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INTRODUCTION

Promotionisoneof the market mix elements and atermused frequently in marketing.
Promotiond mix isthe specific mix of advertising, persona sdlling, sales promotion,
and public relationsthat afirm usesto pursueitsadvertisng and marketing objectives.
A promotiond plan has awide range of objectives, such assalesincreases, crestion of
brand equity, new product acceptance, competitive retaliations, postioning and crestion
of acorporate. However, three basic objectives of promotion areto increase demand,
to present information to consumersand others, and to differentiate aproduct.

Most companieserroneoudy focusamost exclusively onadvertising to convey
their messages. But there are companieslike Body Shop, which have been ableto
build strong brandsand garner large market shareswithout any advertising. They have
used other methods of communication like publicity, sponsorship, and word-of-mouth
promotion to convey their brand idess. The quegtionisnot whether acompany should
primarily rely on advertisng or any other communication methodslike salespromotion,
publicity, sponsorship, etc. Thereal issueishow acompany can usedl possible or
some communication methodsholigticaly so thet itisableto convey ideasand messages
that register in the minds of customers and make animpression. Mot of thetime, a
prudent mix of communication methodswill leave amorelastingimpressioninthe
customers mindsthan any one method alone. A marketer’s challengeisto devisethe
appropriate communication mix that will serve his purpose. Therefore, it becomes
important to understand other methodsof marketing communicationbesdesadvertising.

Thisbook, Promotional Management, followsthe SIM or self-ingtructional
mode format wherein each Unit beginswith an Introduction to the topic of the unit,
followed by an outline of the Unit Objectives. Thetext ispresented in asimple yet
structured manner embedded with Key Termsand ‘ Check Your Progress’ questions
to test the understanding of the students. A Summary and a set of Questions and
Exercisesarealso provided at the end of each unit.

Introduction
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UNIT 1 OVERVIEW OF
PROMOTIONAL
MANAGEMENT

Sructure

1.0 Introduction
1.1 Unit Objectives
1.2 Need for Marketing Promotion of Product and Services
1.3 Establishing Promotional Objectives
131 Typesof Market Promotion
132 Consumer Marketing Promotion Means
133 Dedlers Marketing Promotion Means
134 SalesForce Promotion
1.4 Setting the Promotional Budget
1.5 Promotional Decisions
151 Different Promotional Tools
1.6 Promotional Mix for New Products and Existing Products
16.1 Promationa Mix for New Products
1.7 Organizing Marketing Promotion
171 Structureof Advertisng Organization
172 SalesPromotion Organization
1.8 Summary
1.9 Answersto ‘Check Your Progress
1.10 Questions and Exercises

1.0 INTRODUCTION

In order to surviveinacompetitive market, it isimportant that acompany makesits
consumersareawareof itsproducts, ideasand servicesthat thecompany isproviding.
Unlessacompany isableto reach the masses, it isimpossibleto establishyour business
inthe market. Therefore, marketers need to promote their product or servicesinan
organized way. They need to implement theright techniquesand toolsfor asuccesstul
promotion.

Marketing promotion helpsin providing important marketing information and
persuading itsconsumersto buy or avail their productsor servicesthrough persuasive
measures. Marketsshould befamiliar with theimportant tools and techniques used.
Marketers should haveaclear understanding of promotional mix for both new products
and exigting products.

Hereit would berelevant to mentionthat, generdly, non-marketersassumethat
promotionand advertisng are same. Though bothformimportant elementsof marketing
drategy, they aredifferent. Advertising isamong the number of methodsof promotion,
marketersuseinpromoting their business. Similarly, sales promotionisjust one of the
elementsof promotion mix.

Overview of
Promotional Management
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Promotion: A marketing
strategy that is used to
achieve certain goals of an
organization or a company
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1.1 UNIT OBJECTIVES

After going throughthisunit, you will be ableto:
¢ Understand need for marketing promotion of products and services
o Egablishthekey promotional objectives
e |dentify thetypesof promotion
¢ Explaintheimportanceand benefits of setting apromotiona budget
e List thetechniquesused in setting apromotiona budget
¢ Explainthe concept of promotiona decision
o |dentify thedifferent promotional tools
¢ Discusspromotional mix for new productsand existing products
¢ Explainhow to organize promotion
e List theobjectivesof marketing promotion organization
¢ Discussthe structureof amarketing promotion organization

1.2 NEED FOR MARKETING PROMOTION OF
PRODUCT AND SERVICES

Ingenerd term, theword ‘ promotion’ isused intheinternal environment of amearketing
company. The company does not usethisterm publicly or inamarket environment.
Thetermsuch as*special offer’ ismore popular inpublic. ‘Promotion’ isone of the
components of market mix and is often used in the field of marketing. The other
components or elements are sales promotion, personal selling, advertising, direct
marketing, and publicity. A promotiona mix clarifieshow much attentioneach of these
elements should be given and how much fund should be granted to each of them. A
promotional planissupposed to achieve different typesof gods, suchasincreasein
sales, acceptance of new product, creation of brand equity, positioning, competitive
retaliations, or creation of acorporateimage. Basically, apromotionplanislaunched
to fulfill three main objectives. These objectivesor goals areto keep the consumers
and othersinformed, increase the demand of the product and provethe superiority of
the product over others.

Promotion isamarketing srategy that isused to achieve certain goasof an organization
or acompany. Different approaches and methods can be used to reach out to the
target audience. It isimportant that companies and organizations (whether for-profit
or not-for-profit) engage themselvesin someform of promotionin order to survive
and remaininthelimelight. Companies spend large amount of money in promoting
their brands, servicesor products. Many of the multinationa firms pay quite ahuge
sumto high-profile celebritiesto serveas corporate sookespersons. Thisisanimportant
business marketing strategy that helps enhance the reputation of the company. An
owner of aone-person enterprise can aso promote his business by passing out business
cards.

It isessentia that marketersanalyse and understand the market well so that he
could understand how promotion fitswith other marketing elements, suchasproduct,



digtribution, pricing, target marketsetc. If they fail to do so it isnot possible to make
promotion effective. Therefore, the marketers need to understand how the promotion
srategy will affect the other areasof the company.

It is also essentia that individual promotions work together, apart from
coordinating general promotion decisions with other business marketing elements.
Marketers need to develop a unified promotional strategy under the concept of
I ntegrated Marketing Communication. Thestrategy should involvethe coordination of
avariety of different approachesand techniques of promotion. The marketer, who
employsanumber of promotional optionsto achieve key objectivesfor the product,
should keep inmind that it isimportant to have aconsistent message acrossdl the
promotiond options. For example, salespersonswill speak about the same benefits of
aproduct as mentioned in other advertisements. Therefore, when customersare
exposed to a number of marketer’s promotional efforts they al have the same
information about that particular product.

A product is promoted through various media and the method of promotion
variesfrommediato media. For example, nowadays promotersaretaking the help of
I nternet to promotetheir products. Besides, they are also banking upon specid events,
endorsements, and print medialike newspapers and magazineto make consumers
aware of their product. We often seethat aparticular company attractsthe customers
by giving heavy discounts, buy-one get-onefree option or offering prizesfor purchasng
itsproduct. Thisis nothing but amethod of promotion. A company doesall thisto
increasethe salesof aparticular product.

1.3 ESTABLISHING PROMOTIONAL OBJECTIVES

The main objective of market promotionisto bring about achangein the demand
pattern of products and services. Basically, market promotion has three specific
objectives. Firdt, it ismeant to provideimportant marketing information to the potential
buyers. Thesecond objectiveisto convince and influencethe potentia buyersthrough
persuasive measures. Thirdly, it ismeant to act asa powerful tool of competition. The
specific objectives of marketing promotion areasfollows:

In simplewords, it can be said that the basic goal of apromotional planisto
makethe peopleaware of aparticular brand or services. Thegodsof apromotional
plan are achieved through various marketing activities whichinclude launching of
promotional items, organizing sales events, showing advertisementsthrough media,
introducing member ship schemes, issuing press releases, organizing mediaevents,
distributing free coupons, initiating community involvement programmes, selling
productson-line and participating in trade shows.

Thedetermination of promotional objectivesinvolvesthefollowing:
1. Egablishment of corporate image in community

Supporting community businesses can proveto be very effective for acompany’s
promotional plan. Theterm‘community’ meansgeographic location of acompany,
but sometimeit also indicatesaparticular class of consumersor target markets. For
example, amedicine manufacturer who sellsmedicineto eradicate cancer also takes

Overview of
Promotional Management
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Community: Geographic
location of a company, but
sometime it also indicates a
particular class of
consumers or target markets
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part in cancer awareness programme and fund-raising schemes. The purpose of a
company getsfulfilled when it bagsbig and important contractsinthe markets of its
choice. Thecommunities also achieve valuable resources and financial help fromthe

company.
2. Creation of customer loyalty

The other purpose behind promotional activitiesisto increase customers’ loyalty for
aparticular product and maketheminterested in purchasing that product onaregular
basis. A company designs various membership programsto achieve this objective.
Apart from this, a business house gives facility of discount cards to its ‘frequent
purchasers and offer them freegiftson the purchase of aparticular brandto builda
customer basefor that product. Another step taken by acompany inthisregardisto
receive feedbacksfrom the frequent usersof aproduct and find out the reason of its
frequent use.

3. Generation of brand awareness

It isvery important for acompany to make itself and its brand popular in public by
promoting its product and creating awareness among the people for the brand. A
business house spends the maximum money on its promotional activities. To makeits
brand popular and a household name, acompany can usevarious advertising media
that include eectronic mediaand print media, direct marketing that is door-to-door
marketing and on-lineselling. Another purpose of spending huge money on promotiona
activitiesisto bag additional market shareor to enter into aparticular market segmet.
Besdes, making spacefor anew product by replacing the same product whichisthe
leading brand in the market can be another objective behind intense promotional
activities

4. Announcement of changes

New changesand innovationsin acompany play apivota rolein promotiond activities
of a company. This is the reason that big corporate houses run a full-fledged
communication department who isresponsible for keeping the company update by
extracting useful informetionfrom pressreeases and speechesdelivered on management
realignments, collecting other relevant information like closure of plant, shifting the
location of aplant, new businessallies, mergers and acquisitions, corporate awvards,
corporate giving programs and even results of consumer surveys and consumers
feedback. The purpose behind all these exercisesisto keep the company’'snamein
thelimelight.

5. Capitalization on new market opportunities

Intoday’smarketing environment where everyday anew product isbeing launched,
companies areleaving no stone unturnedto popularizether products. They areusing
all available meansto maketheir product a household name. They know that inthis
age of cut-throat competition, they cannot relax even for awhile. These companies
areexploiting thestuationto itsfullest and thiswasthereason that whenthe BP gulf oil
spill occurred, anumber of firmshaving the requisitetechnology or expertise offered
their support. By doing this, these companies cameinto limelight and bagged big deals
and increased their customer base. A full-fledged industry of green technology has



emerged to earn profits by providing cleaner and cheaper energy to consumers. A
company can also go for various trade shows and promotional programmes, and
provide useful informationto itscustomersby uploading itsannud report onitswebsite
or by organizing meetingswith media persons.

6. Safe handling of negative press

The safest way to handle anegative pressisto usethe method that ishardly used by
other organizations. Jeff Crilley, aformer TV newsanchor and author of the book,
Free Publicity opined that acompany spokespeopleshould just be honest. Hefurther
added that research has proved that the companiesthat go for honest and fair dealing
earn huge profits. They have upper handin public opinion pollsand their credibility
increasesat afast pace becausethey are perceived asan efficient handlers of sensitive
and crudial stuation.

Advantages

e Market promotion activities generally stimulate the purchasing activities of
consumers They arean effective meansof motivationfor customersto purchase
productsand services.

o Market promotion devicesget direct andimmediateresponse asit isundertaken
at thepoint of sale.

e Market promotion measuresare quiteflexiblein nature. It canbe utilized to
boost sales at any stage; new product introduction stage, existing product
improvement stage, old product salesimprovement stage, and so on.

e Market promotion activitieshelp the organization to increase salesin intense
competitive Situations.

e Market promotion necessarily supplementsthe personal selling and advertising
activitiesundertaken by an organization.

e Themanufacturer with the help of market promotion activitiescan easly achieve
arapidturnover of stocks.

Limitations

¢ Thesuccessof marketing promotion activitieslargely depends on the nature of
the prospective buyersand product characterigtics. To be specific, al market
promotional activitiescan hardly deliver the desired results. These measures
when frequently used may even have an adverseimpact onthevolume of sales
aswell ascompany’ simage.

e Many promotional measures have limited and shoot-run impact on the
consumers. Thebenefits of these activitiesfor the marketersinmost casesare
limited and short lived. As soon asthe promotional devicesarewithdrawn, the
demand for such productsand servicesautomatically declines.

e Market promotion is a costly form of enhancing sales. It requires a heavy
promotion budget. Therefore, it isnot feasiblefor the small organizations having
limited salesand promotional budget.

Market promotion activities become counterproductive when they areused to
promote defective and poor quality goodsand services.

Overview of
Promotional Management
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1.3.1 Types of Market Promotion

The objective of market promotion exercisesisto increasethevishility of the company
and consequently itssales. It isadvised that the contents of promotional materials
should honestly reflect theimage of the company. It should also be kept inmind that
marketing is not just aone-time effort; rather, it isaregular and ongoing process.
Implementation of awell-thought idea could be more effective than throwing up ads
just because acompany needs extrarevenues.

Thefollowing aretheimportant typesof market promotion activities:
1. Publicity

Thisisapowerful source of market promotionwhich acompany usesfor itspromotiond
activities Itisdonethrough offlineand online news publications of acompany. I mportant
and newsworthy topicsare covered in pressreleases and circulated through various
print and electronic media, such asnewspapers, magazinesand onlinesources. While
preparing meterial for pressreleases, you haveto keep the readership of that newspaper
inmind because ultimately areader decideswhether heisinteresedintheinformation
given by you or not. Theinformation given in apressrelease may becomethe source
of astory for areporter or awriter.

A company does not haveto pay to apublicationfor the story spacebut it has
to pay for advertising. Theflipside isthat a person doesnot have control over the
contents of the story rather it isthe solediscretion of the publication. Theresult of
publicity can be negative also.

2. Advertisng

Advertising hasbecome a potent and most popular source of promotionintoday’s
highly competitive market. WWhen you want to promote your product through print
media, you haveto buy spaceinapublicationfor it. In an advertisement, apersonis
freeto choosethe contents, size and frequency of its publication. Even the advertiser
can select the favourite space for his advertisement. But the negative aspect of an
advertisement is that sometimes readers fail to understand the message of an
advertisement. They do not believein the contents of advertisement aswell.

3. Affiliate sales

Affiliate sales are online sales done by others on your behalf. The sellers get
commissonsor acertain percentage of the sales price. Inthistypeof sellingthe affiliate
doesnot carry the product or receivedirect compensation fromthe buyer. Thissort of
deal takes place directly between acompany and the purchaser and it istheresult of
the effortsmade by the affiliate. The affiliate providesdirection of aseller’'ssteto the
prospective purchaser by using an affiliatelink. Thislink includesacodethat givesthat
affiliate the credit of the deal. Both physical and digital productssuch as e-courses,
software and other electronic texts can be sold through thismethod.

4. Online

The medium of publicity and advertising can be both online and offline. But some of
the promotiona activities can be done only online, using promotional websites, social



networking stes, blogsand forumdiscussions. Advertisement through onlineincludes
those methodswhich cannot be provided offline. For example, if you want to placean
advertisement on websitesyou haveto do it online. Similarly, text link ads, banner ads
and cash per action adsare also online activities. So, both offlineand online Strategies
should be adopted while finalizing amarketing promotion programme.

5. In-person selling

Thismethod isoldest and most popular method of selling eveninthise-world. Itisa
trusted and safest method of sdlling and purchasing. In-person selling isan effective
means of selling for both consumer products and business-to-business products. An
executive receivesasales cal and comesto your doorstep to instal your latest and
sophigticated widgets. In the trade showshe demonstratesyour productsto interested
and potential buyers. High-ticket itemslike jewellery and fancy electronicitemsusualy
need apersonal touchto finalizethe transaction.

1.3.2 Consumer Marketing Promotion Means

At the consumer leve, marketing promotion activitiestakethe following form:
(i) Samples
(i) Coupons
(iif) Premiumor bonus offer
(iv) Price-off promotion
(v) Money return offer
(vi) Contests.
(vii) Sweepstakes
(viii) Demondration
1.3.3 Dealers Marketing Promotion Means
Mogt of themanufacturerssdll their goodsthrough middlemen, who arealso knownas
deadlers. In fact, dedlers act as avital link between the producer and the ultimate
consumer. Therefore, anumber of market promotion devices are adopted by the

manufacturer to motivate the dealersfromtimeto time. Following are some of the
important dealer’said for promotion.

(i) Buy-back allowance
(i) Buying dlowance

(i) Freegoods

(iv) Merchandisedlowance
(v) Cooperativeadvertisng
(Vi) Salescontests
(vii) FreeForeignTours

Overview of

Promotional Management
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1.3.4 Sales Force Promotion

Like consumer and deders marketing promotion, salesforce promotion also atempts
to increase the sales by boosting the performance of the salesforce through various
promotional schemes. Theimportant tools of salesforce promotion are bonus, sales
force contests, sales meeting, salesmen conventions and conferences.

Inshort, all market promotion devicesaimat increasing the salesvolume of an
organization. They simulateand re-simulate impulsive buying. They necessarily induce
peopleto buy moreand more. Not only this, they so motivatethe deders, wholesders
and retailersfor promoting the sales. They also influence the marketersto sell more
and more. However, market promotion measures haveto be undertaken withalot of
care and caution asthey involve heavy expenditure. Therefore, beforeamarketing
promotion measureis adopted by the organization, the probable expenditure and
benefitstherefrom must be compared beforehand.

Promational budget: A
specified amount of money
required to put aside for the
promotion of a product or a
service of a company or
organization

Check Your Progress

1. What is promation?

2. What is the main objective
of market promation?

3. List any two advantages of
market promotion.

4. What do you understand by
affiliate sales?
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1.4 SETTING THE PROMOTIONAL BUDGET

Promotional budget isaspecified amount of money required to put asidefor the
promotion of aproduct or aservice of acompany or organization. The promotional
budgets help in forecasting the essential costsof abusiness. It isset accordingto a
percentage of salesor profitsof the product and helps maintain the intended growth
rae.

Techniques Used
Therearefiveimportant techniquesto establish apromotional budget.
1. Per cent of sales method

The smplest method to determine the promotion budget is Ssmply using a percentage
of last year’ssales or the projected salesfor the next year. Being asmpletechnique,
it isthemost commonly used businesses, especially small businesses. When using this
technique, amarketer takesapercentage of ether past or anticipated sdlesand allocates
that percentage of the overall budget to market promotion. A big problemwiththis
techniqueisthat using past sdlesfor figuring the advertising budget isvery conservative
andthat it can arrest the growth of the product to be promoted inthemarket. Further,
it doesnot take into account any changesinthe market or unexpected circumstances.
Despite these shortcomings, however, many firms use thistechnique becauseit is
smpleand straightforward.

2. Per cent of profit (return on investment) method

Under the per cent of profit method, promotionistied to itsreturn on investment
(RQI). That iswhy thismethod isaso called theROI method. 1t considerspromotion
expenditure asaninvestment and not asroutine revenue expenditure. All investments
are done by the companiesinexpectation of some returns. Similarly, investmentson
market promotion areadso expected to givesomereturns. The returnthat the company
getsfrompromotionisgenerdly soread over aperiod of time. Inother words, promotion
expenditure in one year generates salesfor yearsand hence ROI flowsin for many



years. The per cent of profit method takes into account the long-term effects of
marketing promotion. It corrdates sdlesand profitswith promotional expenditure. Itis
based on very logical considerations. However, in practice, marketersfind it very
difficult to assess the returnsfrom the marketing promotion activities. Dueto its
complexity, itisnot usedinreal life.

3. Matching the competition method

Asfar asthe budget for promotiond activitiesisconcerned, many organizationstry to
maintain their promotional spending comparableto thecompetitors spending level.
Thismethod of promotional budgeting isreferred to asthe matching the competition
method. It isbased on thetheory that if abusinessknowshow muchitscompetitors
arespending toinform, persuade, and remind (thethree genera amsof advertising)
the consumer of their products and services, then that business can, to remain
competitive, either soend more, the same, or lesson itsown advertising. Thismethod
isdesigned to keep abrand in the minds of consumers. During atough economic
environment, such as recession, some companiestry to spend as much as—if not
more than— their competitorsto get cusomersto buy fromthem. Other companies
areforced to follow the course and consequently pursue moretargeted promotions. A
big disadvantage with thismethod isthat it keeps the companies evenly paced with
tharr competitorsand preventsthemfromgaining ontheir competitors. Further, critics
say that a business should not assume that its competitors have similar or even
comparable objectives. It isimperativefor busnessesto beawareof their competitors
health and guiding philosophies. However it is not always advisable to follow a
competitor’'scourse.

4. Market share method

Likethe competitive parity method, the market share method of budgetingisbased on
external market trends. With thismethod abusiness equatesits market sharewithits
promotiona expenditures. A mgjor problem with thismethod that companiesthat use
market sharenumbersto decideitspromotiona budget are ultimetely predicating their
promotiona activitieson an arbitrary guiddlinethat does not satisfactorily reved future
gods.

5. Objective or task-oriented method

The objective or task- oriented method isthe most sophisticated method of promotiond
budgeting. Inthis method, marketing managers, first of al, determinewhat they want
to achieve (objectives) withtheir communication. Next, they determinewhat activities—
commercias, salespromotions, and so on—are essential to accomplishthe objectives.
In other words, marketers start with alist of all the promotional tacticsthat would
advancetheir communicationsstrategy. They thenprioritizetheitemson thelist. Findlly,
they conduct research to figure out how much the activities, or tasks, cost inorder to
develop abudget. The benefit to thismethod isthat it lets promotion bethe‘ driving
force' for your overdl marketing program rather thanthe* necessary expense’ assome

may view it.
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1.5 PROMOTIONAL DECISIONS

Theremight not be aclear demarcation between promotion and advertiang for anon-
marketer. Sales promotion and advertising areimportant elements of marketing but
are not thesame. When peoplewho are unfamiliar with marketing hear someonetalk
about ‘ promotion’ they assumethat the personistalking about advertising. Marketers
should know that though advertising isconsidered as one of the most sought-after
methodsof promotion, it isonly one of thevariousmethodsamarketer usesin promoting
thelir productsand services.

Promotional activitiesare consdered asthe most glamorouspart of marketing
aspromotioninvolvesalot of crestive approaches. Creativity playsanimportant role
inpromotion decisons, but marketersmust have aproper understanding of the concept
of promotion and its benefits. They should also be familiar with the marketing
communication processes.

An essential element in marketing mix decisions is effectively promoting or
marketing products so that consumer awareness is cultivated. This involves
comprehending the nature of the desired customers and using promotional tools that
make connection with that customer base as successfully as possible. The company
must be able to locate and contact afair number of its customers directly, or at least
asubgtantia portion of its most valuable customers. It is critical to know customers
in as much detail as possible. The information should contain not only names and
addressable characteristics but their habits, preferences, etc. Snapshot information
is not enough. The company should be able to recognize the customer at every
contact point, in every medium used, at every location and within every divison of
the company.

It isimportant to be both cost-efficient and effective when the company is
interacting withitscusomers. Cogt-efficiency improvesby directing cusomer interaction
towardsmore automated channels. Providing information on itswebsitewould be
more economica than supporting acal centre. A company canincreasethe effectiveness
of itscustomer interaction processes by providing relevant and timely messagesto its
cusomers. Itscustomer interaction processes should engbleit to understand cusomers
nuanced needs, and servethem better. A comparny should remember itsevery interaction
withacugomer, and itsevery new interaction with him should takeinto account every
other interaction that it has had with him, no matter whether theinteraction took place
on awebsite or with a salesperson. A new interaction should be in synchronized
continuation with theone that was held earlier with the customer, which might have
been afew moments ago, or afew yearsago.

Based onthe product and thetype of consumer who ismogt likely to buy the
product, the promotion effort may involveamix of radio and television advertising,
adsin print publications, and even the use of banner adsand promotional pagesonline.
By assessing the chances of thedesred cusomer demographicsactudly utilizing those
typesof media, it is possibleto focusthe promotion effort moreefficiently and generate
themogt return for theinvestment inthe effort.



1.5.1 Different Promotional Tools

Thefour key toolsof promotion are salespromotion, advertising, public relation and
direct marketing.

1. Sales promotion

Salespromotion refersto the sdlling activities connected with the promotion of sales
but excludes personal selling, advertisement and publicity. Salespromotionisintended
to gimulate consumer buying and dedler effectiveness. Insimplewords, salespromotion
meanspromoting sales. It isaspecidized function of marketing carried inaway so as
to simulate consumer buying and isessentialy aimed at creation of demand. Nowaday's
sdlespromotion has become anecessty for all businessorganizationswhich supplement
and coordinate personal selling and advertising.

2. Advertisng

Advertising isaform of paid communication or promotion for aproduct, idea or
service. Thekey purposesof advertising areto inform, persuade, remind or reinforce.
It isnot meant for companiesonly but government and charitable organizationstoo
can avail thistool. However, the way advertising being used can differ from one
organization to another. The concept, importance and scopesof advertisng are dealt
withinmoredetail inUnit 2.

3. Public relations (PR)

It isnot possible for companies and organizationsto have aconstant interaction with
their cusomersand different stakeholders. Therefore, they need someone between
themin order to communicate. Thisservicing of relationisdone by the public relation
professonasor PR firms. Thekey functionsof PR agenciesinclude handling of press
releases, supporting product publicity and creating corporate image, to nameafew.

Theimportant aspects of PR and itsimportance in marketing are discussin
moredetail in Unit 4.

4. Salesmanship/personal selling

Persond selling involvesface to face contact withacustomer. Thereisdirect interaction
between the customer and the salesperson. During hisinteraction with the customer,
the salespersonidentifiesthe specific needsand problems of thecustomer, and tailors
hissalespresentationinthelight of thisknowledge. But the audiencewiththe cusomer
should be considered more important than merely an opportunity to makeasde. The
sdlesman should consider it asan opportunity to develop persona equationswith the
buyer and cement hisrelationship with him. Quite afew buyersbuy from acompany
primarily becausethey like the salesperson of the company. The salesman should use
thisopportunity to get athorough knowledge of the requirementsof thebuyer and his
prime motivations when he makes a purchase decison. Theface-to-faceinteraction
with acustomer should also be used to establish the credentials of the company. The
salesman has to convince the buyer by his demeanour and presentationsthat the
salesperson’s company isasafe bet. Theinteraction should reduce therisksthat the
buyer feels heistaking when heisbuying aproduct.
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Thistopicisdedlt withindetail in Unit 5.

Thesefour toolsof marketing: advertisement, salespromotional, PR and direct
marketing play akey role inhelping companies achievetheir marketing goals.

1.6 PROMOTIONAL MIX FOR NEW PRODUCTS AND
EXISTING PRODUCTS

Promotionisan essential aspect of the market mix elements and the specification of
five promotional mix or promotiona plan. Thesefive dementsare advertisng, persona
slling, salespromotion, direct marketing and public relations. These aspectscan be
discussed asfollows:

Aspects of Promotional Mix

e Advertising: Promotion of products, idess, or services by a sponsor in the
media. Examples: TV commercials, newspapersor magazines ads, brochures
and catalogs, billboard posters, radio ads, banner adsetc.

e Personal sdlling: It involves persuading of consumersto buy a product or
servicethrough oral presentations. Examples Sesmeetings, sdespresentations,
telemarketing, and so on. It canalso be done viatelephone or by talkingto the
Consumersin person.

e Salespromoation: Theaimof sdlespromotionisto create demand for aparticular
product which can be using mediaand non-mediamarketing communication.
Examples Product samples, coupons, sweepstakes, exhibitionsand trade shows.

e Direct marketing: Direct marketing is atype of advertising that helps the
companiesand organizationsinteract withtheir dientsdirectly. Examples: SMS,
email, interactive consumer websites, fliers, catalogues, online display ads,
promotional lettersetc.

e Publicrelations: Stimulation of supply for aservice or product by planting
news about the same in different forms of media. Examples: Articlesor reports
about the product in newspapers and magazines, charitable contributions,
seminarsand speeches.

A promotional mix enumerates how much attentionisrequired to pay to each these
elements, and it also helpsin budgeting. Some of the objectives of promotional plan
are: new product acceptance, salesincreases, creation of brand equity and competitive
retaliations, to nameafew. However, the threefundamental objectivesof promotion
ae

(i) To presentinformationto consumersand other groupsaswéll
(i) Toincreasedemand
(i) Todifferentiateaproduct

Promoters can choose from awide range of options available to promote a
product in media. They can opt for internet advertissment and newspapers or
magazines. They use many techniquesto increase product sales. Some of which can
be incentivelike discounts, acontest and freeitemswith the products.



Developing and managing your promotional mix

For asuccessful promotiona mix, it isessentia to employ theright mix of promotional
activitiesthat suit your particular busnessand at theright time.

The common 10-gep checkligt that isused for developing and managing the promotiona
mix for new and existing productsare asfollows:

1. Your productsor servicesshould be* packaged together. You should not forget
that image of your business depends on the way you promote the elements of
themarketing mix, i.e products, pricesand the placesthroughwhich you sdll.

2. Then, develop a profile of thetarget audience for the particular message you
need to communicate.

3. You needto decide carefully onthe message to use. You need to be sure about
your purpose, i.e. to remind, informor persuade. Study the benefitsthat you
need to promote.

4. You need to decide what image of the product or service you expect your
audiencetoretain.

5. Budgetingisrequired.

6. Beclear about how the message should be delivered. Study well and decide
what aspectsof the promotiona mix to beused.

7. Asaresult of receiving your communication, what actions you want your
audienceto take. You need to takeadecison beforehand.

8. You should keep in place ameans of measuring and controlling the plan.
9. Decideonyour promotional plan.
10. Comparewhat you have achieved withthe original objectives.

1.6.1 Promotional Mix for New Products

When acompany developsanew product, it isimportant to launch successful marketing
campaignsto increase awareness about the product and drive peopleto purchaseit.
Without customerswho buy the product, the company cannot earn aprofit fromit.
Thereareavariety of different marketing strategieswhich need to beimplemented to
makethenew product profitable. Effective marketing for the newly launched product
or serviceisconcerned with getting the products or servicesinfront of the consumer
wherethey will seeit and beattracted to it. We should take the timeto understand the
way consumersusethe product, for example, an analysis of the use of Internet by the
consumerswill enableacompany to ensure how both men and women use the Internet
and how that information can help in positioning its product or serviceand inreturn
help it in increasing conversions. This may be helpful for the company in taking a
decisonregarding the online marketing of itsproduct or services.

Sart small not big

When a company has manufactured a new product or launched a new service, it
should not think of generating salesand profits overnight. Thecompany should redize
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that it takesalot of effort to market theproduct and offer quality services. Post sdles
marketing isalso important, afact whichisoften forgotten by companies. It should
also be kept inmind, that whenwe are setting up something new, we should start ona
small scaleand then build it big. With asmaller set up, therisk islower andthereisa
lower amount of capital invested. Lossesof abigger set up are more difficult to bear.

Customers and the target market

Determining thetarget market for anew product isthe most important marketing
strategy that isrequired and needsto be carefully implemented. Thisisimportant
becauseif we advertiseto thewrong people, we will not succeed. For example, if a
company createsanew toy, thetarget market islikely to be young boysand girls, and
the parentswho buy them for their kids. Incaseit isadvertised in aplace wheremostly
snglemen seethe message, thetarget market islikely to be missed. Thecompany can
determineitstarget market by using surveys, industry trend reportsor smply onthe
basis of their experience. Thefactorsthat influence target marketsinclude sex, age,
incomelevel, location, education, marital status habitsof children, etc.

Thefollowing pointsneed to be clarified regarding cusomersasapart of amarketing
draegy:
(i) How many consumersarethere?
(i) What sort of productsare they buying?
(i) Wheat practica problemsare solved by the product?
(iv) What emotional problemsdo they try to solve?
(V) What isthe size of thetargeted markets?
(Vi) What isthepriceat whichthe product isbeing offered to the consumers?
(vii) What doesit taketo get anorder?
(viii) How long doesit taketo convincethe customer and get an order?
(iX) How do customersexactly use competitive products?
(X) What'sthecurrent level of satisfactionwith existing competitors?

Consumer behaviour

Consumer behaviour isanother important factor in marketing anew product. Once
thetarget market isdetermined, weneedto decide whet typesof marketing campaigns
aremog effectiveand how they behaveintermsof purchasing theproduct. For example,
if the product or service offered by the company issuch that it isusually purchased
onlineingead of inagore, thenwe should focusmore on onlinemarketing. Thisistrue
inthe caseof booking of air/rall tickets. Companiesthat launch new software campaigns
often focus more on online marketing because their target customer likely purchases
and downloads softwarefrom awebsiterather thanin aretail sore. If the companies
have launched similar products in the past, they must review as how consumers
purchased those products, to get agenera ideaof how their existing customershave
behaved inthe past.



Analyse the competition

Beforelaunching any campaign for their products, the companies need to analyzethe
strategies and policies pursued by competing companies and the problemsfaced by
them. The successor failure of the strategy adopted by companiesdeding with the
smilar products or servicesneed to beevaluated. Thereisalso theneed to determine
if there hasbeen any strategy which hasnot yet beenimplemented by any competitors.
If the product launched by the company istotally new and unique, then the company
will havethe advantage of being first to market. But in such acase, the company is
likely togo through atria and error process, asthereisnothing likeapreviouscampaign.
The company should organize severd small experimentsto learn asto which campaign
isthe best, and then accordingly launch larger campaigns based on the successful
smdler drategies.

Thefollowing pointsregarding competition need to betaken into consideration:
(i) What are the competitorsdoing now?
(i) Wheredo competitorsadvertise, and how often?
(iii) What istheir salespitch?
(iv) How do competitorspricetheir product?
(v) What istherr distribution strategy?
(vi) How do the competitors position themsalves?
(vii) How do competitorsreact to thrests?
(viif) How do successful competitorsdiffer from thelesser successful ones?
(iX) What aretheir market shares?
Thereisaneed to compare competitorswith one’sown organizationintermsof
SWOT, i.e., Strengths, Weaknesses, Opportunitiesand Threats.
Pricing strategy

While deciding on the product price, the method to follow isto study the plan and
methods competitorsuse. By doing this, weget complete knowledge of how to price
our product, whether it’sin linewith the competitors or how we can bring the prices
inline withthose of the competitors'. To be successful, the company should havea
wdll-planned strategy, establish our policiesand aways check pricesand operating
coststo generate profits.

Product positioning

Asapart of their marketing strategy thereisaneed for the companiesto differentiate
their product and servicesin termsof qudity, features and customer satisfaction. You
mugt befamiliar withthe sory of theglassof water which, optimists seeashalf full and
pessmists see ashalf empty?A scientist, however, seesthe question - Wasthe glass
designed with too much capacity? What we seeis, actually, amatter of perception.
What the customer seesis, also, amatter of perception - his perception. Thereisa
need to understand the customer’s needs. Some sales systemswill script salesclosing
techniques based on customer needs or wants. But at the same time we must also
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agree with other sales systemswhichingst that customers only buy on an emotiona
level.

Havewebought everything we wanted?Have we bought everything we needed?
Of coursenot. But, how did wefeel whenthecar left you stranded on the highway?
Then, we may be morereceptiveto theideaof buyinganew car.

Campaignsand promotion

A variety of different marketing campaigns can be started to get thenew product into
the hands of consumers. Advertisement in the print and electronic mediaisthe most
effective way to reach alot of people. The company can optimize itswebsiteto be
more search enginefriendly so it attractshigher in online searches. Email marketingis
arelatively low-cost marketing strategy that allowsacompany to convey amarketing
messageto agroup of people. Other techniquesinclude contests and games on socia
mediasitesthat drive peopleto the company’s product.

1.7 ORGANIZING MARKETING PROMOTION

It isacommon knowledge that most of the companiesresort to market promotion
techniques, however, only some of thembelievein awell-planned technique. Most of
themrather view market promotion asamere weapon that can be used anytime or
whenthereisan emergency. But they should beaware of thefact that market promotion
workswell only when it meets certain basic requirements. Theimportant conditions
for success of market promotion can be discussed asfollows:

Thefirgt conditionisto specify therequirements of the company inresorting to
promotion. Thenext step isto identify therequired programme. The company needs
to find out the programmewhich issuitable to the current need and situation.

Most of thetime, market promotion programmes are conceived at the head
office of thefirm and implemented without involvement of thefield salespeople. But it
isnot aright way to develop the campaigns. It isarequirement that the markeersare
briefed properly onthe content of the programme. They have also to be given detailed
information about the same and be explained about the rolesthey areexpected to play
at different stagesof the campaign.

Asaready mentioned, advertising and sales promotion arethe important tools
of market promotion. Let usdiscusshow advertising and salespromotion agencies
areorganized.

1.7.1 Sructure of Advertising Organization

Advertisng agencies/organizationscomeinal shgpesand Szes. Someare smal boutique
shopsthat have just afew people, while othersare giantsthat employ thousands of
peopleinofficesal around theworld. I rrespective of thesize of the agency, thereisa
basic structurethat most advertising agenciesstick to

Therearesix mgjor departmentsinany advertisng agency. Thesemay be divided
into other sub-departments, or given various creative names. However, the skeleton



remainsthe same. These six departmentsare Account Service Department, Finance
and Accounts Department, M ediaBuying Department, Account Planning Department,
Production Department and Creative Department. Larger agencies, however, may
a0 separatdy have HumanResources & Facilities Department, Research Department,
Web development Department and Traffic Department.

Let ushriefly discussthefeaturesof Sx mgor departmentsof advertisng agencies
1. Account Services Department

The account service department consists of account executives, account managers
and account directors. This department isaccountable for liaising withthe agency’s
many clients. It worksasthelink between the many departmentswithin the agency,
and the clientswho pay thebills.

2. Finance and Accounts Department

Like other business enterprises, earning money is one of the important objectives
of advertising agencies. Also, it is what their clients also want. The Finance and
Accounts Department is the centre of al the money coming into and going out of
the agency. The department is respongible for handling payment of salaries, benefits,
vendor codts, travel, day-to-day business costs and everything else expected of
doing business.

3. Media Buying Department

The MediaBuying Department’s primary functionisto procuretheadvertising time
and/or space required for asuccessful advertising campaign. ThisincludesTV and
radio time, outdoor (billboards, posters, guerrilla), magazineand newspaper insertions,
Internet banners and takeovers, and, well, anywhere else an ad can be placed for a
fee. Thisusudly involves close collaboration with the Creative Department.

4. Account Planning Department

TheAccount Planning Department combinesresearch with strategic thinking. Itisa
mix of researchersand account managers. It provides consumer insights, strategic
direction, research, focusgroups and assists helps keep advertisng campaigns on
target and on brand.

5. Production Department

The Production Department convertsan ideainto redlity. During the creative process,
this department is consulted to talk about thefeasibility of executing certain idess.
Oncethead issold to theclient, the creative and account teams start collaborating
with production to get the campaign produced on budget.

6. Creative Department

Creative Department isthe engine of any advertising agency. It isthelifeblood of the
business, because it is responsible for the product. The roles within the creative
department are many and varied, and usually include copywriters, art directors,
designers, production artists, Web designers, associate cregative directorsand cregtive

Overview of
Promotional Management

NOTES

Self-Instructional Material 19



Overview of
Promotional Management

NOTES

Organizational: An
arrangement of activities
involving a group of people

20 Sdf-Ingtructional Material

director(s). Inmany agencies, copywritersand art directorsare paired up, and work
asteams. They dso bring inthe talents of other designersand production artistssasand
whenthejobrequiresit.

1.7.2 Sales Promotion Organization

Anorganizational sructureissmply anarrangement of activitiesinvolving agroup of
people. The goal of designing an organizationisto divide and coordinate activities o
that the group can accomplishits common objectives better by acting asateamthan
asindividuds. Thestarting point in organizing asaesforceisdetermining the goalsor
objectivesto be accomplished, which are specified in the firm’'s overall marketing
plan. The salling activities necessary to accomplish the firm'smarketing objectives
must then be divided and allocated to members of the salesforce so that the objectives
canbe achieved with aslittle duplication of effort aspossible. An organizationd sructure
should servethefollowing purposes:

e Activitiesshould bedivided and arranged insuch away that thefirm can benefit
from specidization of labour.

e Theorganizationa structure should provide for stability and continuity inthe
firm’'sselling efforts.

o Thedructureshould providefor thecoordination of thevariousactivitiesasigned
to different personsinthe salesforce.

Sales managers must be concerned about the organization as well as the
integration of itsefforts:

Thefirm'ssdlling activitiesmust be coordinated with those of other departments,
such asproduction, product development, logistics, and finance.

Findly, if thefirm dividesits selling tasks among specidized unitswithinthesales
force, all thosetasks must beintegrated.

Structure of a Sales Organization
In asalesorganization authority flowsfromthe top downto thefield-level salesman,
whilereportingisupwards.
Organizationsare set up for performing thefollowing four activities:
e defining objectives
e listing of theactivitiesto be performed
e deciding uponthe staff to carry out these activities
e coordinating and controlling activities.

Sales is a line function. The sales manager commands authority over his
subordinates. The subordinates are accountable to their immediate superiors. Thus
there is a vertical line of command. The line sales organization is shown in
Figure 1.1.



Vice President

Marketing Manager (-west) Marketing Manager (-north)

Regional Sales Manager

Sales Executive

Field Sales-person
Fig. 1.1 Structure of a Line and Staff Organization

Marketing Manager

Sales Manager

Regional Sales
Manager

Promotion Manager

Training Manager

Fig. 1.2 Functioning of a Line and Staff Organization

In lineand staff organization

Inline and staff organization, the line executive requires staff assstance. Asshownin
Figure 1.2, thetraining and promotion manager provide assstanceto the sdlesmanager
thus performing staff functions. Line executiveshave the power to command while
gaff executivesdo not.

Therearesevera common bases used for structuring the saes effort. WWhen acompany
salesforceisused, dternative approachesinclude:

(i) geographicd organization

(i) organization by type of product

(iii) organization by type of customer

(iv) organization by sdlling function

(v) team-based organization

(V) hybrid salesorganization.
Geographical Organization
The most common method of organizing acompany salesforceisto assgnindividua
salespersonsto separate geographical territories. Inthiskind of organization, each

salesperson is responsible for performing all the activities necessary to sell all the
productsinthe company'slineto al potential cusomersintheterritory.
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Genera Sales
Manager

|
| |
Eastern Regional Western Regional
Sales Manager Sales Manager

Eastern Regional Western Regional
Sales Manager Sales Manager

Digtrict Didtrict Didtrict
Sales Manager Sales Manager Sales Manager

Individual
Salespeople/Sales
Territories

Fig. 1.3 Geographic Sales Organization

The geographica salesorganization has several strengths. Most important, it
tendsto incur the lowest cost. Then, because thereisonly one salespersonin each
territory and territoriestend to be smdler thanthey are under other formsof organization,
travel timeand expensesare minimized. A geographical approachto salesorganization
also hasitslimitations, for itsbasic smplicity and low cost makeit very popular among
smadler firms, particularly thosewith limited, uncomplicated product lines. Also, while
it unusual for larger organizationsto rely exclusively on geographical organization, they
do commonly useit in conjunctionwith other organizationa forms. The structure of
thistype of organization can be seenin Figure 1.3.

Product Organization

Some companies have a separate salesforcefor each product or product category in
their line, asshownin Figure 1.4. The 3M Company, for example, has morethan 50
divisons manufacturing diverse equipments, and many of thosedivisions have their
own separate salesforce. The primary advantage of organizing the salesforce by
product isthet individua salespersonscandeveop familiarity withthetechnical attributes,
applications, and the most effective salling methods associated with asingle product
or related products. This can bevery beneficia when the product istailored to fit the
specifications of different customers or when production and delivery schedulesare
critical in gaining and keeping acustomer.



General Sales

M anager
|
| |
Sales manager— Sales Manager—
(Automobile industry) (Truck manufacturing Industry)
| |
District District District
Sales Manager Sales Manager Sales Manager
|
Individual
Salesperson

Sales Territories

Fig. 1.4 Product Sales Organization

Customer-Based Organization

Organizing asaesforce by customer type is an extension of the *marketing concept’
and a gtrategy of market segmentation. When salespeople specidizein calling on a
particular type of customer, they gain a better understanding of such customers
needs and requirements. They can aso be trained to use different selling gpproaches
for different markets and to implement specialized marketing and promotional
programmes. A related advantage of customer specidization isthat, as ses people
become familiar with their customers specific businesses and needs, they tend to
discover ideas for new products and marketing approaches that will appedl to those
customers. This can be a definite advantage in rapidly changing, highly competitive
markets.

Vice President (-Sales)

Regional Sales Manager

Area Sales Manager Area Sales Manager
(Ingtitutional sales-) (Direct sales)

Saes Executive

Fig. 1.5 Structure of a Customer based Sales Organization

Functional Sales Organization

Inthistype of organizationthe different functional headsreport to the General Sales
Manager. The salesrepresentatives are accountable to different functional headsfor
different partsof their work, asshownin Figure 1.6.
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Genera Sales Manager

/\\

Manager Saes Manager Training Manager Promotion

Salesperson

Fig. 1.6 Functional Sales Organization

Team-Based Organization

Many organizationsare moreresponsiveto their environment asthey useteasmwork
astheir main building block. Teams are made up of peoplefrom different functional
units. Theseteamswork together withtheam of retaining the customer.

Under thisorganization Sructure, the customer isthefocus of the organization.
The structure of ateam-based organizationisshownin Figure 1.7.

Customer

Sales Marketing Research and Development ~ Manufacturing

Fig. 1.7 Sructure of a Team-based Organization

Hybrid Sales Organization

When two or more organization typesare combined, the organization structureis
caled Hybrid Sdlesorganization. Thisstructureusesamultiple sdesforcewith different
responsibilities, asdepictedin Figure 1.8.

Customer
(Functional)

| |
Manager Manager-marketing Manager Finance
Research and
Development

(Geographic) | |

Sales Manager Sales Manager

(Customer) | |
Consumer durables Consumer non-durables

Fig. 1.8 Sructure of a Hybrid Sales Organization



Other Forms of Sales Organizations

Another formof functiond specidization, however, iscommonly and successfully used
by many industria product firms. ‘ developmenta salespeople’, who areresponsible
for assisting in the development and early sales of new products. Developmental
specidistsusudly conduct market research, assst the firm’sresearch and deveopment
and engineering departments and sell new products asthey are developed. These
peciadistsareoften part of afirm’sresearch and development department rather than
theregular salesforce.

Oneformof specidization of sdlling functionthat hasgained great popularity in
recent yearsisthe use of internal telephone salespeople/tel e sdlespersonsand externa
field salespeople to accomplish separate selling objectives.

Conclusion

The performance of any sales organization is dependent on the functioning of its
sdlespersons. The salespersonshaveto work inateam, coordinating with one another
and performing their dutiesresponsibly. Thestructure of the salesorganization assgns
responsibility to each of the executivesinthe hierarchy to performin order to create
and retain customers.

1.8 SUMMARY

Someof theimportant conceptsdiscussed inthisunit are:

e |t isimportant that companies and organizations (whether for-profit or not-for-
profit) engagethemselvesin some form of promotion in order to survive and
remaininthelimelight.

¢ A product is promoted through various mediaand the method of promotion
variesfrommediato media

e Themain objectiveof market promotionisto bring about achangein the demand
pattern of productsand services.

e Supporting community businessescan proveto bevery effectivefor acompany’s
promotiond plan.

e To makeitsbrand popular and ahousehold name, acompany canuse various
advertisng mediathat include eectronic mediaand print media, direct marketing
that isdoor-to-door marketing and on-lineselling.

e Market promotion measures are quite flexiblein nature. It can be utilized to
boost sales at any stage; new product introduction stage, existing product
improvement stage, old product salesimprovement stage, and so on.

¢ Thesuccessof marketing promotion activitieslargely dependson the nature of
the prospective buyersand product characteristics.

¢ Publicity isapowerful source of market promotion which acompany usesfor
itspromotional activities. It isdonethrough offline and online news publications
of acompany.
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e The smplest method to determine the promotion budget is simply using

a percentage of last year’ssdes or the projected salesfor the next year.

Under the per cent of profit method, promotion is tied to its return on
investment (ROI). That iswhy this method isaso called the ROl method. It
congders promotion expenditure as an investment and not as routine revenue
expenditure.

The matching the competition method budgeting isbased onthetheory that if a
business knows how much its competitors are spending to inform, persuade,
and remind (thethree genera aimsof advertising) the consumer of their products
and services, thenthat business can, to remain competitive, either spend more,
thesame, or lessonitsown advertising.

An essential element in marketing mix decisions is effectively promoting or
marketing products so that consumer awareness is cultivated. Thisinvolves
comprehending the nature of the desired customers and using promotional
tools that make connection with that customer base as successiully as possible.

For a successful promotional mix, it is essential to employ the right mix of
promotiond activitiesthat suit your particular businessand at theright time,

When acompany developsanew product, it isimportant to launch successful
marketing campaignsto increase awarenessabout the product and drive people
to purchaseit.

e Therearesx mgor departmentsinany advertising agency. Thesesix departments

areAccount Service Department, Finance and Accounts Department, Media
Buying Department, Account Planning Department, Production Department and
Crestive Department.

1.9 ANSWERS TO ‘CHECK YOUR PROGRESS

1.

Promotionisamarketing strategy that isused to achieve certain goalsof an
organization or acompany.

. Themain objective of market promotionisto bring about achangein the demand

pattern of productsand services.

. Two advantagesof market promotion areasfollows.

o Market promotionactivitiesgenerally simulatethe purchasing activities of
consumers. They arean effective means of motivationfor cusomersto
purchase productsand services.

e Market promotion devices get direct and immediate response asit is
undertaken at the point of sdle.

Affiliate sales are online sales done by others on your behalf. The sellers get
commissionsor acertain percentage of the salesprice. Inthistypeof sdling the
affiliate doesnot carry the product or receive direct compensation fromthe

buyer.



5. A big problem with the per cent of sales method of budgeting isthat using
past sdes for figuring the advertising budget is very conservative and that it
can arrest the growth of the product to be promoted in the market. Further,
it does not take into account any changes in the market or unexpected
circumgtances.

6. Thematching thecompetition method of budgeting isbased on thetheory thet if
abusinessknows how muchitscompetitorsare spending to inform, persuade,
and remind (thethree general aimsof advertising) the consumer of their products
and services, thenthat business can, to remain competitive, either spend more,
thesame, or lessonitsown advertising.

7. Thefour key toolsof promotionare sdes promotion, advertising, public relation
and direct marketing.

8. Personal sdllinginvolvesfaceto face contact with acustomer. Thereisdirect
interaction between the customer and the salesperson.

9. Thevariousaspectsof promotiona mix are advertisng, persond sdlling, sales
promotion, direct marketing and public relations.

10. Thethreefundamental objectivesof promotionare:
(i) To present informationto consumersand other groupsaswell
(i) Toincreasedemand
(i) Todifferentiateaproduct
11. Therearesix mgor departmentsin any advertising agency: Account Service
Department, Finance and Accounts Department, MediaBuying Department,

Account Planning Department, Production Department and Creative
Department.

12. Organizationsare set up for performing thefollowing four activities:
e defining objectives
e listing of theactivitiesto be performed
e deciding uponthe staff to carry out these activities
e coordinating and controlling activities

1.10 QUESTIONS AND EXERCISES

Short-Answer Questions

1. What are the advantagesof market promotion?

2. What arethefiveimportant techniquesused in establishing apromotional budget?
3. Briefly discussthe concept of promotiond decisions.

4. What arethelimitations of market promotion?

5. What istheimportance of marketing campaigns?
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Overview of Long-Answer Questions
Promotional Management

1. Explain how market promotional objectives are established.

2. Discussthefeaturesof varioustypesof market promotion activities.

3. Analysethe prosand cons of different methods of determining promotional
budget.

4. What are different marketing strategiesrequired to develop promotional mix
for new products?

5. Why isit important to analyze* competition’ ?Explain.
6. Describe how advertising and sales promotion organizations are organized.
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2.0 INTRODUCTION

Advertising isthemethod of persuading atarget audienceto purchaseacertain product
or service. It requiresalot of creativity and understanding of the brand that isto be
advertised. Thekey purpose of advertising isto bring abrand into limelight and attract
consumers, thereby creating demand for aproduct. The advertisersneedto display an
array of benefits, valuesand qualities of the advertised product. It isimportant that the
advertisement successfully convincesthe consumersto purchasethe particular brand.

Some of the prime purposes of advertisng areto informabout the launching of
abrand, encouragethe consumersto buy the product and remind itsaudience that the
product isgtill inthe market. If acompany failsto endorseitsbrand properly, thereis
afear of losing its customersto other brands. Thiswould reduce the salesthe product.
Products or brands can be endorsed viadifferent media, such astelevison, radio and
print media. For every medium, advertisers need to avail a different advertising
goproach. Therefore, it isimportant thet theadvertisersare fully awareof the advantages
and disadvantages of each medium. Advertisers can use celebrities, non-celebrities,
music, etc. to promote the sales of their products. Whatever the medium used for
advertisement, the goa remainsthe same—to create demand and sdll products. This
unit discussestheimportance, benefits, functionsand objectives of advertisement.
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Thisunit will dso introduce you to therationship between an advertising agency
anditsclients. Marketersgenerally associate with different advertisng agenciesin
order towork on different advertisng campaignsbased onthe communication objectives
of thecompany. There can be different typesof advertisng agenciesthat exist. Depending
upontheextent to whichthe servicesare required, the marketer may select aparticular
typeof advertisng agency. Anadvertisng agency playsaroleinmanaging theaccount,
cregtively developing thecampaign, extending research sarvices, ensuring mediaplanning
and implementing amedia strategy for acampaign. There can be different dynamics
involved intherelationship of aclient organization and an advertising agency whichis
dependent on several factors. The size of the client organization and thetype of task
for which an advertising agency has been appointed play the most important rolein
defining thisrelationship between aclient and itsagency.

2.1 UNIT OBJECTIVES

After going throughthisunit, you will be ableto:
¢ Describethefundamental features of advertising, such asitsimportance, scope
and benefits
e List theobjectivesof advertisng
¢ Discussthevariousconceptsreating to advertising gopropriation and budgeting

¢ Explainthetechniquesand strategies used in producing advertisement for print
and broadcast media

e Understand the role of endorsements, humours, music, gender appeal and
persuasioninadvertising

¢ Discusstherelationship between aclient and an agency

e |dentify India’sleading advertising agencies

2.2 ADVERTISING: IMPORTANCE, SCOPE, BENEFITS
AND CRITICISM

Inthis section, you will learn about theimportance, scope, benefitsand variousother
fundamental aspectsof advertisng.

2.2.1 Benefits or Importance of Advertising
The benefitsor importance of advertising may be discussed under the following heads:

In marketing mix

Advertisngisone of the promotiona toolsrelied oninthemarketing mix. Effective
advertising dependson activitiesin other areas of marketing mix. For instance, allowing
cusomersto sampleaproduct canoftenwin over acusomer. Advertisng communicates
to atarget audiencethevaue of aproduct that afirmhasto offer. Consumerslook for
value beyond the product that afirm hasto offer. Consumers also look for value
beyond the product in convenient locations, credit termwarranties, guarantees, and
ddlivery, because of consumer’s search for vaue, market mix ingredientsto emphasize
and how to blend the element injust theright way to attract and serve customers.
Firms advertising effort must complement the overall marketing strategy being used
by thefirm.



In market segmentation

M ar ket segmentation isthe breaking down of alarge, and heterogeneous market
into sub marketsor segmentsthat are more homogeneous. Underlying fact isthat
consumersdiffer in their wants and that the wants of one person can differ under
various circumstances. Advertising’srolein the market segmentation processisto
develop messagesthat appeal to thewantsand desresof different segmentsand then
to transmit those messagesviaappropriate media

In product differentiation

Product differentiation isthe processof creating aperceived difference, inthemind
of the consumer, between an organization’'s product and the competition’s. Product
differentiation is based on consumer perception. The perceived differencescan be
tangible, or they maybe based onintangible, image or stylefactors. Thecritical issueis
that consumersperceive adifference between brands. If consumersdo not perceivea
difference, thenit doesnot matter whether ‘real’ differencesexist or not. Inthemind of
consumer, thereareno differences. If afirm’s product isnot perceived asdistinctive
and attractive by consumers, then consumers have no reason to choose the brand
over onefrom competition or to pay higher pricesfor the better brand. Advertising
helps create a difference, in the mind of the consumer, between an organization’s
brand and itscompetitor’sbrand. Theadvertise may feature performancefeatureor it
may createthe differenceswith imagery. Theadvertiser hasto develop amessagethat
isdigtinctive and unmistakably linked to the organization’sbrand.

Pogtioning

Pogtioningisthe process of designing aproduct so that it can occupy adistinct and
vaued placeinthetarget consumer’smind and then communicating thisdistinctiveness
through advertising. Positioning is dependent upon perceived image. Consumerswill
create a perceptual space in their minds for all the brands they might consider. A
perceptual space is how one brand is seen on any number of dimensions such as
quality, taste, priceor social display value, inrelation to the same dimensionin other
brands.

Positioning comprisestwo decisons. One, afirmmust decide onthe external
positionfor brand, i.e., the competitive nichethe brand will pursue. Two, aninternal
position must be achieved with regard to other smilar brandsafirm markets.

With regardsto external position decision, afirm must achieve adistinctive
competitive position based on design features, pricing distributors, and promotion or
advertising srategies. Some brands are positioned at the top of the product category
like BMW, while some seek positions at low end of a category. Effective internal
positionisaccomplished by ether developing vastly different productswithinaproduct
lineor creating advertising messagesthat appeal to different consumer needs. Even
when differencesamong brandsare minor, distinctive positioning can be created through
advertising.

Role in revenue and profit generation

Advertisng communicatesdescriptive and persuasive informationto audience based
onthevaues created inthe marketing mix. Advertising’s contribution alone cannot be

Advertising

NOTES

Market segmentation:
Market segmentation is the
breaking down of a large,
and heterogeneous market
into sub markets or
segments that are more
homogeneous

Product differ entiation:
Product differentiation is the
process of creating a
perceived difference, in the
mind of the consumer,
between an organization's
product and the
competition’s

Positioning: Positioning is
the process of designing a
product so that it can
occupy a distinct and
valued place in the target
consumer’s mind and then
communicating this
distinctiveness through
advertising

Self-Instructional Material 31



Advertising

NOTES

32 Sdf-Ingtructional Material

held solely responsible for sales. Sales occur when brands have a well-conceived
overdl marketing mix. Advertisng createspricing flexibility by:

¢ Contributing to economies of scale by creating demand

o Creating brand loyalty

¢ Decreasing price sengtivity of consumersby conveying relevant differentiation
Role in customer satisfaction

Advertising links abrand’ simage and meaning to a consumer’ssocial environment
andto thelarger cultureand it can thus deliver a sense of personal connectionfor the
consumer. Advertising communicateshow abrand addresses certainneedsand desires
and hence attracts customersto productsthey will find useful and satisfying.

2.2.2 Classification of Advertising
Thereare different basesto classify advertisements.

1. By purpose

Primary-demand ver sus Sel ective-demand advertising: Onefunction of advertisng
isprimary-demand stimulation, i.e., advertiser seeksto create demand for aproduct
category ingenerd. The purposeisto educate potentia buyersabout the fundamental
values of the type of product, rather than emphasising a specific brand within the
product category. Consumers need to be convinced that aproduct category itself is
vauable.

True power of advertising isto stimulate demand for aparticular company’s
brand—sdlective demand stimulation. Purpose of advertisingisto point out brand’s
unique benefits compared to the competitor’sbrand.

Whenacompany introduces aninnovative product that createsitsown category,
it usualy startswith primary-demand advertising.

Direct-action versus I ndirect-action advertising: Direct-action advertising
seeksthereceiver of the messageto act immediately, e.g., call thistoll-free number.
Thisisused with products, consumers are aready familiar with, does not require
ingpection at thetime of purchaseand arelow cost. Theadvertiser canquickly find out
whether the advertisement isworking or not.

