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                                     Abstract
This chapter provides an overview of the advertising industry as well as the features and processes of advertising. Advertising can be defined as any type of paid presentation and promotion of goods and services by a recognized sponsor that does not include personal interaction. It is one of the most often used methods of marketing and promotion. With the help of advertising, information or more details regarding the advantages, costs, and usability of the goods and services are delivered to the target audience. The primary objective of advertising is to boost product demand, which in turn boosts sales of other products and services. Since the terms advertising and promotion are used interchangeably in the context of marketing and business, there is a common misconception that advertising serves a purpose that is similar to that of promotion and marketing. This chapter will provide a comprehensive analysis of the key differences between advertising, publicity, and marketing in general. Today’s era is an internet era where business, marketing and even advertising have all adopted the features of digital platforms. Business, marketing, and even advertising have adopted a digital platform in the Internet era of the present day. Advertising has a lengthy history of evolution, beginning with the promotion of goods via wall painting and culminating with this digital platform. This section traces the evolution of advertising from the beginning of ancient civilization to the invention of the printing press in the world and, in particular in India. Even though advertising has several positive effects on business, the economy, and society as a whole, it is often criticized for promoting materialism, being misleading, bad in taste or offensive to certain groups. At the end of the chapter, some of the most common reasons why advertising is criticized in the modern day have been presented.
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                             Notes
	1.There is a hero in us.


	2.Wake up.


	3.Fair Skin.


	4.Rajnigandha (Flavoured Paan Masala) in the mouth, world at the feet. Paan Masala is a mixture of areca nut with slaked lime, catechu and other flavoring agents.


	5.Real gooseberry oil.


	6.It is a cooked mixture of sugar, honey, ghee, Indian gooseberry jam, sesame oil, berries and various herbs and spices. It is useful in cough and cold and boost immunity.


	7.Winds of Change.


	8.Fifty-Fifty.


	9.Let something good happen let something sweet happen.
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