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Promotion

The communication of favorable, persuasive information 

about a firm or product in order to influence potential buyers.



The Promotion Mix

The promotion mix is the specific 
blend of advertising, public 
relations, personal selling, and 
direct-marketing tools that the 
company uses to persuasively 
communicate customer value and 
build customer relationships



IMC: Integrated Marketing Communications 

IMC is the integration by the company of
its communication channels to deliver a
clear, consistent, and compelling message
about the organization and its brands.



A View of the Communication Process 



Steps in Developing Effective Marketing Communication

Identify the target audience

Determine the communication 
objectives

Design the message

Choose the media

Select the message source



Shaping the Overall Promotion Mix 

Promotion Mix Strategies



ADVERTISING 

Advertising is any paid form of 

non-personal presentation and 

promotion of ideas, goods, or 

services by an identified sponsor



Steps in Developing an Advertising Program



1. Setting Objectives

A specific communication task to be accomplished with a
specific target audience during a specific period of time

The advertising objective has a primary purpose to
inform, persuade, or remind consumers about the
value of a product or service.



Advertising Objective: Inform  

Used heavily when introducing a new product category by 
communicating customer value . Link with PLC model.

The objective is to build primary demand.  

Consumers need to know about the product/service. 

Look at Table 15.1; Page 458. 





Advertising Objective: Persuade  

Becomes more important as the industry grows and competition 
rises. Relate to PLC.   

Here, the company’s objective is to build selective demand by 
differentiating its brand from the rest.  

Once DVD players became established, Sony began trying to 
persuade consumers that its brand offered the best quality for their 
money. Hence building brand preference. 

Dunkin donuts vs Starbucks– comparative advertising. 





Advertising Objective: Remind  

Important for mature brands (Cash Cows)– it helps to maintain 
customer relationships and keep consumers thinking about the 
product. 

Most Grameen Phone adverts primarily build and maintain the 
GP brand relationship rather than inform or persuade customers 
to buy in the short run.

Consumers do not need persuasion or information at this stage 
because they already know about it all.  







2. Setting Advertising Budget  

Several factors should be considered when setting the ad budget:

Stage in the PLC: New products, large ad budget to build 
awareness and trial. Mature products – lower budget.

Market  share: building market share or taking market share 
requires large ad budget. 

Level of competition: many competitors - large

Degree of brand differentiation: undifferentiated brand – heavy ad 
budget to keep the brand at the top of the mind during purchase. 



3. Developing Advertising Strategy   

Two major elements in developing advertising strategy:

creating advertising message

selecting ad media. 



Creating Advertising Message    

Creating advertising message involves: 1. message 

strategy (what to say) and 2. message execution (how to 

say it).

Message strategy: what general message to be 

communicated in the advert? It is a statement which pin 

points the positioning points that the advertiser wants to 

stress.

- A Message strategy usually comes from the client’s perspective.  



Message Execution (How to say it)

Turn the message into actual advertisement execution that will 
capture target market’s attention and interest.

Creative people must find the best style, tone, words, and 
format for executing the message.

Its how the message (rational, emotional) is communicated. 



Slice of Life 

Execution Styles-

In slice of life commercials, advertisers attempt to provide
solutions to the everyday problems consumers face.

This format was made famous by P & G during the early days
of television advertising in the 1950s.

The advertisements normally show the common experiences,
and especially the problems people encounter. Then the good
or service is made available to solve the problem.





 Scientific evidence: presents survey or scientific evidence that 

the brand is better or better liked than one or more other 

brands. Colgate better at fighting cavities. SHAKTI better at 

cleaning germs and cleaning (functional in nature).

 Testimonial evidence or endorsement: features a highly 

believable or likable source endorsing the product. It could be 

ordinary people as well as celebrities presenting/talking about 

the product.







Musical: shows people or cartoon characters singing about the
products. Listeners usually keep humming the tune several hours
after they’ve seen the ad. Parachute – gorgeous sharadin;
Rupsha sandals.

Personality symbol: creates a character that represents the
product. The character might be animated or real. E.g. White Plus,
Mortein.



Catchy songs that carries the advertising theme
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Fantasy executions are designed to lift the audience beyond the
real world to a make-believe experience.

