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ABSTRACT

A STUDY OF COMMUNICABILITY OF FERTILISER ADVERTISEMENTS -
EMBELLISHED WITH DIFFERENT TYPES OF ILLUSTRATIONS -
AS PERCEIVED BY THE FARMER READERS OF THE

AHMADNAGAR DISTRICT (MAHARASHTRA)

By
D.S5. Waghmode
MASTER OF SCIENCE (AGRICULTURE)
MAHATMA PHULE AGRICULTURAL UNIVERSITY,
RAHURI

1986

Research Guide : Dr. G.K. Sawant
Associate Director of
Communication,
Communication Centre,
MPAU, Rahuri

Department : Agricultural Extension.

The most rural advertising is on inputs required
for modern agriculture, dairy farming, poultry and other
services reguired in farm business. But farm advertise-

]

nts through newspapers, magazines is not fully exploited

to reach it

[
n

consumers because of various reasons. rrint
media can be used for promoting farm goods like fertiliser
by increasing the communicability of advertisement., It
will be achieved by manipulating several elemsnts of
advertisements like heading, text, layout and i]lustration

for hetter rommunicability of asdverticements. The present
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research was undertaken with the following objectives.

To study the communicability of fertiliser

advertisements - embellicshed with different forms

of illustratiocns.

To findout the effect of selected characteristics

of

the farmer readers on advertisement communicabi-

lity - embellished with different form of advertise-

ment illustrations.

Eight advertisement on hypothetical fertilizer

'Daulat' were developed by manipulating illustration for

studving the communicability as perceived by the farmer

readers from the village Guha of the Ahmadnagar District

(Maharashtra).

the present study are

1 Ad1
2 A2
5 Ad3
4 AdbL
5  AdS

.o

Illustration of an advertisement

enjoying the benefits of product

Illustration of an advertisement

of Product!' adverticsed.

Illustration of an advertisement

advertised,
Illustration of an auvertisement
in usel'.

Tlijustration of an advertisement

through nicture story.

The fertiliser advertisements were used in

depicting users

being used.

showing 'Users

showing 'Product’

showing 'Product

carrying message
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6 Ad6 : Illustration of an advertisement depicting
cartoon . .

7 Ad7 ¢ Illustration of an advertisement depicting
symbolic drawing.

8 Ad8 : Advertisement without illustration.

The results of the present investigation are based
upon the interview of 320 literate farmer readers. Adver-
tisement (Ad71), showing users enjoying the benefits of
oroduct being used, had the highest communicability score
(8.3) among eight advertisements, while advertisement
without illustration (Ad8) had the lowest communicability
score (2.9). The education and reading habit of farmer
readers influences communicability of 'Daulat'! fertiliser
advertisements. Advertisement showing the illustration
of users enjoying the benefits of product being used (Ad1)
was prefered by majority (62.5%) of the farmer readers,
while advertisement without illustration (Ad8) was disliked
and it was regarded as incomplete advertisement by majority
(75%) of the farmer readers. Advertisement carrying picture

story, cartoon and symbolic drawing in an advertisement

illustration were perceived fair communicanility. Farwer
rezders suggZested to peck the advertisemen texT with

rractically technicsal information useful 1or them, while
using fertilizer, they also saggested to incoriarute

ilingtrations in adverrtisementvs l1ike, benefi - s derireld
1
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by using particular fertiliser, farmers usingz
particular fertiliser on their own farm and all illustra-

tions may be in attractive colours.
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1. INTRODUCTION

Advertising has become a life breath of modern
economy all over the world. In India, the story of
modern advertising is hardly a half century old. Adver-
tising 1s a means of mass communication which informs
and persuades to achieve mass consumption without which
mass production will be impossible. Advertising is the

art of influencing human actions towards buying.

No other tool is as effective and less expensive
as advertising in communicating information to the mass
targetted audience. A paper presented at the annual
meeting of the AAAA (American Association of Advertising
Agencies) in 1975 says that nearly 88 per cent people

felt that aavertising is essential (Brown et al., 1978).

Today, advertisements are exploited widely to
inform the buyers who need these products. A carefully
designed study by Britt et al. (1972) revealed that 21
typical Milwaukee residents saw 117 to 482 advertisements
per day in four forms of advertising media. In the
twenties, advertising has become a necessary ingredient
in the total business mix all over the world. Advertising
is a nonpersonal form of communication conducted through

paid media under clear sponsorship (Philip Kotler, 1S80).

Advertising is a great force for product infor-

mation and persuasive communication, apart from peing a



potent tool of competitive selling (Verma and Singhal,
1983 ), Advertising aim 1s to persuade people to buy
goods and also to make them aware of their socioc-economic

environment (Ziauddin Khainoowala, 1983).

Agricultural development is today's urgent need
in a country-like India, Agriculture in the modern
world is essentially a business. The productivity of
agriculture in most of the developing countries is low.
The main reason for this is the lack of adoption of
improved techniques of farming by the farmers. This
problem has been compounded by the lack of the knowledge
of the improved techniques in farming and lack of the
availability of inputs. Apert from extension agencies,
farm advertisements have been informing, educating andc
persuading farmers to adopt the improved farm technigques

and apply suitable farm inputs.

Printed farm advertisements occupy important
positions in the world of advertisements due to their
unique characteristics like permanence, ready reference,
low cost, wide coverage, credibility with source and
easy manipulation of message variables. Shendre (19£5)
reported trat in the leading Marathi newspapers in
Maharashtra, agrlcultural‘advertisements has occupiea
less than two per cent (1.84 %) space of the total

newspaper space. Newspapers and other periodicals +ic



carry non-farm and farm advertisements, Chaugule (1985)
observed that the space occupied by non-farm advertisements
were 90 % and 95 %, while farm advertisements were only

10 % and 5 % in local and regional newspapers, respectively.

The most rural advertising is on inputs required
for modern agriculture, dairy farming, poultry and other
service agencies. In fact, Indian rural market is supposed
to be the most difficult market in the world because of
geographical distances, lack of means of transportation
and communication, linguistic plurality and socio~cultural
diversities. Chaugule (1985) observed that farm advertise-
ments are not given enough space in newspapers. Secondly,
the sponsors of the farm advertisements might be of the
opinion that the farm advertisements through newspapers
may not get across illiterate rural farmers and spending

on farm advertisements through newspapers is a waste.

Agribusiness and Advertising

The rural India is densely populated with low
literacy. The rural Indian have a completely different
buying pattern with their limited income and unlimited
needs and desires. They have to spend their every
single paisa in a calculative and rational manner., The
role of advertisement in informing and educating the
farming population about the availability and use of

different farm inputs needs special attention., To meet



the recuirements of modern agricultural technology,
several inputs including fertilizers, pesticides,
weedicides, etc. are awaiting large scale adoption by
the farmers. Besides, several agricultural machinery
and eqguipments have been developed which need to be
taken at the door steps of well-to-do farmers. This
kind of communication through publication and advertise-
ment efforts assumes greater significance since agricul-
ture is no more a way of life but a business, wherein
the farmer, the so called businessman, makes decisions
in terms of cost and benefit. A well-informed farmer
stands a better chance of succeeding on the economic
front. But the farm input manufacturers spend very
limited amount of money on publicity as a whole which

also includes advertisements.

Every day we are coming across so many advertise-
ments related to agri-business in daily newspapers and
magazines. It includes advertisements of fertilizers,
farm machingry, implements, pesticides, insecticides,
new technology in agriculture etc. but no empirical
evidence i1s available as to what type of farm advertise-

ments are preferred by the farmer readers.

Statement of problems

Advertisements certainly enlighten the buyers

about the products available for sale. The main purpose
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of advertising is to inform and educate consumers about
the product advertised. If these advertisements are not
understood by the farmers, the vary purpose of advertising
is useless. Therefore, advertising must be in such a way
that advertisements will communicate their content to
farmers easily resulting into understanding and intended
action, The communicability of advertisements largely
depends upon advertisement itself, and how the product is
advertised, how the message 1is treated, what type of
appeal is used and how different elements of advertisements
like heading, illustration, text and layout of advertise-
ments are combined. It is Just possible that heading and
illustration dominant advertisement may attract the

farmer r=saders. An advertisement loaded withk useful
informative text but without illustration may not be

liked and preferred by the farmer readers. It is a

matter of investigation as to what type of adverticements
are preferred by the farmers, which advertisement compo-
nents are resconsibie for effective communication of

content of advertisements. Very little information is
avallable on tvges, content characteristics, effectiveness
and communicability of farm advertisements appearing in

newsparers and farm magazines.

The present research aimed at stuaying the
communicabiiity of fertilizer aavertisementis, embe. irshed

with different tvpes of illustrsti ons-as perceivea bv the



farmer readers from the Guha village of the Ahmadnagar
District (Maharashtra). The specific objectives of the

study were as follows:
Objectives :

1 To study the communicability of fertilizer
advertisements.embellished with difrerent form

of illustration,,

2 To find out the effect of characteristics of the
farmer readers on advertisement communicability

-embellished with aifferent forms of advertisement
illustrations. ’

Scope and importance of the study

Very little work on rfertilizer advertising was,

tisements., The present investigation will contribute
to the field of agricultural communication in general
and fertilizer advertising in particular. Findings will
add to the fund of knowledge of farm advertising. It

1 be useful to those who are concerned with advertising

[

wl
media. It will serve as a ready recknower for knowing
communicability of farm advertisements., It will be

helpfu. to the planners designers and copy writters in

developing effective farm advertisements.

Limitations of the study

The present investigation suffers from the

2tion of time, studving nurber of ferti_izer



advertisements and allied research facilities usually
faced by a single student investigator. The findings
of the study may not be appropriate to generalize and
apply for all agricultural printed advertisements

appearing in newspapers and magazines in the state or

other state in the country.

Layout of the dissertation

The dissertation comprises of five chapters.
The first chapter introduction deals with the statement
of problem, objectives as well as limitations of the
study. The second chapter review of literature gives
a brief account of relevant studies conducted in India
and abroad under different sub-heads. Chapter three
deals with the methodology adopted in the present study.
The fourth chapter discusses the results of the study.
Summary, conclusion and implications of the study are
in the last chapter. The references cited, interview

schedule and other such material is appended at the end.
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2. REVIEW OF LITERATURE

The relevant literature is reviewed in this
chapter and for the sake of convenience it is grouped

under appropriate heads.

2.1 Advertising

2.2 Objectives of advertising

2.3 Advertising and communication

2.4 Content of advertisements

2.5 Words, sentences in advertisements
2.6 Illustration in advertisements

2.7 Types of advertisements

2.8 Characteristics of readers.

2.1 Advertising

The American Marketing Association (AMA) defined
advertising as "any paid form of non-personal presentation
and promotion of ideas, goods and services by an identified

sponsor (Anonymous, 1948)",

According to Eldridge (1958), good advertisements

must conform to the following specifications.

a) It must be truthful both in its statements

and its reasonable implications.
b) It must be believable.

c) It must not unfairly disparage competitors

or competitive product,



d) The advertising claims must be effectively
presented in order that may be heard or
read and in order that they may register with
readers and listners a clear and memorable
understanding of the product attributes and

sale appeals.

e) The product attributes which are the subject
matter of the advertising must be attributes
which are or can be made to be important to
those whom the advertising is intended to

influence.

The best advertising is a combination of words
that makes pictures in the mind and pictures that make
words in the mind. And great advertisements usually
possesses strong and simple words and arresting obvious
art combined in a fresh and surprising manner (Daniels

et al., 1974).

Abrar Ahmed (1979) stated the role of advertising
in the development of India, as the twentieth century has
been the growth of ideas and institutions which favour
the development of an economic system in which advertising
becomes a part of the very logic through which the

economy is integrated into society to serve human needs.

Saha (1979) stated that advertising can be used

to prepare the market and help in the introduction of new
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products and similarly, it prepares the way for the
sales force by making it easier to sell the product and
it increases the number of dealers prepared to stock it.
It is sometimes said that advertising can sell anything.
Reddy and Reddy (1980) stated that the function of
advertising is to transmit information from the adver-
tiser to groups of people to persuade. Primarily,
advertising is a tool of business, big and small, local

and national in the never ending search for customers.

Saxena (1982) stated that advertising plays a
vital role for increasing exports. Advertising does
add to the cost of product. It also results in savings
that in most instances are greater than the cost of
advertisements. Advertising offers a quick effective
way for anyone to tell the world that he has improved

his product.

Verma and Singhal (1983) stated that advertising
is relatively a less expensive way of reaching the
potential customer. It is a potent tool that can be

used as well as misused.,

Sinha (1980) in 'Role of advertising in Rural
India', stated that a newspaper is a very good medium
of advertising in rural Indian market because it is
within the reach of a relatively big section of the

society. Regional newspapers are able to raise awareness
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for a particular product among the existing and potential

customers.

