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Marking Criteria:
 We expect the learners to write minimum one well expressed point in three lines against each allocated mark. This means one needs to write 15 lines with 5 well expressed points to get high grades for a 5 marks question.
For high grades use examples and illustrations where appropriate. 
	1 – I – Promotion in the context of marketing are the activities aimed at making the customer aware of the product and its characteristics. It is the bridge that connects the product to its customers. Producing a good product doesn't automatically means that it will be successful in the market place. It is necessary to communicate to the consumers that the product exists and why it is a good product. Promotion is the function of marketing which is given the duty of enlightening the target consumer of the type and nature of the company’s goods and services, benefits it offers, its feature and uses along with the price and the types of locations at which it will be available in the market. It points to the official communication utilized by marketers to trade convincing messages and information between an organization and its different publics.

1 – II – With increasing competition in the market place, in addition to the consumer becoming increasingly more informed and selective, it is now critical that marketing communications of only the precise kind are carried out to the exact group of aimed at buyers. The three basic purposes of promotion are: Informing, Persuading, and Reminding the consumer.
In order for a potential consumer to decide to purchase a product. It is necessary that he must know something about that product. The information objective of promotion is to communicate to consumers the features of the product and explain how it will fulfil their wants and provide any other relevant information that will promote sales. For example, a cut in product prices will not yield any additional sales if the consumer is not aware that a new discounted price is available. It is necessary to inform potential consumers of this fact for them to become interested in the product.
It is not only necessary to inform the consumer about product availability, but also to persuade them to buy it instead of a competitor's product, especially In a competitive market place. The persuasion objective of promotion is to focuses on reasons why one brand is better than competing brands. The company will try to develop a favorable set of attitudes so customers will buy its product. For example, when a brand states that their toothpaste is the preferred one by 9 out of 10 dentist. Mentioning that the product is preferred by specialists establishes the quality and trust on the product over the product of the competitor, which is not preferred by those specialists. 
It is also not only necessary to reach new consumers, but to keep already existing ones, in order for a business to maintain its success. The reminder objective of promotion is to keep reminding consumers of the existence of the product and of the good service that it has provided them over the years. This is especially important since competitor's organizations attempt to continuously attract consumers with their own competing brand’s persuasive and informative messages.

1 – III – The Communication Process consists of five stages:
1. Identification of target audience - Who are the people for whom the promotional message is meant, and what their characteristics are. The sender needs to understand who will be receiving the message in order to determine how the message should be shaped in a way that will produce the best results. With an understanding of the target consumer, it is easier for the sender to complement the message to the target audience.
2. Figuring out the required response - Once the target audience has been identified, it is necessary to determine what reaction the sender wants them to have when they receive the message. For example, a promotion about safety desires that the receiver of the message will change or eliminate some risky habits, while a promotion about saving the environment desires that the receiver will create new and better habits. Regarding product promotion, the crucial response will be the actual purchase. Therefore, the sender has to know how to get the target viewers from the existing point to a point which will take them closer to the actual buying of the product or a service. The sender will want to implant something in the receiver’s mind or alter their attitude or induce them to take a specified action.
3. Selecting the message – Once the desired response has been identified, it is necessary to determine how the message will produce that reaction in the target audience. This process involves creating the message content, i.e. the main or pivotal concept of the promotional message, and using rational or emotional appeals to reach the desired reaction.
4. Choosing source attributes - The impact of the message will depend on the receiver's perception of the sender. For example, a company known for producing excessive levels of pollution, a message relating to the environment might not be effective since the credibility of the sender in this area is negative. Three attributes that affect the sender’s credibility are: Expertise (endorsements from relevant professionals in the field carry more credibility than endorsements from non-professionals or people not involved in the field), Trustworthiness (how unbiased or honest the source appears to be), and Likability (the source’s overall magnetism to the spectators. For example, two professionals on the same field, the one who is more liked by the general public will have more influence with them than the other).
5. Gathering Feedback - The receiver’s response to the message being conveyed back to the source about their understanding of the message and the reaction to it. Since the communication is performed through Push Communication rather than Interactive Communication, feedback may only be obtained if the sender actually makes plans to get that feedback, such as through surveys of questionnaires.

1 – IV – In the communication process, Noise is anything that disrupts the communication in a way that influences the receiver’s interpretation of the message, resulting in the receiver misunderstanding the message that was originally transmitted or not receiving the message at all. The goal of communication is understanding of the message, and anything that interferes with this goal is considered to be a noise. Just like when listening to an audio message, any literal noises in the background would affect the listeners capacity to hear or fully understand the message. Noise occurs when there is so much promotional clutter that consumers tire of it and have a difficult time remembering specific messages.