On the other hand, when the advertisement is used to build the audience’'s
awarenessof aproduct, it iscalled indirect-action advertising. Thistype of advertisng
works over along haul to boost a product’simage, explains product benefits, or
showswherethe product can be purchased from. Indirect-action advertising relieson
imagery or amessagethemethat emphasizes onthe benefitsand stifying characteridtics
of abrand. It doesnot try to stimulateimmediate action from an audience. It attempts
to develop recognition and approval of the brand over a period. It creates brand
awareness, and reinforcesthe benefits of using abrand and developing ageneral liking
for thebrand. When consumersenter the purchase process, informetion fromindirect-
action comesinto play. Mos of the advertisements are of thistype.

Product versus Non-product advertising: The purpose of product advertising
isto sell the advertiser’sgoods or services. Non-product advertisngisintheform of
ingtitutional advertisng or corporate advertising. Corporate advertising isnot designed
to promote aspecific brand but to esablish afavourable attitudetowards the company



asawhole. When shareholders see good corporate advertising, it ingtills confidence
and establishes long-term commitment to the firmand stock. I ngtitutional advertisng
may beused by retailersto get audienceto shop & their store.

Commercial versus Non-commercial advertising: Most of the advertising
around usiscommercial advertisng, availed by businessesthat expect to make profits.
Whereas, noncommercia advertising isgeneraly availed by political or not-for-profit
organizationsto promote causesor candidatesrather than engaging in profit-making.
Even though non-commercia advertisng sometimesask for donations, thelatter are
utilized for charitable servicesrather thanfor profits.

2. By media

Advertising can also be classified according to the media used. Popular forms of
media advertising include magazine, radio, television, outdoor (such as posters,
hoardings), and transit (on buses, trains), etc. Because of itsability to reach large
areas, televison isone of the most powerful and popular advertising media, and is
used extensvely. But depending onthetype of target audience, product category and
intengity of competition, several alternative media such as outdoor advertising and
radio areaso becoming popular. Internet isalso emerging asan important advertising
medium.

3. By geographic area

Advertising can be confined to asingle neighbourhood, or can be spread acrossthe
entireworld. When acompany crossesnational bordersto advertisein morethan one
country, it is called international advertisng. Because of cultural differences, very few
advertisements can be effective for al consumersworldwide. But global adsare used
for brandslike Peps, Sony, Levi’sand firmsthat market their brandsacrosstheworld.
These companiesattempt to develop and place advertisementswith common themes
inal marketsaround theworld wherethefirm'sbrands are sold. Global advertisngis
possible only when brands and messages about those brands have acommon appeal
acrossdiverse cultures. International advertising occurswhen firmsprepare and place
different advertissmentsin different national markets. Eachinternational market often
requiresunique advertissmentsdueto product adaptationsor message appealsfavoured
specifically for the markets. Very few firms have productswithtruly cross-cultural
appedl and global recognition; so most firms pursue foreign marketswith international
advertising than global advertising.

When acompany advertisesin more than oneregion of asinglecountry, it is
using nationd advertising. Advertising in aspecific region without covering the entire
country iscalled regiond advertising. Compared to regional advertising, the scope of
locdl advertisngisnarrower. The best example of locd advertising isretail advertising
(advertising by locd retail stores). Theretail shopkeeper reliesonloca mediato reach
hiscustomers. National advertisersshare advertising expensesin amarket with local
dealersto achieve specific advertising objectives(called cooperative advertisng).

4. By target audience
Whether it isintelevison or radio, advertising isaimed at aspecific group of people
caled thetarget audience.

e Consumer advertising: Most of the advertising around usisaimed at the
consumer, theindividua, and familieswho buy goods and servicesfor persona
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gratification. Thistypeof advertising can betargeted at the buyer of the product
or theuser or theinfluencer.

e Business advertising: It is aimed at companies that buy products for
manufacturing finished products, or for the purpose of running their operations
smoothly, or for the purpose of reselling themwith or without adding value. The
main purpose of buying these productsisto usethemfurther for making profits,
instead of using themfor persond gratification. Busness-to-businessadvertising
directs messagestowards peoplewho buy or use productsin businesses. Most
business advertisng appearsin businessjournds, trade magazines, direct-mailers
sent to buyersor usersinbusinesses, or in professional publications. Business
advertising is of three types—Industrial advertising, Trade advertising and
Professional advertising.

e Industrial advertising: If targets people who buy or use the materials and
servicesneeded for business purpose or to manufactureother products. Trade
advertisng targetsintermediariessuch aswholesdersor retailersthat buy goods
for resleto consumers. Mog of the trade advertising isplaced by manufacturers
that want their goods or services distributed by the intermediary but some
businesses advertise products to be used by intermediaries themselves.
Professional advertisingisdirected towardslicensed professona practitioners
such as lawyers, doctors, accountants, engineers, and is used to persuade
professonalsto buy aparticular product that may be useful intheir work, or
recommend it to thelr clientsor patients.

2.2.3 Functions of Advertising

Massveinvesmentsin advertisng suggest that many firmshavefathintheeffectiveness
of advertisng. Advertising performs critica communication functions.

¢ |nforming: Advertisng makesconsumersaware of new products, informsthem
about specific brandsand educatesthem about particular product featuresand
itsbenefits. Advertising is an efficient form of communication andis capable of
reaching massaudiences at relatively low cost per contract. It facilitatesthe
introduction of new products and increases demand for existing products, by
increasing top of mind awareness for established brands in mature product
categories.

e Persuading: Effective advertising persuades customers to try advertised
products.

e Reminding: Advertising keeps acompany’s brand fresh in the consumer’s
memory. When aconsumer feelsaneed thet isrelated to the advertised product,
post advertising impact makesit possiblefor the advertiser’sbrand to cometo
the consumer’s mind. Effective advertising increases consumer’sinterestina
mature brand and the likelihood of purchasing that brand. Advertising also
influences brand switching by reminding consumerswho have not recently
purchased abrand that the brand is available and that it possesses favourable
atributes.

e Addingvalue: Thereare three ways by which companies can add valueto
their offering: innovating, improving quality or atering consumer perceptions.
These three value-added components are completely interdependent.



Advertisng addsvaueto brands by influencing consumer’s perception. Effective
advertising causes brandsto be viewed as more elegant, more stylish, more
prestigious and perhaps superior to competitive offerings. Effective advertisng
canthenlead to increased market shareand greater profitability.

e Assistingother company efforts. Advertisingisamember of the marketing
communication team. Advertising sometimes scoresgoas by itself. At other
times, the primary role of advertising isthat of an assstant that facilitates other
company effortsinthe marketing communication process. Advertising may be
used asavehiclefor delivering sales promotions and attracting attention to
these sdlespromotion tools. Advertising assists salespeople. Advertising pre-
sells a company’s products and provides salespersons with valuable
introductionsprior to their persond contact with prospective cusomers. Saes
effort, time and costs are reduced because less time is required to inform
prospectsabout product festuresand benefits. Advertising legitimizesor makes
more credible the saesrepresentative’s claims. Consumerscanidentify product
packagesin the store and recognize the value of aproduct more easily after
seaing it advertissd on TV or inamagazine. Advertisng augments effectiveness
of price deals. Customers are more responsive to the retailer’s price deals
when retailers advertised that fact compared to a deal, which is not been
advertised.

Advertisingisan extremely important busnessfunctionbut theimportanceof advertising
variesfrom country to country not only in terms of advertising expendituresbut alsoin
terms of consumer perceptionsof advertising.

2.2.4 Forms of Advertising

Advertisng cantakeanumber of forms, including advocacy, comparative, cooperative,
direct-mail, informational, ingitutiond, outdoor, persuasive, product, reminder, point-
of-purchase, and specidty advertisng.

1. Advocacy advertising

Advocacy advertising isnormally considered as any advertissment, message, or public
communication regarding economic, politica, or socid issues. The advertisng campaign
isdesigned to persuade public opinion regarding aspecificissuewhichisimportant
inthe public arena. The ultimate goa of advocacy advertising usually relatesto the
passage of pending state or federa legidation. Almost al non-profit groups use some
form of advocacy advertising to influence the public’s attitude toward a particular
issue.

2. Comparative advertising

Comparative advertisng compares one brand directly or indirectly with oneor more
competing brands. Thisadvertising technique isvery common and isused by nearly
every mgjor industry, including airlines and automobile manufacturers. One drawback
of comparative advertisngisthat customershave become more skeptica about clams
made by a company about its brand because accurate information has not always
been provided, thusmaking the effectiveness of comparative advertising questionable.
In addition, companiesthat engage in comparative advertising must be careful not to
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misinformthe public about acompetitor’s product. | ncorrect or miseading information
may trigger alawsuit by the competitor or regulatory action by agovernment agency.

3. Cooperative advertisng

Cooperative advertising isasystemthat allowstwo partiesto share advertising
costs. Manufacturersand distributors, because of their shared interest in salling the
product, usualy usethisadvertising technique. An example might bewhen asoft-drink
manufacturer and alocal grocery storesplit the cost of advertising the manufacturer’s
soft drinks; both the manufacturer and the store benefit fromincreased storetraffic
and its associated sales. Cooperative advertising is especially appealing to small
storeownerswho, ontheir own, cannot afford to advertise the product adequately.

4. Direct-mail advertising

Catalogues, flyers, letters, and postcards arejust afew of the direct-mail advertisng
options. Direct-mail advertising has severa advantages, including detailsof informetion,
personalization, selectivity, and speed. But whiledirect mail hasadvantages, it carries
an expensive per-head price, isdependent on the appropriateness of the mailing list,
and isresented by some customers, who consider it junk mail.

5. Informational advertisng

Ininformational advertising, which isused when anew product is being introduced,
the emphasis is on promoting the product name, benefits, and possible uses. Car
manufacturersused thisstrategy when sport utility vehicles(SUV's) wereintroduced.

6. Ingitutional advertisng

Ingtitutional advertising takesamuch broader gpproach, concentrating on the benefits,
concept, idea, or philosophy of aparticular industry. Companiesoften useit to promote
image-building activities, such an environment friendly business practices or new
community-based programmesthat it goonsors. Inditutional advertisingisclosdy related
to public relations, snceboth areinterestedin promoting apositiveimageof the compary
to thepublic.

7. Outdoor advertisng

Billboardsand messagespainted on the sdeof buildings are common formsof outdoor
advertising, whichis often used when quick, and simpleideas are being promoted.
Sincerepetitionisthekey to successful promotion, outdoor advertisingismost effective
when located along busy city streetsand when the product being promoted can be
purchased locally. Only about 1 per cent of advertising acrosstheworld isconducted
inthismanner.

8. Persuasive advertising

Persuasive advertising is used after aproduct has beenintroduced to cusomers. The
primary god for acompany isto build selective demand for itsproduct. For example,
automobile manufacturersoften produce special advertissmentspromoting the safety
features of their vehicles. This type of advertissment could allow automobile
manufacturesto charge morefor their products because of the perceived higher quality
the safety features afford.



9. Product advertisng

Product advertising pertainsto non-persond selling of aspecific product. Anexample
isaregular televison commercia promoting asoft drink. Theprimary purpose of the
advertisement isto promote the specific soft drink, not the entire soft-drink line of a

company.
10. Reminder advertising

Reminder advertising isused for productsthat have entered the mature stage of the
product lifecycle. The advertisementsare smply designed to remind customers about
the product and to maintain awareness. For example, detergent producersspend a
consderableamount of money eech year promoting their productsto remind customers
that their productsare il availablefor sale.

11. In-storeadvertising (point-of-purchase advertising)

In-store advertising uses displaysor other promotional itemsnear theproduct that is
being sold. Theprimary motivationisto attract cusomersto the display so that they
purchasethe product. Storesare morelikely to use point-of-purchase displaysif they
have help fromthe manufacturer in setting them up or if the manufacturer provides
essy instructionson how to usethedisplays. Thus, promotiond itemsfrommanufacturers
who provide the best instructions or help are more likely to be used by the retail
gores.

12. Specialty advertisng

Specialty advertising is aform of sales promotion, designed to increase public
recognition of acompany’s name. A company can have itsname put on avariety of
items, suchascaps, glassware, gymbags, jackets, key chains, and pens. The value of
specidty advertising varies—depending on how long the itemsused inthe effort last.
Most companiesare successful in achieving their goasfor increasing public recognition
and salesthrough these efforts.

2.2.5 Criticisms of Advertising

Advertising has become an indispensable function of the modern businessworld and
integra part of the society. I ngpite of the fact that advertising isuseful and provides
certain valuable services, some peoplefeel that it isasocial waste. That iswhy it is
often said that, ‘| hate advertising but | like advertisements'. If it ismisused, it can
creste havoc inthe society. Thosewho criticise advertising, consider it asan unnecessary
clever fraud involving exaggeration and overcharging. Thus, advertising, isnot free
from criticism. Following are some of theimportant ones:

1. Expensive: It isamost customary on the part of the manufacturersto spend
huge sums on advertisements. Being apart of the expenses, the advertising
codsareadded to the overal cost of production. Ultimately, the consumers
haveto bear the burden of advertisementsin the formof higher cost of products
and services. I n other words, advertising finaly contributesto theincreasein
the price of productsand services.

However, in reality much lessisspent on advertising than most people think.
Thisis so because modern advertising techniques make it possible to make
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relatively loud noise with comparatively small spending. Besides, advertising
creates and extends demand, thereby contributing to increased production,
lowering the cost per unit. The morea producer manufactures, thelower ishis
cost per unit. Thisalowshimto reduce prices.

. Multiplication of wants. Advertising createsthe desreto acquire products

and servicesby constant persuasion. It creates new needsand demandsinthe
minds of the consumerseven if they do not need the same. Asaresult, people
are motivated to spend more than their resources permit and at times are
stimulated to make purchases which they hardly can afford. In other words,
advertising creates demand for goods and serviceswhich are lessimportant
and non essential. Still, peoplearetemptedto buy the same. Thus, it multiplies
the needs of the consumers. However, thefinal decision to buy or not to buy
alwaysrestswith the progpective buyers. Therefore advertisng can not betotally
blamed for persuasion and motivation.

. Wasteful expenditure: Advertising is very often regarded as a waste.

Advertisng doesnot increase thedemand of the productsalways. If it failsto
increasethe sdlesvolume, it merely addsto the cost of the products. Moreover,
by introducing new products and services, advertising isableto create new
taste, fashionand habit for the consumers. Thus, it killsthe utility of the products
and services currently in use and thereby leadsto their early discard by the
consumers. Minor developments or improvements are advertised so tactfully
that peopleareinduced to buy new products and services by discarding theold
ones. Such continuousreection resultsin the wastage of valuable resources of
an econon.

However, advertisng donecan not beblamedfor suchwaste. It amsat enhancing
sdles. Similarly, it isalwaysassumed that buyersare somewhat rationa intheir
buying decisons. It isalways|eft to the buyer whether to buy or not. Therefore,
the persuasion element of advertising aone cannot be blamed.

. Encouragesmonopoly: Advertisng may lead to the monopoly of aparticular

brand or trademark. Continuousadvertising creetes brand preference and brand
image about aspecific product or serviceinthe mindsof theconsumers. It s,
therefore, argued that big manufacturerswho can afford to undertake continuous
advertising can create brand monopolies and eliminate small producersfrom
the market. At times, even quality products and services can hardly face
competition from aready established brandswhich have acquired their satus
dueto heavy and continuous advertising over aperiod of time. It isequaly true
that brand monopoly doesnot last long. Riva manufacturersmay use competitive
advertisng campagnsto challenge such brand monopoly. Thus, brand monopoly
isalwaysatemporary phenomenon.

. Underminesvalues. Good advertisng can sdll anything. Thus, themanufacturers

areableto digpose goods and servicesof little value to the consumerswith the
help of attractive advertisements. Instead of emphasisng onthe utility of products
or services, advertisements highlight the appearance and design of the same
whichareof little value. Mogt often, facts are misrepresented or exaggerated
by superlative descriptions and sometimestruthsare surpressed so asto tempt



peopleto buy goods and services. Tall clamsand false promises are made so
asto induce peopleto buy worthless products and services. It may highlight
only the positive aspects of products and services and thus be misleading.
Advertisements often usetestimonialsand statementsof popular personalities
likefilmstars, sportspersons, business executives, etc. which are exaggerated.
Many advertissmentsarevulgar, slly and stupid. Some advertissmentsalso use
indecent language and photographsto advertise their productsand services.
All these considerably erode the socia and moral valuesinthesociety. At times,
advertisement of harmful productsand serviceslike wine, cigarettes, pan mesala,
bidis, encouragesthe use of the same.

However, certain assodiationslikethe Advertisng AgenciesAssociation of India
and thelndian Society of Advertising and the governmental agenciesare constantly
meaking effortsinlaying down the code of conduct and social normsto avoid such bad
effectsof advertisements.

Despitedl criticisms, advertising isindispensable for business organisations. It
would not be right to say that money spent on advertisement isawaste. It isan
essential part of modern day trade and commerce and as such cannot be dispensed
with.

2.3 ADVERTISING OBJECTIVES

An advertisng objective may be defined asthe specific task of marketing that needsto
be performed or acommunication objective of amarketer that needsto be achieved.
Thedifferent advertising objectives are achieved based on the target cusomersand
the time period of a marketing communication. Marketing objectivesareaimed at
achieving awareness, extending information about the productsand services, creating
acomparisonwith competing products, inducing persuasion and reminding about the
product or offering.

A marketer should have clearly set objectivesin hismind while developing a
marketing campaign. Broadly the advertising can have severa objectives while
marketing aproduct or aservice. It isthereforeimportant to clearly define a specific
objectivefor agpecific campaign. A campaign may be aimed to achieve thefollowing
objectives.

e Awarenessgeneration with respect to the company, its products, services
and other offerings.

e Communication of the benefits of the products and services.

e Ensuring that leads are generated for the salesforceto act accordingly.

¢ Direct response campaignsto directly influencethe cusomers.

e Convincing thecustomersto shift ther preference fromonebrand to another.

¢ Participatingineventsand exhibitionsto createvishility for products/services
and for working towardsimage building.

¢ |nforming the customersabout the availability of the product after ensuring
itsavailability.

e Building thetrust of the customersin an organization through other image
building exercises.
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An advertisement should be capable of achieving at least one of the following
objectives.

1. Awarenessgeneration: Thistypeof advertisngisaso knownasawvareness-
oriented advertising. Thisaimsat creating the initial awareness about a
product, service, etc. inthe mindsof thetarget cusomersand also achieving
somekind of reminding about the product.

2. Imagebuilding: Thistypeof advertising isalso termed asimage-oriented
advertising. Thistype of advertisng aimsat image building for aproduct,
serviceor theorganization.

3. Education of the customers: Thistype of advertising isalso termed as
education-oriented advertising. This aims at particularly educating the
customersand building those needswhich havelargely remained unrecognized
at thelevel of the customers.

4. Generation of a response: This type of advertising is also termed as
response-oriented advertising. Theseare particularly aimed at invoking some
kind of purchase behaviour fromthetarget customers, whichisto inducea
targeted actionfromthe customers.

Thelong termobjective of any typeof advertising for the company isto increase
the salesrevenue and hence the profitsin thelong run. However, in short term, the
objectives of an organization may be to particularly use advertising as ameans of
support to the other promotional activitiesand to personal sdlling approachesused by
anorganization.

Therefore, advertisngisnever used inisolation by any company for promotion
of its products. Rather it isalways used combindly with other forms of promotion.
There can be different marketing objectiveswhich acompany may expect to achieve
throughitsvariousadvertising efforts. Theseinclude:

e Introduction of anew product, whereinthe primeobjective of advertisng
isawareness generation.

e Towork on building the preferencefor aparticular brand by thetarget
customersand thuseliminating the chances or minimizing the chances of
itssubgtitution at different levels.

¢ To createacontinuousrecall of the brand through reminder advertising
approach.

e Towork ontheretentive strategy and thus keep reminding the usersto
buy the product.

¢ To create ademand for the product througha pull strategy.

e Toinformaparticular scheme, discount, etc. on aproduct during agiven
promotion period.

¢ Toinformabout some changesin the marketing strategy of the company.

e Toinformabout theavailability of the product.

¢ To providelogical reasonsto thecustomersfor buying aparticular product.

¢ To motivate and support the sdlesteam.

¢ To help thededersin sdling theproductsor services.

¢ To publicize about the association of the company with some societal
causesand contributionsto the community.

e To accomplishaselling job. For example, it may be donethrough mail
order marketing.



2.3.1 Defining Advertising Objectives. The DAGMAR Approach

DAGMAR standsfor ‘ Defining Advertisng Goalsfor Measured Advertising Results .
It maintainsthat al advertisementsaiming at asalemust carry the potentia customer
through four stages:

Russell Colley (1961) developed a model for setting advertising objectives and
measuring the results. Thismodel was entitled * Defining Advertising Goalsfor
M easured Advertisng Resultss DAGMAR.’

DAGM AR model suggeststhat the ultimate objective of advertising must carry a
consumer through four levelsof understanding: from unawarenessto awareness—
the consumer must first beaware of abrand or company Comprehension—he or she
must have acomprehension of what the product isand itsbenefits, Conviction—he or
she must arrive at the mental disposition or conviction to buysthe brand; Action—
finaly, heor she actudly buy that product.

AwarenessGrid

I nvolvement
High Low
Sustain current Refine awareness

HIGH | |evels of avareness

Awareness Build awareness Create association of

LOW quickly. awareness of product with
product class need

e Awareness o Comprehension e Conviction e Action

Assume that the company has a product and the target customer istotally
unaware of it. So infirst stage the company will make him aware of the product.

The second stageis of comprehension. What isthe product all about?What are
itspotentia benefitsand features? Where can the customer buy it from?

Next isthe stage of conviction. Thisisavery important stage. The company
needs to convince its prospective customer about the benefits of the product.
Testimonialsfor the product are an excellent tool to achieve this. Visible proof or
evidence about the product performanceisanother tool. The company needsto be
truthful initsclaims.

Onceacustomer is convinced with the benefits offered by aproduct or aservice,
the prospective cussomer generally entersinto aparticular action stage. Thiscanbe
generdly characterized by acustomer asking for greater details about aproduct, she
may send enquiries, or may ask for atrial pack fromthe company. All these activities
show that the customer iswilling to try the product.

A saleisdefinitely not animmediate process and involves severa steps. It may
involve asequence of sepsthat may be owing to the sequentia processing that goes
in a customer’s mind. All these steps are extremely important for a sale to get
accomplished.
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Characteristics of DAGM AR approach

A major contribution of DAGMAR was Colley’s specification of what constitutesa
good objective. Four requirementsor characteristicsof good objectiveswere noted

e Concreteand measur able: Thecommunicationstask or objective should be
a precise statement of what appea or message the advertiser wants to
communicateto thetarget audience. Furthermorethespecification shouldinclude
adescription of the measurement procedure

e Target audience: A key tenet to DAGMARisthat thetarget audience bewell
defined. For example—if the goal wasto increase awareness, it isessential to
know the target audience precisely. The benchmark measure cannot be
developed without a specification of thetarget segment

e Benchmark and degreeof change sought: Another important part of setting
objectivesishaving benchmark measuresto determine wherethetarget audience
standsat the beginning of the campaign with respect to various communication
response variables such as awareness, knowledge, attitudes, image, etc. The
objectives should also specify how much change or movement isbeing sought
suchasincrease in awareness levels, creation of favorable attitudes or number
of consumers intending to purchase the brand, etc. a benchmark is also a
prerequisite to the ultimate measurement of results, an essential part of any
planning programand DAGMAR in particular.

e Specified time period: A final characteristic of good objectives is the
spedification of thetime period during which the objectiveisto be accomplished,
e.g. 6months, 1 year etc. With atime period specified asurvey to generate aset
if measures can be planned and anticipated.

e Written goal: Finaly goals should be committed to paper. Whenthegoadsare
clearly written, basic shortcomings and misunderstandings become exposed
and it becomes easy to determine whether the goa containsthe crucial aspects
of the DAGMAR approach.

2.4 ADVERTISING APPROPRIATION AND
BUDGETING: NEED AND METHODS

A budget isafinancial plan and atool of control. In asalesbudget, resourcesare
alocated to achievethe sdesforecast. It stateswhich product and how much of it
each salesperson will sell. It also spells out what and how much will be sold to the
different classesof customers. A budget isan estimate of sales, either in unitsor value
and the selling expenses which isexpected to beincurred while selling.

Oncethe budget isaccepted interms of estimated sales, expenses and profit
figures, theactua resultsare measured and compared againgt the budgeted figures. It
isaningtrument of planning that shows how to spend money to achievethetargeted
sales. A budget also anticipates aparticular level of profit.

Budgeting isashort-term exercise that attemptsto optimise business profitshy
accommodating customer-service activitiesand incurring expensesto acquire anew
business. For instance, to increasethe salesvolume by X 2 lakh, sales management
may haveto ropein new customers. The expense of appointing anew cusomersis
also included inthe budget.
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Fig. 2.1 Budget in Promotion Mix

A format of the promotion budget canbe seeninTable2.1.
Table 2.1 Sales Budget (Quarterly)

Budgeted Actual December January February

Expenses
Sdaries
Commissions
Bonus

Medical
Retirement
Trave

Lodging

Food (Boarding)
Entertaining
Office expenses
Mail

Telephone
Miscellaneous

Promotions
Samples
Catalogues
Pricelists
Visuals
Advertising

Source: Professional Sales Management by Anderson, Hair and Bush (page 104).

2.4.1 The Budgeting Process

Inmany organizations, salesisthekey variablefor formulating the budgetsof the other
departments. Thus, raw materials and production are purchased and planned in
accordancewiththe sdesegimate, leading to the purchasing budget. Financeisarranged
in accordance with the requirements of production and other departments. Human
resourcesare deployed to redizetheoveral planning requirements. Thestarting point
becomesthesdesbudget. It generatesother budgetsliketheinventory budget, purchase
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budget, production budget and so on. The sdesbudget becomesamgor input inthe
financid plan.

Planning can betop-down or bottom-up. Inatop-down plan, the planflows
from the top, and is broken down into smaller units. In a bottom-up plan, the
departmentsand units set their own goals, which are aggregated at thetop. Insaes
budgeting, someorganizations adopt atop-down approach inwhich thegoasare set
by theimmediate higher level. Some organizationsfollow abottom-up approach where
each level insales, right from the salesman puts forward salesand profit objectives.
The bottom-up styleismore participatory.

Each budget has quotasor gandards, against which management hasto measure
performance. Evaluationand control are vita parts of the management process. As
the opening scenario suggests, management needsfeedback on the effectivenessof its
plan and the quaity of itsexecution to operate moreeffectively, otherwiseit iseasy to
losesight of thefirm’s objectives.

Inorder to achieve goals and objectives, sdlesmanagers plan by outlining the
essentia coststo beincurred.

Thebudget actsasan instrument of coordination. Sellingisone of the functions
of marketing and needs support from theelements of marketing mix. Budgetshelpin
integrating all functions, like sales, finance, production and purchase.

A comparison between budgeted and actua cost resultsintheanayssof factors
causing variationsand enables the sales manager to spot problem areasor plan better
for expected outcomes.

2.4.2 Methods of Advertisement Budgeting

There are various methods of advertisement budgeting, out of which someare as
follows

1. Affordable method: Many companies set the advertisement budget at what
they think the company can afford. Thismethod isadopted by firmsdealing in
capita industrial goods.

2. Rule of thumb (percentage of sales) M ethod: Most companies set their
advertisement budget as a specified percentage of sales (either current or
anticipated). Mass-sdling goods and companies dominated by finance aremajor
usersof thismethod.

3. Competitors parity method: Thismethodisadopted by large-sized companies
facing tough competition. The knowledge of competitors activitiesand resource
allocationisimportant if an organization wantsto pursuethis method.

4. Objectiveand task method: Thismethod callsupon marketersto develop
their budgets by identifying the objectives of advertisement function and then
ascertaining the selling and related tasksto achieve the objectives.

2.4.3 Advertising Budget Allocation

If too little money is spent on advertising, sales volume will not be achieved, and
profitswill belost. If too much money is spent, unnecessary expenses will reduce
profits. Brand managershaveto determine what spending leve is‘too little’ or how
muchis‘too much’. Budgeting isadifficult advertisng decison becauseitishard to



determine precisely how effective advertisng has beenor might beinthefuture. The
sales-response functionto advertising isinfluenced by amultitude of factors (such as
quality of advertiang, execution, intengty of competitive advertiang efforts, and customer
taste), thereby making it difficult to know what salesadvertisng will generate.

Advertisng budgetsarelargely the result of organizationa political process.
Separate departmentsview the advertising budget differently. For the accounting
department, it isan expense, whilefor the marketing team, it isthe big push that makes
thephonering, andit isnever big enough. For thetop management, it isan investment,
aspeculationformulated to bring in themost revelry for theleast amount of cash.

Advertising budget ispositively influenced by the politica power of themarketing
department:

Advertising budgeting in theory

Thebest level of any investment isthe level that maximizes profits. Continueto invest
inadvertising aslong asthemarginal revenuefromthat investment exceedsthe margina
cost. Profitsaremaximized at the point where the margind revenueisequal to marginal
cost. Supposeacompany iscurrently spending closeto amillion rupeesadvertising a
particular brand and isconsidering theinvestment of another X 2 million. Should the
investment be made?Yes, only if additional advertisng generatesmorethan 2 million
in additional revenue for the brand. Setting the advertising budget is a matter of
answering seriesof ‘if, then’ questions. For instance, if X X isinvested in advertising,
then what amount of revenue will be generated? To be able to usetherule of profit
maximizationfor budget setting, the advertising decison-maker must haveaclear idea
of the advertisng-salesresponsefunction for every brand for which abudgeting decison
will bemade. Because such knowledgeisrarely available, profit maximization budget
setting isan ideal that isnon-operational inthereal world of advertising decision-
meking.

Budgeting considerations in practice

The advertiser hasto consider the objectivesthat advertisngisdesigned to accomplish.
Theleve of budget should follow fromthe specific objectivesestablished for advertising;
more amhbitious advertising objectivesrequire larger budgets. If advertising isintended
to increase a brand’s market share, then alarger budget is needed than would be
required if thetask were smply to maintain consumer awareness of the brand name.

Competitive advertising budget should be considered in setting advertisement
budgets. In highly competitive markets, moremust be invested inadvertisingin order
toincrease or at least maintain market position (for instance, Pepsi, Coke). Insuch
gtuations, smaler volumeproducersare forced to spend disproportionately moreto
maintain areasonable market-place presence, i.e., share of voice.

Amount of fundsavailable should also be considered. Advertisement budget
setting isdetermined in large part by decision marketer’s perceptions of how much
they can afford to spend on advertising. Since top management views advertising
budgetswith suspicion and congidersit to beinflated, advertisement managershaveto
convince management that proposed budgets areaffordable. Thisisnot easy because
hard data on advertising effectiveness are unavailable. Advertisement budget setters
havetended to use simple decisionrules (heuristics) for making budgeting decisions.
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Budgeting methods

Becauseof thedifficulty of accurately predicting sdesregponseto advertising, companies
set budgets by using judgement, applying experience with analogous situationsand
using rules of thumb asguides. Although criticized because they do not provideabass
for advertisng budget setting that isdirectly related to profitability of the advertised
brand, these rule of thumb or heuristicsare widdly used.

e Percentage of Sales Budgeting

A company setsitsadvertising budget for abrand by establishing the budget asafixed
percentage of past or anticipated salesvolume. A survey of top 100 consumer goods
advertisersinthe US found that 53 per cent employ the percentage of anticipated
salesmethod and 20 per centusethe percentage of past sdlesmethod. Thisisexpected
since budget setting should correspond to what acompany expectsto doin thefuture
rather than being based on what it accomplished inthe past.

The percentage devoted variableis 18.1 per cent of salesfor children’sgames,
toys, and vehicles, 12.7 per cent for motion pictures and videotapes. Most industries
averagelessthan5 per cent advertisngto salesratios. And advertising to salesratio
aso variescongderably acrossfirmswithin eachindustry.

But thismethod reversesthe logical relationship between sdlesand advertising-
advertising leadsto salesand sales are afunction of advertising. But in thismethod
advertisingisfunction of saes. Accordingly, when sdlesare anticipatedto increase, the
advertising budget also increases; when salesare expected to decline, the budget is
reduced. Thisleadsto erroneous budgeting decisions such as cutting the advertisng
budget when abrand’s sales are expected to decline. Many firmsreduce advertising
budgets during recessionary periods. However, rather than decreasing the amount of
advertising, it may be wiser to increase advertising to prevent saleserosion. When
used blindly, percentage of salesmethod isan arbitrary and simplistic rule of thumb
substituted for what needs to be a sound business judgement. In practice most
sophigticated marketersdo not use percentage of sales asthe sale budgeting method.
They employ themethod asaninitial pass, or first cut or determining the budget, and
then dter the budget forecast depending on the objectives and talks that need to be
accomplished.

e The objective and task method

This is the most sensible and defendable advertisng budgeting method. The
advertisement decision marketers specify therolethey expect advertising to play and
then set the budgets accordingly. Theroleisidentified intermsof acommunication
objective (increase brand awareness by 20 per cent), but could be stated in termsof
sales-volume or market share expectation (increase market share by 5 per cent).
Surveys show that 60 per cent of consumer goods companies, and 70 per cent of
industrial goods companies usethisbudgeting method.

Seps.

(i) Thefirst step is to establish specific marketing objectives that need to be
accomplished such assales volume, market share. Marketing, not advertising
objective of Volkswagen may beto increase salesby 5 per cent.



(i) Assessthecommunication function that must be performed to accomplish the
overall marketing objective. Volkswagen must accomplish two communication
functionsto redizeits marketing objective: It must increase consumer avareness
of the brand and establish an image for Volkswagen as acompany that offers
honest, reliable cars.

(i) Determineadvertisng'sroleinthetota communication mix in performing the
functions established in previous stage.

(iv) Thefourth step isto set specific advertising goals in terms of the levels of
measurable communication response that is needed to accomplish marketing
goalsor objectives. Volkswagen might establish goalssuchas: (1) Increasing
awarenessfrom present level of 45 per cent of target market to 75 per cent and
(2) Expanding the percentage of survey respondentswho rate Volkswagen
product as high quality from 15 per cent to 40 per cent. Both these objectives
are specific, quantitative and measurable.

(v) Findly, thebudgeisestablished onthe basisof estimatesof expendituresneeded
to achieve the goals of advertising. Volkswagen invested $100 millionin an
advertising campaign. The company came up with hard, clear, product-focused
advertisementsthat give car buyersthekind of information they needed to make
anintelligent choice.

e Other Budgeting heuristics

Inorder to match thecompetitors method, the advertisement budget isset by following
what competitorsare doing.

In the affordability method, only the funds that remain after budgeting for
everything else are spent on advertising. Thismethod isfollowed by only the most
unsophisticated and impoverished firms.

Thesetwo methodsare used mostly by smaller firmsthat tend to follow industry

leaders. However, affordability and competitive congderationsinfluencethe advertisng
budget decisonsof all companies.

Most advertising budget setters combine a variety of methods rather that
depending exclusively onany one heurigtic. An advertiser may haveafixed percentage
of salesfigure in mind when starting the budgeting process, but subsequently adjust
thisfigureinlight of anticipated competitive activity, fundsavailability, etc. Companies
oftenfind it necessary to adjust their budgets during the course of ayear inlinewith
sdes performance. Advertisers spend most heavily during periodswhen productsare
hot and cut spending when fundsare short, but they should alwaysmaintain adecent
advertisement budget even when sales show adownturn.

After ahuge publicity or sponsorship campaign, the company can reduce the
advertising budget for sometime. If abrand wantsto introduce novel fegtures, it should
advertiseits brand first to get credibility. Only if the brand is seen as credible will
people start believing it.

Advertisement Budgeting and competitive interference

Brands competein acompetitive context and advertisement budgets must be set with
aneyeto theaction of competitors. Thisisimportant inview of thefact that abrand’'s
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advertisng must compete for the consumer’srecall with the advertisement fromthe
competitive brands—asituation of potentid competitiveinterference. If thecompany’'s
brand will bethe only one advertised in aparticular product category, it probably
could get away with a substantially smaller budget than what is necessitated when
competitorsareaso aggressively advertising their brands. The merefact of increasing
advertising expendituresisnot guaranteed to have subgtantial impact onaugmenting a
brand’ssalesvolume.

Familiar brandsarelesssusceptibleto theinterference or clutter fromcompetitive
advertising. Unfamiliar brandsthat competeinaworld of advertising clutter areat a
competitive disadvantage in conveying their point of uniquenessvis-a-vis established
brands. Established brands' market sharestend to exceed their advertising share of
voice. New brands need to avoid heavily-cluttered mediaand turnto alternativesto
traditional advertising mediasuch asinfomercialsor event marketing.

Overcoming competitiveinterferenceisnot just amatter of spending more, but
rather of spending wisdly. The‘ encoding variagbility hypotheses contendsthat people’s
memoriesfor information are enhanced when multiple pathwaysor connectionsare
created between the objectsto be remembered and the information about the object
that isto be remembered. Incase of advertising, the brand representsthe object to be
remembered, and thebrand’sattributesand benefits designate the object’ sinformation.

Advertisng can create multiple pathways and thus enhance memory of the advertised
informetion by varying:

(i) Theadvertisement messageitself, and

(i) Advertisngmediuminwhichit isplaced.

That is, dtering how the advertisement is presented (message) and wherethe
advertisement is placed (medium) should enhance memory for the advertisedinformation
and mitigate effectsof competitiveinterference. Thisresultsbecause multiple pathways
are created when the same brand isadvertised with varied messages or in multiple
media. When abrand is advertised intwo media, there aretwo potential pathways
established in memory where consumers can retrieve information about the brand.
Increasing both number of message execution and number of mediato convey these
messages servesto increase the number of pathway communications Thisalso increases
the probability that consumerswill be ableto retrieve key information about brand
whenthey areinthe market for the product category in which the brand competes.

2.4.4 Review and Analysis of the Marketing Environment

District sales managersprepare their district budget and submit it to the regional or
divisond officewherethey are added to and included inthe divisional/regiond budget.
Inturn, these budgets are submitted to sales managersfor the particular product or
market groups. At the end of the chain of subordinate budgets, thetop executivesin
the sales department scan and prepareafina salesbudget for the company.

Resources have to be allocated to products, customersand territories. The
budget should berealistic in order to maximizeitsfavourableimpact onthefirm. An
anayssof SLEPT factorsisundertaken before setting the budget. SLEPT factorsare
social, legal, economic, political and technological factorsthat are present in the
environment and help in scanning the environment.



Every budget proposal submitted to top management must remain in competition
with proposals submitted by headsof other divisions.

Actud budget control festuresgo into operation assoon asthe gpproved budget
hasbeen digtributed to al unitsof thefirm. Eachiteminthe budget servesasaquota
or standard againgt which performanceis measured.

2.5 TECHNIQUES AND STRATEGIES USED FOR
PRODUCING ADVERTISEMENT FOR PRINT,
BROADCAST AND MEDIA

It issmplistic to Satethat copywritersare responsiblefor the verbal dementsinan
advertisement, and art directors are responsible for the visua eements. But thereis
moreto it asyou will learninthe section.

2.5.1 Copywriting

Copywriting can be referred to asan act of writing text with the key purposeto sell
and promoteaproduct, ides, serviceor business. It isused asaninstrument to persuade
thetarget audienceto purchase theadvertised product.

Copywritersand art directorsfunction aspartnersand arereferredto asthe
cregtiveteaminadvertisng agencies. The cregtiveteamfirs comesupwiththecredtive
concept. The creetive concept isthe uniquethought behind acampaignwhich isthen
turned into an advertisement. During this process, copywritersoften suggest visuals
and likewisewhereasart directorswork for creative headlines. Some advertisements
have no headlinesbut visuals. Both copywriter and art director areequaly involved in
creating an advertisement.

Though talent and knowledge needed to excel in one areadiffer in many
ways from those needed to excel in the other, one must recognize that not all
copywriting isdone by copywritersand not all art directing isdone by art directors.

To understand copywriting, oneneedsto understand the peoplewho areinvolved
in creating an advertisement, such asthe writers, product and audience researchers
and even peoplewho provide any kind who write the copy, does product research,
audience research and provide other information that copywriters useto create an
effective copy. General advertising isvery simple and doesnot have any patronizing

appeal or may not sound too appealing.

Why should any onelook at your advertisement? The reader doesnot buy his
magazineor tuneinto hisradio and TV to seeand hear what you haveto say. What is
the use of saying theright thingsif nobody isgoing to notice them?And nobody is
going to noticethemif they lack freshness, originality and imagination.

One should be completely honest about the claims madein an advertisement. It
isalwaysimportant to make only true claims about the products and the services
because in case the customer realizesthat the advertising messageis false and the
product does not fulfil the claims made by the advertisement, it may lead to resentment
at thelevd of thetargeted customers. One should alwaysempathizewith the customers
while conceiving and developing an advertising message.
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The smartest advertising respects consumer intelligence. Let consumersbring
something to the communication processinstead of listing benefits. Imaginationisthe
key. A good copywriter must dwayshbring spirit and imaginationto advertising.

Copywriting primarily involvescreetively putting forward thevalues and benefits
of aproduct vis-avisdescriptionswhich are verbal or writtenin nature. It may be
defined asacontinuous search for creativeideasto put forwardtheintended message.

Effective copywritersarewd | informed and astute advertising decison makers,
besdespossessing credtivetdent. They need to comprehendand incorporate marketing
strategies, consumer behaviour and advertising strategies in brief by powerful
communication. Thecopy should not interfere but enhance the visual aspects of the
message.

The copywriter should be provided extensiveinformation about the particular
objectivesfor aparticular advertising effort. Theclient’smarketing managers, account
executivesand cregtive directorsin theadvertisng agency provideinformationto the
copywriters. Thefoundational intricaciesof the client firm’smarketing strategy should
be communicated to the copywriters. Without thisinformation, the copywriter must
rely onintuition about what sort of informationisrelevant and meaningful to thetarget
audience.

Theaudiencereactionsand interpretations may be researched with the help of
development copy research. This helpsthe copywritersat the early stage and thus
may help themin creative and meaningful writing about the benefitsand servicesof a
product. Oncetheadvertisement isreleased, it isalso possibleto take up an evaluative
copy research by amarketer. Through evauative copy research, it can be found out
that whether the customers are accepting or regecting aparticular copy that was used
asapart of the advertisement.

Before writing the copy of an advertisement, it isimportant to develop acregtive
plan which primarily discussesthe key message dements. It isimportant to coordinate
these messagesduring the preparation of the copy. These elementsgenerally include
the special creative needs of a product, claim that are required to be made for a
product and the creative devices. Additionally, it will also give information onthe
mediathat isrequired to be used. A copywriter hasto make acreative senseout of the
maze of information that comes fromthe message development process. He hasto
create excitement around what can otherwise bedull product features.

Amgor task isto bring variouscregtive tools, suchasillustration, useof colour,
use of sound, and action in conjunctionwith the copy. The copy must be coordinated
with the mediato be used. Thefollowing elements are consdered when devising a
crestive plan:

e Product features.

e Conversion of thesefeaturesinto benefitsfor the user.

¢ Dedsonregardingthemediathat will be used for disseminating theinformetion.
Also, thelength of the advertisement for whichit will runthrough agiven
mediavehicle.

¢ Thetoneand overal mood of the advertisement which hasbeen suggested.

e Thewaysand meanswhich are aimed at achieving thistoneand mood of
the advertisement.



¢ Theplanned production budget for developing the advertisement, though
thiscongderation can be modified or disregarded entirely during the process
of creating an advertisement. For example, sometimesabrilliant creative
execution demandsthat TV, rather than print be the mediavehicle of choice.
Or aparticular creative thought may suggest acompletey different mood or
tonethanthe onelisted inthe cregative plan. A creative plan isastarting point
not an end point for the creativeteam. The plan should evolveand grow as
ingghtsaregained.

Let usdiscussthe processesinvolved in copywriting for different media, such

asprint media, radio and television.

1. Copywriting for print advertisng

Thefirst consderationin print advertisng ishow to usethethree separate components
of print copy: the headline, the subhead and the body copy.

(i) Theheadline

It isthe leading sentence or sentences at thetop of an advertisement thet etract attention,
communicate akey-sdlling point, or achieve brand identification. Many headlinesfail
to attract attention and it becomesaclutter in the consumer’slife. Lifeless headlines
fail to compel the reader to examinethe other parts of the advertisement. A headline
can either motivate areader to moveonto therest of an advertisement, or losethe
reader.

Purposes of a headline

e Givenewsabout thebrand: For instance, 25 of 40 magjor titleswon with
Titleist (brand of golf balls); Champion (sparkplugs) winsMount Everest run.

e Emphasize a brand claim: *30 per cent more mileage on Firestone tires
highlightsdurability.

e Giveadvicetothereader: A headline can give thereader arecommendation
that isfollowed by results provided inthe body copy.

e Sdect prospects. Headlinesare capable of involving thetargeted audience by
attracting their attention, e.g., * Good newsfor arthritis sufferers .

e Simulatereader curiodty: Posing ariddlewith headlinescan serveto attract
attention and stimulate readership. Curiosity can be stimulated with aclever
play of words or acontradiction, e.g.,  Pluck ahair fromyour head’ .

e Set atoneor establish an emotion: Language can be used to establish a
mood that the advertiser wantsto be associated with his product.

e |dentify the brand: The brand name or label is used as headline either in
conjunctionwithaword or two. Thegoal isto simply identify the brand and
reinforce brand namerecognition.

Guidelines for writing headlines

¢ Headline should be made as a component which can persuadethereader to a
great extent. Peopleread the headline asmany asfive timesascomparedto the
body copy of an advertisement. What should you say, if thisis your only
opportunity to communicate? For instance, the headline‘ New Power, New
Comfort, New Technology, New Yorker’ in a Chryder advertisement
communicatesthe mgjor improvementsin the product quickly and clearly.
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¢ Onecan appeal to the salf-interest of the reader by putting forward the basic
promise of benefitsfor abrand, e.g., ‘ The temperature never drops below
zero', promisesengine protection in freezing wesather.

¢ Oneshouldtry to extend maximuminformetion through an advertisement, at the
sametimeensuring that it isnot too confusing or cumbersomein nature.

e Theword limit of the headlines should be kept between fiveto eight words. It
has been found thet if the headlineislonger than eight words, generaly therecdl
iIsmuch lesser inthat case.

e Includethe brand nameinthe headline.
o Enticethereader to read thebody copy.

o Enticethereader to examinethevisud intheadvertisament. Anintriguing heedline
can lead the reader to carefully examine the visua components of the
advertisement.

¢ One should never incorporate a headline wherein the persuasion towards a
product or service can be assured only when the user has gone through the
body copy.

¢ Oneshould try to use smple and easy to understand wordsasmuch aspossible.
Thisisimportant because understanding amessage is extremely in order to
ensureitsinterpretation, recal and recognition.

But the headline may violate oneor even all of these basic premisesand ill be
effective. It isunrealigtic to try to fulfil the requirements of each guidelinein every
heedline.

(i) Thesubhead

A subhead primarily comprises small sentencesor only afew words. It isgenerally
found to appear just after the headline and givestheinformation onabrand whichis
actually not the part of the headlineitself. Most of the times, a headline hassimilar
objectives asthat of a headline. That is the subhead also generally expresses the
unique sdlling prepositionsabout abrand or the other important information about the
brand. Theprint islarger thanthe body copy but smaller thanthe headline. The subhead
may belengthier than the headline and is used to communicate more complex selling
points. The subhead should awaysbein close alignment with the headlineand at the
sametime, it should enthuse the reader to go ahead and completely go throughthe
body copy. It can gimulateamore complex reading of theentire advertisement including
thevisuad. Thelonger the body copy, the more appropriate the use of subheads. But
most creativedirectorstry to minimizethe use of subheadsbecausethey fedl that if an
advertisement’svisual and headline cannot communicate the benefits of the product
quickly and clearly, the advertisement isnot very good.

(iif) Thebody copy

The body copy may be defined asthe detailed information of an advertisement. The
prime objective of the body copy is to give complete details about the brand, its
features, attributes, benefits, availability, any special schemes, etc. Thetext inthe body
copy should be capable of reinforcing the headline and the subhead. 1t should be
prepared inthe manner that it is compatible with the headline aswell asthe visual.
Further it should appear interesting to thereader. But the most elaborate body copy
will beineffectiveif it is‘ off strategy’ . There are several techniquesfor preparing a
body copy. The objective of the straight line copy approachisto clearly bring forward



to thereader that how isheexpected to benefit after using aproduct or aservice. This
isdonein conjunction with abenefitsmessage strategy. The dialogue method helpsin
delivering the intended message to the target customers by using a character who
deliversthat messagein the advertissment. Thetestimonid method dso usesthedidogue
technique. However, inthis case, the spokespersonfor the brand createsonly aone-
sided dialogue approach to deliver the messageto the audience. Dialogue can dso
depict two people in the advertisement having a conversation (called dice-of-life
message). The narrative method smply displaysaseries of statementsabout abrand.
A person may or may not be used in this approach to deliver the copy of the
advertisement. It isdifficult to makethistechniquelively, sothethreat of writing adull
advertisement ispresent in thistechnique. In direct response copy, the copywriter tries
to highlight the urgency of actingimmediately. Hence the range of possibilitiesfor
direct response copy islimited. Many direct response advertisementsrely on sales
promotion devices. Any message objective can be employed within any particular
copy technique. Thereare vast numbersof compatible combinations.

Guidelines for writing a body copy

e Usepresent tensewhenever possible: Casting brand claimsin the past or
future reduces their credibility and timeliness, and may sound like hollow
promises.

e Usesingular nounsand verbs: An advertisement is normally read by one
person at atime and that person is evaluating only one brand. Using plural
nounsor verbs reduces the focus on brand attribute being talked about and
makesthe advertisement lesspersonal.

e Useactiveverbs: ‘We build excitement’, suggests something is happening
and happening now. It simulatesinterest.

e Usefamiliar words and phrases. Creatively stylize what is familiar and
comfortableto thereader so that interest and excitement result.

e Vary thelength of sentencesand paragraphs: It servesto increaseinterest
and has a visual impact that can make an advertisement more inviting and
readable.

¢ Involvethereader: Thereader should feel that the copy has been specifically
writtenfor him.

e Providesupport for theunbelievable A brand may havefeaturesor functions
that readersfind hard to believe. It is necessary to document (through test
resultsor testimonials) that the brand actudly livesup to the claims made. If it is
not done, the brand will lose credibility and relevance.

e Avoid clichés and superlatives. Clichés are rarely effective or attention
grabbing. Thebrand using clichésisseen asold fashioned and stale. Superlatives
(best, superior) should be avoided asthesetermsareworn out and the consumer
may fed that the brand haslittle new or different to offer.

2. Copywriting for broadcast advertising (radio and television)

Radioand TV aretwo mediawhich havetheir ownset of chalengesfor the copywriter.
Audio and audio-video capabilities of radio and TV provide different opportunities
for acopywriter. Thereareinherent limitationsassociated for the copywriter in case of
broadcast media. In case of different press advertisements, the copywriter is capable
of developing along and more involving message which may not be possible while
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developing the copy for an advertisement to be released using the broadcast media.
However, a timesalonger copy isamust inorder to explain the detailed and complex
featuresof aproduct. Thisisbecause at timesit isthese featureswhich can actually
formthebasisfor differentiating aproduct fromitscompetitors. Print media provides
thetimeand spaceto communicatethesedetails completewithillustrations. The print
advertisements can beread by the customer with hisown comfort level and at hisown
rate. Wheress, radio and TV advertisementsare not possibleto refer back again and
again. Thus, thecopy of the advertisement may not be absorbed by thetarget audience
inonego. Additionally, the visualsand sound that areattached withtheradioand TV
advertisements may distract the attention of the customers at timescompletely from
the copy of the advertisement.

(i) Draftingthecopy for radio

Copywriting for radio advertising can beextremely creetive asthe advertissmentsare
freeof any kind of visualsor illustrations. Thus, theadvertiser canfocusat crestion of
acopy for an advertisement whichiscapable of creatingimagesand illustrationsinthe
minds of the target customers. Thus, the advertiser can motivate by creating different
types of moods for the customer. But few radio listeners actively listen to radio
programming and much lesstheadvertisng interruption. Radio, asamediaisgeneraly
unobstructive while taking up different activitiessuch asreading, driving, etc. If it was
absent, the average person would missit in many contexts, but the average person
would behard pressed to recall the radio advertisementsaired during last evening.

Radio addsthe dimension of sound to copywriting task, and sound (other than
voice) can becomethe primary tool increating copy. Radio can conjureimagesinthe
mind of the receiver that extendsbeyond the information actually being provided.
Radio copywriting should striveto imulate each receiver’ simagination.

Radio commercials

Advertising on radio must draw customersto listen, and then remember the brand and
itspromise.

Thefirg thing aradio advertisement hasto doisto get peopleto listen. Surprisng
theaudienceand arousing their curiosity are very important. Once people areligening,
theadvertisement should sound liketalking to them. Listenershaveto beinvolved and
charmed. Makethem laugh. Becauseradio isahigh frequency medium, people quickly
get tired of listening to the same advertisement. So, severa advertisementsshould be
made.

Thefollowing suggestionsare ussful:

e |dentify the brand early in the advertisement.

e |dentify the brand oftenin the advertisement.

¢ Promisethelistener a benefit early in the advertisement.
¢ Repeat thebenefit often.

Radio advertisng format

Theformat of radio advertisng comprisesthefollowing:

e Music: Write asong or jingleto communicate in an attention grabbing and
memorable fashion. Songsand jinglesare written specificaly to accommodate
aunique brand copy. An existing tunemay also be used and the copy isfit to its
metre and rhythm. Tunespopular with certain target segments can be licensed



for useby advertisers. Songsand music attract listeners' attention and enhance
recdl. Songscan createthemood and image withwhich the product isassociated.
M odern scores can create acontemporary mood, while selecting music and
lyrics createadifferent mood.

But the problemin the use of songsand jinglesisthat copywriters may not be
trained lyricistsor composers. A musical scoreor jingle may strikereceiversas
being amateurish and slly. Expert songwritershaveto beused. It isto beensured
that the copy information dominates the musical accompaniments. The musical
impact can overwhelmthe salling and persuasion purpose of an advertisement.
Another use of music isto open the advertisement with amusical score and
have the music play in the background, while the copy is being read. Here,
music isused to attract attention.

A controversy surrounding the use of musicinradio advertising isthat if the
station format is rock, then rock music should be used in an advertisement
whichisaired onthestation. The positive argument isthat rock music appeals
to thelistener’staste, but the negative argument isthat the sametype of music
buries the advertisement in the regular programme and reduces its impact.
However, thereisno clear answer.

e Dialogue: Itisdifficult to make anarrative copy grabbing for short periods of
radio advertisements. Didlogue copy has no inherent attention-getting capabilities
Dialogue may result inadull droneof two or more people having aconversation.
To reduce boredom, many dialogues arewritten with humour.

e Announcement: Theproduct information isread out by theannouncer anditis
in accordance with the message prepared by the copywriter.

Celebrity endorsements of a message

When acelebrity makesthe announcement of the message, it isboundto increasethe
overdl atention of the usersand they aregoing to listen the copy of the advertisement
more carefully. It may not beatestimonial, i.e., the celebrity ismerely acting asan
announcer and ishowever not endorsing the product by any means. Some celebrities
have distinct voice qualities or may be expertsat empathetic delivering of a copy.
These qualities aswell asrecognition of acelebrity by thelistener increasesattention
to the advertisement.

Celebrity endorsements should be planned thoughtfully. Celebrity valuesand
persondity must matchwith those of thebrand. Moreover, the celebrity should not be
overexposed.

Featuring acelebrity in an advertisement hasits advantages. Peoplelook up
and watch the advertisement of even an obscure brand when the familiar face of the
celebrity popsup on thetelevision screen. The advertisement and even the brand,
sometimesistalked about. Thereiscertainly aninitial euphoriawhenacelebrity sgns
up for abrand and thisisgood for any brand, awell-known one or an absolutely fresh
brand. But celebritiesdo not come cheap and even at exorbitant prices, they agree
after lot of persuasion. Celebrities haveimmense potertial to shepethe brand’sidentity
because of people’saffiliation towardsthemand their inclination to believe inthem.

However, inmany cases, celebritiesarewasted and that isashame. Endorsements
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by celebritieshaveto berethought and restrategized. Firgt of dl, the selection of the
celebrity hasto be done carefully. Thefirst onewho givesthe consent should not be
hired immediately. The values and personality of the celebrity haveto match closdly
with the valuesand qualities that the promoter wantsto bestow onthe brand. The
celebrity hasto be attached with the brand for along time since the persona of the
celebrity hasto betransferred to the brand. Thisisasubtle and creeping processand
takesalongtime. It isimportant that the celebrity isnot associated with other brands
that are projecting values and persondlitiesthat are very different from, or arein conflict
with the brand in question. If this happens, the customers get confused about the
personditiesand valuesof both the brand and the celebrity and thereis seriouserosion
intheworth of the brand and the celebrity. The celebrity should not becomereckless
in signing for brands. This hasto be avoided. A responsible brand would help the
celebrity decide on the portfolio of brandsthat he/she could endorse. The celebrity’s
appearance in an advertisement of one brand should remind viewers of the other
brands with the same values and persondlities in which the celebrity is featuring.
Therefore, eachtime the celebrity appearson the screen, thereis some reinforcement
of thevalues and personalities of all the brands he/sheisassociated with. Infact, a
group of smilar brands should draw the celebrity inacontract limiting hisassociation
with al and sundry brands. Ceebrity are potent marketing tool. Therefore, they cannot
be alowedto go astray and destroy brand vaue al around them.

Guidelines for writing a radio copy
o Usecommon, familiar language.

o Useshort wordsand sentences. Long sentences and elaborate verbal description
makeit difficult for the lisener to follow the copy.

¢ Stimulatetheimagination. Conjure up concreteand stimulating images.

¢ Repeat thename of the brand, asimpression made by radio advertisement is
fleeting.

e Stress the main selling points. Advertisement should revolve around the
information that needsto be presented.

¢ Usesound and music with care. They should not overshadow the copy andits
persuasiveimpact.

e Tailor the copy to time, place and specific audience. If an advertisement is
specified for aparticular geographic region, use colloquialismsuniqueto that
region etc.

(ii) Drafting copy for television

Televison asamediahas many advantagesover radio. Thisisbecauseit not just adds
sound to an advertisement but also actionto thewhole advertisement. Thereismore
life attached to thistype of advertissment and canlead to greater involvement fromthe
customer’send. With these advantages, it ishowever important to change the concept
of copywritingincaseof TV advertisements. Copy for TV must be highly sensitiveto
the advertisement’svisual aspectsasenvisoned and specified by the creative director.

While drafting the copy, the copywriter must remember that at timesthevisuals
and sound effects can potray the meaning in a better and alouder way than afew
selected phrases. Secondly, the copywriter also must keep the timing of the



advertissment inmind. Thisis becausehe hasto adjust thelength of the copy according
to thetimefor which the advertisement will runonthetelevision. If thevideo portion
wereonecontinuousillustrationit would be manageable, but modern TV advertisements
are heavily edited, i.e., they use several different scenes and copywriting becomes
very difficult. The copywriter hasto fulfil all responsibilities of proper information
inclusonand also carefully fit al theinformation within, between and around the visual
display taking place. Thiscoordination hasto be precise and the copywriter, producer,
and director of the advertisement have to work together to make surethat the copy
supports and enhancesthe video element. The storyboard ishelpful in achieving this
coordination. A frame- by-frame sketch which matchesthe copy with the sequence of
visuasthat will beused inaTV advertisement istermed asastoryboard.

TV advertisng format

Theformat of TV advertisng comprisesthefollowing:

e Demonstration: TV hasthe ability to demonstrate aproduct inaction. The
method isused by brandswhose benefitsresult from sometangible function.
The copy indemongrationisusually astraight line copy, but dramacan also be
introduced, e.g., Fiat braking systemthat savesamotorist froman accident.
Demonstration with sight and sound let viewers appreciate the full range of
featuresabrand hasto offer.

e Problem and solution: A brandisintroduced asasaviour indifficult Stuations.
A consumer solves a problem with the advertised brand (e.g., dishwashing
liquids, drain openers). A variation of thisformat isto promoteabrand onthe
basis of problem prevention (e.g., maintenance items, insurance products).

e Musicand song: Desired mood for the brand can be created by using music
(e.g., Coke). Thegrowth of image advertising hasresulted in advertisements
that show aproduct inaction accompanied by music and only visua overlays of
the copy. These advertisementsrestrict the amount of copy.

e Spokesman: Whenthedelivery of the messageis done by aspokesman such
asanopinion leader, acelebrity or an expert, then the credibility of the message
increasesand it isthen going to be supported by the visualsrather than the copy
supporting thevisuds. Thisisbecause copy isconsidered to be moreimportant
when comparedto thevisuasinthiscase.

e Dialogue: A dialoguethat must bewritten or created by acopywriter must be
believablein nature and must be able to keep the advertisement inaforward
direction.

