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Advertising,Advertising,
Sales Promotion, andSales Promotion, and

Public RelationsPublic Relations

Chapter 16Chapter 16
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Objectives

•• Understand the roles ofUnderstand the roles of
advertising, sales promotion,advertising, sales promotion,
and public relations in theand public relations in the
promotion mix.promotion mix.

•• Know the major decisionsKnow the major decisions
involved in developing aninvolved in developing an
advertising program.advertising program.
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Objectives

•• Learn how sales promotionLearn how sales promotion
campaigns are developed andcampaigns are developed and
implemented.implemented.

•• Learn how companies use publicLearn how companies use public
relations to communicate withrelations to communicate with
their publics.their publics.
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•• A few years ago,A few years ago,
only 13% of U.S.only 13% of U.S.
recognized AFLACrecognized AFLAC

•• Old ads: Old ads: ““warmwarm
and fuzzyand fuzzy”” similar similar
to other insuranceto other insurance
adsads

•• Goal:  breakGoal:  break
throughthrough
advertising clutteradvertising clutter

•• 1999: AFLAC1999: AFLAC
developed thedeveloped the
““duckduck”” campaign to campaign to
enhance brandenhance brand
awarenessawareness

•• IncrediblyIncredibly
successful: namesuccessful: name
recognition is nowrecognition is now
91%; sales growth of91%; sales growth of
30% each year30% each year
campaign has runcampaign has run

AFLACAFLAC

Case Study
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Definition

•• AdvertisingAdvertising
 Any paid form of Any paid form of nonpersonalnonpersonal

presentation and promotion ofpresentation and promotion of
ideas, goods, or services by anideas, goods, or services by an
identified sponsor.identified sponsor.
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•• Signage in ancient times offersSignage in ancient times offers
evidence of early advertising.evidence of early advertising.

•• Modern ad spending tops $231 billionModern ad spending tops $231 billion
in U.S. annually, $500 billionin U.S. annually, $500 billion
worldwide.worldwide.

•• Business firms, not-for-profit, socialBusiness firms, not-for-profit, social
agencies, and professionals allagencies, and professionals all
advertise.advertise.

Advertising
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Advertising

•• Setting objectivesSetting objectives
•• Setting the budgetSetting the budget
•• Developing theDeveloping the

advertising strategyadvertising strategy
•• Evaluating advertisingEvaluating advertising

campaignscampaigns

•• Advertising objectivesAdvertising objectives
can be classified bycan be classified by
primary purpose:primary purpose:
 InformInform

 Introducing new productsIntroducing new products
 PersuadePersuade

 Becomes more importantBecomes more important
as competition increasesas competition increases

 Comparative advertisingComparative advertising
 RemindRemind

 Most important for matureMost important for mature
productsproducts

Key DecisionsKey Decisions
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Advertising

•• Setting objectivesSetting objectives
•• Setting the budgetSetting the budget
•• Developing theDeveloping the

advertising strategyadvertising strategy
•• Evaluating advertisingEvaluating advertising

campaignscampaigns

•• Methods of budgetMethods of budget
setting were listed insetting were listed in
chapter 15chapter 15

•• Several factors shouldSeveral factors should
be considered whenbe considered when
setting the ad budget:setting the ad budget:
 Stage in the PLCStage in the PLC
 Market  shareMarket  share
 Level of competitionLevel of competition
 Ad clutterAd clutter
 Degree of brandDegree of brand

differentiationdifferentiation

Key DecisionsKey Decisions
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Advertising

•• Setting objectivesSetting objectives
•• Setting the budgetSetting the budget
•• Developing theDeveloping the

advertising strategyadvertising strategy
•• Evaluating advertisingEvaluating advertising

campaignscampaigns

•• Creative challengesCreative challenges
 Media fragmentationMedia fragmentation
 Soaring media costsSoaring media costs
 Advertising clutterAdvertising clutter

