CHAPTER 11: BROADCAST MEDIA

TELEVISION

Strengths of Television

· Creativity for cognitive and emotional responses

· Allows the advertiser to combine visual images, sound, motion, and colour

· Target audience coverage

· Possible to reach large audiences (prime time= 6-11PM)

· Cost efficiency

· Reasonably affordable

· Average CPM (cost per thousand) to reach English speaking women, ages 18-49 is about $18. 

· Attention

· Intrusive because commercials impose the viewer as they watch their program

· Unless we purposely avoid commercial, most of us are exposed to thousands each year.

· Scheduling Flexibility

· Choosing what time and what stations to play your commercial on in order to reach your target audience

· Geographic coverage

· Ability t adjust media strategies to take advantage of different geographic markets through spot ads in specific market areas

· Reach

· Viewing is closely monitored

· Placing ads on certain combinations of shows allows the advertiser to reach as many in its target audience they feel is necessary

· Frequency

· Scheduling television permits frequency in concentrated blocks through a program, day, week, month, or season.

Limitations of Television

· Absolute cost

· It is an expensive medium to advertise in, despite the efficiency to reach large audiences

· Cost of production as well as buying airtime

· Target audience selectivity

· Advertisers seeking a very specific target audience find television to extend too far

· Processing time

· Commercials usually last only 15-30 seconds and leave nothing tangible for the viewer to examine or consider

· Clutter

· The short messages get lost in the mix of all the other commercials also playing

· Selective exposure

· You are not guaranteed exposure, rather you are given the opportunity to communicate a message to large numbers of consumers

· Zapping: changing the channels to avoid commercials

· Zipping: when customers fast-forward through commercials as they watch recorded programs

Types of Television Advertising
1) Network Advertising: A network assembles a series of affiliated local TV stations to which it supplies programming and services

· CBC, CityTV, CTV, CP24, etc

· The network usually have affiliate stations throughout the country or region

· The larger networks offer the most popular programs and generally control prime-time programming

· Availability of time can often be a problem

2) Spot Advertising: Commercials shown on local TV stations, with time negotiated and purchased directly from the individual stations or their national station representatives
· Station reps: act as sales agents for a number of local stations in dealing with national advertisers

· Offers the national advertiser flexibility in adjusting to local market conditions

· Advertiser can concentrate commercials in areas where market potential is greatest or where support is needed

3) Sponsorship Advertising: An advertiser assumes responsibility for the production and usually the content of the program as well as the advertising that appears within it.
Audience Measures

· Program rating: the % of people in a geographic area tuned into a specific program during a specific time period

· The number of people tuned in (divided by) the total number of people in the geographic area)
· Ratings point: represents 1% of all the people in a particular area tuned to a specific TV program

· Share of Audience: the % of people using TV in a specified time period that are tuned to a specific program (Always higher than program rating)

RADIO: Has evolved into a primarily local advertising medium characterized by highly specialized programming appealing to very narrow segments of the population. 

Strengths of Radio
· Cost efficiency and absolute cost

· Very low production costs (only require a script)

· Reach and frequency

· Ability to use different stations to broaden the reach and multiple spots to ensure adequate frequency

· Target audience selectivity

· Through various program formats. Able to focus on specialized audiences such as certain demographic and lifestyle groups

· Geographic coverage

· Local media

· Scheduling flexibility

· The most flexible of all media because it has a very short closing period

· Advertisers can change their message almost up to the time it goes on the air

· Creativity for cognitive response

· The verbal nature of radio ads makes them ideal for long copy to select target audiences who may appreciate greater detailed information

· Media image

· Good media image. 

· Consumers rely on radio for news, weather, traffic information, etc

Limitations of Radio
· Creativity for emotional responses

· Lacks visual image

· Amount of processing time

· Short-lived, does not allow receiver to control the rate at which it is processed

· Target audience coverage

· High level of audience fragmentation due to the large number of stations

· Listener attention

· Difficult to retain listener retention to commercials

· Often background to some other activity

· Selective exposure

· Some people can preprogram their radio to change stations during commercials

· Clutter

· Most stations have 10 minutes of commercials every hour

· Involvement

· Low involvement since it has short processing time, clutter, and no visual content

Buying Radio Time
1) Network Radio: New option for advertisers. Advertising on networks minimizes the amount of negotiation and administration work needed to get national/regional coverage

2) Spot Radio: Purchase airtime on individual stations in various markets. 

