IJCISS
Vol.03 Issue-07, (July, 2016)
ISSN: 2394-5702
International Journal in Commerce, IT & Social Sciences (Impact Factor: 3.455)

FUNDAMENTALS OF POLITICAL ADVERTISING & ITS ROLE IN SOCIO-ECONOMICAL SYSTEM: AN
INDIAN SCENARIO
Satender Singh1, Dr. AmbikaBansal2
Department of Political Science
1,2

Shri Venkateshwara University, Gajraula (Uttar Pradesh)
Abstract

Advertising whose mean the focus is the promoting of contemplations, perspectives, and
stresses over open issues, including political thoughts and political contenders. In this research
paper, the fundamental endeavour of political advertising is to get the assurance of the overall
public for their affirmation of musings and, by political campaign advertising, to affect their
vote. Political advertising fluctuates from business advertising in that a thing is a man or
thinking rather than stock and wanders and what's more, the advertising goals must be met
within a specific period. Also, political advertising passes on moral ramifications, because the
results have possibly wide effects on the people free to move around at will. Political
advertising raises various questionable social issues concerning the sponsoring of political
fights, reality or reality of political cases, and the likelihood of defamatory cases made by
political contenders. Political advertising incorporates the use of advertising by administrators
to pass on their messages to the dominant part.
1. OVERVIEW
There are many factors that accelerated the
development of comparative studies on
political communication, a subfield of
communication studies that was somewhat
neglected in the earlier decades. Firstly, the
world became a global village where
international conferences provide ample
opportunities for the exchange of ideas and
networking. Secondly, democratization
processes in former authoritarian regimes
opened up new unexplored fields of
communication research becoming an
interesting field of study. However, one of

the most important factors responsible for
expanding
number
of
comparative
undertakings is the awareness of
globalization
and
increasing
homogenization of political communication
across previously more diverse societies [1].
There are three distinct models both by the
geographical region in which they function
and by the essential elements of their
political system. These two aspects –
geographical location and political setting –
are seen as “crucial to understanding the
distinctive characteristics that mark the
media-politics relationship”. Building on the
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survey of media institutions in eighteen
West European and North American
democracies, the authors propose the
typology of media systems - the Polarized
Pluralist, the Democratic Corporatist and
the Liberal Model – based on four
dimensions [2]:
(1) The development of media market,
with particular emphasis on the
development of a mass circulation
press;
(2) Political parallelism, which describes
the nature of relations between
media and political parties;
(3) Development
of
journalistic
professionalism, and finally

(4) The degree and nature of state
intervention in the media system.
2. ECONOMIC ASPECTS OF POLITICAL
ADVERTISING
The economic effect of political advertising
can be contrasted with the opening shot in
billiards - a chain response that influences
the association and furthermore its
competitors, customers, and the business
group. On a more extensive scale, political
advertising is consistently seen as the
trigger on a country's mass-flow structure,
engaging makers to make the item
individuals require in high volume, at low
costs, with institutionalized quality [3].

Figure 1: Functional aspects of Advertising
Individuals may battle through, about how
advertising increases the estimation of the
item, influences costs, energizes or
demoralizes
competition,
promotes
purchaser request, limits or augments
purchaser decision, and influences business
cycles. Despite the way that discussion
encompasses some of these economic
issues, few open deliberation the wealth
rule: in an economy that produces a greater
number of products and enterprises that

can be exhausted, advertising gives
purchasers more perfect information about
the decisions accessible to them, urges
more vendors to battle more successfully,
and in this way serves the self-enthusiasm
of the two buyers and marketers [4].
3. ADVERTISING BUDGET AND FACTORS
AFFECTING
Advertising Budget is the measure of cash
which can be or must be spent on
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advertising of the item to propel it,
accomplish the target customers and
impact the deals to diagram go on the
upper side and give sensible benefits to the
association. Before finishing up the
advertising budget of an association or an
enterprise, one needs to investigate the
positive and ominous economic situations
which will influence the advertising budget
[5].






Competition and clutter: The
companies may have numerous
competitors for its product. And
furthermore there are plenty of ads
indicated which is called mess. The
company needs to then build their
advertising budget.
Market share: To get a decent piece
of the pie in contrast with their
competitors, the company ought to
have a superior product regarding
quality, uniqueness, request and
snappy
advertisements
with
resultant response of the customers.
This
is
conceivable
if
the
advertisement budget is high.
Social and Economic Aspects of
Advertising: Advertising is praised
yet also censured by commentators
in
their
specific
manners.
Advertising has numerous positive
impacts alongside its negative
pictures. As the President of
American Association of Advertising
Agencies
depicted,
announce
something special. It isn't related to





thinks about. In any case, it
instructs. It isn't a journalist, in any
case,
gives
all
information.
Additionally, it isn't a connecting
with contraption yet engages
everyone. Presently we should
encounter the economic and social
parts of advertising.
Value of product: The advanced
products are not the best products
on the market. There are some not
openly known products furthermore
present which is sufficient. In any
case,
advertising
enables
augmentation to an impetus for the
products by demonstrating the
positive photo of the item which like
this causes persuading customers to
get
it.
Advertising
instructs
consumers about the work of the
products consequently growing its
impetus in psyches of the
consumers. E.g., PDAs were first
considered as need yet these days
the cell phones go with a number of
highlights which makes them
strategy for convenience for
consumers.
Effects on price: Some advertised
products do cost more than
unadvertised products however the
other route around is moreover
substantial. In any case, if there is
more competition in the market for
those products, the costs need to
descend, e.g., canned juices from
various brands. Subsequently some
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professional
like
contracted
bookkeepers and specialists are not
allowed to announce.
4.
SOCIO-ECONOMIC
ADVERTISING

