37¢U1T 177: Advertising & Marketing (Hinglish & #Ed 37eT)

Arre yaar, boss! Aaj hum #@ar advertising (fTaa19eT) 3 marketing (STIR-T0TAIT)
T JsT-FT dTell English — taaki Instagram ads, YouTube campaigns, email funnels,
aur client pitches sab @I # 31¢, 31X confidently sTell!

(1) Advertising & Marketing &1 g? (Meaning)
e Advertising (fa=imdeT): fdT product/service @I promote =1 & paid i —
S ads (TV, YouTube, Google, Insta), posters, banners.

e Marketing (HThTEaT): &3 level &1 planning — customer T AT, product
banana, price decide karna, place Jsisil, promotion strategy Se1l=T (4Ps ya 7Ps
vibe).

e Simple line: Marketing = q\fr strategy; Advertising = strategy &l loudspeaker.

(2) &9 31 FT use FI? (When to use)
e &U product launch, festival offers, brand awareness, lead generation, sales

push.

e Polite pro tone: “Could we align on campaign goals?”, “Let’s A/B test the
creatives.”

e Core flows:

e Goal — Audience — Message — Channel — Budget — Measure
(KPIs/metrics)

e TOFU (awareness) — MOFU (consideration) — BOFU (conversion)

(3) 20 Example Sentences (English + Hindi)
(1) We need to define our target audience. = g 3791 SIfadd ATgehI I TRHATT AT
gl

(2) The campaign aims to increase brand awareness. = $hUel I 36T TS ATITHRAT
T ¢

(3) Let’s set a clear marketing goal. = Tell Teh TISC AThICIT 16T T il ¢ |

(4) We should run A/B tests on the ad creatives. = g5 U8 fshufeed 9T A/B ST TATAT
BIRY

(5) The ad copy needs a stronger call to action. = U3 AT &f 31K AoTgd EF\IJFF-E:-WQIFT

IR



(6) Our budget is limited for this quarter. = 38 fa#TEI & foIT gART Sotec HfAT§I

(7) We will focus on social media ads. = 5 el HSAT TAATIAT I €T 37|

(8) The landing page must load fast. = ATSIT O &7 Ty NS AT FT™U B

(9) Influencer marketing can boost reach. = $eFc[UER HIh e qg%r JeTThar g |

(10) Let’s track conversions and cost per lead. = Feaeiel 3R Ifa-elis @91 &F ¢ HL|
(11) The email open rate has improved. = S8l 39 & & Jur g3 gl

(12) We need consistent brand messaging. = g5 &I 515 AATSaT =1igV|

(13) The product needs a unique value proposition. = WS &l Teh AT an\
ISR g T

(14) Our SEO strategy targets long-tail keywords. = HI SEO I dilear-Col
FIaSH ol eRfe AT B

(15) The video ad performed better than the banner. = Sf3IT 08 o S & 9§ el
fora|

(16) Let’s optimize bids and audience segments. = fog@ 3iX Fifeaw Tereica &
A |

(17) We should retarget website visitors. = g dsdSC e & Jerfe FHE=r afgu]
(18) The campaign report shows a higher ROI. = $dsT Rulc 3T ROI TG@TAT £

(19) Customer feedback will improve the next launch. = ¥R HISH 33T i

S} FATTITT|
(20) Let’s schedule posts for the festival season. = TAERT & I GECH AT A & |

(3) B Vocabulary List
Target audience: oIT&Id ITgh

Brand awareness: S8 STITxehdl
Campaign: TR 7RI

Creative (ad): forufea/feomsst



Copy (ad text): [a=mdeT oI @sT

CTA (Call to Action): FTJ-3TedT

Conversion: ®ITROT/ TG /TAT8T-31T
CPL/CPA: ufa elis/9far foham amera
ROI: feiarer o omey

Funnel: TRUTICY @G AT

Retargeting: JeT:-olaZIehoT

Organic vs Paid: f9=T-fa=rdet S=A1e TLfeh

SEO/Keywords: TSl 3ieldhelel /HET Asc;

Landing page: 31T3Tceh T Yol Ul
Analytics: 37TehsT-fageryor

(5) Funny Recap (WW ) ‘
e CITd: “Boss, ad chalaZ ya marketing #&?”

e H: “Arre yaar, ad to S8 Ush speaker g; t@' qref df marketing plan g! Pehle
goal set karo, phir audience =T, message clear 3@, channel J=iT — aur last &
numbers 35T, CTA strong I@I, warna customer sefdTl ‘scroll maar!™