¢ Vignette A sequence of advertisementswhich arerelated to each other may
be used asadevicein order to maintain continuous viewer interest. It gives
advertising a recognizable look, which helps in achieving awareness and
recognition.

e Narrative: It tellsthestory likevignettes, but the mood of advertisement is
highly personal, emotional and involving. It focuses on storytelling and only
indirectly tellsabout the benefits of the brand (e.g., advertisementsby Kodak,
McDonad's).
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Guidelines for writing a TV copy

e Usethevideo: Allow thevideo portion of the advertisement to enhance and
embellish theaudio portion. Take advantage of thevisual presentation impact
withthe copy.

e Support thevideo: The copy should aways be areinforcement to what the
customers are watching and should always provide an additional information
with respect to what the customersare themsalves viewing.

e Coordinatetheaudiowith thevideo: Audio and video should not tell different
storiesor rely on different types of persuasion. Dual purposes of audio and
video will confusethe audience.

e Sdl theproduct aswell asentertain: TV advertisementssometimes can be
more entertaining than TV programmes. However, the copywriter should not
get caught inthe excitement of agood video presentation and forget that the
main purposeisto deliver persuasive communication.

e Beflexible: Advertisementsare produced to runas 15, 20, 30, 60 seconds
shots. It isthe job of the copywriter to ensure that the audio portion of an
advertisement isas per thetimelength and iscompletein all respects.

e Use copy judiciously: If an advertisement is too wordy, it can create
information overload and interfere with the visual impact. Ensurethat every
word isaworking word and should contribute to the impact of the message.

¢ Reflect the brand personality and image: Copy and visuals should be
consstent with the persondity and imagethe advertiserswant to build or maintain
for the brand.

¢ Building of campaigns. While developing the copy of anadvertisement, one
must assess the potential of the copy being drafted in order to ensure the
sugtainability of theidea. The copywrite needsto understand if the basic idea/
appeal inthe advertisement be developed into multiple versionsthat forma
campaign.

¢ Slogans. A doganismost of thetimesused asatool of reminder advertising by
increasing thememory of the customers. It may aimat building theimage, idertity
or personality of abrand. The phraseisrepeated inthefirm’s advertising and
other public communication. Slogansare used as headlines or subheadsin print
advertisements, or astagline at the conclusion of radio or TV advertisement.
They appear directly below the brand or company’sname. A slogan can thus
become avery important part of the overall brand imageand personality. For
example, (BMW — The ultimate driving machine). If the doganisconsistently
and carefully developed over time, it can act asashort identification for the
brand and provideinformation about its benefits. Sogansalso provide continuity
across different mediaand between advertisement campaigns (Nike— Just do
it). Sogansbring about thematic integrated marketing communicationfor afirm.

Making television advertising more effective

Advertising on television can be improved by focusing on making the consumers
remember the advertised brand and itsdistinctive offering, rather thanfocusonly on

creative appeals.



¢ Brand name A very large percentage of customersremember an advertisement Advertising
but forget the name of the advertised brand. Worse, they attributethe commercid
to acompeting brand. The advertiser hasto take careto emphasizethe name of
the brand in the advertisement. The brand name should appear withinthe first
ten secondsof the advertisement and should be repeated as often as possible. NOTES
It ispossibleto do that without irritating the viewer. The brand name can be
mentioned more frequently in an advertisement by devising creative ways of
doingit. A popular deviseisto play gameswith the brand name like spelling it
with accompanying music or playing ajinglewith the brand namefeaturing init
prominertly.

e Package: Advertisementswhich generally show the packagesof the product
at theend of advertisementsare more capable of changing the brand preferences
than the oneswhich do not.

o Appetizingfood: Inadvertissmentsfor food, the moreappetizing the product
looks the more it sells. It has been found that food in motion looks very
appetizing.

e Close-ups. When the product isthe hero of the advertisement, a close-up
view of theproduct isagood idea. The closer alook theviewershave of anice
cream, themorethey desireit.

e Emphatic opening: If an advertissment grabsatentioninthefirs framewith a
visual surprise, it has a better chance of holding the attention of the viewer.
People screenout alot of advertisements because they have dull openings. The
advertiser knowsthat the up-coming visualsare great but the viewersdo not.
They havealready switched channelsor moved out of the roomafter seeing the
first frame.

e Jingles: Theremay be advertisementsinvolving jingles. Jinglesare away to
present asales pitch inthe form of asong. However, these may not be ableto
impact the changesin preferencesto alarge extent. Anadvertiser should never
use ajingle without trying it on people who have not read the script. If they
cannot understand thewords, the advertisement should not be aired. Playing
background musicis not harmful but can be distracting.

e Voice-over: Itisdifficult to hold theaudienceif voice-over isused. It isbetter
to havetheactorstalk on camera

e Supers. A promisemay be set inwritten and it should be superimposed over
the video for greater reinforcement and impact, whilethe soundtrack speaks
thewords. Thewordsinthe super should exactly be the same asthe spoken
words. Any divergencewill confusethe viewer.

e Avoid visual banality: Theviewer will pay attentionif he sees something that
he has never seen before. Customers see thousands of advertisements every
year but they will remember only afew of thosewith uniquevisua impacts.

e Scenes. Not many advertisers have the talent to use many scenes without
confusing the people. The advertisementswhich are composed of alot of short
scenesgeneraly havealower capability to alter brand preferences.

e Mnemonics. A visual device can berepeated over along time. It increasesthe
brand identification and reminds people of the brand’s promise.
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e Product in use: Itisuseful to show theproduct being used and, if possible, the
end result of using it. An advertisement of diapers should show how the diaper
keepsthe baby dry.

e Miscomprehension: Most advertisements are not understood by a large
number of viewers. The advertisement should state itsmessage very clearly.

Common mistakesin copywriting

¢ Vagueness. Avoid generdizationsand imprecisewords(e.g., Car isstylish’ versus
‘It hasleek aerodynamiclines)).

o Wordiness: A copy hastofit inalimited timeframe asreceivers might get bored
eagly.

e Triteness: Avoid clichésand worn-out superlatives.

o Crestivity for creativity sake: A copy that isvery funny but failsto register the
main setting themeisusaless. Crestivity should attract and hold attention. The

copy should communicate the selling message and the copywriter should not be
carried away withaclever idea.

The copy approval process

During the approval process, the proposed copy isread by the client and the agency
peoplewho areill-prepared to judge the quality of acopy. The challengeisto keep
the creative potency of the copy intact (asDavid Ogilvy’sfamousremark , * Committees
can criticizeadvertisements, but they can't writethem.”).

First, the copywriter submits adraft copy to either the senior writer, or the
creative director, or both. Theredrafted copy isshown to the account management
teamwithintheagency. Lega groundsare evaluated. After the account management
team hasmade recommendations, the copy long with the proposed visudsispresented
to theclient managerswho feel compelled to make recommendationsto changethe
copy. These recommendations may realign the copy in accordance with important
marketing strategy objectivesor it may beamateurish and problematic.

Finally, the copy should always be submitted to the senior executives of the
client company for fina approval, but top executives are Sometimesnot interested in
evaluating advertising plans and middle managers do the job. But insomefirmstop
management isinvolved.

The copywriter should be allowed to exercise his creative expertisewith the
advertiser’sguidance but not overbearing interference. Copywriters provide energy
and originality to what otherwise might be amundane marketing strategy. To override
their creativeeffort violatestheir reasonsfor being.

Creative styles

Advertisementsaregeneraly considered to be effectiveif they arecapable of breaking
through theimmenseclutter of the competitor gpace. It isawayspossibleto differentiate
effective advertising in comparisonto other generd advertisements. Thisisbecauseit
isnot just noticeable but createsagreat amount of impact interms of the recall and
recognitionthat it generates at theleve of thetarget cusomers. Adsof Onida, Sprite
appear creative becausethey offer solid reasonsfor wanting to watch themand they
maketheir pointsin an entertaining and creative fashion.



Therearethreeviewsonwhat iscreativity:

e |tisthesenstivity to human nature and the ability to communicateit. The
best creativity comesfromwhat peoplethink and feel.

e |tisanew combination of familiar elementsthat forcesinvolvement and
memory.

o Credtivityismorethan just being different. Anybody can play weird. What
ishardisto be smple. Making the smpleideascomplicated iscommon,
but making the complicated ones awesomely simpleiswhat we called
cregtivity.

Thus creative advertisng must make alasting impact on consumers. Thismeans
getting past the clutter from other ads, activating attention and giving consumers
something to remember about the advertised product. Advertising must make an
impression. Ads should be empathetic (understands what people are thinking and
fedling), involving and memorable and awesomely smple.

Preparing the creative brief

People who write advertising copies, called creative writersor copywriters, must
summon their full creativetalentsto develop effectiveadvertising. Creetivewriters
complain that marketing research reports and other such directives constraintheir
opportunitiesfor full creative expression, but advertisng isabusinessto sall products.
Research has shownthat a copywriter’sadvertising copy is based on their implicit
theories of how advertising workson consumers, but they do not havetheluxury to
createfor the mere sake of engaging in acreative pursuit. Their ultimate purposeisto
write advertising copy that affectsconsumers’ expectation, attitudes and eventualy
purchasing behaviour.

Thework of copywritersshould bedirected by aframework, known ascreetive
brief, whichisadocument designed to inspire copywritersto channe their creative
effortstowards asolution that will servethe interests of the client. The following
guidelines aregivento the account executive (the person who managesthe advertisng
for theclient) in congtructing acreetive brief:

1. What isthe background to thisjob? Thisis an explanation to why the
ad agency isbeing gpproached by the dient to performacertain advertising
job, such as launching a new brand, gaining back lost sales from a
competitor or introducing the new version of an established product.
Competitive environment should also be analysed.

2. What isthe strategy? Thisstrategy statement givesthe creativeteaman
understanding of how the creativework must fit into theoverall srategy of
the brand. The grategy statement may indicatethat anew brandisto be
launched during September during a football match. Copywriters are
required to work withinthis context, though they sill havethefreedomto
be credtive.

3. What isour task on thisjob? Creative writersare told exactly what they
are being asked to produce—say, aseriesof TV commercias, dong with
Supporting magazineinserts.

4. What isthe corporate or brand positioning? The creative writersare
reminded that their creative work must reflect the brand’s positioning. If a

Advertising

NOTES

Self-Instructional Material 61



Advertising

NOTES

62 Sdf-Ingtructional Material

brand of automobilesis positioned asthe most fuel-efficient dternative,
then theadvertising must creetively expressthisfact.

5. What are the client’s objectives for this job? The creative team can
design appropriate adsto achievethat objective.

6. Whom are we talking to? With the knowledge of demographic, geo-
demographic or psychographic characteristics of theintended customer,
cregtivewritershave aspecific target at whichto direct their efforts.

7. What do thetarget customers currently think/feel about our product?
The creativeteam should create research-based advertisng that speaks
to thetarget customer intermsof hisor her perceptions (thoughts and
feelings) about the brand rather than relying on the supposition of the
client or the ad agency.

8. What do we want them to think/feel about our product? Is there a
current perception that needs to be changed? A large number of
consumers consider the brand to be overpaid, how can we changethat
perception and convince them that the brand actually hasagood value
duetoitssuperior quality.

9. What do wewant themto do? The creative teammust focusonaspecific
consumer action. The advertisement might be designed to get prospects
to respond for further information, or to purchase the brand within, say,
thirty days.

10. What isthe single-minded proposition? This proposition directs the
cregtiveidea. It should bethe most differentiating and motivating message
about the brand that can be delivered to thetarget market. It should focus
on brand benefitsrather than product features.

11. Why should our audience believe in this proposition? Credibility and
believability arethe keysto get the audience going, and accept the key
proposition about product feature/benfits.

12. Howshould we be speaking to them? Thisdealswiththe crucial feelings
or thoughtsthat the ad should evokeinitsintended audience. For instance,
thead might beintended to emotionally movethe audienceto makethem
feel deserving of abetter lifestyle or get themto feel anxious about the
currently unsafe course of behaviour.

In anutshell, the creative brief is a document prepared by an ad agency’s
executive onaparticular account and isintended to inspire advertisng copywriters
and to channdisethelr creativeefforts. 1t should reflect full understanding of theclient’s
advertising needs. It also necessitatesthe acquisition of marketing research evidence
that informsthe agency about competitive environment and about consumers’ current
perception of theto-be-advertised brand and its competitors.

2.5.2 Alternative Creative Srategies for Producing Advertisement
Various cregtive strategiesare adopted for producing advertisement.
1. Generic strategy

An advertiser employsageneric strategy whenmaking aclaim that could be made by
any company that marketsabrand inthat product category. The advertiser makesno
attempt to differentiate hisbrand fromthe competitive offerings or to claim superiority.



Thisstrategy ismost suitable for acompany that dominatesaproduct category. The
firmmaking ageneric clamwill enjoy alarge share of any primary-demand stimulated
by advertisng.

2. Pre-emptive strategy

Anadvertiser makesageneric typeof daim but doesso with an assertion of superiority.
Thisisdonein categorieswhen thereisnot much functiond differenceamong competing
brands. Itisadever strategy when ameaningful superiority damismedeasit effectively
precludes competitors from saying the same thing. An excellent instance of thisis
Fevicol that dwaysextolsthevirtueof itsability to bind anything.

3. Unique sdlling proposition (USP) strategy

The advertiser makes asuperiority claim based on aunique product attribute that
representsameaningful distinctive consumer benefit. Themain feature of USP Srategy
isidentifying animportant difference that makes abrand unique and then developing
an advertising clamthat competitorseither cannot make or have not chosento make.
Thetrandation of the unique product featureinto relevant consumer benefit provides
the USP. TheUSPtrategy isthebest strategy for companieswhose products possess
relatively lasting competitive advantages, such as makers of technically complex
products, or providersof sophisticated services. The* Gillette Sensor Razor’ used a
USPwhen claiming that it is*the only razor that senses and adjuststo theindividual
needsof your face' .

The USP strategy isan optimum creative technique. It givesthe consumer a
clearly differentiated reason for selecting the advertiser’s brand over competitive
offerings. But thisis not used more often because brandsin most product categories
are homogeneous. They have no unique physical advantagesto advertise, and are
used for advertising strategiesthat favour the more symbolic and psychological end of
thestrategy continuum.

4. Brand imagestrategy

Whereasthe USP strategy isbased on promoting physical and functional differences
between the advertiser’sproduct and competitive offerings, the brand image strategy
primarily aims at achieving the objective of achieving the differentiation through
psychologica meansrather than physical means. Theimage of the brand can be built
by anadvertiser by associating the brand with symbols, logosor visuas.

Logo: A uniquely designed brand identity createsarecognizable ‘ signature’
that createsrecognition among consumers. Thisuniquesignatureisreferred to asbrand’s
logo.

Alogoisanimportant piece of branding strategy. It isusudly agraphical symbol
that provides instant brand recognition to abrand’s customers. It can also be the
brand nameor corporate initials presented in a unique typographical layout. Brand
recognition meansthat thelogo speaksfor the company every time it makes contact
with prospective buyers. The symbol’s association with the brand has to be built up
over aperiod of time so that the design comesto achieveingtant brand recdll.

While creating abrand signature, it isimportant that it should be singular and
unique. Theobjective of acompany’slogo isto portray the values and goalsthat the
company standsfor. | deally, the exact style and proportions of the logo should be
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maintained on dl products and packagesthat the company brings out in the market,
regardlessof their form, shapeand size. Evenadight changein thebrandlogo dissolves
the brand recognition associated with it and weakens the franchise of the product.

In associating a brand with an image, advertisers draw meaning from the
culturally-constituted world and transfer that meaning to the brand. In effect, the
propertiesof the culturaly-constituted world that arewell knownto consumerscome
to resdeinthe unknown properties of the advertised brand. The development of an
image through advertising amountsto giving abrand adistinct identity or persondlity.
Thisisespecidly important for brandsthat competein product categorieswherethere
isrdatively little physical differentiation and al brandsare relatively homogenous (beer,
soft drinks, cigarettes, jeans). Thus Pepsi isthe soft drink for * the new generation’;
Levi’'s501 jeansarefor ‘the hip-hop people’; and Evian natura spring water isfor
peoplewho ‘liveahedthy life’.

Brand image advertising is aso based on transformations. Transformational
advertising refersto association of the customersto some specific benefits or may
offer psychologicd differentiation of the brandinfront of thecustomers. However, this
only happenswhen the customers are sufficiently exposed to aparticular brand.

It will bedifficult for the marketer to associate hiscustomersto these unique set
of benefits without the customers having viewed the product advertisements. Such
advertisngistransforming by virtue of relating brand usagewithaparticular experience
that isdifferent from using any similar brand. By virtue of advertising, the brand is
experientially associated with itsadsand the people or eventsin ads. Transformetiona
adscontaintwo characterigtics:

¢ They maketheexperience of using the brand richer, warmer, more exciting

or more enjoyable than would be the case, based solely on an objective
description of the brand.

¢ They connect the experience of using the brand so tightly with the experience

of thead that consumers cannot remember the brand without recalling the
advertising experience.

5. Positioning strategy

Successful advertising must implant inthe consumer’s mind a clear meaning of what
the product isand how isit compared to competitive offerings. Effective positioning
requiresthat acompany befully aware of its competitors and exploit competitive
weakness. A brand ispositioned inthe consumer’s mind relative to competition. To be
successful today, acompany must be competitor-oriented. It must look for the weak
pointsinthe positioning of the competitor’sbrand and then launch marketing attacks
againgt thoseweak points.

Thereisaclamthat many marketersand advertiserswhen operating under the
assumptionthat marketing isabattle of products. Claims have been madethat there
areactualy no best products. What ismost important isthe consumer perceptions
about the quaity of different brands. It isthe perceptionsthat aremuch moreimportant
thanthe actud quality of the products. This may be overgated, but the important point
isthat how good (or how prestigious, dependable etc.) abrand is, dependsmore on
what peoplethink than an objective redlity. And what peoplethink islargely afunction
of effectiveadvertising that buildsastrong brandimage.



Positioning strategy isnot mutually exclusive of other strategiesand advertising
positions of brandsin aconsumer’smindsin comparisonto competitive brands. This
positioning can beimplemented using USP brand image or other cregtive approaches.

6. Resonance strategy

Resonance refersto the noise resounding off an object. An ad resonates (patterns)
the audience’slife experience. This strategy involves the portrayal of thereal life
circumstances or stageswith which the customers of a given marketing segment can
rdatewith. Themarketer triesto postionthe use of hisproducts, services and offerings
at thelevel of thetarget customersinagivenset of Stuation or circumstanceswhere
the product benefitscan be most important for the cusomer. Thusthe careful study of
thelifestyle patterns of acustomer classbecomesextremely important for the marketer
whileformulating thisstrategy. It attemptsto match patternsin the ad with the target
audience’'s sored experiences.

7. Emotional strategy

Emotional appeals can be extremely successful while strategizing for aproduct as
most products are bought by the customers based on their emotional appeals.
Therefore, use of emotions can be extremely successful in any advertising strategy.
One can use varied set of positive and negative emotions including those such as
nostalgia, compassion, excitement, joy, guilt, fear, disgust, etc.

Emotiond adswork especially well for productsthat are naturaly associated
with emotions(food, jewellery, cosmetics, fashion appard, soft drinks, long-distance
telephony), but it can be used when advertising any product.

These grategiesare not mutually exclusive. Thereissome unavoidable overlap
andit ispossible that an advertiser may conscioudy or unconsciously usetwo or more
strategies simultaneoudy. Anadvertiser can position abrand against acompetitor’s
brand using emotional, image or USP Strategies.

Some expertshelievethat advertisng ismogt effectivewhen it reflectsboth end
of thecreative advertisng continuum, i.e., by addressing both rational product benefits
and symbolic/psychologica benefits.

2.5.3 Advertising Appeal

Thetechniquesused to make advertisements more appealing are asfollows:
1. Corporateimageand issueadvertisng

The typesof advertisng discussed so far focusesonaproduct or aspecific brand and
atemptsultimately to persuade consumersto purchasethe advertised brand. Corporae
advertising focuses not on specific productsor brands but onthe company’soveral
image or oneconomic/socia issuesrelevant to the corporation'sinterests.

2. Corporateimageadvertising

Corporateimage advertising aimsat building the overal image of acompany andis
especially important at thelevel of the general public and the other key stakeholders
suchasshareholders, employees, consumers, investors, suppliers, etc. Thisisimportant
because a favourable image built for an organization helps in easing out overall
operations of acompany. Thistype of advertising treatsthe company asa product,
carefully positioning and clearly differentiating it from other smilar companies and

Advertising

NOTES

Resonance: Resonance
refers to the noise
resounding off an object

Self-Instructional Material 65



Advertising

NOTES

66 Sdf-Ingtructional Material

basically * selling’ thisproduct to selected audiences. Corporateimage advertising is
not concerned with asocial problemunlessit hasapreferred solution. It seeksno
action on the part of the audience beyond afavourable attitude and passive approva
conduciveto successful operationsinthe marketing plan.

It attemptsto increasethefirm'sname recognition, establishing goodwill for the
company anditsproducts, or identify itself with some meaningful and socialy acoceptable
activity. But it isdirected at more than merely trying to make consumersfeel good
about acompany. Companiesare using theimage of their firmsto enhance sdlesand
financia performance. Corporate advertising that does not contributeto salesand
profitscannot bejustified intoday’s climate of accountability.

3. Corporateissue(advocacy) advertisng

A company may participatein communicating or acting about asocial issue which
could beimportant for the public withkeeninterest in postiveimage building. It does
so inamanner that supportsthecompany’sposition and best interestswhile explicitly
or implicitly challenging the opponent’s position and denying the accuracy of their
focus. Thereisthis controversy—executives are divided on whether this form of
advertising isan effective allocation of corporate funds.

2.5.4 Endorsers and Message Appeals in Advertising

Celebritiesare chosen primarily fromthe entertainment industry or theathleticsfield,
and arethe maingay of advertisng. Consumersreadily identify withthesestars, regard
them as heroesand heroinesfor their accomplishments, personalities and physical
appeal. Companies have used celebrities in advertising because of their famous
attributes— beauty, courage, talent, athleticism, grace, power and gender appeal—as
they represent the attractions desired for the brand they endorse. The repeated
association of abrand with acelebrity may ultimately lead consumersto think that the
brand possessesthe same attractive quaitiesas the celebrity. Consumersmay likea
brand merely becausethey likethe celebrity who endorsesit. They are, after dl, worth
themillionsof dollarsadvertisng agenciespay for their services. But thereisadownside
to using celebrity endorsers. What happensto the brand imageif aceebrity isconvicted
of acrime or hisimageis blemished in someway during the campaign (many cricketers
or filmgars)? Therefore, many ad agenciesare reluctant to use celebrity endorsers.
Analternativeisto usethe endorsementsof celebritieswho areno longer alive. Dead
celebritiesare well known and respected by consumersinthetarget audienceto whom
they apped and their useinadvertising isfree of risk asthey cannot engage in behaviours
that will tarnish their reputations and resonate adversely to thebrandsthey endorse.

Role of endorsers in advertising

Celebrity endorsers

TV gars, filmstars, athletesand cricketersare widely used in magazineadsand TV
commercialsto endorse products. A celebrity issomeonewho iswell known to the
public because of the accomplishments made by hinvher in apopular fieldand inthe
areaswhich are other than the participated market of the product. Around one-fourth
of all commercialsuse celebrity endorsers. Advertisers pay huge amountsto those
celebritieswho areliked and respected by the target audienceand it ishoped that they
will favourably influence consumers’ attitudes and behaviourstowards the endorsed



product. Mostly such invesmentsare justified. Research hasshown that stock prices
often rise when companies announce celebrity endorsement contracts. Research has
also shownthat consumers attitude and perception ater and becomemore favourable
when celebritiesendorse products. But celebrity endorsers are not effectivefor al
brands and in every situation. Celebrity endorsement is especialy effective when
consumer motivationto process message argument islow.

I mportance of match-up

Therehasto beameaningful relationship or match up betweenthecdebrity, theaudience
and the product. How are celebrities selected to endorse aproduct? The Q or quotient
ratings of personalities are determined. Then 1500 public figures are evaluated by
mailing questionnairesto representative panels of individuals. They are asked two
guestionsfor each person: i) Have you heard of thisperson?ii) If so, do you ratehim
or her poor, fair, good, very good or one of your favourites?The Q-rating isdetermined
by the percentage of panel memberswho respond that a particular performer is‘one
of my favourites', and then dividing that number by the percentagewho indicate that
they have heard of the person. Thisrating revealsthe proportion of agroup familiar
withaperson and who regard that person asone of their favourites. But thereismore
to selecting acelebrity to endorseabrand. The mgor considerationsare:

o Cdebrity credibility: A celebrity’strustworthinessand expertiseisthe primary
reason for selecting acelebrity. Peoplewho are trustworthy and perceived as
knowledgeable ona particular issue, such asabrand’s effectiveness, are best
ableto convince others. For instance, Michael Jordan hasapublic personaof
trust and as an athlete he should know about themarketsof asportsdrink. An
actressmay have an expertise on productsregarding diming and weight loss.

e Cdebrity audience match-up: NBA superstarswho endorse basketba | shoes
match up well with the teenage audience who aspire to block shots, interrupt
passes and attempt twenty-fivefoot jump shots.

e Celebrity/product match-up: Celebrity image, valuesand decorummust be
compatible with theimage desired for the advertised brand. AndreAgassi is
ided for thecommon rebe camerabecause hehasareputation of being somewhat
rebellious.

e Celebrity attractiveness. Attractivenessincludeslikeability, physique and
occupation. But attractivenessis subordinate in importanceto credibility and
meatch-up with the audience and the brand.

e Miscdlaneousconsderations. How muchwill it cost to acquireacelebrity’s
services?How muchisthelikelihood thet the ceebrity will get into trouble after
an endorsement is established? How difficult is he/she to work with? How
many other brandsthe celebrity isendorsing?f the celebrity isendorsing too
many products, hisperceived likeability may suffer.

Typical person endorser

Severa adsshow regular people, i.e., non-celebrities using or endorsing products.
Testimonial advertisingiswidespread. Physicians are shown dressed in lab coatsto
promote one capsule over other brands. Many adsthat portray typical person users
include multiple peoplerather than asingleindividua. The act of portraying morethan

Advertising

NOTES

Self-Instructional Material 67



Advertising

NOTES

Credibility: Credibility is the
tendency to believe or trust
someone

68 Sdf-Instructional Material

one person increases the likelihood that an ad will generate message elaboration.
Grester daborationincreasesthe chancethat srong messageargumentswill favourably
influenceattitudes.

Endorser attributes

Research has demonstrated that two basic attributes contribute to an endorser’s
effectiveness.

Attractiveness

The process of identification: Attractiveness does not mean simply physical
attractiveness (though it isimportant), but intellectual skills, personality, lifestyle
characterigtics, athletic prowessand so on. Theconcept of attractivenessconsists of
threerdaedidess—amilarity, familiarity and liking. An endorser iséttractiveto receivers
if they shareasense of amilarity or familiarity with himor if they smply liketheendorser
regardless of whether thetwo are smilar in any respect. Gabriela Sabatini, in addition
to her physical beauty is attractive to tennisfanswho are smilar to her (they aso play
or enjoy tennis), are familiar with her, and like her (due to her generaly pleasant
demeanour and fiery competitive spirit).

Similarly, amatch-up between the spokesperson and the audienceis especially
important when the product or service is one where the audience members are
heterogeneousintermsof their tasteand attribute preference. Peoplediffer greatlyin
termsof what they likeinrestaurants, plays, filmsand aspokesperson perceived to be
similar to the audience, has greater influence on attitudes and choices. But when
preferences among the audience members are homogeneous (plumbing, dry-cleaning,
auto repair), thematch-up between the similarity of the spokesperson and the audience
isnot that important. It isthespokesperson’sexperience or expertisewiththe product
that appearsto havethegreatest influence.

Persuasion occursviathe identification process. When receivers perceive a
source to be attractive they identify with the endorser and are likely to adopt the
attitude, behaviour, interest or preferences of the service.

Research hasshownthat physicaly-attractive endorsersproduce morefavourable
evauationsof adsand advertised products. But attractive endorsersare more effective
only whentheendorser’simageis compatible with the nature of the endorsed product.
An attractive personality such as Hrithik Roshan will be moreeffectivefor endorsing
an attractive product such asaluxury car but will have no edgewhen endorsing an
unrelated product.

Credibility

The process of internalization: Credibility is the tendency to believe or trust
someone. When anendorser iscredible, interndization occursand thereceiver accepts
the endorser’s position on anissue ashisown. Aninternalized attitudetendsto be

maintained evenif the source (ad or endorser) of the message isforgotten or if the
source switchesto adifferent position.

The two important properties of endorser credibility are expertise and
trustworthiness. Expertise refersto the knowledge, experience or skillspossessed by
an endorser asthey relate to the communication topic. Athletesareconsidered to be
experts when it comes to endorsement of sports-related products. Expertise is
perceived rather than an absolute phenomenon. Whether an endorser isindeed an



expert or not isunimportant. All that mattersis how heis perceived by the target
audience. An endorser perceived by an audience as an expert on agiven subject is
more persuasive in changing the opinions of audience pertaining to hisarea of expertise
than an endorser who is not perceived as possessing the same characteristics. This
explainsthe extensve use of athletesto endorse sports- related products.

Trustworthiness refers to honesty, integrity and believability of a source.
Expertise and trustworthinessare not mutudly exclusive. An endorser’strustworthiness
depends primarily on the audience s perception of hisor her endorsement motivations.
If theaudience believesthat anendorser ismotivated purely by self- interest, hewill be
less persuasive than someone the audience perceives as having nothing to gain by
endorang theproject or asbeing completely objective. Researchwithethnic minorities
reveals that when a spokesperson matchesthe audience' sethnicity, trustworthinessis
enhanced which promotes more favourable attitudes towardsthe advertised brand.
Advertisers capitaizeon the vaue of trustworthiness by selecting endorserswho are
widely regarded ashonest (e.g., SachinTendulkar). They smply appear to beindividuals
who can betrusted. Advertisers also use the overhead-conversation technique to
enhancetrustworthiness. ATV ad might show amiddle-aged person overhearing one
man explaining to another why hisbrand of pain reliever isthe best inthe market. The
commercid atemptsto placethe membersof theaudiencein the position of the person
overhearing the conversation.

Hidden-camera spokesperson (onewho is presumably extolling thevirtuesof a
product without being aware of it) doesnot come across ashaving ulterior motives
andismoretrustworthy. Ingeneral, endorsersmust establish thet they are not attempting
to manipulate theaudience and that they are objectiveinther presentations. By doing
30, they establish themsalves astrustworthy and credible.

The use of fear appeal

Marketing communicators employ a variety of techniques to stimulate consumers
information processing motivation, opportunity or ability. Advertisers, intheir attempt to
motivate customers to process information and to take action, invoke fear appeals by
identifying either i) the negative consequences of not using the advertised product, or ii)
the negative consequences of engaging in unsafe behaviour (drinking and driving).
Logic of using fear appeal

The underlyinglogic of using fear appealsisthat fear will stimulate audience involvement
with the message, and promote acceptance of the message arguments. The appeals
may taketheform of socia disapproval or physical danger. For instance, advertisements
of products such as mouthwashes, deodorants, toothpastes use fear appeals by
emphasizing on the social disapproval we may suffer when our breath isnot fresh, our
underarms are not dry or our teeth are not cavity free. Smoke detectors, portable phones
and driving under the influence of acohol and other drugs are products and themesthat
advertisersusetoinfluencefear of physical danger or impending problems. Health care
ads (J&J cholesterol test product) are frequent users of fear appeals and advertising
agenciesjustify the use of such appealswith thelogic, such as‘ sometimes you haveto
scare people— it savetheir lives'.

Appropriateintensity

Thereisno ethical issue of whether fear should beused at all, but how intensethefear
presentation should be. Should an advertiser employ adight amount of threat to get
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the consumer’s attention or should a heavy dose of fear appea be used, so
that consumerscan't possbly missthe point the advertiser wishesto make? But naither
extremely strong nor very weak fear appealsare maximaly effective. Moderatelevels
of fear appeal are the best. If an appeal istoo weak, it just does not attract the
audience enough. If it istoo strong, it may lead peopleto avoid the message or ignore
the message recommendations. Thisiscalled an inverted explanation. An alternate
theory called degree of relevance explanationholdsthat optimumleve of fear depends
on how much relevance atopic hasfor the audience—the greater the relevance, the
lower the optimal level of fear.

In case of people exhibiting high involvement, the fear of motivating themis
much lesser when compared to the peoplewho are either involved to alesser extent
or are uninvolved, wherethisfear of motivating them can be greater. Thetyre company
Michelin uses small dose of fear about child safety as parents are very concerned
about their children’ssafety. But strong fear appealswill haveto be used to prevent
young people from smoking and drinking as they consider themselves amost
invulnerable.

2.5.5 Role of Humour Music and Gender Appeal in Advertising
Humour, music and gender appedl play is sgnificant rolein advertising.
Roleof humour in advertisng—humour appeal

Advertisersuse humour to gain atention, guide consumer in comprehending the product
clams, influencettitudes, enhancerecal ability of advertised clamsand creaste cusomer
action. Theuse of humour isextensive. Humour isespecialy useful/effectivein getting
peopleto attend to adsand for creating brand awareness.

Researchleadsto thefollowing tentative conclusions:

e Humour isan effective method to attract attentionto ads.

e Humour enhancestheliking of both the brand and the advertisement.

e Humour does not necessarily harm comprehensions.

e Humour does not offer an advantage over non-humour at increasing
persuasion.

e Humour doesnot enhance source credibility.

e Natureof product affectsthe appropriatenessof using humour. Humour is
more successful with established ones productsrather than new. Itisalso
moreappropriatefor productsthat are morefeeling-oriented or experientia
and thosethat are not very involving.

When used correctly and intheright circumstances, humour isan extremely effective
advertisng technique.

Men have higher attention scores for humorous ads than women. Different ethnic
races and genders have differential inclination to be influenced by humour appesalsin
advertising. Humorous ads are more effective than non-humorous ones only when
consumers evaluations of the advertised brand are already positive. When prior
evauations of the advertised brand are negative, humorous ads are less effective than
non-humorous ads (ininterpersonal relations, whenyou like someone, you aremore
likely to consder hisattempt at humour to be funny thanif you do not likethat person).



Inshort, humour if used cautiously can be very effective:

o Theeffectsof humour can differ dueto the differenceinthe characteristics
of the audience. What strikes some people as humorous may not beat all
funny to others.

o Thedefinition of what isfunny inone country or regionisnot necessarily the
sameinanother place.

¢ A humorous message may be so distracting to an audiencethat receivers
ignore the message content. Advertisers should carefully research their
intended market segmentsbefore venturing into humorous advertising.

Roleof musicin advertising

Music hasbeen animportant component of advertising sincethe beginning of recorded
sound. Jingles, background music, popular tunesand classical arrangementsare used
to attract attention, convey slling points, set anemotiond toneand influencethelistener’s
mood.

Musicinan ad attractsattention, puts consumers in apositive mood, makes
them more receptive to message arguments and even communicates meaning about
advertised products.

Music representsthe unconditioned stimulus which influences experimental
subjects likeapen, which representsconditioned stimulus(CS). Unconditioned stimulus
(US), evokefedingsor thoughtsin people. A CSisemotionaly or cognitively neutral
prior to the onset of conditioning experiments. Classicd conditioning isachieved when
thepairing of USand CSresultsin atrander of fedingfromthe US (musicinthiscase)
to the CS (pen). People who like the accompanying musicin the ad will dso likethe
pen. In another study, salesincreased when slow music was used asit sowed the
pace at which customers moved through a retail store, and increased their total
expenditure sincethey had alonger timeto purchase more. Similarly in arestaurant,
customersremained seated for alonger time and spent larger amounts on acoholic
beverages when dow music was played rather thanfast music.

Thoughit isknown that music influence moods and buyer preferences, more
study needsto be done.

Use of gender appeal in advertising

Gender appeal in advertising is used frequently and sometimes explicitly. Gender in
advertising takes two forms—nudity and suggestiveness. It is uncertain which form
is more effective. Gender has several potential rolesin advertising. First, gender
meaterid in advertising actsto lure attention initidly while aso retaining that attention
for a longer period of time, often by featuring attractive models in pleasant
surroundings. The second role played is to ensure that the recall for the message
pointsis greater. However, any gender-related content or symbols will be able to
add to the overall recall value of the advertisement only in case it has some relation
with the product category and isin dignment with the execution of the advertisement.
Gender appeds produce better recdl, when the execution of the ad has an gppropriate
relationship with the advertised product. Gender appeal is a key attribute for all
factory products like perfumes and deodorant, but use of gender in ads for industria
equipments would be inappropriate, and would result in diminished recal of copy
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points. Thethird role isto evoke emotional responses, such asfeeling of arousal or
even lust. A persuasive impact can be expected from these reactions. However, at
times, they can aso result in negative fedlings in case they induce fedlings related to
discomfort, uneasiness and embarrassment.

Whether gender content elicits positive or negative reaction depends on the
appropriateness or relevance of the gender content to the advertised subject metter.
An experiment was conducted taking two products—body oil and ratchet wrench.
Two ads were prepared using models—the seductive-version and the nude-mode
verson. Seductive and body oil combination was perceived most favourably by all
respondents whereas the nude model-body oil combination was perceived as least
appealing. Female regarded nude model-ratchet set as the least appealing.

Severd contentsstand little chance of being effective unlessit isdirectly rdevant
to anad'sprimary sdlling point. When used appropriately, however, gender content is
capable of eliciting attention, enhancing recall and cresting afavourable association
withthe advertised product. The downside of gender appealsin advertisingisthat the
use of explicit gender illustrationsinadsmay interfere with the consumers processing
of message arguments and reduce message comprehension. Many people can get
embarrassed and even offended by some of the advertisementswhich are purely based
on gender context and portray femalesasgender objects. Thus, symbolismrelated to
gender should be very cautiously used in any advertisement. Additionally, it can be
matter of objection at thelevel of regulatory bodiesaswell.

Subliminal messageand symbolic embeds

Subliminal refersto the presentation of stimuli at arate or level that is below the
consciousthreshold of awareness. But simuli that cannot be perceived by the conscious
senses may be perceived subconscioudly. A large number of people believe that
subliminal method isused by the advertisersbut they deny the charge. For example, at
five secondsintervalsduring afilm, subliminal message saying ‘ Drink Coca-Colaand
eat popcorn’ appeared on the screen for amere 1/3000th of asecond. Although the
naked eye could not possibly have seen the message, it was claimed that the sales of
Coca-Cola and popcorn increased by 58 per cent and 18 per cent respectively.
However, thisresearchis scientifically meaningless.

Therearethree digtinct formsof sublimina stimulation. Thefirst form presents
visud gimuli at avery rapid rate by means of adevice called tachissoscope (say at 1/
3000 of asecond). The second form uses an accelerated speechin auditory message.
Thethird forminvolvesthe embedding of hidden symbols (such asgender images or
words) inprint ads. For example, the subliminal ad of Edge shaving cream featured a
picture of alathered-up manwith alook of near ecstasy on hisfacewith aprominent
shot of the Edge gel can grasped by hisfingertips. Below hislipswasapicture of a
nude woman on her back with kneesraised, aportrayal of an attractive surfboard
surfing through a water tunnel. Can it work? The consumer consciously or
subconsciously has to process the embedded symbol (the nude figure). Thenasa
result of processing the cue, the consumer would haveto develop agreater desirefor
Edge than he had before seeing the ad and the desire should be converted into
purchasing.



Embedding isnot effective. Theimageswould haveto be concealed to preclude
detection by consumers Many consumerswould resent suchtricky methods Precluding
detection by consumers meansthat embedding isaweak techniquein comparison to
more vivid advertising presentations because most consumerscannot be influenced.
Evenif consumersdid attend to and encode gender embeds, thiswould not influence
their choice behaviour. Standard advertising information itself has adifficult time
influencing consumersand thereis no theoretical reason to expect that subliminal
informationismoreeffective. Inanutshel, moreintense simuli haveagreater influence
on people'sbehaviour thanwesker ones. Subliminal stimuli are so wesk thet the recipient
isnot just unaware of the stimulus, but is also obliviousto thefact that heisbeing
gimulated. Thepotential effectsof subliming stimuli are easily nullified by other ongoing
giimulationsin the same sensory channel or by the attention being focused on another
moddlity.

2.5.6 Copy Testing

Copy testing is done before launching the advertisement. When an ad has been
prepared, it can betested to ascertain whether it islikely to produce theresultsthat
arebeing anticipated. Table 2.2 showsthe various functions of copy testing.

Table 2.2 Functions of Copy Testing

Ensuring persuasion | Isthe message persuasive enough to
enthuse target customers to buy a product or a

service?

Communication
objective

Doesit clearly communicate and isit in
alignment with the overall communication
objectives of the brand?

Creation of brand
recall

Isit going to create sufficient recall at the level
of the target customers so as to influence them
at the time of purchase?

Involvement levels
of the customer

Doesit effectively involve the customer by
making use of some rea-life situations or
emotional appeal?

Credibility and
trustworthiness

Will the targeted customers trust the message
which talks about the different benefits of the
products? Isit believable enough?

Clarity in the message

I's the message clear enough for the target
customers to understand, comprehend and
interpret it?

Tone of the message

What is the general tone of the message? Can it
offend a set of people from the target customer
group?

Capabilityto stimulate

|'s the message stimulating enough to induce a
positive purchase behaviour?

Principles of layout

Making of an effective advertisement (the onethat enhances sales) requiresalot of
research about the product that isgoing to be advertised, the competitor’s offerings
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andthetarget cusomer. A *bigidea (onethat sellsmore product for severa years) is
awaysthe outcomeof alot of research. Theresearch trandatesinto the advertisement
that liveswith the product and itscustomers.

2.5.7 Techniques for Business Advertising

It ismuch cheaper to reach abusiness customer through advertising thanthrough a
salesman’svigt, aletter or aphonecall. But evenavery effective advertisement isnot
likely to closeasale. Follow-up actionisnecessary. But advertisng pre-sdlsthe product
and when a salesman visits abusiness customer, the latter is positively predisposed
towardsthe salesman’s product if he hasliked what he has seenin the advertisement.
Advertissmentsalso generateenquiriesfrom businesscustomers. Advertisng of busness
productsisaso important because thereare many people inthe buyer’sorganization
who influence the buying decision and the salesman cannot know al of themand their
respectiveinteretsinthe purchase. Advertisement reachesthese people, and moreover,
people who set specification for the product that the company proposesto buy refer
to advertisementsto know what isbeing offered in the market.

Thetechniquesthat work in business-to-businessadvertising include promising
the customer abenefit, news, testimonials, and useful information.

The advertiser’s promise should be important to the customers. The advertiser
hasto conduct research to find out the cussomers' choicecriteria. Itisawaystempting
for anadvertiser to portray itsstrengthsinitsadsbut thisidea never worksunless, by
sheer coincidence, the advertiser’s strengths and the customer’s concerns match. If
cusomersarelooking for timeliness of suppliesfromthe sller, the advertisement should
promisetimeliness of suppliesagaing all oddsthat the advertiser might face. It isalso
important to make the promise specific. Instead of mouthing generalities, the ad should
promisethe amount of money that the buyer can save, theincreasein productivity that
he can affect, and other very specific performancesthat the buyer canachieveif he
bought the advertised product. The advertiser should always remember that heis
talking to specialistswho know what they want from the productsthey proposeto
buy. Such specidistsare often put off by the advertiser’sattemptsto sidetrack from
themainissuesinther ads.

Testimonidsfrom expertsin reputed companies are useful in influencing business
customers.

Demonstration is useful when the advertised product is compared with the
competitor’sproduct. It isaways helpful to design asimple demonstration that the
customers can perform themselves. Customers canthen validate the claimsthat the
advertiser ismakinginthead.

Informetion that gppearsintheformof news gppearscredibleto busnessbuyers.
A company sdling productsto businesshouses should get newsabout itsdlf, prominently
featured intechnical journas.

Readers scan advertisementsin technical journaslooking for new solutionsto
their problems. It hasaso been found that an advertisement is moreeffective than an
articleinthesamejournal. Therefore, advertisingintechnica journascanbehelpful in
generating enquiries.



Thelayout of business ads should be simple. Hamboyant designs, irrelevant
photographs and uncharacteristic headlines should be avoided. Thead should look
morelike an editorid—serious and to the point. Most businessproductslook boring
but that iswhat their customers want to see. It is aways advisable to feature the
product in the ad, rather than try to titillate the readers in business-to-business
advertisng.

Mogt of thereadersread the headlinesthan the body copy. The headline should
catchthereaders fancy. The headline should promise a benefit, or deliver news, or
offer aservice, or tell animportant story, or recognizea problem, or quotea satisfied
customer. Few readersread the body copy but those who take thetroubletoread it,
arethe oneswho are genuinely interested in the product. What is said in the body
copy will determine the success of the ad. Since more can bewritten about abusiness
product, the advertiser should writealong copy. A long copy attracts morereaders
than ashort copy.

Captions should alwaysappear under al photographs. More peopleread the
captionsthanthe body copy. The captions should be used to sall and should betreated
asmini-advertisements, i.e., efforts should be made to make theminformative and act
assaespitch.

Four-colour adsof business products attract morereadersthan black and white
ads.

Television should be used as a medium by business-to-business advertisers.
The audiences of many sportsand news programmes are business executivesand it
makes senseto advertise business productsduring such programmes. Suchads should
be longer thanthe normal adsfor consumer products, asmoreinformation hasto be
provided to business customers. An advertiser can sacrifice frequency to deliver a
thorough and detailed sales pitch. Eveninexpensvetelevisoncommercidsfor industrid
products can be very effectiveif they come directly to the point and offer something of
genuineinteredt.

Advertising can beused to differentiate between seemingly commodity and
industrial products. Such products can differentiatethemselves either by low cost or
by having areputation for quality or service. Advertising can spread the news of the
company’s price advantageor itsreputation for quality or service.

Enquiries that an advertisement generates come from customers who are
genuingly interested inthe product and asubstantial number of them end up buying the
product. Toll-freenumbersshould always be put in advertisementsto meketheenquiry
easy and fast. A large number of readers of trade journals use these numbers. The
body copy should aways close with the company’ s offer, itsaddressand phone number.

2.6 ADVERTISING AGENCY AND CLIENT-AGENCY
RELATIONSHIPS

Advertisng requires specialist skillsand advertising agencies are specidiststhat create
effective advertisementsand ensure planning for development of acompaign. Inthis
unit, youwill leern about the need of anad agency for clientsand their mutual relationship,
the structure and services provided by agencies and their modes of payment.
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12. How does celebrity
endorsement help in selling
abrand?

13. What are the key
characteristics required by
an endorser to make the
advertisement effective?
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The Indian advertisng businessis scaling new heightsand it isgrowing at afast
pace. Inthisunit, you will also learn about the prospectsof the advertising industry in
India.

Role of Advertisng Agencies

e Account management: In case of an advertisng agency, the task of handling
aparticular client lies with the account manager or account executive. All
major decisons related to aclient are handled by this account manager itself
on behalf of the advertising agency. Thus, the account manager isthe key
point of contact between the client and the advertising agency. The prime
responsibilities are locating the key clients and also negotiating with them
while extended services to the clients. Once the agency has got a contract
from aclient, it is the account manager who works closdly with the client with
respect to all stepsin creation and development of an advertising strategy.
The advertisng agency may gppoint a Sngle account manager in case of most
important and large clients and in this case an account manager may be
concentrating on the responsibilities of handling the product line of only a
single client. This is because the advertising agency needs to pay greater
amount of concentration on the single client because of the importance of the
client and the amount of businessit can contribute. However, in case of small
accounts, the account manager may handle several small accounts
smultaneoudy. However, it isimportant to understand that the same accounts
that are being handled should be non-competing with each other.

¢ Creativeteam: Themost important role of the account managersisto manage
theoverdl advertisng campaignfor adient. Thustheaccount manager isprimarily
involved indelegating the different tasksinvolved in an advertisng campaign to
the creativeteam of the advertising agency. The drafts prepared at different
stages are discussed with the client. However, at no given point of timethe
creativeteamdirectly interactswiththe client but it istheaccount manager who
handles al the coordination between the agency and the client. However the
ideageneration, designing of concept and creation of the campaignisactualy
handled by the creative team of the agency.

e Research: The research agencies may be appointed by a professional or a
full-service advertisng agency. Theseresearch agencies are given the objectives
of assessing the market situation. Theresearch companies may aso be useful
fromthe anglethat they may be of help in understanding the competitorsof a
client and dso themarket requirements. Not just this, they also play animportant
rolewhenthe company decidesto launch an advertising campaigninthe market.
Before the campaign in launched, it is actually tested in the marketplace to
assess itsimpact at the level of focused target customer group. Different
advertising campaigns may be assessed inthisrespect. Theresearchfirmor
agency may also play asgnificant role oncethe advertising campagn has dready
beenimplemented inthetarget market. At thisstage, it will be used to assessthe
effectiveness of the advertising campaign and whether it has been ableto meet
the advertising objectivesor not.



e Media planning: After an advertisement campaign has been planned, it is Advertising
also important to ensure its appropriate placement using the most suitable
advertisng media. For ensuring this, one hasto understand the requirements,
grengths, limitations, cost structures, etc of the different advertisng media. It
is also important to understand the different aspects involved in the types of
designs for the advertisements that the media agencies accept, their time
schedules, etc. All these aspects are actually studied by a media planner who
after sudying the different factors ensures the right media selection through
crestion of an appropriate strategy. The media planner hasthe prime objective
of looking for the best media options which fits the most for an advertising
campaign.

NOTES

Ad Agency Organization
A full-service ad agency performsthefollowing basic functionsfor itsclients:

e Creative services. Copywriters, production people and creative directors
areresponsblefor developing advertising copy and campaigns. The creative
servicesteam hasto develop campaignsfor itsclientsthat areaimed at specific
target markets, that are designed to achieve specific objectives and that
accomplish these objectiveswithin the budget congtraint.

e Mediaservices: Mediaservicesselect the best advertising mediafor reaching
theclient’starget market, achieving ad objectivesand meeting thebudget. Media
plannersdevelop overall mediastrategy, i.e., whereto advertise, how often,
when etc. Mediabuying requires regular research of mediacostsand availability
(spaceor time).

e Research services: Research specialists study their client’s customers and
their buying habits, purchase references and responsiveness to advertising
conceptsand finished ads. Focus group studies, mall intercepts, ethnographic
studiesby trained anthropologists and acquisition of syndicated research data
are someof the activitiesperformed by the researcher.

e Account management: Thisisthe mechaniamto link theagency withthedient.
Account managers act asliaisons so that the client does not need to directly
interact with several service departments and specialists. The account
management department includes management supervisors and account
executives. Theaccount executivesareinvolved intactical decison making and
day-to-day contact with brand managersand other client personnel. The account
executives seethat their client’sinterest, concernsand preferenceshaveavoice
intheadvertisng agency and that the work isbeing accomplished on schedule.
The account executivesreport to the management supervisorswho are more
involved in getting new businessfor theagency and working with clientsat a
morestrategic level.

Full servicead-agenciesprovideall typesof servicesin advertising and also non
advertisng field. Theagencies provide everything that client does not haveto approach
anyonedse. Thereare very few agenciesof thiskind. A typical ad-agency might have
anorganization structure asgiven below.
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Agency Department System
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Agency—Client Relationship

There can bedifferent factorsthat lead to troublesin the client agency relationship.
Theseare:

¢ Regular changesinthe agency personnel who areworking for the client.
¢ Theagency'sattitude while providing assstanceto theclient.

¢ Client organizetions effectivenessinitsdaf whilededing withthe advertisng agency
with respect to the advertisng campaign.

e Themutual consensusbetween both the client organization and the advertising
agency intermsof understanding therole of the advertisng agency in developing
thecampaign.

Most of thetimes, it has been found that the advertisers and the advertising
agencies agreeonthevariousattributesthat areinvolved. Thetroublesnormally arise
because of thelack of compatibility between the advertising agency and the client
organization because of which generally thevarious problemsarise. Most of the bigger
companies generally look forward to work with the agenciesthat are almost of the
samesizeastheclient. It isnot thework froman agency that isaproblemfor different
issues between the agency and the client but it isthe performance appraisal of the
agency that happensin an unsystematic manner which can actually lead to different
problems.

Most of thetimes, whileworking operationally with the client organizations, the
agenciesare generaly intouch with the top management and the senior marketersin
the company. Thisis generaly doneto ensure one point contact between the client
company and the advertisng agency. However, there may be severd managersinvolved
who arean active part of the campaign development processintheclient organization.
The advertising agency may not be able to reach out to these stakeholdersin the
company for politica reasons. Thisisbecause the channels of the communicationwith
respect to campaigns which can have bigger stakesinvolved are generaly narrowed
dueto politica reasons. Asaresult, only the senior management and thetop marketers
actudly reservetheright to have an opinion about the marketing campaign. Asaresult,

Vice President Vice Prasident Vice President

Marketing Management




several other management personnel who arenot actively the part of the marketing
teammay fdl in the scope of evaluation of theoverall work done by the agency. These
personnel are normally from the functional areas who are actually not capable of
extending theright feedback for the agency asthey werethemsdvesnot directly involved
in the campaign development process.

Since 1980, mogt of the companieshave undergone restructuring with more of
aflat structurewhere different department heads play animportant role. Evenwhile
evauaing different agencies, the people heading different departmentsmay beinvolved
inevauating the advertising agenciesondifferent parameters. For example, thefinance
controller of acompany may be actively involved in evaluating the payment functions
of an agency. Additionally, most companies are these days following a trend of
gppointing internal committeescomprising different membersof the management, most
of thetimesrepresentatives of the different functional departments. These committees
generdly evaluatethe performance of theadvertising agency fromtimeto time. These
committees or groupsgenerally reservetheright to appraise an agency positively or
negatively. At times, they can also take decisions related to terminate an agency
atogether which may not be justified and majority of the membersof thiscommittee
may not be actually directly working with the agency during the campaign development
process.

Threeprimeareas areimportant with respect to client and agency relationship
particularly fromthe client’s perspective. Theseinclude:
e |dentification of thetasks
e Mediadecisons
e The complete processof development of acampaign

Thedifferent tasks of the advertising agency may be classified asfollows:
e A freshadvertisng task, wherein anovel approach hasto be used.

e An adapted or modified task, whereinthetask or approachisfamiliar for
the agency, however it needsto be modified or customized according to
some of the communication objectives.

e Direct repetitionthat is same advertisng hasto be used repetitively.

Client agency relationship largely depends upon thetype of thetasks offered by
theclient organizationto theadvertising agency. Thus, if thetasksoffered are absolutely
fresh and new such asanew product launch, the chances of the client being closer to
the advertising agency are on the higher side. Thisis becausethe stakesinvolved are
quite highand therefore, the client would like to be personally involved with the agency
at each and every stage of the campaigns being planned to support the launch of a
product. Theclientsat no given point intimewill completely trust the agencies and
would liketo monitor each and every development during the planning process. The
client will dso liketo givesuggestions at every sagein order to ensurethet the campaign
can becompletely customized.

Most of the times, the agencies are offered to take up modified or adapted
taskswherein the advertising agencies generally try to modify the already familiar
campaigns with thetarget customers by modifying themto acertain extent by adding
somekind of innovation to theolder or familiar campaigns. Inthesetypes of thetasks,
theroleof theclient isto extend theinitial brief to the agency and later theclient again
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playsarolewhen the agency comes back with the optionsfor the campaign. In such
typesof tasks, the dient completely controlsthe direction of the campaign, and manages
therdationship with the agency. Theagency hasagreater roleto play inthe new and
modified type of tasks and therefore may appear to beastronger partner inthe overall
campagn development. However, inthethird typeof thetask that isthedirect repetition
of theadvertising, theinvolved risk for the client isminimd. Thisisbecauseno cregtive
or newer tasksmay beinvolved.

Inorder towork at building long term relationship with adient organization, it is
important for the agency to ensurethat aclose bond is developed with thekey decison
makersat theclient’s organization. Inthisrespect, the account director may appear to
play an extremely important role. An account director isactualy theface of the agency
at theclient organization. Generally, agenciesmay be capable of developing astronger
bond with the smaller organizationswhen compared to the bigger companies. The
agenciesgenerdly focusat liasoning withasmaller group of senior managersor decison
makersat an organization. However, at larger organizations, alot of top management
personnel may be combinely involved intaking the decision related to continuing or
terminating an agency. Further, since more and more companies are becoming
decentralized in their Sructurewith agreater focus ontotal quality management, it is
becoming more and more difficult for theagenciesto liaison with the key decision
makers.

Thedifferent personnel at dient company positionedin different rolesmay have
direct or indirect influence on the client agency relationship. Agency personnel are
capable of identifying the personnel who are actualy the key decision makersat the
client organization and most of the times;, these are the top management personnel or
the senior marketers. Most of them are often from either the marketing or public
relationsteams. At times, these personnel land up interfering to agreat extent inthe
campaign development processand asaresult thisisgenerally not appreciated and
encouraged by theagency personnel. However, at times, some of the key marketing
personnel and PR people though may appear to be moreimportant to the advertising
agencies but actually, there can be wider number of people or cross-functional
committees may be involved in the actual decision making related to retaining or
terminating an agency. These committee memberscould befinancia controllers scientific
heads, legal team members, production managers, etc.

Thecriteriawhich are used by these management committee membersmay be
much more subjectiveand theoretical in nature asthey are not involved in the campaign
development processdirectly. The decisonsare more political in naturethan actualy
taking operational aspectsinto consideration about which actually the marketing
personnel aremore well informed. However, the access of theinformationisavailable
to thedecison makersis available through the senior marketers, PR personnel, sales
team personnel, etc. Thisinformation can beeither postively or negatively influenced.

The overall organizational policiesand processes have also got animportant
roleto play asthese processes canregulatethe overall marketing srategy of acompany.
The client relationship with an advertising agency can be also impacted by the
organizational processes. For example, in an organization approvas may be required
at multiplelevelsif the organization hierarchy islike that. Additionaly, the payment
structure which will be facilitated in an organization also depends on the various



organizational processes. All these aspects can have a significant impact on the
relationship between the client organization and the appointed agency. Therefore, in
most client-agency relationships, which arefocused at deveoping different campaigns,
it isimportant to promote atop-bottom approach than abottom-top approach. Thisis
important becauseit will avoid theneed for multipleapprovds, indecisvenessat different
levelsand thedilution of cregtivity of amarketing campaign. Additionaly, thisisimportant
because in such ascenario, the agency which hasagreater expertiseinthefield of
developing and conceptualizing acampaign will aso have agreater power inorder to
useitsopinioninfront of thesmall yet powerful group of senior managersintheclient
organization. In abottom-top approach, greater power will be in the hands of the
client organization.

Agency Payment System
Advertising agencies havethree sources of compensation:

¢ Intheearlier times, it wasthe different mediaownerswho actualy used to pay
totheadvertiang agencies. Thisisbecausethe advertisng agencieswereoriginaly
set by themediaowners and they used to pay commissionto the advertising
agenciesfor salling advertising spaceto different client organizations. There
was a practice followed by the media ownerswherein they gave 15 percent
discount onthelist priceto thedifferent advertisng agenciesinorder to help
them sdll the advertising space. Large advertisers (companies) had the power
to demand someof that 15 per cent intheformof arebate.

Commissonsfrommedia(TV, magazine) for adsaired or printed on behalf of
the agency’sclients provided the primary revenue. Historically, advertising
agencies have been charging a standard 15 per cent of the gross amount of
billing. For instance, XY Z ad agency buys< 2,00,000 of spaceinamagazine
foritsclient ABC. XY Z pays< 1,70,000 to the magazine, but billSABC for the
full ¥ 2,00,000 and retains< 30,000 (15 per cent) commission. This 15 per
cent commissionisregarded asafair anount of compensation for itscreative
expertise, mediabuying insght and ancillary function performed for the client.
But some advertisersview that 15 per cent is high and various studies have
revealed that only 14 per cent of advertisersstill pay 15 per cent commission.
Almost 45 per cent of theadvertisers pay lower commission, i.e., theagency’s
feesislessthan 15 per cent.

