdata zcollection. zFor zsuccessful zefficient 

zmarketing zresearch zinvestigation, zthe zresearcher zmust zbe zfamiliar zwith zthe znature zof zthe 

zdata zas zwell zas zthe zdata zcollection zmethod. z 

 

SOURCES zOF zDATA zCOLLECTION z 

Sources zof zdata zcollection zstate zthe zvarious zsources zof zdata zfrom zwhere zwe zcollect zthe 

zinformation‟s zfor zthe zcomparative zanalysis. z 

 

The zsources zof zdata zcan zbe zcategorized zin ztwo zparts z: z 

1. Internal zSources zof zData z– zSuch zas zthe zinformation zgenerated zby zthe 

zorganization zitself. z 

2. External zSources zof zData z– zSuch zas zthe zinformation zgenerated zby zoutside 

zthe zorganization. zIt zcan zbe zfurther zdivided zinto z: z 

a. Primary Data and  

b. Secondary Data  
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Primary zData z– zPrimary zdata zare zthose zcollected zspecifically zby, zor zfor, zthe zdata zusers 

zby zdifferent zmethods zsuch zas zObservation zMethod, zInterview zMethod, zQuestionnaire 

zMethod, zetc. z 

Secondary zData z– zSecondary zdata zare zthose zthat zhave zbeen zcollected zby zother 

zorganizations, zsuch zas zgovernment zagencies, znewspapers zand zmagazines, zetc. z 

 

The zsecondary zdata zcollected zfor Major  Research  zproject zbelongs zfrom: z 

1. Industry zProfile z 

2. Print zMedia zCompany zRecords z 

3. Previous zSurvey‟s zof zother zResearchers z 

4. Magazines z 

5. Journals z 

6. Newspapers z 

7. Internet z 

 

METHODS zOF zDATA zCOLLECTION z 

Methods zof zdata zcollection zare zthe zway zthrough zwhich zthe zdata zis zcollected zfor zthe 

zresearch zpurposes. zWhile zdeciding zabout zthe zmethod zof zdata zcollection zto zbe zused zfor zthe 

zstudy, zthe zresearcher zshould zkeep zin zmind ztwo ztypes zof zdata zviz., zprimary zand zsecondary. 

zThe zresearcher zwould zhave zto zdecide zsort zof zdata zhe zwould zto zselect zfor zhis zstudy zand 

zaccordingly zhe zwill zhave zto zselect zone zor zthe zother zmethod zof zdata zcollection. zThe 

zmethods zof zcollecting zprimary zand zsecondary zdata zdiffer zsince zprimary zdata zare zto zbe 

zoriginally zcollected, zwhile zin zcase zof zsecondary zdata zthe znature zof zdata zcollection zwork 

zis zmerely zthat zof zcompilation. z 

 

In zthis zproject, zas zwe zdo zresearch zof zthe zdescriptive ztype zwhich zperforms zsurveys, zhence 

zthe zprimary zdata zcan zbe zobtain zeither zthrough zobservation zor zthrough zdirect 

zcommunication zwith zrespondents zin zone zform zor zanother zor zthrough zpersonal zinterviews. 

z 

SAMPLING zPLANS z 

The zmarketing zresearcher zmust zdesign za zsampling zplan, zwhich zcalls zfor zthree zdecisions z– z 

a) Sampling zunit z - Who zis zto zbe zsurveyed? 

b) Sample zsize z - How zmany zpeople zshould zbe zsurveyed? 

c) Sampling zProcedure z-  zHow zshould zthe zrespondents zbe zchosen? 
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CONTACT zMETHODS z 

This zanswers z– zHow zshould zthe zsubject zbe zcontacted? zThe zchoices zavailable zare z– 

a) Mailing zQuestionnaires z 

b) Telephone zInterviews z 

c) Personal zInterviewing z 

1. Collecting zthe zinformation zi.e. zorganizing zand zcarrying zout zthe 

zfieldwork. z 

2. Analyzing zthe zcollected zdata zor zinformation. z 

3. Presenting zthe zfindings zin zthe zform zof za zreport. z 

 

