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Lecture Objectives

Define the role of advertising and public relations in the
promotion mix.

Explain the major decisions involved in developing an
advertising program.

Describe how public relations tools are wused to
communicate with various publics.

Explain the role of personal selling in delivering value and
building sustainable customer relationships.

Explain the personal selling process and identify the major
steps in sales force management.

Explain how sales promotion campaigns are developed and
implemented.

Define direct and digital marketing and explain their growth
and benefits.

Distinguish among the major forms of direct and digital
marketing.
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* Advertising represents an effective means of engaging, informing, and persuading of ‘&w|&&%}“&u¢wy| Biclus f YsS5S 4S8 olaws ”
audiences, whether the objective is to sell Coca-Cola products, help people quit Y el ST 8l Lol #1351 b ol Aealdl Jgull 08 ik

smoking, or educate people in developing countries about ways to adopt healthier s dl sl by eyl GlasYl gaiss de oMYl didsg natds

lifestyles. Thus, the function of advertising is not limited to achieving commercial Amally dge 31y duclazzd) sluay
objectives but extends to supporting social, educational, and health-related objectives. de gamms dodiid s cdaid JlacYl 0 e oMYl RECCIREPUCTTRS I
* The use of advertising is not limited to business companies; rather, it is used by a wide bl Osgall douydl at olodaiedl ilgie colgadl e dasls

range of entities, including: nonprofit organizations, professionals, social agencies, and onAl oMYl Slgnl sdp pusiady AsSodl lgdl szl

government bodies. These entities use advertising to promote their causes and address Aalises dougius sdlos Ablies alladl
different target audiences. sascall pe gy oyl ISl oy Fsdde JSi Sl oMYl 3l e

* Advertising is defined as: any paid form of nonpersonal presentation and promotion of of s a1 (09 Boudna ducly dgr Ao cslodis) of Al g 5550

ideas, goods, or services by an identified sponsor. This definition indicates that sl i syl Ciasany oY)

advertising has four essential characteristics: £ 9300 UL (3550

* Itisa paid activity. wasd pe Juall e dainy o

g g Ally Sledsdl of adudl of HEEY) @ia) pusviad @

Lodpdos (S &l dgr o Jduay 0

* It relies on nonpersonal communication.
* Itisused to present and promote ideas, goods, or services.

* Itis delivered by an identifiable sponsor.
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Marketing management must make four major decisions when developing an advertising program:

1.

2
3.
4

Setting advertising objectives.

Setting the advertising budget.

Evaluating advertising effectiveness.

Objectives setting

Communication
objectives *
Sales
objectives

-
-
-~
-~
-~
-~

broader set of marketing and company
decisions. Its job is to help communicate
the brand's value proposition to target
customers. Advertising must blend well
with other promaotion and marketing mix
decisions.

Developing advertising strategy, including message and media decisions.

Message decisions

Message strategy
Message execution

Budget decisions
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Affordable approach
Percent of sales
Competitive parity
Objective and task

=

Advertising
evaluation

Media decisions

Don't forget—adwertizing is only part of a |

Impact and engagement
Major media types
Specific media vehicles
Media timing

Communication
impact

Sales and profit
impact

Return on advertising
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1. Setting Advertising Objectives 0 O g oS! GIusdl w3y ol sl & s e

* The process of developing an advertising program begins with setting advertising a3ty ciagianall Byl Alaiall ALl LA ) Gluadl ols
objectives. These objectives should be based on previous decisions regarding the target o> MY Lgogy (&1 Aogall 33 SHLAN sds 0 £ gadll zssally
market, positioning, and the marketing mix, because these decisions determine the role S gl ol

that advertising performs within the overall marketing program. J5ear g Wiloxd] cmy Badee ALyl sl Y gl e e

* An advertising objective is defined as: a specific communication task to be AANEY! Glaad] il Sy Bodons duko) B8 M cpme Lol

accomplished with a specific target audience during a specific period of time. lﬁ‘ﬁj G506 I syl Layid o
Advertising objectives can be classified according to their primary purpose into three Y eyl
types: (SWYIOMeY .
* Informative advertising. (SSI OMeY o
* Persuasive advertising. Ao yally (adliall Ay cuinall dages s Comsbiall Bagll sl daimsg  ®
* Reminder advertising. ogedl S Lghning L gllaadl dlxialy «(Bgenll 3 el g e 3l
* The selection of the appropriate objective depends on the nature of the product, the Codgiwal

degree of competition, the stage the product has reached in the market, and the

response to be achieved among the target audience.
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* Informative advertising aims to provide information about the product or lo alaal Josdy 45l lgauds )1 dasdll Boudl Cinyaiy cdoylantdl
brand and inform the market about the value offered by the company. Its £ ¢S, 215 guinald Ayl AaMadl 800 sbiy ¢ rand! Ao Jlia) db
objectives include: communicating customer value, building the brand image el 81 qiioll Jas kS s ik e 35753 Gyl
of the product and the company, informing the market about a new product, Sl Chiog Gl 3 5 g Bgedl P civoll Bt
explaining how the product works, suggesting new uses for the product, Al ole Lyl 5 o ladl pslg
informing the market about a price change, describing available services and Sloiiall (po Bogdar &5 b i 5 Ay (DY OMeY! pusiin o
support, and correcting false impressions. gl Of &l a9 S il sy 3 Bagll ek G cBgedl 3
* Informative advertising is used extensively when introducing a new product 30 b e deMle 5 Mgiucel! £U3) e Ayl @}5333’ RN
category to the market, where the objective is to build primary demand. This el il Ayl ezl iy e 355 o clmdlio dodle
means that the advertising task does not initially focus on persuadin . - - . . -
& Y P & pie Al i e dodiall Slaglaall aeludy lgady I adlialls
consumers to purchase a particular brand rather than a competing brand; ogeatl] o a)l dagd ) Lilul egminds csdhosd] (S) 5,2

instead, it focuses on introducing the product to the audience, explaining how

it is used, and presenting the benefits it provides. The information presented

helps reduce customers’ lack of knowledge and provides them with a basis for

understanding the value of the marketing offering. P‘g‘;’gf?f"ﬁ@

vertising: Pepsi has long taken direct 1 Coca-Cola
“There are few as
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Persuasive advertising aims to influence consumers’ attitudes,
preferences, and purchasing behavior. Its objectives include:
building brand preference, encouraging consumers to switch
to the brand, changing customers’ perceptions of product
value, persuading customers to purchase now, persuading
customers to receive a sales call, and building a brand
community.