¢ The second method of payment isby way of fees. In order that an advertising
agency does not exhibit any biaswhile choosing amedia agency, the bigger
clients always support the system of giving professional feesto the agencies
rather thanindulging in giving the commission to the agenciestowards media
that pay commission. Thisinvolves hourly feesfor specific servicesrendered
for clients. For instance, afocus group study performed on behalf of the client
would be charged on hourly basis.

At times, themethod of payment that may be used may also be result oriented.
That isthe client organization may assessthe results of an advertisng campaign
through market research and then base the paymentsaccordingly after assessing
that whether different communication objectives have been met or not. Payments
may be made after ng different parameters such aswhether the campaign
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hasledto any increaseinthe salesor not, whether it hasimpacted the awareness
levelsinapositive way for the brand or not, whether it helped inimproving the
overall brand image, etc. Another factor that may be assessed includes that
whether any savings have been generated through the planning of thiscampaign
or not.

Such labour-based fee system is also being used increasingly. Agencies can
fully monitor their timeand bill clientsan hourly fee based onthistime commitment.
Thisinvolves price negotiations between advertisersand agenciessuch that the
actual rate of compensation isbased on mutual agreement concerning theworth
of the servicesrendered by the ad agency. Almost 35 per cent of advertisers
usethismethod. Around 7 per cent useincentive-based sysseminwhich agencies
are compensated based onthe extent to which aclient’sadvertising objectives
are accomplished. Exceeding these objectivesresultsinan incentive payment
to theagency, whereasafallureto meet the objectives necessitates a penalty.

e Markupsonthe cost of outside purchases are athird form of compensation.
Outside purchasesincludean agency’sacquisition of photographic and broadcast
production serviceson behalf of itsclients. For instance, XY Z ad agency had a
TV commercia production company produce acommercial for itsclient ABC
and paid X 3,00,000. XY Z would typically charge ABC 9 per cent markup.
Thematter of agency compensation boilsdownto anissue of what isfair and
workable.

Corporate world is turning away from billings-based commissionsin large
numbers, and many now routinely look at awide range of new formulasthat can be
custom- tailored for aclient’sneeds. The commission model isnot sustainable when
you think about thelevel of anayticsand investment that needsto be madeto deliver
what clientswant. The commission formulatendsto encourage costly mediabuysand
has been criticized for overlooking important emerging mediumssuch asthe I nternet.

Thenew methods of agency paymentsmay include anything fromstraight hourly
fees for labor to performance incentive fees to fixed retainers, or a variety of
combinations mixing project basis(the cost to complete aproject) or aretainer of an
agreed upon monthly amount with an agreed upon number of hoursworked per month.
Most companiesalso placetheir own adsto save the commission of theagency placing
the ads. Now inthe USA at least 20% to 75% of each media-buying contract is
earned through pay-for-performance, and the remainder typically goesto cover codts.
Driving the changes are two key factors: belt-tightening clientswho began cutting
commissions more than a decade ago, and vast changesin how ad agenciesreach
consumersthat go way beyond network TV advertising.

Together it amounts to a sea change in how agencies are paid, which is
underscored by the fact that giants like Young & Rubicam and DDB Needham
Worldwide, aunit of Omnicom Group, now oppose the structure that once made
Madison Avenuevery profitable.

Agency and client viewsare divergent concerning thefairnessand workability
of variouscompensation systems. Agencies prefer 15 per cent mediacommissonwith
additional feesfor extra servicesrendered, whereas advertisers now prefer media
commission system (but lessthan 15 per cent) with maximumand minimum percentage
adjustmentsfor additional servicesrendered or excluded.



Client—Agency Relationship (CAR)

A client-agency relationship is a dynamic decision-making process in which the
participantsidentify, evaluate, and choose appropriate communication Strategies and
aternatives. It isacontinuous evaluation process, in which both theagency and the
client learn about each other’s srengths, weaknesses, and preferencesand accordingly
cater to each other’s needs.

A client-agency relationship may be characterized by threefeatures: crestivity,
service and relationship dynamics. The foremost determinant to asuccessful client-
agency relationship is for the company to choose the right agency that meetsiits
requirements. Some companies opt for agenciesthat promiseto bring in afresher
approachto the company’s products. Onthe other hand, some companies prefer the
agenciesto work withinagivenframework and not deviatetoo muchfromthetraditiond
brand image of the company.

Agenciesonthe other hand also need to work onfew key areasto maintaina
successful working relationship with the client companies. Some of theseareasare as
follows

1. Disparatetakesinthe sphereof cretivity giveriseto friction between the client
and the agency. A common ground in terms of shared valuesmust be identified
in order to progressany further. Theagency must respect theclient’ svision of
its product whilethe company must show consideration for agency’screetive
freedom.

2. A successtul relationship requires acomplete absorption, onthe agency’spart,
withthe client’sproduct and culture.

3. Theagency must congtantly look for signsfor dissatisfaction and disenchantment
intheclient and immediately work onthem.

4. A constant informal contact between the client and the agency must be
maintained. Thisensuresaregular brief on the development of the project and
avoids any unnecessary breaks and gaps in the communication channel. An
independent agency-client counsellor may beinstalled for thispurpose.

5. Reviewsmust be undertaken by the agency at regular intervals so asto assess
and incorporatethe client’sresponsesand inputs, if any.

6. In case of change of guard at key postsin either the client company or the
agency, the focusmust be to develop new personal aliances. Inthiscase, the
agency should taketheinitiative to anticipate the client’s natural inclination to
look for another agency and forestall it by displaying additional enthusiasmand
engagement withthe project.

7. An independent committee must be formed by the agency to audit its
performancein particular projects.

8. Theissue of compensation must not be allowed to raisefrictions between the
client and the agency. The source and the rate of payment must be mutually
agreed upon.
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2.7 ROLE OF PERSUASION IN ADVERTISING

Thekey purposes of advertising areto sell aparticular product, organization, services
or ideas. Advertisersare required to developed interesting techniques and methods
that will help encourage the audience or the peopleto buy their products. Therefore,
persuasion playsan important rolewhenit comesto advertisng. According to authors
Hybelsand Weaver |1, ‘ persuasionisthe processthat occurswhen acommunicator
(sender) influences the values, beliefs, attitudes, or behaviours of another person
(receiver).” They also wrotethat it wasnot easy to avoid persuasive messages and
persuasion bringsabout achange. However, inorder to comprehend persuasion, it is
important to fully understand influence and motivation. According to the Wikipedia,
Influence can be defined asatermthat refersto the ability to indirectly control or
influence other’sactions. Change occurswheninfluencetakesplace, thusinfluenceis
related to change. Hybelsand Weaver 11 wrote *influence implies adegree of control
over thethinking, emotions, and actionsof others . It isalso mentioned intheir book
that social influenceis what occurs when a person’s values, beliefs, attitudes, or
behavioursare altered because of the behaviour another person.

The insidious power of subliminal advertising is evident in many of the
advertisements. Thetype of advertisng isbased ontwo basic techniques: messages
can beflashed during commercias, which are not conscioudy seen but still have strong
impactsonour mind; and using the ‘testimonia’, celebritieswho acclam aparticular
brand or product. The consegquence of subliminal advertising isthat if apopular person
claimsthat aparticular product isgood and guarantees great result, consumersare
tempted to use the product. Sometimes, consumers are carried away and buy the
product without analyzing itsimpactswhich can be dangerousfor the consumers.

In order to create advertisements which can interest the target audience,
advertisers need to study and understand the consumers’ needs and requirements
well. It isshown in many of the studiesthat our mind can only be persuaded to do
thingswe have heard about. Our mind discardswhat is believed to be unnecessary
and ‘immoral’ for us. According to writer D. Kitsons, the stages of abuyer’smind can
be put together as ‘attention, interest, desire, confidence, decision, action and
satisfaction’; thereforethe customer is, first of all, interested about the product (first
filter), thentherewill be adesirefor the product (second filter) and finally he/she will
purchaseit.

Oncetheadvertisershave found out the consumers' drives, ambitionsand fears,
they use these elementsto persuade the consumersin asmart way. Theimagesin
advertising also play akey in persuading thetarget audience. Sometimes, customers
chooseto purchaseaparticular brand not only because they really want the product
but because they are tempted to boast the message associated with brand. Wilson
Bryan Key, expert in psychology and communication theory, has studied anumber of
cases of subliminal advertisements, and some of the advertisements he hasrecognized
are: abattered skull in aBacardi drink or images of death and gender inice cubesin
drinks advertisements.

After the studies, he has estimated that such advertisements can be dangerous
becausethey are doneto be perceived inlessthan asecond. Advertisersare aware of



thefact that our primary sensory input isvisud perception aswe have over 130 million
receptorsin less than one square inch of optic nervesin our retina. Therefore the
images, wordsor coloursare structured in such amanner that our unconsciousmind
would havethem captured by thetime we have moved to other page of the magazine
or theadvertisement isover.

Even after aperiod of time, theimagesor themessagesthat you saw beforewill
be stored inyour brain and you will not be even awareof it. This showsthat we have
two kinds of memory: the conscious memory, that iswhat we remember, and the
subconscious memory, that is what we have recorded in our mind but we are not
awareof. Thelatter works only when stimulated by something (acolour, asound or
amell) whichisassociated with a certainthing and will help recall about it. Therefore,
advertisersuse subliminal techniquesto stimulate subconsciousmemory and perception,
thus manipulating the minds of consumers. Subliminal means * below threshold’,
something whichismeant to beremained asapart of thesubconsciousmind. Therefore,
subliminal perceptioniswhat someone seesor hearswithout redlizingit. Thus, the
piece of informetionisstored inour brain, ingenera connected with gender and violence
taboos, but our conscious mind isnot aware of it.

Inmany cases, advertisersuse different typesof sublimina techniquesdepending
on the medium through which the messages are passed. For instance, in print
advertisementstechniqueslike‘embedding’ or *double entendre’ areused. Inthefirst
technique, images or words (an idea of ‘GENDER’ is the most popular one) are
hidden intheform of another. A perfect example canbe: thefemaletorso that isshown
inthediet Coke can. Onthe other hand, the second oneisatechnique which plays
with the possible meanings of the wordsor the images, which usualy tend to have
gender connotations.

Though mgority of the people believesthat such kind of hidden persuasionis
not dangerous, thereispossihility thet it can control and manipulateour lives. Sometimes,
our lifestyletoo getsinfluenced by sandardsimposed by such advertisements, whether
welikeit or not. Therefore, thiskind of advertisingisan unethical and aharmful.

2.7.1 Persuasive Advertising

Persuasveadvertisingisanimportant component of the advertising strategy which
seeksto allure consumersinto purchasing a particular brand or services, often by
appeding to their emotionsand genera sensibilities. Thistype of advertising isdifferent
fromthat of theinformative advertising, whose key roleisto provide information
about the nature and basic functions of the product. In persuasive advertising, it is
assumed that the consumer isaready familiar with the product, and seeksto convince
themthat the product isbetter thanthe rest and set it apart fromthe competition.

An effective gpproach to persuasive advertising isto focus on specific qualities
of the product. Other productscould also havethe same qualities or benefitsthat the
advertised product have, but theideaisto display theminway that consumersare
convinced that only it can have those benefits. For example, advertising for agiven
shampoo may havealist of theingredientsthat are especially good for dry hair, leaving
the hair shiny and manageable. Eventhough other products are enriched with similar
ingredients, the advertised shampoo gainsareputation for being ideal for peoplewho
have dry and brittle hair. Thus, it attracts a specific sector of consumers.
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Another approach could be to convey the perception that using the advertised
product will makean individua become moresuccessful inhisor her life. Anexample
could be an advertisement of amouthwash. The advertised brand may use media
advertising to convey the message that the product will keep our breath fresh for a
longer period of time, whichwill help enhancethe confidence of theuser. Thistechnique
can be seeninanumber of advertisements endorsing perfumesand colognes, where
the advertising makes consumers believe that the product make them look more
attractive and socially successful.

Here, it canbe noted that persuasive advertisng doesnot redly statethat if the
consumer usesthe advertised product, the effect illustrated in the advertising will be
vishblefor sure. But, theideaisto convey theperceptionthat thereisapossbility that
the consumer might experience benefitswhich are portrayedintheteevison commercid
or the print advertisement. Infact, some advertising may eveninclude adisclaimer
stating the Stuation displayed in the advertising is just an example, and not the only
possible outcome. Thisapproach can be often seenin advertising for lega firms. Here,
the disclaimer notesthat the advertising does not imply that thefirm’s servicesare
necessarily superior to those provided by other firms.

2.8 INDIAN ADVERTISING AGENCIES

Thelndian advertisngindustry hascomealong way and istalking businesstoday.
Earlier asmall-scale business, it hastransformed itself into afull-fledged industry.
Today, it hasemerged asone of the mgor industriesand tertiary sectors. It hasproved
it mettlein every way — beit the creative aspect, the capital employed or the number
of peopleinvolved. In ashort span of time, Indian advertising industry has carved a
nichefor itself and has been acknowledged worldwide.

Indian advertising industry with an estimated value of % 13,200 crore hasmade
headsturned with some of the amazing pieces of work that it has accomplishedinthe
recent past. The creative minds of the Indian advertising industry have till now
accomplished some of the mind-boggling worksthat can betermed as masterpiecesin
theworld of advertising.

Advertising agenciestoo have comefar. They have evolved themselvesfrom
being small and medium sized industriesto well-known brandsinthe business. Some
of themost popular agencies of the country are Mudra, Ogilvy and Mathew (O& M),
Mccann Ericsonn, Rediffusson and Leo Burnett.

With Indian economy isgrowing fast and the market ison acontinuoustrail of
expansion. Today, Indian advertisng industry hasevery reason to smile asbusinesses
are looking up to advertising as atool to cash in on business opportunities. Such
growth haslead to aboomin the advertising industry aswell.

TheIndian advertising today is bombarded with anumber of projects—both
national and international ones. Thisis because of thefact that theindustry offersan
array of functionsto itsclients such asclient servicing, mediaplanning, mediabuying,
creetive conceptudization, preand post campaign andysis, market research, marketing,
branding, and public relation services, to name afew.



With suchfast growth, the Indian advertisng industry is expected to withessa
mgor boominthenear future. Themarket expertshave even predicted that theindustry
will formamagjor contribution to the GDPin yearsto come. The Indian advertising
industry isall set to achieve success and win accoladesfrom theworld.

2.8.1 India's Top Ten Advertisement Firms

Let’'shave aquick sneak peek at thetop ten advertising firmsof India

1. Ogilvy & Mather (O&M): Established in 1948, advertising firm Ogilvy &
Mather (O&M) isan international advertising, public relations and marketing
agency. Based in New York, (O&M) operatesin 125 countries across the
world. ItsIndian operation centre, the Ogilvy Advertising, whichisin Mumbai
has carved anichefor itself and produced anumber of popular TV commercias.
It isthecregtive team behind country’ssome of the most successful and popular
brands such as Cadbury, Asian Paints, Hutch (Vodafone), and Fevicol. The
network offersservicesto anumber of Fortune Global 500 companies across
the globe. The Ogilvy Advertising isIndia stop one advertising agency.

2. Mudra Communication: Mudra Communication was set up in 1980 in
Mumbai. Animportant aspect of the Mudrateamisthat it focusesmainly onits
consumers and their needs and experiences. The Mudra Communication has
four agency networksand has promoted famous brandslike Philips, Reliance
NetConnect, Neutrogena, HBO, Mary Kay and Big Bazaar. It has been
successtul increating alasting impressionin consumers' the heartsand minds.

3. J. Walter Thompson (JWT): JWT, one of the most eminent marketing
communications brands, isheadquartered in New York and has officesin more
than 90 countries. Set upin 1864, WT isknown for itscregtivity and innovation.
Some of the achievements of JWT are Cadbury, Bayer, Ford, Nestle, Nokia
and Unilever. In 2008, JIWT was conferred the ‘Grand Prix Award’ at the
CannesLionsInternationa Advertisng Festival for the* Lead India campaign.

4. Rediffuson DY & R: Egablishedin 1973, itisbased in Mumbai. It mainly
focusesonintegrated PR services and mediarelations.

5. UlkaAdvertisng Ltd: Foundedin 1961, the FCB UlkaAdvertising L td. has
continued to be among India’ stop five advertising agencies. An important
characteristic of the company is that it has always focused in creating
advertisementsthat are noticeable, and more relevant to the buyer, not the
<ler. Some of FCB Ulka'seminent advertisementsare Santoor, Sunfeest, Tata
Indicom, Zee Cinema, Whirlpool and Amul, to nam afew.

6. McCann Erickson IndiaLtd: Itisthecreator of thefamoustagline ‘ Thanda
Matlab CocaCola . Bornout of asuccessful merger in 1930, M cCann Erickson
hasitsofficesin India, Australia, Southeast Asia, Latin Americaand Europe.
The Indian team of the agency hasdoneredly well inthefield of advertising.
Another popular brand line developed by the agency is‘ For everything else,
thereésMagterCard'.

7. RK Swamy BBDO AdvertisngLtd: It iscommitted to developing marketing
solutionsfor itsdients. Itsgoa isto offer cos—effective, intelligent and cregtive
solutions. Today, the agency has ableto achieve adouble-digit growth inthe
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past few years. R K Swamy BBDO is an integral part of the R K Swamy
Hansa Group, which boasts of over 1000 employeesand operationsacrossthe
country and the USA aswell.

8. LeoBurnett IndiaPvt. Ltd: Itisoneof themost credtive agenciesof India. It
has offered consumerswith powerful brand experiencesusing some of the most
popular adslikeMcDonad's, Complan, Heinz, Bgg and HDFC, among others.
India’'sLeo Burnett haswon anumber of awards at the Cannesfestival.

9. Grey Worldwide(l) Pvt. Ltd: It isbased in Mumbai. Theagency specializes
in providing effective marketing and advertisng solutions. Itsofficesarein Ddhi,
Bangalore, Kolkata and Ahmedabad. The Grey Worldwide IndiaPvt. Ltd. is
anintegra part of the Grey Global Group. Some of the popular clients of the
Grey IndiaareHero Honda, Maruti Suzuki, Nestle, Indian Oil, Ambuja Cemert,
UTV, P& G and Godrej, among others.

10. Contract AdvertisngIndiaLtd: Foundedin1986, theContract Advertisng
India Ltd. has delivered satisfying resultsto its clientele. Some of itswell-
known clients are Tata Indicom, Religare, Asian Paints, Domino’s Pizza,
Spicelet, Samonsteand American Touriger. Contract Advertisng IndiaLtd. is
known for itsone-of-a-kind specialty divisons— DesignSutra, iContract and
Core Consulting— that provide completeadvertisng solutions.

29 SUMMARY

Check Your Progress

14. According to Hybels and
Weaver II, what is
persuasion in
advertisement?

15. What are D. Kitsons
observations regarding the
stages of the mind of a
buyer?

16. Which advertising agency
created the famous Fevicol
ads?
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Some of theimportant conceptsdiscussed inthisunit are:

¢ Advertising playsanimportant rolein creating demand for aparticular product
or service.

¢ Thekey functionsof advertising areto inform, persuade and remind customers
about abrand.

e There are different forms of advertising, such as advocacy advertising,
comparative advertising, cooperative advertising, direct-mail advertising,
ingtitutional advertising, outdoor advertising, persuasive advertising, product
advertising, reminding advertising, in-store advertising and speciaty advertisng.

¢ Theobjectives of advertisng areto generate awareness, educate customers
and generatearesponse.

¢ Budgeting playsanimportant roleinadvertisng. It givesanideaabout which
product isto be promoted and how much of it isexpected to sdll. It isthemost
important element of sales.

¢ Advertisersneed to usedifferent techniquesof advertising for print and broadcast
media(radio and television).

¢ A copy for print advertising hasthree main components— the headline, the
subhead line and the body copy. The copywriter and the art director need to
have acreativetouch to makethe advertisement effective.

¢ Audio and audio-video capabilities of radios and televisonshave an edge over
print media.



e Inradio advertisng, music playsaprimerole: Advertiserscan usesong or jingle Advertising
to grab theattention of the audience.

¢ Oneof theadvantagesof TV advertisement isthat it hastheability to demonsirate
aproduct in action.

e For TV commercials, celebrity endorserscan really help persuade thetarget
audience. Consumersaready identify themselveswith the celebritiesand get
tempted to purchasethe productsbeing endorsed.

¢ Themainadvantagesof employing anadvertisng agency arethat it hasthorough
knowledge of thelatest trendsin advertising; it hasthe power to negotiatewith
the mediaand can coordinate advertisng and marketing efforts.

¢ Withanestimated value of ¥ 13,200 crore, Indian advertising hastransformed
itself into afull-fledged industry.

NOTES

2.10 ANSWERS TO ‘CHECK YOUR PROGRESS

1. Thekey purposeof product advertisng isto sall anadvertiser’ sgoodsor services

2. Nationd advertisng meansadvertising in morethan oneregion of asngle country.

3. There are three types of business advertising: industrial advertising, trade
advertisng and professona advertising.

4. Thethree key waysof adding valueto anew product or serviceareinnovating,
improving quality of the product and altering consumer perceptions.

5. Theroleof advertising inthemarket segmentation processisto develop messages
which appeal asmaller ssgment of abigger and heterogeneous market, and
transmit them viaappropriate media.

6. Cooperdiveadvertisement isthetypeof advertissment inwhich the manufacturer
and thedigributor of aproduct split the advertisng cost asboth the partieswill
be benefited when product sale goesup.

7. Theterm DAGMAR isexpanded as Defining Advertisng Goasfor Measured
Advertisng Reaults.

8. Big companies facing tough completion in the market generally use the
Competitors Parity Method of salesbudgeting.

9. A cregtiveteamin an advertisng agency comprisescopywritersand art directors.

10. Songd/jinglescan create mood and image withwhich the product isassociated.
Thus, they attract liseners’ attention and help enhancerecall.

11. A uniquely designed ‘signature’ which representsaparticular brand isreferred
to asthebrand’slogo.

12. Asconsumersare already familiar with the celebrity endorsing abrand, the
advertisement easly grabstheir attention. Thisfurther helpsinincreasing the
salesof the brand.

13. An endorser needs to have attractiveness and credibility to make the
advertisement effective.
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14.

15.

16.

According to Hybels and Weaver |1, persuasion is the process that occurs
when a communicator (sender) influences the values, beliefs, attitudes, or
behaviours of another person (receiver).

D. Kitsons' observations regarding the stages of the mind of a buyer are
‘attention, interest, desire, confidence, decision, actionand satisfaction'.

Ogilvy & Mather crested the famous Fevicol ads.

2.11 QUESTIONS AND EXERCISES

Short-Answer Questions

=

© o N O~ WD

What arethedifferent formsof advertisng?

What arethe benefits of advertisng?

Distinguish between direct-action and indirect-action advertising.

Wheat do you understand by international advertising?

What istheimportance of budgeting in advertising?

What istherole of humour in advertising?

Statetheconcept of emotiond Srategy inadvertisng withthe help of anexample.
Statethe different functions performed by an advertisng agency for itsclients.

What arethedifferent optionsthat aclient organization haswhile organizing for
acampaign?

Long-Answer Questions

1.

What are the drawbacks of using celebritiesin advertisements? What isthe
right manner to choose acelebrity?

What isthe difference between corporateimage advertising and corporatel ssue
advertisng? Explain with the help of suitable examples.

Explainhow attractivenessand credibility help makean endorser effective,

Discussthe advantages and disadvantagesfor producing advertisement for print
and broadcast media.

Explaintherole of ‘persuasion’ in advertising. Why isthe use of * subliminal
srategies consdered unethical?

Describethedifferent facets of the client—agency relationship.
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3.0 INTRODUCTION

Inthisunit, you will learn about mediamanagement inthe promotion of productsinthe
market. The successof any market promotion measure dependsto agreat extent on
the management of mediachosen for the purpose. Time hastaken such aturntoday
that we find an overwhelming variety of productsin the market. This has made it
difficult to choose one which best suitsour needs. Competition among brands has
become s0 intensethat aright judgement on the part of consumersis quite complex.
What we need to know isthe processwhich takes place behind the extensve marketing
of these products. We also need to understand how the advertisersstriveto makeit
more enticing for us. With the advent of numerous sources of media, suchasTV,
newspapers, magazines, radio, hillboards, brochuresand the Internet, advertisershave
anumber of mediaavailable to promoteand advertisetheir products. It isnecessary
to keep updating and advertising even for the big and established brand names, since
upcoming brandsmight outshine themand take away their customer share by frequent
and expansive advertising. In today’stime, customers opt for a product that they
continuoudy and frequently see advertised.
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Itisvery important that aproduct be advertised and marketed inamanner that
canbeeasly recalled by aconsumer. It isherethat mediaplanning and strategy plays
akeyrole. Advertiserstake help of market research and market evaluation techniques
to identify their target customersand build amarketing strategy accordingtoit. While
advertising, one more essential aspect that needs to be taken into account isthe
marketing cost for aproduct. Since TV isthe most expensive advertisng medium, the
mediabuyers haveto be very careful while using thismedium, making it aprofitable
venture and ensuring maximum return on the investment made by the advertiser by
successfully promoting the product. Therefore, you haveto study the product efficacies
and devise appropriatetechniques and Srategiesto successfully advertise and promote
your productsto their full potential to get maximumreturns. It isimportant to measure
advertising effectivenessasit helpsunderstand the extent to which aspecific campaign
has met the objectives of acompany. Thisisusualy gauged by measuring the effect of
advertissmentson sales, brand awareness, brand preference, etc. Thisunit coversthe
latest techniques of measuring advertising effectiveness.

3.1 UNIT OBJECTIVES

After going throughthisunit, you should be ableto:
¢ Describethe various aspects of planning and evaluating different advertising
media
e Specify mediaobjectives
¢ Understand how to develop strategiesfor developing amediamix, creating a

media schedule, selecting amedia vehicle and assessing the effectivenessof a
mediaplan

Devisean effective postioning srategy

Know the importance of media sponsorship

| dentify the characteristicsand importance of mediabuying
Measurethe effectiveness of advertising
EvauatethevariousAttitude models

Usedifferent scalesto measurethe attitude of target customers

3.2 MEDIA PLANNING

Mediaare general communication methodsthat carry advertisng messages, i.e., TV,
magazines, newspapers, billboards, busesand so on. Vehiclesare specific broadcast
programmes or print choicesinwhich ads are placed. Magazines, such as Femina,
India Today and Newsweek arethevehiclesin which magazine adsare placed. Similarly,
TV isaspecific mediumand CNBC-TV 18isthevehiclefor carrying TV ads.

M edia Evaluation

Virtualy any environment in which messages can be printed, sung, blared or announced
inany other fashionisapotential advertisng medium. Traditional advertisng mediums
areTV, radio, newspaper, magazines and out-of-homeadvertising on billboards.



Most of the advertisng expenditure occursin traditiona media, with TV and
newspaper running neck to neck for dominance.

Each mediumand each vehicle hasa set of unique characteristicsand virtues.
Thebrand managersor the mediadecision makersalwaysaim at choosing the media
vehicleswhicharein dignment withtheir communication objectives, and will bethe
most optimal choicein reaching out to atarget audience (a gpecific group of people
within thetarget market at which aproduct or the marketing message of aproduct is
amed at) and deliver thetargeted messageto them. If the objectiveisto demongrate
the product features, TV isthe best medium followed by magazines, newspapers,
radio and out-of-home advertising. TV ispowerful interms of itsentertainment and
excitement value and itsability to havean impact onthe viewer. Magazinesare strong
intermsof elegance, beauty, prestigeand tradition. Newspapers offer worthinessand
low prices; radio allowsthe listener’simagination to play apart, while out-of-home
adverting isespecialy appropriatefor package identification.

Looking at each medium’s strengths and limitations, one might erroneously
conclude that one mediumis superior to another, smply because more advantages
and fewer limitationsarelisted. The overal value or worth of an advertisng medium
depends on the advertiser’s specific needsin aparticular situation and the overall
budget available for advertising abrand. Thevalue or worth of amedium depends
upon the circumstances confronting a brand at a particular time—its advertising
objective, target audience towardswhomthisobjective isaimed, theavailable budget
and competitive chalenge. An analogy would beto answer thequestion, ‘whichtype
of arestaurant isthebest? . The best medium or acombination of mediaisdetermined
not by counting advantages and limitations, but by examining the advertised brand’s
needsand resources.

3.2.1 Television

TV is uniquely personal and demonstrative, but it is expensive and is subject to
competitive clutter. Characteristics of theaudience, the cost of advertising, etc. may
vary for different times during aday and subsequently for different days of the week.
The appropriateness of the different programmes may also vary accordingly. These
times of the day are called the day partsand there arethree of them:

e Primetime: The period between 8 p.m. and 11p.m. The best and the most
expensve programmes are scheduled during this period. Audiencesarelargest
during primetime and networkschargethe highest rate.

e Day time: The period that begins with the early morning news shows and
extendsto 4 p.m. Adults may particularly watch TV during the early morning
hourswherethey are generally focused onwatching the news channelsfollowed
by childrenfocusing onthe TV, watching specia programmesthat have been
designed for the group. Afternoon programmes, with its specid emphasison
soap operasand talk shows, apped primarily to people working at home.

e Fringetime The period preceding and following the primetime. With afternoon
startsthe early fringetime which istypically focused on the interests of the
children. However, it again becomes adult oriented as one approaches closer
totheprimetime.
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Network televison advertising

Companiesthat market productsnationally use network TV to reach the potential
customersthroughout the country. The advertiser, working through an ad agency;,
purchasesthe desired time dotsfromone or more of the major networks. Thecost of
such advertising depends onthetime of the day whenan ad isaired, and the popularity
of the TV programme during which thead isplaced. Network TV advertising, athough
expendveintermsof per unit cos, isacost-efficient meansto reach the massaudience.

Network advertisng isinefficient (andinfeasible) if thenational advertiser chooses
to concentrateeffortsonly on select markets. Some brandsthough marketed netiondly,
aredirected primarily at the consumersin certain geographic locales. It would be
wasteful to invest in network advertisng which would reach many areaswherethe
target audiencesare not located.

Spot TV advertising

Thistype of advertising isplaced only in sdect markets. Spot advertisng isparticularly
desirablewhen acompany rollsout anew brand, market by market, beforeit achieves
national distribution, when amarketer needsto concentrate on particular marketsdue
to poor performance in these markets or aggressive competitive efforts, or when a
company’sproduct distribution islimited to one or afew geographical regions. Spot
advertisngisuseful even for those advertiserswho use network advertising but need
to supplement the netiona coveragewithgreater amountsof advertisngin select markets
that have highbrand potential. Greater use of spot advertising isexpectedinthefuture,
as consumer packaged goods are using more regionalized marketing and more
sophisticated geo-demographic segmentation practice.

Local TV advertising

Local advertisers are turning to TV in greater numbers because of the ‘cost per
thousand’ (CPM) advantagesof TV and the advantage of product demonstration.
Local advertisngisinexpensive during fringetimes.

Cable advertisng

Advertisersareableto reechthemorefinely targeted audiencesthrough cableadvertisng
than when using network or spot advertising. The combination of high network rates
and declining audiences has made cable attractive. Cable subscribers are more
economicaly up scaleand younger thanthe population asawhole. The heaviest viewer
of network TV tends to be more economically downscale. Upscale characters of
cable viewers have agreat appeal to many nationa advertisers.

TV advertisng: Strengthsand limitations

Srengths

o With the help of advertisng throughtelevisonasamedium, you can achieve the
objectives of actual demongtration of the product functioning. It canreachthe
consumers simultaneoudly through auditory and visual senses. Theviewerscan
seeand hear aproduct being used, identify with the product’susersand imagine
themselves using the product.



o TV advertisementshavethecapability of atracting and involving an audienceat Media Management
the time when he does not want to watch an advertisement at all. Thus, TV
advertisements have an unmatched intrusionvalue. It ismuch easier to avoid a
magazine or a newspaper ad by merely flipping the page. It is easier to sit
throughaTV adrather than attempting to avoid it either physically or mentaly. NOTES
But TV remoteshave madeit easier for viewersto avoid TV adsby zipping.

e TV hasthe ahility to provide entertainment and generate excitement. The
advertiser’sproducts can be brought to life or madeto appear even larger than
life. Productsadvertised on TV can be presented dramatically and made to
appear more exciting and less mundane than perhapsthey actualy are.

¢ TV hastheunique ahility to reachthe consumersone onone, likeaninteraction
between a spokesperson and the consumer taking place on apersonal level.

e TV isableto use humour asaneffective advertisng strategy.

e TV advertisngisvery useful in supporting the salesteam of acompany and at
thelevel of different trade partnersaswell. Salespeoplefind it easier to sell to
the traderswhen amajor ad campaign is planned. The trader hasthe added
incentiveto increase merchandise support (specia display space) for abrand
that isadvertissdonTV.

e Thegresated rdative advantageof TV advertisngisitsability to achieveimpact.
Impact activatesaspecia kind of awarenessin the consumer that enlivenshis
mind to recelve asales message.

Limitations

¢ Rapidly escalating advertisng cost isthe primary disadvantageof TV advertisng.
The cost of network TV advertising hasmorethan tripled over the past two
decades.

¢ Recreationd aternativeshavediminished the number of people viewing network
TV. Programmerating, i.e., the percentage of householdstuned onto aparticular
programmeisfaling.

o Advertiserscannot expect to atract large homogenousaudiencewhen advertising
on any particular programme dueto the great amount of programme selection
now availableto TV viewers.

e Muchof theviewers timeisspent on switching fromchanne to channd. Zapping
occurswhen viewersswitch to another channel when commercialsareaired.
One study suggeststhat adsthat are zapped are actively processed prior to
being zapped, and may have agreater effect on brand purchase behaviour than
adsthat arenot zapped. Zipping takes place when adsthat have been recorded
with aVCR along with the programme material arefast forwarded when the
viewer watchesthe pre- recorded material.

e Clutter refers to the growing amount of non-programme promotional
announcementsfor gationsand programmes. Clutter has been created by the
network’sincreased use of promotional announcementsto simulate audience
viewing of heavily promoted programmesand by advertisers' increased use of
shorter ads. Sixty seconds’ ads oncewere prevalent, but today the duration of
the vast mgjority of the commerciasisonly thirty or fifteen seconds. Clutter
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creates negative impression among the consumers about advertisng ingenerd,
turnsviewersaway fromthe TV set and reduces brand name recall.

3.2.2 Newspapers

Newspapers have historically been the leading advertising medium, but recently TV
surpassed newspaper asthe medium that receivesthe greatest amount of advertisng
expenditures. Newspaper advertising recelptsare derived fromlocdl retail advertisng,
classfied adsand national ads.

Buying newspaper space

Earlier anadvertiser could not prepareasinglead to fit every newspaper asnewspapers
page size and column space varied. But now the advertising industry has adopted a
sandardized system known asthe standardized advertising unit (SAU) system. Now
advertisers can purchase any one of fifty-six standard ad sizes. Advertisers prepare
adsand purchase pace in termsof columnwidth and depth ininches. Spaceratescan
be compared from newspaper to newspaper and adjusted for circulation differences.

But the advertiser must observe the characteristics of the audience, newspaper
image, and other factorsrather than considering only the cost. The choiceof anad’s
position must also be considered when buying newspaper space. Space rates only
apply to ads placed ROP (run of press), which meansthat the ad will appear inany
locationon any page, at the discretion of newspapers. Premium chargesmay belevied
if an advertiser hasa preferred space positioning, such asat thetop of thepageinthe
financial section. Premium charges are negotiated between the advertiser and the

newspaper.
Newspaper advertisng: Strengthsand limitations
Srengths

o Newspapersaremost suitablefor moreinformativekind of advertising. Thisis
becausethetarget audienceisintheright frame of mind to go through detailed
information. Therefore, advertising of new products and new store openings
can be successfully achieved through newspapers.

¢ Thereismassmediacoverage. The coverage of advertising through newspapers
isnot restricted to aparticular group of target audiencein most cases. Itismore
extensveinitscoverage.

o Newspaper reedersaremore economically upscalethanthe TV viewers. Specia
interest newspapers aso reach alarge number of potentia consumers.

¢ A veryimportant srength of advertising through newspapersisthat the copy of
the advertisement can be matched to meet theinterests of the regional target
audienceand particular interestsof different target groups. It caneven beachieved
by giving the content in different languages. Retailers of wedding accessories
advertiseinthe bridal section, whereas sporting goods stores advertiseinthe
sportssection.

¢ Detailed product information and extensive editoria passages areused to an
extent unparalleled by another medium.

¢ Sincethereisashort time between developing an advertisement and running
the advertisement, the content of the advertisement can be linked to latest



developmentsinthe market or newsabout other events, etc. Advertiserscan
develop the copy or make copy changes quickly and take advantage of the
dynamic marketplace developments.

Limitations

e Clutter isaprobleminall major media. A reader isconfronted withthelarge
number of ads, all of which competefor the reader’slimited timeand only a
subset of which receives the reader’s attention. Newspaper is not a highly
selective medium. Newspapers are able to reach acrosslarge sectionsof people
but are unable to reach specific groupsof consumerseffectively, though special
purpose newspapers like campus newspaper are able to reach specific
customers.

e Occasional users of newspaper space (such as national advertisers who
infrequently advertisein newspaper) pay higher ratesthan heavy users(such as
local advertisers) and have difficulty in securing no-ROP (specific) positions.
Newspaper pricelistscharge higher ratesfor national than local advertisers.

o Newspapersgeneraly offer mediocre reproduction quaity. When compared
to the TV and magazine advertisements, newspaper advertissmentsmay not be
ableto add valueto the perceptionsfor aproduct intermsof itsquality and

overall apped.

e Buying difficulty isaparticularly acute problemin the case of anationd advertiser
who wishesto secure newspaper spacein avariety of different markets. Each
newspaper must be contacted individually and therates charged to the national
advertisersare higher than those charged to thelocal advertisers.

e The composition of the newspaper readers is changing. Readership has
progressively declined over the past two decades. Themogt faithful newspaper
readersareindividuals aged forty-five and older, but the larger and attractive
group of consumers aged thirty to forty-four are reading daily newspaper less
frequently than ever before.

3.2.3 Magazines

Magazines were once considered a mass medium, but today there are hundreds of
specid-interest magazines, each appeding to theaudiencethat manifest pecificinterests
and lifestyles (automotive, sports, women, fashion, beauty and grooming). In addition
to consumer magazines, there are hundreds of forms of magazines or business
publications. Advertisers have numerous options when selecting magazinesto promote
their products.

Buying magazine space

It isimportant to select the magazinethat reachesthe type of people who congtitute
the advertiser’starget market. But because the advertiser can choose from severa
dternative vehiclesto satisfy the target market objective, cost considerationplaysan
important part. Each magazine'smediakit providesinformation about the compostion
of the magazine'sreadership interms of demographic and lifestyle profilesto the ad
agencies and the prospective advertisers. Themediakitsalso providethe pertinent
cog information inthe form of arate card, which includesthe advertising ratesfor
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different page sizes (full page, 2/3 page) and black and white, two-colour or four-
colour ads. Cumulative discounts may be available based on the number of pages
advertised during twelve consecutive months. Therate card also providesadditiona
information likeregional advertising rates, closing dates& mechanica requirements.
The CPM (cost per thousand) isused by advertisersto compare different magazine
buys TheCPM information for each magazineisavailablefromthe syndicate magezine
services The CPM figures can be obtained for not just theoverall readersof aparticular
magazine but also different sub-groups. For example, Feminaisread by women (the
overal group of readers) and the different subgroupswould be:

¢ \Women aged between 19to 40 years
¢ \Women from upper middle classand other highincome groups, etc.

Thus, itiseasier to find out the definite reach of amagazinethanto just calculate
agrossCPM for the magazine. CPM isuseful databut many other factorsmust be
taken into account in making amagazine vehicle selection decision.

M agazineadvertisng: Srengthsand limitations
Srengths
e Some magazinesreach very large audiences (e.g., the Reader 'sDigest).

e Magazines have the ability to pinpoint specific audiences (selectivity). If a
potential market exigsfor aproduct, mogt likely therewill be at least onemagazine
that reachesthat market selectively enabling an advertiser to achieve effective
rather than wasted exposure. Thistrandatesinto moreefficient advertising and
lower cost per thousand customers.

e Magazines have along life. They are used for reference and kept at home,
barber shops, beauty salons and doctor’s chambers for weeks. Magazine
subscribers often passaong their copiesto other readers, further extending a
megazine'slife.

¢ Intermsof qualitative consideration, Magazines add a ot beauty, esteem,
distinction, grace and quality to aproduct advertisement. Thesefeaturesarea
result of high level of reproduction quality and from the surrounding editoria
content that often getstransferred to the advertising product.

¢ Magazinescan providedetaled product information and convey thisinformation
with asense of authority. Thisisbecausethe editoria content of the magazines
contain articlesthat represent ingght, exercisecredibility, and theadscarriedin
these magazines convey asimilar sense of authority or correctness.

e Magazine hasthe creative ability to get the consumersinvolvedin adsor to
atract thereader’sinterest, thusmotivating themto pay attentionto theadvertised
brand. Thisability isdueto self-selection and reader-controlled nature of the
magazines in comparison to more intrusive media, such as radio and TV.
Magazines |et the reader make up their own pictures and sound. Magazines
makethemthink.

e Magazine advertisers sometimes go to dramatic lengthsto enhance reader
involvement. For example, Revion uniquely advertised onthe fashion magazine
pages by offering its customers eye shadow samples. Canadian Mist Whisky
and Absolute Vodka used ads with microchipsto play songs when the page



opened. RollsRoyceincluded aperfume stripin one of itsadsthat imitated the
smell of the leather interior of itscar.

Limitations

e Unlike TV and radio which infringe on the attention of the viewer/listener,
magazine advertising isnot intrusive. Thetarget customerscan easlly control
their exposureto an advertisement featured inamagazine.

¢ L eadtimeislonger in newspaper and in thisbroadcast medium, it isrelatively
easy to change an ad copy on afairly short notice and in specific markets. The
closing datesfor magazines are muchlonger asthese mediavehiclesrequirethe
advertisementsto bein hand six to eight weeksin advance.

¢ Clutterisaproblem. Thetarget audiencemay not actualy pay due attentionto
the different advertisements placed in the magazines, simply because they do
not want to interrupt their reading. Thus, they may skip the different
advertisements.

e Magazine advertising provides fewer geographic options and some of the
megazinecirculationwould bewasted for advertiserswhosetarget market resdes
onlyinalimited or particular area.

o A magazinemay differ largely initscirculation pattern. Thereadership isaways
better inurban areasthanin therura areasbecause of better literacy ratesin
urban areas, S0 advertiserswho areinterested in reaching young maleswould
not reach non-metropolitan readers. Thiswill necessitate placing adsinoneor
more additional magazines. Radio & TV provide more uniform coverage.

3.2.4 Radio

Radio isanearly ubiquitous medium. Radio has always been afavourite of thelocal
advertisers but now the regional and national advertisers also appreciate radio’s
advantage as an advertising medium. People are listening to more radio now than
anytimeinrecent decades.

Buyingradiotime

The cost of buying radio timeis reasonable. The radio station’sformat should be
compatiblewiththe advertiser’ sbrand imageand hiscreative message strategy. Another
consideration isthe choice of the geographic areasto cover. The national advertiser
buystimefromagationwhoseaudience coverage matchesthe advertiser’sgeographica
areaof interest. Another consideration isthe choice of theday, i.e., day of theweek,
time of aday, and theratesvary according to these criteria.

Radio advertisng: Strengths and limitations

Srengths

¢ When selecting the mediafor focused segments or selected segments, radio
canbecongdered just next to magazines. Thisisbecausewith radio advertising,
the advertiser hasthe flexibility to choose from the different radio stationsand
the variety of programmesthat are availablein order to closely match it with
their own st of target cusomersand the communication strategies. Theradio
can be used to pinpoint adsto specific groups of consumers— teens, sports
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enthusiasts, and newsfanatics. Theradio networks are made of hundreds of
sationswithdifferent formats, audiences, Sgnd strengths, coverage, etc.

A very important strength of radio isthat it can lead to increased involvement of
thetarget cusomersasit themat avery intimateand personal level. Theradio
announcerssometimesare extremely personableand convincing. Their message
comesacrossasif they were personally speaking to each audience member.

Theradioisa'universeof privateworld’ and ‘acommunication between two
friends . People select radio stations in amost the same way as they select
personal friends. Peoplelistento thoseradio stationswith which they closely
identify. Radio advertising islikely to be receptive when the customer’smental
frameismost conduciveto persuasiveinfluence. Radio advertising, then, isa
personal and intimateform of friendly persuasion.

When compared to the other mass media, the CPM advertising is cheaper
whenit comesto targeting aspecific audience.

Another advantage with radio advertising isthat the changesin the copy canbe
made very fast and information related to the latest market developmentsand
other newsworthy items can aso be accommodated. This can be ensured
becausethereare short lead timesand lower production costs. A sudden weether
change may suggest an opportunity to advertiseweather-related products. A
radio spot can be prepared quickly to accommodate the needsof the Stuation.
Advertisers can react very quickly. They can change the copy according to
what they havein stock or to aspecific Stuationor holiday.

The radio has the ability to transfer images from television advertising. A
memorable TV ad campaign that hasbeen aired frequently effectsin consumers
amentd association between thesight and the sound dementsinthe commercid.
Theimagethat hasbeen crested inthemind of the cusomer can bethen trandferred
to aradio advertisement. The advertisement can then employ the sound of TV
or somedternateformof thesame. Theradio commercid thusevokesinlisteners
amenta pictureof the TV ad, and the advertiser effectively gainsthe advantage
of TV advertising at thelower cost of radio.

Radio advertising can also gain out of getting influenced by the reputation of
some of theknown persondities or celebrities, when it advertisesshowshosted
by these personalitiesor when they act asthe brand’s spokesperson.

Limitations
¢ Radio advertisng suffersfromthe disadvantage of confusion that may be created

by advertising of several competitive brands; these may also suffer fromthe
disadvantage of interference, noise, etc. fromthe outsideworld. Also, people
have atendency to change channelsin order to avoid advertissmentson radio.

e |t isunableto employ visualizations. Many companies use radio advertising to

complement their advertising on other mediarather than completely relying on
radio as a sole medium. Thisreducesthe radio’stask from the one creating
visual imagesto the one reactivating imagesthat have aready been created via
TV or magazines.



¢ Thereisahighdegreeof audiencefractiondlization. One of the mgjor advantages
offered by radio advertising isselectivity. However, it isdifficult to reachalarge
and varied audience with one specific advertisement on agiven channel itself.
Thisisbecause every radio channel and programme attracts adifferent set of
target audiencewho may havetheir own set of interests, etc.

e Thereisadifficulty inbuying radio time particularly for nationa advertiserswho
wish to place spotsin different marketsthroughout the country. Sincealot of
radio channelsare operationa, the buying of this mediaishighly complexed by
different ratestructures. These may involveamix of fixed and variable discount
rates.

3.2.5 Support Media

Support media or special purpose media are ads on the walls of restrooms, on
T-shirts, onbuses and bus stops, on shopping cartsinstores, on storefloors, onrace
carsand boats, on apparel of players, on signsthat trail behind small airplanes and
products appearinginmoviesand TV programmes. These specia purposemediaare
minor inrelationto traditional advertisng media.

1. Out-of-home advertisng

Billboards are one of the examplesof out-of-home advertising. It aso encompasses
advertisng onbusshelters, giant inflatables, variousformsof transt advertising (ads
on buses, trucks), skywriting and T-shirts emblazoned with brand logos. The one
commonality among theseisthat they are seen by consumersoutsidetheir homesin
contrast to TV, magazines, newspapers, which are received at home. Outdoor
advertisng issupplementary rather than primary advertisng medium.

Billboard advertising

Name recognitionisthe primary activity of billboard advertisements. They are of two
types:

e Pogtersaresik-screened or lithographed and then brought and pasted as sheets
onthebillboard. Companies generaly sdll billboard space on amonthly basis.

¢ Painted bulletinsare hand painted directly on thebillboard by assistantshired
by the billboard owner. These bulletins are generally repainted every several
monthsto provideafreshlook.

Advertisers purchasetheselarge bulletins for aone, two or three-year period
withtheobjective of achieving aconsigent and relatively permanent presencein heavily
travelledlocations.

Buying out-of-home advertising

Outdoor advertising is purchased through companiesthat own billboards called plants.
Pantsarelocated inmgor marketsthroughout the netion. Agentsfacilitatethe purchasing
of outdoor space at locations throughout the country. Gross rating point (GRP)
representsthe percentage and frequency of an audience being reached by an advertising
vehicle. One outdoor GRP meansreaching 1 per cent of populationin aparticular
market and signal time. Advertising spaceissold intermsof GRP.
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Out-of-home advertising: Srengthsand limitations

Srengths

e Thereach of advertising is very broad and has the capability to attain high
frequency levels. It iscapable of encouraging attention fromal segmentsof the
population. When these type of advertising efforts are made in heavy traffic
aress, it can particularly ensure high exposure rates.

e Theadvertisersgeneraly indulgein out-of-home advertising to particularly
supplement their effortswith other media. Thiscan bedonein selected regions
where combination of advertising efforts need to be aimed using different media
options.

e |t canalso be described asone of theleast costly mediaof advertisingwhenit
comesto evaluating the reach of amedia onacost per thousand basis.

e Sinceabigger picture of life can be presented to the target audience with the
help of thistype of advertising, the marketer needsto be particularly careful
about the choice of the product and the package size to be highlighted where he
intendsto usethat larger presentations of product.

e |t providesan opportunity to reach the consumersasalast reminder before
purchasing. This explains why frequently purchased products and services
(cigarettes, soft drinks, beer, restaurants, etc.) arethe heaviest usersof outdoor
advertising. The advertisers hopeto have their brands seen just prior to the
consumer’s brand choice.

Limitations

e |t can affect generd group of consumers (inner city residents) but isnot ableto
highlight particular market segments (professonals).

¢ Short exposure, whichiswhy outdoor messagesthat haveto beread areless
effectivethan predominantly visual ones.

e |tisdifficult to measurethe outdoor advertising audience.

Infomercials

I nfomer cialsarefull-length commercid segmentsintelevisonthat last for thirty minutes
and combine both product newsand entertainment. A successful infomercial uniquely
blends both entertainment and selling. Earlier, infomerciaswereredricted primarily to
unknown companies salling skincare, balding trestment, exercise equipment and various
feel-good products. But the growing, respectability of thisform of advertising has
encouraged well-known consumer goods, companiesto promotetheir brandsvia
infomercias. Advertisers have found infomercialsto be an effective promotional tool
for dow-moving merchandiseand it ishereto say.

3.2.6 Interactive Advertisng Media

I nteractive mediahasthe ability to provide consumerswith virtualy full control over
the commercial information they chooseto receive or avoid.



The concept of interactive media

Thetraditional, advertisng may not be ableto invoke thesamekind of interestinthe
target customers, mind asis ensured by the interactive advertisng. Thisis because
they normally engage acustomer in apassive manner rather than ensuring hisactive
involvement. That i, the cusomer though getting exposed to thistype of advertisement,
has no control over the extent of information that will be retained. Thisisnot the case
ininteractiveadvertising, asthere thecustomer has complete control over the amount
of information that he wishesto retainfromagiven advertisement. Thetimelimit to
which hewould liketo expose himself to a given advertisement will be completely
dependent on hisown self. At asub-voca level, the customer can also beinvolved in
entering into aconversation with the advertisement message. He canaso request for
additional information smply by fulfilling somerequirements. The user and source of
commercid informeation areboth involved, rather than meretransmission and reception.

Audio-video CD presentationsof new products can be mailed to prospective

customerswiththe prospectsencouraged to call for additional informationor to invite
apersonal salesvist.

3.2.7 Alternative Advertising Media

Virtualy any spaceisapotentiad mediumfor amarketer’s ads. Following are some
aternative or unconventional mediaoptions.

Yellow Pages advertising

There arethousands of yellow pages directorieswhich are distributed to millions of
consumers. Thereareat least 4000 headingsfor the listing of different productsand
services (urgeons, resaurants, bridal shops, etc.). Local businesses comprise mgjority
of the yellow pages ads but national advertisers are also frequent users of yellow
pages. Usersof yellow pagestend to beyounger, are employed in professond, technical,
sdesand clerical postions, have high household incomes and are better educated than
the mass population.

Yelow Pages.
e Savestimefromhopping around for information
¢ Hdpsinfinding information quickly
e Aidsinlearning about productsand services
Thisisavaluable advertising medium.

Video advertising

Video advertising involves capturing the key visual and audio information about a
brand and distributing thisinformation to business and final consumers. Business
consumersarelesslikely to throw away avideo CD compared to abrochureand are
more persuasive. Video advertising is potentially more entertaining than primetime
advertising, and is thus more effective in gaining attention and influencing the
remembrance of an ad.
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Product placement in movies

Associations are created when abrand is placed in an attractive movie setting and
used by a respected actor. Such advertising preferably serves to enhance brand
awarenessif nothing else. Product placementsmay enhance brand attitudes.

Potpourri of alternative media

Imagination and good taste are the only limitsto the choice of an advertising medium.
Creative advertisersfind many waysto reach the consumers using dternative media
that either substituteor complement more conventional advertisng media. But effective
communication requiresthat al points of contact with the customers speak witha
snglevoice. Multiplemediaare of no avall if their messagesareincongstent or possibly
evenin conflict.

Internet

Thelnternet isahugeworldwide network of interconnected computersthat permits
the electronictransfer of information. Marketersare actively usingthe Internet asa
mediumfor not just promoting their brands, servicesand other offeringsbut areaso
using it as a selling interface. The Net user goes to the web in search of specific
information or merely inthe pursuit of newsor entertainment. Theuser usesvarious
linksto dig deeper and deeper for additional information or entertainment. Websites
areeffectiveonly to theextent that they areableto attract and hold the surfer’sattention.
ThelInternet serves asan electronic shopping mall where shopperslocate suppliers,
placeorders, have charges placed againgt their credit cards and receive shipments of
products by expended mail service. Lack of consumer confidence and the potential
for misuse of credit cards arethe only impedimentsto the I nternet serving asamajor
form of transacting commercia exchanges.

TheNet isamediafor the consumersbothto interact with the marketer and to
transact commercia exchanges. Surfersdevotether attention to those websitesthat
offer informational or entertainment value. They look to buy, but do not likeaggressive
selling. Marketers have to make their messages acceptable and enjoyable while
smultaneoudy conveying theinformation about brand virtueswithout being perceived
ashucksters.

Measuring Internet effectiveness. Research companies have evolved
techniquesto measurethe frequency withwhichwebsites are visited, thelength of the
visitationsand the path by which serversarrive at aparticular ste. Theinformationis
valuableto marketersin gauging the effectiveness of their Internet advertisng and in
determining how to improvetheir efforts.

3.2.8 Media Planning, Media Selection and Scheduling

Mediagtrategy isthe most complicated of all marketing communication decisions. As
already discussed earlier, a variety of decisions must be made when choosing the
media; which general mediacategoriesto use (TV, radio), the specific geographical
locations and deciding how to distributethe budget over timeand acrossgeographic
locations.



Media planning refersto planning the optimal usage of advertising space and
time. Thisisdoneto ensurethe achievement of theoveral communication objectives.
Mediaplanning isthe coordination of the marketing strategy, theadvertisng strategy
and themedia strategy. The marketing strategy, i.e., target market identification and
marketing mix selection, providestheimpetusand direction for the choice of good
advertising and mediastrategies. The advertising objectives, budget, message and
mediagtrategiesextend fromthe overal marketing strategy.

Therearefour interrelated activitieswhile developing the mediastrategy:

e Sdlection of thetarget customers

o Defining the mediaobjectives
e Selection of mediavehiclesand categories
¢ Negotiating and buying the chosen media

Selecting the target audience

Thetarget audience must be clearly pinpointed. Failureto precisely definethe audience
resultsinwasted exposures, i.e., some non-purchase candidates are exposed to ads
whilesome prime candidates are missed out. Four mgjor festuresareused insegmenting
thetarget audiencefor mediastrategy purposes:

(i) Geographic

(i) Demographic

(iif) Product usage (heavy, medium, light product users)

(iv) Lifestyle psychographicsand product usage information provides the most
meaningful basis for segmenting. The geographic, demographic and
psychographic (carefree) consderationsare combined for the purpose of target
audience definition.

Specifying media objectives
Fveobjectivesarefundamenta to mediaplanning—reach, frequency, weight, continuity
and cost. Therelevant questionsfor mediaplannersare:

(i) Inaspecified period, what isthe extent of the target audience who must be
exposed to theadvertising message; or inother words, what will bethe reach of
the advertising message?

(i) What should bethe frequency of the advertisement message at thelevel of a
giventarget audience?

(i) What should be the total weight of the advertising; that is, how much total
advertising isrequiredto achieve the stated reach and frequency objectives?

(iv) What should bethe approach to ensure appropriate allocation of advertising
budget over aperiod of time?

(v) How should oneplaninamanner that thetotal cost involved in achieving the
above objectivesisminimal ?

Reach

Reachisthe number of target customerswho receivethe advertiser’smessage at least
once during afour-week time period.
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¢ Thereach can be better and can be achieved at the level of greater number of
people when amedia company uses a number of mediarather than asingle
mediafor advertising purposes.

¢ Thereachof an advertisng campaignisdefinitely influenced by the number and
thetypeof mediavehicles salected to support acampaign. For example, giving
anewspaper advertisement in different newspapers, whicharelocally acceptable
indifferent regions, by cusomizing thecopy of different advertissmentsinregiond
languages

e Thereach of anadvertising campaign can aso beinfluenced by using different
mediumsduring different times of theday, e.g., radio advertising during drive
timeand TV advertising during primetimewould reach more potential sports
utility vehicle purchasersthan advertising exclusively during day time.

Frequency

The number of times, on an average, during which the membersof thetarget audience
isexposed to (see, read, hear) the advertiser’s message within atime period of four
weeksisreferred to asthe average frequency.

A isexposed to the advertisement twice (week 2 and 3), Cisnever exposed, F

is exposed only once (week 3) and so on. For each week, only 5 out of 10 are
exposed to the advertisement. Thismeansthat:

(i) A singlevehiclerarely reachesthefull target audience.
(i) Exposureto anadvertisng vehicle doesnot guaranteethat consumerswill

Seethe advertisement.
Target Market Total
MemberssWeek A B C D E F G H | J Exposure
1 X X X X X 5
2 X X X X X 5
3 X X X X X x 5
4 X 5
Total Exposure 2 4 0 3 2 1 3 1 2 2
Frequency
Digribution Percentage Cumulative % Audience Members
0 10 100% C
1 20 90% FH
2 40 70% A E 1]
3 20 30% D, G
4 10 10% B

90 per cent of the audience has been exposed to one or more advertisements.

90 per cent representsthe reach for thisadvertising effort. Reach is expressed as
smply 90 (dropping the %).

Frequency isthe average of thefrequency distribution. 20 per cent isreached

onetime, 40 per cent arereached two timesand 20 per cent reached threetimes.



1x20 + 2x40 + 3x20 + 4x10 200 _
90 90

Thus, during thefour week advertising, ninety per cent of thetotal ten members
of the given set of target customersare exposed to anaverage 2.2 times.

Weight

2.2

Advertisng weight refersto theextent of advertisng that onemust takeupinorder to
achieve thereach and frequency objectives of aadvertisng campaign. Thetota gross
weight that an advertising scheduleis capable of delivering isreferred to as Gross
Rating Point (GRP).GRPis primarily indicative of the gross or total coverage.

GRPrepresentsthearithmetic product of reachmultiplied by frequency.
GRP = Reach x frequency = 90 x 2.2
Determining GRPin practice

Infrequency distribution, reach and frequency figures are unknown at thetimewhen
the media scheduleis determined and the media planners need to find (by some other
way) how many GRPwill result from aparticular schedule.

Therating isthe proportion of thetarget audience presumed to beexposedto a
single occurrence of an advertising vehiclein which theadvertiser’sbrand isadvertised.
Say, 20 millionisthe target audience and 1.8 million read magazine X which carries
the advertisement.

Here, theratingis 1.8/20 = 0.9 or 9 (dropping the percentage). Add theratings
of magazines X, Y, Z inwhich the advertisement appearsto get the GRPvalue.

