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Meaning of Buying Models 00

Buying models in digital advertising refer to the methods through which advertisers
purchase advertising space or pay advertising platforms for displaying their advertisements.
These models determine how the advertiser is charged, such as per click, per thousand

impressions, per lead, per action, or through a fixed payment.

Buying models help advertisers control their budgets, measure advertising performance, and

select the most suitable payment method according to their marketing objectiv



Importance of Buying Models 00

® Budget Management: Helps advertisers plan and control advertising expenditure.

® Performance Measurement: Makes it easier to evaluate the effectiveness of

advertisements.

® Goal-Oriented Advertising: Enables businesses to select models according to their

objectives.
® Cost Efficiency: Helps reduce unnecessary advertising expenditure.
® Return on Investment: Supports the evaluation of advertising profitability.

® Campaign Comparison: Makes it possible to compare the performance of different

advertising campaigns.



Cost Per Click (CPC) 00

Meaning: Cost Per Click is a digital advertising model in which an advertiser pays whenever
a user clicks on an advertisement

In this model, payment is based on clicks rather than merely displaying the advertisement.

® Example: Suppose an advertiser spends 2,000 and receives 1,000 clicks.

Rs. 2,000/1000 clicks

e Therefore, the cost per click is X2.



Advantages:

® - Suitable for driving traffic to websites.

® - Costs are directly associated with user clicks.

® - Helps measure audience interest in an advertisement.
® - Allows advertisers to monitor and optimize campaigns.
Limitations:

® - Clicks do not necessarily lead to purchases.

® - Invalid or accidental clicks may increase costs.

e - Highly competitive keywords can make clicks expensive.

Suitable for: Search engine advertising, website traffic campaigns, and product promotions.



Cost Per Mille (CPM) 00

Meaning: CPM stands for Cost Per Mille, where mille means one thousand. It is an

advertising model in which the advertiser pays for every 1,000 advertisement impressions.

An impression occurs when an advertisement is displayed; it does not necessarily mean that

the user clicks or interacts with it.
® Example: Suppose an advertiser pays X500 for 50,000 impressions.
Rs. 500 x 1000 / 50,000 impressions.

e The CPM is X10.



Advantages:

e - Effective for increasing brand awareness.

® - Helps reach a large audience.

® - Suitable for banner, display, and video advertising.

® - Makes the cost of advertising exposure easier to calculate.

Limitations:

® - Impressions do not guarantee clicks or sales.

® - Some advertisements may receive limited attention.

e - High impressions alone do not establish campaign success.

Suitable for: Brand awareness campaigns, display advertisements, and large-scale
promotional campaigns.



Cost Per Lead (CPL) 00

Meaning: Cost Per Lead is a digital advertising model in which the advertiser pays for each

potential customer generated through an advertisement.

A lead is a person who shows interest in a product or service by submitting contact details,

filling out a form, requesting a quotation, or registering for an event.

® Example: Suppose a college spends 10,000 on an online admission campaign and receives

200 enquiries.
Rs. 10,000 / 200 enquiries

® The cost per lead is X50.



Advantages:

® - Helps generate potential customers.

® - Makes lead-generation costs measurable.

e - Useful for building a customer database.

® - Supports sales follow-up and customer relationship management.

Limitations:

® - All leads may not become actual customers.

® - Some leads may provide incorrect information.
® - Lead quality can vary considerably.

Suitable for: Educational institutions, insurance companies, real estate businesses, and
service providers.



Cost Per Acquisition/Action (CPA) 00

Meaning: Cost Per Acquisition or Cost Per Action is an advertising model in which the
advertiser pays when a specified action is completed. Depending on the campaign, this
action may be a purchase, app installation, registration, subscription, or another defined

conversion.

In some contexts, CPA specifically refers to customer acquisition, while in others it refers

more broadly to a specified action.

Example: An online store spends 12,000 on an advertising campaign and receives 60

purchases.



Advantages:

® - Focuses on measurable outcomes.

e - Helps evaluate conversion efficiency.

® - Makes campaign performance easier to assess.

e - Useful for controlling customer acquisition costs.

Limitations:

® - Conversion costs may be high in competitive markets.

® - Tracking errors can affect measurement.

® - Advertisers must clearly define the action being measured.

Suitable for: E-commerce, app installations, online subscriptions, and customer acquisition
campaigns.



Fixed Cost Model '8

Meaning: Under the fixed cost model, an advertiser pays a predetermined amount for
advertising space or a specified advertising period, regardless of the number of clicks or

impressions received.

