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Meaning and Definition (\Hﬁ({ﬁqﬁlﬂlﬂ)

Performance of digital advertising refers to the evaluation of how effectively an online
advertising campaign achieves its objectives, such as increasing brand awareness, generating

website traffic, obtaining leads, encouraging app installations, or increasing sales.
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Objectives of Performance Evaluation (ﬂ?«‘l’h W & G%W)

e Measure effectiveness — UHIGRIATl ATUAT: To determine whether the advertising campaign achieves
its goals. I8 W= f& fagmua AfHarT (U= ITLAT B U & T § T 75! |

e Control advertising costs — Iraillq"l A1TTd g AGF: To use the advertising budget efficiently. ]%SITU'_'[
J9¢ B $YIAATYdD IUIIT HIAT |

e Understand customer behaviour — Ulgd UdgIx &l dHSIAl: To learn how people respond to
advertisements. A8® AT UR b9 UHR gfafear ¢d 8, ag IHF

® Improve conversion rates — FYIdR0T G A JUIY: To encourage more users to take the desired action.

Y% IudTHalst &I 9ifsd &1d H37 & faw uRkd S|

e Compare advertising channels — ﬁﬁﬂq:f g1 £ p= G o dd-l: To identify which platform performs better
for a particular objective. Tl AT ITRT & 7T 98AY U HIA dld WHIH B ggaTd HIAT|

e Support decision-making — EUERSER] Helddl: To improve future advertising strategies using data.
HEI & YR R Yia= &I fasmg= Iu=ifadl § Uy S|

%,

g



Process of Digital Advertising

fefores fasmu= =t ufssar

Step 1: Set Advertising Objectives — 3%@ Fuifea &3

e The advertiser first decides what the campaign should achieve, such as awareness, traffic, leads or sales.
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Step 2: Identify the Target Audience — aférd ‘;ITE'ﬁ &I ggard

e The advertiser identifies the relevant audience based on factors such as location, interests, needs and permitted

demographic information.
o fAFTUATIAr ®IF, T, snaTaHmArstt dUT JJHT ITRIABIT TABIA & YR U IUGaT WEH THE B! Ugdald Sl ¢ |
Step 3: Select Platforms and Formats — WeHH U4 UIFT &l 994

e The advertiser selects suitable channels such as search engines, social media, websites, mobile apps or video platforms.
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Step 4: Create the Advertisement and Set the Budget — ICEILE! afor Uqd d9¢ Refor

e The advertiser prepares suitable text, images or videos and determines the campaign budget, schedule and

bidding strategy.

o fAFMUATI IUYH cRe, fad a1 AAfSTA AR HIAT & IUT FoIe, YAI-FRUT IR Siat W & 0 FuiRd &I g
Step 5: Launch the Campaign — Y RIESECRE |

® The advertisement is published or delivered to the selected audience through the chosen advertising platform.
o TUMT AUT WewIH & WewH ¥ [AFUT &I Aféd WMEHI P ggardl Sl g |

Step 6: Measure Performance — UE‘ZQT:[ h[ HIUA

e The advertiser examines impressions, clicks, click-through rate, conversions, cost and return on advertising

spend.
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Players in Digital Advertising
%élmﬁsmﬁ%m YRATGR
1. Meaning of Players (UHYd HTIEIRY &1 3{?‘]:)

e Players in digital advertising are the individuals, organizations and technological platforms
that participate in creating, buying, selling, delivering and measuring online advertisements.

o f&foIca fagrua & U@ HiftaR 9 Sfad, GRTT 3R AH-H! WTHIH § off ATarg- A= &
fator, @de-faw!, geRi= aur 39% aRomdl & geaie= o |7 od g |

2. Major Players in Digital Advertising (%ﬁﬁfﬂ CRIPGICH UHY ‘J-ITTﬁaT?)
(1). Advertiser (IraQ‘IIl—I"IdldI)

® The individual or organization that pays for advertising to promote its products, services or
brand.

o 98 AfHT T AR & YA IdTE, AT T §ig & YR & o AFUT U Wd HIal g |

Example: A college promoting its admission process.
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(2). Advertising Agency (%SITU:[ Q@fFﬁ)

e An organization that plans campaigns, designs advertisements, selects media and helps evaluate campaign performance.
o T IR fAFUA SfHAT & AF I g, AFUT AR HIA g, WMeHH A € U TS BT oAb B H Fgradl Bt o |
(3). Publisher (UDIR[d)

e A website, app or digital content owner that provides advertising space to advertisers.
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(4). Advertising Platforms and Networks (T%SITH:T WeHBIH U e[?."OI'*)

e These connect advertisers with available advertising opportunities and help deliver ads to selected audiences.

o I AU B IUAH AUT IU J Shed g AR fAF|UA $I aferd gDl dF Tgar+ & Igradr $d g |

Examples: Google Ads and Meta Ads.




