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L.O!| Discuss the role of promotion in
the marketing mix

2 . . .
LO% Discuss the elements of the promotional mix

LO? Describe the communication process

LO4 Explain the goal and tasks of promotion
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5] Discuss the AIDA concept
LO) andits relationship to the promotional mix

1.OS Describe the factors that affect the
promotional mix

1.O7| Discuss the concept of integrated marketing
communications




Promotion

Communication by
marketers that informs,
persuades, and reminds
potential buyers of a
product in order to
influence an opinion or
elicit a response.
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The Role of Promotion

A plan for the optimal use
of the elements of
promotion:

€ Advertising

@ Public Relations
€ Sales Promotion
@ Personal Selling

#Social Media Competitive
Advantage




Competitive Advantage

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

rather than the competition

A firm’s competitive advantage is the reason or reasons that cause customers to patronize that firm and not the competition.



The Role of Promotion in the Marketing Mix

Overall Promotional Mix
Marketing

Objectives Advertising

Public Relations

_ : Sales Promotion
Marketing Mix Personal Selling

Product Social Media
Place

Promotion
Price

Target Market

Promotion Plan



e Build Awareness
* Create Interest

*  Provide Information

Promotional
Objectives e Retain Customers
e Stimulate Demand/Get Consumers to
Buy

 Reinforce the Brand




The Promotional Mix




Integrated
Marketing
Communications

— The careful coordination of all
S\- promotional messages to assure
< @ the consistency of messages at
every contact point where a
company meets the consumer.

$3213




Hands-Only CPR
Awareness New York-
Presbyterian



401410516_1.mp4

Communication Process

e Other advertisements
e News articles
¢ Other store displays

Encoding the Message Decoding the

Receiver
message channel message

Sender

e Marketing e Advertisement * Media ® Receiver e Customers
manager * Sales presentation * Salesperson interpretation * Viewers/

e Advertising e Store display ¢ Retail store of message listeners
manager * Coupon ® Local news show * News media

e Advertising * Press release e Clients
agency ¢ Social media

e Other
consumers

* Market research

e Sales results

e Change in market share
e Social media



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

e Customers use social media platforms to
comment publicly on marketing efforts
e Platforms enable marketers to

personalize the feedback channel
through direct communication




Promotional Tools

Public Personal Social
Relations Selling Media

Advertising




Advertising




Advertising Media

Advertising Media

A N

€ Television Other Options:

€ Radio € \Websites

€ Newspapers € Email

€ Magazines € Blogs

€ Pay-per-click online & Videos
advertising ® Interactive games

€ Direct mail

¢ Billboards

€ Transit advertisements

(bus stops, taxis, trains)




Advantages of
Advertising

Reach large number
of people

Low cost per
contact

Can be micro-
targeted to small
groups

(ZE




Microtargeted
Ads

[ SHOPNOW |




BLACK CARD.

4000 Lc3% 5618 9010

008 o 01712
TAYLOR VISA

Visa Black


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

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.






mla NEWS WEATHER TRAFFIC SPORTS WHAT'SON YOUR VOTE

™

Girl Scouts kick off cookie season, offer ‘Cookie Finder’ mobile app

By FOX 12 Staff

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
’,}) Girl Scouts -2 Follow

Need Girl Scout Cookies? Use our Free
Cookie Finder App to find a Sale Near You!
cards.twitter.com/cards/1pcicr/c...

11 13 BeRLAVERET




Social
Media

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




One more time...
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- B ,Dom'lzr{o's\
WEDDING ‘REGIST
.’7 D O M I N O " S Y— 9 y l Know a clouple getting marr.ied anq A:orsure
‘,.' ' J , what to get them? We figured it out.
‘WEDDING ‘REGISTRY gy

-

G1rTs For THE (COUPLE

Select the gifts that it their love story.
Each is an eGift card to spend on anything at Dominos.com

; a.m. Bachelor A $6 0 Cer the $sn The Wedding Night $2

Party Feast Bachelorette Party
— Justin case they don't eat any of the
Or 2 p.m. There's no wrong time to eat a Dance like somebody ordered pizza. delicious wedding food. Or even if they do
bunch of pizza and just get hungry later.
GIVE THIS GIFT > GIVE THIS GIFT > GIVE THIS GIFT >
|
“
-



Domino's Starts Online Wedding Registry.mp4

abercrombie kids

guys girls playlist

$29.50 cad

Select Size v v

ADD TO BAG VIEW BAG



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

Sales Promotion




Sales promotion

Short run tool used to stimulate immediate
increase in demand

Free samples
Contests

PROMOTION
Free samples
Trade shows

Groupon (uses sales promotions effectively)
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30% Off Levi's SF Stores EEETIEIES

Share - Public Event

Time Thursday at 10:00am - Tomorrow at 7:00pm

i i .
1337 Attending See All ocation Levi's Union Square and Castro Stores
300 Post Street ang 525 Castro Street

‘ Ty Root San Francisco, CA

- Lew Damon Created By Levi's
Berlin Tomas More Info This Thursday (7/15) - Sunday (7/18) only, Levi's is offering a ‘ ;
30% off all regular priced items at our San Francisco stores. ’

- Nathan Morales qualify, all you need to do is RSVP "Yes" to this event and eitl
PRINT this page or display this page on your Mobile Phone.

