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Lecture Objectives

Define the five promotion mix tools for communicating customer value.

The Promotion Mix Jraadl dod Jlas] § dodseiunadl (2o Al gpall uesdl lgadl Casyas

Discuss the changing communications landscape and the need for integrated marketing
communications.
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Outline the communication process and the steps in developing effective marketing
communications.
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Explain the methods for setting the promotion budget and factors that affect the design of the
promotion mix.
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* The promotion mix represents the set of tools that marketers use to interact and communicate with customers and other stakeholders. To enable the

company to deliver a clear and compelling message, promotional tools must be carefully coordinated within the concept of integrated marketing
communications.
Accordingly, the promotion mix consists of five major tools:
1. Advertising: Any paid form of nonpersonal presentation and promotion of ideas, goods, or services by an identified sponsor. Advertising includes a variety of
media, such as: radio and television broadcasting, print media, the Internet, mobile devices, outdoor advertising, and other media. Advertising is characterized as
nonpersonal communication whose cost is borne by the sponsor for the purpose of presenting and promoting ideas, products, or services.
2. Sales promotion: Short-term incentives aimed at encouraging the purchase or sale of a product or service. Sales promotion includes multiple tools, such as:
discounts, coupons, offers, demonstrations, and events. These tools are used to provide a direct, short-term incentive that helps encourage customers to
purchase or supports sales activities.
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3. Personal selling: The personal presentation provided by the company’s sales force for the purpose of engaging customers, making sales, and building customer

relationships. Personal selling includes: sales presentations, trade shows, and incentive programs. Personal selling relies on direct interaction between the sales
force and customers, which helps in understanding their needs, completing sales transactions, and developing ongoing relationships with them.

4. Public relations: Building good relationships with the company’s various publics by obtaining favorable publicity, building a positive corporate image, and
handling or preventing unfavorable rumors, stories, and events. Public relations tools include: press releases, sponsorships, events, and web pages. The role of
public relations focuses on managing the company’s relationships with its various publics, supporting its corporate image, and handling information or events that

may negatively affect it.

5. Direct and digital marketing: Engaging directly with carefully targeted individual consumers and customer communities to obtain an immediate response and
build lasting customer relationships. Direct and digital marketing tools include: direct mail, email, catalogs, the Internet, social media, mobile marketing, and
other media. This type of marketing is characterized by directing communications precisely toward specific consumers and communities, with a focus on
generating a direct response and maintaining long-term relationships.
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* Each category of the promotion mix represents specialized tools used to communicate with customers. These tools differ in their nature and methods
of use: advertising relies on paid, nonpersonal communication media; sales promotion relies on short-term incentives; personal selling relies on direct
interaction with customers; public relations relies on building a positive corporate image and favorable relationships with various publics; and direct
and digital marketing relies on targeted communication, generating immediate responses, and building ongoing relationships. Therefore, the company
selects the appropriate combination of these tools in accordance with its communication objectives and target customers.

* Marketing communications are not limited to the five promotional tools; rather, they extend to other elements that convey messages to buyers. These
elements include: product design, product price, package shape and color, and the stores that sell the product. These elements communicate messages
to customers about the product and the brand, even when they are not direct promotional tools.

* The promotion mix represents the primary activity related to engaging and communicating with customers, but it does not operate separately from the
other elements of the marketing mix. Therefore, the entire marketing mix, which includes: promotion, product, price, and place, must be coordinated.
This coordination achieves the greatest possible impact of marketing communications because all elements of the marketing offering contribute to
shaping the message delivered to the customer.
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* The marketing communications environment is changing significantly and rapidly. Consumers no longer rely on a limited number of media to obtain
information about products and brands; rather, they are exposed to a wide range of messages through multiple communication channels. Therefore, companies
need to coordinate their messages and communication channels to present a clear, consistent, and compelling image of the organization and its brands.

* Integrated marketing communications involve the careful coordination of the various communication channels used by the company to deliver a clear,
consistent, and compelling message about the organization, its products, and its brands.

* This approach is based on integrating various promotional tools so that they all work in the same direction instead of delivering inconsistent or disconnected
messages to customers.

* Consumers receive multiple messages about a brand from different sources, such as traditional advertising, websites, social media, mobile devices, product
design, packaging, and their experience with the company. From the consumer’s perspective, all these messages represent part of a single message about the
brand. Therefore, conflicting messages from different sources may create an unclear image of the company or the brand.

* Integration among communication channels helps to: unify the marketing message, strengthen brand identity, prevent inconsistencies among different
messages, increase the clarity of the value delivered to the customer, and build more consistent relationships with consumers.
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The nature of marketing communications is changing as a result of three main factors: changing consumers, evolving marketing strategies, and advances in
communication technology.

First) Changing consumers: The widespread adoption of digital and wireless technologies has increased consumers’ knowledge and their ability to communicate
and access information about products and brands. Consumers now use the Internet and social media to search for information, compare alternatives, and
communicate with others. They have also become more capable of selecting the marketing messages they wish to receive and avoiding unwanted messages.
Second) Changing marketing strategies: Market fragmentation has led companies to move gradually away from undifferentiated mass marketing and toward
marketing programs that precisely target specific markets and segments. These programs rely on understanding customers’ needs and characteristics, building
close relationships with them, and delivering messages that are more relevant to their interests. Consequently, marketing communications have shifted from
delivering a standardized message to broad audiences to providing specific messages to smaller groups of customers.

Third) Changing communication technology: Smartphones, the Internet, social media, and other digital technologies have provided new channels for
communication and interaction between companies and customers. Consumers have become active participants in the communication process rather than
merely recipients of marketing messages; they can participate in brand-related conversations, create content, and share it with others.
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* The Shift from the Traditional Model to the New Model: The traditional marketing communications model relies on mass media, such as television,
newspapers, and magazines, to reach large numbers of consumers with standardized messages. In contrast, the new model relies on more targeted,
interactive, and social communications that enable companies to reach specific groups and deliver content suited to their interests while encouraging
participation and interaction. This shift does not mean abandoning traditional media; rather, it involves integrating them with digital, social, and mobile media
within an integrated communications mix.

* Media Audience Fragmentation: The proliferation of communication channels has distributed audiences across television channels, websites, social networks,
applications, video platforms, and mobile media. This fragmentation makes it more difficult to reach broad audiences through a single medium, but it enables
marketers to target specific groups with more precise and relevant messages.