1 – V – The four components of promotion mix are: Advertising (Any type of paid communication carried out through mass media about a product or service. Such as commercials on Television, Social Media, Newspaper, Radio, etc., which are aimed to increase consumption of those products and services.), Personal Selling (Face-to-face communication between the buyer and the seller. The purpose of this interaction is to convince the buyer to agree to a point of view or to persuade the buyer to take some course of action. Such as a door-to-door salesperson. This person has to be appropriately trained to deliver the desired message to the potential buyer. While advertising through mass media only allows for a single message to be transmitted to everyone equally, this approach allows for the skilled salesperson to tailor the message to the particular listener, and allows to immediately receive feedback), Publicity (The movement of information with the effect of increasing public awareness of a product. While advertising is the transmission of a message directly regarding the product, publicity is the transmission of news related to the product aimed at inspiring the demand for the product. For example, a message delivered via Television announcing the new Microsoft Windows Software and its features, is and advertising, while a television news segment mentioning that Microsoft offered the new software to a school how could not afford it, is publicity. While on the news the software itself is not the focus of attention (the action of giving the software away is the focus) and no features are mentioned, it increases the image and credibility of the company in the eyes of the consumer. In this case, Microsoft did not pay the news program to transmit that message.), and Sales Promotion (promotional activities aimed either at the consumer or at the distribution channel, intended to stimulate buyer purchases or dealer effectiveness in a specific time period, and that is not part of Advertising, Publicity, or Personal sales. For example, special offers, discounts, demonstrations, contests, etc. It is used to introduce new product, clear out inventories, attract traffic, and to lift sales temporarily.)

1 – VI – The factors affecting the promotion mix can be grouped into four categories: 
Product Related: (Advertising is better utilized to pass on simple ideas and pieces of information that will be easily remembered by the receiver, and will create general interest in the product. On the other hand, Personal Sales and Sales Promotion are more suited to deliver complex information that can then be directly explained to the listener. Products with small unit prices like hygiene products or batteries take more advantage from advertising because it reaches the highest number of listeners, and due to the nature of their unit prices, their profit comes from selling large amounts. On the other hand, products with a high unit price can take better advantage of personal sales where the message can be tailored to the listener. The promotion mix component better used to increase sales will also differ on each stage of the product life cycle.), Customer Related: (Large market segments take more advantage of non-personal endorsements since they have the ability to efficiently reach a large number of potential consumers at the same time. On the other hand, Niche segments and organizational buyers can use personal sales effectively. The decision of purchasing regular, routine products usually does not rely on marketing information and the consumer will choose the product is already uses and is happy with. In this case, promotion will rely on reminding the consumer of the quality of the product. On the other hand, occasional, complex buying decision, such as kitchen appliances of entertainment equipment, promotion should present relevant information, and personal sales can provide individual messages and clarification on the product.), Organization Related (The company can focus their efforts on endorsing their goods to the intermediaries in the distribution channel, which in turn will endorse them to the costumer, or it can decide on focusing directly on the final consumer. For example, having the retailer displaying their product at a better location with more traffic, or giving demonstration of the product to potential consumers, are efforts focused on the intermediary.), and Situation Related (Depending on the company's recognition in the market and how their image is perceived by the public, the company might indulge in activities that will increase visibility, such as sponsoring events important to the community, or offering their product to certain parts of the community. If a competitor endorses promotional activities such as these, the company might be required to also endorse those activities in order to equal or offset the competition.)

1 – VII – The primary difference between push and pull marketing lies in how consumers are approached. The Push strategy promotes the product by pushing them onto people, while the Pull strategy establishes a loyal customer base and draws consumers to the product. For example, Lamborghini does not advertise its product as costumer will go to them.
In the Push strategy the manufacturer vigorously endorses his product to intermediaries, and they in turn will actively endorse them to the final consumer. This strategy can be clearly witness in action when retailers have special displays for a specific product that makes them stand out from other similar products, or the product is displayed in multiple locations on the same store. This type of strategy focuses on personal selling at the manufacturer's level, and different sales endorsement techniques aimed at the intermediaries. Each member in the distribution channel endorses the product to the next channel member in line.
In the Pull Strategy, the manufacturer concentrates the endorsement efforts on the final buyer directly instead of on intermediaries. It involves motivating customers to seek out the brand in an active process. Just the opposite of Push strategy, the customer actively seeks out the product and retailers place orders for stock due to direct consumer demand. A pull strategy requires a highly visible brand which can be developed through mass media advertising or similar tactics. Pull marketing attempts to create brand loyalty and keep customers coming back, whereas Push marketing is more concerned with short-term sales.

