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ABSTRACT

When it comes to entertainment, it's a must havkdwertising. Any ad for that matter cannot be dénowng if it
only provides information. The information has ®rhanipulated in a way to make it appealing an@raining. And this
is why, we say Art of Advertising is all about afoment. Advertising being a primary form of comimation is also
meant to sell and earn profit by persuading thestmners, and in order to add the little magic tosuede the consumers,
they need to be entertained in a manner that this &eing retained and registered in the mindsafdong duration. From
Mazaa'’s positioning of the thirst for Aam (mango)Aroth’s youth connect, in terms of positioningledrand has struck
a different note in recent years. One could viewsitcommunication taking a mature form. Infotaintriexday is must,
considering how quickly consumers are adaptingt t@nid tend to develop a clean distinguished ideritt any brand.
Since the time advertising evolved came competiiod with competition comes the need to develapcamnve a niche
for your product which further gives birth to creaty. Creativity is the soul of entertainment amtk has to be in constant
touch with the invading newer ways to entice thdience. Today in this youth centric space, simplamunication with a
piece of information is not so cool. It is humariura to get enthralled with creativity, and thiséaation of audience is
what advertisers thrive for. Most of the times,iémdads are ‘over the top’ and are not very reatigtut the fact of the
matter is that they stick in your brain. Thus, tirand recall based on the advertisements is vegp.hEntertainment is

bliss if carried in a right manner and now thisai€hallenge for advertisers to make it blend wéthwapt information.
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