* Integration of Marketing Communication Media: Companies integrate traditional communication media, such as television and print advertising, with digital
media, such as websites, social media, digital video, and mobile applications. This requires selecting media that suit the characteristics of target customers
and coordinating the messages delivered through them to ensure consistency and create a unified and coherent brand experience, regardless of the channel
through which the customer interacts.
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Engaging Consumers in Marketing Communications:
Marketing communications have shifted from a one-way
model, limited to sending messages from the company to
the consumer, to a multidirectional model based on
involving consumers in brand conversations and
encouraging them to interact with and share content. This
model includes:

Company-to-consumer communication.

Consumer response to and interaction with the company.
Communication among consumers.

Creating and sharing brand-related content.

Thus, the consumer is no longer merely a recipient of
marketing messages but has become an active partner in
shaping the brand’s meaning and building its message.
Content advertising represents an approach suited to the
new marketing communications environment and is
defined as: creating brand-related messages and
conversations that aim to engage consumers and blend
with the surrounding content to become part of it.
Instead of appearing as a separate message that
interrupts the consumer’s experience, content advertising
is integrated into the communication environment in
which it appears, helping to attract consumer attention,
encourage interaction, and strengthen engagement with

\ the brand.

method

 The new marketing communications model: ethod's successtul and
long-running “Clean happy” campaign began as an online-only effort and still
telies heavily on digital and social media, supported only by carefully targeted
tegional cable TV ads in selected markets.
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* Consumers receive multiple marketing messages through advertising, personal selling, public relations, sales promotion, websites, social media, and mobile
devices. They view these messages collectively as a source of a single image of the company and its brands; therefore, inconsistencies among these messages
may create ambiguity in the brand image and market positioning and weaken customer relationships.

* The likelihood of message inconsistency increases when different departments and agencies independently implement communication tools. An external
agency may handle advertising, the sales department may manage personal selling programs, while other parties may be responsible for public relations and
digital channels. Therefore, achieving consistency requires coordinating all the tools, channels, and touchpoints through which customers interact with the
brand.

* Integrated marketing communications are defined as: the careful integration and coordination of the multiple marketing communication channels used by the
company to deliver a clear, consistent, and compelling message about the organization and its brands. Integration is not limited to standardizing the format or
wording of advertisements; rather, it includes coordinating all communication tools, channels, and touchpoints so that the messages reinforce one another
and provide a coherent brand experience.
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Coordinating Brand Touchpoints: Touchpoints include every experience that
enables customers to see the brand, obtain information about it, or interact
with it. The most prominent touchpoints include: advertising and media, the
sales force, websites, social media, mobile applications, customer service,
stores and retail outlets, packaging and product design, and the experience
of using the product and interacting with the brand. Each touchpoint plays a
role in shaping customer perceptions, even if it does not take the form of
direct advertising. Therefore, all touchpoints should deliver consistent
messages that reinforce one another, thereby contributing to building a
unified image and establishing a clear brand position in customers’ minds.
The Importance of Integrated Marketing Communications: Integrated
marketing communications help to:

Unify messages across different channels.

Reduce confusion resulting from conflicting messages.

Present a clear and consistent image of the company and its brands.
Strengthen the brand’s position in customers’ minds.

Increase communication impact through the integration of tools.

Build stronger and more consistent relationships with customers.

Thus, effective integration is based on viewing all elements of the customer
experience as influential communication tools and then coordinating them
to deliver a clear and compelling message and a coherent brand experience.
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Pokémon Go: Optimizing Offline-to-Online Marketing

The contemporary communications environment requires companies to coordinate all
messages, channels, and customer contact points. Integrated Marketing Communications
achieves this coordination by delivering a clear, consistent, and compelling message
through different tools. The Pokémon Go case shows that integration may extend beyond
coordinating traditional and digital media. The game combines mobile technology,
geographic location, and physical places to create a unified experience that engages users
and connects digital marketing with real-world behavior.
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Pokémon Go combines the online and offline platforms to give
users an outstanding experience.
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Integrated Marketing Communications coordinates advertising, personal selling,
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public relations, sales promotion, and direct and digital marketing to deliver clear,  JBlo &l Gug 231y alall Gowilly (Olamall Jaiidy cdolall Ml

consistent, and compelling company and brand messages.
Lowe’s “Never Stop Improving” campaign applies this concept by integrating:
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These channels work together to extend message reach, provide useful content,
encourage customer engagement, and maintain one consistent meaning for the
Lowe’s brand.

Carefully blended mix of promotion tools

Personal
selling

Today's custormners are bombarded
by brand content from all directions.
For example, think about all the ways
you interact with companies such as
Mike, Apple, or Coca-Cola. Integrated

Advertising

- marketing communications means
4 that companies must carefully
Consistent, clear, coordinate all of these customer

and compelling

touch points to ensure clear brand

company . messages.
Sales and brand Public .
promotion messages relations
& Direct and J
digital

k marketing
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@ Integrated marketing communications: The Lowe’s “Never Stop
Improving” campaign integrates the clout of big-budget traditional
media with the power of social media to create personalized,

real-time customer engagement. /
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» Effective marketing communications involve understanding the communication process, identifying the target
audience, and developing a message capable of producing the desired response. The process begins with the
target audience because audience characteristics influence decisions concerning what the company communicates,
how it communicates, when and where communication occurs, and who delivers the message.

* To communicate effectively, marketing communicators need to understand how the communication process
works. This process consists of several interconnected elements that move the message from the company to the
target audience and return information about the audience’s response.

* The marketing communication process consists of nine major elements. It includes two major parties, the
sender and the receiver; two major communication tools, the message and the media; and four major
communication functions, encoding, decoding, response, and feedback. The final element is noise.

There is a lot going on in this figure! For example, apply this model to McDonald’s.

To create great advertising—such as its long-running “i'm lovin’ it” campaign—McDonald’s
must thoroughly understand its customers and how communication works.
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{Elements of the Communication Process
* The marketing communication process consists of nine interrelated
elements. It begins with preparing and sending the message and ends with
evaluating the audience’s response and the factors that may affect its
understanding.
* First: Sender: The party that prepares the message and sends it to the
target audience. For example, McDonald’s represents the sender because it
is the entity that determines the advertising idea and directs it to consumers.
* Second: Encoding: The process of converting the idea to be
communicated into words, images, sounds, and symbols capable of
conveying the intended meaning. In the McDonald’s example, the advertising
agency transforms the company’s ideas into advertising content that includes
verbal, visual, and auditory elements.
* Third: Message: The set of words, images, sounds, and symbols that the
sender transmits to the target audience. It represents the actual content that
consumers see or hear in a McDonald’s advertisement.
*  Fourth: Communication Media: The channels through which the message
moves from the sender to the receiver. The company may use one medium
or several media, such as television and other communication channels
appropriate for the target audience.
* Fifth: Decoding: The receiver’s interpretation of the words, images,
sounds, and symbols contained in the message. For example, a consumer
may conclude from a McDonald’s advertisement that it offers good meals at
prices suitable for families. The interpretation of the message is influenced
by the receiver’s experiences, beliefs, and understanding of symbols;
\therefore, the meaning derived may differ from one consumer to another.
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( Sixth: Receiver: The party that receives the message. In this
example, the receiver is the customer who watches the McDonald’s
advertisement and is exposed to its marketing content.