Primarily zresearch zobjectives zwere zdefined zand za zlist zof zneeded zinformation zwas 

zprepared. zAccording zto zthe zlist zof zinformation, zquestionnaires zwere zprepared zfor 

zconducting zthe zsurvey. zThe zresearch zwas zsegregated zinto zthree zfolds zas z: z 

 Consumers zSurvey 

 Advertisers zSurvey z 

 

As zthe zarea zof zresearch zwas zrelated zwith zidentifying zmarket zopportunities zfor zprint zmedia 

zsector. zThe zapproach zadopted zby zthe zresearcher zfor zthe zaccomplishment zof zabove 

zmotive, zwas zexploratory zin znature.  

  

SAMPLING PLANS  

Sampling Process & Size :  Research being exploratory in nature, a simple random & 

convenient sampling was taken into consideration. The sample size is of 120 people in 

total.  

Sampling Area : Whole  of the Delhi NCR was taken as population frame in order to 

have all the possible information regarding the subject of research.  

Contact Method : The responses were collected with the help of questionnaire. 
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FINDINGS & ANALYSIS 

 

This zchapter zdescribes zthe zfindings zand zthe zanalysis zof zthe zoverall zresearch zstudy done 

for the project title “Evaluation of Print Media as a Medium of Advertisement with 

Respect to Customer & Advertiser”. The researcher wants to formulate  marketing 

strategies, market orientation of the print media business.  

 

On the basis of the analysis and after considering the various factors, the researcher found 

important features that played the key role in the analysis of the print media sector and its 

market building.  

 

In this project, the media sector (particularly in India) has been scanned, but focus is 

mainly on the print media sector.  

 

In order to achieve the objective and better understand the problems of the industry, it 

was decided to conduct a market survey. Market survey was done into different folds. 

Market survey was done through both the findings zof zthe zprimary zdata zand zthe zsecondary 

zdata, zby zconducting zthe zdescriptive zresearch zstudies.  

 

To collect the primary data, for finding out the market orientation of the print media, the 

overall survey was divided into two folds :  

 Advertiser‟s Survey  
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QUESTIONNAIRE FOR CONSUMERS 
1.  zHOW zMANY zTIMES zDO zYOU zREAD zA zMAGAZINE zDURING zTHE 

zWEEK? 

(a) 1-2      

(b) 3-4     

(c) 5-6   

(d) 6+ z    

 

2. IN zYOUR zOPINION, zWHAT zMAKES zAN zEFFECTIVE zMAGAZINE 

zPRINT zADVERT? 

(a) Striking zImages      

(b) Eye zCatching zText     

(c) Informative  

(d) Objective 

(e) Good zColour zScheme 

(f) Scheme  

 

3. WHAT zMAGAZINE zDO zYOU zTEND zTO zWATCH zTHE zMOST? 

(a) FMT      

(b) Food z z& zBeverages   

(c) Process zFood  

(d) DVR     

(e) Brew zIndia  

 

4. IN zYOUR zOPINION, zWHAT zMAKES zA zMAGAZINE zPRINT zADVERT 

zMORE zMEMORABLE? 

(a) Bold zStriking zImage, zSimple zTex      

(b) Elaborate zComplex zDesign, zExtravagant zText 

 

5. WHAT zSIZE zDO zYOU zTHINK zA zNEWSPAPER zPRINT zADVERT zHAS 

zTO zBE zIN zORDER zTO zBE zMEMORABLE?  

(a) Small     

(b) Medium 

(c) Large 

(d) Double zPage zSpread 

 

6. DO zYOU zLIKE zTO zSEE zLOTS zOF zTEXT zON zA zNEWSPAPER zADVERT 

zIN zORDER zTO zGAIN zMORE zINFORMATION? 

(a) Yes    

(b) No 
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7. DO zYOU zLIKE zTO zSEE zLOTS zOF zTEXT zON zA zMAGAZINE zADVERT zIN zORDER zTO zGAIN 

zMORE zINFORMATION? 

