Promotion

Definition:

According to Philip Kotler. “Promotion stands for the various activities the company undertakes to communicate its products merits and to pursue target customers to buy them”.

Objectives of the Promotional Mix

1. to inform about the firm’s offerings 

2. to influence the purchase

3. to remind frequently

4. to face competition
5. to create image and goodwill

6. to destroy negative image

7. to create and increase demand about new and existing offering

8. to maintain stability of demand 

9. to increase profit 

10. to create awareness for new goods and services

Tools/ Instrument of Communication Mix

1. Advertising:

Newspaper, Television, Radio, Direct mail, Magazine, etc.

2. Sales promotion:

Samples, coupons, cash refund offers, price off, prizes, free trails, warranties, etc.
3. Public relation and publicity:
Press relation, product publicity, corporate communication 
4. Personal selling:

Implementation of Promotional Plan

1. Establishing objectives:

2. Target identification:

3. Budget development:

· stage in the product life cycle

· market share

· competition

· advertising frequency

4. Determining the promotional mix:
5. Presetting the program:

· the tools are appropriate

· the incentive size optimal

· the presentation method efficient

6. Implementing and controlling the program:

7. Evaluating results:

· sales data

· consumers survey 

· experiments