* Seventh: Response: The cognitive, emotional, or behavioral
reactions that occur after the receiver is exposed to the message.
These may include: an increased preference for McDonald’s, a
greater likelihood of visiting one of its restaurants, or taking no
action in response to the message. Thus, the response is not limited
to an immediate purchase but includes any change resulting from
exposure to the message.

* Eighth: Feedback: The part of the receiver’s response that is
communicated back to the sender and provides information about
the effect of the message. It may take the form of remembering or

discussing the advertisement, contacting the company, or visiting &%
one of its restaurants. Feedback helps the company evaluate F¥§

whether the message has reached the audience and succeeded in
generating the desired response.

* Ninth: Noise: The set of unplanned factors that may interfere
with the communication process or result in a meaning different
from that intended by the sender. Noise may occur because the
consumer is distracted or does not understand some of the ideas
and symbols presented in the advertisement. Accordingly, the
effectiveness of the communication process depends on the
sender’s ability to encode the message clearly, select the
appropriate medium, ensure that the receiver understands it,
Q)nitor the receiver’s response, and minimize sources of noise.
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( Conditions for Effective Marketing Communication: Marketing communication is

effective when the sender’s encoding process corresponds with the receiver’s
decoding process; that is, when the audience understands the message in the
meaning intended by the company. This requires using words, images, and symbols
that are familiar to the target audience and appropriate to their experiences and
perceptions. Achieving this correspondence becomes more difficult when the
experiences of those preparing the message differ from consumers’ everyday
experiences. Therefore, the audience’s field of experience should be understood,
and the message should be designed in a manner consistent with their language,

beliefs, and attitudes.

Designing the Message from the Receiver’s Perspective: The effective marketing
communication process begins with understanding the target audience and
determining the desired response, followed by designing the message and
selecting the appropriate communication medium. This requires communicators
to: understand the experiences and characteristics of the target audience,
determine the desired response, encode the message in a clear and interpretable
manner, select communication media capable of reaching the target audience, and
develop feedback channels to measure and evaluate the response. Applying these
steps increases the likelihood that the message will be understood as intended,
reduces the possibility of misinterpretation, and enhances its ability to achieve its
communication objectives.
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(The major steps in developing effective marketing communications are:

1. Identifying the target audience.

2. Determining the communication objectives.

3. Designing the message.

4. Choosing the communication media.

5. Selecting the message source.

6. Collecting feedback.

1) Identifying the Target Audience

The marketing communication process begins with a clear identification of
the target audience. The audience may include: potential buyers, current
users, purchase decision-makers, purchase influencers, individuals, groups,
specific publics, the general public.

The target audience strongly affects the communicator’s decisions
concerning what will be communicated, how it will be communicated, when

and where the communication will occur, and who will deliver the message.
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{ 2) Determining the Communication Objectives \

* After defining the target audience, the marketing communicator determines the desired response. In many cases, the final response is purchase. However,
purchase results from a longer consumer decision process. The target audience may be at any stage of buyer readiness. The communicator must therefore identify
the audience’s current stage and determine the stage toward which the audience should be moved.
* The buyer-readiness stages are the stages consumers normally pass through on their way to making a purchase. These stages are: Awareness. Knowledge.
Liking. Preference. Conviction. Purchase. Consumers do not necessarily move through these stages at the same speed. Communication objectives therefore differ
according to the target audience’s current stage.
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Awareness: The target audience may be
completely unaware of the product or
organization. In this situation, the communicator’s
initial objective is to build awareness. Awareness
building may begin with establishing recognition of
the product or brand name. This stage provides the
foundation for movement toward the later stages.
Even simple awareness-building messages may
require time before they produce the desired
result.

Knowledge: The target audience may recognize the
company or product but know little about it. The
company must then move the audience from
simple awareness toward knowledge of the
product, its characteristics, and its value. This
requires information that helps consumers
understand what the product offers, how it differs

from alternatives, and which benefits it provides.

@ Moving customers through the buyer-readiness stages: To create
awareness, knowledge, preference, and purchase for its newly reformulated
BigG cereals, General Mills launched a major “Love Cereal Again” campaign.
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{3) Liking

After developing awareness and knowledge, the
company needs to understand how the audience feels
about the product. If the audience knows the product,
does the audience view it favorably?

Liking involves creating a favorable attitude toward the
product or brand. If the audience does not like the
product, the company must identify the underlying
problems and address them.

Communication alone cannot compensate for actual
product weaknesses. The product must first be
improved, after which communication can present its

value.

@ Moving customers through the buyer-readiness stages: To create
awareness, knowledge, preference, and purchase for its newly reformulated
BigG cereals, General Mills launched a major “Love Cereal Again” campaign.
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4) Preference: The target audience may like the product

but fail to prefer it over competing alternatives. The
communication objective is then to build consumer
preference for the brand. The company may build
preference by emphasizing: quality, value, performance,
other distinctive product characteristics. Campaign
success can be evaluated by measuring changes in
audience preference after exposure to the
communication.

5) Conviction: The audience may prefer the product but
may not yet be fully convinced to buy it. The
communicator’s task is to transform favorable attitudes
and preference into conviction. At this stage, the
reasons for

message provides stronger purchase,

reduces hesitation, and builds confidence in the

product and brand.

AN

® Moving customers through the buyer-readiness stages: To create
awareness, knowledge, preference, and purchase for its newly reformulated
BigG cereals, General Mills launched a major “Love Cereal Again” campaign.
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convinced about the product but still fail to make the
final purchase. Consumers may wait for additional
information, postpone action, or hesitate before
making the decision.

The communicator may lead these consumers toward

purchase by:

offering special promotional prices, sLadl die Olpe of @b REREAR

* providing purchase rewards or premiums, el) Bagdoee oy d>U)
Ologlaall (e ze @il Juosdl 2o Juol gl
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» offering a limited product trial,

* contacting customers with further information,

* encouraging final action.