· Greater flexibility in selecting markets

Radio Time Classifications
Breakfast: 6AM-10AM

Midday: 10AM-4PM

Drive: 4PM-7PM

Evening: 7PM-12AM

Measuring Radio Audience
· Average quarter-hour (AQH) figure: expresses the average number of people to have listened to a station for a minimum of 5 minutes during any ¼ hour period

· Cume: Cumulative audience—the estimated total number of different people who listened to a station for at least 5 minutes in a ¼ hour period within a reported day part

· Average quarter-hour rating (AQH RTG): expresses the number of listeners as a % of the survey area population

· Average quarter-hour share (AQH SHR): the % of the total listening audience tuned to each station

CHAPTER 12: PRINT MEDIA

MAGAZINES

Classifications of Magazines
1) Consumer Magazines: bought by the general public for information or entertainment

· Over 800 domestic consumer magazines in 48 categories (most popular: general interest, women’s, city, TV & radio, health, home, entertainment)

· Reached $692 million in 2008

· Best suited to marketers interested in reaching general consumers of products

2) Ethnic Publications
· 207 directed to persons with various backgrounds based on ethnicity

· Some of these have low circulation figures, thus the cost of advertising in these magazines is very low

3) Farm publications
· 95 publications tailored to every type of farming interest 

4) Business Publications
· 780 Business magazines and journals broken into 80 categories

Strengths of Magazines
· Target audience selectivity

· Magazines are the most selective of all media except direct communication

· Selective binding: computerized production process that allows the creation of hundreds of copies of a magazine in one continuous sequence

· Geographic coverage

· By using a magazine that is targeted toward a particular area

· Creativity for cognitive and emotional response

· Reproduction quality of ads is one of the most valued attributes

· Gatefolds: enable the advertiser to make a striking presentation by using a third page that folds out and gives the ad an extra large spread

· Bleed pages: those where the advertisement extends all the way to the end of the page, with no margin of white space around the ad

· Inserts: 

· Creative space buys: advertisers purchase space units in certain combinations to increase the impact of their media budget

· Reader involvement and amount of processing time

· Long life span

· Magazines are often read over a longer period of time and kept longer for reference

· Reader decides on the length of processing time

· Media Image
· Selective Exposure and Attention

Limitations of Magazines
· Absolute cost and cost efficiency

· Advertising in large magazines, such as Macleans, can be very expensive

· Reach and frequency

· Not as effective as other media in offering reach and frequency

· Advertisers seeking broad reach must advertise in a number of magazines, which means more negotiations and transactions ($$$!!)

· Scheduling and flexibility

· Long lead time needed to place an ad (reduces flexibility)

· Most major publications have 30-90 day lead time (space must be purchased well in advance)

· Target audience coverage

· Limitation of magazines in providing extensive target audience coverage

· The # of people reading the magazine vs. the # of people who are actually involved in the topic is substantially disproportionate

· Clutter

· Many magazines contain ads on more than half their pages

Magazine Circulation and Readership
Circulation

· Circulation figures represent the number of individuals who receive a publication

· Through subscription, buying in-store, or given it for free
· Controlled-circulation basis: copies are sent for free to people who the publisher believes can influence the company’s purchases
Readership

· Advertisers are often interested in the number of people a publication reaches 

· Pass-along readership: occurs when the primary purchaser gives the magazine to another person (i.e. to a friend or a magazine in a doctors office waiting room)

· Total audience or readership: calculated by multiplying the readers per copy by the circulation of an average issue

Magazine Audience Measurement
· PMB Study:  Print Measurement Bureau is a non-profit Canadian industry association of nearly 500 members drawn from advertisers, publishers, and advertising agencies

· It’s primary mandate is to collect readership information for print magazines, which allows for making more effective advertising decision

· First was conducted in 1973

· Research method is an in-home interview conducted throughout the year

· Respondents are screened by asking whether they have read any of the listed publications within the past 12 months
· A useful feature of the PMB study is “return to sample,” where individual firms can confidentially re-contact respondents to ask them other questions with respect to specific brand attitudes, purchase intentions, etc
NEWSPAPER

Types of Newspapers
· Daily Newspaper

· Published every weekday

· Found in cities and larger towns

· In 2008 there were 124 daily newspapers in Canada 

· Community Newspapers
· Mostly published weekly in smaller towns

· National Newspapers

· National Post or the Globe and Mail

· Editorial content with a national appeal

· Weekday and Saturday circulation

· Internet Newspapers
Types of Newspaper Advertising
· Display advertising

· Found throughout the newspaper and uses illustrations, headlines, white space, and other visual devices in addition to copy text

· Classified advertising

· Provides newspapers with revenue

· Special ads

· Include government and financial reports, political or special interest ads

· Inserts

· Are sent to the newspaper to be inserted before delivery

Strengths of Newspaper
· Reach and Frequency

· High degree of market coverage

· 40-50% of households read a daily newspaper each day

· Scheduling Flexibility

· Newspapers can be written, laid out, and prepared in a matter of hours

· Geographic coverage

· Can vary their coverage by choosing a specific paper or combination of papers

· Reader involvement and amount of processing time

· Consumers level of acceptance and involvement with papers and ads they contain tends to be higher

