
Advertising Management 



Starting period of TV in US 

• RCA, the company that dominated the radio business in the 
United States with its two NBC networks, invested $50 million 
in the development of electronic television.  

• In 1939, RCA televised the opening of the New York World's 
Fair, including a speech by President Franklin Delano 
Roosevelt, who was the first president to appear on television.  

 

Later that year RCA paid for a 
license to use Farnsworth's 
television patents. RCA began 
selling television sets with 5 by 12 
in (12.7 by 25.4 cm) picture tubes.  



• The company also began broadcasting regular programs, including 
scenes captured by a mobile unit and, on May 17, 1939, the first 
televised baseball game between Princeton and Columbia universities. 
By 1941 the Columbia Broadcasting System (CBS), RCA's main 
competition in radio, was broadcasting two 15-minute newscasts a day 
to a tiny audience on its New York television station. 

• Full-scale 
commercial 

television 
broadcasting did not 

begin in the United 
States until 1947. 



FIRST COMMERCIAL IN US, 1947 



FIRST COMMERCIAL IN UK, 1955 



Types of Ads 

• 1. TVC  (Television Commercial) 
Tayangan iklan berdurasi 30, 60 atau 90 second yang berisi promo produk,  biasanya 
berbentuk audio video dan grafis.  TVC ini paling umum digunakan dalam mengisi 
jeda komersial program acara di TV. 
• 2. Superimpose 
Insert grafis berdurasi 15 – 30 second.  Posisi superimpose ini biasanya di pojok 
layar baik kanan ataupun kiri layar.   Bisa di sisi atas maupun bawah,  tergantung 
logo dari stasiun TV.  Iklan superimpose ini biasanya berformat still picture/gambar 
diam,  bisa juga animated picture/animasi namun tanpa suara. 
• 3. Built-in 
Iklan ini sering disebut iklan terselubung,  karena hanya yang bermata jelilah yang 
mampu menangkap pesan ini.  Biasanya iklan jenis built-in ini menyatu dalam 
sebuah tayangan,  dan berbentuk tulisan yang ada di backdrop, xbanner,  logo 
produk dalam body program 
• 4. Ad-Lip 
Iklan berbentuk ucapan yang dibacakan oleh pembawa acara. 
• 5. Bump In-Out 
Tayangan iklan sponsor yang berbentuk animasi, berdurasi maksimal 10 
second,  ditayangkan pada awal acara dan akhir acara sebuah program TV. 

 



Type of Ads 





Advantages of TV 

• Mass coverage & High reach 

 According to an article published in the New York 
 Times, 96.7 percent of American households own 
 television sets. This amounts to more than 300 
 million people who have access to television. Cable 
 networks, 24-hour programs and satellite channels 
 have further hiked television viewership in the 
 country, making the television a substantially 
 lucrative mode of conveying an advertisement. 

• Low cost per exposure 

 



Advantages TV 

• Impact of sight, sound and motion 

 Television advertising uses audio and visual effects 
 to create a lasting impact. Marketers interact color, 
 sound, sight, drama and motion to ensure that their 
 message is strong and persuasive. Additional tactics 
 and props, such as attractive models, elaborative 
 sets, enchanting graphics and audio-visual effects 
 further enhance impact. 

• Attention getting 

• Favorable image 





Advantages TV 
• High prestige 



Disadvantages of TV 

• Low selectivity 

• Short message life 

• Clutter 

 



Disadvantages of TV 

• High absolute cost & High production costs 

 Television advertising costs more than other forms of media, 
 such as radio, magazine, newspaper and Internet advertising. 
 Quality commercials are expensive to produce. Typical 
 production costs range between $200,000 to more than $1 
 million for each commercial, writes William Arens in his book 
 "Contemporary Advertising." Airtime costs are equally high, 
 ranging from $200,000 to $400,000 for a 30-second slot, 
 according to Arens. These costs can prevent detailed messages 
 from being delivered and most advertisements end up being 
 brief and fleeting. 



The Theater Of Mind : Radio 













Karakteristik Radio 

Book, D.Cary, and Tannenbaum in The Radio & Telecision 
Commercial :  

• Terdapat di mana mana 

• Radio tidak dapat diabaikan 

• Bersifat memilih (selektive audiences) 

• Ekonomis 

• Cepat 

• Bersifat partifipastif 



Karakteristik Radio 

Weinberger, Campbell, and Brody in Effective Radio Advertising :  

• Daya Jangkau 

• Kemampuan mencapai target audiences 

• Hemat biaya 

• Frekuensi 

• Daya cipta atau kreatifitas 





Ads in Radio 

• 1. Spot 

• Recorded, durasi 60 sec, disertai sound effect, suara talent voice 
over yg renyah, sehingga bisa menciptakan theater of mind bagi yg 
mendengarkan iklannya. Biasanya bertujuan untuk menciptakan 
awareness. Informasi yang disampaikan lebih baik 1 atau 2 saja, 
karena kalau terlalu banyak menjadi kurang efektif (pendengar 
malah lupa apa infonya). 

• 2. Adlibs 

• Live, durasi 60 sec, dibacakan langsung oleh penyiar. Biasanya rate 
adlibs lebih tinggi dibandingkan spot, dikarenakan script yang sudah 
ada, dikreasikan bridgingnya oleh masing-masing penyiar (bridging - 
bagaimana proses dari penyiar ngobrol, endingnya bahas brand) - 
bagi beberapa radio script adlibs yang kami kirimkan kadang di re-
write untuk disesuaikan dengan gaya radio masing-masing. Sifatnya 
lebih soft sell, karena lebih persuasif & mengedukasi. 



Ads in Radio 
• 3. Insert 
• Durasi 3 menit (kadang ada beberapa radio yg boleh sampai 5 menit), recorded/live. Untuk 

recorded, biasanya contentnya tips, testimonial, time signal. Live biasanya berupa quiz, live 
phone interview. Di beberapa radio, terkadang live report masuk ke insert juga. Live report 
biasanya digunakan untuk promo event, saat D-day reporter radio akan ke venue, 
melaporkan langsung (bisa berupa laporan mata atau merujuk pada press release atau 
interview dengan Brand Manager/Brand Ambassador). Time signal biasa dikenal saat bulan 
Ramadhan (pengingat adzan Maghrib yg disertai spot produk), namun konsep ini bisa saja 
dikreatifkan, contoh setiap jam 8 pagi akan tayang iklannya "Eh udah jam 8! Jangan lupa 
sarapan bergizi dengan Energen karena sarapan adalah important meal of the day! *tagline 
produk*". 

• 4. Talkshow 
• Bincang santai durasi 60 min (di beberapa radio ada yang durasi 30 min, bahkan ada juga 

yang menghilangkan radio dari rate cardnya, ada juga yg mengadakan talkshow 1x 
seminggu). Konsep lebih baik dibuat sekreatif mungkin, agar pendengar tidak bosan dan 
'lari' pindah channel. 

• Di radio bisa juga built-in program/sponsorship program. Konsep radio X digandeng dengan 
brand tertentu, yang benefitnya biasanya pemutaran spot produk & brand mention 
(biasanya brand mentionnya berkali-kali, karena promo program sudah ada schedulenya 
dan schedulenya berbeda daripada schedule space komersil) 
 





Advantages Radio 

• Local Coverage 

• Low Cost & Low Production Cost 

• High Frequency 

• Flexible 

• Well Segmented Audiences 



Disadvantages of Radio 

• Audio Only 

• Clutter 

• Low Attention Getting 

• Fleeting Message 

 