® Moving customers through the buyer-readiness stages: To create
awareness, knowledge, preference, and purchase for its newly reformulated
BigG cereals, General Mills launched a major “Love Cereal Again” campaign.
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(3) Designing the Message

After defining the desired audience response, the marketing
communicator begins developing an effective message. Ideally, the
message should attract attention, hold interest, arouse desire, and
obtain action. This sequence is known as the AIDA model, which
consists of:

1. Attention.

2. Interest.

3. Desire.

4. Action.

In practice, few messages move consumers through the entire process
from awareness to purchase. However, the AIDA model identifies the
desirable qualities of an effective marketing message. When developing
a message, the communicator makes decisions concerning:

* Message content: What to say?

* Message structure: How to present the message logically?

* Message format: How to present the message symbolically?
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(° Message Content

* The marketer must determine the idea or appeal that will achieve 4559 . dgllas)l hlxiwdl 385 (J) dudlx]l 91 8,5l dodosd Bgunall e cpais @
the desired response. There are three main types of appeals that can ¢doMaall dodl) (bl (§ Lgalisuiul O & Ol e dusy &\537 &
be used in a message: rational appeals, emotional appeals, and LAY dodlad! cdaab lall dudlsd)
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* An example of a rational appeal is an automobile company’s B lo 8y guar 43159 Tiell yailas e 355 ahle 9l ddsceod
advertisement that focuses on the vehicle’s quality, fuel economy, Ao lginedl delud dualing duadly bl @85 Ao dodlddl ode daialy e
and value. Some advertisements also use questions or statements D8l sty el s
that directly emphasize the product’s features and performance.

* This appeal relies on presenting factual and logical reasons that help
consumers evaluate the product and make a decision.
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motivate consumers to purchase. These appeals may range from love, joy, and humor on
the one hand to fear, guilt, and shame on the other. Marketing communicators use positive
emotional appeals through messages involving: love, pride, joy, and humor.

* Messages may also use negative emotions, such as fear, guilt, or shame, to encourage
individuals to perform actions they should take, such as brushing their teeth or undergoing
health examinations, or to stop engaging in actions they should avoid.

* Humor helps attract attention and makes an advertisement more appealing and
memorable. Some marketers believe that humor helps build a positive association between
the consumer and the brand. However, humor must be used carefully; inappropriate use
may draw attention away from the product or the core marketing message.

* Fear appeals can be effective when used at an appropriate level. Fear may encourage
consumers to pay attention to a particular problem and take action regarding it. However,
excessive use of fear may produce the opposite effect; if the message is excessively
frightening, the audience may avoid it or reject its content. Therefore, a balance must be
achieved whereby fear is strong enough to attract attention without causing consumers to

disengage from the message.
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Moral Appeals: These appeal to the audience’s sense of what is right and
appropriate. These appeals are used to encourage individuals to support social
causes, such as:

Providing a cleaner environment.

Promoting better human relations.

Achieving equality.

Helping those in need.

These messages link the desired behavior to the ethical values or social
responsibility embraced by the audience.

Rational and emotional appeals do not always operate separately. Some messages
may combine the product’s functional benefits with the emotions evoked by the
brand.

The impact of a message also varies from one market to another and from one
audience to another. Therefore, the communicator needs to select the appeal that is
appropriate to the audience’s characteristics, the nature of the product, and the

desired response.

iliay oo 92 by Hagell pelus] ] Az gl [ABUSYI dodladl
e cdaslosizl blad aed e 51,391 o dudladl odn pusuiuds

Aol 4T dny pdg3

ALY BMa! 5325

Blgluall G

S VEINIE RV oW

A ggunall ol LY @uilly Lglhaodl Joludl oo Jiludl oda oy
seed! g 31 delaxzd)

DA daind dad &5l Alniie Bygra duablally AdMas)l dudldl Jaxs Y
dlall Wopts (@ elially el Lddsgll pdlall o goadl e il
Aoyl

gloe s 3T Ul geexr 009 3T Ul Gome oo l) 80 iz LS
daudog )ggadl aSlas po pedl QI dudld) Hlas I JLasl @3lall
Agllaa)l hlmiwdlg il




Chapter

07

Steps in Developing Effective Marketing Communication MIDOC EAIl
3.]“”2\5&...:3“3&)’%‘)3#0‘1' UNIVERSITYI'

Message Structure: After determining the message content, the
communicator decides how to address three issues related to the
message structure:

The first issue involves determining whether the communicator should
present the conclusion explicitly or allow the audience to draw it
independently. Some research suggests that allowing buyers to ask
qguestions and reach their own conclusions may lead to greater
engagement. However, this depends on the nature of the audience, the
product, and the message.

The second issue involves determining whether the message should
present only the product’s strengths or present both its strengths and
limitations. A one-sided message, which presents only the product’s
strengths, is often more effective in sales presentations. In contrast, a
two-sided message, which acknowledges certain shortcomings while
presenting the product’s strengths, may be more appropriate when the
audience is well educated or likely to be exposed to opposing claims.
Acknowledging a familiar weakness may enhance the credibility of the
message, particularly when this acknowledgment is followed by a
presentation of the product’s key strengths.

The third issue concerns the order of arguments within the message.
Presenting the strongest arguments first may attract attention, but it may
cause the message to end less effectively. Presenting the strongest
arguments at the end may help build the message gradually and lead to a
strong conclusion. The choice between the two approaches depends on
the nature of the message, the audience, and the medium used.
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{° Message Format: The marketing communicator needs to select a strong format
for the message. The elements of the format vary according to the communication
medium used.

* Print Advertisement Format: In a print advertisement, decisions must be made
regarding the following: the headline, copy, illustration, and colors. To attract
attention, elements such as novelty and contrast, eye-catching images and
headlines, distinctive formats, message size and position, colors, and movement can
be used. These elements work together to attract attention and facilitate message
comprehension and recall.

* Radio Message Format: When the message is delivered through radio, the
following must be selected: words, sounds, and voices. The way words are spoken
and the tone of voice are highly important because listeners rely solely on audio
elements to understand the message.

* Television or Personal Message Format: If the message is delivered through
television or in person, all the preceding elements must be planned, in addition to
body language. The message presenter must pay attention to: facial expressions,
gestures, clothing, appearance, posture, and hairstyle. These elements influence
how the audience interprets the message and the degree of credibility it assigns to
it.

* Message Format through the Product or Packaging: If the message is conveyed
through the product or its packaging, several elements must be considered,
including: texture, scent, color, size, and shape. Color plays an important role in food
communications; when consumers see a glass of a peach-containing beverage, their
perception of its taste may be influenced by the beverage’s color. Thus, packaging is
not merely a container for protecting the product; rather, it is a communication
Cdium that conveys meanings related to the product and the brand.
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® Message format: To attract attention, advertisers can use novelty

and contrast, eye-catching images and headlines, and distinctive
formats, as in this Reese’s ad.
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After designing the marketing message, the communicator identifies the appropriate
channels and media for delivering it to the target audience. Communication channels
are divided into two main types: personal communication channels and nonpersonal
communication channels. Personal channels differ from nonpersonal channels in the
nature of the interaction between the parties involved, the extent to which the

message can be customized, and the way it reaches the audience.