· Many people rely on newspapers for news, entertainment, information, and assistance with consumption decisions

· Media Image

· People value newspapers as a source of information and see them as reliable and reputable

· Creativity for cognitive responses

· Offer opportunity for extremely long copy

· Absolute cost and cost efficiency

· Newspapers assist small companies through free copywriting and art services

Limitations of Newspapers

· Creativity for emotional responses

· Poor reproduction quality

· Lacks extensive colour, which limits the quality of the ad

· Selective exposure and attention

· Usually kept for less than a day and then thrown out

· Target audience selectivity

· Not a selective medium in terms of demographics or lifestyle characteristics

· Clutter

· Advertising message must compete with numerous other ads for attention

Newspaper Circulation and Readership
Circulation

· The basic source of information concerning the audience size of newspapers comes from circulation figures available through CARD

· ABC (Audit Bureau of Circulation) verifies circulation figures for many newspapers

· CCNA (Canadian Community Newspapers Association) verifies the circulation if an advertiser decides to use this vehicle

· The city zone: a market area composed of the city where the paper is published and contiguous areas similar in character to the city

· The retail trading zone: the market outside the city zone whose residents regularly trade with merchants within the city zone

Readership

· Data on newspaper audience size and characteristics are available from NADbank.

Newspaper Audience Measurement
· NADbank: Newspaper Audience Databank Inc. is an organization comprised of newspaper, advertising agency, and advertising members. 

· Designed to publish audience research information for Canadian daily newspapers

· The purpose of this research is to provide its members with valid readership information to help the buying and selling of ad space

· ComBase: Administers the audience measurement for CCNA

· It is an organization with an independent board that features newspapers, advertisers, and advertising agencies. 

· Designed to publish audience research information of the community newspapers throughout Canada to allow them to sell ad space more effectively

Newspaper Advertising Rates
· Newspaper space is sold by the agate line and column width
· Agate line: a unit of measuring 1 column wide and 1/14 inch deep

CHAPTER 13: OUT-OF-HOME AND SUPPORT MEDIA

Out-of-Home media: quite pervasive as it delivers advertising messages that we experience while moving throughout our town or city while accomplishing our day-to-day activities

Support media: used to reach those in the target audience that primary media may not, or to reinforce the message contained in primary media

Outdoor Media Options
· Posters

· The typical billboard

· Front lit for visibility at night

· Bulletins or superboards

· Larger billboards which are sold on a per location basis

· Street level posters

· Transit shelters, etc

· Mobile signage

· Placing ads on trucks or other vehicles

Audience Measurement
· COMB (Canadian Out-of-Home Measurement Bureau): determine the amount of reach and frequency

· An independent organization of members from advertisers, advertising agencies, and media firms known as outdoor operators

· OMAC (Out-of-Home Marketing Association of Canada): mission is to develop the market for this medium, implement new industry initiatives, establish guidelines, and act on behalf of the industry on any issues

Strengths of Outdoor Media

· Reach

· Broad exposure is possible in a given market

· A 100 GRP showing could yield exposure to = 100% of the marketplace daily

· Frequency

· Purchase cycles are usually 4-week periods

· Geographic coverage

· Can be placed on highways, near stores, or mobile billboards

· Creativity for emotional response

· Can be very creative, large print, colours, and other elements

· Cost efficiency

· Very competitive CPM when compared to other media

· Average cost is less than radio, tv, or print

· Scheduling flexibility

· Modern technology has reduced production times

· Selective Exposure

· Difficult for consumers to avoid

· Attention

· The large size an strategic placement draws attention

Limitations of Outdoor Media
· Target audience coverage

· Broad reach, difficult to ensure the specific TA coverage is sufficient

· Amount of processing time

· Exposure time is short

· Creativity for cognitive response

· Lengthy appeals are not physically possible in most cases

· Media Image

· Suffered some image problems as well as some disregard among consumers

· Target audience selectivity

· Reaching specific TA is challenging due to broad exposure

· Clutter

· Outdoor ads have competing messages

· Low involvement

Other types of outdoor media:

· Transit ads

· Place based ads (ex: mall posters)

PROMOTIONAL PRODUCT MARKETING: the advertising medium that uses promotional products, such as ad specialties, premiums, prizes, etc

Strengths of Promotional Products 
· Target audience selectivity and coverage

· Distributed directly to target customers
· Creativity for cognitive response

· Variety of specialty items offer high degree of flexibility
· Frequency

· Designed for retention
· Products can be kept for a long time
· Absolute cost and cost efficiency