Persuasive advertising becomes increasingly important as
competition intensifies, as the company’s objective shifts
toward building selective demand for its brand. At this stage, it
is not sufficient for consumers to be familiar with the product
category; rather, the company seeks to persuade them that its
brand offers greater value or meets their needs better than
competing brands. Persuasive advertising uses messages that
emphasize the brand’s features and value, reinforce preference

for it, and encourage consumers to take purchasing action.

Apple and Samsung have used comparative advertising against each other successfully,
but Lenovo has taken on both smartphone giants with its own campaign.
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takes the form of

* Some

persuasive advertising
comparative advertising, also known as attack advertising. In
this approach, the company compares its brand directly or
indirectly with another brand or with several competing
brands. The comparison is used to clarify the differences
among brands and persuade consumers of the superiority of
the company’s offering. The comparison may relate to the
product’s features, value, use, or market position.

*  When using comparative advertising, the advertiser needs
to exercise caution because the comparison may produce
different audience responses. It may attract attention and
clarify the brand’s advantages, but it may also provoke
negative reactions if it appears unfair or overly aggressive. For
this reason, companies need to test comparative
advertisements carefully to ensure that they can achieve the

desired effect without weakening the credibility of the

qssage or generating a negative response toward the brand.

</ PEPSI TIME"

@ Comparative advertising: Pepsi has long taken direct aim at rival Coca-Cola
with comparative ads. “There are few things that grab our fans’ attention as
much as seeing our beloved blue and that red next to each other," says a Pepsi
marketer.
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Third: Reminder Advertising

Reminder advertising aims to maintain customer relationships and keep the
product or brand present in consumers’ minds. Its objectives include:
maintaining customer relationships, reminding consumers that they may need
the product in the near future, reminding consumers where the product can
be purchased, and keeping the brand in consumers’ minds during seasons
when product use declines.

Reminder advertising becomes increasingly important for products that have
reached the maturity stage. At this stage, consumers are familiar with the
product, and the company does not need to provide extensive basic
information about it. The primary task is to keep the brand present in
consumers’ minds, maintain their connection with it, and remind them of their
experience of using it. The objective is not always to persuade consumers to
purchase the product for the first time, but rather to maintain the strength of
the existing relationship and ensure that the brand continues to be

remembered when the need to purchase arises.
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| Possible Advertising Objectives )

M OV Cdlua] ey d3)lae
Informative Advertising radoall Cugll COdsb odleYl dadbg Caliss
Communicating customer value Suggesting new uses for a product el ) geedl Lyl e S :Lé'y‘c}” oAl .
Building a brand and company image Informing the market of a price change daibasy  diepty  dalail Gleglaedl @iy
Telling the market about a new product Describing available services and support Aol a9
Explaining how a product works Correcting false impressions WMl Junds sby e Sy SUEY oMyl .
Persuasive Advertising 331 e cllgrune)l juaeidy «oBhaYl asdy cdoylll
Building brand preference Persuading customers to purchase now R ALRIIY
Encouraging switching to a brand Creating customer engagement Jgwa> e dadlall e 585 i aSdl OMeYl .
Changing customer perceptions of product value Building brand community o Byatned] DMl 059 llgiunell (323 & YA
Reminder Advertising 3l Ologlaall g5 o oMYl Clual Jaxis g
Maintaining customer relationships Reminding consumers where to buy the product e dadl=all ] o3 c2lgldly wlunadll § ]
Reminding consumers that the product may be Keeping the brand in a customer’s mind during off-seasons el 2o A8Mallg Jeati]
needed in the near future
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2. Setting the Advertising Budget S &MY dolnadl dodoss ) Sl Ja5 cdodtedl Caluadl duiss day
After setting the advertising objectives, the company proceeds to determine the zaliyd) sl 6391 Bylsally Jlsedl ASSeY! dolpall dunisg e
advertising budget for each product. The advertising budget refers to the money and 385 ol ke Lol Y
other resources allocated to the advertising program of a product or company. el ellily el e dlall 3 S el UMs- pe &S24 .
Through advertising, the company seeks to influence demand for the product; o 3 gay .ZUydls Olanall Claal sudmal dapI slinell
therefore, it allocates the budget necessary to achieve its sales and profit objectives. Gt OF a3 4235 5l uzgs Y 3] MY B Calioll inoll
However, determining the appropriate amount of advertising expenditure is difficult, as B3doee Aol 3hmw BUBYI e

there is no precise rule ensuring that a specific level of spending will achieve a LS § dedsviwall @bkl e AoMeYl dolpall ddos ddes datal
particular result. o 2\3954\” ) Zm;:_,b ‘CU“’J‘ S a'af)b Jie o “‘9Jd‘ Al
The process of setting the advertising budget relies on the methods used to determine Aagally Caugll Ayl ¢ qudliall §3E1 A,k cclaucall
the promotion budget, such as: the affordable method, the percentage-of-sales 02> 3 OV Lol Jalgall (3o s gazme L35 (@bl oda Cile )
method, the competitive-parity method, and the objective-and-task method. alm331g Ludlially B gl dyaselly cguiill Bl 895 Aomya Lot el
In addition to these methods, several advertising-specific factors influence the size of ziked] U] 2Ke] Ay coMeN! 41,39 ¢ 3

the budget, including the product life-cycle stage, market share, competition and

advertising clutter, advertising frequency, and the degree of product substitutability.

