Marketing communication (promotion)
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Definition: Marketing communication or promotion is an element of the marketing mix. It’s an interactive dialogue between the manufacturers and the customers. 

1.Marketing communications include 4 areas:

A. Advertising: Any paid form of non-personal presentation and promotion of ideas, goods and services by an identified sponsor.

B. Sales promotion: Those activities other than advertising, PR and personal selling that stimulate market demand for products. (e.g.: free samples coupons)

C. Personal selling: It’s a face-to-face or word-to-mouth promotion between one particular seller and one particular buyer.

D. PR + Publicity: ‘Public Relations’ is an indirect method of forming a firm’s image through the dissemination of controlled information. Publicity: Any unpaid form of non-personal presentation and promotion of ideas, goods and services that are demand or image centered.

2.1 Stages of marketing communications. The marketing communication takes place during:
· The pre-selling (e.g.: advertising, market research)

· Selling & consuming (e.g.: giving information and advice)

· Post selling (e.g.: customer service, feedback)

2.2 Elements of the communication process:
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Major participants: Sender, Receiver
Major communication tools: Message, Channel

Major communication functions: to encode, to decode, feedback
· Sender: Any firm, a spokesperson, or a celebrity who has a personal impact on the customer.

· To encode: When the sender sends the message disguised in symbols and metamorphic signs.

· Message: The complexity of symbols and metamorphic signs. 
· Personal Channels are flexible. (e.g.: agents, brokers, door-to-door salesmen.)

· Impersonal Channels are cheap. (e.g.: TV, internet, radio, press)

· To decode: The customers are able to understand the message.

· Receiver: The terminal point, the customer who is supposed to be influenced.

· Feedback: The customers’ responds to the message. It can be either buying or refusing buying.

· Noise: Throughout the communication process the noise can make the message more or less effective. 
To encode, decode, feedback are the major communication functions.
3. Communication strategies:
Pull strategy means, deals with the customer searches and expects to find the product at the seller. This way the customer compels the retailer to keep a continuous supply from the desired product. The customer pulls the product through the distribution channel.
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Push strategy means that the product and the information flow into the same direction. The product is pushed and pressed through the distribution channel. The producer sells the product at discount price to the intermediaries so that the customer can get the product at discount prices as well.
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4. The process of effective marketing communications

4.1 First step is to identify the target market, the needs, the behavior and the preferences of the potential customers.

4.2 Second step is to determine the communication objectives. The marketer wants the customer to buy the products after a relatively long decision making process.

4.3 Third stage is to design the message with the help of the AIDA model. (Awareness, Interest, Desire, Action)

4.4 To select the communication channel: 

· Personal: Communication between two or more people. One participant can be the company’s representative or an expert, the other participant is the customer. (It is more favorable nowadays than the ‘non-personal’)
· Non-personal: Without living participants (e.g.: mood-effective tools like colors, shop’s interior, decoration)

4.5 To set the marketing communication budget

4.6 To make decision on the media mix, that is to divide the total budget into portions of advertising, sales promotion, PR and personal selling.

4.7 To control the process and analyze the results.

 5. Types of communication

5.1 Verbal non-verbal (mimes, gestures, body language) (colors, signs, music)

5.2 One-way communication (TV, radio)

5.3 Two-way communication (conversation)