1 – VIII – The Push strategy and the Pull strategy mainly differ by the direction they go through the distribution channels. The Push strategy starts with the manufacturer pushing the product from where he is now (Manufacturer) until it reaches where he wants it to be (Final Consumer), while the Pull strategy starts with the Final Consumer asking for the product, and then the request going up the channel, from the final consumer until it reaches the manufacturer. In Push strategy, the product goes to the consumer, and in Push strategy, the consumer goes to the product.
Push Strategy examples are: Negotiation with retailers to stock the product, Point of sale displays, Direct selling to customers, Showrooms promotions, Packaging design to encourage purchase, etc. Pull Strategy examples are: Advertising on mass media, word of mouth referrals, sales promotions and discounts, etc.

2 – The Promotion Mix is the element of Marketing Mix concern with communication activities, i.e. communicating to the customer the existence of the product, its features, who it relates to the competitors, etc. The communication of this information can be done in several ways according to the different elements of the Promotion Mix: Advertising, Personal Selling, Publicity, and sales Promotion.
Advertisement is the "paid form of non-personal presentation and promotion of idea, goods or services by an identified sponsor”. It is an impersonal presentation where a standard message regarding the features, price and availability of product or service is given by the manufacturer. The advertisement is built on the Pull marketing strategy as it directly appeals to the customer to buy it.
This element of promotion mix as three distinct characteristics: It is paid for (The sender of the message has to bear a cost to communicate with customers.), it is impersonal (The message is transmitted only one direction, from the sender to the receiver, and there is no face to face contact between the parties involved in the communication.), and there is a clear identified sponsor of the message. 
This element is used by companies to reach geographically distributed consumers in a large scale, usually by television ads, newspapers, radio, social media, etc. to reach out to a mass audience. While this element is quick and effective in reaching consumers, it has a wide variety of media choices to carry the message, and it is perceived as legitimate by the consumers, it is also expensive, and impersonal.
Personal selling involves face to face interaction between the seller and buyer for the purpose of sale. This is very effective in building customer relations and helping the consumer move from awareness and knowledge stage to conviction and action. Personal selling is more with products with a high unit price that require more assertive efforts to persuade customers to buy.
The message transmitted with the use of the element is personal, and transmitted through face to face interaction, it is a two way communication where the seller provides information regarding the product and in immediately receives feedback from the buyer, which makes it suitable for sale of complex products where buyer wants to interact with the manufacturer. Due to the personal nature of this communication, it promotes a good relationship between the seller and the customer, it is more effective since the message transmitted can be tailored to the specific buyer, which requires that the salesperson is knowledgeable and skilled in this function.
[bookmark: _GoBack]Publicity is the movement of information with the effect of increasing public awareness of a product. It is the creation of inspiration for the demand for a product, service, or business unit that is not personal, by producing commercially important news related to it in published medium or getting positive presentation of it on radio, television, or stage. Differing from advertising, this type of promotion is not financially rewarded by the sponsor. Another difference from advertising is that the specific message being transmitted is not generated by the company but rather by the media transmitting the message. This means that the message is not direct at the buyer, but to the general public, including shareholders, suppliers, intermediaries, etc. And the relationship with these entities can be affected by this element of promotion. Although the message may not be design by the company, this type of promotion is highly credible in the eyes of the consumer, and in is inexpensive since the company does not pay to have the message transmitted.
Sales promotion is the short term use of incentives or other promotional activities that stimulate the customer to buy the product. Similar to Advertising, sales promotions are impersonal (the message is the same for everyone), and it is a paid form of communication, in the sense that it costs money to the company to perform this activity, however, it involves offering a discounted price to a buyer rather than paying for the actual activity. Sales promotion techniques includes: coupons, contests, price cuts, giving a free gift with the purchase of the product, more quantity with less cost, samples, etc. These are useful and effective because they attract attention which result in an immediate effect on sales, it helps with stock clearance, and gives a clear advantage over the competition. However, since it is a time limited activity aim at short-term increase of sales, it is not very effective at creating long-term brand preference.
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