\_ /
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Product Life-Cycle Stage: New products typically require large advertising budgets to
build consumer awareness and encourage product trial. Mature brands, by contrast,
often require smaller budgets when measured as a percentage of sales. This is related
to differences in the advertising task; a new product needs to inform the market of its
existence and characteristics, whereas a mature brand focuses on maintaining its
presence in consumers’ minds.

Market Share: Market share affects the amount of advertising expenditure required.
Brands with a high market share usually need continuous advertising expenditure to
maintain their share. However, building market share or capturing it from competitors
requires greater advertising expenditure than that needed to maintain the current
share.

Competition and Advertising Clutter: A brand needs to increase its advertising
expenditure when operating in a market with a large number of competitors that spend
heavily on advertising. In an environment crowded with advertising messages, the
brand’s advertising must have a stronger presence to stand out amid the surrounding

advertising clutter and reach the target audience.

AeY) Alipall dpioss § Bi5al mm

4dle| Olilne J) Bole Byl Cloinall Zliss 1zuiell Bl )93 Al>ye . )
Oledall Lol zinedl doyms e ooty onSlgiunall G (g9)l sUd 58
Olagall o ey lganld die J8T Oldle J) WL zlixsd cdamb bl dylan
Bguud! Cyad ] Zlize dododdl ziial 8 £40MeYl dagall OMWis-L U3 Jadyg
@ s> o dablrall o AUl Al 5555 Lt cduailiasy 039292
rSlginadl O3

Polhall MY Bl Hlde § Adgudl daxdl H355 a9l daxll Y
odns el G| J] Bale zliss dndipe ddgur diam il (I ledlalll
llaid rudliall (o el ol ddguw da> el Ll gua> o dadlal
Al dyasdl e dladlxall 031 B e 4T M) Blas)

e (g8La3) 8313 ) dnylamdl dedlall Zlizs 1 3N plVlg ddlinll Y
e BUSS gaan pdll cprudlnadl o S 13de i Ggw § Joad Lodie
oMe] 05Ss Of ez el Jilu))l lgd @355 @I dudl (85 .odle)l
Aol AMeY clpgaall Jawy j5eld)l o oSy (G hgwa> AST dodlall
(Bl Hgeadl I dgre gl

_/




Chapter Advertising

0 8 O

MIDOCEAN

UNIVERSITYI'

Factors Affecting the Advertising Budget

4. Advertising Frequency: The number of times the message is repeated affects the size of the
advertising budget. The more frequently the strategy requires the message to be presented to
consumers, the larger the budget the company will need. Frequency is used to help reinforce
the message and enhance brand recall; however, increasing the number of exposures leads to
higher advertising costs.

5. Product Substitutability: Brands offering products similar to those of competitors require
substantial advertising expenditure to differentiate themselves in the market. When differences
among products are limited, advertising is used to create a distinctive brand image and highlight
the reasons for choosing the brand over competing alternatives. In contrast, a product with
clearly distinctive features may rely on these differences to support its advertising message.

No fixed rules determine how advertising-budget factors should be applied. It is also difficult to
measure all of the results generated by advertising spending.

Advertising may create awareness, brand image, and customer relationships, and these effects
may not appear immediately in sales. Therefore, the decision depends not only on how much

the company spends but also on message quality, media selection, and the ability of advertising

Q achieve the stated objectives.
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3. Developing the Advertising Strategy
* After setting the advertising objectives and budget, management

develops the advertising strategy that the company will use to achieve its

advertising objectives. Advertising strategy is defined as: the strategy used
by the company to accomplish its advertising objectives, and it consists of
two main elements: creating advertising messages and selecting advertising
media.

* In the past, message development and media selection were viewed as
separate functions; management or the advertising agency would first
develop the message, and then the media department would select the

appropriate channels to deliver it. In the contemporary communication

environment, however, the company needs to coordinate the message and
the medium from the beginning of campaign development. This is due to
the high costs of certain media, audience fragmentation, and the emergence
of multiple digital, social, and mobile media. This integration means that the

nature of the message influences media selection, while the characteristics

(fthe medium influence how the message is formulated and executed.
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Measuring advertising effectiveness and return on advertising investment has
become an important issue for most companies. Senior management raises
fundamental questions for marketing managers, including:

How can the company determine whether it is spending the appropriate amount
on advertising?

What return does the company generate from its advertising investments?
Advertising evaluation requires measuring two types of outcomes:

The communication effects of advertising.

The effects of advertising on sales and profits.

Return on advertising investment is defined as: the net return generated by
advertising investment divided by the costs of the advertising investment.

This concept links the results achieved by advertising to the costs incurred by

the company in carrying out its advertising activities.
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First: Measuring the Communication Effects of Advertising

* Measuring the communication effects of an advertisement or advertising
campaign indicates the extent to which the advertisement and the medium used
can deliver the message as intended. The communication effect can be
measured before or after the advertisement is presented.

* Before presenting the advertisement, the company can show it to a group of
consumers and ask them to evaluate it. This test helps determine the suitability
of the message and its ability to attract the audience and communicate the
intended meaning before it is widely disseminated.

* After presenting the advertisement, the company can measure a range of
communication outcomes, such as: message recall, advertisement recall,
product awareness, consumer engagement with the advertisement, consumer
knowledge of the product, audience preferences, and changes in consumer
attitudes.