Sandage and Fryburger (1975) said that advertising
has become a tool of social integration and a common
medium whereby churches, political parties, labour groups,
trade associations communicate their ideologies. It has
become an institution of persuasion to promote such social
and economic values as safety, health, education, benevo-

. N .
?
lence, liberty, democracy, free enterprise and tolerance.

2.2 Objectives of advertising

Colley (1961) had given some typical objectives

of advertising which are below:

i) Create awareness of existence of product or
brand.
ii) Create 'brand image' or favourable emotional
disposition towards the brand.
iii) Implant information regarding benefits and
superior features of brand.
iv) Combat or offset competitive claims.
v) Correct false impressions, misinformation
and other obstacles to sales.
vi) Build familarity and easy recogﬁition of
package or trade mark.
vii) Build corporate image and favourable

attitudes towards company.
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viii) Establish a 'reputation platform' for
launching new brands or product lines.
ix) Register a unique selling proposition on
the minds of consumers.,

x) Develope sales and for salesmen.

Advertising aim is to persuade people to buy
goods and also to make them aware of their socio-economic

environment (Ziauddin Khainoowala, 1983).

2.3 Advertisement and communication

-~ Most advertising is in fact a one-way communica-
tion, because the prospect or the receiver of the message
has no opportunity to ask questions or even to indicate
to the advertiser whether the message has been received

(Malhan, 1981),

" Dillion (1971) reported that advertising should
effectively communicate the solution of the consumer's

problem,

Malhan (1981) quoted that DAGMAR model was
considered to be a better explaination of advertising
as a communication process. According to this model,
all the communication that seeks to provide sale must

carry the prospect through four levels of understanding.

i. Unawareness to awareness

ii. Comprehension
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iii. Conviction

iv., Action.

Becker et al. (1976) revealed that a newspaper

was the most credible advertising medium.

Sandage and Fryburger (1967) added that adver-
tisements should be educational in the sense that it
not only increases consumer's knowledge but also
enhances Judgement in the process of reaching a buying
decision., It should be sufficiently persuasive to more
people to try the new and to test their inherent skepti-

cism,

According to traditional view of advertising
communication, the advertisement is viewed as the
stimulus(S) that triggers the desired response (R). The
advertiser acts and the audience reacts and the process,

thus, becomes a one-way flow.

Sophisticated view of advertising communication
explained that it is a two-way flow, an interaction
between the audience and the message. It is not so much
a matter of what message brings to the audience but more
a matter of what the audience brings to the message.
Advertising message must be couched in terms of the
consumer's needs and wants, if it is to perform its
interpreting function., Because by and large, people

tend to expose themselves to those mass communications,
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which are in accordance with their existing attitude and

interest (Klapper, 1980).

Nugent (1972) stated that communication through
advertising is advantageous because of the ability to
control over message content, repetition and audience

selectivity,

2.4 Contents of advertisement

Stauffer (15952) then advertising manager of the
American Steel and Wires said that farmers are interested
in other farmers and what they have to say. Testimonial's

copy has a high rate of believability with them.

Sandage and Fryburger (1967) reported that the
use of testimonial in advertising is based upon a funda-
mental human quality namely that people like to read
about other people. They (Sandage and Fryburger) also

reported that advertising should have -

i) Notice of existance and where available
ii) Wants satisfying qualities
ii1) Complete presentation
iv) Adequate information
v) Physical standards of consumers good
vi) Hidden psychological qualities
vii) Road map concept
viii) Consumer's education

\

%, Factor of gersuasion,
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Sandage and Fryburger (1967) reported that if
certain types of information were included in the copy,
the potential consumers would be frightened away from
the product. 'Price' for example, was often omitted

for this reason.

Advertising in any form contains within itself
an element of persuasion. Advertising that is purely
informative is often all that is needed to persuade a
reader or listner to buy the product (Sandage and

Fryburger, 1967).

Bowen and Chaffe (1974) reported that willingness
to buy was affected both by pertinence of advertisements

and extent of product involvement in advertising content,

Marquez (1977) showed that whether the content of
advertisement was basic persuassion or basic information,

it depends upon the type of product being advertised.

Hunt (1976) classified the content of advertise-
ments into five categories on the basis of persuation,
information and intimidation and concluded that every

advertisement was very persuasive in nature.

Lynn (1981) reported that advertising content
should be designed in accordance with the verceived

complementary characteristics of the media.
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Chaugule (1985) found that as regards to the
information content of the farm advertisements, informa-
tion on "availability" of the product was indicated in

almost every advertisements appeared in Dainik Samachar

and Dainik Lokasatta Marathi newspaper from the Maharashtra

State. The "Quality" of the product was given in majority
of the farm advertisements in both the newspapers. The
"Price" of the product was given in the farm advertisements

in Dainik Samachar only.

2.5 Words and sentences in advertisements

Murphy (1962) suggested not to use words which

readers can not understand.

Flesch (1960) for easy reading, recommended the
use of short sentences, words with one or few syllables

and high human interest.

(
Explaining the pulling power of advertisements
Caples (1977) wrote in his famous book "Tested Advertising

Methods", three well-known and often neglected aids are :

a) Short paragrachs
b) Short sentences

¢) Short words

Chaugule (1985) found that the majority of the

farm acvertisements in Dainik Lokasatta had *otal number
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of words more than 50, whiie the majority of the farm

advertisements in Dainik Samachar had total number of

words upto 50. NThe majority of the farm advertisements

in Dainik Samachar had 1 to 5 sentences, while, a large

majority of the farm advertisements in Dainik Lokasatta

had 1 to 15 sentences.

2.6 Illustration in advertisement

Gallup and Robinson (1962) revealed that illustra-
tion with dramatic element of human interest were important

in getting readers involved in an advertisement.

Murphy (1962) writes in his book, "What farmers
read and like", that the use of pictures of farmers and
women in working clothes occupied in farms or household
chores. Use of big and identifiable pictures was

recommended,

Sandage and Fryburger (1967) reported that the
appearance of an advertisement is affected by the factors
such as illiustration, colour, art, photography and the

manner in which they are arranged.

While describing how the advertising picture

should be, Sandage and Fryburger (1967) described:

i) Picture should be keved to the self interest

and understanding of the reader.
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ii) Picture should include all or some details
of the product.
iii) Picture should be relevant to the product
and copy theme.
iv) Picture should be accurate and plausible.
v) Picture should be coloured and attracting

attention,

According to Bogard (1969), an advertisement
may not be effective in projecting its message because
of the incongrunency between the illustration and the

copy or type of product.

Carter (1969) reported that advertisements in
consumer magazines are now concentrating on making one
big impression, The use of one large illustration and
only one copy block makes it easier to perceive the
message quickly. Most are now using photography rather

than art.

Caples (1977) reported that high attention
value of a picture does not necessarily mean high sale
value. In order to have sale value,the picture should
be related to the product. Based on sale tests of
advertisements, following are the typical examples of

pictures that have sale value,

i) Picture of product

ii) Picture of product in use
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iii) Picture of reward of using the product
iv) Picture of attainment of ambition
v) Picture of enlarged details

vi) Dramatic pictures.

Caples (1977) also stated that it is always
better to use photograph. Photograph adds real informa-
tion to an advertisement and, therefore, proves to be
effective. The use of several illustrations and captions
under each illustration will also aid in getting across

to the glancer, the central theme developed in the copy.

Harkal (1979) stated that the use of pictures
along with words will often add tremendously to clear

the idea.

Sawant (1983) studied farm advertisement appeared
in two farm magazines and one regional daily newspaper in
Marathi language from the Maharashtra State. He found
that most of the illustrations had shown the users
enjoying the benefits of using the product. Picture of
farmers and farm women working on farms were important,
as farmer readers might be asserting themselves with the
illustration. In most of the advertisements the illustra-
tions were mostly in the form of detailed drawings and
shaded or simple line representations. Only 22 per cent

advertisements had photographic illustrations.
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Tejpal and Verma (1979) reported that there is a
strong belief among many segments of society that sexually
illustrated advertisements produce distinct results.
Advertisers try to introduce some element of sex in the
hope of attracting more people and getting positive
response., He stated that more than 70 per cent people
have favourable attitude towards the use of sex

illustrations.

Lauback (1965) pointed out that all the types of
illustrations are useful for literate as well as illiterate

persons and are easily understood by a reader.

Furr (1950) suggested that simple illustrations

improve readability of text.

Kamath (1969) reported that a picture story
becomes all the more interesting, if ideas are new and

thoughts fresh.

Ferguson (1959) emphasized the use of pictures
in the layout of the text and he has recommended that it

should be handled for maximum visual appearance.

Fonseca and Kearl (1960) reported that familiar
objects presented in illustrations add to comprehensibi-

lity of the text.

Rao and Kherde (1968) observed that illustration

increases the curiosity and interest in reading a folder.
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Patel (1972) suggested the use of appropriate

and attractive picture Jjust by the side of related text.

Kelsey and Hearne (1955) suggested that one or
two colours were more effective than several colours in

illustrations.

Spaulding (1960) concluded that an illustration
should be presented in the terms of the past experience
of the intended audience. It should be kept simple. It
should be in colour and captions should be used to
generalise, modify, relate and extend the meaning of the

illustration,

Artistic coverpage, appropriate illustrations,
colour printing and more readable type contribute to
the attractiveness of publications (Wilson and Gallup,

1954).

Attractive covers and easily understandable
photographs should be included in the text (Ensminger,
1957).

The use of colours in illustrations increase the
readability of text (Starch, 1959). The use of colours
in illustrations is more effective than black and white

illustrations.

Singh and Sharma (1981) suggested that magazines

should encourage coloured advertisements because multi-
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colour advertisements catch the attention of buyers.

Chaugule (1985) studied farm advertisements

appeared in two Marathi newspapers, i.e. Dainik Samachar

and Dainik Lokasatta from the Maharashtra State. He found

that the type of illustrations in the farm advertisements
in both the newspapers were "drawing detailed and shaded".
A pattern of more than one type of illustrations was

observed in Dainik lLokasatta. "Abstract drawings" were

also observed in farm advertisements in Dainik Samachar.
The product and the user enjoying the benefits of the
product were the common theme of illustrations in the

farm advertisements in both the newspapers.

2.7 Types of advertisements

Antrim (1978) classified the advertising as

i) product advertising, ii) institutional advertising.

wright et al. (1978) classified advertisements
according to the kind of selling task by the advertisers

which are as below.

i) National advertising
ii) Retail advertising
iii) Co-operative advertising
iv) DBusiness advertising
v) Trade advertising

vi) Industrial advertising
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vii) Professional advertising
viii) Public utilities advertising
ix) Non-profit advertising

x) Public service advertising.

Koneru (1980) studied the advertisement pattern
in two weeklies and two periodicals from Andhra Pradesh,
India and found that in both the periodicals, product
advertisements had a lion's share (G0.00 %). Film
advertisements in English and institutional advertisements

were totally absent in a Telgu weekly.

Hunt (1976) revealed that advertising which
observers most would surely categorize as very informative
is of very persuasive in nature. Advertising message which
provides the consumer the great deal of knowledge about
the product or service is often very effective in persua-

ding consumers to purchase the sponsor's product or service.

Subramanyam and Hari (1983) reported that there
has been increase in persuasive advertising and decrease
in institutional advertising in the issues of Reader's
Digest of 1980. Under the type of institutional adver-

tising, there is an increase in image building advertising.

2.8 Age and education of readers

Sandage and Fryburger (1967) reported that

education probably has less effect on what people bought
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and how they were influenced by advertising, perhaps
more educated people were more discovering, more discri-
minately and more rational buyers. Perhaps, they were

less suggestive and less responsive to persuasion.

Kaur and Mathur (1981) reported that respondents
of all ages and educationgl levels found bigger headlines

more attractive and easier to read.

Garrett et al. (1981) reported that printed
advertisements appear to have utility for a wider rarnge
of socio-~economic groups, while there was a tendency for
upper social strata individuals to find both magazine
and newspaper advertisements more useful. The only
significant relationship was between education and
magazine advertisement utility. Magazine advertisements
are the most useful for younger persons, possibly going
alongwith a trend in special interest magazines aimed
at activities and hobbies of the 18-40 years old consumer
segment. As predicted, women perceived significantly
greater use for print advertisements than did men and

paid more attention to them.

Krishnamacharyulu et al. (1980) reported that
among men, it is significant to note that age has a
clear pearing to their reference of magazines and news-
papers. Men of above 30 years age group are referring

more to newspapers, whereas younger ones are referring
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to magazines and newspapers, with only some degree of

difference.

Kayal (1975) reported that by studying the
content readership and sources of information of Bengali
farm magazine, He revealed that 35.78 per cent readers
were interested in reading advertisements in 'Krishi
Pragati' of West Bengal. Thirty two per cent of middle
aged readers have given first preference for reading

advertisements.