1- Personal Communication Channels

Personal communication channels operate when two or more people communicate
directly with one another. This communication may occur: face-to-face, by telephone,
through mail or email, via online conversations, or by using other forms of direct
communication.

Personal communication channels are effective because they allow the message to be
delivered individually and enable direct feedback from the receiver.

Personal communication channels are defined as: channels through which two or
more people communicate directly with one another, including face-to-face

communication, by telephone, through mail, email, or online conversations.
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may operate through independent parties over which the company has no control. For
example, the company’s salespeople communicate directly with buyers in the target
market. These communications represent personal channels controlled by the
company. In contrast, some personal communication channels consist of parties that
are not directly controlled by the company, such as: independent experts,
independent consumer advocates, buying guides, friends, family members, colleagues,
and other consumers who communicate with target buyers.

Word-of-Mouth Influence: The influence of personal communication between buyers
and the target audience is known as word-of-mouth influence. This influence occurs
when people exchange information and opinions related to products and brands.
Word-of-mouth communication can have a significant influence on purchasing
behavior because consumers may place greater trust in the recommendations of
others than in messages delivered directly by companies.

Word-of-mouth influence consists of: personal communications about a particular
product between target buyers and neighbors, friends, family members, colleagues,

and other consumers.
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f° Personal communication influence is particularly important in the following situations:

* When products are expensive.

* When purchasing the product involves certain risks.

* When the product is visible to others.

* When the product is difficult to evaluate before purchase.

* In such cases, consumers seek information from people they trust or from customers who
have previous experience with the product.

* Consumers can also obtain opinions and recommendations through websites and social
media, where they can review the experiences and evaluations of others before making a
purchase decision.

* Opinion Leaders: Some individuals have a significant influence on the attitudes and
purchasing behavior of others. These individuals are known as opinion leaders because their
opinions and recommendations spread among the members of the groups and communities to
which they belong. Companies attempt to identify opinion leaders associated with their
products and brands and then direct their marketing efforts toward them. Companies may
provide them with products, information, or experiences that encourage them to share their

opinions with others. Opinion leaders are not limited to prominent figures; they may also be

@inary consumers who have the ability to influence those around them.
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f° Marketers use buzz marketing to engage opinion leaders and Sl 836 ] Bug dnledl ddladl e Codmll Gpamdl @rowdl 098 gunell pusi -\
encourage them to spread information about products and services gl J31 Oledsdly wlxiadl e Ologlandl s L egauxily
within their communities. elyhuw 0gis0 5y Jaald (ST 8318 Gllaiiu! 1l dyyloedl dedladl e Codl) (Gamll Broanidl 3525 o
* Buzz marketing is defined as: enlisting opinion leaders to serve egilaaize S50 gilodsg A5l Wl e @loglaadl 09 iy Cumey ¢dylaidl AoMal)
as brand ambassadors who spread information about the stz e Yo AWlayl 25§ oSHlie JI opy3sell (iSlgiuwall g (Je Okl lia eluy o
company’s products and services within their communities. AS 8 e 8 il ydual Gl oYLl e (o8I
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* Social media expand the scope of word-of-mouth Sloglaally Ol asdl Jals e dlaadl gumad] dd)l @lanineg ilxae OB pasud @iy

communication, as consumers can share an experience or opinion Al ANl dilasal!

Make your customers the
with a large number of individuals in a short period. Social face of your brand

networks enable individuals to: post reviews, share usage

experiences, provide recommendations, discuss products and p

brands, and influence the decisions of other consumers. Therefore, ‘ '
, , N N BzzAgent

companies use their pages and digital communities to encourage a dunnhumby company :
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® Buzz marketing: Social marketing firm BzzAgent turns a brand’s actual users into
\ influential brand advocates. )

customers to exchange brand-related experiences and information.
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(2- Nonpersonal Communication Channels: These are media that carry
messages without personal contact or direct feedback and include major
media, atmospheres or designed environments, and events.

First) Major Media: These include various media capable of conveying
messages to broad audiences, including: print media, such as
newspapers, magazines, and direct mail; broadcast media, such as
television and radio; display media, such as billboards, signs, and posters;
and digital media, such as the Internet, email, social media, and mobile
devices. These media enable the company to deliver its message to a
large number of individuals without the need to communicate directly
with each person.

Second) Atmospheres: These are designed environments that create or
reinforce a buyer’s inclination toward purchasing a particular product. For
example, lawyers’ offices and banks are designed in ways that
communicate confidence and other qualities that customers may value.
Stores and service locations can also use interior design, layout, lighting,
and surrounding elements to convey a specific meaning about the
organization and its offerings. Thus, the physical environment performs a
communication role even in the absence of a direct advertising message.
Third) Events: These are planned occasions designed to communicate
messages to target audiences. Examples of events include: press
conferences, grand openings, shows and exhibitions, public tours, and
other events organized by public relations departments. Events help
provide information, attract public attention, and build a positive image
of the company or brand.

\_
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( 5) Selecting the Message Source oyl yhsae JL&ID."(O\

* In both personal and nonpersonal communications, the impact of the . . )
message depends not only on its content but also on how the target S o ladd lGaaae e dluyl w0 sty Y cdpasidl a9 duasidl OILaIl § o
audience perceives the communicator. Messages delivered by highly o (&l S5l . JLasY @@l ] Gagiuned! ysgendl L b &l Akl Lol
credible or well-known sources are more persuasive. i " i

*  For this reason, food companies enlist physicians, dentists, and other BLBYI e 8yu8 ST (1555 8¢ of ddliianll (pe dudle oy il jolian
healthcare providers to encourage these professionals to recommend Bley)l sdie oo ety Ol sLoly WYL dsldall pledl O paiad ! ligly @
specific food products to their patients. Companies also use i o
celebrities to deliver their messages, including athletes, actors, o2lose) Bade dliE Wl duogill Je manastiall $Y§s aumid Bug cdusuall
musicians, .and even Fartoon characters, because of their ability to Osiirwsally Oslionlly Osadlyl aging delily oai) alinll OB s WS
attract audiences and increase message exposure.

