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	"Maqsad has demonstrated excellent capabilities and skills in handling our brief given the tight timings that we were operating within. They delivered and delivered with style, dedication, and effectiveness."


Below the line (advertising)

Above the line (ATL), below the line (BTL), and through the Line (TTL), in organizational business and marketing communications, are advertising techniques.

In a nutshell, while ATL promotions are tailored for a mass audience, Bs are targeted at individuals according to their needs or preferences. While ATL promotions can establish brand identity, BTL can actually lead to a sale. ATL promotions are also difficult to measure well, while BTL promotions are highly measurable, giving marketers valuable insights into their return-on-investment.

Promotional activities carried out through mass media, such as television, radio and newspaper, are classed as "above the line" promotion. "Below the line" promotion refers to forms of non-media communication or advertising, and has become increasingly important in the communications mix of many companies, not only those involved in fast moving consumer goods, but also for industrial goods.

"Through the line" refers to an advertising strategy involving both above and below the line communications in which one form of advertising points the target to another form of advertising thereby crossing the "line".

Above the line sales promotion
ATL is a type of advertising through media such as television, cinema, radio, print, web banners and web search engines to promote brands. This type of communication is conventional in nature and is considered impersonal to customers. It differs from BTL advertising, which uses unconventional brand-building strategies, such as direct mail and printed media (and usually involves no motion graphics). It is much more effective when the target group is very large and difficult to define.

The term comes from top business managers and involves the way in which Procter & Gamble, one of the world’s biggest advertising clients, was charged for its media in the 1950s and 1960s. Advertising agencies made so much commission from booking media for clients that the creative generation and actual production costs of making TV ads was free – hence above the line. Everything else they paid for and were therefore below the line. Since then, models have changed and clients are no longer charged for their media in that way.

The line
Used loosely, ATL still means mass media. However the media landscape has shifted so dramatically that advertisers have reconsidered the definitions of mass media.

For some marketers the "line" divides the realm of "Awareness or Attention focused marketing" and that of "Interest + Desire focused marketing". Since audience numbers in the Interest and Desire phase of the AIDA sales model narrow down to a fraction of the Awareness audience, the line could be drawn right below the awareness set of activities.

Loosely put, everything done prior to a customer's actual entry into a retail outlet is ATL for these retailers, as they define shop-floor activities as the true BTL set of activities which decide on which brand sells eventually.

Below the line sales promotion
BTL sales promotion is an immediate or delayed incentive to purchase, expressed in cash or in kind, and having short duration. It is efficient and cost-effective for targeting a limited and specific group. It uses less conventional methods than the usual ATL channels of advertising, typically focusing on direct means of communication, most commonly direct mail and e-mail, often using highly targeted lists of names to maximize response rates. BTL services may include those for which a fee is agreed upon and charged up front.

BTL is a common technique used for "touch and feel" products (consumer items where the customer will rely on immediate information rather than previously researched items). BTL techniques ensure recall of the brand while at the same time highlighting the features of the product.

Another BTL technique involves sales personnel deployed at retail stores near targeted products. This technique may be used to generate trials of newly launched products.

Through the line
More recently, agencies and clients have switched to an "Integrated Communication Approach", or "through the line" approach. TTL is a describing an existing process, according to Altaf Jasnaik, Corporate Communications and Branding Manager at . In the TTL approach, a mix of ATL and BTL are used to integrate a marketer's efforts and optimize returns from these separate investments.

Recently the TTL approach has shifted its emphasis more towards BTL. The idea remains to optimize the return on marketing budget spent by focusing one's energy on winning smaller yet more crucial BTL battles than ATL wars with well-funded competition. According to EBS Worldwide,[citation needed] mainstream mass broadcast marketing is increasingly being viewed as uneconomical, in terms of return on investment, which is where BTL marketing fits in. a few examples could be - bus stand hoardings, pamphlets, small informational sheets along with the newspaper etc.
Below the line (filmmaking)

In budgeting a motion picture or television production, below-the-line costs include the salaries of the non-starring cast members and the technical crew, as well as use of the film studio and its technical equipment, travel, filming location, and catering costs, etc.

In contrast to above-the-line costs, the below-the-line budget is usually fixed. The distinction originates from the early studio days when the budget's top sheet would literally have a line separating the above-the-line and below-the-line costs.

Some of the positions that fall into the below-the-line category are:

	· Art director
· Assistant director
· Best boy electric
· Best boy grip
· Boom operator
· C.G. operator (television)

· Costume designer
· Director of photography
· Camera operator
· Composer
· Dolly grip
· Film editor
· Gaffer
	· Graphic artist
· Hair stylist
· Key grip
· Make-up artist
· Production assistant
· Script supervisor (continuity)

· Sound engineer
· Stage manager (television)

· Stage carpenter
· Technical director (television)

· Video control (television)


The term art director is a blanket title for a variety of similar job functions in advertising, publishing ,film and television, the Internet, and video games.
An assistant director (AD) is a person who helps the filmmaker in the making of a movie or television show. The duties of an AD include setting the shooting schedule, tracking daily progress against the filming production schedule, arranging logistics, preparing daily call sheets, checking the arrival of cast and crew, maintaining order on the set, rehearsing cast, and directing extras. Extended responsibilities may include taking care of health and safety of the crew. Historically the role of an assistant to the director (not the same as an Assistant director) was a stepping stone to directing work; Alfred Hitchcock was an AD, as was James McTeigue. This transition into film directing is no longer common in feature films, but remains an avenue for television work, particularly in Australia and Britain. It is more common now for ADs to transition to production management and producer roles than to directing. The role of AD has also expanded to become a separate technical profession.

In the realm of theatre, an "assistant director" can take on many different roles. Responsibilities range from helping the director take notes during the rehearsal period to actually staging parts of the play. Many aspiring theatre directors begin their careers assistant directing.