· Most items are very affordable
· Creativity for emotional responses

· Only medium that generates goodwill in the receiver
· Attention, involvement, amount of processing time
· All strengths as long as the receiver appreciates the item
Limitations of Promotional Products
· Media image

· Company may appear to be cheap by chintzy items
· Clutter

· So many organizations use this method
· Scheduling flexibility

· Takes a long time to put together this kind of promotion
· Reach

· Thrives on assisting existing media that have reach as their strength
· Geographic coverage

· Cost implications would make it hard to deliver products to many areas
· Selective exposure

· Receiver is in control of whether they want to display the product
Product Placement

· The actual product or an ad for it is part of a movie, TV show, or video game

· Most product placements are free or provided in exchange for trade
· Since the product is embedded into the script, it cannot be avoided
Strengths of Product Placement
· Reach

· A large number of people see movies each year
· Avg. film has approximate life of 3.5 years
· Frequency

· There may be ample opportunity for repeated exposures
· Creativity for emotional response

· When people see celebrities with a product, they had a positive association with the brand or product
· Cost efficiency

· Usually free or for trade
· Geographic coverage

· Substantial as top movies or shows can have national or international coverage
· Selective exposure

· It is difficult for the audience to avoid the product placement
· Clutter

· There are so many other things going on that it is sometimes hard to spot the product
· Involvement

· If done properly it has direct relevance for the character or situation
Limitations of Product Placement

· Absolute cost

· CPM may be low but the absolute cost may be very high
· Amount of processing time and attention

· There is no guarantee the viewer will notice it
· Creativity for cognitive response

· There is no potential for discussing product benefits or providing info
· Scheduled flexibility

· The advertiser has no say over when and how often the product is shown
· Media image

· Many moviegoers don’t like the idea of product placement
· Target audience selectivity

· The potential for exposure beyond a brands TA is enormous
· Target audience coverage

· It will be difficult to reach a substantial portion of ones TA with a single movie
( No audience measurement is available except from the providers. Potential advertisers often have to make decisions based on their own creative insight.  

CHAPTER 14: SALES PROMOTION

Sales promotion: a direct inducement that offers an extra value or incentive for the product to the sales force, distributors, or the ultimate consumer with the primary objective of creating an immediate sale

Types of Sales Promotion
1) Consumer Sales Promotion: directed at consumers, the end purchasers of goods, and are designed to induce them to purchase the marketers brand

· Samples, coupons, premiums, contests, sweepstakes, refunds, rebates

2) Trade Sales Promotion: designed to motivate organizations in the distribution channel to carry and merchandise a product
· Dealer contests, trade shows, point-of-purchase displays, incentives, sales training programs

3) Promotional push strategy: goal is to push the product through the channels of distribution with promotional activities

· Tries to convince resellers they can make a profit on a manufacturers product and encourage them to push it through to their customers

4) Trade advertising: publications that serve the particular industry, to generate reseller interest

5) Promotional push strategy: spending money on sales promotion efforts directed to the ultimate consumer

· Goal is to create demand among consumers and encourage them to request the product from the reseller who will in turn order the product

Growth of Sales Promotion
· Strategic important of sales promotion

· Companies include promotional specialists as a part of their strategic brand-building team to produce a long term increase in sales

· Reaching a specific target audience

· Focus on specific market segments and use sales promotions to reach certain geographic, demographic, etc audiences

· Can also be targeted to specific user-status groups such as customers or non-customers

· Increased promotional sensitivity

· Marketers are making use of sales promotion because consumers respond favourably to the incentives it provides

· Declining brand loyalty

· Consumers have become less brand loyal to one brand, so sales promotion techniques can be used to become the preferred brand overall or the preferred brand at the time

· Growing power of retailers

· Power shift from manufacturers to retailers is a main cause for the increase in sales promotion

· Companies that fail to comply with the retailers demands for more trade support often have their shelf space reduced or even dropped completely

· Competition

· Sales promotion is necessary to gain or maintain competitive advantage

Sales Promotions Objectives
1) Trial Purchase

· Important to encourage consumers to try a new product

· Sales promotion techniques can often initiate product trial

· Sales promotions can attract non users of a product category by providing them an extra incentive to buy the product

2) Repeat Purchase

· Success of a new brand depends on trail AND ongoing purchasing patterns

· Promos such as coupons encourage people to repurchase the product

3) Increasing Consumption

· Awareness of an established brand is generally high as a result of advertising effects and the fact that consumers have already tried the brand

· Sales promotion can generate some new interest in an established brand to help increase sales and defend the market share against competitors
4) Build Brand Equity

· Companies want to do more than generate short term increase in sales

· They want promotions that require consumer involvement with their brands (such as contests or sweepstakes)

Consumer Sales Promotion STRATEGY Decisions
1) Sales Promotion Strategy options

· Franchise-building characteristic

· Nonfranchise-building charactertistic

· Incentive characteristic

2) Application Across Product Lines

· Degree to which each sales promotion tool is applied to the range of sizes, varities, models, etc

· Should sales promo be run across entire line or just individual items?