* Pretests and posttests can be conducted to evaluate the communication effect

of an entire advertising campaign, not only a single advertisement.
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Second: Measuring the Effects of Advertising on Sales and Profits
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Measuring the effects of advertising on sales and profits is more difficult than
measuring its communication effects. For example, if an advertising campaign
increases brand awareness by 20% and brand preference by 10%, it is not easy
to determine the amount of sales and profits resulting from these increases.
This is because sales and profits are influenced not only by advertising but also
by other factors, including: product features, price, and product availability.
Therefore, it is difficult to isolate the effect of advertising from the effects of
other marketing and market factors.

One method of measuring the effects of advertising on sales and profits is to
compare past results with previous levels of advertising expenditure. The
company examines the relationship between the funds spent on advertising in
previous periods and the sales and profits achieved during those periods. This
comparison helps determine whether increases or decreases in advertising
expenditure are associated with changes in sales and profits, although isolating

the effect of advertising from other influencing factors remains difficult.
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Experiments represent another method for measuring the effects of advertising
on sales and profits. For example, Coca-Cola can vary the amount of advertising
expenditure across different market areas and then measure the resulting
differences in sales and profit levels. More complex experiments may be designed
to include other variables, such as: differences among advertisements, differences
in the communication media used, and differences in advertising expenditure
levels. These experiments help compare results under different conditions and
understand the relationship between advertising decisions and sales and profit
performance.

Measuring the results of advertising expenditure remains an inexact science
because advertising effectiveness is influenced by many factors, some of which
can be controlled, while others are difficult to control or predict. Product
characteristics, pricing, distribution, competition, and market conditions may
interact with the effects of advertising. Therefore, the company cannot always
determine with complete accuracy the extent to which results are generated by
advertising alone.

Managers often rely on a combination of: quantitative analysis, estimation, and
managerial judgment. This means that data and metrics help evaluate advertising
content and performance, but they do not eliminate the need for managerial
experience when interpreting results and making decisions. The importance of
this combination increases in the content-rich digital environment, where large
volumes of advertisements and other forms of content are produced and
published rapidly and continuously.
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Public relations is a major promotional tool consisting of activities aimed at

engaging an organization’s various publics and building good relationships with
them. These publics may include consumers, investors, the media, government
agencies, community members, and other stakeholders associated with the
organization. Public relations contributes to building a positive corporate image,
obtaining favorable publicity, and handling or preventing unfavorable rumors,
stories, and events. It also plays an increasingly important role in brand building,
customer engagement, and strengthening the organization’s social presence.
Public relations is defined as: 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 is used to promote a wide range of subjects, including: goods,
people, places, ideas, activities, organizations, and nations. Business organizations
use public relations to revive interest in mature products, defend products facing
public concerns, build the organization’s image, and present its news and events

to various publics.
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Public relations departments perform a number of major functions, including:

Press Relations or Press Agentry: This function involves preparing newsworthy
information and placing it in news media in order to attract attention to a person,
product, or service.

Product Publicity: Product publicity focuses on disseminating information about
specific products and increasing public awareness of them among target
audiences.

Public Affairs: Public affairs involves building and maintaining relationships with
local or national communities.

Lobbying: Lobbying involves building and maintaining relationships with
legislators and government officials in order to influence or monitor legislation
and regulations.

Investor Relations: Investor relations focuses on maintaining relationships with
shareholders and other participants in the financial community.

Development: Development involves working with donors or members of

nonprofit organizations to obtain financial support or voluntary contributions.
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Main Public Relations Tools

* Public relations uses a number of tools to reach and influence target publics. The
major tools include:

* First: News: News is one of the primary tools of public relations. Public relations
specialists seek positive news stories about the company, its products, and its
employees, or they work to create such stories. News stories may arise naturally,
while in other cases public relations professionals may propose events or activities
that generate news related to the company or its products.

* Second: Special Events: Special events represent a common public relations tool
and take various forms, including: press conferences, speeches, brand-related tours,
sponsorships, multimedia presentations, and educational programs designed to reach
and engage target audiences. These events help the company communicate with its

publics and deliver its messages in direct and appealing contexts.

* Third: Written Materials: Public relations professionals prepare written materials
to reach and influence target markets. These materials include: annual reports,
brochures, articles, newsletters, and company magazines. Written materials enable
the company to provide detailed and organized information about its activities and
products to various publics.
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* Fourth: Audiovisual Materials: Audiovisual materials, such as videos, are
increasingly used as public relations communication tools. These materials
help present company messages in visual and audio formats, supporting
audience reach and facilitating the delivery of information through different
communication channels.

* Fifth: Corporate Identity Materials: Corporate identity materials help
build an identity that the public can readily recognize. These materials
include: logos, stationery, brochures, signs, business forms, business cards,
buildings, uniforms, and company cars and trucks. All of these elements
become marketing tools when they are attractive, distinctive, and
memorable. They also contribute to presenting a consistent image of the
company and strengthening its ability to differentiate and identify itself to
the public.

* Sixth: Public Service Activities: Companies can enhance public goodwill
by contributing money and time to public service activities. These activities
support the company’s relationship with the community and demonstrate its
contribution to causes and initiatives that benefit the public.

* Seventh: Websites and Social Media: The Internet and social media
represent important channels for public relations. These channels include:
websites, blogs, YouTube, Facebook, Instagram, Snapchat, Pinterest, and
Twitter. They provide new ways to reach and engage audiences. In addition,
the nature of the Internet, mobile devices, and social media aligns with two
fundamental strengths of public relations: storytelling and audience

C\gagement.
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* Personal selling is considered the personal arm of the promotion mix. Companies
around the world use sales forces to promote their products to business customers and
final consumers.

* Personal selling is defined as: the personal presentations made by a company’s sales
force for the purpose of engaging customers, making sales, and building ongoing
relationships with them. This definition combines three fundamental dimensions:
customer engagement and interaction, achieving sales, and building long-term customer
relationships.

