The Marketing Mix: Promotion

Promotion is concerned with communication between the seller and the buyer (an increasingly widely used alternative name is marketing communications): what the seller communicates should not be left to chance.

A simple model of communication









 







FEEDBACK

1. For example, an organisation selling holidays may want to send a message ‘buy one of our holidays because we understand your needs’. 

2. They will encode the message according to their knowledge of the desires of the target market: the potential Saga holidaymaker might respond to relaxing scenes, such as an almost deserted sandy beach, rather than the frenzied disco scene more reminiscent of a Club 18-30 holiday. The core message in each case is actually the same, but the encoding is appealing to different perceptions of what makes a good holiday.  

3. The travel firm must then decide which medium is best used to transmit the message, e.g. television, brochures or personal contact. 

4. The receiver will then interpret (decode) the message depending on his/her personality, experience, interest, etc.  

5. Feedback is how the receiver of the message responds to it: this might mean purchasing the product or requesting more information.  

6. Noise covers any factors that interfere with the communication process between sender and receiver. For example, the receiver may get up to make a coffee during the commercial or ‘channel hop’.

The promotional mix

The promotional mix is the direct way in which an organisation attempts to communicate with various target audiences (stakeholders).  It is the effective, appropriate combination of advertising, sales promotion, packaging, personal selling and publicity in achieving marketing objectives.  The communications mix means the same thing. An organisation must select the most appropriate promotional tool(s) to convey its message.  For example, Revlon relies heavily on advertising whereas Avon concentrates on promotional selling.

· Advertising is a non-personal means of reaching mass audiences in a cost-effective manner. It is used to create awareness of a product, stimulate demand, inform about features or benefits, increase product use, offset competitors advertising, aid sales personnel, remind and reassure, and create an image of the company and its product(s). Advertising media include TV and radio, newspapers and magazines, posters/billboards, POS displays, packaging, transport, etc. The cost of advertising varies: television is expensive, but is cost effective in that it reaches a mass audience. Regional advertising, in local newspapers, for example, can be done on a small budget.

· Sales promotion involves tactical, mainly short-term incentives that add value to the product. The objectives of sales promotion may be to increase awareness of the product; to stimulate trial; to encourage customers to switch from competitors products; to increase display space in-store; to smooth out seasonal fluctuations; to generate a consumer database from mail-in applications. Examples of sales promotion include coupons (on or off pack); reduced price; more of the product at the normal price (e.g. BOGOF’s); gift with purchase; free samples; customer loyalty schemes; competitions, etc.

· Personal selling involves face-to-face personally tailored messages which generate immediate feedback from the customer. Particularly useful for high value, complex, technical products which require explanation or demonstration. The buyer often feels under some obligation for having listened to the sales talk.  The primary disadvantage is the high cost inherent in maintaining a salesforce.

· Public relations and publicity is about creating and maintaining good quality relationships with interested groups, e.g. through special events, sponsorship, trade shows, exhibitions.  News stories and features are more authentic and credible to readers than ads.

· Direct marketing (sometimes called database marketing) involves creating one-to-one relationships with individual customers, often in mass markets. Examples include direct mail, mail order, computerised home shopping, telemarketing, door-to-door, 

Factors affecting the choice of promotional alternatives

· The resources available

The amount of money available constrains the promotion that can feasibly be undertaken.

· The characteristics of the product 
· Standardised, low value products allow standardised promotion such as advertising and sales promotion.

· If the product has a high unit value, is technical in nature, requires demonstration, must be tailored to the specific needs of the customer, is purchased infrequently or involves the consideration of a trade-in, then personal selling is more appropriate.

· The characteristics of the target market: size and geographic spread

· Large, dispersed markets are more easily reached through mass media such as advertising.  Consumer marketers spend most on sales promotion, advertising, personal selling and public relations, in that order.

· Small markets, or business-to-business markets are more suited to personal selling

· Buyer readiness stage

Most customers do not undergo an instant conversion from total ignorance of a product’s existence to queuing up at the checkout to buy it. The formulation of the promotional message depends upon the stage of readiness of the consumers.

	
	The Strong Theory (AIDA)

(Strong, 1925)
	The Weak Theory

(Jones, 1991)
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Gaining awareness and attention 
	Awareness


	Awareness

	Affective stage

Creating or changing attitudes towards a product and developing positive feelings about it
	Interest

Desire


	Reinforcement

	Behaviour stage

The customer desires the product and buys it
	Action


	Trial

	Examples:
	Shopping goods and speciality goods
	Convenience goods – low involvement fmcg goods


· Stage in the product life-cycle affects the objectives of promotion

· Introduction: high promotional expenditure to create brand awareness through advertising and publicity, and use sales promotions such as free samples to generate trial of the product.

· Growth: develop brand preference (repeat purchasing) through advertising stressing the product’s differential advantage and word-of-mouth. 

· Maturity: defend position by reminding customers about the value of the product and reinforcing the brand image, often through aggressive, mass advertising and sales promotion.

· Decline: little or no promotion.

· Push or pull promotional strategy

· A push promotional strategy is where the manufacturer chooses to concentrate promotional activity on the member of the distribution channel immediately below, who in turn promotes it to the consumer. Personal selling by the manufacturer to the retailer is an example.

· A pull promotional strategy requires the manufacturer to create demand for the product through direct communication with the consumer (e.g. via mass advertising).  The consumer then pulls the product through the channel - consumers go into retailers to ask for products, which retailers ask wholesalers for etc.

· The reality is that many manufacturers take a middle course, with some pull and some push to create more impetus for the product.

· Company policy

· Long standing preferences or traditions come into play, e.g. Coca-Cola has a strong association with mass advertising.

· Some prefer to push while others prefer to pull.

· Degree of globalisation
A single, global approach is unlikely to work for most organisations, because of external and cultural differences.
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