· Which items, and why?

· Is the promo on regular stock or other specialty items?

3) Application across geographic markets

· Should the promotion be run nationally or in select markets?

Consumer Sales Promotion TACTICS Decisions
1) Value of Incentives

· The promotion must be of some significant value to consumers

2) Timing

· Which months, weeks, or days should the promo run?

· How long will it run?

· Target audience and behavioural objectives guide this decision

· How often will this promotion be offered?

3) Distribution 

· How are you going to distribute this promo?

· Coupons through direct main or in-ad, premiums, etc

Sales Promotion Strategy Options

SAMPLING: Involves a variety of procedures whereby consumers are given some quantity of a product for no charge to induce trial

· Generally considered the most effective way to generate trial, although it is also the most expensive

· Strengths of Sampling:

· Good way to induce a prospective buyer to try a product

· Generates higher trial rates than advertising

· Consumers experience the brand directly

· Limitations of Sampling

· Must have superior benefit for sampling to be worthwhile
· Very expensive to do
· Benefits of some products are difficult to gauge immediately
· Sampling methods

· Door-to-door
· Sampling through media (ex. lotion sample in magazine)
· Sampling through the mail 
· In-store sampling
· On-packing sampling
· Event sampling
· Location sampling
· Internet sampling
COUPONS: The oldest, most widely used, and most effective sales promotion is the cents-off coupon

· Strengths of Coupons

· Possible to offer price reduction to only those consumers who are price-sensitive (those who are not will still purchase at full price)
· Lowers consumers perceived risk of purchasing the product
· Can encourage repurchase after initial trial
· Encourage nonusers to try a brand and encourage repeat purchase among current users
· Limitations of Coupons

· Rather than attracting new users, coupons can often just be used by current users which reduce the company’s profit margins
· Less effective for inducing initial product trial in a short period due to conditions and expiry date
· Difficult to estimate how many consumers will use a coupon and when
· Response is rarely immediate
· Low redemption rates and high costs
· Coupon Distribution

· Newspaper freestanding inserts
· Direct mail
· Magazines
· Packages
· Internet
· Bounce-back coupon: a coupon in the product package that can be used to repurchase of the same product

· Cross-ruff coupon: a coupon in the product package that can be used for a different product under the same brand
· Instant coupon: attached to the outside of the package so that it can be redeemed immediately

· In-store coupon: through stickers or booklets of coupons (ex. Costco)

PREMIUMS: an offer for an item of merchandise or service either free or at a low price that is an extra incentive for purchasers

· Strengths of Premiums

· Premiums of small gifts (such as toys in a Happy Meal) add extra incentive to buy the product
· Useful in building brand image and co-branding (ex. computer games in cereal boxes)
· Ability to work with rest of the IMC program effectively to build the brand image
· Encourage trade support and gain in-store displays for the brand and the premium offer 
· Limitations of Premiums

· Cost is high (for the product and the extra packaging)
· Some offers require the consumer to send in more than one proof of purchase to receive the premium, which many people do not what to take the extra effort to do so
· Marketers face the risk of poor acceptance and then left with a supply of items with a logo that make it hard to dispose of
CONTESTS & SWEEPSTAKES: contests are a promotion where consumers compete for prizes or money on the basis of skills or ability. Sweepstakes are promotions where the winners are determined purely by change

· Strengths of Contests and Sweepstakes

· Sales can be enhanced by trial and repeat purchases through sweepstakes advertised instore
· Can involve consumers with a brand by making the promotion product relevant 
· Designed to be consistent with the brand positioning strategy used in advertising
· Limitations of Contests and Sweepstakes

· Do little to contribute to consumer franchise building for a product or service
· The contest becomes the dominant focus rather than the brand
· Participation may be done by people who have no intention of ever purchasing the product
REFUNDS AND REBATES: offers by the manufacturer to return a portion of the product purchase price 

· Consumers are generally very responsive to rebate offers

· Strength of Refunds and Rebates
· Help create new users and encourage brand switchers or repeat purchase behaviour
· May be perceived as immediate savings even if the consumer doesn’t go through with it
· Limitations of Refunds and Rebates

· Many consumers are not motivated by a refund offer because of the delay 
· Nonusers of rebates may find them too confusing
· Some consumers may only purchase the product when it is offered with a rebate
BONUS PACKS: offer the consumer an extra amount of a product at the regular price by providing larger containers or extra units