* Personal selling is one of the oldest professions in the world. Individuals engaged in
selling carry different job titles, including: sales representatives, salespeople, territory

managers, account managers, sales consultants, sales engineers, and agents.

* Most salespeople are educated and well-trained professionals who work to deliver
value to customers and maintain long-term relationships with them. The modern
salesperson is characterized by several attributes, including: listening to customers,
assessing customer needs, organizing the company’s efforts to solve customer problems,
providing appropriate information and assistance, building trust with customers, and
maintaining ongoing relationships with them. Thus, the role of personal selling is not
limited to persuading customers to complete a transaction; it extends to understanding
their needs and working to provide solutions that deliver real value to them.
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* The company salesperson serves as a link between the organization and its customers.

In many cases, the salesperson serves two parties simultaneously: representing the
company to customers and representing customers to the company. This role gives the
sales force an important position in managing the relationship between the organization
and the market.

* Salespeople represent the company to customers and perform a number of activities,
including: finding new customers and developing relationships with them, communicating
information about the company’s products and services, selling products through customer
interaction, delivering sales presentations, responding to customer objections, negotiating
prices and terms, closing sales, providing customer service, conducting market research and
gathering field information, and managing their sales territories or accounts. These

activities make the salesperson a direct representative of the company in the marketplace.

* Salespeople communicate customers’ concerns and needs to the company. This helps
the organization develop its offerings and decisions in line with market requirements. This
role includes: conveying customer feedback, presenting customer problems to the relevant
departments, sharing market information, contributing to product development, and
coordinating the efforts of different departments to serve customers. Thus, the salesperson
functions as a two-way communication link, delivering the company’s value to customers
C\d conveying customer needs to the company.
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Managing the Sales Force

Sales force management involves analyzing, planning, implementing, and controlling sales
force activities. This management function is not limited to supervising salespeople after
they begin their work; rather, it includes a series of interrelated decisions, as follows:

Designing the sales force strategy and structure.

Recruiting and selecting salespeople.

Training salespeople.

1.

2

3

4. Compensating salespeople.
5. Supervising salespeople.
6

Evaluating salespeople.
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Steps in the Selling Process
The selling process consists of seven major steps that salespeople follow when

dealing with customers:

Prospecting and qualifying.
JLasW Gruadl Slaeyl Y
Preapproach.
Jaesdb JLadyl LY
Approach.
Ganll s opall g

Presentation and demonstration.
: . olslieYl dxdlae L0

Handling objections.
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Closing the sale. & £
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Follow-up.

These steps operate within a broader framework aimed at building and
maintaining profitable customer relationships. Although the steps are presented
in a specific sequence, the actual selling process may vary depending on the

customer and the selling situation.
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Sales promotion is defined as: short-term incentives designed to encourage the
purchase or sale of a product.
A number of factors have contributed to the increased use of sales promotion
tools, most notably:

Pressure to achieve short-term results.

Intensifying competition.
life is better with (¢) orange leaf Ol 8:lS arlys Y
ST dasy pSlgianall ddllas .8

. . B} Orange Leaf Oklahoma City . . . “el . . -
Retailers’ d df ti | off i 1234 Street, Oklahoma City, OK 00.9,)"‘1‘ e "\.’)‘“Jb ‘U.)".“‘j‘ O ddlas L0
etallers’ daemand Tor more promotional ofrers. # e 123.456.7890

Declining advertising effectiveness.
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3
4. Consumers’ demand for greater value.
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Sales Promotion Objectives

* The objectives of sales promotion vary considerably depending on the target
audience and the type of response the company seeks to achieve. Sales promotion
activities may be directed toward consumers, marketing channel members, business
customers, or sales force personnel.

* Objectives of Consumer Promotions: Companies use consumer promotions to
encourage customers to make purchases in the short term or to enhance their
engagement with the brand. These promotions are not limited to motivating consumers
to make an immediate purchase decision; they can also be used to strengthen
consumers’ attachment to the brand and encourage them to continue interacting with it.
* Objectives of Trade Promotions: Trade promotions are directed toward retailers and
other marketing channel members. The objectives of these promotions include:
encouraging retailers to carry new products, motivating them to hold larger inventories,
encouraging advance purchases, stimulating them to promote the company’s products,
and securing greater shelf space for products in retail stores. Thus, trade promotions
help the company strengthen the presence of its products in retail outlets and improve

(heir display and availability to consumers.
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* Objectives of Business Promotions: Promotions directed at business
customers are used to achieve several objectives, including: generating new
sales leads, stimulating purchases, rewarding customers, and motivating
salespeople. These promotions support relationships between companies
and their business customers, while also helping to strengthen sales
activities and increase responsiveness to company offers.

* Objectives of Sales Force Promotions: The objectives of promotions directed )

toward the sales force include: obtaining greater sales force support for Bz Slas Sblus olhiinl Jo Dbl gotie gendd Bl S
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current or new products and encouraging salespeople to acquire new
customer accounts. These incentives help direct salespeople’s efforts toward
the products and objectives that the company wishes to support during a

specific period.
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* Sales promotion tools provide short-term incentives aimed at ¢z 5oy esLal amdd Jl Bug oYl Buad dle> Olagall latds lgol pums o
encouraging purchases and increasing consumer engagement with the ) . ) )
brand. They can be classified into consumer-oriented tools, event ‘“Wrdll Gowilly (Sigiunll dgzge wlgol ] learias OSas9 Ayl Al po rSlgianall

marketing, and trade promotions directed toward retailers and Alesly @3l Sl ] dgargall dyylontl] (5 9,all
wholesalers. o

*  First: Consumer-Oriented Sales Promotion Tools OSgiuall ] dgzrgall Slauall Jaciis Olgal Vgl
*  The most prominent of these tools include: 10U lad Sl 0da 5yl Jrais
* Samples: Allow consumers to try the product before making a purchase .

decision. Ll 8 SIS kel doyaed ellginal) 7S iliaall
* Mobile Coupons: Provide offers that can be accessed and redeemed AS U1 il gl Bl sl fely L] Jsogll (S Lbgss 5355 :& gaall osludll o
using smartphones.