(a) Yes     

(b) No 

 z z z z z z z8.  DO zYOU zLIKE zTO zSEE zLOTS zOF zTEXT zON zA zPRINT zAD? 

 z z z z z z z(a)Yes 

 z z z z z z z(b)No 

 z z z z z z z9. z zDO zYOU zLIKE zTO zSEE zA zQUOTE/SLOGAN zON zA zPRINT zAD? 

              (a)Quote  

              (b)Slogan 

10. WHAT TYPE OF MEDIA YOU PREFER TO WATCH FOR NEWS, AND 

ENTERTAINMENT? 

             (a)Print Media        

               (b)Broadcast Media      

               (c)Outdoor / Direct Mail Media    

               (d)Other Media      

               (e)No Preference     

11. WHY MOST PEOPLE CHOOSE PRINT MEDIA? 

              (a)Low Cost per Reader     

              (b)Flexibility and Timeliness    

             (c)More Popularity      

             (d)Repetitive Value      

             (e)Individual Preference     
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1-HOW zMANY zTIMES zDO zYOU zREAD zA zMAGAZINE zDURING zTHE zWEEK? 

 

 

  

(c) 1-2      

(d) 3-4     

(e) 5-6   

            (d)         6+ 

The zgraph zindicates zthat z45% zof zthose zsurveyed zread zmagazine zat zleast z3-5 ztimes za zweek, 

zwith zanother z25% zreading za zmagazine zadvert z5- z6 ztimes za zweek. zThis zshows zthat zthe 

zdata zI zhave zcollected zis zvalid zand zrelevant, zas zthose zsurveyed zhave zshown za zfamiliarity 

zwith zthe zprint zadvertising zin zterms zof zstyle/content. 
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2. IN zYOUR zOPINION, zWHAT zMAKES zAN zEFFECTIVE zMAGAZINE 

zPRINT zADVERT? 

 

 

23% zof zthose zsurveyed zfelt zas zif zthe zmost zimportant zaspects zof za znewspaper zadvert 

zincluded zhaving zstriking zimages zand zeye zcatching ztext. zThis zwas zfollowed zby zhaving 

za zgood zcolour zscheme, zas zwell zas zbeing zinformative zand zobjective z(not zgiving zmuch 

zaway).  

 

3.  What zmagazine zdo zyou ztend zto zwatch zthe zmost? 

 

This zwas zan zopen zquestion zwhere zthose zsurveyed zwere zfree zto zsuggest ztheir zfavourite 

zmagazines. zOf zthose zsurveyed, zthe zmost zpopular zanswers zincluded zFMT z(0.2), zFood z& 

zBeverages z(0.4) zand zProcess zFood 

These zthree zproducts zvary zin zstyle, zwith zThe zDVR zbeing za ztabloid zand zThe zBrew zIndia 

zbeing za znewssheet. 

 

 

\  
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4. IN YOUR OPINION, WHAT MAKES A MAGAZINE PRINT ADVERT 

MORE MEMORABLE? 

     

 

 

 

 

I zasked zthis zquestion zin zorder zto zestablish zthe zstyle zof zadvert zthat zmy zaudience zwould 

zprefer zto zsee. zThe zmajority zof zthem zsaid zthat zthey zwould zbe zmore zlikely zto zremember zan 

zadvert zthat zuses za zBold zand zStriking zImage zwith zSimple ztext zcompared zto zan zElaborate, 

zComplex zDesign zwith zExtravagant ztext z(65% zvs. z35%).  

 

5554 WHAT zSIZE zDO zYOU zTHINK zA zNEWSPAPER zPRINT zADVERT zHAS zTO 

zBE zIN zORDER zTO zBE zMEMORABLE?
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When zasked zabout zsizing zand zproportions, zthose zsurveyed zsaid zthat zthey zwould zbe zmore 

zlikely zto zremember za zMedium z(Half za zPage) zor za zLarge z(Whole zPage) zmore zthan za zSmall 

z(Quarter zPage) zor zDouble zPage zspread z(65% zvs. z35%). zThis zmay zbe zbecause zsmall 

zadverts zmay zbe zoverlooked zand zdouble-page zspreads zmay zbe zoff zputting/overwhelming 

zat za zglance zfor zthe zreader.  