•• Creating ad messagesCreating ad messages
 Message strategyMessage strategy

 Creative conceptCreative concept
 Advertising appealAdvertising appeal

 Message executionMessage execution
 Many execution stylesMany execution styles
 Tone, format, illustration,Tone, format, illustration,

headline, copyheadline, copy

Key DecisionsKey Decisions

16 - 9

Creative Execution StylesCreative Execution Styles

Advertising

•• Slice of LifeSlice of Life
•• LifestyleLifestyle
•• FantasyFantasy
•• Mood or ImageMood or Image

•• MusicalMusical
•• Personality SymbolPersonality Symbol
•• Technical ExpertiseTechnical Expertise
•• Scientific EvidenceScientific Evidence

•• Testimonial Evidence or EndorsementTestimonial Evidence or Endorsement
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Advertising

•• Setting objectivesSetting objectives
•• Setting the budgetSetting the budget
•• Developing theDeveloping the

advertising strategyadvertising strategy
•• Evaluating advertisingEvaluating advertising

campaignscampaigns

•• Select advertising mediaSelect advertising media
 Decide on level of reach,Decide on level of reach,

frequency and impactfrequency and impact
 Choose among the majorChoose among the major

media types bymedia types by
considering:considering:
 Consumer media habits,Consumer media habits,

nature of the product,nature of the product,
types of messages, andtypes of messages, and
costscosts

 Select  specific mediaSelect  specific media
vehiclesvehicles

 Decide on media timingDecide on media timing

Key DecisionsKey Decisions
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Major Media TypesMajor Media Types

Advertising

•• NewspapersNewspapers
•• TelevisionTelevision
•• Direct MailDirect Mail

•• RadioRadio
•• MagazinesMagazines
•• OutdoorOutdoor

•• InternetInternet
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Advertising

•• Setting objectivesSetting objectives
•• Setting the budgetSetting the budget
•• Developing theDeveloping the

advertising strategyadvertising strategy
•• Evaluating advertisingEvaluating advertising

campaignscampaigns

•• MeasuringMeasuring
communications effectscommunications effects
 Copy testingCopy testing
 Consumer recallConsumer recall
 Product awarenessProduct awareness
 Product knowledgeProduct knowledge
 Product preferenceProduct preference

•• Measuring sales effectMeasuring sales effect
 Past vs. current  salesPast vs. current  sales

comparisoncomparison
 ExperimentationExperimentation

Key DecisionsKey Decisions
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•• Organizing the AdvertisingOrganizing the Advertising
FunctionFunction
 Small vs. large companiesSmall vs. large companies
 Nature of advertising agenciesNature of advertising agencies

 Advantages of advertising agencies Advantages of advertising agencies
 Departments Departments
 Compensation Compensation
 Changes in agency services Changes in agency services

Advertising
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•• Advertising to International MarketsAdvertising to International Markets
 Standardizing worldwide advertisingStandardizing worldwide advertising

  Advantages include lower advertising costs, Advantages include lower advertising costs,
 greater global advertising coordination, and greater global advertising coordination, and
 consistent global image consistent global image

  Drawbacks include ignoring differences in Drawbacks include ignoring differences in
culture, demographics, and economicculture, demographics, and economic
conditions.conditions.

 Most marketers think globally but actMost marketers think globally but act
locallylocally

Advertising
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•• Sales PromotionSales Promotion
 Sales Promotions are short-termSales Promotions are short-term

incentives to encourage theincentives to encourage the
purchase or sale of a product orpurchase or sale of a product or
service.service.

Definition
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•• Sales PromotionsSales Promotions
 Can be targeted at final buyers,Can be targeted at final buyers,

retailers and wholesalers, businessretailers and wholesalers, business
customers, and members of thecustomers, and members of the
sales force.sales force.

 The use of sales promotions hasThe use of sales promotions has
been growing rapidly.been growing rapidly.

