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Pros and Cons of Television Selling
Introduction
	If correctly done, advertising can be an incredible investment in one's small business. However, if advertising is done poorly, then it becomes a huge money sink to the business (Fowles, 2016). The most pervasive and powerful mode of reaching customers used in the U.S is television advertising.  This mode of advertising has its advantages and disadvantages.
Pros of TV selling.
Television selling reaches a vast number of audiences.
	In comparison to other media used in advertising, TV is capable of reaching a vast number of audience. According to recent research by Harker & Brennan (2015), most Americans spend much time approximately four and half hours within a day watching the television, around 96 minutes a day listening to a radio, and thirty minutes reading newspaper. Moreover, Fowles (2016), adds that a whopping 99% of all households in the U.S own one TV. This implies that once an advertisement is posted on the TV, then almost all the people will be able to view. More importantly, TV selling reaches audience within a shorter period compared to other modes. Notably, if the advertisement is capable of gaining the targeted viewers' attention, then the seller will be able to make an immediate and long-lasting impression.
	The increasing number of cable TV channels provides a chance to purchase lower-cost ads that reach specific demographic groups. TV offers a sole proprietor an opportunity to reach youths, seniors, minority communities, women, and any other target group without difficulties. This is because there are specific channels that are good to suit the ads. 
It reaches the viewer when they are most attentive.
	Most of the TV advertisements are programmed to come after a program that draws the viewer's attention. For instance, an ad may be scheduled to go immediately after news so that the viewers will still be concentrating on the screen. Additionally, this media of advertising works efficiently as most people are focused on what is displayed on the screen that what they hear. By presenting one's product, brand, or service there, the seller is in a position to convey a message with motion, sight, and sound thus leaving a lasting impact on the audience (Fowles, 2016).
Offers immediate credibility.
	TV advertisement or selling confirms to the customer that the seller is serious about what they are providing. Additionally, it gives the audience some video evidence that that the seller can offer a superior good or service compared to their competitors. Once an ad is targeted at times when the commodity is in much need, then the seller has high chances of winning more customers. For instance, pizza commercials can be advertised at dinner time. Moreover, most people tend to watch the Super Bowl not for an interest in the game but rather for the businesses. In decades later, individuals remember the commercials compared to games that they accompanied.
TV ads attach a visual personality to one’s business
The seller adds some character to their brand depending on how they present their message to the public. Notably, there exist various memorable national campaigns that instantly bring about the brand the ad. They include Flo the Progressive Agent, Taco Bell Chihuahua, AFLAC duck, and the Geiko gecko. Notably, television advertisements give a seller more chances of becoming more creative and provide their businesses with a real sense of personality which is a significant way of connecting with customers and building a loyal clientele that keeps them coming back
	A good example is Jack in the Box who conducted one of the most long-running and successful ad campaigns in the TV history through the hiring of an actor to wear a giant ping-pong ball head. The act seemed ridiculous, but the silly mascot expressed the chain’s serious-about-fun personality in a better way compared to any realistic sport. This shows how a business people can add a shot of much-required personality in their consumer marketing mix.
TV ads offer show and tell the effect
	Notably, TV advertisement or selling allows the seller to show and tell a large number of the audience about their goods, services, or business. Product performance can also be demonstrated as well as a demonstration of the benefits of ownership, and also show how the product is packed to enable prospective buyers to understand what to look for at the time of sale (Liaukonyte, Teixeira & Wilbur, 2015). Despite having both online and print media offering same advantage, TV advertising still provides the excellent way to tell your story in a more customer-friendly approach. Advertising is known to take various touch points to influence the purchasing behavior of the customer. Television makes it easier to attain that thus a small business is capable of converting more potential buyers into paying clients. 
Cons of TV advertising
TV ads require firm offers and good scripts
	 Among many advertisements presented on the TV, some either fail to make any relevant impression while others make wrong impressions. The main reason that would result in an ad not meeting its expectation is due to them being cheap, stilted, tacky, or flat-out-dumb. To create an efficient TV ad, it is first essential to have a good script that portrays a substantial offer. There also must be an effective production of the advertisementhence, for this reason, it is often better to consider the advertising agency’s services (Draganska et al., 2014). If there is the wrong impression is brought about by poor advertising, then this draws customers away thus resulting to a market failure.
  The scripts developed depend on aspects such as innovation as well as creativity of the producer. In most cases, the audience requires a selling medium that is captivating and attention getting and hence, it becomes imperative for the producers to develop good scripts. The scripts should also be free from controversies such as gender stereotyping in order to focus on the wider audience and not just a specific group of people. In some cases, producers develop adverts that focus on a specific niche and this limits the audience coverage hence, extensive or boarder selling of goods, products and services is not achieved (McMahan, 2017).
TV advertising is costly
	Television advertising is the ads medium that requires a lot of money. While purchasing a late-night cable TV spot, airtime will need thousands of dollars. Moreover, one will be necessary to deal with the production cost which includes hiring scriptwriters, editors, actors, and other professionals. An advertising agency can be considered to assist in coordinating the whole process and also aid in designing an entire ad campaign whose charges are too high. Notably, the ads agency charger per hour and since for an ad to be more effective it has to be repeatedly done then it becomes much more expensive to hire these agencies. The average cost of producing a 30-seconds spot at the national level is approximately $300,000 (Draganska et al., 2014). In the local market, while using a small agency, the price is relatively low although for a small business the amount will appear huge. Moreover, thousands of dollars will still require being invested in the production of a bargain-basement TV ad with adequate airtime to make the business familiar.
The ads are difficult to change
[bookmark: _GoBack]	With online advertising and use of newspaper, adding a unique offer or updating a sale price is as simple as loading a new banner ad or swapping out a coupon. However, with television advertising, making minor changes can mean updating the entire script and reshooting the whole ad which will require a steep price to do so (Draganska et al., 2014). Moreover, the process is not only expensive but slow and time-consuming. Reshooting and production of an updated ad can take weeks or days thus making it impractical to adjust the TV ad strategy in progress. The viewers might also be confused by the changes made or even start questioning the seller's business competency.  
TV ad or selling is not a target medium but rather a mass medium
	As discussed earlier, television is an excellent media for reaching a vast number of defined audience. If the business wishes to deliver targeted advertising to specific viewers, then appropriate channels can be considered. However, even niche cable TV tends to appeal to a relatively large number of audience. It is always difficult for the advertisers to know who exactly views their ads at a given time. In TV advertising no feedback is sent to the advertisers thus the only way to tell that the ad was effective is to look at the customer's turn up. The advertisers may have failed to make things clear to the potential customers but they cannot tell. This makes use of TV less efficient to rely on. 
Conclusion
	In conclusion, it is evident that TV advertising is the most powerful and pervasive medium of advertising. Through the use of this medium, the advertiser can reach a large number of the audience within a concise period. Moreover, the advertiser can make his or her advertisement at times when they are sure to catch the viewers’ attention. TV ads also give immediate credibility and also attach a visual personality to one’s business. However, there are drawbacks associated with the use of TV advertising which includes its high nature, it being a mass medium rather than a target medium, and its difficulty to change. However, the cons do not make TV advertising completely ineffective thus it stands its place and time. If the business is interested in accessing detailed analytical feedback or reaching particular audience groups, it is advisable to make use of online advertising medium. 
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