The agreement may cover a website banner, a newsletter placement, a digital publication, or

a specified promotional period.

Example: A business pays 15,000 to display a banner advertisement on a website for one
month. The payment remains X15,000 whether the advertisement receives 5,000 or 20,000

impressions, subject to the agreement.



Advantages:

® - Provides predictable advertising expenditure.

e - Simplifies budgeting and financial planning.

e - Offers certainty about the agreed placement period.

® - May provide prominent or exclusive advertising space.

Limitations:

® - Payment is generally due even if performance is poor.

® - Actual reach and engagement may be uncertain.

® - It may be difficult to compare value without performance data.

Suitable for: Website banner placements, digital magazine advertisements, and fixed-
duration promotional campaigns.



Sponsorship Model '

Meaning: Sponsorship is an advertising arrangement in which a company or organization
provides money, products, services, or other support in exchange for brand visibility and
promotional opportunities associated with an event, platform, content creator, or

programme.

Sponsorship may be financial or in-kind. Its benefits can include logo placement, brand
mentions, promotional posts, product demonstrations, and association with a particular

audience.

Example: A company sponsors a college's online seminar by contributing X25,000. In return,
the company receives its logo on promotional materials, acknowledgement during the event,
and agreed social media mentions.



Advantages:

® - Builds brand awareness and reputation.

e - Helps reach a relevant target audience.

® - Creates opportunities for long-term brand association.

® - May strengthen audience trust when the partnership is appropriate.

Limitations:

® - The return on investment may be difficult to measure.

® - Sponsorship benefits depend on audience size and engagement.
® - Poorly matched partnerships can harm brand image.

e - Results depend on the terms of the sponsorship agreement.

Suitable for: College events, webinars, online conferences, sports events, influencer collaborations,
and educational programmes.



39 oy Hisd &1 3 '

fgfSred AFua & QU7 w7 AfsT A T 37 8B T 5, 96 Aremw T fagru=erdr ua
fagmaT uelRid 37 & Ay fsfvica Wewid, Iadge a1 UHTUH! Bl YITdiH HId g | g7 Arsdl

& Sfaid Yrard ufd fda®w, ufd goR faqru= ueE, ufa dwifaa wes, ufa FAuivd @kars
sryar fAfya I & sy U far snar g

s Aredl @I Fgradl ¥ [AFUFSral 9+ goi¢ &1 Ue§Y9 HId €, AT B GUa=iadr &l
i Hd € aul 370+ fauuT Il & AR IuYad YT UG BT 999 Hd &




fasTa= vy Alsdl o1 Hgd e

o I9C USYT: AFUT &g & MIFT HI7 & ggrgar Fadt g1

o UG &I YAiHH: fAquT &t gyra=itad Ardt s7 IFt g |

o XY MYTRT AU TS A & AR AT g1 o gbal g |

o AT H C&dl: ATI™ S [AFUT Td o T HI4 | grad Tad g

o MY UR Ufawd: fATTU= UR fH T TT WH & dad U ATH BT MTh AT fhdl of Ihdl |

o JATH® 3fegg+: faftya fagru= srfyraral & uRordl & a1 & of &t B



ufd foaes anTa (Cost Per Click — CPC) 00

Y. gfa faaes ara fefoied famua &1 98 ared §, 598 [(Igruaerar & uyd® s & fau
YT BT USal g |

N O

e 3T AW H YITdIA fdMUT UR g ardl fda®d & SMYUR UR glial g, 7 [ dad A+ fe@rg
ST & TR U |

o ICTEIN: gfg His fAFTUASIAN 22,000 WT HIP 1,000 AP U HIdT 7, df Ufd foasd a11d

IRIF

Rs. 2,000 / 1,000 click

o 3d: Ufq foa® @17d 22 ©



GIK'E

o - dYIIT U HTIPHI Pl G T4 H IUTI |

o - fAFMTT U IUATH Al B T BT MH AT b S TH T g |

o - fATUT WY 3R fda® & o9 IdY WP I§A & |

o - TATTT S1fHATH # YU HIAT 19 gl g |

eI

o - UA® fFa® ¥ Al BT 3Tag® 8! 5|

o - AT T HAWA fods ¥ WY 9¢ IHdl 5|

o - 3fYF Ufdweyl ara Hias U fdad® AT & I&Hd g |

ST 9 3979 faqry+, dgarse < del+ dd1 IdTal & SHiTarsd yarR H|




ufd g9 fagITa=T USRS @A (Cost Per Mille — CPM) ¢ 9

ERHRNAINE T Per Mille B 1 T8I Mille &1 3 TH BOIR g1 39 Hicd H AFTyASrd
a&‘r—‘@mtr:f$q6a$ 1,000 UGRT (Impressions) & T YITATT HIAT U3 5 |

