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Learning   
Outcomes

Discuss the role of promotion in 
the marketing mix

Discuss the elements of the promotional mix 

Describe the communication process

Explain the goal and tasks of promotion 

LO1

LO2

LO3

LO4



Learning   
Outcomes

Discuss the AIDA concept 
and its relationship to the promotional mix

Describe the factors that affect the 
promotional mix

Discuss the concept of integrated marketing 
communications

LO5

LO6

LO7



The Role of Promotion

Communication by 

marketers that informs, 

persuades, and reminds 

potential buyers of a 

product in order to 

influence an opinion or 

elicit a response.

Promotion



5

• Product
• Price
• Promotion
• Placement



The Role of Promotion

A plan for the optimal use 

of the elements of 

promotion:

◆ Advertising

◆ Public Relations

◆ Sales Promotion

◆ Personal Selling

◆Social Media

Promotional

Strategy

Competitive
Advantage



Competitive Advantage

Unique features

Excellent service

Low prices

Rapid delivery

High product quality

One or more unique aspects of 
an organization that cause target 
consumers to patronize that firm 

rather than the competition



The Role of Promotion in the Marketing Mix

Overall 
Marketing 
Objectives

Marketing Mix

• Product

• Place

• Promotion

• Price

Target Market

Promotional Mix

• Advertising
• Public Relations
• Sales Promotion
• Personal Selling
• Social Media

Promotion Plan



Promotional 
Objectives

• Build Awareness  

• Create Interest  

• Provide Information 

• Retain Customers 

• Stimulate Demand/Get Consumers to 
Buy  

• Reinforce the Brand



The Promotional Mix

Combination of promotion

tools used to reach the 

target market and fulfill the

organization’s overall goals.

◆ Advertising

◆ Public Relations

◆ Sales Promotion

◆ Personal Selling

◆ Social Media



Integrated Marketing Communications

Integrated

Marketing

Communications

The careful coordination of all 

promotional messages to assure 

the consistency of messages at 

every contact point where a 

company meets the consumer.



Hands-Only CPR 
Awareness New York-

Presbyterian

401410516_1.mp4


15.2 Communication Process



Impact of Social 
Media and 
Internet on 
Communication 
Model

Consumers are able to become  
senders as opposed to only 

brands being senders

Feedback is primarily shown as 
impersonal and numbers driven

• Customers use social media platforms to 
comment publicly on marketing efforts

• Platforms enable marketers to  
personalize the feedback channel 
through direct communication



Promotional Tools

Advertising
Public 

Relations
Sales 

Promotion
Personal 
Selling

Social 
Media



Advertising

Any form of impersonal paid 

communication in which the 

sponsor or company is 

identified.  



Advertising Media

Traditional 

Advertising Media

◆ Television

◆ Radio

◆ Newspapers

◆ Magazines

◆ Pay-per-click online 

advertising 

◆ Direct mail

◆ Billboards

◆ Transit advertisements 

(bus stops, taxis, trains)

Other Options:

◆ Websites

◆ Email

◆ Blogs

◆ Videos

◆ Interactive games



Advantages of 
Advertising

▪Reach large number 
of people 

▪Low cost per 
contact 

▪Can be micro-
targeted to small 
groups



Microtargeted 
Ads



Visa Black

Examples of IMC/Visa-Black-Card-Making-of-Back-in-Black-Commercial.wmv


Public Relations

The marketing function that

evaluates public attitudes, 

identifies areas within the 

organization that the public 

may be interested in, and 

executes a program of 

action to earn public 

understanding and 

acceptance.



The Function of 
Public Relations



Publicity
Public information about a company, product, service or issue 
appearing in the mass media as a news item

• Social media sites like Twitter can provide instant Publicity.

• Organizations do not pay for publicity

• Companies are not identified as the source of information



Social 
Media 
Publicity



DeBeers



It's a solitaire, a 14 carat blue diamond ring, a very rare diamond.



One more time…



Alex Rodriguez



Engaged or 
not?



Domino's Starts Online Wedding Registry.mp4


Abercrombie 
Triangle Bikini

Abercrombie and Fitch Markets Push Up Bikini Top for Tweens.mp4


Sales Promotion

Marketing activities—

other than personal 

selling, advertising, and 

public relations—that 

stimulate consumer 

buying and dealer 

effectiveness.



Sales promotion

Short run tool used to stimulate immediate 
increase in demand

▪Free samples

▪Contests

▪Premiums

▪Free samples

▪Trade shows

▪Groupon (uses sales promotions effectively)



Sales 
Promotion



Udi’s Sales 
Promotion



Personal Selling

Planned presentation to 

one or more prospective 

buyers for the purpose 

of making a sale.