The concept of effective rating points

Thedternative mediaschedules are compared intermsof thenumber of GRP generated
by each. But a greater number of GRP does not necessarily indicate superiority.
Condder two dternativemediaplans X and Z, both of which requirethe same budget.
Plan X generates 90 per cent reach and an averagefrequency of 2, yielding 180 GRP.
Plan Z providesfor 166 GRP fromareach of 52 per cent and afrequency of 3.2. Plan
X issuperior intermsof total GRP and reach but plan Z hasahigher frequency level.
If abrand requiresagreater number of exposuresto be effective, then planZ may be
superior eventhoughit yieldsfewer GRP. Critics say that GRPrestson the dubious
assumption that every exposureis of equal value and that the 50th exposureisthe
sameasthe10thor the 1.

Advertisershaveturned away from the exclusive usage of theraw advertisng
weight (GRP) towardsa concept of media effectiveness.

An advertising campaignis said to achieve an appropriate reachif it ensures
that an optimal average of exposures have been achieved at the level of thetarget
customers, that is, they are neither too many nor too less. Insuch acase, an advertisng
schedule may be called as effective. But what istoo few or too many? Thereisno
clear answer to thisquegtion. It dependsontheadvertised brand’s competitive postion,
audience loyalty to the brand, message creativity and the objectivesthe advertisement
isattempting to accomplish inaparticular stuation. High level of weekly exposureto
abrand’sadvertising may be unproductiveto loyal customers because of alevelling
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off of advertising effectiveness. Brandswithhigher market share and greater customer
loyalty require fewer advertising exposures. Cregtive and distinctive brand advertisng
requires fewer exposures. The higher the hierarchy-of-effects of the advertising,
attempting to movethe consumer, the greater the number of exposures needed, e.qg.,
more exposures are needed to convince the consumersto buy than merely makethem
aware.

How many exposures are needed?

The minimum and the maximum number of effective exposures can be determined
only by conducting sophisticated research, whichistime-consuming and expensive.
Theadvertisershave subgtituted the rulesof thumb for researchin determining exposure
effectiveness.

Three exposure hypotheses addressthe main number of exposures needed for
advertising to be effective. Herbert E. Krugman argued that a consumer’sinitial
exposureto abrand’s advertising, initiates aresponse of ‘What isit? . The second
exposuretriggersaresponseof ‘What of it? . Thethird exposure and thosethereafter
aremerely remindersof the information that the consumer already haslearned from
thefirst two exposures. But Krugman's hypothesishad in mind threeexposuresto an
advertising message and not three exposuresto an advertising vehicle. Thedifference
isthat the vehicle exposure or an opportunity to see an advertisement (OTS) isnot
tantamount to advertising exposure. A reader of amagazineissuewill be exposed to
some advertisementsinthat issue but she will not be exposed to all or even most of
them. Likewiseaviewer of aTV programmewill likely misssomeof the advertisements
placed during aprogramme. Hence, the number of consumerswho areactively exposed
to any particular advertising message carried inavehicleislessthan the number of
peoplewho are exposed to the vehiclethat carriesthe message.

Thereisno specific number of minimum exposures—whether 3+, 5+ or n+, is
correct for al advertising stuations. What is effectivefor one product/brand may not
necessarily be so for another. Thereisno magic number.

An alternative approach: The effective index procedure

The objectiveisto select the mediaschedulethat generatesthe most exposurevaue
per GRP It entailsthefollowing steps:

(i) Estimate the exposure value (column B) of each level of vehicle or OTS
(opportunity to see an advertisement) that a schedule would produce. One
exposure addsthe greatest amount of value (.5), asecond OT S contributes
0.13 unitsof value (overall .63), athird exposure contributes 0.09 of value
(total 0.72). The vaduefunctionsreflect the decreasing margina utility with each
additional OTS. Onan OT Sof 10, the maximum value of 10 isachieved and
hence OTS in excess of, say 10, offers no additional value because each
additiona exposure contributesadecreasing value.

(i) Edimatethe exposuredistribution of the various mediaschedules (2). Schedule
| will reach 85 per cent of thetarget, i.e., 15 per cent of thetarget are exposed
0times(OTS=0=15per cent). Fromcolumn‘C'’ it isseenthat 11.1 per cent
of thetarget isestimated to be exposed once, 12.5 per cent is exposed twice,
13.2 per cent is exposed thrice and so on. Column ‘D’ of exposure value is



obtained by multiplying the exposure value ‘B’ of a particular number of
exposures with the corresponding percentage of target at that number of
exposures (C). Henceat OT S of oneexposure, theexposurevdueis.5x 11.1
=5.55, at an OT S of two exposures, the exposurevalueis .63 x 12.5=7.87,
and so on.

(i) The total exposure value is obtained by summing the individual exposure
value (5.55+7.87+9.5.....10.5) = 66.481. Similar calculationsare made for

schedulell.
Schedule-| Schedule- 11
A B C D E F
OTS ExposureVaue % of Target Vaue(BXC) % of Target Vdue
0 0 15 1 8 0
1 5 111 555 21 105
2 63 125 787 176 11.08
3 12 132 950 136 9.79
4 .79 110 8.69 109 8.61
5 85 84 714 8.6 731
6 90 6.3 5.67 6.6 594
7 A 50 4.70 52 4.8
8 97 39 3.783 39 3.783
9 99 31 3.069 30 2970
10+ 10 105 105 16 1.600
66.481

(iv) GRP= (1x11) + (2 x 12.5) + (3 x 13.2).... + (10 x 10.5) = 398.6.

Index of exposure efficiency = Exposure value/GRP = 66.481/398.6 = 0.167
for schedule | whereasit is.199 for schedulell.

A higher index value represents greater exposure efficiency and the second
mediascheduleismoreefficient becauseit accomplishes an equivalent exposurevaue
(66.482 versus 66.481), but with fewer GRPs and hence is less expensive. Also
whereas schedule | reachesahigh percentage of thetarget audienceten or moretimes
(i.e., OTS=10+=10.5), schedule Il focuses more on reaching the audience at least
onetime (OTS=1=21%), rather than wasting expenditures onreaching the audience
10 or moretimes.

The above approach has not yet been widely adopted by the advertisers.
Effective reach in advertising practice

Themost widely accepted view isthat lessthan three exposuresduring afour-week
media schedule is considered ineffective, while morethan ten exposuresduring this
period isconsidered excessive.

The use of effective reach rather than GRP asthe basisfor the media planner
leadsto using multiple mediarather than depending exclusively on TV, whichisoften
the strategy whenusing GRP criterion.
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Primetime TV isespecidly effectiveinterms of generating highlevel of reach
(1+ exposures), but may be deficient interms of achieving effectivereach (i.e., 3+
exposures). Thus, using effective reach asthe decison criterioninvolvesgiving up
some prime time TV reach to obtain greater frequency (at same cost) from other
media

Reach, frequency, effective reach, GRP, ERPare precisefiguresbut using them
blindly may bewrong. Theinitial decision makers never rely on numbersto makea
decision, asfor them, the number should be used solely as additional inputsinto a
decisonthat ultimately involvesinsight, wisdomand judgment.

Continuity

Continuing primarily indicatesthe timing of advertisng. That ishow an advertisement
isscheduled or allocated during thecomplete period of theadvertisng campaign. The
issueis: Should the mediabudget bedistributed uniformly through out the period of the
advertising campaign? Should it be spent in a concentrated period to achieve the
highest impact? Should some other schedule between thetwo extremesbe used? The
determination of what is best depends on the specific product/market situation. A
uniform advertising schedule suffersfromtoo little advertising weight & any onetime.
A heavy concentrated schedule suffersfrom excessive exposure during the advertisng
period and complete absence of advertising at all other times.

The advertisershavethreedternatives,

e Continuousschedule: Inthistype of schedule, thefocusisto ensure
relatively equal investment throughout the campaign. Such an advertising
allocation makessense only if theproduct is consumed in essentia equal
guantitiesthroughout theyear.

e Pulsng: Someadvertisngisused during every period of the campaign
but theamount of advertising variescongderably from period to period.

e Flighting: Inthistype of schedule, the advertiser decidesto vary the
investment pattern acrossdifferent months. For example, in somemonths,
theamount that may be spent ison the higher side, whilein some months,
it may also be zero.

The shelf space model of advertising

Highted or pulsed advertising schedules are necessitated by the tremendousincrease
in mediacost. Few advertiserscan afford to advertise heavily throughout the year.
They areforced to select periods when advertising stands the greatest chance of
accomplishing the communication and salesobjectives.

The shelf space modd or theory of effectiveweekly planning refutesthe above
argument. Erwin Ephron saysthat saleswould be zero if the consumer finds empty
shelvesupon entering ashop. Thesameistruefor advertising in flighted advertising
schedules. He saysthat thefirst exposureto advertisng hasagreater effect on sales
than the additional exposures (discounting the effectivereach of 3+ criteria). He says
that advertisersshould advise schedules geared to optimize the weekly reach rather
thantheeffective reach or the frequency. The argumentsareasfollows:

¢ Thethreeexposure hypothesistdlsthat advertisng must teach consumers
about brands and therefore requires multiple exposure. The shelf space



model assumesthat therole of advertising isnot to teach but influence
consumer’sbrand selection. Unlessit isanew brand, new use, or anew
benefit, not much learning isinvolved. The purpose of advertisingisto
remind, reinforce or evokeearlier messagesrather thanteachthe consumers
about the product benefitsor itsuse.

e Sinceadvertisng just influences brand selection, it must reach consumers
whenthey areready to buy abrand. Assure abrand presence at thetime
when consumers make a purchase decision.

e Advertising messages are most effective when they are closer to the
customersat the time of purchase, and asingle advertising exposureis
effectiveif it reachesthe consumersat the time when they are making
brand selection decisions.

¢ Thecost effectivenessof asingleexposureisthreetimesgreater thanthe
vaue of subsequent exposures.

¢ Rather than concentrating on the advertising budget to purchase multiple
exposuresonly at select times, the planners should alocate the budget to
reach more consumersquite frequently.

e |ftherewereno budget congtraints, theideal approach would beto achieve
aweekly reach of 100 (i.e., reach 100 per cent of thetarget audience one
or moretimes). Since most advertisersdo not have such abudget, the
next best approach isto reach as high percentage of the target audience
aspossiblefor asmany weeks. This can be done through:

(@ 15 seconds/30 seconds advertisement

(b) Spreading thebudget among cheaper mediarather than exclusively
inTV advertisng

(c) Buying cheaper TV programmesrather than exclusive primetime
network programmes. These strategies free up advertising dollars
which can be used to reach ahigh percentage of thetarget audience
continuoudy rather than sporadically.

Cost

To achieve acontinuous rather than asporadic presence is appeaing but no single
approach iseffectivefor al brands. Thoughthefirst exposureismost popular, each
brand has a different situation. The leader has different frequency needs than a
competitor with lessmarket share. Every brand doesnot have the sameneedsfor the
frequency cost consideration.

Mediaplannersattempt to alocate the advertising budget in acost-efficient
manner subject to satisfying other consideration/objectives.

Cost per thousand (CPM) isthe cost of reaching athousand people. Thus, this
may actually be defined asameasure that indicatesthe cost incurred to reach out to
every thousand membersof thetarget audience.

(CPM-TM); where CPM = Cost of advertisement/number of contacts or
number of total (target market) TM contacts expressed in thousands; and

CPM-TM > CPM

Media Management

NOTES

Self-Instructional Material 111



Media Management

NOTES

Check Your Progress

4. What are the two drawbacks
of the Internet serving as a
magjor form of transacting
commercial exchanges?

5. What is the definition of
‘reach'?

6. What is the objective of the
effective index procedure?

For example, an advertiser promoted hisbrand on programme X with arating
of 24.5. Thismeansthat 24.5 per cent of approximately 97 million US householdsor
23,765,000 households were tuned in to X. A thirty-second advertisement costs
$4,00,000 on this programme. CPM = 400,000/23765 = $16.83. But if the target
audience consgts of women aged 18 to 49 which congtitutes 35% of thetotal audience
or 8,317,750, then CPM-TM = 40, 0000/831775 = $ 48.09.

CPM and CPM-TM are useful for comparing thedifferent advertisng schedules.
But these are measures of efficiency and not effectiveness. A mediaschedule may be
extremely efficient but ineffective becauseit either i) reachesthewrong audience, or
ii) isinappropriate for the product category advertised.

CPM measureslack comparability acrossdifferent media. The various media
performdifferent rolesand are therefore priced differently. A lower CPM for radio
doesnot meanthat buying aradio isbetter than buying amore expensive (CPM wise)
TV schedule.

It ispossibleto misusethe CPM statistics. Thisis because every time vehicles
with a particular medium may not be compared on the same basis. The CPM for
daytime TV advertising scheduleislessthan primetime schedule but the comparison
iswrong. The proper comparison would be between two daytime schedulesor between
two primetime schedules. Similarly it would be inappropriate to compare the CPM
for a black and white magazine advertisement against a four-colour magazine
advertisement unlessthesetwo advertisementsare consdered equal in termsof their
ability to present the brand effectively.

Trade-offs

Given afixed advertising budget, the mediaplanner cannot simultaneoudy optimize
the reach, the frequency and the continuity objectives. Trade-offs must be made.
Optimizing oneobjective requires sacrifice of other objectives. If youwant to reach
more people, you cannot reach them as often as you like with afixed advertising
budget. If you want to reach them more often, you cannot reach asmany. Similarly, an
advertiser cannot simultaneoudly increase the advertising continuity and thereach or
thefrequency.

Each mediaplanner must decidewhat isbest, given the particular circumstances
surrounding the advertising decison facing his brand. Achieving effective frequency
(3+ exposures) isimportant when the brandsare new, or when the established brands
have new benefitsor uses. In these circumstances, thetask of advertisingisto teach
consumers, and apart of teaching isrepetition. The more complex the message, the
greater isthe need for repetition to effectively convey the message. For established
brandsthat arewell known, the advertising task is of reminding consumersabout the
brand. The advertising budget in this situation should be allocated to achieve the
maximum level of reach.

3.3 MEDIA STRATEGY
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Before going ahead with the process of coming out with different mediastrategies, a
mediaplanner should concentrate on developing a creative mediaplan. Thisshould be
based onthe media objectivesthat have been set by the planner.



3.3.1 Srategies for Developing a Media Plan

A mediaplan should havethefollowing sectionswith important key elementsincluded

init:

e Thecommunication goalsof the overall media campaign: This section
should completely describe dl the goalsthat are being takeninto consderation
for mediaplanning.

e Target audience: Thissectionshould definethetarget audiencefor aparticular
campaign and thereforeall theinformation should be collected with respect to
the statistics by demographics, psychographic profile, etc. That isall relevant
information related to thetarget buyers and should beincluded asapart of this
section.

e Mediaoutlets: Thissectionshould include information on the different media
outletsthat will be consdered for incluson inthemediaplan.

e Media strategy: This section should discuss the strategy that should be
considered in order to go ahead with the process of mediaplanning.

e Budget and calendar: Thisshouldincludetheoveral budget of mediaplanning
and the complete schedule of the activities.

Example of acalendar that canformapart of the mediaplanisasunder:

Date Activity Status/Comments

October 10 Finalization of media plan

October 20 Finalization of the medialist

November 15 Finalization of the media materials

November 30 DISFYI bution of alertsto media
vehicles

December 15 First News Release

December 20 iFrlurSt Advertisement Release

December 25 iSnecond Advertisement Release
Begin pitching after ensuring

January 2 availability of stocks
Advertisements at regular intervals

January 15 supported by persona selling
programmes

Mediaplanning actually works asalensthrough which themarketer canfocus
onthe marketing objectivesonce again:

Reviewd of the marketing objectives of the company

Reviewing the optionsavailable with the company

Evaluation of the optionsthat the company hasagainst what they expect to
achieve

Setting the budgets dlong with the senior management of the company (both
minimum and maximumamounts that the company will have availableto

spend)
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¢ Evduation of different scenarioswhich can providethecompany idessrelated
to what can be achieved withinthe budget congtraints

e Summarization of the plan that hasbeen devised

Theprimeguidelinesfor anidea mediastrategy:

¢ Themediastrategy should be different and moreinnovative thanthe media
drategiesadopted by different competitors.

e The mediaplanner should be creative. Thisalso depends upon the total
investment made by the marketer. A creative mediastrategy is capable of
bringing extraordinary results for a marketer rather than any ordinary
marketing Srategy.

o A mediadtrategy should aways beinitiated with the quantitative proof of
different choicesof mediaavailable and thus choosing the best mediaoption,
however, at the latest stageit should be more quditativein nature.

Each mediastrategy containsfive basic dements. Theseinclude:

WHO Defining the target audience

WHERE Assessing geographic spending

WHEN Scheduling of the advertising campaign
WHAT Creative considerations to be made
HOW MUCH Mediaweight/delivery

Threeimportant mediastrategies haveto be developed by the media planners.
Theseinclude:

¢ Selection of geography where amedia plan hasto be launched.
e Thetiming of thecampaign
e Categoriesof mediathat can be used. Thisisalso knownas mediamix.

All these decisonshowever, haveto betaken keeping inmind the overall budget
of mediaplanning. It isextremely important for amedia planner to therefore alocate
the budgetsappropriately by designing anoptimal strategy.

Decisions related to media mix

Theimportant decisionsthat need to betaken arethose related to findizing the media
mix. It isvery important for the advertiser to decideon the mediathat he would be
using for advertising purposes. This should bedone kegping inmind not just the overal
mediaobjectivesbut also the different characteristics of important mediavehiclesand
theoveral budget congraints.

When planning for the mediamix, agood mediaplanner should consider options
fromacomplete spectrum of mediaoptionsthat areavailableand not just thetraditional
mediaoptions. That is, al opportunitiesthrough which aplanned and unplanned brand
contact with the customers can be achieved, should be explored by amedia planner.
Thevarious optionsincluding participation in conferences, exhibitions, indulging in
sponsorships, online advertising, direct marketing activities, etc., should be considered.
Themost important decisionsthat needto betaken arethose related to the scaleand



stuations of media, inorder to ensurethat no opportunity isleft out wherever abrand
contact can be achieved.

It isvery important to decide upon the approach of amedia, that is, whether
one should follow amedia dispersion approach or amediaconcentration approach.
These two approaches may be explained asfollows:

¢ Themediaconcentration approach: Thistype of approach generally
involvesthe usage of fewer mediaon which aperson concentrates. Inthis
case, the per mediaexpenditureisonthe higher sde. Thistype of approach
isgenerally used when the mediaplanner believes that amedia space may
particularly be used by the competitor and therefore, the customer may be
exposed to anumber of brandsand this may result intheultimatefailure of
theoverall mediaobjectives.

e Themediadisperson approach: Thisinvolvesthe usage of multiple media,
thus, thistypeof agrategy may useacombination of mediasuch astelevision,
newspapers, internet, magazines, radio, etc. Thistype of strategy will be
used when mediaplannersare of theopinion that asingle mediamay not be
appropriate enough to reach the entire target audience, therefore, multiple
mediamay berequired to servethe overall mediaobjectives.

Decisions related to media category

It isimportant to select the right mediacategoriesin either of the above discussed
drategies. Thisisbecause different media categories suit different media objectives.

Three types of media categories have been classified. Theseinclude:
e Massmedia

e Direct response media

e Point-of-purchase media

The selection of the media category should be done closely in alignment with
theoveral mediaobjectives. For example, if the objectiveisto create broad avareness
about abrand, that is, reaching out to largest possible consumersisextremely important,
then a media planner will be more inclined to choose mass media as the category.
Examples of massmediainclude TV, radio, newspaper, magazine, etc.

However, if the objective of themediaplanner isto develop relationship with
thetarget customersor to ensurethe sale of the product throughdirect response, then
thecategory to be used isdirect response media. Examplesincludetheinternet, mohbile
phone, etc. For example, severa online advertisements directly connect the customer
with purchasing aproduct or inorder to get into aprocess of application, etc., which
developsarelationship between the customer and the marketer.

Yet another type of the mediacategory isthe point-of-purchase mediacategory.
The examplesinclude free samples of the product, bonus offersand schemes, money-
offs, coupons, etc.

Each of these media categories hasadifferent role to play fromthe perspective
of the overall media objectives. Thisisbecause each of these media categories plays
animportant rolein ensuring brand awareness, brand recall or enthusing a purchase
behaviour.
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Thedifferent strengthsand limitations of different mediacategoriesmay also go
onto impact the overall decisionsthat will be made by amediaplanner. It isfor the
media plannersto assess carefully whichmedia categoriescan havethegreatest impact
ontheir mediaplans. Additionally, the cost involved in each mediacategory isanother
important and very crucial criterion, Snceamediaplanner hasto operatewith the cost
congraints.

Decisions related to geographic allocations

It isalso important for the media plannersto allocate the advertising by different
geographies. The three approaches that may be followed by a company for the
allocation of advertising by geography include:

e National approach: Thisinvolvesadvertisinginasimilar manner inall the
marketsor geographies.

e Spot approach: Thismeansadvertisinginonly sslected marketsor geographies.

e Combined approach: Thiscombinesthe concept of national and gpot approach.
That is, theadvertising isdoneindl marketsor geographies, however, in selected
geographies additional expenditure isincurred for the advertising.

The choice of the media planner out of thesethree approacheswould largely
depend upon the sales structure of the organization. For example, if the product of a
company sllsinal the markets, thenthe nationa approach may be chosen, etc.

While studying the geographic allocation of advertisng, two aspectsthat are
extremely important to be considered while deciphering amediastrategy include:

Brand Devel opment Index (BDI): may be defined asthe percentage of brand
sdesinamarket divided by thetota population. The result obtained isthen multiplied
by 100.

Category Development Index (CDI): may be defined as the percentage of
the product category saesdivided by thetota population. Theresult obtainedisthen
multiplied by 100.

Decisions related to media schedule

After taking decisions related to the media mix and the geographic allocation of
advertising, it isnow important for an advertising agency to understand and decide
upon thetiming of advertising. There are three methods fromwhich media planners
can choose whiletaking decisonsrelated to mediaschedule. Theseinclude:

e Continuity scheduling: Thisapproach spreadsthe mediaschedule uniformly
acrossall months. Thistype of advertising generally requiresahigher budget
and therefore may not be suitable for small sized companies.

¢ Flight scheduling: Thisapproachinvolvesdternating advertisng acrossmonths.
Thusinsomemonths, heavy advertisng may be planned, whilein otherslighter
advertisng may be planned.

¢ Pulsescheduling: Thisapproach generally combinesboth continuity and flight
scheduling gpproaches. That isin somemonths, continuousheavy advertisingis
done depending upon the seasonal pulsesof the brand, whereasin some months
very light advertising may bedone.



Each of the above approaches of mediascheduling hasitsstrengthsaswell as
weaknessfor advertisng. However, it depends upon the campaign inquestion and
therefore the mediaplanner should take the decisions accordingly. Generally, three
factors are important for amedia planner while taking decisionsrelated to media
scheduling. These areconsumer’s product purchase cycle, seasonality of aproduct
and the interval that a consumer ensures between his decision making and the
consumption of theproduct. In case of the new product launches, the media planner
generdly takesthedecision of relying on heavy monthsin greater percentage of period.
Thisisbecause the prime objective of the advertiser in case of anew product launch
isthat of awareness-oriented and educational advertisng.

Themediascheduling can also be based upon thefollowing approaches:

e Seasond timing
Holiday timing
Days-of-the-week timing
Hours-of-the-day timing
The other factorsinclude frequency objectives, budget and publication
frequency
3.3.2 Srategies for Media Selection
Primarily two types of media have been identified. These include traditional and
aternative media. A brief description of these types of mediaisgiven below:

Traditional Media
e Broadcast Media: Examplesinclude TV, cable, radio, etc.
e Print Media: Examplesinclude newspapers, magazines, etc.

e Outdoor Media: Examplesinclude billboards, signboards, buses, posterson
roadsides, etc.

Alternative Media

¢ Direct Response Campaigns
Sponsorships
Non-profit tie-ins

Participation in conferences
Internet, Web

e E-commerce, etc
Decisions related to media tactics

The primary task of the media plannersisdeveloping the mediastrategy in accordance
with the mediaobjectives. Decisionsrelated to mediatactics aregeneraly handled by
themediabuyers. In order to take care of the designed mediastrategies, mediabuyers
now select the mediavehiclesinorder to implement the mediastrategies.

Origindly, the mediadepartment was divided into two departments.
e Mediaplanning
e Mediabuying
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Intheearlier years mediabuying haslargdy conssted of administration oriented
functions. Thefunctionsof scheduling, booking and administrationrelated with media
planwere primarily taken care of by mediabuyers.

Severa developmentswith the mediaagencies are becoming more and more
independent, and media planners are now considered as caretakers of the media
drategy and are also responsiblefor itsformulation. They are primarily responsiblefor
defining mediaobjectives. With this changing role of mediaplannerswith time, the
media buyers are also becoming an integral part of the whole process and are
congdered respongblefor actual campaign delivery.

A mediabuyer may have adirect impact on theactual content of themediaplan
dueto hisactiveinvolvement inthefollowing:

¢ Negotiation of therate
e Monitoring of thebudget and rate

e Campaignmonitoring
e Scheduling
Thesefactorshavegiven riseto anew concept implementation planning.

There aretwo primefactorsimpacting the selection of mediavehiclesby the
mediabuyers. Theseare:

¢ Reachconsderations: It isimportant to make surethat the mediavehicle

that isbeing selected ensuresto achieve the desired reach objectives. The

objectiveswhichinvolvetargetsof highlevelsof reach to be achieved will

alwayslead to the selection of greater number of different sets of select

vehicles. Multiplevehicles can help inthe selection of higher reachlevels.

By analyzing the audience composition mix of different mediavehicles,
onecanamat creating an optima mix of different mediavehicles.

¢ Freguency condderations Incomparisonto reach, highlevelsof frequency
can definitely be achieved using lower number of mediavehicles. The
level of duplication withinthe small set of mediavehiclescan beincreased
to impact frequency levelsin apositive manner. Media plannerstend to
select broadcast mediawhen the communication goa isto achieve higher

frequency levels.
Characteristics of different media vehicles

Mediabuyerswill dways evauate intermsof quditative aswell asquantitative terms
in order to achievethedesired reach and frequency levels. The characteristicswhich
can be measured numerically are termed as Quarntitative characteristics. The examples
of these characterigticsinclude vehicleratings, audience duplicationwith other vehicles,
the coverage achieved geographically, costsinvolved, etc. Mediacos canbe calculated
using two methods:

e CPP: also knownascost per rating point. Thisistype of method isgenerally
used for the broadcast media vehicles. Inorder to derivethe cost by thismethod,
generally the cost of a 30-second commercial by theratingsof thevehiclein
which the advertisement is placed iscalculated.

e CPM: asoknownascos per thousand impressions. CPM iscalculated using
thegrossimpressionsthat arereceived by an advertisement andthe cost incurred.



CPM isgenerdly used for newspapers, pressadvertisements, magazines, etc.
However it can be used for severa other types of media.

Process of selecting media vehicles

Mediabuyersusedifferent tool in order to select different typesof media. They give
due consideration to the qualitative (which are related to reach and frequency
considerations) and the quantitative characteristics of different mediavehiclesand
then ultimately go ahead with making the selection of the different mediavehicles.

M atching of vehiclewith brand’starget audience

Audience of the vehicle Brand’ starget audience

Thereisonly some overlap between
the vehicle audience and the target
audience; some coverage gets lost
also

Fig. 3.1

Therefore, the media planner needsto be extremely careful while selecting a
mediavehicleinorder to ensurethereisamaximum match betweenthetarget audience
of the mediavehicle and that of the brand so that there is minimum wastage of the
coverage.

Thedifferent vehicleeffectsareasfollows:

e Editorid environment: For example, one of the magazinesmay providea
better environment which hasagreater compatibility with respect to the
product requirements. Thisisbecause of itseditorial content.

¢ Product andimagefit: For example, amagazine may have ahigh prestige
vaue.

e Technical capabilities: this includes the audio, visual, advertisement
reproduction quality, colour options, production flexibilitiesand options
available, etc.

o Competitive useof the given vehicle (level of competitive messageclutter)

e Theclutter of message

e Likdihood of commercid exposure: thiscanlargely depend upontheinterest
of theaudienceand their involvement.

« Factorsrelated to the copy of the advertisement: thisincludesthe appeal
used in aparticular advertisement, the message complexity, the sizeand
colour of the advertisement.

The selection of amedia vehicleis extremely important with respect to the
exposureit provides. Therefore, one must carefully take these decisons.
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Threemainfactorsare primarily important while taking the exposure decisons
with respect to media planning:

(@) Marketing factors

L ess exposure M or e exposure
e Established brand e New brand
e Dominant market share e Low market share
e High brand loyalty e Low brand loyalty levels
e Purchase cycle—Long e Purchase cycle— Short
e Usagecycle—Long e Usage cycle— Short
¢ High involvement product e Slow learning curve
e Purchase decision - Emotional e Low involvement product
e Purchase decision—Rational
(b) Creative factors
L ess exposure M or e exposure
e Simple message e Complex message
e Consistent attitudes e Changing attitudes
e Unique selling preposition e ‘Metoo’ message
¢ Ongoing campaign e New campaign
¢ Onetimeimplementation e Severa executions
e Slow wear out e Fast wear out
e Largeunit e Smal unit
e Long commercia e Short commercial
(c) Mediafactors
L essexposure More exposure
e Low clutter e High clutter
e Sympathetic environment ¢ Non sympathetic environment
e Captive audience e Uninvolved audience
e Ongoing campaign e Short burst
e Mixed mediaschedule e Single medium

Promotional support

No promotion

Thus, it isimportant to redlize that every mediastrategy document should includethe

discussononthefollowing:

e Marketing environment around the brand
o Target market inwhich the brand participates
e Budget of the campaign
¢ Regiondlity or geographic consderations

e Timing/ Seasondlity of the brand sales

e Communication objectives of the brand including exposure objectives
o Overdl drategy
e Concluson




3.3.3 Srategies for Assessing the Effectiveness of the Media Plan

Mogt of the marketerslink their advertisementsto thereturnsthat can be achieved
through their advertisements, and since mediabudgeting accountsfor 80 per cent and
more of thetota advertisng budget, it becomesextremely important for the marketer
to assessthe effectiveness of amediaplan.

Therefore, oftenthe measuresfor assessng the effectiveness of mediaplansare
being developed and they are infact being made part of a media plan. The definite
measure isthe sales of the product. However, the other aspects such asincreasein
brand recall, changesin theintensonto buy a product and awareness shifts created
for aproduct are also being consdered extremely important for amediaplanner while
deciding upon the measuresto befinalized for assessing the effectivenessof amedia
plan.

Today, multiple indicatorsare being used in order to measure theresultsof a
campaign. Thisis because of thehierarchica nature of the media effects.

The different measuresand indicatorsthat are being considered to evauate a
givenmediaplaninclude;

¢ Actual implementation of all the stages of media planning, that is, the

scheduled mediaplacements, etc.

e Theratingsthat the different commercials have received or whether the
desredreach and frequency levelsarein coherence withtheoverdl planned
communicationgoals.

Exposureto aparticular mediavehicleisone of thedirect measures of

assessment.

Brand awareness created by acampaign or amediaplan.

Comprehension of theintended message at thelevel of thetarget audience.

Thelevel of conviction that hasresulted - isit expected to lead to any

changesin brand preferences or avarenessshifts, etc.

e Theresultsarealso measured intermsof action- hasthecampaignled to
anincreased purchase fromthetarget cusomersand thushasit contributed
to increased salesfor the product.

It has been researched that the measured results of brand awareness,
comprehension, convictionand action are oftentheresult of exercisessuch ascregtive
communication, execution through advertising and media planning efforts.

The marketer can ensure the assessment of the media plan using the services of
independent market research firms asthey are expected to bring forward completely
unbiased findingsin front of the company. The different typesof assessment methods
include:

Surveys

Market research agencies

Feedback devices

Retall or salesaudits

Tracking (used particularly for online advertising)
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M edia blocking chart

Following arethe characteristics of amediablocking chart:
¢ It summarizesthedifferent mediastrategy aspectsand mediatactics

e |tisgeneraly formatted in accordance with acalendar included in the media
plan. Thisisusualy done onamonthly bass.

e Thischart includesall implementation detailswith great focus onthe execution
of all activitiesas per the plan.

Monitoring the media plan

Once the mediaplanner isthrough with the media plan, itscontinuous monitoring is
equally important asitscreation.

Onemust ensurethat thefollowing four aspectsare continuoudy scrutinized:
¢ Budget vs. expenses
¢ Performance of thebrand
¢ Environment around the brand
¢ Thebrand awarenesss, recdl and recognition, etc.

Media planning may be described as an ongoing process and is constantly
challenging in nature. It should be extremely dynamic in order to meet the dynamic
market Stuations.

3.3.4 Media Satus in India

I ndian mediacomprises of various | ndian mediums of communication suchasTV,
newspapers, magazines, radio, cinemaand theinternet. Most of the Indian mediaare
regulated by large conglomerateswho earn profitsthrough advertising, saleof copyright
material and subscriptions. The Indianfilmindustry isone of the largest intheworld,
second only to the American Film Federation. Indian media also consists of over
70,000 newspapers, making it thelargest newspaper market intheworld selling 100
million copiesinaday. It aso has 690 satdllite channels (including more than 80 news
channels)

The Indian mediawas established during the late 18th century with print media
in 1780 and radio broadcasting in 1927. The first screening of Auguste and Louis
Lumiere moving pictureswasdonein Bombay (July 1895). Apart fromthe brief period
when PrimeMinister Indira Gandhi had declared aperiod of emergency (1975-1977),
I ndian cinemahas been constant and unperturbed by any political retribution, making
it afreeand independent entity.

In2011-12, Indiawasranked 131t out of 179 countriesby the French NGO,
‘Reporters Without Borders', who compile and publish an annual ranking of the
countriesworldwideof their pressfreedomrecords. India’s131st rank wasquite a
setback fromthe previousyear.

Satus of print media

Thetechnology of printing was brought to I ndiaby the Portuguese missionaries. The
Portuguese ingalled thevery firg printing pressin Goain 1557. Their purposewasto
publish and circulate the Evangdlical literaturethus spreading Chrigtianity in India. In



1684, the East IndiaCompany set up aprinting pressin Bombay, in1772in Madras
and in 1779 in Calcutta. However, there were hardly any attempts for publishing
newspapers by the company because many of its officialswere corrupt. They were
involved in private trade and thus had accumulated huge amounts of money. They
never wanted to disclosetheir malpracticesand wealth accumulated by privatetrading
inIndiaand especidly in Britain. Anofficer, William Bolts, attempted for the very first
timein Calcuttain 1776 to publish anewspaper. Somerecords mentionthisdate as
1768. But inreturn hewasordered to leave Bengal and finally Indiaby the colonial
officers.

For the next twelve years no onedared to think of publishing newspapers. It
wasonly on 29 January 1780 in Calcuttawhen James AugustusHickey published the
first newspaper of colonia Indiain English. The paper was named as Bengal gazette
or Calcutta General Advertiser and it was claimed to beimpartial. It proclaimed
itself under the masthead, as*aweekly political and commercial paper open to al
partiesbut influence by none’. Hickey straightforwardly criticized the government
officialsand attacked the then Governor General Warren Hastings.

The mogt significant development in journalismin post-independence Indiawas
theinclusion of freedom of pressin the constitution of the country. It isanindirect
insertion inArticle 19(1)(a) which givesthefreedom of expression to the people of
India. Thelarge-scaleexpansion of the pressin Indiaisadirect consequence of this
right to freedom. Presently there are 69,223 publicationsregistered with the Registrar
of Newspapers. The number given here includes newspapers and various other
periodicals.

Another important development was the categorization of newspapersinto
national and regional categories. During the independence movement almost all
newspapers appeared to be national in character because they were pursuing the
snglenationdis misson of independence. However, the massivegrowth of newspapers
in the post-independence Indiaand the reorganization of the nation by the way of
making statesonthe basisof linguisticidentities on the one hand and the establishment
of federal structure widening the gap between the centre and states led to this
categorization. The newspaperswere aso divided into three mgjor categoriesof big,
medium and small depending upon the capital investment and circulation.

Themgor mediahouses sarted anumber of magazinesfor varioustarget groups
during this period. Magazineslike Dharmayug, Dinaman, Sarika, Parag, Femina
and Filmfare of Bennett, Coleman & Co. Ltd., and the llustrated Weekly, Saptahik
Hindustan, Nandan and Kadambini of the Hindustan Times group werevery popular
during this period. The Sunday and the Ravivar weeklies of Anand Bazar Patrika
group and the Caravan, Sarita, Mukta and other magazines of Delhi Pressalso had
awide readership.

Theregional newspapers have dso beenas srong asthe national press. Agj,
Dainik Jagaran, Amar Ujala in Uttar Pradesh; Searchlight and Prabhat Khabar
in Bihar; Rajasthan Patrika in Rajasthan; Nayi Duniya, Nav Prabhat, Dainik
Bhaskar, Nav Bharat, Hitavad and M.P. Chroniclein MadhyaPradesh have enjoyed
awidereachand circulation. Similarly, Eenadu in Andhra Pradesh; Matrubhumi and
Malayala Manorama in Kerala; and Tina Bhumi and Dinakaran in Tamil Nadu are
the major newspapers having consderable impact.
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The expanson of theterrestrial network of the government-owned televison
network Doordarshan and the introduction of colour technology in the post-
Independence period has made television themost popular media. Infact, looking at
its popularity, various media houses started producing video magazines. One must
remember that the video coverage produced by ‘ Living MedialndiaLimited’ of the
anti-Manda agitation made alot of stir among the people.

The cableand satellite channels mushroomed al over the country. During the
gulf war, picturesshown extensively on CNN were seen by the peoplein Indiawith
the help of the newly emerging cable service providers. Thiswasaso the beginning of
viewing of variousinternational channelsand aprocess of globalization started.

The new economic thinking and the subsequent beginning of globalization
brought many changesin various countries. In India, the impact of globalization was
fdt in the beginning of the 1990s when the then government of PV. Narashimha Rao
started the process of liberalization by doing away with the bureaucratic and
complicated license regime and privatization by disinvesting in major government-
owned industries and doing away with the monopolies. This was the time when the
information and telecommunication technologies witnessed mgor innovations and
developments.

The sale of newspapersin Indiaincreased by 11.22 percent in 2007 and by that
time, India, Chinaand Japan were publishing 62 of theworld’s bestselling newspaper
dailies. India, in2007, wasthe second largest market for newspapersinthe world by
consuming 99 million copies.

Status of radio broadcasting

Radio isauseful and powerful instrument for mass communication. In developing
countrieslikelndia, radio isanimportant mass media. Asmorethan 30 per cent of the
peopleareilliterate, radio caterstheinformation and entertainment needsof the people
as they cannot read the newspapers. Further, for disseminating the development
messages, radio isthe most effective medium.

Today theradio hasbecomeinteractiveand has started live broadcast too where
people can participate by sharing their viewson topicsthat arediscussed. Almogt all
servicesof All IndiaRadio offer live participation of audiences. The FM radio stations
are much ahead in this regard. People can inform the FM station about various
happenings and eventsthey witnesswhilethe programmeisonair. For instance, the
eventslikeroad accident, traffic jams, suddenfall intemperature or rainsinaparticular
area, storms, etc. Thus, people could associate themselves morewith radio. They
found themselves participating in the programme which was certainly exciting. This
technique also increasesthe listenership which isgood for radio channelsfor their
survival by getting more sponsors.

All IndiaRadio (AIR) and Doordarshanwere mediaunitsunder the Ministry of
[&B. 1n 1997, both became part of Prasar Bharti, an autonomousbody formed under
the Prasar Bharti Act for public service broadcasting.

After the economic reforms of 1991, satdlite televison channels worldwide
including CNN, BBC, CNBC and other foreign television channels entered the



Indian satellite broadcast. 1n 1993, Rupert Murdoch entered the Indian market and
TV setswere found to be a part of 47 million householdsin India. Cable TV and
Satellite TV gained popularity and reformed Indian television and viewership. In
2009, Indiaranked 4th in the number of televison broadcast station, with 1400
functiond TV gations.

Community based FM broadcasting license for educational ingtitutions, civil
society organizationsand agricultural centresgot the Central Government’sapproval
on 16 November 2006. Community Radio isallowed atower with amaximum height
of 30 metersand a 100 Waitt Effective Radiated Power (ERP), withalicensevalid for
fiveyears. Only one licenseisissued per organization, isnon-transferable and should
be used specificaly for community development purposes.

Status of telephony sector and Internet

By 2011, Indiahad 34 millionfixed telephone linesand 880 mobile phone connections
inuse. BSNL and MTNL havethedominant service provider statusinthefixed line
service domain, where BSNL controls 79 percent share of fixed telephonelines. In
the mobile phone sector, Bharti Airtel controls the largest share of 24.3 percent
subscribers closely followed by Reliance Communications and Vodafone with 18.9
percent and 18.8 percent respectively. BSNL hasashare of amere 12.7 percent. In
August 2010, thetota fixed line and wireless subscribersreached 688 million.

Theinternet becamequite prominent in Indiaby 1996 with atotal of 100 million
users, congtituting 8.5 percent of the population by 2010. Indiaranks 10thintermsof
the broadband internet usersas broadband internet was accessed by 13 million people
inIndiaby 2010.

3.3.5 Media Characteristics

Mediaisenmeshed in our lives. They arethe source of power aswell asof meanings.
We are dependent on regular contact with mass mediafor informetion, entertainment,
ideasand opinions. Since the mid-nineteenth century, we have beenlivinginaculture
dominated by themedia. The press, filmand cinema, television and the I nternet have
developed as means of public communication. Our culture exists within awider
‘mediated world’. Theintroduction of theterm ‘global village' inthe 1960s shows
how our world has changed. Thischangeisentirely dueto the rapid development of
mediaand mass communication.

The cardina principle of any mediated communication processisasfollows:

Mass Communication takes place viaachannel of communication that has certain
inherent characteristics. However the origina source of that message, the content of
the message and the audience for that message are equally important. Let ustakea
look at theseelements and characteristics of mediain detail:

1. Source: The source of amessagethat isto be communicated isaperson or
group operating within arelevant institution. Some examplesof sourcesare
newsreporters, television producers and magazine editors. Thesourceismore
than one person and the message isthe combined work of many people. For
example, to makeamovie, you need producers, writers, actors, directorsand
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editorsto work together. To produceameagazine, you need publishers, reporters,
editors, copyeditors, typesetters, graphic designersand photographersto work
jointly.

2. Message: Massmediamessages are sophisticated and complex. A message
in an interpersonal communication can consist of simple words and short
sentences,; however, mass mediamessagestend to be elaborate. Examples of
mass mediamessagesare newsreports, novels, movies, magazine or newspaper
articlesand television programmes.

3. Channé: Channelsof massmediainvolve oneor more aspectsof technology.
For examplesradio technology consists of tape machines, microphones, devices
that digitize sound waves tranamittersthat disseminate themand receiving units
that decodethe sound wavesand render themback into audio formapproximeting
theorigind.

4. Receiver: Recelverschannd are peopletowardswhomamessageisdirected.
Audiencesareusudly huge and diverse, and consist of groupsof peoplewith
dissimilar backgrounds, demographics and socio-political characteristics.
Recelversare spread over avast geographic area, but haveincommon ashared
interest in aparticular message broadcast through the mass media.

Thefollowing arethe characterigtic features of media:

1. Communication ismostly oneway. One-way communication doesnot have
afeedback mechanism between the senders and receivers of media messages.
Thismeansthat the response of the audience is not transmitted back to the
senders. It is generally believed that mass-mediated culture is a one-way
communication process. For instance, aproducer of apopular afternoon daily
soap while creating content will target a specific stereotypical audience and
shape content accordingly. Assumptions about such an audiencewould be based
on ideas and theories about what people are like. Another related example
would beapopular glamour or fashionmagazinethat projectsanimage of how
men and women should look like, and not how they actually are. However, the
Internet hasstarted to change thisone-way system of communication, and has
ushered the aspect of interactivity. Owing to this, one-way communicationis
experiencing amarked shift.

2. Audience hasgreat choice: Mediamessages are transmitted to people all
over theworld. Eventstaking placeregionally or locally haveglobal coverage.
Thereisacondgderable exchange of content, both fiction and non-fiction. Global
eventsare covered by local mediaand vice versa. The number of audiences
runsinto billions. Thishasamajor influencein terms of mediabusiness. The
merger and acquisition of various mediahousesisacurrent trend. For instance,
Star Televison Network in India is a wholly owned subsidiary of Rupert
Murdoch’'s company —News Corporation.

3. Mediamessageshavebecomea product. We have become quite dependent
onmassmediafor information, entertainment, ideasand opinioninan effort to
make sense of who and what weare. Because of thisdependence, the market



forces of supply and demand have started to influence the production and
distribution of mediacontent.

4. Generateinterest: Oneof therequisitesfor the success of anewly launched
programme or project is publicity about the project. Thiscreatesan interest
and awareness among the audience. The strategy here would be to provide
answersfor crucia questionsthat may arise onthe minds of the public. These
include the objectives of the project, the beneficiaries of the project, thetime
period for the launch of the project or the time required for it to become
operationa. Information pertaining to these issuesis conveyed through any or
mogt of thedifferent kinds of mediasuch asthe newspaper, radio and televison.
Postersand billboards also serve the purpose. Distribution of fliersalong with
daily newspapersisacommon strategy usedin al citiesinIndia. Thetype of
mediachosen depends on the nature of target audience.

5. Disseminateinformation toawider base: Different types of mediacan be
put to use for assurance of broad outreach to people. A media strategy for
some kinds of projects such astransportation projects and construction of a
daminvolvesmany activities. Examplesinclude carrying related articleson the
programmeor project in newspapersand magazinesand interviewson TV and
radio.

3.4 SELECTION OF MEDIA SPONSORSHIP

Sponsorship can be aone-off deal or it can be a continued association. Whilethe
promotional leverage from sponsorship isimportant, it ismore crucia to assessthe
impact that the association will have onthe perceptions of the customersand other
stakeholderstowardsthe company.

Oneshould ensurea careful selection of theevent or programmeto be sponsored
and must carefully evaluate afew questions before going ahead with the same:

What the company wants to achieve from the sponsorship deal?

Isthe company looking for increased brand awareness? Or does the company want
to improveitsimage, or its community relations? Or isit looking for entertainment
opportunities for its customers and employees? The choice of the individual, the
event, or the organization that the company will sponsor should be governed by
what it wants to achieve from the sponsorship dedl. If the company wants increased
brand awareness, it should get associated with mega events like the Soccer World
Cup. If it wants to improve relations with its community, it should sponsor aliteracy
programme for the locality. And if the company wantsto improve itsimage, it should
sponsor adying art or an event which would not take place if the company does
not pitchin.

The chosen event should be able to enhance the brand image

It iseasy to get enticed by the promotional opportunitiesof megaevents, but if that is
all that the company islooking for inasponsorship dedl, it will bebetter-off by investing
itsmoney in advertising. It will at least have moreleverage in deciding how to spend

Media Management

NOTES

Check Your Progress

10. What are the three
important factors
considered while taking
media planning decisions?

11. What are the different types
of assessment methods for
effective media plans?

Self-Instructional Material 127



Media Management

NOTES

Check Your Progress

12. The process is
useful for the company
when considering future
alliances with sponsors.

13. The company gets
associated with mega events
when it wants increased

128  Self-Instructional Material

themoney in advertising thanit haswhenit putsthe same money inasponsorship ded.
Sponsorship should be used to shapethe personality of the sponsoring company. If
the company sponsors a prestigious golf tournament, the motive should beto bestow
animage of exclugvity to the company. The company should be very clear about the
type of imagethat it wantsto portray and then associate with an individual, an event,
or anorganizationthat hasasimilar image.

Target market

The marketer should also evaluate whether the audiencewho islikely to attend the
sponsored event ismatching with the targeted customer base of the company or not.
One of themost important objectives of acompany entering any sponsorship dedl is
toinfluenceitscustomers. Thiscan only happen when the enthusiasts of the sponsored
event are dso the customers of the company. The enthusiasts of the event should fedl
grateful to the company for having sponsored their favourite event or sport.

Risk

The marketer should also evaluate whether are there any chances of adverse publicity
dueto the sponsoring of aparticular event? The sponsoring company should dig deep
tofindtheindividud’s theevent’s, or the organization’s character and other associations
And as soon as the skeletons in the closet of the sponsored event, individual, or
organization are out, the sponsoring company should publicly declare discontinuance
of relationship betweenthetwo. Any dithering ontheissue would damagetheinterests

of the sponsoring company. The company should try to ensurethat its stakeholders
arenot hurt because of itsassociationwith theindividud, the evernt, or the organization.

Evaluation

Understanding the sponsorship objective, i.e., the first step while evaluating the
sponsorship successisknowing the company’ sobjectivesin sponsoring agiven event.
There should beathorough measurement of the name mentions, theextent of media
coverage and sightings, and the changein perception of the company’s stakeholders
haveto be undertaken.

Itisimportant thet thereisaforma sysemtofind out thegainsfromasponsorship
ded. It isoften convenient to believethat gainswould have accrued fromthe association
withtheevent. It isadsoimportant to quaify thegainsfor the company intermswhether
it primarily gained awareness or whether it was ableto improveitsrelationship with
thecommunity, or some other gain. Theresultsof theevauation processwill be useful
when the company is considering agponsorship ded in futureor whenit hasto decide
the continuation or termination of agponsorship dedl.

3.5 MEDIA RESEARCH

3.5.1 Media Buying

Mediabuying isthe process of obtaining media space for advertising at adesirable
place or mediumand price. The principal function of mediabuying isto securethe
mediumand priceinadeal throughwhich the buyer can ascertainthe best vauefor his



advertisement. The mediabuyer isresponsible for developing the mediacampaign
and researching asto how it would be most beneficia ad effectivefor the client.

Buyers

The advertisng space and timeisacquired by Media Buyersfor advertising purpose.
MediaBuyers need to appraise many factorswhen they intend to advertisea product
or sarviceobjectivefor an advertiser. Thesefactorsindude sationformats, geographics,
ratesand prices, demographicsand the physiographics. However, advertising is not
limited to thesefactors asevery product is different and sometimesmay require unique
advertisng aswell. The processof media buying includes utilizing the budget, medium
(TV, newspaper, radio, magazine, internet), medium quality (time of the day for
broadcag, target audience, etc.) and thetime and space required for advertising the
product in awell-conceived and optimumfashion. The slot or spacefor advertising
can be purchased either onanationa or aregiond level, depending upon the above-
mentioned factors. The demand of leads, price, space, time and state licenses differ
state-by-state and the buyerswho are targeting a national audience need to devise
diverse strategiesaccording to each sate. Therefore, they would need strategieswhich
work onanational level but can be adaptableto varying states. For national media
marketing, national strategiesneed to be developed for successful advertising.

Direct Response MediaBuyersand Genera Marketing MediaBuyersare quite
different fromeach other. Direct Response M edia Buyersare specialized in Media
Buying and they know which mediashould be used for advertising which product inan
efficient manner. They do not use agenerdized systemfor advertisng al products but
manage each project inadifferent and suitable method. They have quite an expertise
in securing the lowest and most functiond rates, possess unique online call tracking
and URL sand have an extensveaswell asathorough system for theresearch of the
most optimum media, making it the more preferred choice for advertisers. General
Marketing MediaBuyers, onthe other hand, rely on therates, strategy, medium and
media plan developed by amediaplanner. They are dependent on the cost per point
which s calculated based on hypotheses or older models. Thesefactorsgive Direct
Response Media Buyersan upper hand over General Marketing Media Buyers.

Media buyers and Media specialists undertake the task of Media Research
Planning whichincludes conducting an adequate amount of researchinorder to decide
uponthebudget expenses. Thisentailsgathering ampleinformation and knowledge of
thetarget audience and deciding which mediato usein order to reach the maximum
number of consumers most effectively. They have anumber of traditional and new
mediawhichthey canusefor adegquate and efficient advertiang. TV, radio, newspapers,
magazines and out of home advertising aresome of the traditional media, whereasthe
internet, cable TV, Satellite TV and Satellite radio comprise of the new media. The
internet hasemerged as a highly accessible and improved medium of advertising due
to anumber of onlinemediasuch ase-mails, web portals, social media, search engines
and referral links, banners, interactive gamesand video clips, which have changed the
trend of advertising only through thetraditional media. Mediaplannersad specidists
need to develop strategies, select the most appropriate medium, and can even use
product placement and positioning in order to achieve their goals of making sales or
delivering a message or an idea. The Direct Response Advertisers and Remnant
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advertiserscanalso print adsin newspapers and magazines, air commercialson TV
and radio and buy ad spacefor advertisng ontheinternet.

Nowadays, the mgjority marketing services holding companieshavetheir own
media buyers. However, before the late 1990s and the * unbundling’, in which the
creative agenciessplit fromthe mediaagencies, the mediadepartmentsof advertising
agenciesused to handle mediabuying. The WPP Group, in 1999, separated the media
departmentsfrom two of itsadvertising networks, Ogilvy & Mather and JWalter
Thompson (presently JWT) to create MindShare. In 2003, it united all its media
operationsafter buying Young & Rubicamand Tempus, including mediaplanning and
buying, by forming the GroupM. GroupM, today, isthe biggest mediainvestment
company intermsof itsbusinessinvestments. Other mgjor mediaholdingsareAegis's
Aegis Media, Publicis's Vivaki and Zenith Optimedia, Havas's Havas Media,
Omnicom'sOMD and I nterpublic’s Mediabrands.

3.5.2 Measuring Advertising Effectiveness

Advertising isnot created in avoid. Marketing research, bothinformal and formal,
assgsindeveoping products, identifying consumer needs, assessing message strategies
and executions, evaluating pricing levels, and reviewing distribution plans. Strategic
marketing research takesplace before or during advertising development, and evaudive
research isconducted to test messagesbeforethey arereleased to the public, and to
evauate the success or effectiveness of advertising after it has been placed.

Inthefiercly competitive market environment, it isimportant for the advertisers
to carefully understand the different aspects of consumer behavior and the different
influencesonthe same. Thisisbecause by understanding the consumer behavior, the
advertiser can effectively understand what arethe exact needs, wantsand desires of
thetarget customers, and how can herightly position the product inthe mindsof the
target customersto induce the desired purchase behavior for hisproduct. By studying
the consumer behavior, the advertiser can actualy present the differential advantages
of hisproduct over the competitor products, and thus, may be ableto create abrand
preference over the competitor product. Thiscan be done by studying the consumer
behavior for thetarget market segment and the process of market researchcanhelpin
achieving thesame. The different influenceson consumer behavior suchas marketing
mix influences, psychographic influences, socio-economicinfluencesand stuational
influences may be studied by the researchers, and the findings of the same may be
used by the advertiser in order to create an advertising strategy for the product. The
advertiser though, may not be able to change these influences, but can motivate the
consumersto think inthe manner hewants, sometimes by providing informetion related
to certainfacts. Theresearcher can present different typesof findingsto the advertiser
which can berelated to the market, the consumer and the competitor. The advertiser
should usethe information provided by the researcher in an intelligent manner and
formthebasisof the advertising srategy.

Researchisused to help improve an advertiser’ seffectivenessand profitability
by staying intouch with the consumer. Researchismost often used for thefollowing:
¢ To helpintheidentification of the customers
¢ Tohdpinthinking of newer ideasabout the different productsand services
¢ Tothink of effortsfor improving the different productsand services



¢ Toidentify thereasonsfor different problems

e Totrack theactivitiesof different competitorsand continuously monitor
thesame

¢ To helpindevelopment of the communications

¢ To conduct anin-depth study of different promotional techniques

Threeareasinwhich strategic researchisgeneraly applied are:
1. Datacollection,
2. Organization, and
3. Thedrategy document.

Data collection starts with secondary research, exploration of published
informationin librariesand tradeliterature. Government agenciesfurnish an abundance
of gatistical datathat help define demographics and describe geographic markets.
Trade associations generate considerable information that help lay afoundation for
advertisng, and secondary research suppliersoftenfacilitate gathering and organizing
information regarding specific topics.

Secondary research rarely provides all theinformation the advertisers need.
Questionsthat cannot be answered by the existing literature or through secondary
suppliersoften need primary research to providetheinsghts necessary to cregte effective
advertising. Primary data may be generated by agencies themselves, or it may come
from primary research supplierswho conduct research tailored to the advertisers
needs.

Somewell-known research agenciesin India, are:
1. ACNidsn
2. ORG-MARG
3. IMRB
4, TNS-MODE

These generate volumesof dataabout marketsand consumers. Since advertisers
have not generated thisinformation themselves, they are really secondary users, but
the materials are so comprehensive that they can be used for solutions to specific
problems, and therefore function as primary sources. The advertiserspay afeeor
subscribe for accessto these typesof data.

Organizing voluminousresearch data so that it isrelevant to the advertising
problems at hand isthe function of account planning. Account planning originated in
England inthe 1960s and 1970s. It isthe process of using research to gaininsights
about consumers and markets, and applying research directly to advertising
development. Account planning demandsfiltering and synthesizing datafrom anumber
of sourcesthat may include quantitative datawhich relies on statistics and numerical
interpretations, qualitative dataand information that attemptsto explainwhy consumers
behavein certain ways. Account planning has been particularly helpful ingaining an
understanding of thetarget audiences. Account planning is based onsmplelogicwherein
acompany may alow an advertising agency to enhance relationship withitstarget
customers. The advertising agency continuoudy reinforcesthe brand to the target
customers. Initially theaccount planner isgivenabrief about thetarget audience, but
later, the account planner should be completely accountableto take care of thetarget

Media Management

NOTES

Self-Instructional Material 131



Media Management

NOTES

132 Self-Instructional Material

customersthroughout the process of advertising development. Account planningis,
thus, morefocused and productive thantraditional research.

Strategic research is channelled ultimately into a creative brief or strategy
document. Although these documentsvary fromagency to agency, they typicdly start
with astrategy statement that highlightsthe main strategic pointsand the research
findings. It continues with the marketing objectives, abrief product description, a
portrait of thetarget audience, the main promise of the product and the supporting
satementsaswell asthe brand personality. Research aidsin determining the strongest
concept for the advertising, and the document describesthat concept so that al people
involved in developing the ads are clear about the directionto be taken.

Evaluative researchisused to develop ads based on established strategies, to
asessadvertising delivery during execution and to measure the effectivenessafter the
advertising has run. For any product, there are many different pointsthat could be
emphasized in an ad. M essage development research examines alternative creative
options. It eicitsfeedback of the proposed adsto help determinewhich of the many
possible messages should be included inthe final product or the * comprehensive
advertisement.

Contacting consumersfor research can bein person, by telephone, by mail, or
throughthelnternet. Survey research employsasat of Sructured questionsadministered
to asampleor asmall group of consumerswho represent the larger population. They
may be asked about their own behaviour, about products, or about the proposed
advertisng. Observation research studies consumers by discretely watching them as
they work, shop and play. Some observation takes placein the consumers homes.
Cognitive psychology relieson the principle that humansthink inimages, not inwords,
and their attitudes can be projected through the selection and placement of pictures
and photosin acollage.

The consumerswatchthetest commercials and the proposed advertising, and
then answer questions about the ads that they have seen in the communication
assessment. Agenciesalso systematically review competitive advertising to uncover
their strategies and tacticsusing atechnique of content analysis.

Therefore, inorder to improve the efficacy of the advertisng strategy one can
taketheadvantage of advertisng research. Theprocessof advertising research should
be aimed a assessment of communication effectiveness. It can beeither focused at
assessing the communication effectivenessrelated to aspecific advertising campaign,
or for mapping the behavior of thetarget customersfor theoverall advertisng strategy.
It may smply be carried out to understand the overall flow of the advertising process
andthe perceptionsheing created by it at thetarget customer level. Thedifferent types
of research approachesthat can be used for the sameinclude economic, sociological,
psychological, etc.

Advertising effectiveness can be measured both before an advertisng campaign
islaunched and after it hasbeenlaunched. Any measurement of effectivenessbeforea
full-fledged launch (among a limited audience) is called pre-testing. Measuring
advertisng effectiveness after afull-scale commercia launch of the campaigniscalled

post-tegting.



M easurement of advertising effectivenessis extremely important. Effective
advertisements have apositive impact onthe sales of a product. Severa clientsor
advertisng agenciesmay not st Sringent sandardsto measure advertising effectiveness,
because dl the playersinvolved have somevested interests. The agency earnsmoney
and will hatetheideaof being paid only for effective advertisements. The advertising/
marketing manager isresponsiblefor the advertising investment and obvioudy would
not liketo betold that hehaswasted preciousresourceson anineffective advertisement.
And at the end of the day, even the company may not want to admit that the
advertisement wasafailure.