* Cash Refunds: Return part of the product’s purchase price to the Ll ddas plod] s giiell dasd (e 1232 llginall ] a8 fuuell Flaadl

consumer after the purchase is completed. (ahSe yau Olxiiell e ds gazme o UM (0 Biilie 589 pudS lawdl p3> o
* Price Packs: Offer direct savings by selling a group of products at a

reduced price. slidl e llginnndl puaddd (ol 4] dagd Caad 1ol

. Premiu.n'_ms: Add va!Iuej to the offer to encourage consumers to pu.rchase. ool Lgiadle ol 35, ol s g5 olowine (gl 12 il LMY lntiall o
* Advertising Specialties: Include promotional products bearing the .
company’s name or brand. ALl o))yd (§ SUlg daldll Ll Gug yamiedl J3bs cllgiundl Bugiud teadl blas (pgye o
. .Point-of-Purcha_se Displays: Target consumers _ir?side the store to attract o Jeladll piais plexadl e 33lgadls dSlawdl e ot 1ol Conaildly lislusll o
their attention and influence their purchasing decisions.
* Contests, Sweepstakes, and Games: Rely on participation and prizes to
attract attention and enhance engagement with the brand. e cllgiundl pjass g gwlal C3ud (3 270 T Y] cclgodl odn lgouds @l 5dleadl Calissy o
* The incentives provided by these tools vary; however, they share a i . . .
Qndamental objective: motivating consumers to purchase or engage with Al Aedall e Jeladl ol o)l
th

o] dedlal

e brand.
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Second) Event Marketing and Event Sponsorship

* Event marketing or event sponsorship is defined as: creating a
brand-specific marketing event or participating as the sole
sponsor or a co-sponsor in an event organized by another

entity.

* A company may create its own event or sponsor various @

events, such as:

* Sports tournaments.

*  Running races and marathons.

* Concerts.

* Arts events.

* Festivals.

* Annual events.

* These events may target a broad audience or focus on a
specific group whose members share common interests.
Event sponsorship helps promote the brand, attract audience

attention, and enhance audience engagement with it.

~N
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® Event marketing: As part of its #HappyMess campaign, Delta
Faucet used an imaginative event to show target consumers
firsthand how well its low-flow showerheads worked under really
tough conditions—following a 5K mud run race.
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Third) Trade Promotions

* Trade promotions are sales promotion tools directed toward retailers and
&W&Jdu\@ cdod]!

Lgilmiie Jozg Ayl Aodhadl po Jolaill o
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L sl bl e o
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wholesalers to encourage them to:

* Carry the brand and its products.

* Allocate appropriate shelf space to the brand.
* Display and promote the products.

*  Push the products to consumers.

* The major trade promotion tools include:

* Direct price discounts.

* Advertising allowances.

* In-store display allowances.

* Free goods.

. . w 13
Toyota has sought new means of engagement that involve all the elements of @M‘ Lj‘ y)" ®

° Push money. the marketing communications mix.

Aaasdiall dodeYl Gzl o
c@»))lq:ﬂ\ ;Lb..w}“ O9las J..':J.x.:“ ‘_,Lc PSPPI OW‘ L".)‘jé;)” ol Jdeludg .
e 59 Slminadl 3153 Olassg ¢,2liall J51s dewlia Sloluse e Jgmazely

oSlgiunall JI X §ygun
Q a manner that supports their delivery to consumers. - sy ool g /

* Advertising specialties.
* These tools help manufacturers strengthen the cooperation of trade intermediaries,

secure appropriate in-store space, and ensure that products are available and displayed
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Industrial and Business Customers.

Promotions  directed toward  business
customers are used to generate sales leads,
stimulate purchases, reward customers, and
motivate salespeople. Their main tools include
conventions, trade shows, and sales contests.

Developing a sales promotion program
requires determining the size of the incentive,
the conditions for participation, the methods
of promotion and distribution, and the
duration of the promotion, followed by
evaluating the results. The evaluation should
not be limited to sales volume; rather, it
should also include customer acquisition and

retention, program cost, and long-term

profitability.

® Some trade shows are huge. At this year’s Bauma
mining and construction equipment trade show, more
than 3,400 exhibitors from 57 countries presented
their latest product innovations to more than 530,000
attendees from more than 200 countries.
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* Direct and digital marketing involves engaging directly
with carefully targeted individual consumers and

customer communities to generate an immediate

(O da3ly OBMe clo
response and build lasting relationships with them. >
CTRN- N vIVUN |- SPOM{I - Al s .
 The expansion of direct and digital marketing is S Search and Save on Hotels > s el & S st i
Where are ysu gomg? :Lﬁjﬁ‘ L’)A (dﬁ‘j—c

associated with several factors, most notably:
AW algdl HLETYI e

A8 Calgg)l pldsinl 8oLy o

* The widespread use of the Internet.

* The increased use of smartphones.