Some are meant to be realistic, but most are fantasies that are
irrational and would never really happen.

Most common fantasy themes still involves love and romance.

Fantasy is widely used for fragrances and other fashion items.

Fantasy





Selecting Advertising Media

Deciding on reach, frequency, and impact

Choosing among major media types. 

Selecting specific media vehicles. 

Deciding on media timing.



4. Evaluating Advertising Effectiveness

“How do we know that we’re spending the right amount on advertising?” 

“What return are we getting on our advertising investment?” 

Measuring Communication Effects: 

◦ Consumer recall: what internet companies do you know?

◦ Product awareness: Have you heard of Qubee?

◦ Product knowledge: What are the services does Qubee provide?

◦ Product preference: 

Measuring sales effect.



PUBLIC RELATIONS

Development and maintenance 

of good relationships with 

different publics.



Functions of PR Department

Press relations: creating and placing newsworthy information in the news
media to attract attention to a person, product, or service associated with the
firm or institution.

Product publicity: publicizing specific products/services. Example: At the
beginning, The Body Shop did not spend a penny on advertising; only PR.

Corporate Communication: Creating internal and external messages to
promote a positive image of the firm or institution. Example: BAT is helping
acid victims in Bangladesh; Unilever helping the malnourished in Bangladesh.

Lobbying: building and maintaining relations with legislators and govt. officials
to influence legislation and regulation. Example: Women NGOs Lobbying the
ministry of women’s affairs about women’s rights in Bangladesh.



Functions of PR Department (Cont.)

Employee and Investor relations: maintaining positive relationships with
employees & shareholders and others in the financial community.

Crisis management: Responding to unfavorable publicity or a negative
event.

Development: public relations with donors or members of nonprofit
organizations to gain financial or volunteer support. Example: Bangladesh
Government Liaison with World Bank, JAICA (Japan international corporation
agency) which helps in economic growth, disaster management, water and
sanitation, health and education.



PERSONAL SELLING 

Personal   presentations   by  the 

firm’s sales force for the purpose 

of making sales and building 

customer relationships. 



Steps in the Selling Process 



Prospecting Salesperson identifies qualified potential customers.

Preapproach
Salesperson learns as much as possible about a 

prospective customer and about his/her offer before 
making a sales call.

Qualifying
Process of identifying good prospects and screening 

out poor ones.

Approach Salesperson meets the buyer for the first time.

Steps in the Selling Process 



Presentation and 
Demonstration

Salesperson tells the “value story” to the buyer using the 
customer-solution approach. 

Closing Salesperson asks the customer for an order.

Handling
Objections

Salesperson seeks Out, clarifies, and overcomes customer 
objections to buying.

Follow-Up
Occurs after the sale and ensures customer satisfaction and 

repeat business.

Steps in the Selling Process (Cont.) 



SALES PROMOTION  

Short - term incentives to 

encourage the purchase or 

sales of a product or a service. 



Consumer Promotion Tools

Samples: offers of a trial amount of a product. Example: Armani perfume 
tester; Milk coffee mini-pack.

Coupons: certificates that give buyers a saving when they purchase specified 
products. Example: Mobile text coupons: show this text to the counter and get 
20% off on all shopper’s world items. Argos.

Price packs: offers consumers savings off a regular price of a product. 
Example: 15TK off the MRP for Harpic 500 ml. 

Premiums: goods offered either for free or at a low price as an incentive to buy 
a product. Example: Hair Dryer free with Dove Shampoo; Tissue roll free with 
Shakti. 

Sweepstakes: When the consumer buys a product/service, they submit their 
names for a draw to win something. Example: Harpic toilet expert challange. 
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Trade Promotion 

Discount Allowance

Free 
goods

Specialty 
advertising



DIRECT MARKETING

Connecting directly with 

carefully targeted segments or 

individual consumers, often on 

a one-to-one, interactive basis. 



Direct Marketing 

A marketing channel without 
intermediaries

An element of the promotion mix

Fastest-growing form of marketing



Forms of Direct Marketing 





Thank you very much…….

I had a wonderful experience teaching all of you.