 

 

 

 

 

 

 

 

 

 

 

5. DO zYOU zLIKE zTO zSEE zLOTS zOF zTEXT zON zA zNEWSPAPER zADVERT 

zIN zORDER zTO zGAIN zMORE zINFORMATION 

 

70% zof zthose zsurveyed zsaid zthat zthey zprefer znot zto zsee zlarge zamounts zof ztext zon za 

znewspaper zadvert. zThis zmay zbe zbecause zthey zfind zthat ztext ztakes zlonger zto zread zand 

zprocess, zas zapposed zto zseeing zan zimage zand zgaining zinformation zfrom zthat.  

A

B
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7.DO zYOU zLIKE zTO zSEE zLOTS zOF zTEXT zON zA zMAGAZINE zADVERT zIN 

zORDER zTO zGAIN zMORE zINFORMATION? 

 

 

70% zof zthose zsurveyed zsaid zthat zthey zprefer znot zto zsee zlarge zamounts zof ztext zon za 

zmagazine zadvert. zThis zmay zbe zbecause zthey zfind zthat ztext ztakes zlonger zto zread zand 

zprocess, zas zapposed zto zseeing zan zimage zand zgaining zinformation zfrom zthat.  

 

8.Do zyou zlike zto zsee zlots zof ztext zon za zPrint zAd? 

 
 

 

 

70% zof zthose zsurveyed zsaid zthat zthey zprefer znot zto zsee zlarge zamounts zof ztext zon za 

znewspaper zadvert. zThis zmay zbe zbecause zthey zfind zthat ztext ztakes zlonger zto zread zand 

zprocess, zas zapposed zto zseeing zan zimage zand zgaining zinformation zfrom zthat.  

A

B

A

B
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9.Do zyou zlike zto zsee za zquote/slogan zon za zPrint zAd? 

 
 

55% zof zthose zsurveyed zsaid zthat zthey zwould zlike zto zsee za zslogan/quote zon za znewspaper 

zadvert, zwhilst z45% zsaid zthey zwould znot. zThis zis zfairly zeven zdistribution, zand ztherefore zI 

zdon‟t zthink zthis zfeature zwill zhave zan zeffect zon zthe zoverall zsatisfaction zof zmy zaudience. 

 

 

10.What type of media you prefer to watch for news, and entertainment? 

 

CON

A

B
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the establishment of a particular brand / product in the market and therefore their priority 

plays the key role in planning the strategy for launching a particular product or for the 

product promotion. It clearly states the effectiveness of the policies regarding company‟s 

image into the market.  

 

Researcher again gave he questionnaire to the consumers. Ranks were given to the 

following point.  

 Visual Appeals  

 Print Quality  

 Easy Language  

 Low Price  

 Repetitive Value  

 Company Image  

 Gift Schemes  

 

Marks were given on the basis of the preferences. The one with first rank got the 

maximum i.e. 6 marks, II, III, IV, V and VI got 5, 4, 3, 2 and 1 respectively. They were 

added to count the maximum weightage, which was given to the product came forward 

closely by certainty of recover. These were the relevant factors that upheld a product in 

the market in the view of the consumer. With maximum marks to the visual appeals (246) 

followed by print quality 
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11.Why most people choose Print Media? 