Tymon Garnison "

n 3 Union Square Store (Map: ... e
- See More «
PR Zac Terrones

m Patrick Mcclelion wall

M Alfred Lopez 3 Sharon Beals Thank you! Here | come, well tomorrow, that is.

8 hours ago - Comment - Like - Report

130 Maybe Attending View
A 216 B
356 Awaiting Reply View

176 Not Attending View

Frederick Felman What a great deal!
8 hours ago  Comment - Like - Repont

Jose Agostini que bien me gustaria
9 hours ago - Comment - Like - Report




~ pick up the
. BEST BUNS

around! _ |
Udis SAVE $1.00 ™

" EEmEmy | ohAllUds GLUTEN rRag g
Shake 0 001 wix j ger and hot dog buns! -
your WIN A $1 : 3 mme?mem?nl»ou’mm,, ; 5

wis Gluten Free Disco Barbec} e

Udi’s Sales
Promotion




Personal Selling




Personal Selling




Social Media

ind a friend

In 5101“(/" free.

{ .
5 -

Udi's Gluten Free

¥ tallong about the

FoodBeverages
£at wed, smide often, Our mission at Udl's Giuten Free s to
SO You 8 nen sy to approach gluten free bving

ADout - Suggest an fot

websites and applications that enable users to create and share content or to participate
in social networking.




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.

0| NEWSROOM

DRIVE
WITH
UBER

Your car. Your schedule.
‘Your opportunity to earn.

7
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UberEVENTS: A Ride For Every Occasion

e United States just in time
ve the ability to purchase

rm UberEVENTS. Learn more

UBER GLOBAL -




Digital Media Types

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.

Paid Media / Promotional tactic
based on a public

Banner ads relations or
publicity model
Sponsored posts that gets
customers talking

Video ad inserts about products or

services




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
seguence

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




AWARENESS

Something is used to attract the reader’s or viewer’s attention. In a print ad, it might be a
photograph or illustration, bold type, white space around the art and words of the ad, or
the ad’s size. In a commercial, it might be images, sounds and voiceovers on the screen.

INTEREST

Some information, such as details, price or availability, is provided to create interest in the
product being advertised.

DESIRE

Something is used to make you desire the product. A celebrity may appear in the
ad/commercial. The images and language of the ad/commercial may suggest that you will
benefit from the product.

ACTION

Something is done to urge to act now. There may be a time limit on a sale price or a limited
supply of the product.




LO5
Promotional Mix and AIDA

Attention Interest Desire Action




Elements of the Promotional Mix

Maintain image
and Reach the
educate Masses
consumers

Stimulate
purchase

Build relationships




Characteristics of the Elements in the Promotional Mix

Public Sales Personal Social

Advertising Relations Promotion Selling Media

Usually indirect Direct and Indirect but instant
and impersonal face-to-face

Moderate

Much

Little to moderate

Intermediate

Two-way,
multiple ways

Mostly one-way

Varies,
generally no

Yes

Fast

Same message Tailored to Some of the
to varied targets prospective most targeted
buyer opportunities



Marketing Communication

4 N

Describe the
communication
process

. /




Communication

The process by which we exchange or
share meanings through a common set
of symbols.



Marketing Communication

Interpersonal Mass
Communication Communication



Communication

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

Interpersonal communication

o Direct, face-to-face communication between two or more
people

o Example - Salesperson speaking directly with a customer

Mass communication

o 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




Tasks of Promotion

01 02 03 04

Informative Persuasive promotion Reminder promotion - Connect promotion -
promotion - Converts - Stimulates a Keeps the product and Forms relationships
an existing need into a purchase or an action brand in the public's with customers

want or stimulates mind through social media

interest in a new
product




Goals and Tasks of Promotion




Goals and Tasks of Promotion

= |Increase awareness

= Explain how product works
= Suggest new uses

= Build company image




Apple Watch



Apple Watch - The Watch Reimagined.mp4

Goals and Tasks of Promotion

= Encourage brand switching

= Change customers’ perceptions of
product attributes

= Influence iImmediate buying decision
= Persuade customers to call






Apple Watch – Rise.mp4

Goals
Prom

= Remind customers that product
may be needed

= Remind customers where
to buy product

= Maintain customer awareness




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

Target market factors

Promotion funds




Product Life Cycle and the Promotional Mix

Sales ($)

Time

Preintroduction  Heavy advertising Heavy advertising
publicity; small ~ and public relations  and public relations
amounts of to build awareness; to build brand
advertising near  sales promotion loyalty; decreasing
introduction to induce trial; use of sales

personal selling to promotion;

obtain distribution personal selling

to maintain

distribution

Advertising slightly
decreased—more
persuasive and
reminder in nature;
increased use of sales
promotion to build
market share; personal
selling to maintain
distribution

LO 7

Advertising and
public relations
drastically decreased;
sales promotion

and personal selling
maintained

at low levels



Target Market Characteristics

Advertising

Sales Promotion

Less Personal Selling

For...

\ 4

4
4

Widely scattered
market

Informed buyers

Brand-loyal repeat
purchasers



Type of Buying Decision




Available Funds

s*Number of people in target market

*Quality of communication needed

=Relative costs of promotional elements




Sherman Williams Paint:
New Target Strategy



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