Quite often, thelikeability of the advertisement isequated withits success. And
most companies and agencies believethat advertising can do no harm. At theword, it
may beineffective. But research revealsthat bad advertising iscapable of decreasing
sdes.

Thethreerdevant questions about measuring effectivenessarewhat, when and
how to evaluate advertising.

What should be measured?

What should be measured depends onthe objective the advertisng campaignistrying
to achieve. Thedifferent types of advertising objectives can be therefor acompany
whileworking onitsadvertisng strategy. These objectives could berdaedto generation
of awarenessabout a product, inducing thetrialsfor aproduct, extending detailed
informeation about the usage of aproduct, informing about themodification of strategy
for aproduct, informing about the schemesand offersof aproduct during the sales
promotion period, informing about the availability of aproduct a some specific dealers,
etc. Inaddition to these objectives, someother objectivesthat advertisng may aimto
achieve include removing the misconceptions which have been created at the
marketplace by acompeting brand, and also to provide overdl support to the sales
force behind theproduct. In case these objectives are quantified, or if they are related
withthemarket shareand salesobjectivefor abrand, then they can easily bemeasured
by conducting the market research process. Thiscan help infinding out whether the
advertising of abrand hashelped inthe achievement of these objectivesfor acompany
or not. Thisis because measurement of objectivesis possible once the quantification
of the parametersis done, or either the different objectivesare linked to some other
measurable agpectssuch as sales, market share, etc. Similarly, in casethe advertisng
effortswere aimed at achieving sometrade linked objectives, the parameters that
becomeimportant arethe stock statusat different distribution levels and the shelf
gpaceat thelevel of retailers.

However, theobjective of advertisingisnot merely to make people remember
or to likethe advertisements. Recall of advertisements can, at best, bethefirst step
leading to sales. Sometimes, it may be very easy to create an advertisement with high
recall or liking (by usng celebritiesor other gimmicks), though thead may be completely
usdessingenerating sdes. Therefore, thebest measure of the effectiveness of advertisng
isitsability to generate sdes (whilepost-testing) or cause achangein brand preference
(while pre-testing).

The effectivenessof advertising should be measured in kegping with the planned
objectives.
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Advertising objective How can the success of advertising be measured?

Stimulate sdes Number of enquiriesfrom advertising
Number of conversion of enquiriesinto sales
Reminder advertising Test customer awareness before and after advertising
I nform customer Test awareness
Number of requestsfor further information
Sdes
Build brandimage Test customer awareness of brand and perceived values
and associations with the brand name
Increase sales Levels of repeat purchase
Build customer loyaty Levelsof customer retention and relationship
Change customer attitudes  Comparison of sales post-advertising with sales pre-
advertising

M easure demographic profile of purchases

Test existing attitudes of customers and compare with
previous attitudinal data

When and how to measure?

The measurement of the advertising strategy can be done at different times, that is
before the company actudly initiatesthe campaign, during the campaign phase or after
the execution of the campaign at the market place. The approach that may be used to
measurethe advertising prior to it actually being implemented at the market place by
pre-testing. For example, in order to test thetelevision advertising, at theinitial sage
rough advertisements are prepared and then these are tested with afocused set of
target audience. Pog-testing isconducted to measure the effectiveness of the advertisng
campaign after it hasrunitscourse. The effectivenessistested in termsof theinitial
objectivesthat were set for thecampaignto achieve.

By implementing pre-testing research for an advertisng campaign, it ispossible
to estimate what kind of response can be expected from a particular advertising
campaign at thelevel of agiven set of customers. Thevarious planned advertising
strategies or promotional campaigns may betested with afocused target customer
group and their reaction to a campaign can be assessed. These commercials are
generdly shownwithavoice-over effect. However, it isnot true every timethat the
actua campaignwill givethe sameresultsasthe one observedinthe pre-testing research
of campaign. However, it islargely true. Thisisbecause, thetesting may have been
donefor ashort period of time, whereasthe actua campaign may create the exposure
for the brand for much longer periods of time, which isit isrepetitivein nature, and so
may yield better results.

When pre-testing TV commercials, agenciespay gresat attentionto theway in
which theadvertisement communicatesto itslimited target audience. Attitudesto the
brand, copy comprehension, and theinterest created in the brand by the advertisement
are monitored by the agencies.

The pre-testing of the advertisementsis generally donethrough amechanism
called the folder techniques. The test advertisements which need to betested are



placed indifferent folders and then they are exposed to aset of target audience. The
target cusomersare suggested to go through these folders. Oncethetarget audiences
arethrough with the process, they are then addressed with questions, such aswhich
advertisementsthey liked the most, which of them they did not like, which onesthey
recall the most, etc. Additionally, the customers are asked questions about thetest
advertisement, such as, what have they read in that, what isthe content that they are
abletorecall, etc., and what are the pointsthat will lead to their purchase behavior. In
thistype of testing method, if thetwo advertisements are compared with each other,
thentwo different foldersare prepared and the comparison of thetwo advertisements
isconducted.

Oncethecampaign hasrun, post-testing can be used to assessits effectiveness.
Onceit hasbeen evaluated that how an advertisement has performed, or it has been
tested how it will perform, it iseasier to planthe future campaignsaswell. The post
testing techniquesthat are used to assesstheimpact of an advertisement are extremely
important. Incaseof aTV advertisement, the parametersthat are generaly measured
include the awareness shifts, the changesin theimage of abrand, the changesinthe
usage pattern followed by the consumers, change in the attitude of the customers
towardsa product, salesof aproduct owing to changesin brand preferencesor due
to other reasonsimpacted by advertising of aproduct. Measuring the parameterssuch
asimage and attitudina changes of the customers may not alwaysbelogical asthese
are subjective parameters. Though they are predictors of behavioral changes, but at
the sametime, they are very sengitive in nature. Therefore many agencies present
argumentsthat it isonly thesdlesor thetota revenue increase whichisthemost logica
and most meaningful parameter and isalso quantifiablein nature. Thisisbecausethe
ultimate objective of al advertising campaigns and effortsof acompany arefocused at
the achievement of sdlesand ensurethegrowthinsaes.

Brand recall may also beanimportant measurefor companies. Thisisbecause
any increaseintherecall or recognition of abrand is actually suggestive of careful
mediaplanning, itseffective executionand proper implementation. Though, theincrease
in brand recall may not assure adefiniteincreasein the sales of the product.

Test marketing isan evaluative research method that placesadvertising in
small markets, then comparesthe resultsto comparable marketsthat were not exposed
to theadvertising. Sdesisacommon means of testing effectiveness, but test marketing
can also be used to comparedifferent headlines, pricing strategiesor other advertisng
variables. The advertising execution that performswell inatest may then be launched
onawider scale.

A number of physiological measur es have been used to assessthe effects of
advertisng. Eye movement tracking tracesthe patterns withwhich consumersview
ads, the pupilometer measures pupil dilation connected with visual stimuli, and the
psychogalvanometer measuresperspirationthat occurswhen test subjects are exposed
to ads, supposedly indicating an emotional response. A tachistoscope reveals different
partsof aprint ad at different times, so that researchers can measure which parts of
the message are perceived when. Monitoring brain activity with an
electroencephalogram suggestswhether the brainisattentiveto stimulusor not. The
physiological measuresindicate different types of activity, but those activitiesmay not
necessarily meanthat the proposed ads are effective.
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Concurrent testing occurswhile the advertisement isrunning. Coincidental
studiesare used largely with broadcast advertising. Generally atelephone survey is
conducted to assesswhich stationsand programmes are audiences tuned to whilea
specific advertisng isbeing broadcast. Attitude studiesrequireresearchersto contact
individualswho have been exposed to selected adsand inquireabout specific responses
to thead in an attempt to determinethe positiveand negative reactions.

Tracking studiesthat trace consumer contact with aproduct over timeare
conducted concurrently and as post-tests (after the advertisement has been released).
Researchersmay want to compare the marketer’s product with the competitor’ssoon
after the placement of the advertising, or to reassess the market’s response to
adjustmentsin the marketing strategy. Tracking can be accomplished withawave
anaysisinwhich interviews are conducted with respondentsat set intervalsduring the
course of an advertising schedule. Tracking also involvesconsumer diaries, directed
written accountsof consumer brand contact and mediaexposure, and pantry checks
inwhich researcherscount the numbers of specific product linesat homeat thebeginning
of the tracking period, then again at the end of the period to note how much of a
product moved throughthe ‘ pantry’.

Single-sour cetracking employsscanner technology to record the respondents
purchases. The same respondents media consumption is monitored using cable
televisonand controlled distribution of print mediaso that advertising exposureand
product purchasescan belinked to anindividual, that is, a‘ single source'.

M emory testing asksthe respondentsto bring to mind certain aspects of an
ad to whichthey have been exposed. Unaided recall smply asks consumersto cal to
mind aproduct category or abrand name they have seen without being prompted in
any way. Aided recall givesrespondentsabrand name or product attributeto ‘ prompt’
recall of the advertising being monitored. Recognition allows respondentsto look at
the ad in question and state whether they remember seeing it or not.

In case of advertising through the pressadvertissments, it isvery easy to measure
the immediate recall of the brand. For example, a person who has recently gone
through amagazine may be asked questionsregarding what heremembers, which are
the brandsthat he canrecall that had their advertisementsin the magazine. Additionally,
thetarget customersmay be asked afew specific questionsabout the advertisements
for which arecall hasbeen created, and aso whether the advertisement was provoking
enoughto alter his purchase behavior with respect to aproduct.

At times couponsmay formapart of theprint advertisements Thesearegenerdly
added to encourage enquiries or increase the overal salesof amagazine. The overall
impact can be measured by totaling the number of queriesreceived or by measuring
theoverall increase inthe salesfor amagazine.

Persuasion or attitudetests assesstheintention to buy aparticular product
beforeexposureto advertisng and again after seeing an ad. Persuasontestsare costly
and can be affected by errorsin sample selection, pre-existing familiarity with the
brand, and unrealistic test settings. Coupon redemption, cals madeto an advertised
number, and responsesto embedded offers provide meansof direct-response counts.
A frame-by-frame test asks the respondentsto react to atest commercial as each
frameisshown. In someinstancesthe reaction ismeasured by physiologica means,
eliminating the respondents’ voluntary responsesand reactions.



I n-market testing equatessuccessful advertising directly to sales. However,
many factorsother than advertisng can affect sales, such asproduct availability, high
prices, or lack of current need and the influence of an advertisement onasaleishard
to ascertain. Simulated test markets sometimes substitute for in-market tests.
Respondents are asked to choose among brands availablein thesimulation, and then
thosewho purchasethe advertisers brand (trid), are asked to indicate whether they
would purchase thebrand asecond time (repeat). Single source datatesting, inwhich
the ad exposure and purchase behaviour of an individual arelinked, isalso substituted
for in-market testing.

It may ill not be possibleto measurethe real effectivenessof an advertisement
because other communications are reaching the customers simultaneously and it is
impossibleto isolate the effect of the advertisement. But it helpsto haveinplacea
system of measuring advertising effectiveness. The advertisersbecome clear about
what they haveto achievefor thebrand, and they realize that they cannot spend their
client’smoney to pursue their own creative urges. It isadwaysatoughjobamakea
creative person accountable, but having asystemto measure the effectiveness of his
creative output bringssome responsihility to theway he pursueshiscraft. Some of
them may resent being evaluated and may opt-out, but then they should realize that
advertising representsafrontier where creativity and commerce meet. Onewithout
the other issmply untenable.

Theemerging areas of concernfor researchersare-how to researchand manage
global brands, how to adapt classic research to new technologies, how to conduct
online research effectively, and how to execute embedded research.

The research structure has changed in modern times because of thefollowing:
e Tremendousincreasein new products

High cost of shelf space

The expansonof retailer control over the distribution system

Changing media habits

Overload of information

e Thebewildering array of communication choices

Embellished research collectsinformation as consumers shop online or visit
websites. It typically asksfor product reviews or uses databasesto suggest additional
purchasesrelated to the one being bought. Changesin the advertising industry are
affecting research aswell and demanding some new approaches:

e Movement towardsthe globdization of marketsdemandsresearch methods
that can not only adapt to language difference, but can assessinternational
marketing issues, analyse markets in varying cultures, and discover
gmilaritiesamong international markets.

e Exposureto advertisngthat iscarried in new technology, asksadvertisers
to re-evaluate sometraditional measuresandto creste methodsfor auditing
who isseeing the online advertisements.

e Virtual research, or conducting research online, offers a number of
advantages, such asthe speed of response, tabulation, and automated
testing. It also carries drawbacks of unrepresentative sampling and
regtrictionsof designing for the ddlivery system.
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e Computers have opened the door for embedded research.

— Embedded researchisnestled in online useand purchasing. When
an online buyer submitsareview of aproduct, he/sheisnot only
sharing informationwith other potential customers but the advertiser
Isgaining ingght into consumer attitudesaswell.

— Often, onlineshoppersget messages suggesting another product that
might beof interest to them. It’scalled collaborativefiltering. Inthis
process, predictivemodelsreview databasesof individualswho have
purchased the same product the that online shopper isbuying. It
notes what other types of products people in the database have
used and ‘ predicts' the current online shopper who may have the
sameinterests. So when oneindividua purchasesabook onfishing
and thecomputer asksif he/shewould aso like the videotape about
hiking it is because previous buyers of the book have also acquired
the videotape.

— At somewebsitesvistors may completealist of product attributes
they desire. The computer generates alist of preferred products
based onthe consumers attribute ratingsin attribute trade-off.

The advertiser may appoint different research agenciesto study the various
factorsthat may influencethe behavior of aconsumer while making apurchase decison.
Thefindingsand observationsfrom these sudies can help themarketer in formulating
the strategiesin abetter way, and as aresult, careful advertising efforts canalso be
aimed which can bring the desired results.

However, if onegetstheresearch donebut doesnot implement it whileformulating
the marketing strategies, then conducting the research will be useless. The use of
informationthat ismade available through research can be successfully used at different
steps of the advertising process, such asdefining of advertising objectives, planning
theadvertising campaignsin dignment with the overall communication objectives, the
testing of the campaignsthrough pretesting, the execution of the campaigns, etc.

Sincetheacquisition of informetioniscostly, thevaueof theinformeation (whether
fromtraditional meansor from new technology sources) must beevaluated. Ingenerd,
advertising has become so costly, that good information is essential to effective
communication and targeted advertisng.

3.5.3 Evaluation: Rationale of Testing and Opinion
and Attitude Test

Another aspect that isextremely important for marketersisto takeup careful sudies
with respect to thetarget customers. Thisisbecause, attitudes arelearned and they
cannot be observed.

When the consumersthemselvestry the product or hear about the product’s
performance from someone, i.e., word-of-mouth, the exposure of the consumersto
mass media advertising, etc., can lead to the formation of different attitudesinthe
consumers. However, attitudes of aperson should not be confused with the behaviour.
Attitudesare not permanent in nature, but ill, thereissomekind of consistency seen
with them. Once the atitudes have developed, it is not very easy to changethem. The



objective of advertising isactually to changethese attitudes and thus enable product
purchasedecisons.

However, a times, consumer behaviour may not beconsstent withther attitudes.
Thisgeneraly happensin gpecific Stuations, that is, different circumstancescan actually
lead to the stimulation of abehavior whichisnot redly consstent with theattitudesthat
the consumersotherwiseexhibit. Therefore, it isimportant for themarketer to carefully
understand the situation a particular customer will bein and asaresult how heis
expected to behaveinthose stuations. Onceit is carefully understood by the merketer,
themarketing strategy should be carefully formulated in order to enthusethe desired
purchase behavior. There can be times when a marketer may misunderstand or
misinterpret the relationship between the behaviour and attitudes.

Attitudes are learned predispositions to act in a consistently favourable or
unfavourable manner towardsagiven object (for insance, brand, company, technology;,
retailers, product, or celebrity). An attitude isa person’sliking or didiking towardsa
givenobject, and the reasonsthereof.

Attitudestowards objects are dynamic, and are learnt over aperiod of time.
Therefore, eachencounter of the consumer with the object either reinforcesthe existing
attitude or forceshimto re-evauate t.

Consumersform attitudes about objectsrelated to consumption for several
reasons.
o They smplify complex subjects
e They protect self-esteem
e They help usadjust to theworld
e They dlow usto expressfundamenta values

There arethree main sources of attitudes:
¢ Direct experiencewiththeobjectsand Stuations
e Explicit andimplicit learning fromothers
¢ Persondlity development

Attitudes as an evaluation measure

The atitudescan thus act asan evaluation measure for different brands, products,
service offerings, marketersand organizations, etc. Consumersevauatein terms of
their goodness, likeability, or desirability. It is easy to measure attitudes by getting
consumersto rate satements, such as.

Please check how you feel about | CICl Bank. Tick the correct option.

e | like/didikelCICl Bank very much.
e TowardsICICI Bank, | fed favourably/unfavourably.
e My opinionabout ICICI Bank is. Positive/Negative.

Attitudesareheld by consumers bothin household and in businessmarkets. In
household markets, many customers hold an attitude towards salespersonsin genera
and about specific companies. In business markets, businesscustomershold attitudes
about their suppliers- bothtoward aclass of vendors and toward specific vendors.

For ingtance, abusiness customer might hold an unfavourable attitude towards off-
shore companiesor towards vendorsasagroup.
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M ethods of attitude measurement

1. Tricomponent attitudemodel

Attitudesconsst of thethree mgjor componentsasper thetricomponent attitude model:
cognition, affect, and conation.

Cognitive component: Cognitions are previous knowledge or experiences
with or about theobject. Thisprevious knowledge/experience allowsthe consumer to
form perceptionsor beiefsabout the product. Thiscomponent comprisesrational
judgments, beliefs, and perceptionsrdated to various aspects of theobject. For instance,
Amul butter hasagood taste, it iseasly available, it isreasonably priced, etc.

Affective component of attitude: Thiscomponent of attitude, that is, the
affective component, comprisesthefedingsand emotions of the consumers. Researchers
frequently treat these emotions and feelings as evaluative in nature. Affect-laden
experiences generaly present themsalves asstates such ashappinessor sadness, which
are the different emotional states. These states may enhance positive or negative
experiencesfor theconsumer. Consumer researcherstry to measurethiselement using
globd evaduativemeasures and emotional component related to the object. For instance,
Amul butter was anintegral part of breakfast while growing up, remembering good
timesthat were enjoyed while eatingit, etc.

Behavioural component: Thefina component of thetricomponent attitude
model isconation. Thiscomponent may be defined asthe chance or likelihood of an
individual behaving in a possible manner when heis exposed to aparticular attitude
object. Thus, thismay define the actual behavior of theindividual. Thisisgenerally
related to thebehavior of theindividual that he may expresswhile buying aproduct.
The scalesthat are used to measure this kind of positive behavior of the customer
towardsaproduct isgenerally measured using intention to buy scales, which can help
infinding out the probahility of aconsumer expressng theintentionto buy. That is, this
component may define the positive intention to buy a product. For instance, when
buying butter next time, how likely isthe customer to buy Amul butter?

e |t isimportant to remember that any of the beliefs may or may not be
factually accurate. But these are bdliefsheld by the customer that he thinks
aretrue.

¢ Secondly, cognitive and affective components of the attitude can beheld
for various parts of the object, though the affective component must be
held for the entire object. Thisfollowsfromthefact that theintentionto
buy must befor the entireobject, not just for partsof it.

¢ Themore positivethe cognitive and affective componentsof the attitude
are, themorelikely isthe customer to purchaseor usetheobject. Therefore,
attitudes areconsstent with behaviours.

2. Multi-Attribute Attitude M odds

() Attitude-toward-object modd (fishbein’smodél)

According to theattitude-towards-object mode (also known as Fishbein’'smodel),
the specific behavior that aconsumer expressestowards any product or any of the
brands of a product, is generally a function of the specific features/attributes or
advantages of aproduct and the beliefsthat the customer hasformed about those.



What consumerswill purchaseisafunction of how much they know, what they feel
aretheimportant festuresfor them, and their awarenessasto whether particular brands
possess (or lack) these valued attributes.

(i) Attitude-toward-behaviour model

According to the attitude-towards-behavior model, it actually defines the specific
attitude that the consumer expressestowardshisbehavior with repect to acting towards
an object and not the attitude towardsthe actual object itself. Incomparisonto the
attitude-toward-object model, thismodel is closer to the behavior of theindividual.

(iif) Theory-of-reasoned-action modd (the extended fishbein mode!)

Thetheory of reasoned action primarily indicatesthat different attitude components
can beintegrated together. Thisintegrated structure can then be used to better explain
theattitudesand behavior of acustomer. Thistheory also comprisesthree components
similar to the tricomponent model of attitude, that is, the cognitive component, an
affective component and the connative component. However, it differs from the
tricomponent model in the manner that the arrangement of these componentsin this
mode is different from the tricomponent model. It isimportant to also consider the
different subjective aspectswhich may also impact the intention of aconsumer or the
purchase behaviour of aconsumer.

e A subjective norm primarily involves mapping a consumer’s feelings when
compared to other known people such asfriends, family, neighbors, roommates,
colleagues, etc.

e Consumer researcherscan actually am at finding out the underlying factorsthat
may be responsiblefor the subjective norms.

¢ Thiscan bedone by exploring the normative beliefs of theindividual, which he
may attribute to the othersrelated and also to what extent is the individual
motivated to comply with the other related people.

(iv) Theory of trying-to-consume

Thetheory of trying-to-consume primarily takesinto account thoseindividuasor those
cases, whereit isnot surewhat would bethe ultimate behavior or action of the consumer,
but atrial has been made to consume a product or aservice. Sometimes personal
impedimentsor environmenta impediments prevent the desired outcome. Thistheory
has been extended by some researchersrecently. They are now trying to evaluate
further and aretrying to find out those people who are not trying to consume or they
arefallingto try to consumeaproduct or aservice. Thishgppensbecausethe consumers
either fail to see or are smply not aware about the different optionsavailableto them.
The consumers appear to make aconscious effort not to consume.

(v) Attitude-toward-the-ad mode

The attitude-toward-the-ad expressesthat all consumersforman opinion oncethey
get exposed to any advertisement. Thisopinionresultsin theformation of the attitude
of the consumers towards an advertisement and the belief of the consumer towards
thebrand. Ultimately the attitude of the consumer towards an advertisement andthe
beliefs of the consumer towardsthe brand contribute towards theformetion of certain
beliefs of the consumer towardsthe advertisement. All this happensupon exposure of
theindividual to agiven advertisement whichleadsto the formation of somefedlings
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and judgment of the consumer. Theattitudeof anindividual isgeneraly alwaysstronger
towards an innovative product than for aregular or me-too product. In case of a
product with novel features, the attitude is more strongly expected to impact the
purchase behavior of theindividual, and theintention to purchase aproduct ismuch
stronger than that in case of ame-too product wherein the intention to buy that is
created isnot very strong. Consumer socialization may be defined asthelearning skills
of anindividud withrespect to others consumption behavior with regardsto aproduct.
For example, friends, family, etc. Thus, consumer socidization also hasasignificant
roleto play inthefield of advertising.

3. Scales for attitude measurement

Attitudes aregeneraly measured by using scales. Each scale containsseveral items
(sentences) and measures a specific aspect of an object whose attitude is being
measured. Most scalesact asindirect measures of various components (cognitive,
affective or conative) of attitudes. Direct questions or probing may not reveal true
attitudes of consumers towards objects, such as brand image, corporate image,
purchaseintention, evaluation or acceptance of new products, storeimage, perceptions
about salespersons, etc.

Themost commonly used scalesfor measuring attitudes arethe Likert scale
and the Semantic differential scale.

(i) Semantic differential scale

The Semantic Differential (SD) scaleisanother attitude measurement scale. Thisis
useful for measuring the reaction of different consumers. Thisreactionismeasuredin
responseto the stimulus, words and conceptsand ratings are given on abipolar scae
which are generdly defined with contragting adjectivesat each end. Oneof theexamples
of SD scaeis:

3210123

The different numerics on the scale stand for different adjectives, such asthe
positionmarked * 0’ standsfor neutra whilethe position ‘1’ standsfor dightly. Smilarly,
the position ‘2’ standsfor quiteand the position ‘ 3’ standsfor extremely. A scale of
thistypeisused for measuring both theintensity of response aswell asthe directionality
of response. Example of directionality of an response meansgood vsbad. Similarly,
example of anintengity of responseisdight through extreme.

In most cases, theindividual isgiven aproduct of hisinterest and isthen he
asked to rate the product onthisscale. The ratings given by an individual are then
combined and theindividua’sfeelingswith respect to aproduct areassessed usng the
scale.

There are different considerations which are important in case of semantic
differentia methodology:

e |tiseaderto asessthereactionsof different people onthebipolar adjective
scale. By making afew changes, it ispossibleto evaluate the feelings of
different individuals such as adults, children, people of different gender,
age, class, culture, etc.



¢ Incaseof thistypeof ascale, thereare three basic dimensions of response.
These different dimensionsprimarily account for most of the co-variation
betweentheratings. Thus ratingsonthistype of bipolar rating scalestend
to becorreatedin most cases. Thethree dimensions being talked about
include Evaluation Potency and Activity (EPA). These dimensions have
been verified and replicated in avariety of sudies.

¢ EPA dimensonsmay directly be measured by some of theadjective scales
such as good-bad Evaluation, fast-slow for Activity and powerful-
powerlessfor Potency. Thus, by using pure scalesof thisnature, amerketer
can study the response of the individuals to any particular product or
service and whichis aso based on considerable economy. Most of the
times, asingle dimensionisused and then the results are averaged out.
Thishdpsinarriving a the snglefactor scorefor eachand every dimengion.
Concept’s profile may be defined as the measurement of aconcept on
these EPA dimensions.

e Whenamarketer isinterested inmeasuring the affective responsesin an
individual, the most appropriate dimension to be used are EPA
measurements. It isconsidered to be anotable dimension because of the
multivariate approachinvolvedin it to affect measurement. Additionally, it
Isalso useful because being ageneralized approach, it can be applied for
studying any concept or stimulus. Thusit allowsthe benefit of ensuring
comparisonsrelated to the affective response measurement for avariety
of objects. Using this scale, EPA ratingshave been used to find out the
regponsesfor different products, brands, colors, sounds, communications,
marketing concepts, shapes, sizes, individuals, etc.

A seven point rating scaleisinvolved in the semantic differential scale. This

scale hasthe presence of two bipolar adjectives at each end. An example of asemantic
differential scaleisasunder:

Would you say our websiteis:

@ 2 ©) 4) ©) ©) ()
Very Unattractive Very Attractive

The Semantic Differentia scaeisdifferent fromthe Likert scale. Thisisbecause
thereisno neutral or middle selectionin case of SD scale. Inthisscale, the respondent
hasto choose one or the other rating and thereisno middle approach.

(i) Thurgtone scale

Another scalethat isused in practiceisthe Thurstone scale. Thisinvolves measuring
the consumer attitudes using only asingle dimension. Theindividualsare generally
exposed to alarge set of statements about an object and they are asked to provide
their answers with respect to their likes and didlikes related to a product, or their
agreement or disagreement onacertainagpect. Thestaementsaregeneraly condructed
onthescaleinaparallel manner, but some of the statements are on one side while
othersare onthe other side. They are generdly different from each other dightly in
termsof theattitudethat they expresstowardsthe object.
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Thus, thisisdightly different fromthe Likert scaleinthe manner that in case of
the Likert scale, only asingle statement isgeneraly used to understand the extent of
agreement or disagreement of a person towardsan object. For example, in case of
Likert scale, aperson may beasked to rate an object onascaeof 1to 7 usngasingle
satement suchas.

‘Isthe product handy to use?

Whereasthe same question may be expressed inthe form of severd different
satementsin caseof Thurstonescale:

e | had troubleoperating the product
e |t did not start inthefirst go

e Theproduct wasvery easy to use
¢ The product wasconfusing to use

Thescaewhichisso designed for any product goesthrough pretesting in order
to ensureitsvalidation before it can be used to measure the response of the target
individuals. Through pre-testing methods, some expertsratethe satementsandtry to
evaluate whether the drafted statements can help in the right attitude measurement
throughthisscae.

(iii) Likert scale

The primefeatureof aLikert scaleisthat it alowsthe respondentsto ratethelevel of
their agreement or disagreement with agiven statement. For example:

| find thissoftware easy to use.
Strongly disagree 1 2 3 4 5 6 7 Stonglyagree

A Likert scale can be used dong aseven or afive-point scale. Themiddle point
of this scale stands for a neutral attitude. Some modifications of this scale ask
regpondentsto measuretheir attitudesalong afour-point scalein order to diminatethe
likelihood that respondentswould indicate neutrd attitudes. The eimination of the
mid-point forcesrespondentsto indicate their preference oneway or the other recording.
Anindividua’sattitude, preferences and subjectivereactions. Thusthevarious scaes
that areused for attitude measurement are used to achieveemotiona and preferential
responses of the different customers.

Thetrustworthinessof the scales such asLikert and Thurstonetend to generdly
increase with the number of objects. But alimitationinthiscaseisthat asthe number
of objectsincreases, thetimeto rate the attitudes will also increase, and therefore
thereare chances of the respondentsgetting demotivated. However, thereisno defined
methodology of arriving at thefinal number of itemsonascale and thus, it may reflect
upon the natureand complexity of the attitude actually being measured.

4. Multidimensional scaling

A visua display may be used spatially to measurethe perceptionsand preferences of
agiven set of respondents. Thisis generally donein case of the Multidimensional
scaling (MDS) whichinvolves different typesof proceduresfor doing so. Inthistype
of ameasurement, the psychological or perceived relationshipsamongst the different
stimuli aregenerdly represented as geometric representations, whichare called spatial



maps, among pointsinamultidimensona space. Inthisprocess, the axes of the patia
map isassumed to denote the underlying dimensions such as psychological bases,
which are used by the respondentsto form perceptions or preferencesfor particular
gimuli.

Multidimensond scding (MDS) can beconddered asan dternativeto thefactor
andysswheretherepresentationisgenerdly intheformof acorrelation metrix. Through
thisprocess, the prime objectiveisto find out the underlying dimensionswhich form
the basisfor explaining the different objects being investigated on the basis of the
gmilaritiesand dissimilaritiesfound for them.

In case of factor analysis, therepresentationisin theformof correlation matrix
and it generally expressesthe smilarities of different objectsthat arebeing studied. In
addition to these correlation matrices, a multidimensional scaling may help in
representation of both similaritiesand dissimilarities of the products being studied.
Thus, in other words, aproximity patternispossibly sudied throughthe MDS (both
samilaritiesand dissmilarities).

Inthefield of marketing, MDSisused to identify thefollowing:

e The actual number and nature of thedimensions. Thesedimensonsare
used to andysethedifferent brandsat marketplace and to form perceptions
about them.

¢ Present positioning of the brandsontheidentified dimensions.

e The positioning of theideal brand for the consumer on the basis of these
dimensions.

e Image measurement: MDS can provide information about customer
perceptions of the company’simage.

e Market segmentation: Theresearcher can postionbrandsand consumers
inthe sametwo- dimensiona space, thusidentifying appropriate segments.

e New product devel opment: Gapsin the perceptual space can indicate
opportunitiesto position new products.

. ng advertising effectiveness. MDS can be used to indicate if
advertising has been successful in attaining the desired brand positioning
or not.

3.5.4 Recognition and Recall

Building awarenessof abrand nameamong thetarget cusomersisthefirs sepinthe
equity building process. Awareness essentially meansthat customersknow about the
exigence of the brand, and also recall what category thebrandisin.

Brand awareness is the very first step in the entire process of marketing
communication process. Till the time consumersbecome aware about the brand, they
cannot comprehend or interpret the brand positioning and thus cannot get convinced
about the benefitsof the brand, whichalso means an intention to buy cannot happen.
In order for aconsumer to buy any brand, he hasto be essentially aware about the
brand. Thus, brand awarenessif one of themost important sepsinthe entire marketing
communication process.

Awareness consistsof two variables—Recognition and Recall.
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Thelowest level of awarenessiswhenthe customer hasto be reminded about
the existence of the brand nameand itsbeing apart of the category. Thereafter isthe
stageof aided recdl, i.e., uponthe mention of the category, thecusomer canrecognize
the company’sbrand fromamong alist of brands. Thenisthe stage of unaided recall,
whereinacusomer mentionsthe company’sbrand among alist of brandsinthe category.
The highest level of awarenessiswhen thefirst brand that the customer can recall
upon the mention of the product category isthe company’sbrand. Thisiscalled top-
of-mind recall.

Awareness of the name acts as an anchor to which everything else about the
brand is linked, much like the name of a person acting as an anchor for tying al
associationsabout him. Building awarenessinvolves making the brand visibleto the
relevant target audience by various promotional methods, such as publicity,
sponsorships, events, advertising, ingigating word-of-mouth promotion, etc.

Brand awareness has been recognized to have thefollowing advantagesfor a
company.

¢ Inagiven product category, whenacustomer isaready aware about a
number of brands, he may not put an extraeffort to exploremoreand find
out informationwithrespect to other unfamiliar brandsinthat particular
product category. Thisisbecausethereisno additiond motivation atached
at the customer level to look for the additional brands. Therefore, when
heactudly makesapurchasedecisoninthat product category, heisgoing
to sdect anongst either of these brandsonly. Evenwithinthisset of brands
which aredready known to him, the extent of brand awarenesswill play
an important role. The brand which has atop of mind recall with the
customer, isexpected to get afavorable responsewhenit comesto findly
taking decision on one single brand and choosing it finally. Thus, brand
awarenessplaysavery important roleinincreasing the purchase intentions
of acugtomer for aparticular brand. If amarketer amsat achieving increase
in brand recall for agiven brand, it canfacilitate the chances of increased
purchase without any targeted change inthe attitudes and beliefs of the
customer.

¢ Brand awarenessaso playsarolewhenacusomer dready hasashortlised
set of brandsinaproduct category. In such ascenario, the customer will
simply go ahead and make the purchase of a brand for which thereis
maximum recall without making too much of an effort for thinking about
different brands. Particularly in case of thelow involvement products, a
customer may not spend too much time on making the purchase decison
for abrand.

o Additionally, brand awareness also helps in ensuring the perception
development at theleve of the customer. When a customer hasaset of
brands from which he hasto freeze the purchase of asingle brand, he
would automaticdly start forming perceptionsrdated to quality of abrand
which hasamaximum brand recall, and the perceptionsthat are formed
are generally positive. This is because the customer assumesthat if a
particular company isspending agood amount of money on advertising,
then the company must also be ensuring the quality of its product. This
type of aperception of the customer isbased on hisrational thinking. This



generdly happensin case of alow-involverment product, where familiarity
and such perceptions about the brand play amuch greater role thanthe
other aspectsrelated to aproduct such asprice, packaging, etc. Primarily
the purchaseintention and the purchase behavior are strongly pushed by
factors such as awareness and familiarity of the brand rather than the
other factors.

Though thedifferent brand symbols, associationsand pictoria representations
have their own set of significance, but the most important aspect isthe evaluation of
thefact that to what extent do they contributeto the creation of overal brand avareness
for thebrand. Thisisbecausethe most important stepinvolved inthe creation of brand
attitudes, brand beliefsand brand related perceptions startsfrom brand awareness
itself. Several researchershave found out that brand awarenessis actually amore
important factor than anything eseindefining acustomer’spreferencewhile choosing
agivenbrand. At times, theconsumers may know that the unfamiliar brand asagreater
quality thanthe known brand, gtill the customer ismorelikely to buy theknown brand.
Itisaso important to enhancethe brand awarenessin order to combat the competitors
and to decrease the mind space of the customers for the competitor brands.
Acknowledging thisfact, the marketerstherefore spend agreater timeand effort in
making theright brand namerelated decisions, and infinalizing the different logosand
pictorial representationsassociated with the brand. Thisis because the brand name
along with thelogo, symbolsand other associations of the brand generally work as
persistent and omnipresent elementsin the product pack, product advertisements,
along with dl other marketing campaign materiasthat are developed for the brand.

When thecustomersare provided withthe product category name, they actualy
recall the name of one of the brandsin that category for which they havetop of mind
recall. Thisistermed as cue recall for abrand or recall of abrand onthe basisof a
sgnd itself. Thistype of brand awvareness objectiveisimportant to achieve because at
times, acustomer’sdecison making ismixed in natureand it can beinfluenced by both
market environment and the memory of abrand that hemay haveinhismind. In order
to ensure cuerecal for abrand, it isimportant to create somekind of linkage between
the product category and the brand. Sincetherecall for the product category aready
exigsinthemind of the customer, it may not actually beimportant to createarecal for
thecategory. Rather, it isimportant to ensure that the product category isrecognizeble
so that arelationship withthe brand in question can be created. However, inthis case,
all the energy should be focused at ensuring the brand recall. However, in order to
ensurethat at least the product category can be recognized, the cue recall focuses
presenting the product category intheform of apictorial representation.

One of the important brand awareness objectivesisto createrecognition for
thebrand, whichisprimarily dependent onthe consumer’sahilitiesto createadiginction
between the old brand symbolsand the newer brand symbolsand associations. It is
most important to achieve in case of stimulus based purchase decisions. The choice of
the customer insuch ascenario isnot based ontherecall for abrand, but onthe basis
of thebrandsthat are presently infront of the customer and which can be observed by
him. For example, when aconsumer goesto asupermarket, purchases productson
the bagis of hisobservation of the products presented on thedisplay. Similarly, another
example of the stimulus based purchase isthat while acustomer goesthrough the
different advertisementsthat are presented inthe yellow pagesand decidesto choose
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for aparticular product or servicethe marketer’s objective should beto enhancethe
recognition of the brand by writing the brand name distinctly and thusensuring that it
stands out in comparison to the other competitor products. Oncethe customersare
ableto recognizethe brand symbolsor brand namefaster, therewill also bean assured
faster recall of thebrand. The pictoria representation of abrand through asymbol or
logo particularly helpsinthisrespect.

3.5.5 Experimental Designs

Experimentation is commonly used to infer causal relationships. The different effects
of marketing result due to a number of variables, and the relationship between the
cause and effect tendsto be probabilistic. Moreover, causality can never be proved.
It can only be inferred whether two variables have a cause-effect relationship.
Moreover, it is possible that causal relation, if one exists, may not have been
identified.

In case of experimental research, generally cause and effect relationship is
used as the prime basis. In this research technique, generally control settings are
ensured to study the impact of afactor such as money-off or bonus packs which
are studied to understand their impact on dependent variables, such as salesof a
product. In this process, random sampling may be used. The prime objectiveisto
eliminate the scope of any other explanations for saleswhich is a dependent variable.
A random selection of stores can be ensured and the implementation of money-off
can be done in one of the stores, while other stores should be alowed to operate
without the money-off. Theresfter, the sales of the different stores can be compared.
The difference in the sales of the various stores can be used to understand the
impact of money-off.

A highly controlled method that can be used to study theimpact of different
varidblesisthe experimentation method. It isatype of quantitative technique. However,
at times, it may relate to more of observation than direct communication.

In this method, the researcher generaly manipulates an independent variable
and studies the impact of this variable on a dependent variable such as sales,
especialy in acontrol setting. One group in the research is the experimentation
group and the other is the control group. The researcher also decides upon the
different aspects of this method that whether the research should be carried out in
anatural setup or in an artificial setup. The research is capable of controlling the
intervening variablesin case of an artificial setting, which may not be possblein case
of anatura setting.

In most of the cases, thistypeof researchis primary research or conclusivein
nature. Another method that can be used to study the cause and effect relationship
between different variablesissmulation. By changing onevariableinthe equation, it is
possibleto understand the effect of thischange on the other variablesof the equation.
Thisisdifferent from the experimentation researchin the manner that it is secondary
research, thoughthisisalso conclusveinnature. Like experimentation, thisisalso a
guartitative technique.

Before making causal inferences or assuming causality, three conditions must
be satisfied. Theseare:



e Concomitant variation: This may be used to study the relationship
between acause X, and an effect Y, that to what extent in agiven setting
they occur together or vary together. These may be studied while
congdering ahypothesis. Concomitant variation study can be supported
by both quantitative and quditative manner. The abosenceof initid evidence
of concomitant variation does not imply that thereisno causation. It is
possible that considering athird variable may crystallize an association
that wasoriginally obscure.

e Timeorder of occurrence of variables: According to thetimeorder of
occurrence, the causewill either occur before or simultaneoudy with the
effect. It cannot occur afterwards. By definition, the effect cannot be
produced by an event that occursafter the effect hastaken place. However,
it ispossible for each event in arelationship to be both acause and an
effect of the other event. In other words, avariable can both beacause
and an effect in the same causal relationship.

e Absence of other possible causal factors: Absence of other possible
causal factorsindicatesthat it should only exhibit the effect of onesingle
variablewhichisbeing investigated and that should indicate effectson the
dependent variable. Inan after-the-fact examination of asituation, one
cannever ruleout all other causal factors. In contrast, with experimental
designs, itispossibleto control some of the other causal factors. It isalso
possibleto balance the effects of some of the uncontrolled variables so
that only randomvariationsresulting fromtheseuncontrolled varigbleswill
be measured.

Of thethreetypes of research desgns—exploratory, descriptive and causal—
only causd designsare appropriatefor inferring cause-and-effect relationships. Although
descriptive dataare used to provide evidence of ‘causal’ relationships, these studies
do not meet al the conditionsrequired for causality. For example, it may bedifficult to
establish the equivalence of the respondent group on aprior basis with respect to
different dependent and independent variablesin case of adescriptive study. Onthe
other hand, an experiment can establish thisequivaence by randomassignment of test
unitsto groups. In descriptive research, it isalso difficult to establish time-order of
occurrence of variables. However, inan experiment, the researcher controlsthetiming
of the measurements and theintroduction of thetreatment. Descriptiveresearch also
offerslittlecontrol over other possiblecausa factors.

The conduct of experiments may however, takegood amount of time, especialy
whenit isimportant to measurethelong termeffectson avariable inthisstudy. For
example, when one wantsto study the effects of an overall advertising campaign.
Experiments may not be cost-effective and may involve difficulty of administration.
When the experimentsare conducted in natural settings, it may bedifficult to control
theintervening variables.

Test marketing or market testing is one of the most important marketing
implicationsof experimentation. Themarketer plansto test market thenationa marketing
campaign inthe planned markets. Whiletesting, the independent variables such as
marketing mix may be changed by the experimenter in different test markets. Theresfter,
the dependent variable such as salesismonitored. The prime objectiveisto arrive a
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the most appropriate marketing mix which can be nationally implemented. Thereare
two prime objectives of test marketing. Theseare:

¢ Determination of the acceptance of the brand at the marketplace.
e Tegting of different levels of marketing mix variables

3.6 SUMMARY

Some of theimportant conceptsdiscussed inthisunit are:

Mediaplanning consigtsof various medium like TV, magazines, newspapers,
radio, etc., also known astraditional media, through which advertising and
promotion of productsare undertaken by advertisersto successfully market
and sell their products.

Advertisers aso make use of various support media such as infomercials,
billboards, ydlow-pagesadvertiang, video advertigng, internet, etc., to advertise
their productsonalower scalethanthetraditional media

Inorder to devise asuccessful mediastrategy, selecting the target audienceisof
utmost importance. There arefour major segmentsused to identify the target
audience, namely geographic, demographic, product usage and lifestyle
psychographics.

A selected number of target customersreceive an advertiser’smessage at least
one time in four weeks is known as reach. Frequency, on the other hand,
constitutes the number of times the target audience read, see or hear the
advertiser’smessage during afour-week time period.

One of the most important decisionsin advertising is the continuity of the
advertisement. Advertisershaveto take adecision whether the ad should be
scheduled at regular intervals, dl theyear round, or at concentrated intervalsto
accomplish thehighest impact.

| mplementation of agood mediaplan involves setting of specific communication

goasof the overall mediacampaign, carefully selecting thetarget group, media
outlets, mediastrategy and the budget alotted to the venture.

Media category should be selected by the media planner while keeping the
overall mediaobjectivesin mind. Thethreetypes of mediacategory are mass
media, direct response mediaand point-of-purchase media.

Before the *unbundling’ in 1999, media marketing companies had their own
mediabuyers. The mediadepartment consisted of two further departments,
namely, media planning and media buying. However, after this, the creative
agencies split up from the media agencies and the media departments of
advertising agencies used to handle mediabuying.

A mediabuyer isresponsible for various functions such as negotiation of the
rate, keeping track of the rate and the budget, monitoring the entire campaign
aswell asscheduling and sometimes positioning.



 Mediabuyers ascertainthe desired reach and frequency levels by evaluating Media Management
thequalitative aswell asthe quantitative terms and the characteristicsthat can
be measured numericaly aretermed as Quantitative characteristics. Mediacost
cantherefore be calculated using two methods namely the CPP (cost per rating
point) andthe CPM (cost per thousand impressions) methods.

¢ Themediaplanner needsto be extremely cautiousin their selection of amedia
vehicleto matchthetarget audience so that thewastage on the coverageisthe
minimum.

NOTES

e |tisextremely important for amerketer to assessthe effectivenessof the media
plan by methodssuch as surveys, market research agencies, feedback devices,
retail or sdlesaudits, tracking (for online advertising).

e Sponsorship isether aone-timedeal or it can beacontinued alliance, sncea
promotional advantageisimportant for amarketer and it isquite important to
assessthe impact the association will have on the perception of the customers
and stakeholders.

¢ Evaluating the successof the sponsorship isimportant, sSince after the evaluation
processtheadvertiser would cometo know whether an dliancewith the sponsor
was advantageous or disadvantageous and whether the association should be
continued or discontinued.

e Primary aswell as secondary market research isquiteimportant to know the
scopeof one'sproduct inthe market. While primary research givesawholesome
dataandinformation about the market, secondary datacould consstsof literature
and outdated factswhichwould beirrdevant to theresearcher and themarketer.
Somewell known primary market research agenciesin IndiaareA C Nielsen,
ORG-MARG, IMRB and TNS-MODE.

o Advertising effectiveness can be measured either beforethe full-fledged launch
of theadvertissment known aspre-testing, or after afull-scale commercial launch
of thecampaign called post-testing.

e Brand recall isanimportant measurefor companies since any increaseinthe
recall or recognition of abrand suggests careful mediaplanning, its effective
execution and proper implementation. Thevarious methodsused to assessthe
effects of advertisng are psychological methods, test marketing, concurrent
testing, tracking sudies, single-sourcetracking, memory testing, persuasion or
attitude testsand inOmarket testing.

e Attitudesare usudly measured using scales conggting of severd items(sentences)
and measure aspecific aspect of an object whose attitude is being measured.

Thedifferent scalesused for attitude measurement arethe semantic differential
scale, Thurstone scale, multidimensional scaling andthe Likert scale.

¢ Brand awarenessconsstsof two variables: recognition and recall.

e Experimentation is used to infer casual relationships and the cause-effect
relationship isgenerally used asthe prime basis
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3.7 ANSWERS TO ‘CHECK YOUR PROGRESS

1. Primetime (the period between 8 p.m. — 11 p.m.) isthe most expensive yet

effective‘day part’ for TV advertising.

. If an advertiser usesonly one particular market to launch anew brand and

avoid srong competitioninthenational market, heisusing Spot TV advertisng.

. Infomercias

4. The two drawbacks of the Internet serving as a major form of transacting

10.

12.
13.
14.

15.

commercia exchangesare (a) lack of customer confidence and (b) potentia for
misuse of credit cards.

. Reachisthe number of target customerswho receivetheadvertiser’s message

at least once during afour-week time period.

. Theobjectiveof the effectiveindex procedureisto select the mediaschedule

that generatesthe most exposure vaue per GrossRating Point (GRP).

. Thetypes of traditional media are (a) broadcast media, (b) print mediaand

(c) outdoor media.

. Thethreetypes of media categoriesfor media planning are () mass media,

(b) direct response mediaand (c) point of purchase media.

. CPM isknown as cost per thousand impressions and is calculated using the

grossimpressions  that arereceived by an advertisement and the cost incurred.

The three mainfactors considered while taking media planning decisonsare
(a) marketing factors, (b) creativefactorsand (c) mediafactors.

. Companies might indulgeinfour typesof positioning errors, namely (a) under

positioning, (b) over positioning, (c) confused positioning and (d) doubtful
positioning.

Evduation.

Brand awareness.

Some of the well-known primary research agenciesin Indiaare:
A CNidsen

ORG-MARG

IMRB

TNS-MODE

Some of the advertising strategies which are undertaken by acompany for
effectivemarketing are asfollows:

e Test marketing

Psychologica measures

Concurrent testing

Tracking studies

Single-sourcetracking



16.
17.
18.

e Memory testing

e Persuasonor atitudetests
e |n-market testing
Cognition, affect and conation
Recognitionand recall

Cause and effect relationship

3.8 QUESTIONS AND EXERCISES

Short-Answver Questions

1.
. How canradio advertising be advantageousto advertisers?

. What isthe concept of interactive media?

. What do you understand by theterms*reach’ and ‘frequency’ ?

a A W DN

List afew limitationsof advertisng through magazines.

. What are the key elements to be kept in mind while devising a media

Srategy?

. What do you understand by mediabuying?
. What istheimportance of recognition and recall in brand awareness?
. What do you understand fromthe attitude-toward-the-ad model?

Long-Answer Questions

o~ W N

. TV advertising hasboth advantages aswell as disadvantages. Discuss.
. How hasthe Internet enhanced means of advertisngintoday’stimes?
. Explainthe effectiveindex procedure with the help of an example.
. What istheimportance of the ‘ shelf space model of advertising’ ?

What issponsorship? Which pointsareimportant for the selectionand evauation
of asponsorship dea?

. How canwe measure advertising effectiveness? Explainthe various methods

used to accessthe affects of advertising.

7. ' Themarketing research structure has changed inmoderntimes.” Discuss.
8. 'Attitudesarelearned and they cannot be observed'. Explainin detail.
9. Discussthe methodsof Attitude measurement.

10.
1n.

Which scales areused for Attitude measurement? Discussin detail.
Explainthe cause-€effect relationship in marketing.
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4.0 INTRODUCTION

Intoday’shighly competitive world of business, there hasbeenincreasing need for
companies, organizationsto stand out and createan imagethat will help attract public
aswell asmedia’sattention. Thishasfurther heightened the requirement of public
relations (PR) and expanded itsrole aswell. Basically PR standslikeabridge between
acompany or anorganization and its different stakeholdersincluding genera public. It
maintains and manages relationships between them. Therefore, PR should act asa
catalyst that enhancesacompany’sreputation, thereby making it popular among the
Masses.

PR firmsneed to thoroughly understand the importance of stakeholdersaswell.
They should beaware of the fact that if takeholdersdo not have positive perceptions
of aparticular company then they will not show any interest to do businesswith the
company. Therefore, PR firmsshould be ableto createthe kind of reputation that will
help invite more and more businessfor their clients.

PR professionals or dedicated firms run the operations and their prime
responsibility isto present their respective clientsin away that public getsattracted
towardsthe companies or organizationsthey are working for. Some of the common
activitiesinvolvedin PR are— publicity, participationin seminars, extending charitable
donations and corporate advertisng etc. Publicity is considered as one of the most
important methodsin PR.
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Direct marketing playsasgnificant rolein PR. It usesanumber of approaches
and techniques such asdirect mail, telemarketing, direct-response advertising and
Internet, that help companiesand organizationscommunicatewiththeir customers.

Another prominent section of advertising is event management which is
considered asone of the most glamorouscareersin India. Eventsthat are organized
by the management companiesinclude sporting, wedding and cultura, to name afew.

4.1 UNIT OBJECTIVES

After going throughthisunit, you will be ableto:

o Explaintheconcept of publicrelations, itsroles, types, process, functionsand
varietiesof toolsinvolvedin PR

¢ Define publicity and itskey roles

¢ Discussdirect marketing, itsimportance, techniquesand relevancein Indian
market

o |dentify key reasonsfor growthindirect marketing activity
¢ Explainhow to build customer trust indirect marketing

¢ Explaintheconcept of telemarketing and itsroles

e List advantages and disadvantages of telemarketing

¢ Defineevent marketing; develop event marketing strategy
e Stateroleof public relations and publicity inimage building
e |ndentify the significance of brand imagein event marketing
e Explain event marketing plan

4.2 PUBLIC RELATIONS: ROLE, TYPES, PROCESS
AND TOOLS

The companieschiefly focuson ther distributorsand customers. However some other
stakeholderssuch asmedia, government, employees, shareholders, social groupsand
local community should also be given due importance while running itsoperations.

Public relations (PR) is an important instrument used by companies or
organisation to enhance their reputations. It actsas abridge between an organisation
and the public, and manages rel ationshipsbetween them.

Public relations haswider objectiveswhen compared to marketing and involves
communication to maintain and manage relationships between the company and its
different gakeholdersincluding the general public. Thereisanarrow focusof marketing
and isconfined to only distribution channdls, marketing channels and customers, etc.
whereasthe public relationsinvolves communication with several other groups. A
conduciveenvironment is created by the public rdations department for the organization
to operate smoothly. The various activities involved in public relations include
participation in seminars, extending charitable donations, corporate advertising and
publicity, publicationsand lobbying, etc.



A company hasto understand the importance of stakeholdersother thanits
customers, suppliersand channel partners. A company’ svery existence asabusiness
entity will bein jeopardy if these stakeholders do not have positive perceptionsof the
company. For instance, it will not beallowed to set up itsfactoriesand officesif it has
antagonised the community in which the businessisto be set up. Public and banks
would not financeitsoperationif it lacks credibility. Aggrieved mediaand pressure
groups can berate the company to the extent that its suppliers and other partners
would not want to do businesswithit. And all these stakeholders shape customers
opinion to some extent. In sum, acompany would find it impossibleto do businessif
itsmgjor stakeholderswere aggrieved withit, even if the company hasavery good
product and marketing programmein place.

A company hasto be deliberatein managing itsrelationship with itsimportant
stakeholders. It cannot assume that itsgood practiceswill ensuregood public relations.
It hasto research theinterests and expectations of various stakeholders and serve
them. It would befatal to equate public relationswith good corporate communication.
For maintaining good relationswith important stakeholders, the company hasto first
servether interests and then communicate to themthat their interestswere being
served in particular ways. Focusing exclusively on communication would makethe
whole exercise agimmick and the stakeholderswill see through the facade. Public
relaionsisasreal asany other marketing activity, i.e., it isbased on achieving something
substantial for the stakeholders.

A lot of value is added by the public relations department and it assists the
marketing function in anumber of ways. Thus, it isbeing now acknowledged asa
growing and ahighly-potentid area. More economica and cog-effective communication
channelsare being explored inorder to take care of theincreasing advertising costs.

4.2.1 Functions of Public Relations

Following are someof thefunctionsthat public relations accomplishes:
1. Facilitates company’s overall operations

It leedsto development of animagefor the organizationwhich can beexploitedto gain
advantagesinthefield of salesand marketing. Not only this, it helpsinretaining good
employees and fostering good relations with the government and the community.

2. Aidspromotion

It can help inthe promotion of products. Public relations may also contributetowards
generation of awarenessand interest inthe company’s products. Thisisbecausethe
overdl corporateimage supportsand buildstheimage of the products being marketed
by a company. People increasingly understand that media hasits own intereststo
servebut still they are morelikely to believe the story on aproduct appearing in the
mediathan the claims made by the company initsad.

3. Helpsin tackling social and environmental issues

It helpsinhandling socia and environmentd issues and ensuresthat they are settled to
themutual benfit of al partiesinvolved. If the company hasagood record of fulfilling
itssocietal obligationsand safeguarding the environment, itsoccasional breach will be
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looked at with benevolence and the organization will be allowed to mend itsways
amicably by government bodies and pressuregroups. The company will be spared the
damagesthat would have befdlenit if the pressure groups had been stridently opposed
toit. The company getsthe benefit of doubt intricky and messy stuationsand survives
to liveanother day because of itsimpeccable public conduct in the past.

4. Ensuresthat customers are treated well

The company realizesthat cusomers are habitual story tellers. If acustomer isnot
treated well by acompany hewill soread the story far and wide. Andif he perceives
that the company has gone out of itsway to be of help to him, he will be equally
profuseinitspraise. Public relationsaso playsarolein ensuring thet the customersare
not just treeted well by the company but also they are presented with useful informetion.
Additiondlly, it also takes care of thefact that the company ensureseffective customer
service.

5. Helpsin attracting and retaining talented employees

Thisleadsto the overall corporateimagebuilding and increased levels of respect for
the company. Further thisisuseful in attracting good and talented employeesto the
company and also ensurestheir retention for along time. Over aperiod of time, this
factor isresponsibleto ensurethat peoplefed satisfied and happy whileworking with
acompany. Talented employeeswill stay inan organization only if they are proud of
belonging to theorganization. An employeewill not feel proud of hisorganization if
storiesabout the organization's sordid deeds and its shoddy behaviour areout inthe
open. But when the public respectshis organization he feelsgood to be apart of it.
Thevariousactivitiesthat can be takenup internaly in an organization to ensurethat
the employeescarry respect for the organization areinternal newsletter circulation,
recreationd activities, promoting work life balance, recognition of employeesfor their
contribution through awards, etc.

6. Ensures that stakeholders give it benefit of doubt

It additionally helpsin ensuring that misconceptionsare not formed for acompany and
thusmdiciousopinionsabout acompany’soperationscan be prevented. I f the company
has agood reputation, the public givesit benefit of doubt till factsareverified and the
truthisout. Thisperiod whenthe public suspendsitsjudgement about the company till

thetruthisout, is of utmost importance asthe mediaislikely to keep the company
embroiled in some controversy or the other. It is debatable whether companies

misdeeds have increased but they are definitely being reported morenow, dueto the
proliferation of the mediaand itsconstant search for controversiesto keep the public
interested. In such times, acompany’s credibility among its stakeholders can be a
strong deterrent to the media sfetishfor stirring controversies.

7. Develops reputation as a good supplier and customer

It helpsin building the overall reputation of acompany not just asamanufacturer and
amarketer for its customers and suppliers done but also asagood customer for its
suppliers. Customersand suppliersarelikely to believe that acompany with good
reputation with other sakeholderswill also keep its commitmentswith them. With
increasing globalization of business, getting afavourableinternational mediacoverage



has becomeimperative for attracting customersand suppliersfromacrosstheworld.
When distances between acompany and its suppliersand customersincrease, what
appearsin themediaabout the company becomes animportant criterioninthedecision
of thesuppliersand customersto consder doing businesswiththe company. Detailed
evaluations obvioudy follow but acompany with bad media coverage getsblocked
out, right inthe beginning of the customers and suppliers evaluation process.

8. Politiciansand public officials are favourably inclined

It additionally helpsin postively impacting theopinion of other peoplesuch aspoliticians
and public officials so that they carry agood opinion about thecompany and believe
that the company isworking towards public interests. With companieslooking at
esablishing, designing, manufacturing, and marketing facilitiesglobally, the perception
of the host government about the company has become an important factor inits
success as a global player. A government ismore likely to expedite the entry of a
company intoitscountry if it hasthe reputation of becoming agood loca citizen than
if it wasknownfor rabid profiteering.

9. Responds effectively to negative publicity

A company that understandsthe need to maintain good relationswith its stakeholders
will respond quickly, accurately and effectively to negative publicity. It understands
that negative publicity can overwhelm abusiness sooner than bad productsand services
and will put al itsresourcesin setting therecord straight. It will not wait for the negetive
publicity to die down on itsown. It knowsthat stories in the mediawill ceaseto
appear after sometime but peoplewill haveformed negative opinionsabout it and its
interaction with the company will reflect the opinion formed. A savvy company will
counter negative publicity vigorously and will not rest till public confidenceinthe
company isrestored.