« Companies need to select celebrities carefully to represent their Al HLasl o9 Hggezdl Ll e 848 (e b Ogaiens ) (4 93, Oluasad! (3>
brands. The spokesperson’s fame alone is not sufficient; rather, the Gasiall Byed 4S5 Mo Al ledle Jiesd dibin ealaall Hlas J] Ol zlss o
source should be appropriate to the nature of the product, the brand i )
image, and the message the company seeks to communicate. L5 @ Alaly Ladladl 8509 gl dapda) Gaslio Hiaall 0550 OF gl s >

* Selecting an inappropriate spokesperson may lead to negative gasds 45,41
consequences, such as: ’

«  Embarrassing the brand. tie cdoden WS ] canliall a8 Saiall Hlasl o5 Wby

* Damaging its image. Ayt Al =] o

* Reducing the credibility of the message. i

» Negatively affecting the relationship with the audience. g oYl .

* Therefore, the fit between the selected personality and the brand Dyl Lblasas Juki5 o
becomes an essential element in the success of the message. )
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( 6) Collecting Feedback dazrlyll dydadl c&‘"("\

« After sending the message or other brand content, the communicator Wil dwl)s J) JuasV @@l zlise el dodlall Gbgizs o e 9T Dll Jlgy] day
needs to examine its effect on the target audience. This involves asking J# :lgie «cilgml (o A gazmn e ) ggadl 31,81 Ulgas CU3 (rauiaing .ol giunel! o3eexdl §
audience members about several aspects, including: Do they remember the ol eajgais b Slgig,Sin &l bladl b CGgixall lgaali By o Cgixall Og,Sin
content? How many times did they see the content? What points do they T4l duoylntdl oMl g Al 48 Ll egilalal b € (s gioxal|
recall? How do they feel about the content? What were their previous sde &3m0 IS (1o Sgixall e @WWI Joldl wld U] JLaiVb &Sl zlisn WS o
attitudes, and what are their current attitudes toward the brand and the sdc ¢33 U] @il e 1g8ao5 ol (el sue il g aal pdll jolxadl
company? aiadl 19y pddl Lo bseadl

* The communicator also needs to measure the behavior resulting from the gl ((de Wlpas Jo| U] ddgud] OYLaIYL ddlaiall dazl)l Ll (6285 W5 o
content by determining: the number of people who purchased the product, the il J31s g Al dladdl ccolodsdl cduds guinadl ¢S ad1 dedds (I (o2l (g2 Al
number of people who discussed the product with others, and the number of Uay G5 e g8y £oll 3l o dlazdl 508 (o juedl o eudil] 85 deludy o
people who visited the store. ke dladloally eDloall

* Feedback on marketing communications may lead to changes in: the
promotional program, the company’s offering, the product itself, services, and
in-store promotional activities.

* The evaluation results help distinguish between the campaign’s ability to

create awareness and its ability to achieve customer satisfaction and retention.
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After communication objectives, messages, and media have
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been determined, the company must make two major
decisions:

How much money to spend on promotion.

How to allocate the total promotion budget among the
major promotion tools.

Setting the promotion budget is challenging because
industries and companies differ greatly in their levels of
promotional spending. Some firms invest heavily in
reaching and influencing target audiences, whereas others
operate with limited promotion budgets.

There is no certain method for determining the appropriate
level of promotional spending. Companies therefore use
four major methods:

Affordable method.

Percentage-of-sales method.

Competitive-parity method.

Objective-and-task method.
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@ Setting the promotion budget is one of the hardest decisions
facing a company. Coca-Cola spends hundreds of millions of dollars
annually, but is that too little, just right, or too much?
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( First: Affordable Method:

* The affordable method is defined as: setting the promotion budget
at the level management believes the company can afford. Some
companies use this method by starting with total revenues,
subtracting operating expenses and capital expenditures, and then
allocating a portion of the remaining funds to advertising and
promotion. The affordable method largely ignores the impact of
promotion on sales volume. It also treats promotion as the last item in
the order of expenditures, although advertising and promotion may
play an important role in building demand and developing the brand.

* The main limitations of this method include: the lack of a link
between promotional spending and expected results, difficulty in long-
term planning, instability of the promotion budget from year to year,
and the possibility of reducing communication spending even when
the company needs to support it. For these reasons, the method may
result in a promotion budget that is either lower or higher than the
required level.

* Small companies often use the affordable method because they
believe that the company cannot spend more than its financial
resources allow. A small company begins by calculating total revenues,
then subtracts operating costs and capital expenditures, and
subsequently allocates a portion of the remaining funds to
promotional activities. However, this method makes promotional
spending dependent on the funds remaining rather than on the
company’s communication objectives and the market opportunities it

@es.
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The percentage-of-sales method is defined as: setting the
promotion budget at a specified percentage of current or
forecasted sales, or as a percentage of the unit selling price. This
method is easy to use and helps management consider the
relationship between promotional spending, the selling price, and
profit per unit.

This method offers several advantages: ease of budget calculation,
linking promotional spending to the sales available to the
company, helping management examine the relationship between
promotion costs, the selling price, and profit per unit, and
supporting competitive stability when competing companies
spend similar percentages of their sales on promotion.

Despite its simplicity, this method has several limitations. It views
sales as the cause of promotion rather than viewing promotion as
one of the factors that influence sales. The budget is also based on
the availability of funds rather than on market opportunities and
communication needs. This method may prevent the company
from increasing the spending necessary to address declining sales;
when sales decline, the promotion budget also decreases, even
though the company may need to increase promotional activity at
that stage. Furthermore, the method provides no logical basis for
selecting a specific percentage, other than the company’s past
practices or the practices of its competitors.
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The competitive-parity method is defined as: setting the
promotion budget to match competitors’ spending. Companies
monitor competitors’ advertising and estimates of promotional
spending within the industry and then set their budgets based on
the industry’s average spending or the spending level of a specific
competitor.

This method is based on two main ideas:

That competitors’ budgets may reflect the collective experience of
the industry.

That maintaining a spending level close to that of competitors may
help prevent promotional wars.

However, there is no guarantee that competitors know the
appropriate amount to spend better than the company itself.
Companies differ considerably in terms of their resources,
opportunities, objectives, and market reputations. Therefore, a
competitor’s budget may not be appropriate for the company.
Moreover, parity in spending does not guarantee the prevention
of promotional wars. Two companies spending the same amount
may achieve different results because of differences in the quality
of the messages, media, and strategies used.
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The objective-and-task method is defined as: developing the
promotion budget by defining specific promotional objectives,
determining the tasks required to achieve these objectives, estimating
the costs of performing these tasks, and then adding these costs to
establish the proposed promotion budget.

Under this method, the budget is determined through three main
steps: defining specific promotional objectives, then determining the
tasks required to achieve each objective, and finally estimating and
adding the costs of performing these tasks. The total cost of the tasks
represents the proposed promotion budget.