 

 

 
 

 

The zfuture zof zPrint zMedia zis zbright zwith zreadership zand zcirculation zof znewspapers zin 

zIndia zgrowing zat z5.6 zper zcent zper zyear, zas zthere zis zvast zpotential zfor zthe zexpansion zof 

zreadership zof zthe zprint zmedia zwith zalmost z70 zper zcent zof zthe zpopulation znot zfully 

zexposed zto zthe zelectronic zmedia. z 

a. Low Cost per Reader     

b. Flexibility and Timeliness    

c. More Popularity      

d. Repetitive Value      

e. Individual Preference 
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CONCLUSION 

 

On the basis of the analysis and after considering the various factors, the researcher found 

important features that played the key role in the analysis print media market orientation 

and its market orientation. The researcher concluded that the new entrant should bring 

modern techniques and policies regarding different facilities, cutthroat competition, better 

quality, good service, better image, low price that should suit Indian environment. Since 

it‟s an upcoming and developing country, new features can easily be accepted by the 

society.  

 

It should be in such a way, to make market building and its orientation, in such a way that 

it ensures both volume and quality of the print media business, and serves the benefits of 

the general consumers, which are the factors that are always looked forward by the 

subscribers. The zmarketing zstrategy zshould zbe zlaid zout zin zsuch za zmanner zthat zit zincludes 

zthe zrequirement zfrom zthe zlaunching zof zproduct zwhether zas znewspaper, zjournal zor 

zmagazine zuntil zthe zfinal zstage zwhen zit zreaches zin zthe zhand zof zthe zconsumer, zmeans zthe 

zservice zprovided zto zthe zretailers zor zthe zsubscribers, zor zthe zend zusers. zIt zshould zbe 

zplanned zaccordingly, zsuiting zthe zIndian zsociety, zbecause zit‟s za zdiversified zone zfrom zthe 

zhigh-income zgroup zto zthe zlow zone. zThe zmarketing zpolicy zlayout zshould zbe zsuch zas zto 

zattractive zfor zevery zincome zgroup. zHence zthe znew zentrant zin zthe zprint zmedia zbusiness 

zsector zshould ztake zpains zand zunderstand zpeople‟s zdemand zand zneeds zand ztransformed 

zthen ztheir zmarketing zpolicies zas zper ztheir zchoices. z 

 

Hence zthey zshould zbe zdesigned zto zand zprovide zthe zfacilities zto zthe zcustomers zas zto zgive 

zthe zcustomers zfull zreliance zand zsatisfaction zalong zwith zthe zadditional zfeatures zof zthe 

zwide zrange zin the prices and facilities. Due to the economic infra structure of our country, 

the price should be laid in such a manner that it suits all the income. For this effective 

planning should be necessary, which are further based upon the creative strategy 

established for the campaign and the characteristics of the market. The market 

characteristics may be known through market research about consumer profile. Several 

other information is also required about market conditions, level of completions and the 

characteristics of individual company.  
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CUSTOMER ORIENTED MARKETING  

Consumers must be considered into the center of the business. Too zmany zcompanies zstill 

zdesign ztheir zproducts zwithout zcustomer zinput, zonly zto zfind zthem zrejected zin zthe 

zmarketplace, zand ztoo zmany zcompanies zforget zthe zcustomer zafter zthe zsale, zonly zto zlose 

zthem zto zcompetitors zlater. z 

 

The zaim zof zmarketing zof zthe zprinted zproducts zis zto zmeet zand zsatisfy zthe ztarget zcustomers 

zneeds zand zwants zregarding zdifferent zpublications. zThe zfield zof zconsumer zbehavior 

zstudies zhow zindividuals, zgroups zand zorganization zselect, zbuy, zuse zand zdispose zof zgoods, 

zservices, zideas, zor zexperiences zto zsatisfy ztheir zneeds zand zdesires. zBefore zdeveloping ztheir 

zmarketing zplans, zthe zpublishing zcompanies zneed zto zstudy zconsumer zmarkets zand 

zconsumer zbehavior. zIn zanalyzing zconsumer zmarkets, zthe zpublishing zcompanies zneed zto 

zresearch zwho zconstitutes zthe zmarket z(occupants), zwhat zthe zmarket zbuys z(objects), zwhy 

zthe zmarket zbuys z(objectives), zwho zparticipates zin zthe zbuying z(organizations), zhow zthe 

zmarket zbuys z(operations), zwhen zthe zmarket zbuys z(occasions), zand zwhere zthe zmarket zbuys 

z(outlets). z 

 