2.8 Reading habit of readers

Gerald and Roger (1979) reported that newspaper
reading habit is not a process, it does not mature as
the individual matures. The tendency to be an habitual
newspaper reader apparently is fixed by the time, a
person reaches the late teens. Newspaper reading habit
is established (or not established) by the time an
individual reaches age 18 and the likelihood of acquiring
the habit is largely dependent on whether parents served
as positive models for newspaper reading while a child

was in the some.

Poindextef (1979) reported the main reasons that
non-readers gave for not using a newspaper. The most
common reasons were lack of time, use of another news
medium, cost and lack of interes MPKV LIBRARY tae. These

7 /720 |[{Hl

TR1721
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four categories account for two-third of responses.
Another 18 % of the non-readers indicated that they
prefer to use another medium (T.V., Radio sets, etc.)
for news and information, Cost keeps 16% of the non-
readers away from the newspaper, Fifteen per cent said

that the lack of interest keeps them away from the paper.

Murphy (1962) reported that it is possible to
affect the interest and reading habits of the readers

by manipulating the format of a farm magazine.
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3. METHODOLOGY

The present investigation is an experimental study.
The research methods and techniques used in the present

investigation are described in this chapter.

3.1 Location of the research site

The present investigation was carried out in the
Guha village of the Rahuri community development block of
the Ahmadnagar District (Maharashtra). The village Guha
was selected purposively for this investigation because

of the following reasons.

(a) The village is situated in the vicinity of

well developed complex of sugar factory.

(b) The village is having fairly high literacy

percentage.

(c) The village is linked by metal roads to near

by towns and cities.

(d) The village is having satisfactory transpor-
tation and communication facilities like postal
service, bus service and reasonable number of

villagers had radiosets and few su:icribe
for newsnaper 31lsC.

The village Guha is situated 13 kilometers from
taluka head quarter and 3 kilometers from The Rahuri
Sahakari Sakhar Karkhana Ltd., Rahuri. The location of

the village Suha 1s shown in Figure 1. The village is
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well connected by metal roads with Rahuri, Kopargaon,

Shrirampur and Ahmadnagar towns.

The village is situated on Ahmadnagar-Manmad
state highway. The village lies in the northen part of
Ahmadnagar district. The village is situated 18 kilo-
meters away from the Mahatma Phule Agricultural University,
Rahuri. The demographic characteristics of the village are

presented in Table 1.

Table 1. Demographic characteristics of the Guha village

ig: Particulars Totalogumber zgrtggnt

individuals total

1 Total population 3052 -

2 Literate population 1469 48.13

3 Literate (Male) 1007 68.63

4 Literate (Female) 462 31.37

5 Farming population 2502 82.00

6 Non-farming population 550 18.00

Source : (Tahasildar office, Rahuri Community Development
Block, 1981).

Nearly 50 per cent of the population of the village
Guha is literate. The literacy percentage is fairly high in
the village. The communication, educational and other

facilities available in village are given in Table 2.



30

Table 2, Communication, educational and other facilities
available in Guha village

ﬁg' Particulars of facilities Nature of facility

I) Educational facilities

(a) Schooling facilities Upto 7th standard
available in the village

(b) Schooling facilities Upto degree course
available outside the
village within 15 kilo-
meters of area
I1) Communication facilities
. (a) Postal service Available
'~ (b) Regular bus service Available

(¢c) Number of newspaper copies 98
available in the village

(d) Number of radio sets 407
available in the village

(e) Grampanchayat library Yes

Various village institutions catering the services

to the villagers of the Guha are given in Table 3.

Table 3. Village institution available in the village Guha

Sr. . . ] Nature of
No. Institutions Institution
1 Grampanchayat Individual
2 Co=-operative society Guha Vividh
Karyakari Co-
operative

Society
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The extension workers of the Training and Visit
Extension system started in 1981 in Maharashtra state
provides technical know-how in farming to the villagers.
There are nearly 22 contact farmers of T and V system in
the village Guha. The village extension workers of the
Training and Visit system guide farmers on farming through
contact farmers, The farmers of the village Guha visit
university for getting technical knowhow as and when they
face problems in farming. As regards the farming situa-
tions in the village nearly 82 per cent peoples are
engaged in farming. Nearly 83,79 percent of land is un-
irrigated. The so0ils are deep black to medium black. The
annual rainfall is 450-550 mm. The major crops grown in
kharif season are - Jowar, Bajra, Groundnut and in rabi
seasons wheat, Jowar, Gram, main cash crops are sugarcane

and cotton.

Table 4. Land use (in acres) of Guha village

Sg: Particulars (Aéi:i) Percentage
1 Total area 4075 -
2 Irrigated land 367 g9.01
3 Unirrigated land 3414 83.75
4 Area not available 275 6.75
for cultivation
5 Area under forest 19 D45

Source : District Censes Hand Book of Ahmadnagar, 1971,
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3.2 Concepts, definitions and terms used

Some of the concepts, definitions and terms used

in this thesis are explained below.

3.2 (a) Advertisement communicability

Conceptual definition : Advertisement

communicability is the degree to which an advertisement
communicate its message to a specific group of readers

with a predetermined effect.

Operational definition : Uperationally

advertisement communicability is the degree to which
advertisement content are understood, illustration are
decoded and information is perceived accurately by a

reader.

L////////B.Z (b) Reading habit

Conceptual definition : "Reading habit

is a behaviour of an individual towards reading material.

Operational definition : Reading habit

was measured in terms of what types of reading material
is read, frequency of reading such material, duration of

reading such material and reasons for reading.

3.2 (¢c) Opinion of farmer readers towards advertise-

ment

Conceptual definition : Opinion of

farmer readers towasrvdsadvertisement is the depgree to which
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how and what the reader thinks about any advertisement.

Operational definition : Operationally the

opinion of the farmer readerstowards an advertisement is
the degree to which farmer reader likes or dislikes

advertisement and bhelieves in its content or not.

3,2 (d) Farm advertisement : Farm advertisement refers to

any communication by an identified sponsor concerning farm
business appearing in publication to promote sale or to

offer services.

3.2 (e) Printed fertilizer advertisement : Printed

fertilizer advertisement refers to any advertisement on

chemical fertilizer appeared in farm or non-farm publication.

3.2 (f) Age : Age of the farmer reader refers to the number
of full years completed by the farmer reader at the time of

enquiry.

3.2 (g) Education : Education of the respondent refers to
the number of years of formal schooling completed by the

farmer readers at time of enquiry,

3.2 (h) Farmer reader : Farmer reader is any adult person,

who is practicing farming and who regularly reads farm

advertisements in the newspaper and magazines.

3.2 (i) Advertisement illustration : It is any pictorial

or diagramatic presentation of the advertisement message
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in the advertisement copy. The procedure developed by
Caples (1977) was used to describe and categorize the
illustration, Illustration is described and categorised
in terms of what has been shown in the illustration. The

following types of illustrations were considered.

(1) Product

(2) Product being used by user

(3) User

(4) Reward being received by the user for using
the product

(5) Abstract drawing

(6) Trade mark of product

(7) Symbolic drawing

(8) Picture story.

3.2 (J) Text : Text of the advertisement which describes

about product as appeared in advertisement.

3.3 (I) Dependent variable :

The communicability of fertilizer adverticsement
was considered as dependent variable in present investi-
gation. In order to measure the communicability of an
advertisement, a communicability schedulg[ggSZIOPed. The
various steps followed in developing an advertisement
communicability schedule were given as below :

(a) In the light of adverticement communicability

several statements -~re developed by consulting



(b)

(c)

(d)

(e)

(£)

(g)

(h)
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literature and experts in the field of communica-

tion.

These statements were circulated to the 15 judges.
The conceptual and operational definitions were

also supplied to the Judges along with statements.

The wide scope was given to Jjudges to add or delete

any statement, if he feels necessary.

The Judges were asked to assign score to the
various statements out of ten, according to the
importance of that statement in communicating the

advertisement contents.

The Jjudges were instructed to assign scores to
the various statements in such a way that the sum
of the scores allotted to the various statements

should not exceed ten.

Qut of 15 Judges only 10 judges could correctly
assign the score as per the norms laid down for

scoring the statements.

The standard scores were calculated by taking the

average score of each statement,

The score of each statement were rounded to one

decimal point.
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(i) Thus eight statements were included in advertise-
ment communicability schedule. The score assigned
by various Judges to various statements, standard
score and the advertisement communicability

schedule is given in the Appendix No.I and No.IIL.

3.3 (II) Independent variables considered in the present

study are described below.

3.3 (1I) (a) Reading habit : The following indicators were

considered, while computing reading habit of literate
farmer,
(i) What type of material he reads and
frequency of reading,
(ii) The time of reading,
(iii) The place of reading and,

(iv) The reason for reading.

The Judges were asked to assign scores to these
indicators. The standard scores of these indicators were
calculated by computing the average scores assigned to
each indicator byvvarious Judges. The finally developed

reading habit schedule is given in Appendix No.III.

3,3 (I1) (B) Opinion of farmer readers about advertisement

(a) Several statements indicating the direc-
tion of farmer readers (favourable and unfavourable) opinion
towards farm advertisement were prepared by consulting

relevant literature and experts.
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Following steps were followed @

(b) The Jjudges were asked to indicate as to what
extent these statements indicate the direction
of opinion of farmer readers about farm

advertisements.

(c) The commonly agreed statements by the Judges
were considered in developing the farmer

readers opinion towards advertisement.

(d) The selected statements in developing the

schedule are enclosed in Appendix No.III.

3.4 Designing and developing the interview schedule

The interview schedule was developed for collecting
necessary information of respondents required in the
present study on the basis of the hypotheses, necessary
information on different aspects of farmers to be collected
were decided. The personal characteristics of the farmers
were studied by collecting the information pertaining to
age, education, Brief and clear guestions were used in
the schedule by using simple language, so as to avoid
confusion of the respondents. Most of the questions were
closed-end type. A logical sequence wag maintained while
designing the schedule. The finally developed and used

schedule is given in Appendix No,.III.
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Pretesting the schedule : Before finalizing the

interview schedule, it was pre-tested by interviewing 40
respondents from the Sade and Digras village of Rahuri
Tahsil having similar socioc-economic and agro-ecological
conditions of the study area.

3.5 Developing the different types of advertisements
)

Different types of fertilizer advertisements were
prepared and used in the present experimental study
(Appendix No.ly). Eight advertisements copies were
prepared in local language i.e. Marathi on hypothetical
chemical fertilizer named 'Daulat'. The text of advertise-
ment was prepared. The various forms of illustration
were drawn and used in preparing the advertisement copy
of hypothetical fertilizer advertisement. The text was
kept common in all the different types of fertilizer
advertisements copies used in the study. The various
advertisement copies used in the present study are given
in Appendix No.lv., In the present study only the illustra-
tion was manipulated in preparing the different advertise-
ments, The following types of illustrations were considered
in present study for developing the different types of

advertisements.

In developing the fertilizer advertisements four
elements namely heading, illustration, text and layout

were considered. The trademark and the name of the
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producer were also shown in the fertilizer advertisement.
All the fertilizer advertisements used were given in the

Appendix No.IV and are described as below.

(i) Advertisement showing users enjoying the

benefits of product being used

In this type of farm advertisements, a farmer was
shown who has used the chemical fertilizer, and who has
got good harvest. The farmer has received good income
because he had used the particular product advertised. The
text,heading used in other forms were shown in the adver-

tisement. This advertisement was referred as Ad1.

(ii) Advertisement showing users

In this farm advertisement the users of chemical
fertilizer (farmers) discussing on chemical fertilizers
was shown while, the text was along the side of illustra-

tion. This advertisement was referred as Ad2.

(iii) Advertisement showing product

In this type of farm advertisement (product) gunny
basg containing chemical fertilizer was shown along the
side of the text with heading. This advertisement was

referred as Ad3.



40

(iv) Advertisement showing product in use

In this type of farm advertisement, illustration
depicts, the user (farmer) using chemical fertilizer for
his crop. The text, heading will be common in all other
types of fertilizer advertisement, This advertisement was

referred as AdL4.

(v) Advertisement carrying picture story

This type of farm advertisement has a series of
pictures related with each other and arranged in a sequence
thus building a thematic story. The story shows the
benefits of using chemical fertilizer advertised. The text
is in the form of a dialogue in the picture story. The
heading is constant. This advertisement was referred as

Ad>5.

(vi) Advertisement carrving cartoon

In this type of farm advertisement has a cartoon
along with text keeping the other elements constant., This

advertisement was referred as Ad6,

(vii) Advertisement carrying symbolic drawing

This type of advertisement carries a symbolic drawing
depicting some message in the advertisement. All other
elements of advertisements were constant. This advertisement

was referred as Ad7.
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(viii) Advertisement without illustration

This type of an advertisement is without any illu-
stration., It contains only text describing merits and
utility of fertilizers through heading. This advertisement

was referred as AdS8.