· Result in lower cost per unit for the consumer and provide extra value

· Advantages of Bonus Packs

· Give marketers direct way to provide extra value
· Effective defense maneuver against competitors promotion
· Limitations of Bonus Packs

· They take up more shelf space without providing greater profit margins
· Appeal primarily to current users
PRICE-OFF DEALS: reduces the price of the brand

· Offered right on the package through specially marked price packs

· Advantages of Price-Off Deals

· Ensures the promotion discount reaches the consumer and not just kept by the trade
· Present readily apparent value to shppers
· Limitations of Price-Off Deals

· Create pricing and inventory problems
· Appeal to current users rather than nonusers
FREQUENCY PROGRAMS: are loyalty programs that provide loyal customers with greater incentives

· Advantages of Frequency Programs

· Encourage consumers to use their product or service on a continual basis
· Allow marketers to develop databases containing valuable information on their customers to better understand their needs
EVENT MARKETING: when a company or brand is linked to an event or where a themed activity is developed for the purpose of creating experiences for consumers and promoting a product or service

EVENT SPONSORSHIP: integrated marketing communications activity where a company develops actual sponsorship relations with a particular event

TRADE SALES PROMOTIONS
Objectives of Trade Sales Promotion

1) Obtain distribution for new products

· Trail objective

· Trade discounts and other special price deals encourage retailers to push the brand

2) Maintain trade support for established products
· Repeat purchase

· Trade deals induce retailers to continue to carry weaker products because the discounts increase their profit margins (smaller companies use trade deals because they can’t afford extensive advertising like well established brands)
3) Build retail inventories
· Manufacturers use trade deals to build their inventory levels of retailers

· Another form of repeat purchasing
4) Encourage retailers to display established brands
· Manufacturers use multifaceted promotional programs to encourage retailers to promote their product at the retail level
Trade Sales Promotion Strategy Options

1) Trade Allowances: A discount or deal offered to retailers to encourage them to promote, display, or stock the manufacturers product
a. Buying allowances

· A deal offered to resellers in the form of a price reduction on merchandise ordered during a fixed period

b. Promotional (display) allowances

· Allowance/discount by the manufacturers for performing certain promotional activities in support of the brand

c. Slotting allowances

· Fees retailers charge for providing a slot or position to accommodate the new product

d. Strengths of trade allowances

· Easy to implement and well accepted

· Provide opportunity to display a featured product

e. Limitations of trade allowances

· Forward buying: retailers by the product at the discounted price and then continue to sell it after the promotion ends, and at the regular price

· Diverting: a retailer takes buys the product at the promotional price and then sells some of the product at the low price to a store outside its area

2) Point-of-Purchase Displays

a. Strengths of point-of-purchase displays

· Communicates to all people who are considering purchasing in a particular category

· The absolute cost and CPM are generally pretty reasonable 

b. Limitations of point-of-purchase displays

· Clutter

· Marketer relies on the retailer to set up the display properly

· Consumer has complete control over exposure

3) Cooperative advertising: the cost of advertising is shared by more than one party
a. Vertical cooperative advertising

· A manufacturer pays for a portion of the advertising a retailer runs to promote the manufacturers product and its availability in the retailers place of business (typically 50-50)

b. Horizontal cooperative advertising

· Advertising sponsored by a group of retailers or other organizations providing products or services to the market

· Example: car dealers located near each other often allocate some of their ad budgets to this fund

c. Ingredient-sponsored cooperative advertising

· Supported by raw materials manufacturers; its objective is to help establish end products that include the company’s materials/ingredients

4) Contests and Incentives: these stimulate greater selling effort and support from reseller management or sales personnel
a. Push money

· Cash payments made directly to the retailer’s sales staff to encourage them to promote and sell a manufacturers product

5) Events: a way to foster good relationships among channel members to enhance merchandising activities
6) Sales Training Programs: many products sold at the retail level require knowledgeable salespeople who provide consumers with information about the features and benefits of various brands and models
7) Trade Shows: a forum where manufacturers can display their products to current as well as prospective buyers
IMC Planning: Strategic Use of Sales Promotion:

( Budget Allocation

· Introductory stage: a large amount of the budgeted is allocated to sales promotion
· Growth stage: promotional dollars may be used for advertising to stress brand differences and keep brand name in mind

· Maturity stage: Advertising is primarily to maintain brand awareness. Promotions such as coupons or sampling may be used

· Decline stage: most promotional support is most likely to be removed

( Creative Themes

· Theme of consumer promotions should be tied in with the advertising positioning theme wherever possible

· Sales promotion should communicate a brand’s unique attributes and benefits 

( Media Support

· Needed to inform consumers of a promotional offer

· Creates awareness, interest, and favourable attitudes toward the brand

CHAPTER 15: PUBLIC RELATIONS

PUBLIC RELATIONS: The management function which evaluates public attitudes, identifies the policies and procedures of an organize with the public interest, and executes a program of action to earn public understanding and acceptance.

