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Chapter 13

Advertising: Any paid form of non personal presentations or promotions of ideas, goods and services by a sponsor. 

PROS: Reaches many consumers at a low cost 
CONS: Its Impersonal 

Sales Promotion: Short term incentives to increase sales or profits. 
PROS: Attracts consumer’s attention 
CONS: Short-term 

Personal Selling: Personal interactions by the firm’s sale force for the purpose of making sales and building customer relationships. 
PROS: Allows for relationship building 
CONS: Most expensive promotional tool.

Public Relations: Building good relations with the company’s publics by obtaining favourable publicity, building a good corporate image, and handling or heading off rumors, stories and events. 
PROS: Saves money 
CONS: Tends to be used as an afterthought

Direct & Digital Marketing: Engaging with target customers to obtain an immediate response and build lasting customer relationships 

PROS: Communicates more directly with customers 
CONS: often seen as junk mail 

In todays marketing communications, factors are changing such as: Consumers, marketing strategies and digital technology 

Brand Content Managers: Creating, inspiring and sharing brand messages with consumers across channels 

Integrated Marketing Communications: Integrating and coordinating the company’s communication channels to deliver a clear, consistent and compelling message about the organization and its products 
Promotional Strategies = Push Strategy and Pull Strategy  

Push Stategy : A promotional strategy that uses sales force and trade promotions to push the product through channels. B2B

Pull Strategy:  Spending a lot on advertising and promotion to induce the final consumers to buy the product. Pulls the product to the channel. 

Developing an Advertising Strategy 

1) Set Advertising Objectives 
There are 3 types of objectives 
· Informative advertising: To build demand for the product, we inform.
· Persuasive advertising: To build selective demand
· Comparative advertising: Directly or indirectly comparing with another brand 
· Reminder Advertising:  Helps maintain customer relationships and keep customers thinking about the product 

2) Set Advertising Budget 
There are 4 ways to set the advertising budget 
1- Affordable Method
2- Percentage of Sales Method 
3- Competitive Parity Method 
4- Objectives and Tasks Method 

3) Develop the Advertising Strategy 
There are 2 steps in developing the advertising: Creating the Advertising Message and Selecting the media to send it through 

Creating the Advertising Message 
Madison & Vine: Merging of advertising and entertainment to reach consumers with more engaging messages. 

Branded Entertainment: Making the brand an inseparable part of some other form of entertainment. Ex : Breakfast Television 

Creative Concept: Will bring the ad. Messages to life in a distinctive and memorable way. 
· Should be meaningful, believable and distinctive’

Message Execution: the big idea must turn into an actual ad execution using the execution styles: lifestyle, fantasy, mood, musical, personality symbol, technical expertise, scientific evidence, testimonial evidence  

Select Advertising Media 

There are 4 steps to select the advertising media 
1- Determine the reach, frequency, impact and engagement 
2- Choose among the major media types 
3- Select specific media ex: Modern Family 
4- Decide on the media timing ( Continuous, seasonal or pulsing) 


4) Evaluate the Effectiveness of the Advertising 

· Measure the Return on Advertising Investment  
· Measure pre and post communication effects 
· Measure sales and profit effects 

Public Relations
Press Relations or Press Agency: Creating or placing newsworthy media to attract attention.

Product Publicity: Publicizing specific products 

Public Affairs: Building and maintaining national or local community relationships 

Lobbying: Building and maintaining relationships with legislators and government officials to influence legislations and regulations. 

Investor Relations: Maintaining relationships with shareholders 

Development: Working with donors or members of non profit organizations to gain financial or volunteer support. 
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