-

All the advertisements were prepared in black and
white in 10" x 13" of size. They were shown to the judges
for their appropriateness according to above mentioned 8
criteria. The necessary changes were made in the illustra-
tions of advertisement as per the suggestions made by the

Jjudges.

3,6 Selection of farmers

The list of literate farmers from the village Guha was
prepared with the help of available record in village
panchayat and with help of v;;lage level worker. A list of
the literate farmers, wh01;2231§§ subscribe the newspapers
was prepared. On the basis of their education and reading

habits score, following classes purposively were formed and

eighty farmer readers from each class were selected.

(1) Low education/Low reading habit
(2) Low education/high reading habit
(3) High education/Low reading habit

(4) High education/high reading habit.

Thus, %20 literate farmer readers were selected for

the study.
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3.7 Research design used in the study

The research proJject "study of communicability of
fertilizer advertisement-embellished with different types
of illustration-as perceived by the farmer readers from
Guha village of Ahmadnagar District (Maharashtra) was an
experimental study. Following research design was used,

)
in the present study (Table No.5).

Each type of advertisement was administered to the
40 literate farmer readers, out of 40 farmer readers ten
were from low education and low reading habit group, ten
were from low education and high reading habit group, ten
were from high education and low reading habit group and
last ten were from high education and high reading habit

group.

3.8 Procedure for collection of data

The author personally interviewed all the farmer
readers included in the sample. Prior to the interview
the help of local leaders, agricultural assistant. , school
teachers, graduates from that village was saught for
establishing rapport. Selected village was visited several
times to obtain the relevant informationn from the rescordents
included in the study. The obJect of the study was clearly
explained to all the interviewes and they were assured
that the information furnished by them would be strictly

used for the purpose of research.



Table 5. Experimental group, control group research desiyn used in the present study.

Educational Reading Advertisement type and anumber of farmer readers Grand
level habit - Total
level Ad1 Ad2 Ad3 Ad4 A4S Ad6 Ad7  AG8
(a) Low reading 10 10 10 10 10 10 10 10 80
habit
Low Education = = = = @ = = @ = = = = = = = = = = = = = & = & = = & = = & = = = o -
(b) High reading 10 10 10 10 10 10 10 10 80
habit
(a) Low reading 10 10 10 10 10 10 10 10 80
habit
High Education -~ -~~~ -~ -~ -~~~ =~~~ =~~~ =~=~==~7°
(b) High reading 10 10 10 10 10 10 10 10 80
habit
Total 40 40 40 40 40 40 40 40 320
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Most of the farmer readers in the sample were
interviewed during their leisure time, early in the morning
and/or late in the evening, after they had returned from
their daily work., The data collection commenced in the
second week of March 1984 and was continued till the last

week of April, 1984.
3,9 Quantification of variables

It was necessary to measure and to quantify the
variables considered in the present study. This facilitated
tabulation, classification and application of statistical
test for testing various hypotheses. The rational for the
selection of these variables and methods used for their

measurement are discussed below.

3.9 (a) Age

Age is one of the basic characteristic of an individual.
It is linked up with his maturity, his physical well being,
his aspirations, motivation and understanding the subject.
In this study, chronological age of the farmers in completed
years at the time of the interview was taken into considera-

tion, The following categories of age were considered.

1)  Young - Upto 35 years
2) Medium - 36 to 45 years

3) 0ld =~ - 46 and above
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3.9 (b) Education

The level of formal education attained by an indivi-
dual influences his understanding, his knowledge level,
and to which he is exposed to new ideas through the use
of various communication channels., It also influences an
individuals attitude for change. This variable was
measured in terms of school grades and college years
completed by a farmer reader. Following categories of

educational level were used,

1) Primary level - Upto 7th std.
2) Secondary level - 8th to 10th standard

3) Above secondary level - 1llth and above.

3.9 (c) Reading habit

Reading broadens the horizons of knowledge of an
individual., It helps individual in building up vocabulary
and thereby influences individuals understanding and

comprehension,

Reading habit score of an individual was calculated
on the basis of different types of reading material such
as newspaper, farm magazines, religious books etc., read
by him. A score of one was given for each type of (above
mentioned) material read by a farmer, if he reéds regularly
such reading material, additional 5ne score was given and

if he reads sometimes, half score was given. In addition
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to this, time, place and motive behind reading has given
separate score according to their importance., Finally

the sum of all the scores securred by an individual
is his reading habit score. Then the reading habit scores
of all the individual were arranged in an ascending order
and divided at close to the mg?ian as possible to form

two groups.

(1) Low reading habit - Upto 13

(2) High reading habit - 14 and above.

3.9 (d) Opinion of farmer reader towards advertisement

In this study the opinion of the farmers towards
advertisement was measured with the help of general state-
ments developed on advertisement. These statements were

farmer
included in interview schedule, author asked/readers about
their reaction to these six statements. Thus on the basis

of farmers + ve and -ve response to each statement; opinion

of farmer readers towards advertisement was decided.

3.9 (e) Advertisement communicability as perceived by

farmer reader

In the beginning of interview an hypothetical
advertisement on chemical fertilizer named 'Daulat' was
given for reading to farmer reader (one advertisement
for 40 farmer readers). Then communicability of fertilizer

advertisement was measured with the help of schedule
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developed for the study. The schedule consists of several
questions. Every question was asked to the farmer reader,
if he gives correct amswer,,score was givenOtherwise , he was
given zero score., Finally the total of all the scores
obtained in respect to each statements was considered as

his communicability score.

The communicability score were categorized intoc two

classes.

1. Low communicability score

2. High communicability score.

3.10 Statistical methods used

Following statistical tool were used for confirming

hypotheses developed in the present study.

Kruskal wallis 'H' test

This was used for ascertaining the significance of
difference between communicability scores obtained by the
farmer readers for the two advertisements, This test was
also used to find out whether there exists any significant
difference between communicability score of two reading
habit groups and two educational levels of farmers within
and between the advertisements.

The Kruskal-Wallis one way analysis of variance by ranks :

Function :
The kruskal-wallis one way analysis of variance by

ranks is an extremely useful test for deciding whether 'K'
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independant samples are from different populations. Sample
values almost invariably differ somewhat, and the question
whether the difference among the samples signify geunine
population difference or whether they represent merely
chance variations. It tests the null hypothesis that the
'K' samples come from the same population with respect of

averages.
Method

In the computation of this test, each of the 'N'
observations are replaced by ranks. That is, all of the
scores from all of the 'K' samples combined are ranked in
a single series. The smallest score is replaced by rank
1, the next to smallest by rank 2, and the largest by
rank 'N* N = Total no. of independant observations in the
'K' samples. The sum of the ranks in each sample (column)
is founa. This test determines whether these sums of
ranks are so disparate that they are not likely to have
come from samples which were all drawn from the same

population,

It can be shown that if the 'K' samples actually
are from identical populations, that is, if 'H’O is true,
then 'H' (the statistic used in the kruskal-wallis test
and defined by formula below) is distributed as chi-square

with df = K-1 provided that the size of various 'K!'
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samples are not too small, that is

H o 12 K g2
TR R, pb -3 (M) e (A)
Where,

K = No.of samples
nj = No.of cases in jth sample

N =ZnJj, the no.of cases in all samples combined
Rj = Sum of ranks of Jth sample (column)

§'= Directs one to sum over the 'K' samples (Columns)
,j = 10

When ties occure between two or more scores, and since
the value of 'H' is somewhat influenced by ties, to correct
for the effect of ties, 'H' is computed by formula ‘A' and

the 'H' values thus obtained is devided by 'B’.

1 B (B)
N- -« N
wWhere
T = t5—t (where 't' is the no.of tied observations
in a tied group of scores)
N = No.of observations in all 'K' samples together
that is, N =%¥nj.
T = Directs one to sum over all groups of ties,
Therefore, formula can be read as follows
.2
12 K RJ
Tty = ny -2 (1)
J=1
Hoe e e e e (c)

, =T
NO - N

and was used for calculating 'H' values in the studv.
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4, RESULTS AND DISCUSSION

This chapter presents the data, discusses the
results and the findings of the present study under the

following heads :

4.1 Selected characteristics of the farmer readers.

4,2 Communicability of different forms of fertilizer
advertisements.

4.3 Comparision of communicability of different
fertilizer advertisements,

4 ,4(a) Communicability category of fertilizer advertise-
ments as perceiveq by the farmer readers of two
educational levels.

4.4(b) Education of farmer readers and communicability
of fertilizer advertisements.

4,5(a) Communicability category of fertilizer advertise-
ments as perceived by the farmer readers of two
reading habit levels.

4.5(b) Reading habit of farmer readers and communicability
of fertilizer advertisements.

4.6 Suggestions for improving communicability of

fertilizer advertisements,

4.1 Selected characteristics of the farmer readers

Communication by advertising is an interaction
between the readers and the content of the advertisement
advertisement
copy. It is not so much a matter of what the message/

brings to the audience but more a matter of what the
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audience brings to the message (Klapper, 1960). The
characteristics of readers‘like attitude, belief, values,
goals etc. govern whether the advertisement message will

be seen, read, heard, believed or acted upon it. Advertise-
ment message must be couched in terms of consumers need

and wants, if it is to perform its function of communication.
By and large, people tend to expose themselves to those
mass communications, which are in accordance with their
existing attitude and interest (Klapper, 1960). It was,
therefore, felt necessary to study those characteristics

of the farmer readers, which may affect the communicability
of fertilizer advertisement. In the present investigation,
age, education, reading habit, opinions of the farmer
readers towards fertilizer advertisement were considered

and are presented in Table 6 and shown in Fig.2.

The data (Table 6) indicate that slightly less
than 50 per cent farmer readers were young, Fifty per
cent farmer readers were educated upto primary level
(Seventh standard). A large majority (67.5%) of farmer
readers has favourable opinion towards advertisements.
More than fifty per cent (52.51%) of farmer readers has
medium level of reading habit, while 26,87 per cent

farmer readers has low level of reading habit.

4,2 Communicability of different forms of fertilizer

advertisements

The mean communicability score of different



Table 6,

Selected characteristics of the farmer readers

Sr., No.of Percen-
No . Character Category farmers tage
N=320
1 Age Young 149 46,56
(Upto 35 years)
Medium 96 30.00
(36 to 45 years)
0ld 75 23 .44
(Above 46 years)
2 Education Primary 160 50.00
(Upto 7th std.)
Secondary 91 28.44
(8th to 10th std.)
Above secondary 69 21.56
(11th std.and above)
3  Opinion of Favourable 216 67.50
farmer
readers Unfavourable 104 32.50
towards
advertise-
ments
4  Reading Low 86 26.87
habit (9 to 14) ‘
Medium 168 52.51
(15 to 20)
High 66 20 .62

(21 to 35)
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Fig.2:Selected characteristics (Age and education ) of farmer readers
and opinion of farmers readers towards fertilizer '
advertisements.
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fertilizer advertisements were worked out and communica-
bility of each advertisement as perceived by the farmer
readers were categorised into good and poor as given in
Table 7 and shown in Fig.3 & Fij.4.

Table 7. Communicability of different forms of fertilizer
advertisements as perceived by the farmer readers

Code : Advertisement tMean :Communi-:No,of : Per
No. ¢ Illustration scommuni-:cation :farmer : cent
: icability:category:ireaders:

: iscore : :(N=40) :

Ad1 Advertisement 8.3 Good 30 75.0

showing the
users enJjoying Poor 10 25.0

the benefits of
product being

used
Ad2 Advertisement 7.65 Good 23 57.5

showing the

users Poor 17 42.5
Ad3 Advertisement Good 21 52.5

showing the 7.55

product Poor 19 47.5
Adb Advertisement Good 24 60.0

showing product 7.77

in use Poor 16 40,0
Ad5 Advertisement Good 15 37.5

through picture 7.22

story Poor 25 62.5
Adb Advertisement Good 17 42,5

carrying 7.52

cartoon Poor 23 57.5
Ad7 Advertisement Good 19 47.5

carrying symbolic 7 .54

drawing Poor 21 52.5
Ad8 Agvertisement Good 13 32.5

without 2.9

illustration Poor 27 67.5

Good communicability - 8 to 10 score.
Poor communicability - 4 to 7 score.
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It was noticed from the data (Table 7) that Ad1
(advertisement showing the users enjoying the benefits
of product being used), has the highest communicability
score (8.3), while Ad8 (Advertisement without illustration),
has the lowest communicability score (2.9). The mean
communicability scores of Ad2, Ad3, Ad4, AdS, Ad6, Ad7

do not differ widely from each other.