Roles of PR

· Non-marketing function whose primary goal is to maintain mutually beneficial relationships between organizations and the public

· Marketing function: blends PR and marketing

Publicity

· Publicity: the generation of news about a person, product, service, r organization that appears in broadcast or print media and the internet

· Video news release (VNR): a publicity piece produced by publicists so that stations can air it as a news story

Public Relations Plan

1) Situation Analysis

· Provides input into the planning process

· Serves as early warning system

· Secures support internally

· Increases effectiveness of the communication

2) Determine relevant target audiences

· Internal audiences: connected to the organization (employees, shareholders, etc)

· External audiences: not closely connected (public at large)

a. Employees of the firm
· Maintaining morale and showcasing the results of employees efforts

b. Shareholders and investors

· Annual report provides them with financial information regarding the firm

c. Community members

· Ads informing the community of activities the org is engaged in

d. Suppliers and customers

· Loyalty to suppliers create higher customer loyalty
e. The media
· Issue press releases and communicate through conferences, interviews, and events

f. Educators 

· Provide educators with info regarding their activities

g. Civic and business organizations
· Financial contributions, speeches, sponsors, etc to these groups are designed to create goodwill

h. Governments

· Influence government bodies directly at local and national levels

i. Financial groups

· Financial advisors must be kept up to date with new developments as well as financial information since they are sources of funding

3) Behavioural objectives

· Trial purchase

· Repeat purchase

· Purchase-related action

· Consumption

· All four of these objectives must be considered in PR

4) Communication objectives

· Category need

· Brand awareness

· Brand attitude

· Purchase intention

· Purchase facilitation

· Each of these need to focus on the PR plan, although slight modifications may be required (i.e. brand could represent the corporation as a whole)

5) Strategy

a. Focus of the message

· Raising awareness

· Informing and educating

· Gaining understanding

· Building trust

· Must find a balance in the actually message, between marketing vs. corporate.

b. Creative of the message

· In deciding what message to communicate, the marketer must decide to use the creative strategy or other IMC tools

c. Delivery of the message

· Various news media outlets where the media have the choice to either publish or not publish it

· Or an option they control, such as regular product advertising

6) Tactics

· When using media, a marketer would need to know how to make a media presentation, who t contact, how to issue a press release, and what to know what each medium addressed

· Decisions have to be made regarding other media such as news conferences, seminars, events, etc

7) Public relations effectiveness

· The evaluation process:

· Management by objectives

· Matching objectives and results

· Personal observation and reactive

· Public opinion and surveys

· Internal and external audits

Media Options

· Press release

· Press conference

· Exclusives

· Interviews

· Community involvement

Strengths of Media Publicity

· Credibility

· Not perceived in the same light as advertising; typically publicity is not paid for like advertising is

· Endorsement

· Information from media publicity may be perceived as endorsement by the media vehicle which it appeared in

· Cost

· Overall, very low

· Avoidance of clutter

· Typically perceived as news items so there is very little clutter or ads

· Reach of specific audiences

· A good way to reach audiences if the product only appeals to small market segments and advertising isn’t a good option

· Image building

· Helps develop a positive image for the organization

· Frequency potential

· Could generate exposure in multiple media (print, broadcast, internet)

Limitations of Media Publicity

· Weaker brand or corporate identification effect

· Potential for not completing the communications process

· Inconsistent message

· May misfire through lack of coordination with marketing department

· Timing

· Not always completely under control of the marketer

· Accuracy

· Information can sometimes get lost in translation

CHAPTER 16: DIRECT MARKETING

DIRECT MARKETING:  a system of marketing by which organizations communicate directly with target customers to generate a response or transaction

Direct-response media: includes direct male, telemarketing, interactive TV, print, the Internet, and other media to reach both customers and prospective customers

· The use of direct response media differs depending on whether the identity of the target audience is known

Developing a Database

· Database: a listing of customers and potential customers

· Database marketing: the use of specific information about individual customers and prospects to implement more effective and efficient marketing communication

· The database contains names, addresses, and postal codes and some also include demographics and psychographics

· Databases are used to achieve trial purchase objectives and other functions:

· Improving the selection of market segments

· Stimulate repeat purchases

· Cross-sell 

· Customer relationship management

· Sources of database information

· StatsCan

· Canada Post

· List services

· InfoCanada

· Marketing research houses

· Loyalty programs

RFM scoring method: recency, frequency, and monetary transactions between the company and the customer