This method requires management to clarify the relationship
between: the funds spent by the company, the desired level of
message exposure, product trial rates, regular usage rates, and the
targeted communication and behavioral outcomes. Thus, the method
links the budget to the results to be achieved rather than linking it
solely to available funds, previous sales, or competitors’ spending.

The objective-and-task method is the most difficult method to apply
because management must precisely identify the tasks required to
achieve the objectives and then estimate the costs of these tasks. The
company also needs to answer questions related to the following: the
required communication tasks, the media that should be used, the
frequency of message exposure, the desired level of reach, and the
cost required to achieve the specified objectives. Despite the difficulty
of its application, this method provides a more objective basis for
setting the promotion budget.
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( Shaping the Overall Promotion Mix

* Companies differ greatly in the way they allocate the total
communications budget among promotion tools. One company may
emphasize advertising, whereas another may rely more heavily on
personal selling, sales promotion, public relations, or direct and digital
marketing.

* No single promotion mix is appropriate for every organization. Each
company develops a mix that fits its products, target markets,
communication objectives, and available resources. One promotional
tool may also substitute for another in some situations.

* The promotion mix is influenced by several factors, including:

* the nature of each promotion tool,

* the selected promotion-mix strategy,

* product and market characteristics,

* the customer’s stage in the buying process,

* the product life-cycle stage.
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( 1) The Nature of Each Promotion Tool

Each promotion tool has distinctive characteristics and costs. Marketers must
understand these differences when developing the appropriate promotion mix.
1-1) Advertising: Advertising can reach large, geographically dispersed
audiences at a relatively low cost per exposure. It allows the seller to repeat
the message many times and enables buyers to receive and compare the
messages of competing companies. Large-scale advertising can communicate
positive information about the company’s size, popularity, and success.
Because advertising is public, consumers may view advertised products as
more legitimate and widely accepted. Advertising is also highly expressive.
Companies can use images, sound, color, and other visual elements to present
products in an attractive manner. However, advertising is impersonal and
largely one-way. It is not as directly persuasive as personal selling. Audiences
can ignore advertisements, and advertising does not require an immediate
response. Some forms of advertising, especially large-scale television

advertising, can also be very expensive.
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( 1) The Nature of Each Promotion Tool S A Z23ell gl M(\\
1-2) Personal Selling L?a.‘iu"bll & (Y-)
* Personal selling is one of the most effective promotion tools at certain ddos oo dime J>lpe § ddeld (2og Al zsell Olgal 48T @asddl gl aad e
stages of the buying process, particularly in shaping buyer preferences, O3 3LS) g3 0gadng egilelidy pidnll Cadl Sl wie Loguas-g sl &l
convictions, and actions. AL
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and personal relationships. Effective salespeople consider customer Gl OY €OV ylan Gilawll ol oo ST I il adl Cllang e
interests in order to build lasting relationships. w2l pad) Ll oda COE O] (3 8 il doloviwl pidng Al ] retun

* Personal selling creates a greater sense of obligation than advertising & 899 (el ] &S5 Zlised 3] ARl daiye 8151 el ! Jiay (bl 39
because the buyer listens and responds directly, even when the response is &l 898 o= S Bole as,dl adaind Vg lanaxdy lgde dladlxally Lgoyuls
a refusal. Y BLY! ez S adaind WS ds

* However, personal selling is expensive. The company must recruit, train,
compensate, and retain a sales force. Sales-force size cannot be changed as
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1-3) Sales Promotion

Sales promotion includes a wide range of tools, such as: coupons, contests,
discounts, premiums, displays, other short-term incentives.

These tools attract consumer attention, provide information, and create
strong purchase incentives.

Sales promotion can add value to the offering and encourage immediate
action. Whereas advertising says, “Buy our product,” sales promotion says,
“Buy it now.”

Sales promotion is therefore used to:

stimulate rapid sales,

highlight product offers,

encourage product trial,

strengthen temporarily declining sales.

However, sales-promotion effects are often short-lived. Sales promotion is
usually less effective than advertising or personal selling in building long-

term brand preference and customer relationships.
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( 1) The Nature of Each Promotion Tool S A Z23ell lgal &a,.,.b(\\
1-4) Public Relations doladl Ml (€-)
* Public relations is highly credible. News stories, features, and events may Ole gub gally doylsYl jasadll 9ud U8 3] fdadiyell ddliuanll doladl OBl ol o
appear more believable than advertisements. UMY (o Baduail) AdsBg dundly AST W aallg

* Public relations can also reach prospects who avoid salespeople and Ogaiy (! ezl el opo AUl ] Jguogll doladl OBMa)l pdains S @
advertisements because the message reaches buyers as news, information, (&lust ol Gloglan 91 HusT 8yguo S o] Juad Ayl OY «bMeYly adl Jly
or an event rather than as direct selling communication. il (20 Jball 940 (§ a9

* Public relations can dramatize a company or product. When coordinated Grwd3 Jie g . guiel| 91 aSadl de se Bl sy doladl WBMl plaseiwl (Sasg @
with the other promotion tools, it becomes a powerful method for building 8yguall el (§ sy digd 8151 zrasas (209l ol nolie dudy pe daladl M
corporate image and communicating with company publics. Aalisall A8l paolez o Juolgilly A 5ol

* However, some companies treat public relations as a secondary activity, 9 il ol o g delall cHEMaI plaseiwl | O8I jan Jd «ild gog e
despite its potential for strong impact. ALolii0 g dw gy By gacy Caoddiunl 13 S9d S 3o Lo Lg5)ud 0L da>y




Chapter

07

( 1) The Nature of Each Promotion Tool

Setting the Total Promotion Budget and Mix
S A goielly o g AU Sl dlned! daud

MIDOCEAN

UNIVERSITYI'

1-5) Direct and Digital Marketing

Direct and digital marketing takes many forms, including: direct mail,
telephone marketing, catalogs, online marketing, mobile marketing, social
media.

These forms share several major characteristics:

Personal: The message can be customized for individual customers or
carefully selected audiences.

Immediate: Messages can be prepared and delivered rapidly.

Interactive: Direct and digital marketing enables dialogue between the
company and the customer. Messages can also be adjusted according to
consumer responses.

Targeted: The company can direct communications toward specific
consumers and customer communities rather than broad, undefined
audiences.

