CHAPTER 10
ADVERTISING, PUBLIC RELATIONS and SALES PROMOTION

CLASS NOTES

OBJECTIVES:
· Be able to explain the different roles that advertising and public relations play in the Promotion Mix.
· Describe the major decisions involved in establishing an advertising program.
· Describe the benefits of a public relations program.

I. Advertising— any paid for of nonpersonal presentation and promotion of ideas, goods, or services by an identified sponsor.
· Modern advertising involves the expenditures of billions of dollars.  (at least $290 in 2008).
· There are seven steps in developing an advertising program: identify the target audience, set objectives, establish budget, convey the message, evaluate and select media, create the advertisement and finally, possibly most important, evaluate the campaign. (Exhibit 10.1)

A. Step #1 – identify the target audience.  The success of the entire campaign rises and falls on the comprehensiveness of the market research that is conducted.

B. Second step is to set the OBJECTIVES for the program— a specific communication task to be accomplished with a specific target audience during a specific timeframe.  Objectives can be classified by the desired PURPOSE to accomplish.  (
1. Informative advertising— used when introducing a new product.  Objective is to build demand.
2. Persuasive advertising— used when competition increases (later part of growth stage and early maturity stage).  Comparative advertising is persuasive.
3. Reminder advertising— used for mature products.

C. Third step is to set the BUDGET.  Methods previously discussed— affordable, percentage-of-sales, competitive-parity, and objective-and-task.  Additional considerations:
· Stage in product life cycle
· Market share
· Extent of competitive environment
· Undifferentiated products

C. Fourth, Fifth and Sixth steps, comprise developing the STRATEGY, is comprised primarily of two aspects— creating the message and selecting the media which should be accomplished in cooperation.  The third step of strategy is basically executing the creation and selection – development of the advertisement.
1. To gain and hold attention, today's advertising messages must be better planned, more imaginative, more entertaining, and more rewarding— a CREATIVE MESSAGE— so consumers don't zap, zip, or snooze.
· Plan what general message will be communicated to consumers.  It should include/identify the customer BENEFITS.
· Next the best style, tone, words, and format for executing the message.
2. Selecting the media involves four elements.
· Decide on the reach, frequency, and impact needed to achieve objective.
· Choose media type. (Exhibit 10.2)
· Select specific media vehicle.  Consider CPM versus audience quality and attention.
· Decide on timing.
D. Last step is to EVALUATE both the communication effects and sales effects.
· Communication effects should be evaluated before and after.
· Sales effects are difficult to measure.
· What is the ROI?

E. International/global advertising challenges— basic consideration is standardization versus adaptation issue.
· Lower advertising costs, global coordination, and consistent global image must be weighed against ignoring culture, demographics, and economic conditions.


II. Public Relations— building good relations with the company's various publics by obtaining favorable publicity, building up a good corporate image, and handling of unfavorable stories.
1. PR can be used to promote products, people, places, ideas, activities, organizations, and nations.
2. PR can have a strong impact on public awareness at a much lower cost than advertising.
3. Despite its potential strengths, PR has limited use and even more so to support product marketing objectives.
4. PR tools: news, speeches, special events, company website, public service activities, and company written materials.  Public Relations Toolkit: publications, video & audio, annual reports, media relations and electronic media (Exhibit 10.5)

III. Sales Promotion— short-term incentives to encourage the purchase or sale of a product/ service.  It offers reasons to buy NOW.  Design to stimulate earlier or stronger market response.
1. Increase in the use of Sales Promotions has resulted due to:
· Pressure to increase sales
· More competition and less differentiation
· Decline of advertising efficiency
· Consumers more deal oriented

2. Sales Promotion objectives vary depending on the intended use or audience: consumers, business, trade, or sales force.  However, the sales promotion should be consumer relationship building.
· Sales Promotion tools: basically any device that motivates the customer to act.
· Samples: most effective but probably most expensive
· Cash refund offers, price packs, premiums, advertising specialties, patronage rewards, point-of-purchase promotions (POP), contests, sweepstakes, product placement and games. (Exhibit 10.6)
3. Trade promotion (directed at retailers and wholesalers) amounted to twice the amount of sales promotion directed at consumers.  Generally it is a strategy to PUSH the product in the channel.
4. Evaluation of the Sales Promotion is critical but few companies do this well, especially with the advent of Groupon!



Check out – MARKETING APPLICATIONS – on page 273.  Be prepared to discuss questions 3, 5, 6, and 7.
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