(5). Ad-Tech and Measurement Providers (ﬁﬁﬂqq dbHI® Td A9 Urdn)

® These provide tools for ad delivery, audience selection, tracking, analytics and campaign

measurement.

o ¥ faguq faaxw, gf® =94, ¢fh™, faxwor gyt fNa= & Uawa &I AT9d & AU dHh-re!
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(6). Audience or Consumer (E"Jfﬁ Y] quﬁa%n)

® The people who see, interact with or respond to advertisements.
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Display Advertising Media

fe fasmu= AremH

® Display advertising is a form of digital advertising that uses visual elements such as images,
banners, graphics, animations and interactive formats to promote products, services or

brands on websites and applications.
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1. Banner Advertising (%:r? fafﬂq'_-[)

® Rectangular visual advertisements placed at the top, bottom or sides of websites.

o JTIISC o U, A T fh 1Rl U AT 4 aId HTAATRIR €= a7 |

Example: A banner promoting an online shopping sale.
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2. Native Advertising (ﬁﬁa ﬁ?ﬂq:f)

Advertisements designed to match the appearance and format of the surrounding content while being
identified as sponsored.

o\

o TYUIY &I AW & WY I Ad T4 ard A7rgd, o< uwraiford Iral & U & ggarr o 9&dl g |
3. Rich Media Advertising (Rd Hifear faqmg+)

® Interactive advertisements containing animations, audio, video or expandable elements.

o UY Sfa:fharar® fagua e vfawE, sifear, difsal o flawarikd 84 ara 9@ IfAa 8 9&d g
4. Pop-up Advertising (tﬁt[-a{t[ ﬁfﬂq:f)
e Advertisements that appear in a separate window or overlay while a user browses a website or app.

o JEYIST T VY WA IHY AT A8l 3fUar 3Ndyd & &y # fe@s ¢ ardd faqu=|




>~ Display Advertising Media =

Visual Ads | Banners | Images | Animations | Interactive Formats

o Banner Advertising e Native Advertising e Rich Media Advertising

NEWS TODAY u Video

Home Business Technology Sports Entertainment NEW
Big Sale ARR,VAL Audio
Style Meets

UP TO 50% OFF
Comfort 2 a Animation

Shop Now
> = 0os/e30 ) - E Interactive

Interactive ads with animation, audio,
video or expandable elements.

News Portal

World Business

Home Health Technology

Tips fora
Healthy Lifestyle

A healthy lifestyle can
improve your physical

Stay Fit, Stay Healthy

and mental well-being.
Join Our Fitness Program

Ads that match the look and feel of
surrounding content.
e Retargeting or Remarketing Ads e In-app Display Advertising

g -0

[‘A’ Play & Win ~ I

| ? Exciting Rewards!
20N
-

Rectangular banners placed at the top, bottom
or sides of websites.

o Pop-up Advertising

Special Offer!
Get 20% OFF

on Your First Purchase

Ads that appear in a separate window
or overlay while browsing.

Online Store

Still interested?

‘.-" Your favorite shoes
: : are waiting!

Shop Now

Ads shown to users who previously
visited a website or interacted with a brand.

Ads displayed within mobile applications,
games and mobile websites.




Advantages of Display Advertising (%ﬁ ﬁ?l'ltﬁ & TH)

e Visual Appeal (€Y \’rIT$EfUT): Images and graphics attract attention. IEE ] e erq
BT HIA ¢ |

® Brand Awareness (qis O[T dl): Repeated exposure can help customers recognize a brand.

IR-91R AU 3@ A §i€ &t ugar- [AeRyd 8 Il g

e Wide Reach (U L‘Igd): Ads can appear across many websites and apps. 3D ad{-llsd\l' 3?[?
Uy uR faqnu fewme o 9o d ¢ |

e Audience Targeting (E{Qf$ a&?f[$TUT): Advertisers can reach relevant audiences through
available targeting options. SUd&I fomedl 9 SUYdd cU®l & L‘I§Vf4l ol Johdl %I

® Performance Measurement (UE'{QT'_‘[ HIYA): Impressions, clicks and conversions can be tracked.
SN, fda® T SUiaRul & ATy far S &l g |
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Limitations of Display Advertising (ﬁmﬂ ﬁ?ﬂtﬁ G| '\‘ﬂﬂﬁ)

@ Banner Blindness: Users may ignore familiar advertising locations. SUGITTHdl ERICERCIE!
Rl B AT¢E B IHd 8 |

e Ad Blockers: Some users block display advertisements. P dblq\lllcbcllc ﬁﬁntr:ﬁ Hl (D B
ad Bl

e Ad Fraud: Invalid impressions and clicks can distort results. 3HI E’IQQT:[ Td foq® gfeomHi
®I GHITT B IHd g |

e Low Engagement: Some ads receive impressions without meaningful interaction. & CRILE

@l AT S & dTds[e g g HIirdar 98 Had |

® Privacy Concerns: Tracking and targeting must respect privacy and applicable rules. E%W Ud
ANHRO | FAorar e a7 FaHi &1 ura= NIy s g |
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Digital Metrics
feforea afew

Meaning and Definition (G{Qf Ud Uﬁﬂ-ﬂtﬂ)

e Digital metrics are measurable numerical indicators used to evaluate the performance of
digital marketing and advertising campaigns. They help advertisers understand how many
people see advertisements, how users interact with them, how much the campaign costs and

whether it achieves its objectives.
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Importance of Digital Metrics

fsforca Afea w1HgE

e Performance Measurement — WX HIUA: Evaluates whether advertising objectives are

achieved. [T & Il I Wl BT Jedih |

e Budget Management — §G9c YdYH: Identifies inefficient expenditure. HATdIH Td P
Ugdl-|

e Audience Understanding — cd® D HHIA: Shows how users respond to advertising.

IuATTHdre ot ufafear & gagn

e Campaign Optimization — YT A JYUIX: Helps improve creative content, targeting and
placements. AT A, TEHHRU TT Y1 T U |

® Decision-Making — EUERSGIE Supports evidence-based marketing decisions. 31T0b5.\l' Ux
sreatRa fauora fAoiat & ggradn|
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