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PART 6

                                        Lindell’s lecture Notes

PROMOTION PLANNING
Part 6 covers the third major element of the marketing mix, promotion.

Chapter 17  Integrated Marketing Communications  Here, we broadly discuss promotion planning, which involves all communication used to inform, persuade, and/or remind people about an organization’s or individual’s goods, services, image, ideas, community involvement, or impact on society. We describe the basic types of promotion and the stages in a channel of communication. Next, we present the steps in developing an overall promotion plan. We conclude the chapter with international promotion considerations, and the legal environment and criticisms of promotion.

Chapter 18  Advertising and Public Relations  In this chapter, we examine two of the four types of promotion: advertising and public relations. We define advertising as paid, nonpersonal communication by an identified sponsor, and public relations as any form of image-directed communication by an identified sponsor or the independent media. We detail the scope of advertising and public relations and their attributes, and describe the role of publicity. We discuss the development of advertising and public relations plans in depth.

Chapter 19  Personal Selling and Sales Promotion  Here, we focus on the two other key elements of a promotion mix: personal selling and sales promotion. We define personal selling as oral communication with one or more prospective buyers by paid representatives for the purpose of making sales, and sales promotion as the paid marketing communication activities (other than advertising, publicity, or personal selling) that stimulate consumer purchases and dealer effectiveness. We describe the scope, characteristics, and stages in planning for both personal selling and sales promotion.

After reading Part 6, you should understand element 12 of the strategic marketing plan outlined in Table 3-2 (pages 72-75). Click on the planning icon to view these elements.

CHAPTER 17 

Lindell’s Lecture Notes
INTEGRATED MARKETING COMMUNICATIONS

CHAPTER OBJECTIVES AND SUMMARY
1.  To define promotion planning, show its importance, and demonstrate the value of integrated marketing communications   Promotion involves any communication that informs, persuades, and/or reminds people about an organization’s or individual’s goods, services, ideas, community involvement, or impact on society. Promotion planning systematically relates to all communication.

Promotion efforts are needed for both new and existing products. The audience may be consumers, stockholders, consumer advocacy groups, government, channel members, employees, competitors, and the public. With word-of-mouth communication, people express opinions and product-related experiences to one another. A firm may communicate its image, views on ideas, community involvement, or impact on society—as well as persuade people to buy. Good promotion enhances the other elements of the marketing mix. Promotion is a major activity around the world.

With well-coordinated promotion plans, a firm is applying integrated marketing communications. This means the strategic roles of a variety of communication disciplines are evaluated and combined for clarity, consistency, and maximum communication impact. A good plan properly addresses these points: It is synergistic. There is tactical consistency. There is interactivity with consumers. Every company message positively influences the target audience. The company’s basic promotion themes and differential advantages are clearly understood by all employees who interface with the targeted audience. Promotion personnel cooperate with one another. Data bases are maintained.

2.  To describe the general characteristics of advertising, public relations, personal selling, and sales promotion   Advertising is paid, nonpersonal communication transmitted through various media by organizations and individuals who are in some way identified as the sponsor. Public relations includes any communication (paid or nonpaid, nonpersonal or personal, sponsored by a firm or reported by an independent medium) designed to foster a favorable image. Publicity is the nonpaid, nonpersonal, nonsponsored form of public relations. Personal selling involves oral communication with one or more prospective buyers by paid representatives for the purpose of making sales. Sales promotion involves paid marketing activities to stimulate consumer purchases and dealers.

3.  To explain the channel of communication and how it functions   A source sends a message to its audience via a channel of communication. A channel consists of a source, encoding, the message, the medium, decoding, the audience, feedback, and noise.

A source is a company, an independent institution, or an opinion leader that seeks to present a message to an audience. Encoding is the process by which a thought or an idea is translated into a message by the source. A message is a combination of words and symbols transmitted to the audience. A medium is a personal or nonpersonal channel used to convey a message. Decoding is the process by which a message sent by a source is translated by the audience. The audience is the object of a source’s message. Feedback is the response the audience makes to a message: purchase, attitude change, or nonpurchase. Noise is interference at any stage.

4.  To examine the components of a promotion plan   Goals may be demand- or image-oriented. Demand goals should correspond to the hierarchy-of-effects model, moving a consumer from awareness to purchase. Primary demand is total demand for a product category; selective demand refers to interest in a particular brand. Institutional advertising is used to enhance company image.

Five ways to set a promotion budget are all you can afford (the weakest method), incremental, competitive parity, percentage of sales, and objective and task (the best method). Marginal return should be considered when budgeting.

A promotion mix is the overall and specific communication program of a firm, including its use of advertising, public relations (publicity), personal selling, and/or sales promotion. Many factors need to be considered in developing a promotion mix.