4.2.2 Types of Public Relations Tools and Processes

There are many tools used in PR, which include both traditional and new agetools.
Thevarioustoolscan belisted asfollows:

e Pressrdease Pressrelease, or newsrelease, isthe primary and mogt traditional
tool of PR. For this, the company or individual needsto build and maintain a
database of press contacts and editors of industry journals, magazines, and
trade publications. This canlead to press coverage that cannot be bought by
money. A favourable coverage in the presscan do wondersfor acompany, and
achieve much morethan paid for advertisements. Companiesaso need to write
effective pressreleasesand send them out to mediacontactsonaregular basis.

e Feature articles. Another form of PR involves companies writing and
submitting their own articles. For example, afeature article on an eco-friendly
car may be consdered apt by the newspaper editor on Environment Day. This
isahighly effective PR method that aso servesto educatethe consumer, increases
thevishility of the company and product, and adds authenticity and respect to
the reputation of the company.

e Pressconference: A press conferenceisaquick and efficient way to convey a
PR message. Inapressconference, thereisno need to set up interviewswith

Public Relationsand
Publicity (PR&P)

NOTES

Self-Instructional Material 159



Public Relationsand
Publicity (PR&P)

NOTES

160 Self-Instructional Material

reporters separately, send pressreleases or contact editorsand producers. The
PR message can be conveyed to agroup of journalists from different media
channelsat once.

e Electronic media: The media, especialy television channels, arealwayson
thelookout for interesting and engaging ideasfor documentariesand TV shows.
They need programmes with great human interest stories. For example, an
environmental research ingtitute makes solar lampsthat makeabig difference
to peoplein remote unelectrified villages. The company asks big corporate
houses and individuals to join the campaign by sponsoring the solar lamps.
During an annual televised show, viewersfromall over the country call the show
and donate big or small sums of money for the programme. In addition, movie
gars sharethe stage with environmentalistsand leaders, and adopt villages by
pledging certain fundsto pay for one or morevillage. Inthe process, al those
involved —the TV channel, theresearchingtitute, aswell asthedonors—gan
positive publicity for supporting agood cause.

¢ New agetoals. Withtheproliferation of new technologies, especidly the Internet,
companiesandindividualsare using thesewidely. These days, no company can
do without having apresence onthelnternet in the form of an official Website,
which showcasesthe company’sachievementsand products, the programmes
it runs, epecidly highlighting it asasocialy regponsible organization. For example,
petroleum companies|ike Shell and automobile manufacturerslike Toyotaare
always keen to project a ‘green’ image by showcasing their support to
environmenta causes Interactivesocial mediastessuch asFacebook and Twitter
arebeing used to carry out PR by companiesand individuals. Most companies
have‘ pages onthesestes. Incontrast to the one-way communication offered
by thetraditiond mediachanndslike pressreleases, theseallow instant feedback
and discussionwith thetarget audience. Events, moviesand social causesare
widdy publicized onthese online forums. Furthermore, companiesuse multiple
user identitiesto join the discussion and create a positiveimage of the company
(that is, by ensuring alarge number of positive satementsfrom different users).

Use of subtle methodsto build public relations

Apart fromthese, there are moresubtle tools of the PR industry, which carry out PR
campaignswithout being apparent. Theseinclude mediardationskitscontaining video
and audio news releases, known in the industry as VNRs and ANRs. These are
produced by PR professionals and look exactly like the news or current affairs
programme of a particular channel. These are handed over to the channel, which
broadcastsit aspart of itsregular newsor other programme content. The channel gets
anewsitemor programmewithout spending on production cogt, whilethedient of the
PR firm getsan extremely effective and subtle chance to influence public opinion.
Companiestha want to fend off negative publicity and threatsto their reputation often
adopt thismethod.

Onlineforumshave become afertileground for subtle PR, where practiceslike
agroturfing and buzz marketing are becoming common, thoughit isnot easy to idertify
it assuch. Agtroturfing refersto creating front groupsthat appear asactua grass-roots
movementsand voice acertain opinion on behalf of acompany or government. In



buzz generation, or buzz marketing, peoplewho pose asordinary usersarepaidto
createa’buzz' or hype amongst their contacts by exposing themto the company’s
products. Most PR campaigns use many or al of these PR toolsaspart of their overdl
PR grategy to influence public opinion.

Other subtle methods: There are severa other methods that are being
adopted. These areespecially common among thefilmand entertainment industry.

¢ Publicity events, gimmicks, photo-opsor publicity sunts

e Cedlebrity endorsements

e Mediatie-upsand events

o Appearancesonreslity shows, tak shows, interviewsontelevisonand radio

¢ Reeaseof books, which are often written on behalf of the client by a‘ ghost
writer’

e Communication of opinionthroughwriting onblogs

e Appearancesat seminars, conferences and other events, often delivering
speeches.

4.2.3 Role of the PR Agency

A lot of the PR today is conducted by professionals, PR departments or external
agencies specidizedinthe PR business. A PR agency providesacomprehensiverange
of PR serviceto itsclientsand isresponsblefor generating favourable publicity by
keeping track of the different reportsthat arelikely to be printed or broadcast. The
task of a PR firmiscomplicated by the vast range of media channelsthat are active
today—newspapers, magazines, radio, television, websites, blogs, homepageson
Facebook, Twitter, promotional events, and so on. All these need to be monitored
and the PR agency needsto optimizethe good newsand forestall bad news. If thereis
athreat to the client’sreputation, the PR firm must control the Situation, by organizing
the client’sresponse so asto minimize damage, and organizeand present information
to the media.

Community relations Companiesneed to build goodwill among the community
in which they operate, for which they must have a comprehensive and long-term
programme. They undertake socially responsible tasksthat are of valueto thelocal
community suchasbuilding and maintain schools, hospitals and other welfare schemes,
which establish their credentialsasasocialy responsible organization. It isthetask of
the PR department of the company or the PR agency hired by the company to
communicate these programmes and their benefitsto the public at large.

Employeerelations: All companies need to generate goodwill among their
employees. Most of them have schemesfor the benefit of employeessuch asinsurance,
pension and health schemes. The image and reputation of a company among its
employeesisalso another responsibility of public relationsinitsfunction of employee
relations.

Product publicreations. PR agencies create awareness about new products
among the public, and help to positionthe brand above therival brands. Sometimes,
new featuresareadded to an existing product and the PR firmhasto focusthe attention
of the public on the product with its new feature. For example, if achildren’smilk
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supplement adds anew feature such as‘ memory chargers' inthe product, the PR
department may organize an event at aschool, where samples of the product will be
givento childrenand their mothers When existing products need apush, public relations
isoften called on theimprove product visihility.

Financial relations: The PR agency or department communicateswiththe
wide variety of individualsand groupssuch asthe scockholdersand investors. It keegps
financial analystsand potentid investorsinformed about the company’sfinancia status.
A wdll planned and executed financia relationscampaign canincreasethevaue of the
company’sstock because of improved image and reputation. Thisimproved image
can aso makeit easier to gather additional capital.

Palitical and government relations. Many big companiestry and influence
the government’spoliciesand legidation in order to ensurethe smooth functioning and
growth of their companies. Lawsand regulaionsthat could have adverse consequences
for the companiesare opposed, but these activitiesare carried out inasubtle manner
by PR agencies. The act of attempting to influence government leadersto create
legidationor conduct an activity that will help aparticular organizationiscalled lobbying.
Lobbying is a form of PR carried out at the government level (source:
Www.businessdictionary.com)

Crisscommunications. During anadverse situation, such asfire or accident
a aproductiongteor if therearedlegations againg the company, it isthe PR department
or agency that isresponsiblefor communicating with the public and stakeholdersand
minimizing the panic among stakeholder and control the damage to the company.
Natural disasters, management wrongdoings, bankruptciesand product failuresare
criseswhich public relationsmust play alarge part.

(Source: Adapted from http://mmw.votefor us.convfunctionsofpublicrelations.html)

4.2.4 Sagesin PR Srategy

The PR grategy will generaly follow fiveessential sagesasshowninFigure4.1. Let
ustakealook at thestagesin detail.

1. Identifying themessageto thecommunicator: Thiswould involveinforming
the public about the issuesto betaken up, suchasanew policy of the government
or theorganization, changein existing policy or scheme, launch of anew product,
campaigning for apublic cause, etc.

2. Assessing theexisting imageor awarenesslevel: Theorganization needs
to assessby taking asurvey among thetarget audienceto gaugethe awvareness
level ontheissuefor which theorganizationisplanning to launch the PR process.
They needto find out if theimage of theorganization or the opinionregarding an
issueis positive, neutra or negative.

3. Setting out clear communication goals and priorities. Communication
objectives need to be established based on the knowledge level or imagefactor.

Instead of vague and general objectives, there should be clear-cut goals, such
as ‘X number of households should be informed about the event.’



4. Building up the message and selecting themedia channédl: The content of
the message needsto be appropriate to the mediachannel that isbeing chosen
for itsdissemination. For example, if the mediachannel istdevison, the message
needsto be audio-visual, whilefor the print media, it needsto beintheform of
featurearticles, pressrelease, etc. Generally, PR isnot carried out through a
single channel, but multiple channels are utilized. The mediachosen for PR
dependsonthekind of event, thetarget audience and thereachthat isrequired.

5. Assessing impact: The PR agency needs to monitor and evaluate if the
communication sent out reached the target group and whether it had thedesired
impact. Incasethe messagefailedto reach thetarget or did not havethe expected
results, the cause of failure should beinvestigated and the message needsto be
sent out again after modification.

Figure4.1 sumsup the sepsinthe PR strategy.

PR Strategy
() Message identification

Assessment of
Awareness Level and Image

é Prioritization and Goal Setting

Selection of Media Channel

Impact Assessment

Fig. 4.1 Sagesin PR Strategy

4.2.5 Different PR Policies

For any company, it isimportant to have aproper Public Relations Policy asit provides
aframework to create awareness about the company, its servicesand products. The
benefit of having aproper PR policy isthat it helpsin enhancing the reputation of the
company. Thus, the company managesto attract its target audience towards the
company. Someof the activities covered inthe Public RelationsPolicy are developing
aPR plan, implementing the PR plan and monitoring the PR plan.

How a PR policy works

In most of the companies, managersof the departments of marketing, promotions,
public relations and sales coordinate the companies’ sales, market research, promotion,
product development and public relations activities.

Thereisadight differenceintheway aPR policy worksinsmall companiesand
big companies. Insmaller companies, the promotions, advertising, sales, marketing
and publicrelationsresponsilitiesfall onthe shouldersof the chief executive officer.
Whereas, in bigger companies, an executive vice president takes care of overall
marketing, sales, advertising, promotionsand public relations policies.

M arketing managers. The role of marketing managersis to develop the company’s
marketing strategy. Product development managers and market research managers
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help them in developing important strategies of the company. Marketing
managers develop pricing strategy as well. It helps the company to gain maximum
profit.

Promotionsmanagers: It istheresponsibility of promotions managersto guidethe
promotions specidistsof the company. They develop effective promotions programmes
that help increase sales. They use tools such astelemarketing, television or radio
advertising, direct mail, exhibits and insertsin newspapers.

Publicrelationsmanagers. Thekey roleof public relationsmanagersisto supervise
public relationsstaff. They aso evauate promotions programmes. They need to keep
aneyeonthesocia, economic and politica trendsthat might affect the company, as
well.

4.3 PUBLICITY: CHARACTERISTICS AND PROCESS

Oneof themethodsof publicrdationsispublicity. It generally involves communication
about anorganization or any of itsproductsinthemedia Thisisdonethrough placement
of newsand thustime and space may not bedirectly invested for.

Though acompany can manageto get talked about inthe mediawithout doing
anything whichisnewsworthy, it will not help its causeif readersor viewersdo not find
thestory about the company stimulating enoughto takenoteof it and regigter it in their
minds. A big portion of the publicity budget is spent on maintaining relationswith the
media in the hope that the media will feature the company more frequently and
prominently. But, thisiswasteful. I nstead the company should expend itsresourcesin
staging events, building associations, and doing other things depending upon thetype
of businessthe company isin, about whichthe public would genuinely beinterested in
knowing.

Savvy companiesknow thetriggering pointsof public and mediaattention and
conduct themselvesinamanner that invitesthe attention of the public and media. Their
publicity endeavour does not end with courting the media. Media, anyway, will carry
thegtoriesthat itsreadersand viewerswill want to read and view.

Tasks of publicity department

Some of theimportant tasks of publicity department can be discussed asfollows:

¢ Responding to requestsfrom mediawhich requiresavailability of well-organized
informeation of the company.

¢ Aninformation ondifferent eventsrelated to the organizationa developments
may be shared with media. This can be achieved by building communication
channelsinternal to an organization. However, knowledge of the mediais
extremely important inthisrespect.

e Another important aspect isthat the media should be motivated enough to
present the same opinion asthat of the organization. In order to ensure the
same, it isimportant to develop closerdationship with mediapersonnel andit is



crucid to understand their overall needsand motivations. The company should
additionally aim at creative development of ideas.

Characterigtics of publicity

Themost crucial task involved in publicity isto ensure that appropriateinformationis
passed on to all the key stakeholders of an organization. The information can be
primarily disseminated through several ways. Thiscan be achieved by publishing news
releases, conducting newsconferences, publishing festurearticles, setting up interviews,
conducting seminars and conferences. Therearefive mogt important characteristics of
publicity:

e Message should becredible: Incomparison to advertising, the message has
higher credibility. Thisis becauseintheeyesof thereader the message content
hasbeen developed by an independent media person and doesnot comedirectly
fromanorganization. The credibility attached with the message content ensures
that it ismore persuasive in nature when compared to any other advertised
message.

e No media cost should beinvolved: In case of publicity, thereis no direct
involvement of mediacost asno spaceisbought by the company inamedia.
However, someonefrom the organization hasto ensure the preparation of the
newsrelease, must set up interviewsin caserequired or conduct/participatein
agiven conference. A publicity department or a press officer internal to an
organization can beinducted to ensure theabove. It can be also managed by an
externa public relations agency or aPR firm.

e Control of publication may be lost: In case of an advertisement that is
internal to the organization, the company has the guarantee that it will be
published; however, this may not be the case in a news release or a news
item. Thisis because the decision maker is not the organization or its employees
but it is the editor of a publication. The prime area of focus is whether the
news item will generate sufficient interest or not. The editor ismoreinclined
to make sure that the news release or news items are an interesting read for
its targeted readers.

e Control of content may belost: Thecomparny cannot make surethat whether
the content will be presented inamanner that it takes care of theinterest of an
organization.

e Control of timing may belost: The company can control the timing of a
promotiond or anadvertisng campaign but it can by no meansregulatethetime
of publishing of anewsrelease. Therefore, impact at agiven period of timeis
not possibleto be ensured.

4.3.1 News Release

Newsrdeaseisthe most popular meansthrough whichinformetion can be disseminated
to media. One should take care of the following guidelines while preparing anews
rdease:
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e Headline of the newsrelease: One should try to make the headline of the
articlefactua rather than using aflashy or aflowery language. Thisisbecauseit
can disappoint the editorsof apublicationif the newsreleaselacks on actual
information.

e Firg paragraph: Oneshouldtry to includeabrief summary to thewholenews
releaseinthefirst paragraph. While preparing the same, oneshould assumethat
if this paragraphisgoing to be published, then it should put acrossthe desired
messageto thereaders.

e Copy of thenewsrelease: Whilethe copy of anewsrelease, oneshouldtry
to keep thelessimportant information towards the end of the newsrelease.
Thisisbecause while editing, chancesof informetion towardstheend has grester
chancesof getting deleted.

e Content of the copy: The personwriting the newsrelease should ensure that
the copy content isfactual in nature and also should work towards endorsing
thesamewiththe hdlp of factsand figures. For example, whiletalking about the
illiteracy ratein agiven state of India, it should be backed by thefigures.

e Length of newsrelease: The news release should be as brief and short as
possible. Thisisbecause an editor will always be happy about spending asless
time aspossblewhile editing anewsrelease. Theeditor will get irritated in case
therdeaseisquitelong and takesalot of timeto edit thusminimizing the chances
of publication of suchanewsrelease.

¢ Layout of newsreease: Thelayout of the newsrelease should be suchthat it
containssmall paragraphswith adeguate spacing between them and must alow
for therequired margins on both sdes. Additionally, double spacing must be
ensured inthe copy o that editor has adequate space between the paragraphs
to put hiscommentswhile editing thetext that has been included inthe news
release.

4.4 DIRECT MARKETING:
IMPORTANCE, TECHNIQUES
AND RELEVANCE IN INDIAN CONTEXT

Direct marketing can be defined as a form of marketing that helps companies or
organizations sall their productsor servicesdirectly to the consumers. Some of the
most popular techniquesof direct marketing are direct mail, telemarketing, catalogue
marketing, direct response marketing, and so on.

Inthissection, youwill learn about theimportance, relevance and techniques of
direct marketing.

4.4.1 Importance and Relevance of Direct Marketing

Direct marketing have experienced growth dueto severd reasons. Some of the key
reasonsaregiven asfollows:
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Fig. 4.2 Reasons for Growth in Direct Marketing Activity

o Market fragmentation haslimited the applicability of massmarketing techniques.
I ncreased fragmentation has led to the emergence of segmentsthat are smaller
insize. Such consumer segments have finer, distinct sets of needswhich may
not befulfilled by the current offering of the marketer. Therefore, the capability
of direct marketing techniquesto target distinct consumer groupsisof increasing
importance.

e Theincreasing supply of lists and their diversity has provided raw data for
direct marketing activities. Thereislarge amount of transaction dataavailable
with retailers and internet marketing companies that can be used to target
individua customersmore accurately.

e Sophidticated software allows generation of personalized letters, messagesand
offerings.

e Sophigticated analytical toolsare available now that help companiesto classfy
and understand customersbetter. Households can be classified into types of
neighbourhoods by using geodemographic analysis. For example,
neighbourhoods of elderly people, or private houses or single people can be
identified. Theseinturn can be cross-referenced with product usage, media
usage and lifestyle segments.

e High cost of personal selling hasled companiesto take advantage of direct
marketing techniques such as direct response advertising and telemarketing to
makethe salesforce more effective. Direct marketing techniques generateleads
that can be screened by outbound or inbound telemarketing.

Building customer trust in direct marketing

Customersaretime-starved, hassled, lonely, cynical and skeptical. Such customers
will not trust direct marketers, who have not branded themselves. It isimportant to
congider the state of society before designing direct marketing campaigns.

Increasingly, people have lesstime for life outside their work. People haveto
scrambleto cramawiderangeof activitiesinto thefew hoursthat they havewhen they
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reach home. And today’s economic conditionsrequire virtudly every adult inahousehold
to work. What happens during thistime has crucia implicationsfor direct marketers.
Telemarketing callsand direct-mail packages are dealt with in the evenings, usually
when the family isrushing to completeanumber of household activities. Theresult is
that telemarketing pitchesare perceived as unwanted and irritating intrusions. Direct-
mail packagesare scanned quickly and non-attentively by tired customersasthey go
about helping their children complete their homework. Exacerbating these conditions
isthefact that telemarketing and direct mail volume have reached very high levels.

Exasperated customers, struggling to juggle between household activitiesand
direct-mail clutter combineto have serious consequencesfor direct marketers:

e The more upscale adirect marketer’s customers and prospects are, the
more direct mail they arelikely to receive.

e Busy peoplearelesslikely to increasethetimethey devoteto direct mail
when they receivemore of it. They aremorelikely to spend lesstimewith
eschmailing.

e Too muchdirect mail for too long has made people aware of the techniques
that direct marketersuseto solicit their attention. Most people have dready
decided that therewill be nothing for themin the mail before even openingiit.
They areweary and wary of the popular promotional tactics. Theresult of
such customer ambivalence, bordering on antipathy, isthat techniquesthat
may haveworked yesterday may backfiretoday.

Dueto decadesof commercial televison, the way people assimilate information
has changed dramatically. People have becomeincreasingly conditioned to receiving
informationin short, rapid, visual burgts, rather than the traditional linear manner of
reading. Theresult isthat people’s attention spans are lessand they read less. This
phenomenon hasseriousimplicationsfor direct mail. A verba, leisurely and alengthy
medium likedirect mail scemsanachronigticintoday’sfast-paced, busy and postliterate
society. Direct mail hasto convey itsfull soryinashort timethat the customer pays
atentiontoit. It isfutiletotell astory whichrunsinto pages.

Astechnology commands agreater rolein contemporary life, peoplefear that
they arelosing control. The sametechnologiesthat give people so much comfort and
control, ascellular phones, cash machines, etc., do create extreme frustration and
anxiety whenthey fail to operate because new technology createsinstant dependency
and subservience. Marketershaveto help cusomersto stay in control by maintaining
and facilitating contact, by indtilling confidenceand comfort, and by reducing complexity.
Mail order companieshave specia responsibilities because their success dependson
thefaiththat customersput inthem. Every timeacustomer isasked to send money, fill
out applications, or give credit card numbers over the phone, they relinquish some
degreeof control. Soit isimperativeto let cusomersknow that they arein control and
to makeit easy to restore control whenever thereis problem.

Thebest way to makethecustomer fedl in control isto give himaguarantee that
whenever isaproblemwith the purchased product, hismoney will berefunded. Another
way isto provide atoll-free number. It isthe simplest, quickest and most effective
devicefor restoring control. Customers expect knowledgesble, efficient and solution-



oriented customer servicefromdirect marketing companiestoo, because that iswhat
they are getting from other companies.

Societiesare becomingisolated and lonely. Anincreasingly lonely society will
crave for contact—contact that meets both practical and psychological needs. It is
important for direct marketersto think of any cusomer contact as marketing, regardiess
of purpose, channd or intengty. Direct mail, outbound tdlemarketing, incoming customer
service cdls, product shipments, billing statements, etc., all havethe power to either
build or erode relationships with the customer. Thereis no such thing as aneutral
contact. A misguided telephone call that treats current customerslike noncustomers
and asksthemto buy what they have aready bought, could have an erosive effect on
therdationship.

With dl the bad economic, political and societal news confronting people, these
days, people's confidenceis on the wane. The less confident people are, the more
cynical they become. M ore and more people are becoming cynica about advertising
and the truthfulness of advertising claims. Advertisers have been making so many
overblown, unfulfilled promisesfor so long that it issurprising that people eventake
note of them. Direct marketers need to be especially sensitiveto customer cynicism
and skepticism. They conduct their businesses without the benefit of face-to-face
contact, and it is human naturefor peopleto be skeptica of thingsthey cannot see or
fedl. Direct marketersrely ondirect mail and telemarketing, thetwo formsmediathat
fraudulent and deceptive practitionersare very fond of using.

Customerswant to feel comfortable about the companiesthey do businesswith
and one of the key components of comfort hasto do with the way companies use
information about their customers. They are also quite concerned about privacy.
Therefore, bethey will have nothing to do with adirect marketer if they suspect that
their personal information hasbeen leaked, or worse, hasbeen sold to other companies.
It isvery important that direct marketers get proactive about guarding information
about customers.

Thereisastrong feelingamong peoplethat life hasbecometoo complex. The
sheer velocity and magnitude of decisions, choicesand responsibilities have made
peoplelong for smpler times. Inabusy, rushed and overly complicated world, simplicity
and clarity should be the guiding principles governing al communications. The only
effective way to communicate persuasively with acustomer who istoo busy, too tired,
too cynica and too unwilling to read too much direct mail isthrough astrong, well-
established, intdligently positioned brand. A strong brand can be anantidotefor virtualy,
all the cynicismand skepticismthat prevail among customers. It can be useful inthe
followingways.

e Strongbrandsareingtantly familiar andimplicitly trustworthy—essentid criteria
for getting abusy, tired, postliterate prospect to pay attention. Also, the
stronger the brand is, the shorter the copy can be. Short copy invites
readership. Postliterate customer doesnot havethe patienceto read long
copy.

e Strong brandsaretrusted by customers. They put the customer in control.

e Eachtimeastrong brandisused, itskey attributesare reinforced.

e Strong brandsareconsstent. They enable customersto buy with confidence.
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Trusted brands provide comfort to customers. Someof the strongest brands
have been aroundfor alongtime.

e Brands provide an antidote to complexity. Strong brands speak clearly,
consstently and compassionately to people’ sneeds.

Direct marketers have been ignoring branding themselves because they sell
nonbranded productsin uncluttered categories. But today, virtually every category is
crowded, cluttered and need every product isacommodity, so direct marketersto get
seriousabout branding.

In branding themselves direct marketershaveto strike acritical balance. The
direct marketer hasto ensurethat the company’sbrand personality iscommunicated
congstently and clearly initsdirect marketing communications, without compromising
response-generating techniques. The direct marketer should have clearly presented
brand positioning and benefit. The best way to determine thisisto see how long it
takesfor customersto fill intheblanksin thisstatement: * X istheY that doesZ for
me . Theanswer should be framed inthe following way, ‘ Doveisthe dish-washing
liquid that softenshandsas| wash dishes . The quicker the customerscan come up
with such astatement, the more clearly the company’scommunication is branded. If
customerscannot completethe statement in 15 seconds or lesswhen they look &t the
company’sdirect mail or direct response advertising, thecompany’scommunicationis
weakly branded. Consistent and conscious use of the company’s name, benefit and
offer in headlines and subheadswill ensure that branding comesthrough clearly and
strongly. Time-starved and postliterate cusomersrarely read body copy.

Another important point to remember is that direct mail and mass-media
advertising should not be developed independently of one another, otherwisethetwo
will look and feel asif they come from different companies. Direct mail and other
media should have reciprocal arrangement. Direct mail should leverage the brand
equity established in mass media advertising by borrowing copy and graphic
imagery of the advertisement and placing them prominently in their direct mail. The
direct mail ismore easily recognized when it bearsthe copy and graphic imagery of its
advertisements. Customersalso feel more comfortable and confident in responding to
adirect mail of acompany which they remember seeing in an advertisement. The
direct mail of awell advertised and strongly branded direct marketing company will
generate greater and better quality response. In addition, as the direct
mall itself hasadvertising value, even nonrespondents get a positive, brand-building
advertisng impression.

4.4.2 Direct Marketing Techniques
Some of the common direct marketing techniques are:
e Direct mail
o Telemarketing, bothinbound and outbound
e Caaoguemarketing
¢ Direct response marketing, for instance coupon response
Inserts, such aslesflets
Internet
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Fig. 4.3 Direct Marketing Techniques
1. Direct mail

The company sendsamail to acustomer informing himof itsofferswith animplicit or
explicit request to makeapurchase. A key factor that determinesthesuccess of direct
mail isthe quality of themailing list. List housessupply list on rental or purchase basis.
Sincelistsgo out of date quickly, it may be better to rent them. A customer list can be
compiled from subscription to magazines, catalogues, membership of organizations,
transactions at retail countersand internet Sites. Customer lifestylelistsare compiled
from surveysbased on questionnaire administration. Theelectora roll isuseful when
combined with geodemographic analysis.

List of busnesscugtomersisobtained from subscriptionlists of trade magazines,
fromexhibitionlists, and it isalso provided by directory producers. The most usable
and productive mailing list isthat of the company’s own customers, because they
transact with the company, and thelatter understands nuances of their buyer behaviour.
Other useful mailing listsare names of past buyerswho havebecomeinactive, enquirers
and those who have been referred or recommended by present customers of the
company. A mailing list becomes more usableif characteristics of buyer behaviour
such asthe products purchased, frequency of purchase and value of purchase are also
stored inthe database.

For any direct mail programme, five questionsshould be answered:

Who:
Target
audience

Direct ' desired

mail
programme

Why:
Customer
should buy

Fig. 4.4 Questionsto be Answered for any Direct Mail Programme

Public Relationsand
Publicity (PR&P)

NOTES

Self-Instructional Material 171



Public Relationsand
Publicity (PR&P)

NOTES

Telemarketing: A form of
direct marketing where
specially-trained marketers
use telecommunication and
information technologies to
contact customers and
conduct marketing and sales
activities

172  Self-Instructional Material

¢ Who: Whoisthetarget market/customer?Who arewetrying to influence?

e What: What responseissolicited?A sale, an enquiry?

e Why: Why should thetarget customer buy the offering or makean enquiry?
Isit becausethe product isdelivered faster or cheaper, etc.?

e Where: Where canthetarget customer be reached? Can we obtain their
home or work address?

¢ When: Whenisthe best timeto reach thetarget customers?lsit weekends
or weekdays?

Direct mail allows specific targeting to named individuals. Elaborate
persondlizationispossible and theresultsare directly measurable. Since objectivesof
direct mail areto elicit animmediate response, usualy a sale or an enquiry, success
can easly be measured. Such factorsastype of promotional offer, headlines, visuals
and copy can be varied in a systematic manner. By using code numbers on reply
coupons, response can betied to the associated crestive efforts.

The effectiveness of direct mail relies heavily on the quality of themailing list.
Poor ligsraisscogsand createirritationfor consumerssincerecipientsarenot interested
inthe content of the mail. Junk mail isabig problem and questionsthe credibility of the
company whichsendsthe mail.

Cost per thousand customers reached, using direct mail can be higher thanin
advertising, and response can be aslow as 2 per cent. And then thereisthe high cost
of setting up adatabase and maintaining it. It isextremely important that acompany
updatesitsdatabase periodicaly, so that new prospectsareincluded, and those who
would not buy, areleft out. A company should consider direct mail asamediumto
long-termtool for generating repeat businessfromagroup of cussomers, who have
been chosen after alot of deliberation, becauseit is expensiveto reach them-if there
isvery little probability of acustomer buying the company’sproduct, the company
would have unnecessarily spent alot of money to reach him. It has been found that
practical and factual appeal work best inincreasing the response ratesviadirect mail.

There may belaws governing the collection and storage of persond information.
Therefore, acompany should be aware of these beforeit Sartsoperating in any courtry.
The company should aso beaware of the likelihood of response from customersand
competitor activitiesof the same nature. For instance, customers may beirritated due
to overload of such offers made by various companies (offering same or different
products), whichinfluenceresponserates.

2. Telemarketing

Telemarketing isaform of direct marketing where specially-trained marketersuse
telecommunication and information technologiesto contact customers and conduct
marketing and sdles activities.

Roles of telemarketing

Telemarketing isvery versatile and it can be used for anumber of purposes:

e Direct selling: Telemarketing isused to reach and serviceacustomer, when
the salespotentia of the customer does not warrant aface-to-faceinteraction
with asalesperson. In an outbound telephone call, amarketer simply enquires



about areordering possibility. Such acall and its ensuing transaction of the
marketer taking acustomer’sorder, doesnot requirecomplex salesarguments
that need face-to-faceinteraction. In an inbound telephone call, acustomer
placesanorder in responseto adirect mail or an advertising campaign.

Build and

update Direct sdlling
marketing
database
Generate and Support
screen leads salesforce

Fig. 4.5 Roles of Telemarketing in a Company

e Supportingthesalesforce: Tdemarketing supportsthe salesforceby providing
acommunicationlink, or anenquiry, or order handling function. Customersfesd!
comfortableintheknowledgethat thereisatelemarketer a the seller’scompany
who they can easily contact, if they have aproblem, enquiry or wishto placean
order.

e Generating and screening leads: Outbound telemarketersestablish contact
with prospective cusomersand try to make them agree to asalesperson’svisit.
They also screen leadsthat have been generated by direct mail or advertising.
Prospective customers who request further information, are contacted by
outbound telemarketersto ascertaintheir potential and if qualified, to arrangea
sdespersonvisit.

e Building and updating marketing database: A secondary source of
information such asadirectory providesalist of companiesthat are only partialy
qudified for beingincluded inthe company’sdatabase. Outbound telemarketers
check that the companiesinthedirectory fulfill other conditionsliketheir buying
potentia and frequency of purchase, beforethey are included inthe company’'s
mailing list. Outbound telemarketers aso update the company’ smailing list by
caling the membersontheligt.

Applications of telemarketing

Telemarketing can be cost efficient, flexible and an accountable medium. Telephone
permitsatwo-way dialoguethat isingantaneous, persona and flexible. An organizetion
may usetelemarketing effortsasasupplement to other techniquesof customer contact,
or it can use telemarketing asamain mode of making salesto customers.
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o Telemarketinglinked tofield selling activities: Themissionary seller who
contactscusomersinitidly, and theorder taker who takesordersfrom cusomers,
cantakethehelp of telemarketersto do their job. Telemarketerscanact asan
organization’s primary salesforce. Telemarketing makes an important
supplementary contributionto persond or face-to-face sdlling, whenthesdlling
processisroutine, and the customer doesneed alot of convincing, inwhich
case asdesperson would need to vigit him.

e Supportingroletoother promotional activities: Face-to-face contact may
berequired for closing the sale, but selective buyer-sdller interactionscan be
accomplished by tdlemarketers. Theseactivitiesindudeestablishing initid contact,
taking ordersand handling reorders. | mplementation of atdlemarketing support
requires close co-ordination of field and telemarketing salespeople. The
supporting role of telemarketers createsamajor organizationa designtask in
terms of aligning their roles so that salestask isachieved at minimum cost.
Resistance fromthe salesforce should be anticipated when they areasked to
share commissionswith telemarketers. When faceto faceinteraction isneeded,
telemarketersplay asecondary role.

e Primary roleof telemarketing: Telemarketersprovide salesand customer
support inselling situations, inwhich face-to-face contact with asalespersonis
not required. Telemarketing can be productively used inroutine salling process,
low-value purchases, alarge and widely dispersed customer base and non-
technical products. Thehigh cogt of face-to-faceinteraction between acustomer
and asaespersonwarrantsthat telemarketing be considered asthefirst option
to reach a customer and only when a telemarketer has failed to impress a
customer, should a salesperson be asked to meet him.

e Combinationroles. Acompany usesitstelemarketersinboth supporting and
primary roles. A company may havelarge number of customers, who may be
widely dispersed, and whose purchases may range from very small amountsto
very large amounts. Telemarketers serve customerswhose purchasesare too
small to justify a visit by a salesperson, or they may be too far away.
Tdemarketershave primary reponsibility of such small andfar away customers,
and provide backup servicesfor large customers, when salespeople are not
availableto servethem.

e Norole: Acompany cannot rely on itstelemarketerswhenthe sdlling process
iscomplex—personal contact isimperative. Customerswho may buy different
products from the company should compulsorily be served by salespeople,
becauseit isonly during face-to-face interaction that customers’ varied needs
can be unearthed, and then they can jointly explore how those needs can be
served by the company. A salesperson should visit customers, who buy inlarge
lots, because such customers cannot beallowed to defect, and hence eventheir
small worriesand concerns haveto be addressed.

Guidelinesfor telemarketing

Some general rules should be followed when atelemarketer contactsacustomer. The
rulesaregiven below:

o |dentify yoursdlf and the company



Egtablisharagpport: Thiswould be easy if the potential dientsand their businesses
have beenwell researched

Makeaninteresting comment
Deliver your sales message and emphasize benefits over features
Overcome objections

Closethe sales: Ask for the order—would you place an order now? Or fulfill
another sales objective OR can | send you asample?

¢ Actionagreement: Arrangefor asalescall or product demonstration

Expressthanks

Advantages of telemarketing

Telemarketing has severa advantagesover other formsof direct marketing methods.
Some of which can be discussed asfollows:

It costslower per contact than apersond vist by a salesperson.

It islesstime consuming than personal visitsboth for the company aswell asfor
the customer.

Growth intelephone ownership hasincreased accessto customers. The use of
toll-freelineshas reduced the cost of responding by telephonefor customers.

Mobile phones enable contact with prospectsanytime, anywhere. Messaging
services can be used which are less expensive than telephone calls (for the
company) and lessintrusive for customers.

I ncreased sophigtication of new communication technology has enabled digital
networksto allow seamlesstransfer of cals between organizations.

Telephonesretain the advantage of two-way communication.

Disadvantages of telemarketing

Thoughit islessexpensive and lesstime consuming than many other direct marketing
methods, telemarketing has several disadvantages:

Telemarketing lacksthe visual impact of apersonal visit, and henceit isnot
possible to assess the moods or reactions of the buyer by observing body
language, especially facia expressions.

It iseader for acustomer to react negatively over telephone, and the number of
rejectionscan be high.

Telephone selling can be intrusive and some people may object to receiving
unsolicited telephonecdlls.

It ismoreexpensivethan direct mail or mediaadvertisng.

L abour costscan be high, although computerized answering can cut costs of
receiving incoming calls.

3. Catalogue marketing

Catalogueisalig of the product range that acompany sendsdirectly toitscustomers.
The catalogue usudly containsdetails of various products, prices, variants, promotiond
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schemes, along with aproduct preview. Customers may preservethe catalogue and
useit in the future whenever they feel the need to order or replenish the products
offered by the company.

Customers prefer catalogues mainly because of the convenienceof placing an
order. Conveniencefor the cusomer essantiadly means saving timeand effort of seerching
for and evaluating productsinthe decison-making process. Price (promotiond offers),
product (many variants, extensive range, full product line) and service attributes (free
home delivery, installations, payment facilities) could be used by marketers for
differentiating their offerings. The most important expectation of customersfrom
catalogue companiesare guarantees of product delivery and the quality of products
delivered.

Guidedlinesfor catalogue marketing

Thecatdogueshould evincetheinterest of the prospective customer and should provide
al theinformetionthat might be sought by him. Some guiddinesfor an effective catalogue
ae

Updated regularly

Sequence
Factual and properly

descriptive M

Address an Guiddines | Ensureinventory
interested for < of ordered
audience catalogue | products

Fig. 4.6 Guidelines for Catalogue Marketing

¢ The catalogue should be addressed to an interested audience. Developing a
catalogueis expengveand theleast that the company should expect isto make
the customer sft throughit. Therefore, agood databaseisdecisvein ensuring
the successof catalogue marketing.

¢ Thecatalogueshould be factua and descriptive. It should preferably carry the
product specificationsalong with apreview. Samplesof new productsmay also
work out well.

¢ The catalogue should be updated regularly. It should contain and retain products
thet areprofitablefor the company and of particular interest tothetarget cusomer
(theseitemscan be estimated fromresponsesto previous offers). New products
should beindicatedinthe catalogue.

e To attract the interest of the customer, the catalogue should be sequenced
properly. For instance, the catd ogue may have atable of contentsindicating the



location of variouscategoriesof products. I the company sdllsonly oneline of Public Relationsand
product (for instance, cosmetics), it may insert new productsfirgt, or keep the Publicity (PR&P)
moreinteresting merchandisein thefirst few pages. The consumer islikely to

pay more attention to the cover pagesand the pages around the order form.

¢ The company should ensurethat the productsordered by the customer arein
stock, and they are delivered ontime.

Applications of catalogue marketing

NOTES

Companies can exclusively use catalogues to sell their products, or they may be
combined with other means of communication by the company.

e A company that operatesexclusively through catalogues, i.e., doesnot useany
other method to approach customers, offersthe complete range of itsproducts
by using catalogues.

e Some companiesuse catalogues as asupplement to other formsof selling. A
catalogue can be used in addition to personal selling or telemarketing. The
sdesperson may cal upon the prospect and leave acataoguefromwhich orders
may be placed later. A telemarketer inthe company can call aprospect and ask
if the customer would beinterested inknowing more about the company andits
products. Mail catalogues may be afollow up of thisprocess.

e Catalogues can also be used to invite customersto visit retail outlets. The
catalogue presents details of the product range that the company holdsinits
retail sore. Customerscan browse thecatalogue and purchase fromthe retail
outlet. Such catalogues can be sent by mails, or they can be printed (or used as
inserts) inmagazines or newspapers. I naddition to these, theelectronic media
can a'so beused to advertise catalogues. Package inserts can also be used by
marketers.

Advantages of catalogue marketing

Catalogue marketing has severa advantages.

e Catalogue marketing ensuresthat only interested customersrespond to the
company’soffer, or vigt their retail outlets.

e The catalogue provides a prospective customer with some idea about the
company’sofferingsto elicit interest initsproducts.

e |fthecustomerisevendightly interestedinthe product, thereisahigh probability
that hewould retain the cataloguefor future usage. Therefore, the catalogue
actsasaconstant communication link between the company and the consumer,
with aonetime expense for the company.

e Catalogues can beuseful for start-upsand small firms asit does not involve
setting up expensive marketing and sdlling infrastructure.

Disadvantages of catalogue marketing

There are several disadvantages of catalogue marketing:
e Producing the catalogueisvery expensive.
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¢ The degree of success of catalogue marketing rests on the accuracy of the
database, and how descriptive the databaseisabout target customers. Collecting
suchinformationisadifficult and time consuming task.

¢ Readying the catalogueisonly thefirg sep in sdling the product to the customer.
Companiesmay fail inensuring timely delivery to the customer, or may not have
the ordered product in stock.

¢ Product offerings may be easily copied by competitors, because of which
catalogue marketersmust look for other means of differentiation.

4. Direct response marketing

Direct response marketersplace advertisementsin various media, soliciting responses
(purchaseor enquiries) directly from prospective cusomers Direct regponse marketing
can be donethrough television, print media (magazines, newspapers) andradio. The
customersarerequested to respond to the advertisement by contacting the company.

5. Inserts, such as leaflets

Insert marketing which can be doneby digtributing inserts such as leeflets, coupons,
buckdlips, fliersand brochures are consdered as one of the most inexpensivewaysto
promote aproduct or aservice. Thisformof marketing can beavailed by individuals,
organizationsor companies.
Thekey stages of insert marketing are asfollows:
1. Choosing theright lesflet.
2. Designingthelesflet.

3. Digtributing throughtheright channel. Someof the optionsare: they canbe
placed in magazines or on car windscreens, handed out in events or on
drest.

4. Trackingtheresults.
Internet marketing

Internet marketing isbascaly the promotion of abusinessover Internet. It isinexpensive,
effective and considered asapotent direct marketing technique. Internet marketing is
discussed indetail under thetopic Event Marketing.

Purpose

Direct response marketing can be used for thefollowing purposes.

e |t can beusedto directly elicit order for sales. Products can be delivered (for
instance, exerciseequipment), or they canbemailed to thecustomer (for instance,
megazine subscriptions).

e |t canbeusedtoinvitefurther queriesabout the product anditsfeatures, usudly
by using toll-free numbers.

e |t dsodlowscustomersto fix up appointmentswith companiesfor free product
demonstrations according to their convenience.

o Sdespeople can beasked to follow up with those customerswho haveinitiated
gueries. Therefore, it helpsto generateleads.



Formatssuch asteleshopping networksand infomercias(providesdetail product
information) in direct responsetelevison marketing combinesthe benefits of traditional
advertising with effective measurement of responserates.

For small firms, direct response marketing using print mediamay bethe only
viable option because of lower costsinvolved (as compared to catalogue marketing,
direct mailersor eventelemarketing).

Direct responsesareinitiated by the customer, and hence, conversonratesare
higher ascompared to telemarketing and direct mailers.

Direct responsetelevison marketing providesan opportunity to show product
demondtrationsto customers, thoughit isexpensive.

Overdll, direct mail isthemost popular technique of direct marketing. Targeted
direct mail to acustom built databaseis effective, particularly in business-to-business
marketing. I nbound and outbound telemarketing isalso effective.

Direct marketing campaigns should be integrated both within themselves, and
with other communication tools such asadvertising, publicity and sales promotions.
Unco-ordinated communication can lead to blurred image, low impact, high costsand
customer confusion.

Targeting the right customersin direct marketing

Direct marketers should study customer behaviour interms of ‘ recency-frequency-
gpend’ model and target them appropriately.

Direct marketing isameaningful and effective response to crowding and clutter
inmarketsfor consumer goods. The advertising pressure and theincreasein the number
of available brandsin every product category limit the effectiveness of traditional
marketing programmes. Many manufacturersnow consider direct marketing asaviable
aternative. Mail order companies use sophisticated databasesto tailor their supply
according to the behaviour of narrow customer segments. Direct marketing isalso
perceived asandternativeto stores, to cater to the needs of narrow segmentslooking
for very specialized products. Some companies find it more efficient to develop
speciaized cataloguesthan creating speciaty stores.

Two crucia stepsin direct marketing are identification of consumer segments,
and formation of the communication and selling processesto target these segments.
Direct marketing isessentialy aset of methodsto provideinformation about aproduct
to atarget group in order to generate apurchase. The orientation isconativeand is
directed towardsimmediate purchase. The message includesthe physical support of
thetransactionthat would have taken placeinastore. Inthat sense, direct marketing
isacompetitivethreat to retailers.

Intheprocess of analysisof prospects, adirect-marketing company canfacea
number of Stuations:

e Thecompany hasno information about thereal behaviour of its prospects.

It hasto construct certain relationships. For instance, adirect marketer of

gourmet foods may believe that readers of gourmet reviews may be good

prospects. The company targetsthe subscribersof thisreview for itsdirect

marketing campaign.
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e The company hasinformation about buying behaviour, demographics, life-
styles etc., of its customers. The direct marketer has to process this
information to identify segmentsand tailor its direct-marketing campaigns
for each of these segments.

Direct marketers can use recency-frequency-spend model to find the
potential and attractivenessof cusomers.

e Recency measures the date of latest purchase. The customer who has
purchased recently hasthe highest probability to buy again. Thishappens
because the customer perceivestherisk of apurchase lower, when he has
already purchased through thischannd. Hewill also find it easier to purchase
throughthischanndl.

e Frequency isthe number of ordersinagiventime period. The higher the
frequency is, the higher the loyalty of thecusomer towardsthechannel. The
customer who buysmore frequently ismorelikely to buy again.

e ‘Spend isthetotal amount ordered by acustomer inagiventime period. It
isanecessary complement of the frequency, since acustomer may place
many cheap orders, whereas other customers may place few substantial
orders.

Recency-frequency-spend model should be used by direct marketers because
it isbased on theactua behaviour of the customer instead of measures of pre-purchase
components such asattitudes and opinions. Such behavioural segmentation resulting
from recency-frequency-spend model isareliable method to tailor direct marketing
programmes becauseit is areasonable assumption that future behaviour will depend
to alarge extent on past behaviour. But the direct marketer should aso take into
account the varioustransaction patterns of customers. Some customerswill order
products from a single product category, whereas other customers will purchase
productsfrom every product category. It isessentia that the mix of productsordered
by customersisincluded in the segmentation process.

Thedirect marketer should carry out an analysisof the efficiency of itsdirect
marketing mix.

e Themarketer should find out asto how customersdiffer according to the
way they gart purchasing fromthedirect marketer. A customer may place
hisfirst order after apersonalized mail, or after an advertisng campaign.
The direct marketer has to assess the relative efficiency of the various
customer recruiting processes.

e Thedirect marketer also hasto know asto how the customers' purchases
vary withregard to their preferencesfor branded or non-branded products.
Some cusomerswill purchase only branded productsto reducethe perceived
risk associated with direct marketing, whereas other customers may trust
thedirect marketer enoughto order non-branded products.

e Customerswill aso differ interms of price-promotion sensitivity. Some
customerswill order ahigher proportion of pricepromoted productswhile
otherswill not. Direct marketers should identify these customersand reach
these customerswhen they go for price promotion.

e |t iseaser for adirect marketer to construct the profile of its existing
customers but it is difficult to identify prospects in a market. The only



information available when a new market is targeted is addresses of
prospects. The direct marketer has to test if the prospects in the new
geographica market areattracted to itsoffers.

Building a good database for successful direct marketing

A good databaseisthe mogt critical successfactor inthe successof direct marketing
campagns.

The chalengeinusing direct marketing inalow-involvement packaged-goods
market isto make the economicswork, when each purchaseisaroutine transaction
costing little money or thought. Direct marketing is not amethod of reducing the
advertising budget or ashort-term cost-cutting solution. It ismoreexpensiveto target
customersindividually, and the development and cleaning of a databasetakes years
than months.

Certain contextsare more appropriatefor direct marketing than others.

e Product characteristics—the product iscomplex and information intensive,
I.e., lot of information hasto beprovided to customers. Theproduct isused
throughout the-customer’s life. Market segmentation makes tailored
communicationsfeasble.

e Customer characteristics-brand loyalty isimportant. Customersdo not buy
onimpulse. Customers seek information. Customerscan beidentified.

e Financid characterigicsrofit per customer ishigh. Few customersaccount
for ahigh proportion of the sales.

Incompaniesthat want to start usng direct marketing, the existenceof aproject
champion in the form of a senior marketing executive facilitates the diffusion and
application of direct marketing, aswell asthe co-ordination among brand managers. A
long-termview isneeded. Commitment must beover thelong termsincedirect marketing
involves heavy investment in building database and it takestimeto achieveresults. A
brand portfolio approach ismore suitablefor direct marketing than asingle product
focus, both from acustomer perpectiveand because it makesdirect marketing more
economical. But abrand portfolio requires extensive co-ordination. The salesforce
should beincluded inthe direct marketing exercise. Their knowledge and experience
areinvauable epecidly for informeation ontheroleof retallersand other intermediaries.
Salesforceinvolvement isalso likely to improve acceptance of the direct marketing
concept withinthe company. I nfrastructure and logigtical support withinthe company
should be well established. Direct marketing requires close partnership between
marketing and other functions.

The databaseisthe single most important aspect of direct marketing. 80 per
cent of the success of direct marketing campaignsis aresult of targeting the right
peoplethrough using good quality listswhile only 20 per cent ssemsfromthecrestivity
gpplied inthe campaign. In oneexperiment it wasfound that the qudity of thelist was
six timesmoreimportant than creativity, twice asimportant asthe offer, and three
timesasimportant astiming of the contact.

Following aspects of database management arevery important:

e Thecompany’sown namelist will always provide better resultsthan that
fromany other source.
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e Thecompany hasto decide asto what type of datait should keep. This
aspect isparticularly important if the database isto be used company-wide
for aportfolio of brands and not restricted to one department or asingle
brand.

e Database handling can be outsourced but the database should remain
proprietary to the company. One employee should act asthe co-ordinator
between the database management agency and the company.

e The database should be periodically cleansed so asto target customers
better. Better ideaspresented to interested customerswill generate better
returns. Themoretheat islearnt from customers, themoregppropriate mailings
can be sent to them, and thelessmoney hasto be spent per customer.

e Computers make it possible to select names from mailing lists by every
possible demographic classification, by frequency of purchaseand by amount
of purchase. Duplication between and withinalist canberemoved. Itisalso
possible to avoid mailing to people who do not like to receive mailings.
Computersmakeit possiblefor every letter inamailing of millionsto include
the name of each addressee, not only inthe salutation, but severa timesin
the body of the letter.

4.4.3 Relevance of Direct Marketing in Indian Context

Therehasbeenaremarkable progressindirect marketing in India. Many of the Indian
companies are aware of itsbenefitsand are opting for direct marketing in order to
reach out to then customers.

4.5 EVENT MARKETING: CHARACTERISTICS AND
PROCESS

Event management refersto the application of project management to the creation
and development of events, conferences and festivals. Among the most glamorous
careersthat areemerging today, it involvesidentifying thetarget audience, sudying the
intricacies of the brand, conceptudizing theevent, planning thelogisticsand coordineting
the technical aspectsbefore actualy executing the modalities of the proposed event.
Theevent manager also needsto ensureareturn oninvestment after the event.

Events and festivasinclude sporting events, ranging fromthe Olympicsand
Asian Gamesto regiona sporting meets. Cultural festivalsinclude awide range of
events based on various themes—dance, music, poetry, literature, filmsand food.
Events may rangefrom acollege beauty pageant or acorporate luncheonto the global
event such asthe MissUniverse contest. Events have developed asan industry around
theworld, and their organizationtoday involves professiona planning and execution.
They have asignificant impact on their communities and, in some cases, the whole
country.

Companies, bothlargeand small useevent management asastrategic marketing
and communicationtools. Eventslike product launches, award ceremoniesand press
conferencesarewaysto communicatewiththetarget audience and potentid cusomers.
Such eventsoften generate media coverage, which reachesawideaudience, including
thegeneral public.



Theevent management industry in Indiaoffersits servicesin organizing various
typesof events. These can be divided into four main categories.

1. Lesure(gports, music, recreation)

2. Culturd (religious, art, heritage, and folklore)

3. Persona (weddings, birthdays, anniversaries)

4. Organizational (conferences, corporate awards, exhibitions).

Skillsrequired for an event management professional

Event management asacareer requiresvariousskills, including:

Organizational skills: Eventsaresimilar to astage performance, and the event
maneger islikethedirector of the performance. Choreographing variouselementsthat
make an event successful is essential to the success of any event. Thus, great
organizational killsarethemost important attributesfor successfully managing people,
schedules, vendorsand ahost of other factors.

Technical know-how: The event management professional needs to have
understanding about the technical aspects of organizing an event such assound and
light systems. Thesedays, events also need to have sophisticated communications
facilities, incdluding Internet and phones. Many eventshave videoconferencing facilities,
while some are covered liveon TV. Event professionals also need to be skilled in
Microsoft office, specifically Excel, PowerPoint, Word, and in some cases Publisher
and Outlook. All of these computer programsare useful in organizing information for
eventsbeing planned.

M arketingand advertisng: The event manager needsto be able to pitch the
event or the product to sponsorsor the target group. It isimportant to be ableto
present effectively and smoothly and have some practice in marketing the event and
Hlingit.

Alot of eventsare actudly exercisesin marketing aproduct or company, such
asproduct launches, so event professondsneed to have sound marketing skills These
are also required to promote the event itself, so that the maximum participationis
achieved.

Publicrelationsskills: An event manager needsto handledifferent types of
events— sports, corporate launch, fashion show, ascientific conferenceand so on;
each event requiresadifferent knowledge base, so the event manager must have a
wide knowledge base and the ability to absorb information about varioustopics. In
addition, he should have aliking for meeting people from different walksof life, an
extrovert nature, and good communication and presentation skills.

L ogisticsand décor: Administering thelogisticsfor an event means planning,
booking, outsourcing and monitoring many parts of the event with the help of team.
Decoration, kind of furniture required, number of genera furnitureitems(i.e. chairsfor
atendees), number of specid furnitureitems(i.e. podiumfor speaker), water, electricity,
sound, light, photography and video, menu planning, catering services, lodging and
trangportation of specia guestsor chief guestsof the event, selection and packaging of
return gifts(inmany events) and many other activitiesareincluded inadministering the
logistics for an event. Many times, theclient preferred theme party. Inthiscase, an
event manager hasto arrange and monitor some additional logigtics.
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Understanding of laws and licenses. Organizing events, especially large-
scale eventsin public venuesrequirespermisson from authorities. The event manager
needsto be aware of these before planning such an event.

Budgeting: Budgeting immediately comes after the planning of event. Every
client hashisown budget for the event. An event manager hasto planand organizethe
event withinthe budget. Every activity after planning the event will depend onclient’s
budget, whether it isvenue, food, decoration and giftsor any other part of the event.

Event management professionals

The processof event management iscarried out by event management companies.
Hiring suchacompany ensuresthat the event ismanaged professondlly and executed
smoothly within apredetermined budget. Also, the company takescare of al of the
details—from booking the venueto arranging the décor—Ileaving the client freeto
attend the event without getting bogged down by the organizational nitty-gritties.
Moreover, theevent’sappedl intermsof aestheticsand valueisenhanced if it isplanned,
organized and managed by a professiona event management company or team.

Thesedays, therole of anevent management company isof immense sgnificance
asevents haveincreased in number and are given alot of importance. Today, even
personal and family eventslike weddingsare being organized by professionalslike
wedding planners. Thanksto event management professionals, even birthdaysare
now grand and extravagant affairs, often organized aselaborate theme parties.

The event management firm or agency ischosen based on thetype of event.
Such acompany or team would havethefollowing professionals:

Event manager: The event manager isresponsiblefor:

¢ Planning and producing thewhole event

¢ Procurement and resource management

e Formulating, preparing and implementing risk management plan (risksrelated
to event planning and production)

Event coordinator: Heor sheliasesand coordinateswithall event professonals
and ensuresthat business operationsare efficient and effective.

Information manager : Theinformation manager dedswiththe communication-
related logigtics
e He/sheisresponsiblefor collection and dissemination of information

e He/shecarriesout the documentation of the businessoperationscarried out
before, during and after the event.

¢ He/shemaintainsthe database of participantsand delegates, guests, service
providers, organizers, sponsors, partners, clients, target audience,
mediapersons and concerned government officials.

Logistic manager: This person is responsible for coordinating the details
related to

e Customand other clearances.

e Warehousing of equipment

e Insurance of the hardware

e Trangport of the equipment to therequired venue

¢ Procurement and resource management



Security manager: Thesecurity manager looksafter the security arrangements
surrounding theevent by:

¢ Preparing and executing the security plan, indluding the security arrangements
of Participants, guests, speakers, VIPs, aswell asthe equipment, etc.

e Procurement management and resource management.

e Preparing acontingency planin caseof an accident, violence, slampede, or
any other security concern

Infrastructuremanager: Theroleof theinfrastructure manager iscrucia as
he/sheisresponsiblefor the entireinfrastructural arrangementsfor theevent. The
infrastructure manager carriesout thefollowing tasks:

e Procurement and resource management.

e Setting up and removal of the stage, equipment and other props for the
event, including the

e Entranceand exit gatesand parking lots

e Seating arrangement, stage design and background

e Setting up of green rooms, staff and storagerooms, toilets, reception booth
and counters

e Power supply, including backup, water supply, phone and internet
connections.

¢ Housekeeping and sanitation at the venue

e Preparation of contingency planin case of infrastructural emergency, such
aspower breakdown, disruptionin communication lines, etc.

Role of an event manager

The event manager playsapivotal roleinan event management company. Thisperson
needsto have excellent organizing skills, dong with the ability to planand work under
pressure of tight non-negotiable deadlines. Theevent manager needsto dea witha
variety of peoplewithin and outsdetheteam, aswel asmultitask. Thus, event managers
areableto select theguest lit, explorethe entertainment options, and choose venues
and content inaplanned manner. They areresponsblefor every minutedetail inthe
entire process, from budgeting, confirmation of datesand schedule, catering, food and
stage design, to decorations and seating arrangement. M ost importantly, an event
manager istrained to read the pulse of the client and deliver an event that istailor-
made for the specific client. He/ sheisalso good at time management and scheduling.

The event manager needsto follow thefollowing important stepsto ensurea
successful eventt:

1. Planning: Thefirg set inthe processof event management is planning. This
involvesdeveloping achecklig of therequirementsand drawing upatimeline,
The event manager carries out research on the objectives of the event, the
target audience, venue, dates, and communications such asbrochuresto be
sent out in advance, and so on. In addition, the presentation, theme, etc,
need to be planned to suit thetarget client. For example, should acelebrity
or subject expert be called to inaugurate or participate inthe event?If yes,
the processof inviting them and confirming their participationisdonewell in
advance. Also, there needs to be an aternative in case of last-minute
cancellations.
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. Budgeting: Event management companieswork out their budgetshy placing

figures and taking into account marketing factors. Aggregatesare placedin
theformat and fina budget systemisobtained. The budget isworked out by
the financial head. While preparing the budget, the company maintainsa
certain margin, referred to asthe‘ buffer margin’. Thisisamechanismto
keep costs within the limit. Budgeting is an important step in the event
management process, and helpsin planning the modaitiesof an event.

. Execution of the plan: Thisinvolves setting up the team and assigning

roles. Theteamsstart looking for potential sponsorsand selectionof venue.
The procurement of the required equipment such as audio-visua devices
should be done and if required, they need to be shipped to the venue. A
team of designerswork on thedécor and stage. If required, rehearsdsare
conducted.

. Advertisngand media planning: Any event needspromotionand publicity

to makeit successful. So, theevent management teams setsout to disseminate
theinformationto the potentid clientsand target audience. They may involve
an advertising agency, which would produce print materiaslike brochures
and leafletsor carry out online publicity through mailers. Different media
channels such as print and electronic are used depending on the need and
target audience.

. Ddlivery: All the planning and preparations of the previousdays, weeks or

monthsare put to thetest, asthe team comestogether to make surethat the
event goesoff without ahitch and the participants, delegatesand guestsgo
back impressed.

. Closing and feedback: Closing involves dismantling the temporary

infrastructure, if any, and returning the hired equipment. Thisisdone after
taking aninventory of the materials. The organizers may also send ‘ thank
you’' notesto the delegates and participants, acknowledging their rolein
making the event a success. Often, asurvey iscarried out by sending out a
guestionnaire, distributing it among the participants and collecting the
feedback for analysis.

Figure4.7 depictsthe stepsinvolved inthe event management process.

I Planning: Conceptualizing the theme l

‘ Execution of plan |

v

I Advertising and publicity |

| Delivery: Actual conduct of the event |

| Closing and post-event follow-up |

I Feedback and review |

Fig. 4.7 Sagesin the Event Management Process



Top event management companiesin India
Thereareanumber of well-known event management companiesinIndiaengaged in
organizing awiderange of events.

Wizcraft International Entertainment Pvt Ltd: TheCompany isfamousfor
organizing high-profileentertainment eventslikethell FA and FilmfareAwards. It offers
awide range of services—corporate events, conferences and seminars, product
launches, VIPvidts fadility inaugurations, employee motivation programmes, awards
functions, media/pressmeets, brand extenson exercises, and so on. Theseeventsare
inthefollowing areas.

o Entertanment

e Sports

e \Weddings

¢ Internationd televisonevents

e Internationa / Indian artistesconcerts
e Hindi film (Bollywood)

e Star nites

e Flmawards

e High profileevents

Cineyug Entertainment: Set upin 1997, it isamong India's premier event
and entertainment organizations. With ahighly professiona production team Cineyug
offersits expertise from the set design to custom fabrications, stage propertiesto
performers, artistsand technicians. The eventsinclude:

¢ Liveconcertsand stage showswithfilmstars
e Award functions,

o Adfilmmaking

¢ Cedebrity endorsementsand management

e Musica wedding nites

e Event management, backstage & ground management,
e Artigscoordination

e Corporateevents

e CorporateAv's& Jingles

e Product & FilmLaunches

e Dedler meets

e Conferences

e Exhibitions

e Fashionshows

e Sportsevents

e Fundrasersetc.