.o SG1UT YT P71 Y © fb fArUT SuATH A Bt FpiT U faw@rAr 1A $HY I AIWD g

ardl & SugiTedl 39 uR faas ot Y
. g

ogizg‘s’?w: gfe &5 AFUTardr 50,000 AFYT ye=i= & 61T 2500 W HIAT T |

Rs. 500 x 1,000 / 50,000

e 3d: CPM %10 |



ATH:

o - SIS Bl UG JgI4 T U |

o - fY® I & AT 9P Ugad H Teradl|

o - 9%, f&¥@ X difsa fagrua & T Iuga |

o - [AMTT UGT ®I AT P SMHA 4 gl ¢ |

eI

o - fa3TUA fe@+ ¥ foae a1 fawl g A&l gral |

o - Ut IUTITTH Al AT U €19 8! ¢ |

o - BT HYH USRI BN [AFUT BT FHA ST YHIU 5] g |

ITAM: §18 ST & dl AT, ST fTFya aur 9§ W & AR HidwH H|




ui%rmrrﬁamama (Cost Per Lead — CPL) 4

3. ufa Gurfad ures @a a8 feforea fagru= arew g, 9w fagru=aerdr yvd s Iuifad aig®
(Lead) UTW H3A & T YITdrd ST 5|

Idyrfad mesd a8 Afed gidr g of fedt Sare a1 ¥ar § 3fg fRrdr g1 98 9us fagvor ea1 g,
ATAATST I YIdT ©, STBIII AITAT § 37 I w1dd & ot Uoiid o ST g |

A€ v

IR Ifg HIF HIaS ATAAZH ATHGT TR U 10,000 T HIPH 200 JSAS MW Hl

g, dI:

10,000/200

3rd: ufq Gurfad are® «1d 250 2|



GIK'E

o - GUIfAT WEHI I UG HIA H ergdi|

o - UTESH I &I AT HIYT ST bl § |

o - MEH! BT STIIY dTR HIA | YA |

o - I TUT MEH WUS &I UThaT HI d8d FTaT ¢ |
eI

o - Ul GUTfdd ATESh arkfd®d g A8l g4 |

o - T A TAA YUF IR0 T IFHA &

o - FHIAT TR BT UG HAT-HAT 8 Dl & |

ITAT: Rerfores Twa= § ArHieT gaR, §tan, Rad tee 9u1 Ia1 aF §|




ufd 3rei= a1 fAid WT&C I d (Cost Per ‘

Acquisition/Action — CPA gre

3d: cpa f5fTed faquqa &1 98 Afsd g, N9 d AFuTarar & fed Fuika HRas & g1 8q
g} YT HIAT USdl & | I8 HIRAls Jde I Wilg, TT S BT, GoNd R0, Egdl o dl
@i g FHYfivd = uiaor g &t g

oo aRfYfaa o cpa &1 31 TUY ®T T WeH 3foiF gl g, Tafdh o=y yRfufaal # g8
ft Heuffvd H1iarg &1 gxiar g

IS8R i PHIg AT ghI fAFMTT UR 212,000 WY HIPH 60 WG U B g,

Rs. 12,000/60 purchase

3d: ufad @ a177d 2200 B



[GIKSF

o - AIKIfA® gRUTH U &9 Hfad HIAT 5 |

o - AU I G&rdl ATYH H U |

o - fAJTUT HIYATT Dt YUTIRN A BT eAih = AT |

o - YMED W HIH I A17d Bl AIRT HI4 d ggrgdn|

g

o - gfawmef IR ¥ ufa T uiaeur arrg 3if¥® g 9o dl g |

o - b7 & Ffeal & uRkomw ywifad g1 9&d g1

o - [AMUAGEIA &I FUIRT FHIears WY S gt B

IUAT: 3-HHY, U SWIAA, ATATST G dl a1 Aedh 375i- g 7|




ﬁf%l?ramn‘fsﬁ (Fixed Cost Model) W

3Y: Mfyd arma ared § fagmuaarar fagoa -+ ar Fuikd guarafy & fau ugd 9 9 IR &1
YT &Il g1 YT A W feqe a1 [AquT el & aafde de ok FdR T8l
CRGIR