Sales Promotion
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•• Objectives -- Consumer Promotions:Objectives -- Consumer Promotions:
 Increase short-term salesIncrease short-term sales
 Generate product trialGenerate product trial

•• Objectives -- Trade Promotions:Objectives -- Trade Promotions:
 Obtaining distribution and shelf spaceObtaining distribution and shelf space
 Encouraging retailers to advertise theEncouraging retailers to advertise the

brandbrand

•• Objectives -- Sales Force Promotions:Objectives -- Sales Force Promotions:
 Signing up new accountsSigning up new accounts

Sales Promotion
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Consumer Promotion ToolsConsumer Promotion Tools

Sales Promotion

•• SamplesSamples
•• Cash RefundsCash Refunds

(Rebates)(Rebates)
•• Price packsPrice packs

(cents-off deals)(cents-off deals)
•• AdvertisingAdvertising

SpecialtiesSpecialties

•• PremiumsPremiums
•• PatronagePatronage

RewardsRewards
•• Point-of-Point-of-

PurchasePurchase
CommunicationsCommunications

•• Contests,Contests,
Games, andGames, and
SweepstakesSweepstakes 16 - 19

•• Trade Promotion ToolsTrade Promotion Tools
 Discounts ( also called price-off, off-list,Discounts ( also called price-off, off-list,

and off-invoice)and off-invoice)
 AllowancesAllowances

  Advertising allowances Advertising allowances
  Display allowances Display allowances

 Free goodsFree goods
 Push moneyPush money
 Specialty advertising itemsSpecialty advertising items

Sales Promotion
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•• Business Promotion ToolsBusiness Promotion Tools
 Includes many of the same toolsIncludes many of the same tools

used in consumer and tradeused in consumer and trade
promotionspromotions

 Two additional tools:Two additional tools:
 Conventions and trade shows Conventions and trade shows
 Sales contests Sales contests

Sales Promotion
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•• Key Decisions When DevelopingKey Decisions When Developing
the Sales Promotion Program:the Sales Promotion Program:
 Size of the incentiveSize of the incentive
 Conditions for participationConditions for participation
 Promotion and distribution of the actualPromotion and distribution of the actual

sales promotion programsales promotion program
 Length of the promotional programLength of the promotional program
 EvaluationEvaluation

  Surveys and experiments can be used Surveys and experiments can be used

Sales Promotion
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•• Public Relations:Public Relations:
 Building good relations with theBuilding good relations with the

companycompany’’s various publics bys various publics by
obtaining favorable publicity,obtaining favorable publicity,
building up a good corporate image,building up a good corporate image,
and handling or heading offand handling or heading off
unfavorable rumors, stories, andunfavorable rumors, stories, and
events.events.

Definition
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Public Relations FunctionsPublic Relations Functions

Public Relations

•• PressPress
RelationsRelations

•• ProductProduct
PublicityPublicity

•• Public AffairsPublic Affairs

•• LobbyingLobbying
•• InvestorInvestor

RelationsRelations
•• DevelopmentDevelopment
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•• Role and Impact of PublicRole and Impact of Public
RelationsRelations
 Advantages:Advantages:

 Strong impact on public awareness at Strong impact on public awareness at
 lower cost than advertising lower cost than advertising

 Greater credibility than advertising Greater credibility than advertising
 Publicity is often underusedPublicity is often underused
 Good public relations can be aGood public relations can be a

powerful brand-building toolpowerful brand-building tool

Public Relations
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Public Relations ToolsPublic Relations Tools

Public Relations

•• NewsNews
•• SpeechesSpeeches
•• Corporate IdentityCorporate Identity

MaterialsMaterials
•• MobileMobile

MarketingMarketing

•• Special EventsSpecial Events
•• Written MaterialsWritten Materials
•• AudiovisualAudiovisual

MaterialsMaterials
•• Public ServicePublic Service

ActivitiesActivities


