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1. Nature  and importance of promotion  
Nature of promotion  
Though promotion is usually referred to as advertising, but advertising may not always be 
the sole or the most important way of promotion. Promotion mainly consists of 8 major 
ways of communication:  
 
a) Advertising: any paid form of non-personal presentation or promotion of product by an 

identified sponsor (print and broadcast ads, packaging – outer, packaging – inserts, motion 
picture, brochure and booklets, poster, leaflets, directories, billboards, display sign, point of 
purchase displays, Audiovisual material, symbols, logos)   

b) Sales promotion: short term incentive to encourage trial or purchase (contests, games, 
sweepstakes, lotteries, premium and gifts, sampling, fairs and trade shows, exhibits, 
demonstration, coupon, rebates, low-interest financing, entertainment, trade-in-allowance, 
continuity programs, tie-ins)  

c) Events and promotion: company sponsored activities that facilitate brand related 
interactions (sports, entertainment, arts, festivals, causes, factory tours, company museums, 
street activities)  

d) Public relations and publicity: programs designed to promote company’s image or its 
products (press kits, speeches, seminars, annual report, charitable donations, publications, 
community relations, lobbying, company magazine)  

e) Direct marketing: use of modern communication tool to contact or solicit response from 
a specific customer or prospect (catalogue, e-mail, voice mail, blogs, website)  

f) Interactive marketing: online activities or programs used to engage the prospective 
customers to elicit sales or raise awareness about the product (telemarketing, e-shopping, 
fax mail) 

g) Word-of-mouth marketing: people-to-people communications (oral, written or electronic) 
to share feedback or experience about use of a product (chat rooms, blogs)  

h) Personal selling: face-to-face interaction with prospective customers for making 
presentation, answer queries or procurement of order (sales presentation, sales meetings, 
incentive program)  

 



Promotion depends on styling and quality of product; packaging of the product; pricing; 
dress of the salesperson; décor of the shop; companies stationary. Promotion is mainly used 
for brand awareness, brand image, brand response, brand relationship which would ultimately 
increase the brand equity. The message or media used while promoting a product, 
sponsorship or out-of home advertising should be able to connect with the intended 
customer group (Ads of bike would always stresses on rugged, outdoor, active with which 
the youth can connect themselves). Hence, the company should explore all the possible 
ways of communicating with their intended customers (e.g. if a person wants to buy a laptop 
he would seek opinions of friends, visit internet to compare laptops, read brochures and 
visit shops). The way(s) selected should ensure effectiveness (outcome) and efficiency 
(minimum possible cost). Only then the promotion would lead to brand equity and sales will 
increase.  
 
Importance of promotion  

a) Promotion is used to inform the consumer about the brand of the product  
b) It is used to persuade the consumers to buy the product  
c) It helps in building consumer relationship  
d) It allows the consumers to get detailed information about the brand  
e) It allows the company to link the brand with the perspective of their consumers  
f) It helps them to create a brand image  
g) Facilitate consumer-brand connection  
h) It creates brand equity  
i) It improves shareholder value to the company.  

 
 

 
 
Case of Tide Pods a brand of Proctor and Gamble (P&G) 
 

 The consumers were aware about the brand. It is a single-use tablet to be popped in 
a washing machine consisting detergent, stain remover and brightener.  

 P&G spent $150 million for a teasing advertisement with the key word: POP IN 
STAND OUT  

 They used newspapers, billboards, internet, television, social networking sites to 
make the customers knowledgeable about the product.  

 In order to link the consumers with the product (make the consumer feel about the 
product) the company organized press release stating therein the good points about 
the brands.  

 It also led to preference where consumers started feeling this brand better to other 
detergents available in the market  

 Finally, in order to convince the consumers (conviction that this is the best product 
for them) and get them to point of purchase, the company offer discounted price, 
issued samples, demonstrated consumers views in the sites, etc. 

 
The more quickly a potential buyer learns about a poor product, the more quickly they become 
aware about its faults  
 

Awareness Knowledge Linking Preference Conviction Purchase 



Good deeds to be followed by good words  
 
If the product is not good, only a best communication is not going to ensure a longer 
product life cycle.  
 
2. Communication Process  

a) Macro-model  
b) Micro-model  

 
Macro-model  
 

 
Sender encodes a message in the language that can be decoded by the receiver and will send 
it through a media that is accessible by the receiver. The sender must also create a feedback 
channel through which the receiver must transmit their feedback to the receiver. More the 
sender’s field of experience overlapped to that of the receiver, more effective the 
communication is. In this respect, the sender should also be able to minimize noise in 
communication to avoid possible distortion.  
 
Micro-model  
 

 
 



Customers’ response towards a communication depends on their level of involvement and 
perception about product differentiation  

a) Learn-feel-do strategy: high involvement and high perceived differentiation (automobile 
or house) 

b) Do-feel-learn strategy: high involvement and low perceived differentiation (air ticket 
and PCs) 

c) Learn-do-feel: low involvement and low perceived differentiation (salt or batteries)  
 
Qualities of a good communication: 

a) Right message at the right time and right place  
b) Drawing attention without distorting the message  
c) Consumers’ understanding should be at par with brand  
d) Brand positioning  
e) Motivate to purchase  
f) Strong brand associations  

 
 

 
 