Personal Selling

Traditional 

Selling

Relationship 

Selling



Social Media



Content 
marketing & 
social Media
Promotion tools used to 
facilitate conversations and 
other interactions among 
people online

• Customers are able to speak 
directly to other consumers

• The company

• Web communities

• Includes:  Blogs, microblogs 
(Twitter), podcasting, 
Tumbler, Pintrest and 
Snapchat.



Digital Media Types

Owned Media

Websites, Blogs, 
Social media 

presence

Earned Media

Media coverage

SEO

Publicity 
activities

Paid Media

Banner ads

Sponsored posts

Video ad inserts

Promotional tactic 
based on a public 
relations or 
publicity model 
that gets 
customers talking 
about products or 
services

A new category of promotional 
tactic based on brands 
becoming publishers of their 
own content in order to 
maximize the brand’s value to 
customers.



AIDA Concept

Outlines the process for achieving promotional 
goals in terms of stages of consumer involvement 
with the message

Proposes that consumers respond to marketing 
messages in a cognitive, affective, and conative 
sequence

The ultimate goal of any promotion is to get 
someone to buy a good or service, or in the case of 
non profit, to take some action

AIDA - Stands for attention, interest, desire, and 
action





15.5 Promotional Mix and AIDA

LO 5



Elements of the Promotional Mix



15.4 Characteristics of the Elements in the Promotional Mix



Describe the 

communication 

process

Marketing Communication



The process by which we exchange or 

share meanings through a common set 

of symbols.

Communication

Communication



Categories of 
Communication

Interpersonal
Communication

Mass
Communication

Marketing Communication



Communication

Process by which meanings are exchanged or shared 
through a common set of symbols

Interpersonal communication
◦ Direct, face-to-face communication between two or more 

people

◦ Example - Salesperson speaking directly with a customer

Mass communication
◦ Communication of a concept or message to large audiences 

through a mass medium



GoPro - Mass 
Communications

GoPro – Interpersonal 
Communication

GoPro HERO6- This Is the Moment in 4K.mp4
GoPro HERO 7 Black vs Silver vs White! (4K).mp4


Goals and Tasks of Promotion

Informing Reminding

Persuading

Target
Audience



Tasks of Promotion

Informative 
promotion - Converts 
an existing need into a 
want or stimulates 
interest in a new 
product

01
Persuasive promotion 
- Stimulates a 
purchase or an action

02
Reminder promotion -
Keeps the product and 
brand in the public's 
mind

03
Connect promotion -
Forms relationships 
with customers 
through social media

04



Goals and Tasks of Promotion

Informing Reminding

Persuading

Target
Audience

PLC Stages:
Introduction 

Early Growth

PLC Stages:
Growth 

Maturity

PLC Stages:
Maturity



Goals and Tasks of Promotion

▪ Increase awareness

▪ Explain how product works

▪ Suggest new uses

▪ Build company image

Informative Promotion



Apple Watch

Apple Watch - The Watch Reimagined.mp4


Goals and Tasks of Promotion

▪ Encourage brand switching

▪ Change customers’ perceptions of 
product attributes

▪ Influence immediate buying decision

▪ Persuade customers to call

Persuasive Promotion



Apple Watch – Rise.mp4


Goals and Tasks of 
Promotion

▪ Remind customers that product 
may be needed 

▪ Remind customers where 
to buy product

▪ Maintain customer awareness

Reminder Promotion



Remind consumers to buy with a new 
competitive advantage

Cannes Lions 2015 - Emoji ordering Domino’s.mp4


Revitalizing a brand in Maturity stage of PLC

Extra Gum- The Story of Sarah & Juan.mp4


Factors Affecting the 

Choice of  Promotional Mix

Nature of the product

Stage in PLC

Target market factors

Type of buying decision

Promotion funds



15.6 Product Life Cycle and the Promotional Mix
LO 7



Target Market Characteristics

For…

◆ Widely scattered 

market

◆ Informed buyers

◆ Brand-loyal repeat 

purchasers

Advertising

Sales Promotion

Less Personal Selling



Type of Buying Decision

Advertising

Sales Promotion

Routine

Personal Selling

Neither Routine
nor Complex

Advertising

Public Relations

Print Advertising

Complex



▪Number of people in target market

▪Quality of communication needed

▪Relative costs of promotional elements

Available Funds



Sherman Williams Paint:  
New Target Strategy

Colors We Love- Color Combinations - Sherwin-Williams.mp4
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