* The growth of social media. Express Deals' - Save up to 60% on Hotels | THE GREAT ESCAPE <
HOTEL SALE APTWES P WS JCALWF PESp R SN FSNCIE
* Companies’ ability to collect and analyze customer data. ottt i/ /A Sevings 15 ¥ 35% off
Search Expeess Deals . ey PR TN -
_ _ Rkt il 009 0lj 6T & Dleall ) Jgsog)l Dgges
* The ease of reaching customers anytime and anywhere. - -
The new direct marketing model: Online travel agency Priceline.com sells its . 3 o .
. h ili li £f services exclusively through online, mobile, and social media channels. Along with NS ,9.)'*'1 ‘.9 LJ"L“’.)J | I8 e U&Al
T € abl Ity to persona 1ze messages and orrers. other online competitors, Priceline.com has pretty much driven traditional offline

travel agencies to extinction. QW\ &A (:‘5)‘9_&)\ J;Lp_ﬂ‘ L;_G ;}La.a.j‘ 5)4§ .
Suzall Jrosdl ao Jiolgidl A58l Gld may o
Alrlizly aaibas e awlily (256 @iy

* Customers’ ability to interact immediately with
companies.
* This enables the company to communicate with a specific

customer and provide an offer tailored to that customer’s

k characteristics and needs. /
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Direct and Digital Marketing
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Convenience and Ease of Use: Direct and digital marketing is
characterized by ease of use and privacy. Customers can
shop from their homes or any other location at any time.
They can also browse products without having to visit stores
or meet with salespeople.

Easy Access to Information: Digital channels provide buyers
with extensive information about: companies, products,
prices, and available alternatives. Customers can compare
products and offers before making a purchase decision.
Immediate Access to Products: Digital marketing provides
consumers with immediate access to a large number of
products and allows them to purchase products anytime and
anywhere using a computer or mobile phone.

Increased Interaction: Digital channels are characterized by
their interactivity. Buyers can communicate directly with
companies, ask questions, provide reviews, and receive
responses regarding products. Customers can also exercise
greater control over the nature of the information and offers
they receive.

Access to Customer Communities: Social media and other
digital channels enable buyers to access the experiences,
reviews, and opinions of other consumers. Thus, customer
interaction is not limited to the company alone but extends
to customer communities associated with the product or
brand.
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Benefits of Direct and Digital Marketing for Sellers

919 obeod! 33 gauctl

Building Direct Relationships with Customers: Direct and digital
marketing represents a powerful tool for building direct relationships
with customers. It allows the company to communicate with
individual consumers, understand their needs, and provide offers
tailored to them.

Personalizing Products and Offers: Companies can use customer
databases and information to: personalize offers, modify marketing
messages, recommend specific products, provide prices and offers
tailored to the customer, and communicate at the appropriate time.
This makes messages more relevant to consumers’ needs.

Speed and Flexibility: Direct and digital marketing helps companies
make continuous and immediate adjustments to: prices, programs,
offers, and marketing messages. The company can quickly update
digital content in response to changes in the market or consumer
behavior.

Reducing Costs and Increasing Efficiency: Direct and digital marketing
can reduce certain costs associated with operating traditional stores,
such as: rent, insurance, utilities, and in-store display costs. Digital
sellers can also communicate with customers at an appropriate cost
while reaching broad markets.

Reaching Customers Anywhere: Digital channels enable companies to
reach customers across different geographic locations, including
customers whom the sales force or traditional stores cannot easily
reach.
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Forms of Direct and Digital Marketing

Traditional direct marketing

Build direct Face-to-face selling
customer Direct-mail marketing
engagement Catalog marketing
and Telemarketing
community Direct-response TV marketing
Kiosk marketing

Digital and social media marketing

Online marketing
(Websites, online advertising,
email, online videos, blogs)
Social media marketing
Mobile marketing
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*  Online marketing is defined as: marketing through the Internet
using company websites, online advertising and promotions, email,
online videos, and blogs.

* The first step for most companies engaging in online marketing
is to create a website. Websites vary according to the purpose the
company seeks to achieve. Some companies create marketing
websites, whereas others create online brand communities.

* A marketing website is defined as: a website that interacts with
consumers to move them closer to a direct purchase or another
marketing outcome. These websites differ from those that merely
provide information, as they include features that help visitors
move from learning about the product to taking a specific action.

* A brand community website is defined as: a website that
provides brand-related content and information, engages
consumers, and creates a customer community around the brand.
These websites help provide rich brand-related content, videos,
blogs, and other activities that support customer relationships and
encourage customers to interact with the brand.

* Brand community websites balance two main elements:
providing rich brand-related information and offering means that
allow consumers to interact with one another and with the brand.

* The primary objective of these websites is not to sell products
directly, but to build stronger relationships between customers and
the brand and create a community that brings together people

\with similar interests.
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Requirements for Website Success

* Visitors evaluate a website within a short period
before deciding whether to stay or leave. A typical
website undergoes what is known as the seven-
second test, as users give the website very little time
to persuade them to stay. To attract visitors and
encourage them to return, companies need to create
websites characterized by: ease of use, visual appeal,
usefulness, rich information, interactivity, and the
ability to engage users.

* Websites must achieve a balance between form
and function. A website not only needs to look
attractive but must also function effectively and
provide genuine value to users. This principle applies
to all types of websites; even visually appealing
websites may fail if their content is weak or they are
difficult to use. Conversely, a website with a simple
design may succeed if it provides rich information,
useful services, and a user-friendly experience.

* A website should not merely be visually
appealing; it must also be useful and rich in content.

* An effective website needs to combine:
appropriate design, useful content, interactive tools,
ease of use, continuous updating, and value that

Ccourages users to return.

© Brand community websites: You can’t buy anything at ESPN.com.
Instead, the site creates a vast branded sports community.
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Online Advertising

* As consumers spend increasing amounts of time online,
companies have allocated a larger proportion of their marketing
budgets to online advertising in order to build brand sales,
attract visitors to websites, social media sites, or mobile
applications. Online advertising has become one of the major
promotional tools and takes two main forms: online display
advertising and search-related advertising, which together
account for the largest share of companies’ digital marketing
budgets.

* Online display advertisements appear in various locations
across websites and are often related to the information or
content viewed by the user. These advertisements have evolved
from simple pop-up windows and static images into dynamic
rich-media advertisements that combine animation, video,
sound, and interactivity, thereby helping to attract consumers
and encourage them to interact and purchase.