Direct and digital marketing is therefore well suited for building

individualized customer relationships and encouraging immediate

\ responses.
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( 2) Promotion-Mix Strategies S zoied! QWW‘(Y\
A company can choose between two major promotion-mix strategies: Push A=) Al :@33,&1\ U Wuﬁ e ] [ UM IR RRR W ES, | I LA | aaind
strategy. Pull strategy. Some companies rely primarily on one strategy, whereas Brgm ovudliwdl i) OBl jan pdsuld W8y odadl dexdliul (a8l
others combine both according to product and market conditions. B gadly giedl dasda) Bag lagiw §y3T 8% 2o Lo ¢l
2-1) Push Strategy 2l dex Sl Al (V-Y
* A push strategy uses the sales force and trade promotion to push the Sl Janidiy audl 899 pusiud duzgys Ao ! b 28l dixS Al ‘_syu .

product through marketing channels. A gudl Ol gidll pe i)l 80l
* A push strategy is: A promotion strategy that calls for using the sales force S lgdl laadl ] gz g Ay 5L clach poig «dlall slacl J| dalul) e F ST
and trade promotion to push the product through channels. 13V Lol (389 8l Al (§ duzmg Al Oladul pudy
* The producer promotes the product to channel members, and channel O9ginall & &yl Hlaxiy Aol Hlod & il o
members promote it to final consumers. ol o db Ly @geldy clawgll go6 ddrgudl dila il Tl d>gy G
* The process follows this path: Producer - Resellers - Consumers 09439
* The producer directs marketing activities toward channel members to oLl Sdginal) dag 68550 Byguay dpye g Al o
encourage them to: carry the product, promote it, give it favorable display 38lgdly dplxill (og,ally (paseidl audl e BAS dayy Al ode desaly e
space, sell it to final consumers. slawgll ] dondall
* This strategy relies strongly on personal selling, trade promotions, and
incentives offered to intermediaries.
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( 2) Promotion-Mix Strategies S zoied! QL“‘%SWH\’\
2-2) Pull Strategy Odand! dusSl Al (Y-Y
* A pull strategy is: A promotion strategy that calls for spending heavily on e BaS Ml &G gd (345 dmgyd Al (ol ol el (853

consumer advertising and promotion to induce final consumers to buy the b 3lsg il el e bl (Slgrund! G CBug cllgiual) zog Aly O
product, creating a demand vacuum that pulls the product through the BUAl pe il Coug (Jogud
channel. 13V Hluedl (3889 el Adas pudy
* The channel structure follows: O gSlgiuall & ]l
* Producer - Consumers OB 13 Slgie)l g3 mikedl e Bl Bygsas dx Ayl dggll OF V)
* However, promotional activities are directed from the producer toward Ol adlay @ @l S (e giedl OgSdgiall Cllay (Aad sl dase Sl
final consumers. If the pull strategy is effective, consumers demand the dl gl Clb (658 oy il (o Al Hlad ddlasg (Aol Hlxd (e A3
product from retailers, retailers request it from wholesalers, and 2299 Olgd pe miwdl asew
wholesalers obtain it from the producer.
* Consumer demand therefore pulls the product through the marketing
channel.
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In a push strategy, the company
“nushes” the product to resellers, ~——_

which in turn “push” it to consumers. T
.

—
——

Producer marketing activities Reseller marketing activities
(personal selling, trade (personal selling, advertising,

promotion, other) Retail q sales promotion, other)
- w Producer ﬁ ca e an -ﬁ Consumers
wholesalers

In a pull strateqy, the
company promotes
directly to final
consumers, creating Push strategy
a demand vacuum
that “pulls” the

product through the Demand Demand
channel. Most Producer _ Hetalers and _ Consumers
companies use some wholesalers

combination of push
and pull.

Producer marketing activities (advertising, sales promotion, direct and digital media, other)

Pull strategy
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The importance of promotion tools differs between consumer and business
markets.

Consumer-goods companies generally emphasize: Advertising. Sales
promotion. Personal selling. Public relations.

Business-to-business marketers generally emphasize: Personal selling. Sales
promotion. Advertising. Public relations.

This does not mean that advertising is unimportant in business markets or
that personal selling is unimportant in consumer markets. Rather, the
relative importance of each tool differs.

Advertising can perform important functions even when sales depend
primarily on salespeople. Advertising can: create product awareness,
explain product characteristics, provide preliminary information to
prospects, support company and salesperson credibility, make sales-force
activities more effective.

Personal selling also contributes to consumer-goods marketing by

persuading resellers to carry products, provide favorable shelf space,

\ display products, and promote them in stores.
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(4) Buyer-Readiness Stage ¢ fiuad Sl |;u_,,f(£\

* Promotion tools vary in effectiveness across buyer-readiness " )

* Advertising and public relations play important roles during ynally o)l Blompe (§ lagan g Aoladl BMally oMYl (5055 »
awareness and knowledge. i i i o

* Personal selling becomes more influential during liking, LYy Juzdilly Olmedl Ul § 15806 AST paseidl pudl ey
preference, and conviction. o) 97 llgiall 285 § aga 5o Slapeall basds 05

* Sales promotion plays an important role in encouraging purchase. ) i

« The buying process often begins with advertising and public @asidl adl IS e WU JaSod @3 caladl OBMNaly 0L Bole sl &l ddes TuSy o
relations and is then supported by personal selling and sales Slanal! JackiiGs
promotion. i

5) Product Life-Cycle Stage Tl Bl 890 dl>ya (0

* Promotion-tool effects also vary across product life-cycle stages. el Bl By95 Uolpe pe L s ©lgol @l Caliss

* Introduction Stage: Advertising and public relations build
awareness. Sales promotion encourages early trial, and personal Olagall Jacsds deluy biw ¢ £9)l sl rlio dalall ©BMallg ONeY) 090 1poatd] dlpe @
selling persuades resellers to carry the product. i)l Jamms slacg)l $UBY gasetd! ] iy gl 8,Seeall &ymeil) joss s

* Growth Stage: Advertising and public relations remain influential, -
while the need for sales promotion may decline as demand bids (] Azl (aasad W89 (558 LT 34k (3 deladl WBMly OMEY) jaiug tgaill A>pe o
increases. Al 83L) e Solagsel!

*  Maturity Stage: Sales promotion becomes more important relative . )
to advertising because consumers already know the product and Byan o 05350 gSlgiunall 0Y (ONeYL d5lae Slapall lacids dueal o135 il A>pe
the objective shifts toward maintaining preference and sales. Slagsoll s Aadlomally Juspiil e Bugll zravry cinell

* Decline Stage: Sales promotion may remain relatively strong, .
whereas advertising declines, public relations receive less dasdl Jaiy (MYl by dhuwd dgd damydy Olanel) sl el azlAl dlope e
attention, and salespeople provide only limited support. zoselly pleind) o0 GV Al g8 e W gaseal el g calall Bl
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