Research zshould zbe zdone zto zfind zout zthe zclues zabout zthe zfactors zinfluencing zthe zconsumer 

zbehavior, zwhich zstates zhow zto zreach zand zserve zconsumer zmore zeffectively. z 

 

To zunderstand zhow zconsumer zactually zmake ztheir zbuying zdecisions zregarding zthe 

zpublishers zproducts, zthe zpublishing zcompanies zmust zidentify zwho zmakes zand zhas zinput 

zinto zthe zbuying zdecision; zpeople zcan zbe zinitiators; zinfluencers; zdeciders; zbuyers; zor zusers; 

zand zdifferent zmarketing zcampaigns zmight zbe ztargeted zto zeach ztype zof zperson. zThe 

zdifferent zpublishing zcompany zmust zalso zexamine zbuyers zlevels zof zinvolvement zand zthe 

znumber zof zbrands zavailable zto zdetermine zwhether zconsumers zare zengaging zin zcomplex 

zbuying zbehavior, zdissonance-reducing zbuying zbehavior, zhabitual zbuying zbehaviour, zor 

zvariety-seeking zbuying zbehavior. z 

 

The zpublishing zcompany zjob zis zto zunderstand zthe zbehaviour zof zthe zconsumer zat zeach 

zstage zof zthe zbuying zdecision zprocess zand zwhat zinfluences zare zoperating. zThe zattitudes zof 

zothers, zunanticipated zsituational zfactors, zand zperceived zrisk zmay zall zaffect zthe zdecision zto 

zbuy, zas zwill zconsumers zlevels zof zpost zpurchase zsatisfaction zand zpost zpurchase zactions zon 

zthe zpart zof zthe zcompany. z 
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The print media sector company, as a marketer must consider about the 7C‟s of the 

consumer zsatisfaction z: z 

 Consistent zQuality z 

 Committed zDelivery z 

 Customized zProduct zMix z 

 Contemporary zProducts z 

 Competitive zPrice z 

 Complaint zSettlement z 

 Culture zof zCustomer zService z 

 

Customer oriented marketing can be further categorized into :  

 Customer Grouping  

 Key Customer A/c Management.  

 

Within zmarketing zplanning, zmarketers zmust zmake zdecision zon ztarget zmarkets, zmarket 

zpositioning, zproduct zdevelopment, zpricing, zdistribution zchannels, zphysical zdistribution, 

zcommunication zand zpromotion. zThe zmarketing zactivities zshould zbe zcarried zout zunder za 

zwell-thought-out zphilosophy zof zefficient, zeffective, zand zsocially zresponsible zinsurance 

zmarketing. zThe zfive zcompeting zconcepts zunder zwhich zan zinsurance zcompany zconduct 

ztheir zmarketing zactivities zare z: zthe zproduction zconcept, zthe zproduct zconcept, zthe zselling 

zconcept, zthe zmarketing zconcept, zand zthe zsocietal zmarketing zconcept. 

 

With the addition of several features being introduced the only part left are the 

promotional activities which should be done in such a manner that it is reached in every 

nook and corner of the city, people should have required knowledge of the new, 

additional policies a company offering. It includes audio and video advertisements which 

is at the top most priority list with banners, hoardings, glow signboards and 

advertisements in newspapers and magazines following close behind because they are 

advertisement media consumers come across the most.  

 

Other feature can be road shows, special scheme offers, free subscription, installments 

schemes, low price, and other facilities. The most important feature should the 

advertisement of the fact that the facility of efficient after sale service by the company. 
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Higher and better is the service more is the popular the publishing product within the 

consumers.  