EFFECTS

OF

Advertising provides us the opportunity to
pick the best item or services that best suit
our social needs by helping us to perceive
the products, educating the customer how
to consider each brand, and by making new
patterns. Advertising isn't related to thinks
about, yet it instructs. It isn't a columnist, in
any case, gives every one of you the
information. It isn't drawing in, yet it figures
out how to connect with everyone. It is
likewise a suitable instrument of
contention. It provides the purchaser with
critical information about the thing or an
administration so you can settle on
instructed decisions in a profitable and
financially savvy way [6].
Certainly, the measures of globalization
usually used have been solely economic,
ordinarily proxied by, e.g., indicate imports
and sends out or remote direct wander
imparted an offer in GDP. Be that as it may,
globalization isn't exclusively an economic
methodology, and regardless of whether it
was, there is an entire another universe of
economic globalization than the simple
stream of merchandise and capital. Later
endeavours at measuring globalization were
based on the conceptualization of three
distinctive, imperative measurements of
globalization [7]:

(1) Economic: long distance flows of
goods, capital and services as well as
information and perceptions that
accompany market exchanges,
(2) Political:
the
diffusion
of
government policies internationally,
and
(3) Social: the spread of ideas,
information, images, and people.
Effect on Competition
Some observers think political advertising
restricts competition because small
companies or industry newcomers can't
rival the immense advertising budgets of
huge firms. It's actually that intense
competition does tend to diminish the
number of businesses in an industry. Be
that as it may, some of the firms disposed
of by competition might be those that
served customers least successfully. In
different cases, competition is lessened
because of mergers and acquisitions
(enormous companies working in their
particular self-interest). High costs may
hinder the section of new competitors in
industries that spend vigorously on political
advertising. In some markets, the first
brands most likely advantage significantly
from this obstruction.
These are commonly the genuine barriers
to passage, not advertising. Political
advertising by huge companies regularly has
just a limited impact on small businesses
because a single advertiser is infrequently
sufficiently substantial to command the

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories

International Journal in Commerce, IT & Social Sciences
http://www.ijmr.net.in email id- irjmss@gmail.com

Page 57

IJCISS
Vol.03 Issue-07, (July, 2016)
ISSN: 2394-5702
International Journal in Commerce, IT & Social Sciences (Impact Factor: 3.455)

entire nation. Local oil companies, for
instance, contend successfully with national
oil companies on the neighbourhood level.
Indeed, the flexibility to advertise
encourages more sellers to enter the
market. What's more, we've all seen nonadvertised store brands of sustenance
contend
successfully
with
broadly
advertised brands on the same basic need
shelves [8].
The question of advertising’s effect on total
consumer demand is extremely complex.
Numerous studies show that promotional
activity does affect aggregate consumption,
but they disagree as to the extent. Many
social and economic forces, including
technological advances, the population’s
educational level, increases in population
and income, and revolutionary changes in
lifestyle, are more significant. For example,
the demand for CD players, cellular phones,
and personal computers expanded at a
tremendous rate, thanks in part to
advertising but more to favourable market
conditions. At the same time, advertising
hasn’t reversed declining sales of such
items as hats, fur coats, and manual
typewriters. Advertising can help get new
products off the ground by giving more
people more “complete information,”
thereby stimulating primary demand for the
entire product class. In declining markets,
when the only information people want is
price information, advertising can influence
selective demand for a particular brand. But
the only effect it will have on primary

demand is to slow the rate of decline. In
growing markets, advertisers generally
compete for shares of that growth. In
mature, static, or declining markets, they
compete for each other’s shares conquest
sales.For manufacturers, the best method
to beat the competition is to make their
product unique. For instance, take a gander
at the not insignificant list of auto models,
sizes, colors, and features designed to pull
in various buyers.
5. CONCLUSION
The results presented here provide
compelling evidence for effects of negative
advertising on voter choice, as well as for
interacting effects of election-specific and
individual-specific factors on the degree of
sensitivity to negative ads. By modelling the
decision made on the campaign side as
well, we discover evidence of factors that
influence campaigns’ choices of positive
and negative ads, and provide an additional
degree of validation for the entire demandand supply-side model. The main result is
negative advertising positively affects both
the turnout and the likelihood of voting for
the featured candidate in House and
Presidential elections. However, the effect
of negative advertising on turnout is larger
in the Presidential election, while the effect
on vote choice is larger in the House
election. Character-based ads have similar
effects.
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