5.  To discuss global promotion considerations, and the legal environment and criticisms and defenses of promotion   In devising an international promotion plan, the channel of communication, promotion goals, budgeting, and promotion mix should be studied for and applied to each market.

There are many laws and rules affecting promotion. The major ways to guard against undesirable promotion are full disclosure, substantiation, cease-and-desist orders, corrective ads, and fines. Critics are strong in their complaints about promotions. Marketers are equally firm in their defenses.

.

CHAPTER OUTLINE

17-1    OVERVIEW
A. Promotion is any communication used to inform, persuade, and/or remind people about an organization’s or individual’s goods, services, images, ideas, community involvement, or impact on society.

B. Promotion planning is systematic decision making relating to all aspects of an organization’s or individual’s communications efforts.

17-2    THE IMPORTANCE OF PROMOTION
A.
Promotion is a key element of the marketing mix.

1.
New products require informative promotion.

2.
Products having a level of consumer awareness require persuasive promotion.

3.
Popular products emphasize reminder promotion.

B.
A firm’s promotional effort can be addressed to consumers, stockholders, consumer advocates, government, channel members, employees, competitors, and the general public.

17-3    AN INTEGRATED APPROACH TO PROMOTION PLANNING

A.
Integrated marketing communications (IMC) “recognizes the value of a comprehensive plan that evaluates the strategic goals of a variety of communication disciplines—advertising, public relations, personal selling, and sales promotion—and combines them to provide clarity, consistency, and maximum communication impact.” See Table 17-1.

B.
IMC addresses these points:

1.
It is synergistic.

2.
There is tactical consistency.

3.
There is interactivity with consumers.

4.
Every company positively influences the target audience.

5. The company’s basic promotion themes and differential advantages are clearly understood by all employees who interface with the targeted audience.

6. Advertising, public relations, sales, and sales promotion personnel cooperate with one another.

7. Detailed data bases are maintained.

17-4    TYPES OF PROMOTION
A.
Advertising is paid, nonpersonal communication regarding goods, services, organizations, people, places, and ideas that is transmitted through various media by business firms, government and other nonprofit organizations, and individuals who are identified in the advertising message as the sponsor.
B.
Public relations includes any communication to foster a favorable image for goods, services, organizations, people, places, and ideas. It may be personal or nonpersonal, paid or nonpaid, and sponsor controlled or not controlled. Publicity is nonpersonal public relations that is transmitted through media but not paid for by an identified sponsor.

C.
Personal selling involves oral communication with one or more prospective buyers by paid representatives for the purpose of making sales.

D.
Sales promotion involves paid marketing communication activities (other than advertising, publicity, or personal selling) that are intended to stimulate consumer purchases and dealer effectiveness.

E.
Table 17-2 shows the general characteristics of each type of promotion; many companies combine them into an integrated blend.

17-5    THE CHANNEL OF COMMUNICATION
A.
The channel of communication (communication process) must be understood in order to develop a proper promotion mix and interact effectively with a target audience. See Figure 17-3.

B.
Through a channel of communication, a source develops a message, transmits it to an audience via some medium, and obtains feedback.

17-5a    THE SOURCE
A.
A source of communication is usually a company, an independent institution, or an opinion leader that seeks to present a message to an audience. The types of company sources are as follows:

1.
Company spokesperson.

2.
Celebrity.

3.
Actor playing a role.

4.
Representative consumer.

5.
Salesperson.

B.
Several questions must be considered when assessing a source. These include credibility, image, value of message, knowledge, whether the source complements or overwhelms a product, and audience dislike.

17-5b    ENCODING
A.
Encoding is the process whereby a thought or idea is translated into a message by the source.

B.
Preliminary decisions about message content are made.

C.
The thought or idea must be translated exactly as intended.

17-5c    THE MESSAGE
A.
A message is a combination of words and symbols transmitted to an audience.

B.
Considerations in message development are as follows:

1.
The information to be presented in any message. See Figure 17-4.

2.
The use of one-sided versus two-sided messages. See Figure 17-5.

2. The use of symbolism, including fear appeals.

3. The use of humor.

4. The use of comparative messages, which contrast the firm’s offerings with competitors’. See Figure 17-6.

5. The desirability, exclusivity, and believability of message content.

6. Message timing.

a.
With massed promotion, communication efforts are concentrated in peak periods, like holidays.

b.
With distributed promotion, communication efforts are spread throughout the year. See Figure 17-7.

c.
The wearout rate—the time it takes for a message to lose effectiveness—must be set.

17-5d    THE MEDIUM
A.
A medium is the personal or nonpersonal means used to convey a message.

1.
Personal media offer one-to-one contact with the audience. They are flexible, able to adapt messages to individual needs, and can answer questions. They include company salespeople and other representatives, as well as opinion leaders.