Direct Marketing Plan
1) Target audiences for direct marketing

2) Direct marketing objectives

· Seek immediate behavioural response

· Communication objectives and how the message influences attitudes

3) Direct-response media

· One-step approach: used directly to obtain and order

· Two-step approach: involves the use of more than one medium

a. Direct mail

b. Catalogues

c. Broadcast media

d. Print media

e. Telemarketing

4) Direct marketing effectiveness

- 

Strengths of Direct Marketing

· Target audience selectivity

· Marketers can purchase lists of recent product purchases which allow them to see geographic region, occupation, demographics, etc

· Target audience coverage

· Reach a high % of the selective target audience and reduces waste coverage

· Frequency

· Possible to build frequency levels

· Usually use inexpensive vehicles so the market can afford to purchase repeat times

· Creativity and emotional responses

· Can take on a variety of creative forms

· Scheduling flexibility

· Can be very timely. Direct mail, for example, can be put together very quickly and distributed to the target population

· Personalization

· Direct media is the only medium that can personalize the message

· Costs

· CPM can be very high but the ability to reduce waste coverage reduces the actual CPM

Limitations of Direct Marketing

· Media image

· People believe unsolicited mail promotes junk products and other dislike being solicited

· Target audience coverage

· The effectiveness of these methods depends on the accuracy of the lists used

· Control for selective exposure

· Consumers have a lot of control with respect to direct marketing (it is easy to simply toss the direct mail piece in the trash)

· Reach

· The selectivity of DM and the cost associated with it suggest that achieving high levels of reach are not realistic

CHAPTER 17: INTERNET MEDIA

Internet Users

· Approximately 80% of all Canadians used the internet in the past 12 months

· Usage rate for men and women is equal

· Internet usage declines with age (mostly age 18-34 use internet)

Website Communication

· One role of the website is to act as the place where information is made available by the site owner to Internet users

· To attract visitors and have them return requires a mix of creativity, effective marketing, frequent updates, and the use of other media to direct consumers

Website Communication Objectives

· Develop awareness

· Offer interactive exposure of the brand of its key messages and typical signature (logo, slogan, colours)

· Distribute information (attitudinal)

· Website to provide detailed information about its offerings

· Build a brand image (attitudinal)

· Designed to reflect the image a company wants to portray

· Facilitate interaction (attitudinal)

Internet Media Options
1) Methods of Reaching Target Audiences

a. Behavioural targeting: based on advertisers targeting consumers according to their web-surfing behaviour
b. Contextual targeting: Advertisers who use their ads based on the content of the Internet page 
c. Geographic targeting: Adjusting internet communication messages depending on where the user is located
d. Site-loyalty targeting: loyal website users have positive attitudes towards the content of the ads on the site
e. Time of day targeting: 
2) Advertising

a. Banners: ad at the top of the page
b. Pop-ups: 
c. Interstitials: ads that emerge on the screen while the sites content downloads
d. Sponsorship: when a company pays to sponsor a section of a site
e. Push technologies: allow companies to push a message to consumers rather than waiting for them to find it
f. Paid search

g. Social media

h. Interactive games

3) Sales promotion

· Innovative advertisers create specialized groups on Facebook to communicate and interact with loyal customers

· These services have become digital “gifts” or “premiums” 

4) Public Relations

· Many websites dedicate a portion of their website to public relations (information about the company, community activities, reports, etc)

5) Direct Marketing
· Email and mobile

Measuring Internet Effectiveness:

Audience Measures

· Difficult to determine whether the person on the website actually saw the ad when they were on the website

· Interactive Advertising Bureau (IAB): global corporations involved in advertising and research

Communication Effects Measures

· Online Measuring: Clients can determine who saw their ads, determine reach, and whether the right target audience was reached through methods similar to PMB study

· Recall and Retention: many companies use traditional measures of R&R to test their internet ads

· Surveys: Conducted both online and traditional methods

Strengths of Internet Media
· Target audience selectivity

· Able to target specific groups of individuals with minimal waste coverage

· Involvement and processing time

· Because the internet is interactive, it provides strong potential for increasing customer involvement and satisfaction and almost immediate feedback for buyers and sellers

· Control for selective exposure

· Availability as an information source

· Creativity

· Creatively designed websites can enhance a company’s image, lead to repeat visits, and positively position the company

· Costs

· Enables a company to gain exposure to potential customers

· Not too expensive compared to other medias

Limitations of Internet Media

· Target audience coverage

· Lack of reliability of the research numbers generated

· Still some flaws in the system; caution must be used if advertisers are using these figures

· Clutter

· A lot of competition among ads

· Too many ads can cause consumers to get frustrated

· Reach

· Reach is still far behind that of television

· Media image

· Poor media image is due to annoying characteristics, deception, and privacy

· Ex. e-mail spam, pop-ups, etc