An illustration in any advertisement helps in
getting the advertisement message across the readers. The
illustration in Ad1 has increased the communicability of
fertilizer advertisement., The illustrations used in other
fertilizer advertisements like illustration showing the
product, users, product in use, a picture story, a cartoon
and a symbolic illustration have low communicability. Ad1
has the highest communicability. This may be due to the
appropriate illustration and appeal used in the advertise-
ment copy. Farmer readers get a clear idea of benefits
that the users will get, after using it. This kind of
illustration gives an idea of the advantages clearly and
the farmer readers are sure of getting good returns after
using the product advertised. Other fertilizer advertise-
ments carrying different forms of illustrations had more
or less similar communicability (Communicability score
range 7.22 to 7.77). It is a point of further research
as to what makes the illustration poor in communicating

fertilizer advertisement message to its farmer readers.
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The data (Table 7) indicate that majority (75 per
cent) of the farmer readers perceived good communicability
of Ad1 (Users enjoying the benefits of product being used).
The farmer readers can easily make out the message and
benefits, those could be incurred by using the product.
Advertisement illustration needs to depict such matters
which can easily visualise the benefits in consumers

situation for getting the idea across the readers.

The Ad8 is (without illustration) loaded with text.
More than two-third (67.5 per cent) farmer readers perceived
poor communicability of Ad8. Only literate(one third)
farmers can read it, and about one third (32.5 per cent)
farmer readers have perceived good communicability. Ad7
(which carries a symbolic drawing) was also perceived
poor communicability by slightly more than fifty per cent
(52.5%) farmer readers. It is a observation that symbolic
drawing is not easily perceived unless the reader has
imaginative power. Ad6 (which carries a cartoon) was also
perceived by more than fifty per cent(57.5%) of the farmer
readers as poor. No doubt, cartoon adds humor to reading
matter and makes it interesting but cartoon illiteracy
pose a problem in understanding it. BEventhoughAd5 carries
a picture story which dramatically presents message to
farmer readers. The Ad5 (picture story) was perceived
poor by the large majority (62.5%) of the farmer readers,

it is a matter of further research, why the message through
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this type of treatment could not get across the farmer

readers effectively.

In the case of Ad2 and Ad3, the variation in the
communicability score was not significant. It is seen
that the presence of appropriate illustration in the
fertilizer advertisements affects the communicability of
the fertilizer advertisement as perceived by the farmers.
The 'users' shown in illustration of Ad2 don't convey
anything about the product advertised and it may be the
reason why farmer readers could not get the advertisement
message. In the case of Ad3, it shows only 'product'
which also does not communicate anything about the merit
of product but only physical appearance of the product.

A farmer reader must be looking for such useful information
about the product when he reads it and if he does not

get it, he dislike advertisement.

4,3 Comparision of communicability of different

fertilizer advertisements

;n order to find out the significance of difference
between mean communicability scores of fertilizer advertise-
ments, the mean communicability score of every fertilizer -
advertisement was compared with the mean communicability

score of other fertilizer advertisements (Table 8).
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The data (Table 8) show the significance of
difference in communicability scores of two advertisements
compared. When Ad1 was compared with communicability
scores of different fertilizer advertisements, the signi-
ficant differences were observed between Ad1 and Ad2, Ad1
and Ad5, Ad1 and Ad6, Ad1 and Ad8. It may be due to the
illustration used in Ad1 which depicts the benefits users
can harvest after using the product advertised. The Ad1
is more interesting to readers. The Ad5 differes from
Ad1 significantly, because illustration in Ad5 (picture
story) is of different nature and depicts merits and
demerits of fertilizer advertised. The message was
presented in story form. The communicability of this type
of illustration was perceived as poor by the readers. This
might be due to the characters depicted in the advertise-
ment are not compatible with the character of the farmer
readers. It is an advice to copywriters and designers to
use such characters in advertisement illustrations which
will be relevant to the culture of farmer readers. A
familiar character which communicate its message to its
readers needs to be used in advertisements. It also
indicates that the information presented through Ad1 is
better understood by farmer readers than the information
presented through picture story as in case of Ad5. The
difference between communicability score of Ad1 and Ad6
(advertisement carrying cartoon) was significant, indicating

the poor communicability of Ad6. It might be due to cartoon
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illiteracy on the part of farmer readers who has poor
imagination, perceptibility and which is invariably
lacking among farmer readers. Cartoons are not generally
understood by the farmer readers and therefore, it is
advised not to use cartoons in advertisements while commu-
nicating farmers. Now-a-days farm advertisements with
cartoon in the illustration, appear in newspapers but the
communicability of such advertisements as perceived by the
farmer readers is not known. Ad1 as compared with A4S,
indicated a significant difference, indicating poor
communicability of Ad8. The Ad8 is without illustration
and loaded with text and the difference may be due to
illustration of the Ad1. It indicates a need of using
appropriate illustration in the advertisement for better

results.

In the rest of the comparisions, made between the
communicability score of various fertilizer advertisement,
the differences were non-significant, indicates advertise-

ments compared were on par in respect of communicability,.

The communicability score of Ad2 was compared
against communicability score of Ad3, Ad4, Ad5, Ad6, Ad7,
Ad8, and found .. significant difference except compari-
sion with Ad3, the differences in communicability score
were significant., The illustration of Ad2 shows users,
while Ad3 illustrates product. Both illustrations have

the same communicability scores and has conveyed message
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to the same degree to the farmer readers, indicating no
difference in the communicability of fertilizer advertise-
ment. The illustration (product in use) in Ad4 is more
appealing and meaningful than the illustration (users) in
Ad2. The Ad2 when compared with Ad5 (picture story) gives
all the plus points of product-fertilizer-advertised in a
conversational style between two persons. The characters
shown may be found odd in farmers situation. Communicabi-
lity score of Ad2 (users) was compared with Ad6 (Cartoon
drawings) and the difference between communicability score
was significant, indicating the poor communicability of
Ad6. It was again revealed that cartoons in advertisement
are not easily understood by the farmer readers. Therefore,
it is advised not to use cartoon drawings in farm advertise-
ments, unless farmer readers are familiar with cartoon.
When Ad2 was compared with Ad7 (Symbolic drawing) and Ad8
(without illustration), the differences were significant.
This indicates that the communicability of Ad2 was better
than Ad7. The Ad7 carries a symbolic drawing and it has
got low communicability score than Ad2 (users). It is
advised to the artists, to show meaningful, familiar
symbols, so that readers can understand it easily.
Advertisement without illustration and loaded with text

(Ad8), which has resulted into low communicability.

When Ad3. (Product) was compared with the rest of
the advertisements, i.e. Ad4, Ad5, Ad6, Ad7, A48, the

differences in communicability scores of different



fertilizer advertisements were significant. The advertise-
ment Ad8 is without any illustration, loaded with text,
resulted into poor comhunicability, significant difference
indicates a use of appropriate illustration in the adver-
tisement, may be helpful in increasing the communicability
of advertisement. In other comparisions of Ad3 with Ad4
Ad5, Ad6, Ad7, ideas in these advertisements are not
easily understood by the farmer readers. The Ad6, carries
a illustration of cartoon drawings and .Ad7, a symbolic
drawing, respectively. Both the types of drawings are not
familiar to farmer readers and it gets difficult to under-
stand advertisement message. Therefore, these advertise-

ments have lower communicability than Ad3 (product).

When Ad4 (product in use) was compared with the
rest of the advertisements, the differences in communica-
bility scores of different types of fertilizer advertise-
ments were significant. It shows that Ad4 (product in
use) has the highest communicability as compared to the

rest of the advertisements.

When Ad5 (Picture story) was compared with the
rest of the advertisements i.e. Ad6, Ad7, Ad8, significant
differences were observed. It shows that communicability
of Ad5 is lower than Ad6, Ad7, respectively, but AdS8
(without illustration) has lower communicability than
Ad5, when compared with each other. &8imilar results

were obtained when Ad6 (Cartoon drawings) was compared
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with Ad7 and AdS8.

soed The Ad7 has higher communicabi-
1ity than Ad6 as observed from H values (Table 8). When
Ad6 was compared with Ad8, without illustration, it has
lower communicability than Ad6. And finally, when Ad7 was
compared with Ad8 (without illustration), significant
differences was observed. It indicates that Ad8 (without
illustration) differs from other fertilizer advertisements

and it has lower communicability than Ad7 (Symbolic drawing).

4.4(a) Communicability category of fertilizer advertise-

ments as perceived by the farmer readers of two

educational levels

In order to find out the effect of educational
level on communicability of different types of fertilizer
advertisements as perceived by the farmer readers, the
advertisements were shown to farmer readers of two educa-
tional levels and the communicability score as perceived
by them was worked out and categorised into good and poor.

The data are presented in Table 9.

The communicability of Ad1, (which carries a
illustration of users enjoying the benefits of product
being used) was perceived as good by large majority 75%
and 65% farmer readers, from high and low education
respectively. While 25% and 35% farmer readers from high

and low education respectively perceived as poor. This
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Table 9., Communicability category of different fertilizer

advertisements as perceived by the farmer

readers of two different educational levels

Adver- :Educational : Communicability category
tisements:level
(8 tgogg) (4 Egog)
n=20 % n=20 %
Ad1 High education 15 75% 5 25%
Low education 13 65% 7 35%
Ad?2 High education 13 65% 7 35%
Low education 11 55% 9 45%
Ad3 High education 10 50% 10 50%
Low education 11 55% 9 45%
Ad4 High education 12 60% 8 LO%
Low education 10 50% 10 50%
Ad5 High education 10 50% 10 50%
Low education 5 25% 15 75%
Ad6 High education 11 55% 9 45%
Low education 6 30% 14 70%
AQ7 High education 13 65% 7 35%
Low education 6 30% 14 70%
Ad8 High education 9 4L5% 11 55%

Low education 4 20% 16 80%
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shows the effect of education of farmer readers and illu-
stration of advertisement on communicability of fertilizer

advertisement named 'Daulat’.

When Ad2 (users) was shown to the farmer readers,
65 per cent and 35 per cent farmer readers from high
education group perceived communicability of Ad2 as good
and poor respectively. While 55 per cent and 45 per cent
farmer readers from low education perceived Ad2 as good
and poor respectively. This shows that education affect
the communicability of advertisements in understanding its

content.

When Ad3 (product). was shown to the farmer readers
from both high and low educational levels, the 50 per cent
farmer readers from high education level, perceived commu-
nicability of Ad3 as good and poor. This shows the effect
of education as well as illustration on communicability of
advertisements. Whlle 55% and 45% farmer readers from low
education levels perceived communicability of Ad2 as good

and poor differently.

The Ad4 (Product in use) was perceived as good by
60 per cent and 50 per cent farmer readers from both high
and low education respectively, while 40 per cent and 50
per cent farmer readers from both high and low educational
level perceived it as poor. This shows the direct effect

of education on communicability of advertisement.



67

The illustration of Ad5 (Picture story) which
depicts the merits of product advertised. The picture
story unfolds the information in a logical and meaningful
way which may have convincing effect on farmer readers of
high education group. But a very few farmer readers from
low education category have perceived good communicability.
This may be due to the lack of reading and comprehension
power of farmer readers from low education level. This
indicates the effect of education on communicability of
fertilizer advertisement. Educated farmer readers more
easily understand picture story than less educated farmer

readers.

Ad6 (which carries illustration in the form of
cartoon) was perceived as good by 55 per cent from high
educated and 30 per cent from less educated farmer readers,
while 45 per cent farmer readers from high education group
and 70 per cent from less education group perceived ppor
communicability score, this might be due to the effect of
education on communicability of advertisement. Hducated
readers have more perception, understanding and imagination
capacity than less educated farmer readers. Another reason
might be that cartoon drawings are not so familiar to
farmer readers. Similar results were obtained in the case
of Ad7 (which carries a symbolic drawing) which is not so
familiar to farmer readers. It requires abstraction

ability, imagination and knowledge to understand the
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meaning of symbol. This shows that education affects the

communicability of fertilizer advertisement.

More than 50 per cent farmer readers from high
education group perceived poor communicability of AdS8,
while majority (80 per cent) low educated farmer readers
perceived poor communicability of Ad8. This indicates that
illustration is necessary in advertisement for improving
communicabiiity of advertisements to farmer readers. High.
educated farmer readers can easily understand the contents
of advertisement eventhough it is without illustration.
The reason might be due to their education which helps
them in communicating the message of advertisement to
farmer readers easily. It was observed that fertilizer
advertisements carrying picture story, cartoon, symbolic
drawing and without illustration were difficult to under-
stand for farmer readers, having less education,.while Ad1,
Ad2, Ad3, Ad4 perceived good by both the types of farmer

readers.

4.4 (b) Education of farmer readers and communicability

of fertilizer advertisements

"The communicability scores obtained by the farmer
readers of two educational groups were compared with each
other within the treatment to findout the effect of
education on communicability of fertilizer advertisement.