* Search-related advertising, also known as contextual
advertising, consists of text or image advertisements and links
that appear above or alongside search engine results on
websites such as Google, Yahoo, and Bing. These
advertisements are linked to the words consumers use in their
searches. Search-related advertising involves advertisers
purchasing specific search terms and paying a fee each time a
consumer clicks on the advertisement, which is known as the
Wy-per-click model.

Fusion
PROGLIDE

INCREDWLE ON SENSITIVE SKIN

S
Fusion - ‘
PROGLIDE — OUR GENTLEST SHAVE

® Online display advertising: Today's dynamic rich media ads incorporate animation,
video, sound, and interactivity, engaging consumers and moving them along the path
to purchase.
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Email Marketing

*  When used appropriately, email can be an effective direct
marketing tool because it enables the delivery of highly
targeted, customized, and personalized messages rather than
the static, noninteractive messages associated with traditional
practices. Marketers develop customer relationships by sending
welcome messages, exclusive promotional offers, updates, and
birthday greetings, thereby making message content relevant to
each recipient’s interests and individual needs.

* Despite the advantages of email marketing, it also has
negative aspects, mainly the prevalence of unsolicited email,
commonly known as spam, which consists of unwanted
commercial messages that fill email inboxes and cause
annoyance and frustration among consumers.

* To address these concerns, responsible marketers apply the
principle of permission-based email marketing, whereby
messages are sent only to customers who agree to receive
them. Some companies allow customers to specify the types of
messages they wish to receive and enable them to select a
limited number of useful messages about topics and products
that interest them.

\_

WARBY PARKER

YOU'VE HAD YOUR WARBY PARKER
FRAMES FOR ONE HERR NOW.
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@® Email marketing: Online eyeglass brand
Warby Parker sends personalized emails to home
try-on customers throughout the purchase and
after-purchase process. “You’ve had your Warby
Parker frames for one year now. Tell ‘em we said
Happy Birthday!”
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Online Videos

* One form of online marketing involves posting digital video content on
brand websites or social media platforms, such as YouTube, Facebook,
and others. Some videos may be specifically designed for online or social
media viewing, such as instructional videos, advertisements, brand-
related stories, or other forms of promotional and entertainment
content. In other cases, companies repost their television
advertisements and other recorded video content online before
launching traditional advertising campaigns or simultaneously with
them.

* Online videos have become a tool capable of reaching large numbers of
consumers at a relatively lower cost. Most Internet users watch videos
on YouTube, and users view hundreds of millions of hours of content
daily, generating billions of views. Facebook also generates billions of
daily video views, while Snapchat records high numbers of daily video

views, reflecting the widespread consumption of visual content across

\ digital platforms.
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Viral Marketing

* Viral marketing is associated with the digital version of
word-of-mouth marketing; it involves highly engaging videos,
advertisements, and other marketing materials that consumers
seek out or pass along and share with others. This form of
marketing is characterized by its relatively low cost because
consumers themselves undertake the task of finding the
content and passing it on to their friends. When consumers
receive content from someone they know, they are more likely
to watch or read it than content delivered directly by the brand.
* Creative videos can generate widespread engagement and
present the brand in a positive manner. Despite such successes,
companies cannot guarantee that content will go viral; they can
post videos online, but the final decision to view and share
them rests with consumers. Therefore, success requires a
combination of creativity and luck; a highly professional video
may be less successful than a simple, low-cost video that
unexpectedly achieves global reach. Thus, viral marketing
represents a high-potential tool, but its outcomes cannot be
fully predicted.
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be together. not the same.

@ Viral marketing: Google Android's “Friends Furever” video went
viral in a big way. It was shared more than 6.4 million times across
Facebook, Twitter, and the blogosphere in its first nine months,
making it the most-shared video of all time.
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Blogs and Other Online Forums

* Brands use a variety of digital forums to reach
specialized interest groups and their communities.
Blogs are online forums in which individuals and
companies publish their ideas and content on
specific topics. Bloggers also use social media
platforms, such as Twitter, Facebook, Tumblr, and
Instagram, to promote content and expand its reach.
Specialized blogs, particularly those related to
fashion and entertainment, may attract large
audiences.

* Blogs provide companies with a contemporary,
authentic, personal, and relatively low-cost approach
to participating in digital conversations with
consumers. However, they operate within a diverse
and crowded environment that is difficult to control.
Although companies can benefit from blogs related
to their brands or influence some of their content,
consumers remain the party with the greatest
control over them. Therefore, companies cannot
fully control what is published or the nature of
conversations concerning their brands. This requires
them to monitor what is being said about them
online, listen to consumers’ opinions, and use these
conversations to develop their marketing programs
Q\d activities.
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® Tapping into blogs: The creative Nuts About Southwest blog, written by
Southwest employees, fosters a two-way dialogue that gives customers a look
inside the company’s culture and operations.
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Social Media Marketing: This form relies on using social media platforms to

reach and engage customers.

Mobile Marketing: This form relies on communicating with customers
through mobile phones and other mobile devices.

Face-to-Face Selling: This form is based on direct personal communication
between the salesperson and the customer.

Direct-Mail Marketing: This form involves sending offers, messages, and
marketing materials directly to customers.

Catalog Marketing: This form relies on presenting products through catalogs
that enable customers to learn about products and order them directly.
Telephone Marketing: This form relies on using the telephone to
communicate directly with customers, present offers, or obtain orders.
Direct-Response Television Marketing: This form uses television to present
offers that enable viewers to respond directly and order the product or
obtain additional information.

Kiosk Marketing: This form relies on using kiosks or interactive devices that

enable customers to obtain information or conduct transactions directly.
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