SY Aled & 3faid daurge R d1%, f$fed ufddr & fawuq, -godex & faguT a1 o
3= 3ffargd mey ¥ Afya orafy & fou fagru+ oo <1 9w g1

3G HIg HATIY Uh d9UIC U TP Hald & o0 9°% [Aqu9 uafid &9 §q 115,000 HI
YT HIal &1 THAd P dl & AJAR, fG7YIT &I 5,000 a7 20,000 TR @Y 17 G off
YITdT+ 15,000 & X |




NIKZE

o - fAMTT AT HT YaIgHIA AT ST FHdl ¢ |

o - FOIC T ATHH &Il

o - AU ®IF 3R 37afy ugd ¥ Myl ¥8d €1

o - U fAATYT RIT MW HIA HT AU WA H AT & |

g

o - HH URUMH fAr@s gz ot 7 A F71 Y71ard S US G&Hal g |

o - AIWIA® UG MR IUATTH Al g HIFTar srfAfa gt Il g

o - TR Tdeh i3l & 941 AT T JdidH+ H3T 8l IHdl g |

ST d99Ige 9, feforea ufF@mrs qur Mifyd srafd & sifaargT gar sifvar=i o




UTaiei— Hisd (Sponsorship Model) 00

3 graiee AU &1 98 Arsd §, o9 ®is Hu- a1 I W srdwH, f$fied wewrd,
U AT a1 AT @ 44, g% HYdr 9ars & &9 H Ggradl ¢l ¢l 3P ded 39 TS
gdaR, AT UG 3R afdrd gl 9% ugaq o A1y U §id & |

e enfde a1 AR-enfde ggrgdr & U # B IHdl gl S9gb Aaid AWM AL, S B
3TE HIAT, T HifSTq U YR HIA7 IYUT IATS BT UGS A WA g Ghdl g

33T DI HUA Ddidel b ATarsd AR & T 225,000 BT WAIST dl 21 TP §a
STt BT AT TR IrEU g uefRiq fFar orar g, s1de T § $UH & y=gare 3 &rdr g 3iv
UG & AR YT ST U ITPBT I W T STl & |




[GIK:E

o - S &I UBATT 3 Ufayr gg<t 5!

o - Tferd gl d& uga & weraar fHad g

o - UFHIAN s Uy AH T 8 IHd ¢

o - IUYT ATHQR F TP BT [AYTH T¢ IHdl & |
g

o - AW WX UfA® T &1 WS WIUT H39 & IHal g |

o - URUMY THI B TBAT 3R g HIRTar ux FR FH3d |
o - IfIT WA A §iT & Bfd yurfad g &l g

o - ATY WIS THHAD B! Tl gx FHR Hd B

SUTIT: Hids & HIAHH, INAR, SiAarsd g@ad, 9d ufaarfdret, sTqeaR A ad1 ¥efirs
AT T |




	Slide 1: Buying Models- CPC, CPM, CPL, CPA, fixed CostSponsorship
	Slide 2: Meaning of Buying Models
	Slide 3: Importance of Buying Models
	Slide 4: Cost Per Click (CPC)
	Slide 5
	Slide 6: Cost Per Mille (CPM)
	Slide 7
	Slide 8: Cost Per Lead (CPL)
	Slide 9
	Slide 10: Cost Per Acquisition/Action (CPA)
	Slide 11
	Slide 12: Fixed Cost Model
	Slide 13
	Slide 14: Sponsorship Model
	Slide 15
	Slide 16: विज्ञापन क्रय मॉडल का अर्थ
	Slide 17: विज्ञापन क्रय मॉडलों का महत्व
	Slide 18: प्रति क्लिक लागत (Cost Per Click — CPC)
	Slide 19
	Slide 20: प्रति हजार विज्ञापन प्रदर्शन लागत (Cost Per Mille — CPM)
	Slide 21
	Slide 22: प्रति संभावित ग्राहक लागत (Cost Per Lead — CPL)
	Slide 23
	Slide 24: प्रति अर्जन या निर्धारित कार्रवाई लागत (Cost Per Acquisition/Action — CPA
	Slide 25
	Slide 26: निश्चित लागत मॉडल (Fixed Cost Model)
	Slide 27
	Slide 28: प्रायोजन मॉडल (Sponsorship Model)
	Slide 29