The data are presented in Table 10.
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Table 10. ‘H' values for comparision of communicability

scores of different fertilizer advertisements

as _perceived by the farmer readers of two

educational group

Educational
Advertisement category 'H' value

considered
Advertisement showing users High education 12.42%
enjoying the benefits of Vs
product being used Low education
Advertisement showing High education 15.68%
the users Vs

Low education
Advertisement showing High education 19.54*%
the product Vs

Low education
Advertisement showing High education 14,28%
product in use Vs

Low education
Advertisement through High education 16.64%
pictuke story Vs

Low education
Advertisement carrying High education 12.22%
cartoon vs

Low education
Advertisement carrying High education 15.4L2%
symbolic drawing Vs

Low education
Advertisement without High education 5.08%

illustration

vs
Low education

* Significant at .05 P level.
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It shows significant difference between communica-
bility scores of two educational groups for all the
fertilizer advertisements considered under the study. It
indicates that education affects the communicability of
fertilizer advertisement. The results show that farmer
readers from high educational level and low educational
level understand same advertisement to different degree.
This may be due to the difference in understanding ability,
perception level and analysing ability of farmer readers.
It helps to farmer readers to understand the illustration
in a better way. It was observed from Table 10, that more
educated and less educated farmer readers perceived the
communicability of same advertisement differently. It can

from the data collected

be said/in the present study that education directly

influences communicability of advertisement.

4.5(a) Communicability category of fertilizer advertisement

as perceived by the farmer readers of two reading

habit levels

The effect of reading habit on communicability
score of different forms of fertilizer advertisement was
studied. The various fertilizer advertisement were shown
to the farmer readers having high and low reading habits,
to ascertain the communicability of advertisement as

perceived by them. The data are given in Table 11,
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Table 11. Communicability score of different fertiliser
advertisements as perceived by the farmer
readers of two different reading habits

Advertis

sement :

Reading habit level : _Communicability categor
Good (8 to10) :Poor (& to%7)

Ad1

Ad2

Ad3

Ad4

Ad5

Ad6

Ad7

Ad8

N=20 % N=20
High reading habit 18 90% 2 10%
Low reading habit 12 60% 8 40%
High reading habit 13 65% 7 35%
Low reading habit 10 50% 10 50%
High reading habit 10 50% 10 50%
Low reading habit 11 55% 9 45%
High reading habit 12 60% 8 40%
Low reading habit 12 60% 8 L0%
High reading habit 11 55% 9 45%
Low reading habit 4 20% 16 80%
High reading habit 13 65% 7 35%
Low reading habit 4 20% 16 80%
High reading habit 13 65% 7 35%
Low reading habit 6 30% 14 70%
High reading habit 10 50% 10 50%

Low reading habit 3 15% 17 85%




72

Majority of the farmer readers (90 per cent) from
high reading habit and majority farmer readers (60 per
cent from low reading habit perceived, good communicability
of Ad1 (users enjoying the benefits of product being used).
This pattern indicates the effects of reading habit on
communicability of advertisements. Farmer readers with
high reading habit perceived good communicability of all
fertilizer advertisements. It may be due to the fact that
farmers with high reading habit can easily understand the

farmer readers having
content of advertisements than/low reading habit readers.

Majority of the farmer readers (65 per cent) with
high reading habit and nearly fifty per cent farmer readers
with low reading habit perceived good communicability of Ad2
(users). This shows the effect of reading habit on communi-
cability of fertilizer advertisement. The idea presented
in the illustration was easily and quickly understood by
farmer readers of high reading habit than farmer readers

of low reading habit due to their reading habit.

Ad3 (Product) was understood by the farmer readers
(both high and low reading habit) on par. This might be
due to a simple and meaningful illustration. It does not
fully show the effect of reading habit on communicability

of advertisement.

Ad4 (Product in use) has also got equal score from

low as well as high reading habit readers because of the
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appealing illustration of the advertisement. The illustra-
tion in that advertisement is meaningful and simple and
easy to understand, to both the levels of readers so that
it might have less effect on communicability of advertise-

ment due to reading habit of readers.

In the case of Ad5 (Which carries a illustration of
picture story) 80 per cent farmer readers who had low
reading habit and 45 per cent farmers having high reading
habit perceived poor communicability of Ad5. This indicates
that picture story type advertisements may not be familiar
to low reading habit readers. Therefore, they could not
understand it after reading, also due to their low reading
habit, they could not speak or talk about the fertilizer

which is quoted in that advertisement.

In respect of Ad6 (Cartoon) and Ad7 (Symbolic
drawing ), farmer readers having low and high reading habit
obtained nearly equal communicability score, this might
be due to reading habit of farmer readers. Cartoon type
and symbolic type advertisements are not so familiar to
farmer readers, so they do not easily understand. Low
reading habit readers cannot understand the idea clearly
and exactly quoted behind cartoon and symbolic illustra-
tions. In the Ad6, 65 per cent high reading habit farmer
readers and 20 per cent low reading habit farmer readers
had given good communicability score, while 80 per cent

low reading habit readers obtained poor communicability
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score to Ad6.

For Ad7 (Symbolic drawing) 30 per cent and 65 per
cent farmer readers respectively from low and high reading
habit groups perceived good communicability, while 70 per
cent and 35 per cent, low and high reading habit readers

respectively perceived poor communicability for Ad47.

The Ad8 is without any illustration and fully
loaded with text. The farmer readers with high reading
habit have only understood it, due to their reading habit.

4,5 (b) Reading habit of farmer readers and communicability

of fertilizer advertisement

In order to find out the effect of reading habit
on communicability of fertilizer advertisement, as perceived
by the farmer readers of two reading habit levels, were
compared with each other within the treatment. The data

are given in Table 12.

The difference between communicability score of
the farmer readers of two reading habit levels were signi-
ficant for all the eight fertilizer advertisements. This
effect on communicability of advertisement may be attributed
to the advertisement guality. From the data given in Table
12, it can be said that reading habit increases vocubulary,
perception and understanding the concept. It is,

therefore, the effect may be due to the reading habit of



Table 12.

scores of fertiliser advertisements as perceived

by _the farmer readers of two reading habit group
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'H' values for comparision of communicability

Advertisement Name

Reading habit
category
considered

'H!' value

Advertisement showing
the users enjoying the
benefits of product
being used

Advertisement showing
the users

Advertisement showing
the product

Advertisement showing
product in use

Advertisement through
picture story

Advertisement carrying
cartoon

Advertisement carrying
symbolic drawing

Advertisement without
illustration

Low Reading Habit
Vs
High Reading Habit

Low Reading Habit
Vs
High Reading Habit

Low Reading Habit
Vs
High Reading Habit

Low Reading Habit
Vs
High Reading Habit

Low Reading Habit
Vs
High Reading Habit

Low Reading Habit
Vs
High Reading Habit

Low Reading Habit
Vs
High Reading Habit

Low Reading Habit
Vs
High Reading Habit

5.36%

6.30%

10.23%*

10.71%

14.51%

12.91%

9.38%

L4, 39%

¥ Significant at .05 P level,
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farmer readers and appealing illustration in that adver-
tisement, communicability of advertisements may have

perceived better due to the above facts.

In general reading habit of farmer readers affects
the communicability of fertilizer advertisement i.e. high
reading habit farmer readersand low reading habit readers

perceived same advertisements differently.

4.6 Suggestions for improving communicability

of fertilizer advertisements

The suggestions made by the farmer readers to
improve the communicability of different types of fertilizer
advertisements considered in the study are presented in

Table 13.

The Ad1 (Users enjoying the benefits of product
being used) was perceived as having good communicability
by majority (62.5%) of the farmer readers, and it has the
highest communicability score (8.3) as compared to the
other fertilizer advertisements considered in the study.
Ten per cent (10%) farmer readers suggested that Ad1 would
have been coloured. Few farmers also suggested that
information on such items as crops for which the fertilizer
is recommended, fertilizer dose, time of application, would

have been shown in the advertisements.



Table 13.

different forms of fertilizer advertisements

Suggestions made by the farmer readers for improving communicability of

Sr. Suggestions made for Ad" Ag2 Ad3 Ad4L Ads Ad6 Ad7 A48
No, improving communica- No. No. No, No, No. No, No. No,
bility (%) (%) (%) (%) (%) (%) (%) (%)

1 Advertisement look like - - 16 3 14 4 I 30

Incomplete (40) (7.5) (35) (10.0) (10) (75)

2 Change in illustration - 16 24 - 30 32 30 -

(40)  (60) (75)  (80) (75)
3 Colours in advertisement 4 5 4 6 4 3 6 -
(10) (12.5) (10) (15) (10) (7.5) (15)

4 Nutrient content of 4 5 7 6 5 8 2 15
fertilizer and rate (10)  (12.5) (17.5) (15) (12.5) (20) (5.0) (37.5)
of application

5 Crop for which it is 3 n 5 6 6 4 5 10
used (7.5) (10) (12.5) (15) (15.0) (10.0) (12.5) (25)

6 Time of application 2 8 3 16 4 3 5 9

(5.0) (20) (7.5) (40) (10.0) (7.5) (12.5) (22.5)

7 Attractive lay out 2 5 2 7 3 7 6 -
and design (5.0) (12.5) (5.0) (17.5) (7.5) (17.5) (15)

8 Application of fertilizer =~ - 3 9 - 3 4 -
to crops,to be shown in (7.5) (22.5) (7.5) (10)
the form of pictures

9 All right 25 9 6 20 2 3 5 -

- (62.5) (22.5) (15) (50.0) (5.0) (7.5) (12.5)

Figures shown in parentheses are percentage.

LL
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The Ad8 which has the lowest communicability score
(2.9) was perceived as incomplete advertisement by large
number (75%) of farmer readers due to absence of illustra-
tion in the advertisement. Farmer readers suggested to
incorporate illustrations and information items like
nufrient content of fertilizer advertised and dose of
application (37.5%), crops for which fertilizer is applied
(25%), time of application (22.5%), crops for which ferti-
lizer is applied (25%), time of application (22.5%), were
some @f . _the suggestions made by farmer readers to improve
communicability of fertilizer advertisement and
particularly of AdS8.
More than one fifth (22.5%) farmer readers preferred
Ad2 (users)

/fertilizer advertisement. But more than one-third (40%)
farmer readers suggested to change the illustration.
Advertisement showing the 'Users' in illustration was
preferred by 22.5 per cent farmer readers. Farmer readers
preferred it coloured. Farmer readers suggested to incorpo-~
rate the items like information on nutrient content of
fertilizer and rate of application of particular brand of
fertilizers. A few (ten per cent) farmers suggested to
include photograph.or illustration of crops for which it
is used. Twenty per cent farmer readers suggested to
mention the time of application of fertilizer in the
advertisement. This information is practically technical
and many times is not given in the advertisement.

Advertiser must include such information items, if it is
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to be made more communicable. These points suggested by
farmer readers are of practical importance and every
farmer reader might need information on these points. It
also suggests that fertilizer advertisements depicting
'users' of product through illustration is not enough as
indicated by more than one-third farmer readers (40%) and

was suggested to change illustration.

Ad3, Ad5, Ad6, Ad7 has on par communicability
score and these advertisements were on par in respect of
their communicability. Though all these advertisements
are illustrative, they do not communicate their content
to readers effectively, In #&d3, ‘'‘product' fertilizer bag
was shown in the illustration of fertilizer advertisement
and only fifteen (15%) per cent farmers preferred it. But
a large majority (60%) farmer readers have suggested to
change the illustration, a few (10%) readers suggested to
have coloured advertisement, More than one-third (40%)
has suggested that Ad3 was incomplete and does not commu-
nicate it's content to farmer readers. Farmer readers
suggested to add information on items such as content of
fertilizer, rate of application, crops for which it is
used etc. The Ad4 has got high communicability score.
Nobody suggested to change illustration, but the farmer
readers proposed to pack the advertisement with certain
information about fertilizer, rate of application, crops

for which it is used and time of application, This
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information is very useful for improving communicability

of advertisement.

The Ad5 is in the form of picture story, and is
very informative but a very few farmers preferred it. It
indicates that advertisement should not be only illustra-
tive but it should be easily understandable and meaningful
to farmer readers. Large majority (75%) farmer readers
suggested to change the illustration, because picture
story does not speak on any of the technical matter
required for the farmers in using fertilizer. Nearly more
than one-third (35%) farmer readers had reported that the
advertisement is incomplete and majority of farmer readers

clearly advised to incorporate the information on fertilizer.

A very few farmers preferred the Ad6 (Cartoon) but
majority of (80%) farmers reported to modify the illustra-
tion, They suggested to make it more attractive, coupled

with practical information useful to them.

The Ad7 was preferred by only ten per cent (12.5%)
farmer readers, large majority (75%) of farmer readers
suggested to change illustration., It indicates that

symbolic illustration is disliked by the farmer readers.






—— T E T ™ ™
i

NS NS

Xy . Lm..._..,‘...*r\Wf
G
«Ww\\\%mgzﬂ_«m\w\”},m%

R LRl et KL TR e | Sl e e 8
S P S Tem ) N e B | S
—_-.I ., - i __ - -‘\“ .

