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Glossary 

Percentage of Sales Method: Under this method, the amount 

to be appropriated to advertising is arrived at by multiplying the 

value of past year’s sales or the projected sales for the budget 

period with a pre-determined percentage. 

Competitive Parity Method: This method envisages 

determination of advertising appropriation in such a way that a 

company maintains parity with its competitors‟ advertising 

outlays. 

Objective and Task Method: Objective and Task Method for 

framing the advertising budget is considered to be the most 

desirable and realistic method. 

Return on Investment Method: In this method money spent 

on advertisement is considered as an investment and not 

expenditure. It is an investment in the sense that a certain 

return in terms of profit is expected under this method. 

Judgement Method: Judgement method of framing an 

advertising budget is based upon the judgement of experienced 

managers of the company. This method is also referred as the 

arbitrary method‟ because it is based on the arbitrary thinking 

of some experienced managers only, this not based on any 

scientific lines. 

 