 

Last but not the least, problems like poor facilities provided by the companies, when once 

brought under control and up to the level of the consumer will definitely help in placing 

the magazines, newspapers, and journals with other printing materials in the market with 

the best ratings and maximum return. If the facility of hawkers, retailers arrival on time is 

provided, along with other facility, researcher found that no other company can stop the 

permanent placement of the products into the market because it‟s the consumer who 

decides which publishing company providing the products into the market is the best, as 

he is paying for the product and want the satisfaction up to the maximum limit therefore 

along with the above additional feature, the printing business can never be a flop.  
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RECOMMENDATIONS 

 Flashy zmagazines zare zalways zpopular zamong zconsumers zand zare zoften zread zby zthem 

zfor za zparticular zperiod zof ztime zin za zmonth. zThe zmonthly zmagazines zare zthe zbest zway 

zto zbring zattention zto zany zadvertisements. 

 Print zmedia zis zan zeasy zmedium zto zspread zawareness zor zadvertise zto zany zparticular 

zgeographical zarea. zLike, za zlocal znewspaper zis zthe zbest zway zto zspread zthe znews zabout 

zany zlocal zevent zof zthe zplace. 

 Some zforms zof zthe zprint zmedia zhave zhuge zand ztrusted zfollowers. zThis zis zdefinitely za 

zgreat zboost zto zattract zreadership. 

 Print zmedia zallows zyou zto zchoose zyour zown zspace zfor zadvertisement, zthus, zyou zcan 

zmanage zyour zbudget zand zexpenses zwhile zplanning zfor zthe zadvertisement. 

 Print zmedia zis za zgood zway zto zreach zpeople zwho zmay znot zhave zaccess zto zother zmass 

zcommunication zmediums. 

 Both zmedia zoutlets―magazines zand znewspapers―have za zloyal zreadership. zThis zcan 

zbe zvery zuseful zfor zadvertisers zas zcompared zto zgaining zloyal zcustomers zor zadvertising 

zon zthe zInternet. 

 If zyou zare ztargeting za zparticular zgeographical zarea, zyou zcan zdo zso zwith zease. zFor 

zexample, za zlocal znewspaper zwould zbe za zbest zmedium zto zadvertise zabout za znew 

zshopping zcomplex. 

 You zcan zchoose zthe zsize zof zthe zadvertisement zspace. zThis zwill zhelp zyou zto zplan zthe 

zbudget zof zthe zexact zexpenses zto zbe zincurred zwhile zadvertising. 

 With zloyal zcustomers, zcomes zthe zpossibility zof zword-of-mouth zmarketing zor 

zadvertising. 

 Magazines zand znewspapers zare zalways zin zthe zeye zamong zthe zpublic. zMagazines zare 

zread zfor za zperiod zof za zmonth, zwhich zbrings zmore zattention zto zan zadvertisement. 

 You zcan zeven zadvertise zthrough zbrochures zor zleaflets zdepending zupon zyour ztarget 

zaudience. zIf zthe zinformation zis zin zdetail, za zbrochure zcan zprove zto zbe zan zapt zoption. zA 

zleaflet, zin zthat zcase, zwould zbe zuseful zfor za zbrief zmessage zor zintroduction zof zthe 

zorganization zand/or zservices zprovided. 

  



65 

 

 

 

 

 

Chapter-7 

Limitations 
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LIMITATION 

 

Despite zall zpossible zefforts zin zconducting zthe zresearch zthere zwere zsome zunavoidable 

zsituations, zwhich zlimited zthe zscope zof zthis zproject. zThe zlimitations zof zthe zproject zfall 

zunder zthe zfollowing z:- z 

 

1. This research is confined to the print media sector of the nation only.  

2. The study focuses mainly on the print media sector, but only a brief on the 

printing industries such as newspaper, magazines, journals, etc.  

3. Viewing the consumers the sample taken may not be proper representative of the 

universe.  

4. The sample taken for the survey confined to a limited geographical area.  

5. Limitation of time & resources were a major factor influencing the research study.  

6. Some people gave less time to entertain the project, as they were busy in dealing 

with their job or colleges etc. 

7. Some of the consumers were not cooperative in giving the information required 

which hampered the actual calculation.  
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