,u.u?ﬁ“\ %ﬁ,im\_, N
= s - o

™ R W e T
~"" B P
LA |\\\\\

itvecs

ﬁ

A

|
/I
i

i
" o
\:::::S'I

;
3
||:'

i3
AR

7l

A

oy ll
-
—m AW
3
1)
1.
N'l
1 8

17

'..
ey
e

)
i
L
L
Ll
f

N
.,:2 -‘é
AR

- iR, -

m,_. AL Wy AN Sy ;.w«}‘,“.,_..mmn. ALY
A L1777, VIR 7/
' 17/ N /: / ! W \ \M \112/
2222 e e 2 s 2 i S e e 2
e R s T S [ il Bt N i St (1 W e L
7 7 NS NS S SR NS IS
AN .x___.f.“w“w\@.._,mwﬁ.._“"“ww\m\_w%{,,_ NS N ..__H"‘&..‘\mﬁ_.ﬁé&w&__.ﬁm
: NN P 1 A ’ , :
RN et A RN A S L A AR A NN 0 N 2 NS A NN
nn..-.hhh.%.;_ ﬁw e S § .-l....un..m...al...-...l... I, o s~ J_.n1 b e ..l........-l e e il T e e B S o B

A W\\-__“.’ —--nﬂl! W\\“__..NIM/...MN ﬁ---*ﬁw\\“_,_i' N JWJW‘H_.E."IM.M\ —-n- ~l~ .W \‘"_” "%11 Mlﬂ—- o \‘-‘”ﬁ“l/ M Kl ‘_._.."III 3 ap--nunn\ ”
1127444 _s..'/ LT 770N ::\\\\\\‘. AN 1y 0 7 N I i ::\\\\\é._.,_., \NVLIZ27/7
117202 xsr//__\ \\\\‘.:..,//w::\\\\\._ A2 SN 77272220 Y UNNNNNI7777220, AN /7%
1222 e\ 22 222t 222 SN (22 S\ 22 e\ 72\
e AR mnss e -_—— e WA IIHW % NH N s S -IHIUW i -l"l"w,.. e
— _..-li\“N i .ﬁ”“ll-__.--l\“w\.i , .,ﬂﬂlll-.____-li\““‘ 1/,ﬂﬂll-.:_-nl\“m; .MIlll-.__-“l\\ /I l“ll-____.- SN ,ﬂﬂllll-.__.-Ii\““‘ R
NSNS NS NS NS IS 2 NS
_-— ‘\\\M\»-— 's \\\\“s..-_-—w 111._.{\ .-_-— ”//1.. ’ ', “s... —uﬂ W OZ77 ks w! 's “\--..-——f /l...f-‘\ -—-—v N

2 L.w,.“_‘__‘ma..... WYz nnen Lwé.ff RS B IN L 00 AR AL AN AR £ L X2 3 «_rxwr......-—
e e e e © e o™ Y e e e e ™ T d e e | 2 2 o T 0 8 8 o ok (P, S0, B o, o, otk llh.lh.uu.iluuml e e el el sl g £ e et g
e 5 N = mw%ﬂr.ﬁw o Yy 3 R Rt e i i M AT WL K o e i B o e Ty iy g g e oy o B e P 5
% er}ﬁ“.’ M\n ' ._..”’M/...M X \}.__..., MM A 2 AN 3.%%@--—- i ,DIM~ R W\\n” a%/..m X J_W.
L7720 N ANy [V ::\\\\\\..__.. N\MYT777P4, ARSI N A2 77785 W SXN NN 1777/ VY K27,
_“\M\\\\\-._.. N \\\\‘-_..-l”ﬁ//_z NN /77 \\\._”...uﬂﬁ/,/: 1/ ‘-.__..ll ///:\\ \“u\.____..uuﬂﬂ//:_v\ \‘__-.ul// :M 77
! \\\“\--__._-'lll/ 2w AAARESSN \IY/ ‘\““\l--:_-. 'I”/,,,,,,/:\\\“““\u-._ ' ws & e Bl llHU”w,.:.. “\Il--__.n.ll”ﬂy/:\\\““\l-.____-lull”// E A
et ] O (AN -JHHW - N\\nnll.. 8 -IHHW_ e ) .ulHHW e Ty F e e -..___....IH!W 4 mnlu.. 1l -.-HHWM, . MHIJ
S N e O e Tt [ T g VN et Y, g™ ﬂlll.".__-H““\\ 7N - i X T

Cod

e -
/ CRLY I"\\:.,//I' R “\“ i 7/". Bm “\\;:,,,,// = \\\
2777 NS NS NS
"SRR oy h..__.“\\M\ AN /:..\__.““\\M\ AN u:.._r..““\\ 4
\Wﬁr RN N
J-_“.ﬁn .

s WisZeeZ /N WMu:u...___."-u\,\\\\\\\____,,z,muu:“
NN Y
SN A N 2R T A .Ww

\

'w t" IG—I” ”I”I”._”‘\wmuhl--—l A o -w o
- e e ! - ot i s S = el el P o S el ,.u._IIHT[.VI.»Ilu.NMMI e B e e b - ﬂuﬂﬂ
- e Y [ Qe e N g e e I e e T R 3 TN et g
. ;Jv‘, % 2 SEen X m~ Y 2 AN Y S AR R SRR X m.. (2 1z 227
N N S AN

(R LA e g™ e 0 N\ |/ |

(i ey 2z oz | e U s W
e [ LU mu'l BB S LR L) B . | — S e So,

-
- 1
/
i
[ X )

%7

R ) o = - - . 2 AR w18 L / ,.7".. —-“‘\\ N o ) /l‘ Ny WY M
/%j— ..-““\“N\\\\\\M\\\N.?//ﬂH“'-".-"‘\“N\\\\:;///ﬂ”“'-..__“--“““\W\\\:—W//ﬂ”l...___-“““\M\\\ “\_ /M////”l'-.r\“““\\ \_.”/ § MN__////II ,ll-.___-“\\\\w\\:,//ﬂ
i M\._.——/-W//..“..‘\\“\\\\“\...:u//l..“._. "o /4] »__Ww ; AN M\M . , M. .——W MN» TR
AN ..u...w PN WA N : .V&Wﬁim

| A AN IR =
WWWW\‘J#“.. JW““_”..MI_l ~l¢ luu-l.lilhrw.ﬂs_wﬂ

- y

é —-— -_-
T

Lore i \ 17
129 A N1 2o NN 122 2 e /222222 w W\u.u..._.".u.,uv//.//é\\\\“\\nm‘.

BRI LT N 0 =
S



5. SUMMARY AND CONCLUSIONS

5.1 Summary

Now a days, advertising through print media has
become a popular practice in every business including
agri-business to promote nonfarm and also farm products.
Printed advertisements informs educate and persuade the
farmer readers to buy the products advertised for their

farming and thereby increase their crop yields.

Who reads these farm advertisements and with what
effect is a matter of research. 1f an advertiser knows
the answers to this questions, he can prepare “better
advertisements copy%, which may communicate the message
to the intended readers with better results. The communi-
cability of any advertisement largely depends upon heading,
text, illustration and layout. Among these four elements,
illustration is very important in communicating contents
to literate and illiterate too. It was, therefore, felt
necessary to study, what type of illustration is effective

in communicating its contents to readers.

An attempt was made in'the present research proJject
to study communicability of fertiliser advertisements~‘
embellished with different types of illustrations - as
perceived by the farmer readers of the Ahmadnagar district

(Maharashtra).
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The present investigation was carried out with

the following obJjectives.

1 To study the communicability of fertilizer
advertisements - embellished with different forms

of illustration.

2 To findout the effect of selected characteristics
of the farmer readers on advertisement communica-

bility ~ embellished with different forms of

advertisement illustration.

This study was conducted in the Guha village
(Rahuri Community Development Block) of the Ahmadnagar
District (Maharashtra). Three hundred twenty literate
farmer readers were randomly selected for the purpose.
The author personally interviewed the respondents
manipulating the illustration and controlling other
advertisement element, eight different copies of a
hypothetical fertilizer "Daulat®™ advertisements were

purposively developed for this research project as below.

1 Ad1 ¢ Illustration of an advertisement depicting
‘users enjoying the benefits of product

being used.
2 Ad2 : Illustration of an advertisement showing
'Users' of product advertised.

3 Ad3 : Illustration of an advertisement showing

'‘Product' advertised.
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4 Ad4 ¢ Illustration of an advertisement showing

'Product in use'.

5 Ad5 : Illustration of an advertisement carrying
message through picture story.
& Ad6 : Illustration of an advertisement depicting

cartoon,

7 Ad7 : Illustration of an advertisement depicting

symbolic drawing.

8 Ad8 : Advertisement without illustration.

Every fertilizer advertisement was administered
to 40 literate farmer readers, ten from low education and
low reading habit, ten from low education high reading
habit, ten from high education low reading habit group and
ten from high education high reading habit group. The
independent variables like age, education, reading habit,
opinion of farmer readers towards fertilizer advertisements,
were considered.

Advertisement communicability was considered as
dependant variable. It was measured with the help of
schedule developed for the purposeto measure communica-
bility of fertilizer advertisements. The data collected
were tabulated and analysed by employing kruskal-wallis

'H' test.
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5.2 Conclusions

The conclusions of the present study are given as

under.

1 Regarding personal characteristics of the farmer
readers, more than forty per cent (46.5%) farmer
readers were young; fifty per cent farmer readers
were educated upto primary level, More than fifty

jF per cent (52.5%) farmer readers have medium level
of reading habit and majority of the (67.5%) farmer
readers have favourable opinion towards printed

fertilizer advertisements.

2 Advertisements dominant with illustration (Ad1)
‘users enjoying the benefits of product being used,
had the highest (8.3) communicability score,
followed by (Ad4), advertisement showing product

in use (7.65)communicability score .

3 A text dominant advertisement (Ad8) without any
iliustration had the lowest communicability score

(z.2), followed by (AdS), advertisement through

picture story (7.22)communicability score

4 Advertisement carrying illustration of product,
e cartoon and symbolic drawing were on car in respect
of their communicability score as perceived by the

farmer readers.
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Communicability of fertilizer advertisement was

of
found influenced by education. Farmer readerstzhigh
education and low education, perceived the same

advertisement differently.

Communicability of fertiliser advertisement was
found influenced by reading habit of farmer
readers. Farmer readers of high reading habit
and low reading habit, perceived the same adver-

tisement differently.

Out of eight 'Daulat' fertilizer advertisements,
used in the present study, Ad1 (Users enjoying

the benefits of product being used) followed by
Ad4 (Product in use) was regarded as all right in
respect of their communicability by large majority

(62.5% and 50%) of the farmer readers respectively.

The Ad8 (without illustration) was considered as
mostly incomplete advertisement and poor in
communicability by large majority (75.0%) of the

farmer readers.

Except Ad1 (Users enjoying the benefits of product
being used) and Ad4 (Product in use), for the
remaining five advertisements more than sixty per
cent farmer readers, suggested to change the
illustrations for better communicability of

advertisements,
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10 The suggestions made by farmer readers to improve
communicability of the different fertilizer adver-~

tisements are as below.

An illustration depicting the benefits being
derivwed by using the particular fertilizer was preferred
by the farmer readers. Secondly, the advertisement should
be packed with information of practical utility to the
farmer readers, like nutrient content of fertilizer, rate
of application, time of application and crops for which it
is used, and lastly as far as possible advertisement may
be in colours, for better communicability of advertisement

and for getting quick attention of viewers.

5.3 Implications

The results of the present study would contribute
to a field of communication in general and farm advertise-
ment in particular, The present investigation would serve
as a guideline to those who are concerned with advertising,
copy writers and for knowing communicability of any farm
advertisements. The results may be helpful to the planners

and designers in developing fertilizer advertisements copy.

5.4 Suggegtions for the future research

The results of the present investigation suggests
that,
1 There are few empirical studies on farm advertise-

ments, therefore, there is a need to conduct such
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studies in the other areas of the state with other

types of advertisements.

The future researcherscan study separately the
effect of other domponents like (Heading, layout,
etc.) of advertisements on the communicability of

the advertisements.

The communicability studies of advertisements may
be conducted on the other topics like farm machinary,

implements, insecticide, pesticide advertisements.

There is a also need to study the several factors
contributing towards communicability of farm

advertisement.
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APPENDIX: I

Appendix: I, Schedule used for assigning scores to

advertisement communicability, Reading habit,
statements used for testing opinion of farmer
readers towards advertisements,

aveETar_fasd - fafas_geresar_Tedr=T_gea_sur_adrear

an dp s e o o — - e e ot qrn B aB s O s e Ge s Gen G oo e w s . —_— N s B D TP P G

Frferrdi=ar devamagr a-arq”

) v > G G I QU Gy T S S S A Y G e S S —— W S > G WPn

I) Communicability of advertisement:=- (aliﬁilﬁlal HIIHEAT )

Concaptual definition:- It is defined as "the degrse

to which advertissment is able to communicate the message to
a specific group of readers with a predetermined effect”,

Operational definition:- It is defined as "the degree

to which advertisement content are understood, illustration
are decoded and information is precsived accurately by a
reader“ .