2.
Nonpersonal (mass) media provide large audiences and low per-customer costs. They are less flexible and not as dynamic as one-to-one presentations. They work best with dispersed target market segments. Included are newspapers, television, radio, direct mail, billboards, magazines, and transit.

B.
The choice of media depends on costs, product complexity, the audience, and communication goals.

17-5e    DECODING
A.
Decoding is the process whereby a message sent by a source is interpreted by an audience.

B.
The background of the audience affects the way it decodes messages.

C.
Clarity and complexity of message content has an impact on decoding.

D.
Subliminal advertising is a controversial type of promotion because it does not enable a consumer to consciously decode a message. Its effectiveness is questionable.

17-5f    THE AUDIENCE
A.
The audience is the object of a source’s message.

B.
The communication channel employed depends on the size and dispersion of the audience, demographic and lifestyle audience traits, and the availability of appropriate media.

C.
A global consumer survey found the following:

1.
72 percent believe marketers exaggerate health benefits.

2.
70 percent do not believe marketers respect consumers’ intelligence.

3.
70 percent believe marketers brainwash children.

4.
62 percent do not believe marketers give accurate information.

5.
55 percent do not believe marketers sponsor worthwhile events.

6.
40 percent do not believe ads are creative and entertaining.

17-5g    FEEDBACK
A.
Feedback is the response an audience has to a message. It may be a purchase (the most desirable type of feedback), an attitude change (generating favorable attitudes may lead to future purchases), or a nonpurchase (the least desirable feedback).

17-5h    NOISE (LPC applied examples)
A.
Noise is interference at any point along a channel of communication.

B.
It may be caused by a phone interruption, wrong information, an impatient customer, a broken page link at a Web site, conversation during a commercial, a direct-mail ad opened by the wrong person, or a competitor’s item being on sale.

17-6    PROMOTION PLANNING (note LPC handouts to illustrate)
17-6a    OBJECTIVES
A.
The objectives of promotion may be categorized as stimulating demand and enhancing company image. 

B.
The hierarchy-of-effects model outlines the sequential short-term, intermediate, and long-term promotion goals for a firm to pursue.

1.
Primary demand is an objective at the early stages of the model that seeks consumer interest for a product category.

2.
Selective demand is a later objective that seeks consumer interest for a particular brand of a product.

C.
Through institutional advertising, a firm seeks to enhance its image, not to sell goods or services. More than one-half of the leading advertisers in the United States run such ads.

17-6b    BUDGETING
A.
The all-you-can-afford method bases the budget on funds available after all other expenses have been paid.

B.
With the incremental method, a company bases its new budget on previous expenditures.

C.
In the competitive parity method, a company’s promotion budget is raised or lowered according to competitors’ actions.

D.
The percentage-of-sales method ties the promotion budget to sales revenue.

E.
Under the objective-and-task method, a firm sets promotion goals, determines the activities needed to satisfy them, and then establishes the proper budget. Most large companies use some form of objective-and-task technique.

F.
During promotional budgeting, a firm should keep the concept of the marginal return in mind. This is the amount of sales each increment of promotion spending will generate. It is usually highest for new products.

17-6c    THE PROMOTION MIX
A.
The promotion mix is a firm’s overall and specific communication program, including its use of advertising, public relations (publicity), personal selling, and/or sales promotion.

B.
With an integrated marketing communications program, each type of promotion has a distinct function and complements the other types.

C.
A promotion mix varies by type of company, the product life cycle, access to media, and channel member support.

D.
The allocation of resources and effort is the responsibility of a company’s marketing director (or vice-president).

E.
Figure 17-8 contrasts promotion mixes in which advertising and personal selling would dominate.

17-7    GLOBAL PROMOTION CONSIDERATIONS
17-8    THE LEGAL ENVIRONMENT OF PROMOTION
A.
There are many federal, state, and local laws and rules affecting promotion.

B.
The Federal Trade Commission (FTC) and the Federal Communications Commission (FCC) are the major federal agencies involved with promotion. See Table 17-3.

C.
There are five major enforcement tools to protect consumers and businesses from unsatisfactory promotion practices.

1.
Full disclosure requires that all data necessary for a consumer to make a safe and informed decision be provided in a promotion message.

2.
Substantiation requires a firm to be able to prove all claims it makes.

3.
Cease-and-desist orders require a firm to discontinue deceptive practices and modify its promotion messages.

4.
Corrective advertising requires a firm to run new ads to correct the false impressions left by previous ones.

5.
Fines are dollar penalties levied on a firm for deceptive promotion.

D.
In addition, self-regulation activities are conducted by the media themselves (LPC REFERENCES the NAD-NARB).

17-9    CRITICISMS AND DEFENSES OF PROMOTION
A.
For years, industry trade groups have worked to improve the overall image of promotion, as illustrated in Figure 17-9.
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