1) At first read all questions carefully.

2) You are free to add or delete any gusstion.
3) The total communicability score bf advertisement is ten.
4) Then decide the contribution of each question in total

communicability of advertisemsnt.

5) Assign the score +o each question out of 13, according
to their importance and contribution in tekal
Communicability of advertisesment.

6) While assigning the scores, please sea that the total
of all scores assigned to various questions should not
exceed 10.

7) Don't leave any question without scoering.

8) Pleasa check at the end.
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The following questions (Statemsnts) are proposed for
measuring Communicability of advertisement as perceived by

the farmer readers.

¢) arferra qrafawmdar " rfetra wT faudT
ary” T 9y Taarvsary drow g arfeCrdrar

MR een AP P AR B WD S R AN M me e MR em em  ER S aEm e B M M mm e e e

e Cw e em em am em s e ar ws s wm AE s em WmE MR R WR e g mw  wR R sm  eus e

3) arfewrdads Toarar art fderar sTe
dslg aT® 74 ¢

o wn am a6 B e ah PR R GF NP EaE BB R MR Ee R MR GIA TR WE e G e W e

- e s wm em  we - G e aE ew en G GF wr mm e S wn s am MR G em e e

o am em wn am Gn wm W D SR ap em e EE W GR em B s S s we e am  m  aw e

M ca A e A e MR MA GE  SN SR am W TR SR s e M mm G mE wm e me e n e ee

I1. Reading habit (ETEATHET 9 )

Conceptional definition:- Reading habit is definad as

"it is a response of individual towards reading material”

Operational definition:~ Raading habit is defined "it is

the degrez to which, reader is exposed to difierent types of

reading material, frejuency of reading, duration of reading

and reasons for reading".
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?)  ATYU ¥ WG BTYIE BT da dTTecd argar-

- e es e R wm S e SIF WA GE Em @R EE  wm M GRS aB e W S e e e

- e wm me wr ms S s GF @R G e R ES  GE GW A G TR @0 s am @ G Y

g% B

3) ATYY 1T ATTE F1& aTuare
TowTe e
e TAA: T GAT reccesrvvecccercces

oooooooooooooooo

o 6 8 8 @
=
P

: g

$) IATYN FT dTET?
grdfie Tagrs args JTe9 areq &7 &{aT 97 ST/

TagT-Ty =TT AT@TEIT §A8 97T IR Tagr- T4
et &t



III.

- m av Em ES e Ew Sn am me me e e MR e R EB eh e e e e mm an me em  em e

- e e = G e Sm a S AR e MR SR W ew S e s M we mm we eE es ae e we

e FHEAT A aTa0UTHT qSy ATY-
e FITeAT TosfaegrarsT =T argar

i+ 9T uTy TuE, oTwEs, Ta-dTeY dTinas,
dtg HY drEar-

¥ @ Frq ATEY Fe®H aradr

¢ 9reeyry meTos gwe TRsy Tevm
#T argar

%+  FTHIWTY €TH4 TgIA &Tadr-

- A em Mw ST An am M mE S AR M WR N e e e em e e ow Sk wm we e e e s

W R em A SR Ak N AR SR M M ae AR MR BE e AR B AR G e ma e v e e e e

————————————————————————————
————————————————————————————
————————————————————————————
————————————————————————————

S Em e R Er ap M wr ar MR e Gh ER MR En Em MR %e ew e am e em e e e ee  am

- e S S An G AE A EWe A A W AR AR an S me e e e ee  Gp am e e am am e

Opinion of farmers towards advartisement:- \3li€<iﬁiaT§a 1)

Conceptional definition:~ "It is the degrees to which how and

what readar thinks about advertisemant',
gperational definition:- It is the degree to vhich whether

farmer likes or dislikes advertisement and belives in its

content or not'.
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TeTe fagrs arar ariv @atdl Tagrs Ie-ary AT eTd -
Sueg B TedT d0aT aTag I o 99T (L )&T g %
1T, ITYYHTY AT BTG T STHTIT o aTed d dT7T°

e e e wm em am W e @ G @D R S G @ T N @mE Wh AP em en  Gs e W W em e

& Tagr= gaty Tagra ergsTty
FTTetTeewy wg &y 0 TV®

- @8 e @m s @n We S GE WL Ge wR TN e e @n aw w s aw - em wn e e @

dddT HTTeeT Taea:

e e G CEe G Gme TS aae Tae SEs Ghn WAL G WS EDA U e B G SR S e G e SR ke e WSP mew e |

S pmmtmyy e I g Gupmes S St Wemme SN WESemm  Smetnan S e VED, . S W e GMg gme e et pmw S

e am @s MM AR e M M W S8 %h G @B en G0 ER W S e T e e s e e W am ™ e e

gg-a rdar
-  FrTecrdigs areerar 0 T T T T T T T
EHaNF &ld-

A wm aw %E e AR mR WS A ER @ e AP ms WS AR mp S my ER W WE T me W e 0 WS o W

B me eam e wm o em wR W Em A TR an W N e WS S ma WS WA s eE  me  WE  mm  wm W WS e

¢+  ITTeTTdIRS SHT gofTaT

Lo e eraraE @A L ...

R+ FATTEITATHS JTEHTAT 19T | B T
ATE TH=3AT

20+  ATTEITATHY TS JATETIEET
TTTRIeN §dg 7y @17
gJgaTa 3y AT

¢3-  arferrdras fadgd st
Y gET g% Ay

e e e ar ee em s @ mn me e Wm am me e e e e am o e e ema R wmn e e



APPENDIX s II

Appendix: I1- Scores assigned by various judges and

standard score.

(A) Standardization of Communicability score

Items followed by assigrnad score by judges.

No.of 1 2 3 4 5 6 7 8
Judges

- - - - - - - - aF W as G T B - .- o o W & o S . "B am - - - -\- -
1. 3.0 1.0 0.5 1.0 0.5 1 2 1
2. 2 1.2 1 1 0.5 1.3 2 0.5
3. 2 1.4 1 1 0.6 1 1.5 1.5
4, 3 1.4 1 1 1 0.6 1.5 0.5
5. 1.5 1 1 1 1 1 1.5 2
6. 2.5 1 1 1 1 1 1 1.5
Te 2.5 1 1 1.5 1 0.5 2 0.5
8. 3 1 1 0.5 1 0.5 2 1
9. 2 1.5 1 1 0.5 1 2 1
10 1.5 1.5 1 1 1 1 1 2
Msan 2,3 1.2 0.¢ 1 0.3 0.9 1.6 i1
Final 2.5 1 1 1 1 1 1.5 1
std.

scors

G M ew NN me Em e WE W A M EmA AR WS WE ER s MR M ek e MR Em M am  ew T wme e e
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(B) Standardization of r=ading habit scrose :-

(i) Frequency of reading

No of Yes No Daily once in ueek/
Judges month
Assigned score by judges.

10 2.0 bl 3.0 1 D
2. 005 - "00 0.5
3. 005 - 005 005
4. 1.0 - 1.5 005
50 105 - 2.0 1.0
6. 0.5 - D.S 005
7. 105 — 1.0 0.5
8. 100 - 1-0 Dus
9. 105 - 100 0.5
10. 1-0 - 005 1.0
Final 1.0 g 1.0 0.5
std.



ii At what time and which plica you raad

Time_of rsading Placa of rsading
No.of morming Noon Evening At owun At friends At Gram Shop/ other )
Judges Home rasidence  panchayat Hotel
Assigned scoras by judges Assignsd scross by judges

1. 1 3 3 4.5 1.5 2,5 2,5 1

2, 0.5 2 3,5 3 2 2 1 0.5

3. 1.5 3 2 5 3 4 1 0.5

4., 0.5 2 2.5 3.5 2 2,5 0.5 0.5

5. 2 2.5 3 345 1 3 1.5 0.5

6. 1.5 1.5 2,5 3 2 2.5 2 1

Z.- L L - -0..§ - - -2 ----- 5..5 ----- - - - -— - é.g - - - -2— - - - - -3- -y - - g.§ - - Ld —.— - - -
2. - ~ - -3— - -~ - - Z - L4 - - L - - -— - L d g.§ - L - -3— - - - - Z.§ - - - l.é - - - -.— Ld - -
9' 1 2 4 - - - - -— - L] - E.é - - - -2— - - -~ - - - - L] - g.é - - L -.- - - -
13, 2 _rYSs 2.5 L. o e e - o 5. _ _ - _ 3_ _ .. _ . 3_ _ _ _ . 1____68 S L
Mean 1.1 . 2.85 3.7 2.1 2,9 1.2 .

Final s+d. 1 2 3 4 2 3 1 0.5
STOT8 e e e e e . - - . e e e .. .- == -

- e WS ee em wm BB am MR WD me WM ew R ws e MW we S e
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(iii) Why ars you reading?

No.of STt T rrrmm T
judges 1 2 3 4 5 6

1. 5 3 4 3 1.5 1

2. 5 3 3.5 4 S ; o ;.; o
3. 6.5 3.5 4 2,5 ] ; o ;.; o
4, 7 3.5 5.5 3 2 0.5 ]
5, 7.5 4 3 3.5 1.5 2

6. 8 6 2.5 3 2,5 1

;.— ST ; o -?- S ;.5 2,5 2 0.5

8. 5 6.5 5 4,5 3 1

S. 4,5 5.5 3.5 2 2 1

10. 4.5 5 & 3 3 3 2.5
Nean- -Sjg 4,7 367 3.1 2.2 1.1
Final € 5 4 3 2 1

Std,

A em MR wm wm am G mm MR RE eR WS e m WA e mA WA N M @ e e S @ ™ ey Sm e ew
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Appendix: IlI.. Interview Schadule

JrTeT

“Tafay seTv=ar T q‘ea 3T wdTegT ATTETTHA =T

D . ———— - G S GO > U e D Y S M G S Uit G WD CEE W B GO s G D Gl TS, WD I S B WP W s T W A . e G P S =

e IEF-ITY AT 1= =—mmmmmm oo e
- ATE@ e e ATEHFT s = m = I SEEEEEES
i+ @ .- ay -
5. Fee (zmEr)- 2,%,3%,%,4,%,5,46,%,20,08, 0% 0T,
L TR

' §) ATEATET " -

g-d SERR (S &g TEY T3 aTeasaT g
2 0 2 ATe=Tgd oo .

? geagy

3+ YT, STQE-TT

1o aTTe e

¥+ HUET 99 SgagTT
¢- Y Tawgs gTias
§ STcTdT 7RIS
g dTTae Tee

- e e e e e em  WR W G R e s e e mm SR IR e e ME W sEm  mEm m M e e e
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R) ITYW AT ATTEST FIOUET &9 aT4aAT?

WA as e G e SN e WD e am T WS N s SN R HR WP G MWW M SR e WS e Em em

WP e G Gs EEB G N SE R SR M SE  mE e M R R WR S  Mn  gEr W G e % e S

aTEATE gTed
P ] R ¢ Oe 4

¥) &TYY ST dTEaT
a--  faery 7 o 9@t
2+ ATTEAT Ta=sTargraTsT #T araar &
e HET TTF araogrdT 99 AT¥ A
- T ATy Pea aredes, qeT-9TH 3

drfnas e #T araar:
¥+ SUEBTY 6TgH TEUH arTadr- 3
k- &% AT ATET wIHE aTEar ]

g+ @T4egTH @TTew %@ Taxi, TaH ?
# ar&«dt-

. e e M we  SED G s e M M Gus e wes s S e MR G e ame e e G e A
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P G e e MR SR W GR WR B G s e M W IR Eh W WS MR oW @B m P WD Mw  h m

v- arferrdadte Tax grga "srfewrd &g aTET
wTawdY aTe” a&T 974 Tagrveara
FrTecrdraT Tava T7@aTr ¥ar.

A e s e e S e SR ws @R NP M G OB ew G Wme SR W @E  gee WS IS mm  aw e s

"qgT¥ 9v9 Taa grewardar arsTy

arferrdaT Tagg r=aar A
Ir&ITg Taaror”-

% m  ME MR s mr AR M GRS Gm @R GNP @R R R GE P R BB .S @R OB W% wm e we W

3.  FrTeordwdTe Tax cTaqn “ITietrd 3.4
&ITTasRT AT€ T ¥+ TaarTsard
aTaeTd Irfevrdyar Tawg ategar dar-

. e wm e M M W S s N R G G B W S G G BB WM G P ww 2w SB e am we

YrseTd T

@ Gs em AR ER QB G G G SR ER S AP Wm WR M WM M R R @ em WA Se  eh e e
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