Percept Limited: Percept isan entertainment, mediaand communications
company, with officesin Indiaand the Middle East. It operatesinthree verticds—
Entertainment, Mediaand Communicationsgroups. Percept Entertainment isfocused

onthe core areas of Wedding Management and Event Marketing & Management.
Some of the high-profile events organized by Percept Entertainment includeA R
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Rahman's concert, Greenpeace concert, Mrs World Contest, Mrs India Contest,
Stardugt MillenniumAwards, Indian Film Festiva, WillsLifestyle | ndiaFashionWeek,
the Sahara Wedding, the Fabiani Wedding in Monaco, Sunburn, and the Hero
Motocorp Brand | dentity launch at the O2 Arenain London.

4.5.1 Developing Event Marketing Strategy

A marketing strategy isastrategy that integratesan organization'smarketing goasinto
acohesvewhole. |dedlly drawn frommarket research, it focusesontheideal product
mix to achievemaximum profit potentid. Themarketing Srategy isset outinamarketing
plan (Source: http://ww.busnessdictionary.com). Thisstrategy isaprocess or model
to enableacompany or organization to focuslimited resourcesonthe best opportunities
to increase sales and thereby achieve a sustainable competitive advantage
(www.enwikipedia.org). A marketing strategy isoften confused withamerketing plan.
However, they arenot the same. The marketing plan includesthe specific actions that
aregoing to betakento achievethe objectives of amarketing strategy. The marketing
plan, then, may be described asthe practical application of the marketing strategy.
Figure4.8illustratesthe concept clearly. The base of the pyramid is made up of the
business goals, which are the highest-level objectives of the business, or mission
statement of an organization. Next isthemarketing strategy, or thehigh-level rulesthat
will governwhat marketing efforts the organization focuses on. After defining the
marketing strategy, the company needsto select the marketing mix, thet is, the 5SPsof
marketing—Product, Pricing, Place (Digtribution), Promotion and People. Thefina
sep isthedeveoping the marketing plan, which detailsthe marketing activitiesthat are
to be undertakento achieve the marketing strategiesand businessgoals.

Figure 4.8 explainsthe relationship between marketing strategy and marketing
plan.

Marketing
Plan

Marketing
Mix

Marketing Strategy

Business Goals

Fig. 4.8 Relationship between Marketing Srategy and Marketing Plan

Source: http://be-virtual-assistant-wise.com

Now you have undersood the concept of amearketing Srategy and itsimportance
in redlizing the marketing plans, so it isof utmost importance to understand how the
marketing strategy isformulated or different stepsinvolved in developing a potent
marketing strategy



Steps to develop a marketing strategy

Thefirst step in developing amarketing strategy for aproduct, service or event isto
fully understand the market or target audience by conducting research to find out the
market size, competitorsand customers. By developing amarketing strategy whichis
carefully thought through and dignswith an organization’ sbusnessgods, the marketing
effortswill produce asignificantly higher return oninvestment. Thestepsin developing
amarketing srategy can belisted asfollows:

Figure 4.9 depictsthe processof developing amarketing strategy.

1. Understand
7 Customer ~y

7. Review & 2.Analyze
Revise Market
[ Marketing \y
Strategy
6. Financial Process 3.Analyze
Analysis Competition
5.Deline 4.Research
Marketing Distribution
Mix <

Fig. 4.9 The Marketing Srategy Process

Source: www. easy-marketing-strategies.com

1. Research the target market: Effective marketing strategies begin by
understanding the market, competition and customers. It is important to
understand that only alimited number of peoplewill buy aproduct or serviceor
attend an event. Thetask isto determine, asclosely aspossible, exactly who
those people are, and focusing the marketing efforts and resourcestoward
them. The target market can be pinpointed by a technique called market
segmentation, inwhichthe populationisdivided into market segmentsbased on
demographic criteriasuch as age (toddlers, kids, teens, young, middle-aged,
old), gender, education, income (low, middle, high), etc. Next the consumer
base is segmented on psychographic factors such aslifestyle (conservative,
modern), activitiesand interests (fitnessfreaks, book lovers, gadget-loving),
etc. Based onthese extensve sudies, apicture of atypical consumer will emerge.
Once the best target group is known, it is the company’s job to target that
group withtheir promotiond activities.

2. Assessthecompetition: An effective competitive marketing strategy involves
understanding not only thetarget customers, but also their key pain pointsor
problems (that the product will solve) and the competitive solutions (other ways
thetarget customer could solvetheir problem). It iseasier to sell aproduct or
serviceor market anevent if it solvesakey problemfacingthetarget cusomers.
For example, inaneighbourhood withmostly working mothers, acrechewould
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beimmensdy helpful. Whileoffering aproduct or servicethat solvesaproblem,
it isessentia to study the different ways other companies are doing the same.

3. Describetheuniquesdling propostion (USP): Oncethetarget customer/
audience and the specific problemsthat the product or servicesolvesare known,
the company needs to consider the ways in which its product or serviceis
better than itscompetitors. Then it can come up with the featuresthat can be
communicated as (USP). Basically, USPisacrigp description of thewaysin
which aproduct or service isthe best at solving the customer’s pain point,
expressed intermsof customer benefits. For example, ahotel that isknown for
itshome-like environment sdllsitself by itsUSP—‘ahome away fromhome’ .

4. Definethemarketing goals: A marketing strategy or plan cannot becomplete
until thegoa of the marketing effortsisknown. There can be different goals—
to increaserevenue fromthe existing base of customers, to seek new prospects,
to increase market share, increase revenue, increase customer lifetimevalue,
(S.(o3

5. ldentify themarketing Srategies. Oncethe above sepsarefollowed, the
marketing strategies can beidentified and put inaformal document. Theseare
bascdly therulesthat will guidethe tactical marketing decisions. For example,
if thetarget customersrely heavily onthe advice of aparticularly influential
company or figure, then animportant strategy might be to execute somejoint
marketing activitieswiththat influencer. The marketing strategies should support
the marketing goals, drive homethe USP, and addressthetarget customer’s
pain point.

Elements of an event marketing strategy

The marketing strategy for an event should be developed using the steps already
discussed above. Apart fromthese, anevent hasitsown uniquegods. Earlier, marketing
and advertising options for eventswere limited and fairly smple. All it took was
postersat key placesand brochuresand fliersdistributed to potential attendees. The
rest was donethrough word of mouth. Today, there are hundreds of peopletrying to
attract the mediato help promote their ssminar or event. The mediagets bombarded
with requestsfor coveragefrom seminar promoters. Thismeansthat an event organizer
must have something newsworthy or unusua to catch the media sattention. Also, with
thedevelopment of digita technologies, online marketing and advertisng have become
essantial elementsof theevent marketing strategy. While thishasthrown up challenges
intheformof mediafragmentation, it has provided solutions and servicesthat actually
make these taskseasier and more powerful.

Traditional channels of marketing

Inevent marketing, the goal isto get theword out to aswide an audience as possible,
for which established public relation channels can be quite effective. These can be
ligedas:

1. Television: Our lifetoday is dominated by television, which has become a
major sourceof informationfor alarge number of people. Though getting airtime
onTV isnot easy, it isthe best way to reach amass audience. If theevent is
based on a relevant topic or offersto solve a problem (that is, it addresses



some key pain points) it will be considered worthy of coverage. For example,
in the aftermath of an earthquake, aseminar on earthquake-resistant buildings
or disaster management islikely to be covered ontelevison.

. Radio: Local radio or FM channels can be used to give interviews, sound
bytes or advertisements. Radio isheard by alarge number of people. Radio
promotionisagood way to reachthelocal population.

. rint: Newspapersarethe most traditiona, yet the most powerful mediawitha
large readership and widereach. Creating a pressrelease afew weeksbefore
theevent isan effectivetool, but the pressrelease needsto berepeatedto drive
the message home.

. Collateral materials. Brochures, fliers, legflets, posters, etc., should focuson
thevaueof theevent and talk about what it can do for the prospective audience,
that is, talking about benefitsrather than features. The emphasisshould be not
onwhat knowledgewill beimparted inthe event or merely thefeatures of the
product that will be launched, but onwhat these can do for the audience—how
doesit maketheir life better? How doesit maketheir job easier? How doesit
make them money; save them money; or makethem look good?

. Direct marketing: Thisisaform of marketing that isnot channel-specific, that
is, it canbe carried out using various meansto communicate directly withthe
customer, with advertising techniquessuchasemail, SMS, interactive websites,
onlinedisplay ads, fliers, catalogue distribution, promotiond letters, and outdoor
advertisng. Busnessaswell as non-profit organizationsfrequently use direct
marketing to promotether events.

Online marketing strategies

The Internet hasovertakentelevison asthelargest advertisng market. Thanksto the
Internet, it isnow possibleto communicate with people from different parts of the
country or eventheworld at the click of abutton. This advancement intechnology has
made promoting an event on aglobal arenaan easier task. There are many ways of
marketing onthe I nternet—thefirst step isto have an online presence by creating a
webgite.

1. Event website A goodway to promoteanevent ontheInternet isby developing

awebsitefor the event. These days, most people use the Internet asamajor
sourceof information. An event organizer must use the opportunity to promote
the event using this inexpensive medium. Here are some ways to generate
awareness and increase attendance at the event with the help of awebsite:

Figure 4.10 depicts an event manager can easily make their presence felt by

creating awebsite

e Thewebstemust be aesthetically designed and appeal to thetarget audience.

e The content should be clear, updated and relevant. Website users scan pages
it isbetter not to uselong sentencesand paragraphs, but to highlight keywords
and usedescriptive headings.

e Thewebsiteshould have‘ Regiger Now’ optionto enable onlineregigtration for
the event.
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Fig. 4.10 AWebsiteisa Boon to Promote an Event on the Internet

¢ Theonline and offline sales, marketing and communication materia should be
uploaded onthewebsite.

Once the event website is in place, there are mainly two ways of online
marketing—display advertisng and search enginemarketing (SEM). Thereisanother
important formof onlinemarketing—search engine optimization (SEO) which addresses
wherethecompany’swebsite showsupin searchlistings.

(i) Onlinedisplay advertising: Display advertising also appears on the
Internet, asaform of internet marketing. Display advertisng appearson
web pages in many forms, including web banners. These banners can
consst of static or animated images, aswell asinteractivemediathat may
include audio and video elements. Display advertising isvery effectivefor
big event businessesbut expensive for smdl-scale events. Thisproblem
can be overcome by identifying individual websitesand key industry portals
that arerelated to thetopic or production which the event isbased, where
individua display spaceisavailable a an affordable scale. For example,
if the event isrelated to earthquake-resistant buildings, it isadvisableto
look up building trade sites. There are websites devoted to the trade,
which can be extracted by searching on Google. Such websites, for
example, building associations and e-zines devoted to thetrade, will be
happy to list theevent freeof cost.

(i) Search engine marketing (SEM): It is also known as keyword
advertisng and refersto any advertisng thet islinked to specific wordsor
phrases. Common formsof keyword advertising are also known as pay
per click (PPC) and cost per action (CPA). Google Ad Wordsisthe most
well-known form of keyword advertising. Google displays search ads
specificaly targeted to theword(s) typedinto asearch box. Thesekeyword
targeted ads also appear on content sites based on Google's system's
interpretation of the subject matter on each page of the site. Thisisknown
ascontextua advertisng (www.enwikipediaorg). Mog peoplearefamiliar
with keywordsand how keywordstrigger keyword adsthat appear ona
pageinddeasearch engine. Thoughkeyword adswereinvented by Google,
they are now availablein many socia networksand evenin some media



portas. Other search enginesoffering keyword advertising include Yahoo!
Search Marketing, Microsoft Ad Center and others.

2. Search EngineOptimization (SEO): After acompany’sor event’swebsteis
online, it needsto be ‘optimized’, so that search enginescan find it easily. At
this stage, the event manager needsto work with agood web developer to
ensurethat the event’ssiteisproperly optimized. Theweb developer would
create 10-20 keywordsper web page to go along with the content on the page.
Thekeywordsshould comefromthewebsite content itself. Search engineslike
Googlewill comparethe company’s keywordsto the event’spage content, so
theevent’skeywords must beincluded inthe event’spage content. Updating
content also helpsraise the company’ srating in most search engines, o it best
to build a dynamic site that isregularly updated. This requires a Content
Management System (CM S) that enables updated content onaregular basis.
| deally, all the content on the company’s site should be searchable, especially
articlesand other content which can be downloaded.

3. Email marketing: Email marketing refers to sending emails to a list of
prospective customerswiththe amof influencing themin someway to buy your
productsor servicesor attend anevent. It isanimportant, cos-effective strategy
whendonewell. Dueto theloadsof spammailsthat peopleget, email marketing
may havegot abad reputation but thekey isto ensurethat the emails are never
perceived as spam by ensuring that thelist being used for sending the emails
includesonly interested, relevant people/ organizationsthat haveopted into
recaving theemalls.

Email marketing campaigns are best donethrough anewdetter or smilar format
rather than through individual mailsfor specific events. Eventscan be promoted by
designing and sending prospective delegates an onlineinvitation, anewsletter or an
emall. Thisisaninexpensve method of advertisng and marketing anevent. Thefollowing
need to be ensured while sending email invitation or newdetter:

e |t should reflect thelook and fedl of the event website.
e |t should include a short summary about the event with linksto relevant

content pages

e |t shouldincludeall relevant information such asevent location, cost, date,
time.

e There should be a ‘Book/Register Now’ button that is linked to the
registration page.

e Thereshould bea’Tell afriend’ option, which dlowsthedeegatesto market
theevent by easily forwarding theinformation about the event to interested
friendsand colleagues

4. Social networking tactics. Whether you are planning an event such as a
conference, competition, launch or political gathering or avirtua event (likea
webinar or telecasts), social mediacan be aninexpensive, cost-effectiveway to
createbuzz, fill seets, and turn aone-off gathering into arecurring event. However,
whilethe socid media offersthe most powerful form of marketingintheworld,
it may not necessarily trandateinto asuccessfully sdlling an event. Thus, thereis
aneed to leverage socia mediato the event’sadvantage.
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An effective social networking marketing strategy is an extension of other
marketing strategies. That iswhy knowing the wants, needs, and desire of the event
attendeesiscrucialy important. If anevent isredlly interesting, relevant and worthwhile,
peoplewould want to attend it, provided they know about it, and it becomes much
easier to sell advance sale tickets and pack the event.

Social mediaincludes Facebook, Twitter, YouTube and blogs. It allowsthe
organizer to quickly interact with atarget market. The channel most suitable to the
audience should be selected. Each target market isalittledifferent. So, it isimportant
to know which social mediatoolsto use and whento usethem. Socid mediamarketing
isbased on creating content that attractsattention and encouragesreadersto shareit
withtheir socid networks. A corporate message spreadsfrom user to user and resonates
because it appearsto come from atrusted, third-party source, as opposed to the
brand or company itself. Hence, thisform of marketing isdriven by word-of-mouth,
meaning it resultsin earned mediarather than paid media (www.en.wikipedia.org).
Thegrest thing about social mediaistheat it isofferstheflexibility to designthe pagesin
different waysdepending on thetarget audience. The pagesdeveloped for an officia
conference will bevery different fromthose for aclub party.

Features of social media marketing strategy

There are someessential featuresin asocial mediamarketing strategy.

1. Build awareness by creating a page for the event on Facebook or its own
Twitter account, which servesas acustomer service* hotling' and adds credibility
to theevent. * Facebook Event’sapowerful festurethat isespecialy helpful for
arecurring event, such asan annual conference, asit helpsbuild an audience
base over time. Businessfunctionsshould be marketed with LinkedInEventsto
reach the suitable professona network. Blogs are another channel—either an
exiging blog or aspecialy created blog —can be used to post announcements
about the event, cdll for presenters, and sponsorship opportunities.

2. Follow-up by announcing new sponsors, speakers, event features, offerssuch
ascontests, or to ask questionsthat might help shape the event. Encourage
peopleto spread theword, and this could beincentivized withfree passesor
gifts

3. Useonlineevent marketing and registration toolssuch as Eventbrite, ahighly
popular tool for social mediaenthusiasts. Thesetoolsalow an event manager
to createand market the event, and even collect paymentswith registration.
Regidration forms gppear on the event marketing company’s siteand can be
embedded into the event website or blog. Sharing toolsallow attendeesto post
comments on Facebook and Twitter, which builds buzz and generates more
regigrations.

4. During and after the event, comments, picturesand videos can be posted onthe
websites, aswell asthe social media. After the event, ablog can be posted on
thereflectionson how the event went, what waslearned, and even how the next
one could be even better. The blog could ask for feedback and suggestionsin
the commentsfield.

Asanoveral objective of virtualy any campaign, regardlessof its specific godl,
event marketing seeksto increase the company’s audience and drive traffic either



directly or indirectly to the event’s centra marketing hub, itswebste. Thisisthe best
place to connect the event’s potential participantsto link for registering or making
purchases. Thisisalso where special offers could be prominently featured either on
the event home page or inaspecial areadesignated for that purpose. Thewebsite
should provide useful and free content for the audience asaway to remain engaged
with them. All thetoolsdescribed above, including the marketing tools, providethe
meansto maintain acontinuous dialogue withthe event’saudience and help build and
maintain lasting, vauablerelationshipsthat build up the company’sbank of potertia sales

Findlly, acompany’ sevent marketing strategy should flowchart the processthat
shows how the event’s audience will move through the various communicationsand
productsthat will becreated for them. Atypical scenario will makeaninitial introduction
through an advertisng campaign or areferra that leadsto anewdetter, content onthe
company’sownwebsite, blog postings, then onto seminarsand workshops. Thisflow
will be supplemented with cyclic communications that include messaging and
interactionsthat build and help sustainthe event’srelationship with the audience.

4.5.2 Role of PR&P in Corporate Image Building

Thekey roleof the public relations (PR) agency isto advocate on behalf of its client
through the mediaand itsconstituents. PR involves building good relationshipswith
the public by generating positive publicity, building up agood image, and handling or
averting negative publicity, rumours, stories, and events. It refersto theactionsof a
company, organization, government or individual to promote goodwill between itself
and the customers, the public, community, employeesand so on. For companies, PR
isabroadtermthat refersto marketing activitiesthat generate public awareness about
aproduct, service, personality, organization or issue. It can be said that PR of an
organizationinvolvesmanaging its public image so that the public understandsthe
company and its products.

It needsto beunderstood that PRisdifferent from publicity though public relations
campaignsgenerally include publicity asacomponent. Publicity isthe spreading of
informationto generateinterest inacompany, product, person, idea, organization, or
business establishment usualy by generating and placing positive storiesinthe media,
including newspapers, magazines, TV, radio and the Internet. Advertisingisapaid
form of publicity to get amessage acrossabout aproduct, service or company. Onthe
other hand, publicity relies solely onthe quality of content to persuade othersto get the
message out. Good publicity helpsjournalistsfind and report legitimate newsthat is
important to their audience. Advertisements can be brought out by anyone by paying
for it, but inorder to run an effective PR campaign, anindividua or company needsto
earntherespect of media, so that they get favourable press coverage.

Different playersemploy PR for different objectives. Customersuseit to build
arapport with employees, cussomersand investors. Politica partiesand leadersuseit
to build apostiveimageamong voters. NGOsuseit to highlight their achievementsso
asto encourage public and government funding. Almost any organizationthat wants
itself to be portrayed in a positive light in the public arena conducts some kind of
public relations.
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Managing PR for events

Eventsare among the mogt effectivetoolsto communicate with the media, partners
and customersface-to-face, to create direct impact and receive immediate feedback.
However, events themselves need to be promoted to make them successful. The
organization of a cost-effective programme, managing the planning and logistics,
ensuring maximum participation of the appropriate audience and maximizing their
satigaction, thusderiving concrete benefitsfromthe event requirestheimplementation
of acomprehensive event management aswell as PR strategy. Thefirst stageisevent
planning, whichinvolves setting out the objectives of the event, rolesand responsibilities
of various stakeholders and working out the details of the programme, scheduleand
budget (including budget for PR activities) and selection of appropriate mediafor
target audiences.

However, the event management strategy isnot completewithout awell-planned
PR drategy, if the organizer wants asuccessful event that achievesits objectivesand
reachesthetarget audience. They need to practice PR strategy aswell .

4.5.3 Role of Brand Image in Event Marketing

Events, like products, need to have an established brand image, which allows for
eager recognitionand promotion. Every eventisunique initsown way and hasitsown
identity. Building abrand imagefor anevent isnot limited to hanging bannersandlogos
and sending promotional materialsto people. To build an event asabrand that leaves
aninddlibleimpact on the minds of the audience, event marketers must adopt aholistic
approach. Hereare some stepsthat help in building abrand image for an event.

Egablish an onlinepresence: Thiscan be donethrough awebsitethat explains
the event, speakersand content and by making a branded Facebook or Twitter page
dedicated to theevent. Socia mediaactivitiesand audience engagement should be
conducted before, during and after an event. List the event on free online event
caendars.

Reach out: Send out pressreleases, direct mailingsto contacts, clientsand the
identified target group. Contact universitiesand collegesand offer student discounts.
College sudents areawayslooking to enhance and extend their knowledgeof atopic
intheir respectivefields.

Get speakers/guestsinvolved: Speakers can be requested to add a blog
post to their site announcing they are speaking at the event. 1t isalso helpful if they
Tweset and Retweet using the event hashtag. Thisalowsanyoneinteresed inthe event
or aparticular speaker to keep track of any PR, discounts, or book signings.

Booth layout and design: Thelook and feel of the booth should reflect the
vaues and message of your brand. For example, the booth layout at an environmental
conference should reflect the values of conservation by using eco-friendly materiad,
recycled paper, etc. The signage like posters should be strategically placed to convey
acoherent and relevant message.

Add value and knowledge: Having sessions that offer the audience and
educational experience add valueto the audience. However, such sessionsshould be
entertaining and easily understood by the audience.

Use good quality speakers and trained demonstrators: Good quality
speakerswill ddliver alasting impression on the audience and trained demonstrators
energize and excite theaudiencewith regard to the subject or product.



4.5.4 Event Marketing Plan

A marketing planprovidesdirectionto anevent’smarketing activities, and ispart of an
overall businessplan. It consstsof alist of actionsthat areaimed towards achieving
the marketing objectives of an event. A well-written marketing plan isbased on a
sound marketing strategy.

Defining an event marketing plan

Asexplained inthe previous unit, the marketing strategy isaprocess or model to
enableacompany or organization to focusitslimited resourcesonthe best opportunities
to increase sales and thereby achieve a sustainable competitive advantage. The
marketing planincludesthe specific actionsthat are going to be takento achieve the
goalsof amarketing strategy. The marketing plan, in other words, isthe practical
application of the marketing strategy.

Operating abusiness or organizing an event without a marketing planislike
trying to reach anew place without aroad map to guide us. Organizing an event
requires detailed and careful planning and detailed research and analysis to make
optimum use of opportunities. Event marketing isachalengethat demands sgnificant
investments, but awell-thought out event marketing plan event can pavetheway for a
successful event. Event marketing expertsmust takeinto account inaudience diversty
and attract the attention of consumers, who are being targeted fromother competitors,
too. Further, they must deliver post-event evaluation in the form of accountability,
performance reporting and return oninvestment (ROI). Inshort, successfully organizing
an event demands much more than a core event ideg; it should combinethe art of
planning with the science of measurement to bring about the best resultswith the
minimumexpenditure.

Truly successful event management engages|eading edgetoolsto support focused
grategy and designand tangible businessoutcomes. Through insightful design, skillful
implementation, and intelligent measurement and adaptation, an event marketing plan
can build on past successes and inform future decisions.

Elements of an event marketing plan

Themarketing planisadynamic document that focuseson bringing marketing Srategies
to life, serving asaroad map for carrying out marketing activities and implementing
marketing Srategies. It isamulti-step process, which consdersthefollowing:

1. Definingthegoals Thefirst part of themarketing plan would definethe business

goasand strategy by:
e Assessing the current Situation (whereyou are)

I dentifying the desired end state or goal (whereyou want to be)
Mapping apathto achievethegoa (thestrategy)

¢ Creating measurementsto determine successfactors

¢ Reassessing the Situation and revising the strategy
| dentifying strengthsand weaknessesisanimportant part of themarketing plan,

whichisdoneat thisstage. Thiswould consider thingslike cost of goods, human
resources, location, financial strength and company image.

2. Market analyss Thisstageinvolvesanaysing themarket or potentia audience
for theevent, that is, describethetarget group, describethe competitors, estimate
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themarket shareand do some market research, including market ssgmentation.
Knowing thetarget group means knowing wherethey live, their age, gender,
occupation, level of education, family composition, incomelevel, wants, needs,
buying habitsand how they spend their freetime. Customer surveysareagood
way to get thisinformation. Analysing the competitors will help in marketing
one'sbusiness more successfully. Inamarketing planit isimportant to have a
detailed description of who the competitorsare, what productsand services
they offer, ther level of success, their image inthe marketplace, whether they
discount, how, where and when they advertise and other facts. Market analysis
allowsthe company to formulate appropriate value propogtions, and to postion
the product’s or event’s key values and benefits to the target audience, and
finally, why acustomer would choose your solutionversusthe competition.

. Marketingmix: Thisstage focuses on describing the marketing mix, aterm

widely used by marketing managers to describe the framework for actual
marketing plans and programmesfor acompany. Themarketing mix considers
acombination of activitieswhich come together harmonioudly, in bringing the
product to market and sustaining it whilein the market. To describethe marketing
miX, one expression has become common—the4Ps, which include:

¢ Product —acomplete description of the product, itsattributes, and how
itsbenefitsand value are positioned in the marketplace.

¢ Price—Pricewill be determined by the cost of the product, the overheads,
profit goas what competitorsare charging and the demand for the product.
Apart fromthesefactors, the price speaks volumesabout acompany’s
image and itscompetitiveness. The company accountant will bevery ussful
in helping with thispart of the plan.

e Promotion — how customers are informed about the product or how
businesses communicate benefits, value, pricing actions, or product
attributes. Includesadvertising, public relations, sales promotions and
salesmanship. Themedia schedule should beincluded inthispart of the
marketing plan.

¢ Place (location and distribution channels) —the manner inwhich businesses
deliver productsto customers. Thelocation of an event will determine
everything fromwho the audience areto how a company digtributesits
products. It can even have an effect onthe sdlling price.

. Resourceallocation and scheduling: None of the elements of a marketing

plan can be carried out unlessthe contributions of all resourcesare known and
understood. Depending on the size and type of event, the resources should be
identified, the known work items should be defined, and the timelines and
schedules should be communicated to all concerned.

. Budgeting: Amarketing or event marketing planisincomplete without abudget,

or financial plan. The budget established for amarketing plan should be prepared
withinthecontext of thefinancia targetsfor thefirm. Furthermore, the budget
sets some of the benchmarks or targets againgt which actual performance will
be evaluated asthe planisexecuted. The budget can be caculated usng one of
severa waysor using acombination of methods. Percentage of sdlesisasimple
method but may betoo redtrictive. I ndustry averages can beagood benchmark,
aslong asthe company’s own goals are kept inmind.
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of individualswith different businessfunctionsor different groupswithin the
marketing department. If, for example, there is a pricing team, and their
programmes are dependent on the advertising and promotionteam’'swork with
outside agencies, their work plans need to be coordinated and the associated
dependenciesidentified. Asthe marketing teams meet together, or withthe
cross-functional product team, the deliverables and targets should be fully
understood so that programme status and issues can be communicated. This
can be used to summarize al ddliverablesin one place, so that programmes can
be tracked.

Detailed Plan and Schedule of each Marketing Activity (Template)

NOTES

Marketing Due date Department/ Issues and Remarks
plan activity staff risks
responsible

TV ad 20 October PR department | Creative must | To check on
for airing in & ad agency be ready by 25 August to
November to 20 ensure on
coincide with September, track, else
Children’s else will miss | will contact
Day the November | ad agency

deadline

7. Evaluation: Every element of the marketing plan requires an investment.
Whether it iscarrying out market research or investing inabig advertisement.
All activitiesare planned to drive business or promotethe event. Therefore,
measurements need to be put into placeto determine whether the investment
yielded theintended results. Typical measurements might consider:

e if the marketing programme generated salesleads.

e if thenumber of salesleadswere sufficient to create proposaswhichled
to new business.

o if the marketing activitiesgenerated morevisitsto the event.
o if theevent generate higher levelsof customer satisfaction?

It isup to the person, team, or organization to determinewhich parametersto
use, the frequency with which they are evaluated, and the follow-up actionsto take.

A marketing plan, like other plans, isaroad map, enabling abusinessor event
to defineitscurrent stuation, itsgoalsand the path to get there (themarketing strategy
and thetactical plans, asrepresented by the marketing mix). Carrying out thisprocess
requiresadegree of discipline, structureand somecregtivity.

Significance of formulating an effective event marketing plan

A marketing plan providesdirection for an event’smarketing activities. It detailswhat
the event seeksto accomplishwithitsmarketing Strategy and helpsmeet these objectives
The marketing plan:

¢ Allowstheorganizer to look internally in order to fully understand the impact
and resultsof the event.

¢ Allowstheorganizer to look externaly in order to fully understand thetarget
group which it choosesto address.
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o Setsfuturegoalsand providesdirectionfor futuremarketing effortsthet everyone
inthe organization should understand and support.

¢ |sakey component in obtaining funding to pursue new initiatives.
4.5.5 Ingtitutional Advertisement

The promotiona message aimed at creating animage, enhancing reputation, building
gooawill, or advocating anideaor the philosophy of an organization, instead of sales
oriented campaign is called ingtitutional advertising. Institutional advertising is
employed by an organization to market itself instead of its products. It is called
corporate advertising.

e Outward lookinginstitutional advertisement: Institutional advertising is
generally designed to make the public moreaware of acompany or to improve
the reputation and image of anexisting company or advocating the philosophy
or ideaof the company. Depending on the company, thiscan beaformof brand
advertisng. Thisincludesnot only end-usersand distributors, but aso suppliers,
shareholdersand thegenera public. I ngtitutiond advertisng focusesonthe name
and pregtigeof acompany. Inditutional advertising hasdready begunto transform
theformat and content of the massmedia. Beyond its physical impact it hasaso
begun to assume formidable proportions as an instrument of intra-societal
psychological impact.

e Inward looking institutional advertisement: Most people, then and now,
think of advertisng as something acorporation aimsat thepublic, not something
directed inward to itsown organization | ngtitutional advertising issometimes
used by large companieswith severd divisonsto link thedivisonsin customers
minds. It isaso used to link acompany’ sother productsto the reputation of a
market-leading product. Largecorporationsare discovering and exploiting what
are potentialy even more significant dimensionsof advertisement inlong-range
capacity building and their capacity to promoteinternal loyalty and corporate-
mind-set among dl itsemployees, suppliersand channel partners. In meeting
these additiona needs, inditutiond advertisng cometo acquirean inward thrust
or stake-holder thrust that isasimportant asits outward quest for prestigious
familiarity. Implicit intheingtitutiond advertisngisthat alargevisonwith which
the entire corporation could identify and behind whichitsvariousdivisonsand
individual managerscould raly.

e Subtypeof ingtitutional advertisng: A subtypeof ingtitutional advertisngis
called advocacy advertising. This specifically focuses on companiesthat have
had to use advertising to respond to mediaattacks based on controversy. An
example would be a beer corporation that showcases how much of their
corporate profitsisgivento M.A.D.D. (MothersAgainst Drunk Driving). The
overal promotional strategy would be to show how the beer company does
support thelocal community and care about itscongtituents.

¢ Ingitutional advertisngthrough story-telling: Companiesnow campaign
ingtitutional advertising based on red storiesand eventsthat happened with
them. Such campaigns capture the heart, soul and excellence of both internal
and external audience and a bonding is created amongst al stakeholders. A
hospital may feature“stories’” and each featuring a specific area of expertise



including: neurosurgery, rehabilitation, cancer, cardiac and vascular surgery, Public Relationsand
nursing, research, critical care and advanced imaging and diagnostics and may Publicity (PR&P)
captionit attractively asone hospital put that as, “Any Given Moment”. The

images—of actual patients, nurses and doctors need to be photographed by

documentary fine art photographersusing aphotojourndlistic approach, to get NOTES

thereal ‘fed’ touching the‘ soul/heart/mind’ of the viewers.

o Difference between institutional and commercial advertisement: The
biggest difference between an Ingtitutional Advertisement and aCommercial
Advertisement advertisement isvery simple: Aningtitutional advertisement is
not trackable. Its purposeismerely to put acompany nameor brand infront of
the general public, or targeted audience. A Commercial Advertisement ad is
trackable. It asksthe reader to respond in someway (by phone, by click, by e-
mail, by coupon) —so you can measure the effectiveness of the advertisement.
It asksthe responder to takeaction. It’satwo-way communication with your
most valuableasset, the customer. Indtitutiona advertisng, aspracticed by many
advertisers, doesn't convey any compdling reasonfor thereader to take action,
to favor your busnessover another. It does't direct thereader to any intelligent
action or buying decision and wastesyour precious money and resources. Oh
yes, inditutiond advertisng doesplay arolefor somelarge companiesi.e. ceredl
or gasoline companies, who seek to brand their name or productsin front of
large massaudiencesat football gamesor NASCAR races. But it’snot necessarily
0 for specific target audiences, or small businessestrying to carvether way.

4.6 SUMMARY

Someof theimportant conceptsdiscussed inthisunit are:

¢ Public relationsinvolves communication to maintainand manage relationships
between the company and its stakeholdersthrough media.

e Someof theimportant objectivesof PR are: it facilitatesacompany’soveral
operations, aids promotion; helpsintackling social and environmental issues,
ensuresthat cusomersaretreated well; ensuresthat customersaretrested well
and soon.

e Thereareanumber of toolsusedin PRwhichare: pressrelease, featurearticles,
press conference, electronic mediaand I nternet.

e Thekeyrolesof aPR agency isto provideacomprehensiverange of serviceto
its clientsand are responsiblefor generating favourable publicity.

e Therearefiveimportant stagesof PR strategy which are: identifying, assessing Check Your Progress
the existing image or awareness limit, setting out clear communication goals,
building up the message and selecting mediachannel, assessing impact.

8. What is event management?
9. What are the traditiona

e Thereareaso subtlemethodsof PR that carry out PR campaignswithout being channels of event
apparent. Theseinclude mediarelation kits containing video and audio news marketing?
releases, 10. Define astroturfing?
L : - . 11. Wheat do the 4Ps stand f
e Publicity isoneof the most important methodsof PR; it involvescommunication in mark(;ing mix (;nmt *
about an organizationor any of itsproductsinthe media. marketing plan)?
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¢ Direct marketing have experienced growth dueto severa reasons.

e Therearecertaintechniquesinvolved indirect marketing. Someof whichare
direct mail, tdlemarketing, catalogue marketing, direct resoonse marketing, inserts
(leeflets) and Internet marketing.

¢ Event management is emerging as oneof the sought-after careersin India. It
involvesidentifying thetarget audience, analyzing abrand and conceptudizing
events.

e Event management professionals need to have certain qualities, such as
organizational skills, technical know-how and public relationsskills.

e India’s top-three event management companies are Wizcraft I nternational
Entertainment Pvt. Ltd., Cineyug Entertainment and Percept Limited.

¢ Inevent marketing, it isessential to attract asmuch audience as possible. Some
of thecommon traditional channelsbeing used to reach massesaretelevision,
radio, print and, sometimesby digtributing collateral meterialssuch asbrochures,
fliers, leafletsand posters.

¢ PR and publicity play essential rolesin corporateimage building. Thekey role
of a PR agency isto advocate on behalf of its client through media and its
condituents. It involvesbuilding good relationshipwith public.

¢ Inorder to achieve the marketing objectivesof an event, it isessentia to have
the event marketing plan ready.

4.7 ANSWERS TO ‘CHECK YOUR PROGRESS

1. Thekey functionsof PR are— a) It facilitatesacompany’soverall operations,
b) Aids promotion; ¢) Helpsintackling socia and environmental issues.

2. Thekeytoolsusedin PR are: pressrelease, feature articles, press conference,
electronic mediaand Internet.

3. Thepublicity budget should be used in saging events, building associationsand
other such activities depending upon the kind of business the company is
associated with.

4. The headline of anewsrelease should containalot of factua information. One
should alwaysavoid using aflashy or aflowery language.

5. Thefactorsthat have helped in enhancing growth in direct marketing activity
are: a) Market fragmentation; b) Availability of databases; ¢) Sophisticated
software; d) Sophisticated andytical tools; and €) High costsof persona sdlling.

6. Telemarketing is a form of direct marketing, in which marketers use
telecommunication and information technologiesto contact customers.

7. A catdogueisalist of the product rangethat acompany sendsto itscustomers.

8. Event management isthe application of project management to thecreetionand
development of events, conferencesand festivals.

9. Thetraditional channels of marketing are television, radio, print, collateral
materialsand direct marketing.

10. Agroturfing refersto creating front groups that appear as actual grass-roots
movements and voice acertain opinion on behaf of acompany or government.

11. Inmarketing mix, the4Psgtand for product, price, promotionand place (location
digtribution channels).



4.8 QUESTIONS AND EXERCISES

Short-Answer Questions

1
. What issearch engine marketing?

. What istheimportance of Search Engine Optimizationin online marketing?
. How doesa‘featurearticle hepin PR?

. What aretheimportant stagesinvolvedin PR strategy?

. Identify theimportant elements of an event marking plan.

. Namethetop-three event marketing companiesof I ndia

o O WN

Namethefiveimportant stages of PR strategy.

Long-Answer Questions

a b~ wN

(o]

. Discussthekey functionsof PR.

. What arethe advantages and disadvantages of telemarketing?

. Explain the concept of direct response marketing and itspurposes.

. What arethekey skillsrequired by an event management professional ? Discuss.
. Explaintherelationship between event marketing strategy and event marketing

planwiththe help of afigure.

. Discusstheroleof PR and publicity incorporate image building.
. Why is it important to establish a brand image for an event? What are the

important sepsrequired for creating one?
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5.0 INTRODUCTION

The purchasing power of customersisgrowing vastly intoday’stimesdueto rising
incomeand increasing variety in products. Sales promotion, therefore, becomesquite
necessary and important in these circumstances evenif it isquiteexpensive and requires
aheavy budget fromthe organization. Another factor necessitating salespromotionis
theincreasing competitionin the market and shortening product life cyclesdueto the
constant clutter of new and emerging technologiesand products. Personal selling has
also developed over the yearswith careful scrutiny inthe recruitment and selection of
sdlespeople and the extengive training they undergo after sdectioninthe organization.
It istheresponsihility of asalespersonto obtain sufficient salesvolumesand provide
profitsfor the company’sbusinessgrowth.

With the emergence of new trendsin persond selling like word of mouth, online
information sharingwith cusomersand easy data accessibility the concept of personal
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sdlling has enhanced in every way. Some customersare not ready to experiment with
new productsand stick to the brandswithwhich they are most comfortable. With the
emergenceof new technology, thereisanarray of new productsinthemarket. However,
If customersareleft to their own means, they would end up ignoring and not buying
these products, for which purpose salesmanagement uses concept sdlingto familiarize
themwiththese products. A sdlesmanager hasto keep the performance of histeamin
check for which many performance appraisal and evaluation methods areused. This
helpsthemto improvether teams performanceand skillsand contributeto the profit
of thelr organizationaswel asmaintainloya and regular cusomers. Inorder to maintain
sdeefficiency, salesterritoriesare divided among salespeoplein order to givethema
group of similar customers and prospectsfor servicing. Therefore, thetask of sales
promotion and personal selling isof great importanceto an organization and enhances
successful sdlling of products.

5.1 UNIT OBJECTIVES

After going throughthisunit, you should be ableto:
¢ Understand the concept, need, objectives and budgeting of Sales Promotion
e Examinethenature and scope of sales management
¢ Understand thedifference between Sales Promotion and Advertisement

e Examine sales promotion measuresaimed at consumer tradeand salesforce
promotion

e |dentify thetheoriesof selling
o |dentify thecharacteristics, concept and trendsin persond sdlling or sdlesmanship

¢ Understand the process of recruitment, selection, training and performance
appraisa

e Examinethe concept of territory sructuring

5.2 CONCEPT AND NEED FOR SALES PROMOTION

Sales promotions are designed as incentives to consumers or trade for purchase
simulation. A customer hasto be madeto believethat heisgetting morevauefor the
money heisspending than hewould have otherwise got if the sales promotion was not
in operation. Salespromotion schemes serveto signal the arrival of atime-periodin
which customerswill get the valuethat they were getting earlier by spending less. In
typica consumer promotions, companiesreducethepricefor alimitedtime period, or
offer more quantity for the sameprice, or offer extraitemsor giftsor prizeswiththe
purchase. Discounts and incentives are some of thetrade promotions. Companies
haveto operate sales promotion schemesinaway that customersdo not Sart equating
the product with low-priced brands.

Vast amountsof money are being spent on sales promotion. Global expenditure
onsaespromotionisequa to mediaadvertising. Sales promotionisgrowing because
of severd reasons.

e Consumershaveincreased impulse purchasing dueto their rising income
and proliferation of products. Theretall regponseto greater consumer impulse



purchasing isto demand more sales promotion from manufacturersto push
thar brand. Customers' propengty to purchase onimpulse receivesimpetus
whenthey seeanitemon sale.

Sdlespromotion used to be employed by fringe playersto get some market
sharefrom established players because they could not afford to advertisein
the mass media. The established companiesdid not retaiate because they
believed that it would devaue their brands and also becausethey believed
that their customers were much too gentlemanly to fall prey to such
manipulations. But customers do trade loyalties for lower prices and
howsoever much the established companies disliked theidea; they had to
retaiate by offering their own sales promotion schemes. Sales promotions
are becoming respectable because of their use by market leaders and
increasing professionalism of the promotiond offers.

Therisngcog of advertising and advertisng clutter has madesalespromotion
an attractive proposition. Advertising in the mass media has become
prohibitively expensive and all the lead playersare advertising profusely.
Customers cannot tell one ad, and hence one product, from the other.
Marketersareredising that advertisng isdoing no more than keeping them
inthiscontest, and isnot influencing purchase decisions. By withdrawing
money fromadvertising and putting it in sdles promotion, marketershopeto
get tangibleandimmediate resultsin theformof increased sdes.
Theattraction of boosting salesin ashort period of timeincreasesdueto
intense competition and shortening product life cycles. Most industriesface
intense competition among equally mighty competitors. Thereisparity inthe
offerings of the competitors and customersdo not prefer one offering over
another. Under such situations, sales promotion schemesmanageto swing
customer purchases. Product life cycles are shortening dueto technological
breakthroughs coming more frequently and dueto customer requirements
changing rapidly and drasticaly. It becomesimperativefor companiesto
realise asmuch salesas possible during the brief existence of the product.
Salespromotion, used to increase salesin short spurts, isvery useful.

In some markets, salespromotionisused so oftenthat all competitorsare
forced to follow suit. If acompany launches asales promotion scheme, and
the schemeis not contested by competitors, the company will gain salesat
the expense of competitors. Competitorsdo not allow such ascenario to
evolve. They launch their own schemesand each competitor eatsinto the
salesof the other depending onthe attractiveness of their schemes. At the
end of one such sales period, the competitors sales remain where they
were at the beginning of the period. Inmost markets, salespromotion has
become a countervailing measureto thwart attempts of acompetitor to
garner salesby launching a salespromotion scheme.
Measuring the salesimpact of salespromotioniseaser thanitisfor advertisng
sinceitseffect ismoredirect and usually short-term. The growing use of
electronic point of sales scanner information makes measurement easier. It
iseader for sales promotion managersto justify their budget. They are able
to show immediatereturnson ther investmentsin sales promotion schemes.
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5.2.1 Sales Promotion Objectives and Budgeting

Sales promotionisused to provideshort, sharp impetusto sales. Inthissensg, itisa
short- termtactical device. Sales promotion booststhe sales during the promotion
period because of the incentive effect. Thisisfollowed by afall in salesto below
normal level because some consumerswill have stocked up on the product during
promotion. Thelong-term saleseffect of the sales promotion could be positive, neutral
or negative. If the promotion has attracted new buyerswho find that they like the
brand, repeat purchasesfromthemgiveriseto apostivelong-termeffect. Alternatively
if the promotion has devalued the brand in the eyesof consumers, the effect may be
negative. Wherethe promotion has caused consumersto buy the brand only because
of itsincentivevaluewith no effect on underlying preferences, thelong-termeffect may
be neutrd.

Sales Promotion Objectives

It iseasy to dismiss sales promotion as amarketing gimmick to boost the saesof a
flagging brand. But the story should be alowed to progressbeyond thestagewhen a
consumer has bought abrand because hewasinfluenced by theincentives. He did not
buy because he had a preference for the brand. But after using the brand he may
discover that he likes the brand and eventually develops a preference for it. Sales
promotion prompts the consumption of abrand and if the brand isgood it will be
liked. Sales promotion can be used asan aternative to advertisng inmass mediafor
brand building. New brands can be offered asincentiveswith the purchase of established
brands. The sales promotion scheme is essentially for the established brand, but the
new brand enters consumers homes and is likely to be consumed and eventually
liked. The new brand can aso be launched through an independent sales promotion
scheme. The ideaisto make the consumerstry out the product initially. But sales
promotion can be used for brand building only when the product isvery good.

The basic objective of any sales promotion is to provide extra value that
encourages purchase. When it istargeted a consumers, theintentionisto simulate
purchase. Whenthetradeistargeted, theobjectiveisto inducedistributorsto push
the product. Specific objectivesare asfollows:

1. Fast sales boost

Short-term salesincreaseisrequired to reduce inventories, meet budgetsprior to the
end of thefinancial year, moving stocks of old models prior to replacement, increase
stockholding by consumers and distributorsin advance of the launch of acompetitor’s
products. Theseare very legitimategoas. Promotionsthat give largeimmediate benefits
such asmoney-offsor bonus packs have a bigger effect on sesvolume than more
distant promotionssuch as competitions. Salespromotion should not be used asmeans
to patch more fundamental inadequacies up such asinferior product performance or

poor postioning.
2. Encouragetrial
Customers may be induced to buy a new brand because of the extra benefits, like

price-offsor free gifts, associated withits buying. If the buyerslike the brand, the
long-term effect of the promotions may be positive. They continueto buy the brand.



Customers also spread positive word-of-mouth information about the brand since
they are pleasantly surprised to find the product good when they did not expect it.
Customersliketo talk about productswhichthey have accidentally discovered to be
good. Strong brands can be created through this method as more customersbuy the
product ontheir friends recommendations. They too find the product good and soread
good word about it.

Sales promotion schemeslike price-offs or free giftsinduce customersto buy a
new brand. They may also be given out asgiftswith established brandsasapart of the
latter’s sales promotion endeavour. Promotionswhich simply give more productsas
bonus packsareless successful inpromoting new products since consumers place
much lessvalue on extraquantity until they have decided they likeit.

3. Encourage repeat purchases

Anoffer which requiresthe collection of packet topsor labelsattemptsto raise repeat
purchase during the promotional period. For productslike detergent powders, apack
will beused over along period. It isdifficult to keep the customersmotivated enough
to keep collecting the labels and present it for redemption. For productswhich canbe
consumed inrapid succession, i.e., theproduct is purchased frequently, the scheme
can be successful. Children have been found to become obsessed with collecting
labels especialy if thereward issome cool possession, like Pokeman cards.

4. Stimulate purchase of larger stocks

Promotionsthat are specificaly linked to larger pack Sze may persuade consumersto
switchfromlesseconomical smaller packs. But when customersbuy large pack sizes,
they do not necessarily consume more. The large pack size lasts for another time
period and customers do not buy the product inthenext time period. Thereisasharp
decrease in demand and the manufacturer facesthe problem of idle capacity. This
problemisin addition to the one that the company faced in meeting the big surgein
demand when the scheme was on. Manufacturers should aways remember that per
unit cost of productionistheleast when productioniscarried out at auniformrate
throughout the year. Per unit cost of production goesup whentheproductionrateis
varied.

5. Gain distribution and shelf space

Trade promotionsare designed to gaindistribution and shelf space. Discounts, free
gifts, and joint promotions are used to encourage distributorsto stock brands. Also,
consumer promotionsthat provide Sizegble extravalue may also persuadedistributors
to stock or give extra shelf space.

Sales Promotion Budgeting

The sales promotion budgeting isapart of the total communications expense of a
company. The company must therefore decide the percentage of sales promotion
expenditure as one of the componentsof itsintegrated communication campaign.

1. Percentage of sales method

The salespromotion budget refersto a specific percentage of salesrevenue, either
current or expected. This percentage may be calculated on the basis of industry or
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company tradition. Thetechniqueissmpleto apply and discouragescostly promotion
warsif all competitorskeep to their traditional percentage. The disadvantage of the
method isthat it encourages a decline in sales promotion expenditure when sales
decline, which causes afurther downward spiral of sales. Market opportunitiesare
ignored by it. This may suggest that more (or less) isrequired to be spent on sales
promotion. Anopportunity to build market sharemay suggest raising salespromotion
expenditureand adecisionto harvest aproduct would suggest reducing expenditure.
Themethod failsto provide ameans of determining the correct percentageto use.

2. Affordability method

Executive judgement decideson the amount that can be afforded to be spent onsales
promotion. Using affordability asthe only criterion for setting abudget ignoresthe
objectivesof communication and the market opportunitiesthat may exist to further the
growth of profitsand sales. It isunscientific in nature and cannot be appliedinlarge
companies.

3. Matching competition

Some companies match expenditures or useasimilar percentage of salesfiguresas
their mgjor competitors. Matching expenditure assumes that the competitors have
arrived at the correct level of expenditure and ignores market opportunities and
communication objectives of the company. The competitor’sobjectives and Strategic
direction could be at variance from those of the company, making such a method
guestionable. Using asimilar percentage of salesratiosisjustified only if it can be
shownto prevent costly advertisngwars.

4. Objective and task method

The budget for sales promotion dependson not just the communication objectives but
also the costs of the tasks that help attain them. If the objective isto increase the
market share of abrand namefrom 30 per cent to 40 per cent, the costs of developing
the necessary campaign and using appropriatemedia(TV, posters) would be made.
Thetota costswould represent the salespromotion budget. | n practice, the effort to
achievethe gpecified market shareincrease may bedifficult to estimete. But themethod
isscientific, and encouragesthe management to think about objectives, mediaexposure
levels and resulting costs.

The sales promotion budgeting decision isahighly political process. Finance
arguesfor monetary caution whereas sales personnel who view salespromotionasa
method of market share-building, support high sales promotion expenditure, while
brand managersmay caution on eroding brand image.

The percentage of salespromotion expenditure would depend on several factors
such ascharacteristics of the industry and the firm’sresources. Usualy acombination
of methods may be used to arrive a the expense, and modifications may be required
during implementation of the communication strategy.

5.2.2 Nature and Scope of Sales Management

Apart from management of persond sdlling, sdesmanagement encompasses marketing
activitieslike advertising, salespromotion, marketing research, physical distribution,



pricing, merchandising, and so on. American Marketing Association (AMA) defines
sdesmanagement as ‘ The planning, direction and control of persond selling, including
recruiting, selecting, equipping, assgning, routing, supervising, paying and motivating,
asthesetasks apply to the personal salesforce’

1. Sdesvolume,

2. Contributionto profitsand

3. Growth

Arethethree mgor objectives of the salesfunction.

Organizational objectives are communicated to the marketing department
which, inturn, is passed on to the responshility to the sales department, as depicted
inFigure 5.1.

Objectives
.
' - .
Sales Volume Profitability Growth

:

Marketing Management

Sales Management

Fig. 5.1 Objectivesof Sales Management

Sales M anagement and the Environment

Sales management inany organization is affected by several environmental factors.
Thefactorsaffecting sales could be behavioural, technologica or managerid innature.

Behavioural Factors

The consumer today has become more conscious of the environment, and the sales
must adjust to avariety of influenceslikerising consumer expectations, expanding
power of mgjor buyers, customer’ savoidance of buyer—sdller negotiations, globalization
of markets, fragmented markets, and so on.

Technological Factors

The mgjor technological factorsthat affect sdlesare:
e Sdesforceautomation
e Virtua sdesoffices
e Electronic saleschanndis.

Sdesforceautomation coverslaptop and palmtop computers, cellular phones,
fax, e-mail and many more advanced sales softwarethat assist in account planning,
recruitment, selection and evaluation of salespersonnel.

Electronic datainterchange (EDI) providescomputer linksand alowsdirect
exchange of information between manufacturers and resellers such as retailers,
wholesalers and distributors. Technological innovations have facilitated desktop
videoconferencing, enabled sales meetings and facilitated training and customer
interaction without requiring peopleto leavetheir office.
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Technological innovationnot only, but dso leadsto cost andtime saving improved
job satisfactionfor salespersons.

M anagerial Factors

Managersrespond to changesin the environment by developing new strategiesand
tacticsto enhancesdes effectiveness. They employ direct marketing techniques, improve
cooperation between salesand marketing, and managethetraining and development
needsof the sdlespeople. Salesmanagement respondsto new chalengesby recognizing
theimportance of professona quaifications. Salesorganizations depute salespeople
for training and enhancement of their professional qualification to ingtituteslikethe
National Institute of Salesin India, to help them meet the challenges of the present
day’scompetitive environment.

Sales and other departments

Saespersonnd haveto coordinate with the marketing departments like promotional
activities and market planning. In addition, salespeople must coordinate with the
distribution channels pre- and post-introduction of products. It isthe sales department
that hasto balancetheinterests of trade and the manufacturer. Salesmust motivate
tradefor joint promotiond efforts. Coordination between sdesand theoveral marketing
drategy isabsolutely essentid, especidly where new product introductionisconcerned.

Scope of Sales M anagement

Salesmanagement directsthe salesforce. Therefore, it must know theart and science
of personal selling. Persona sdlling isaccomplished through salesmanship. The sales
executive must be aware of theactivities of salespersons, including salesmanship and
the problemsfaced by them.

. Sales
e Bl e M anagement i
Environment Strategy Activiti Environment
ctivities

Account
™| Management
THE EXTERNAL
ENVIRONMENT Sales force Salesperson's
Socid | Organization [ |View of job
Legal
Political CONTROLLABLE Sales Quotas
Economic VARIABLES | andBudgets
Technological Factors E;iocium 7»_. Tartory DeSg]
Place Routing
The Promotion -
Organization — 3 :Tllgr]gn o Performance | | Eygjuation and
Environment Sales volume Control of Sales
Per cent of |—{ Force Performance]
—» SalesTraining — Quotaselling
Expenses
Feedback Motivating the Profitability
L Salesforce Services
Compensation Reports

— — —

Feedback

Fig. 5.2 Flow of Activitiesin Sales Management

From the organization’s viewpoint, there are three objectives of sales
management-achieving sufficient sales and volume, providing ample contributionto



profits and experiencing continuing growth. The top management delegates the
responsibility to the marketing management, which then delegates to the sales
management. During the planning phasethat precedesthisgod setting, sdlesexecutives
provide detailed estimates on market and sales potential, the capabilities of the sales
force and the middlemen.

The entire gamut of activities involved in sales management is depicted in
Figure5.2.

Characteristics of the sales job

Thereare severd digtinguishing features of asalesjob.

A salesmanisthe ambassador of hiscompany to the external world. Heleaves
alagting impression on those with whom heinteracts and who forman opinion about
the company from his behaviour. A salesman needs human relationsskill much more
thanothers. Asheinteractswithavariety of peoplein diverse stuations, hemust show
diplomatic skillsand composure. He should also usetact and intelligencewhiledesling
with hiscustomers.

Categories of salespersons

Salesjobscan be classified onthe basis of the creativeinput needed to performthem.
Thus, we have several categoriesof salespersons, such as.

e Just delivering

Here, severa salespeople smply fulfil ordersby delivering the product. For example,
adriver of avan of soft drink bottles, amilk vendor, or personsat the petrol pumps.

e Order taking

The salesman behind the counter of agrocery store or a bookstore listens to the
requirements of the customersand servesthemtheright products. These order takers
may befound inthefieldaswell, e.g., sdlesmen selling hardwareitems.

e Missonary selling

Thistype of sdling involves personswho build an image of theorganization and generate
goodwill for it. For instance, those selling pharmaceutical products (medical
representatives) are missonaries.

e Sales engineers
These are sales people who haveagood technical knowledge of the product.
e Creative sdling

The salespersonsusetheir creativity to sell products, such ascomputersor aircraft,
and such asinsurance, consultancy services, advertising services, and so on.

The role of a salesperson

Salespersons have key responsihilities both to their employers and to those who buy
and usetheir firm's products. Thetop management holdsthemresponsiblefor:
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(i) obtaining sufficient sdlesvolume
(i) providing amplecontributionsto profits,
(i) continuing businessgrowth.
Sales managers are in charge of personal selling activity, and their primary

assignment is management of the personal salesforce. Today’s salesmanagersare
respongblefor organizing the sleseffort, both within and outsidetheir organizations.

Within the organization, the sales manager buildsaformal aswell asinformal
organizationa structurethat ensures effective communication not only insdethe sales
department, but also in its relations with other organizational units. Outside the
organization, thesalesmanager servesasone of the company’ smost important contect
point with customers.

The salesmanager isresponsible for building and maintaining an appropriate
and effective distribution network. Today’s sales managers areresponsible not only
for using but for participating inthepreparation of information critical to the making of
key marketing decisions, such asthose on budgeting, quotasand territories. They
participate in marketing decisions regarding products, marketing channels and
distribution policies, advertising and other formsof promotion and pricing. Thus, the
modern salesmanager isboth anadministrator incharge of persona sdlling activity and
amember of the executive group that makes marketing decisonsof all types.

5.2.3 Importance of Sales Management

Today, it has become imperative to talk about the new economy. Businesses are
operatinginagloba economy where markets face competition faster than ever before.
Technology too ischanging everyday.

Present-day business has to adapt to the needs of the customer, who has
tremendous buying power and awide variety of goods and servicesto choose from.

Marketing dealswithidentifying and meeting human and social needs. It isalso
defined astheart of selling products.

A simplemarketing sysemisshownin Figure5.3.

—
‘ e
——
Communication
Industry Goods/Services Market
(Sellers) Money (Buyers)
Information

1

Fig. 5.3 A Smple Marketing System
Dueto competition inthe marketplace, marketersare now building amutually
satidying long-termredationshipwith key customers, including suppliersand digtributors.

Sales management isapart of the marketing mix strategy. Sales management
focuses onthe need of the sdler with the aim of making profit whereasmarketing is
devoted to the satisfaction of the needs of the customer.
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Fig. 5.4 Elementsof Marketing

The salesconcept restson the elements, asshowninFigure5.5.
Organization Products Selling Profits

Fig. 5.5 The Selling Concept

5.2.4 Distinction between Sales Promotion and Advertisement

Sdespromotionisusudly ashort-termactivity comprising of variousstrategiesenticing
customersto buy aproduct. Cents-off coupons, megasaes, double coupons, clearance
salesand two for the price of one salefor alimited period are some of the techniques
used for salespromotion. It helpsingiving an advantageto the promotersover their
competitorsin conveying the brand message to the purchasersfor the product or
service and raises its value in their eyes. A TV commercial for a newly launched
automobile encompassing all its new featuresin comparison with other cars of the
same category isaperfect example of advertising.

The nature of appeal of acustomer towards aproduct isthe main difference
between sales promotion and advertising. While advertising has the main objective of
creating alasting brand image and isof an emotional nature, slespromotion, onthe
other hand, isunemotional in nature. Cosmetics, perfumes, accessoriesand apparels
need innovative and original advertising to appeal to the consumers, while sales
promotion atractsthe practical and rationa mind of the consumersby offering discounts
and megasalesfor their products. A consumer decidesupon the product with alower
price dueto the discount offered onit over the product being offered at the original
price.

The recognition of abrand or the brand equity develops over along period of
time. Advertising takestimeto entice cusomersand develop arelationship withthem
which aluresthemtowardsaparticular product or service. However, sdespromotion _ _
takesplacefor ashort period of timeinthemarket. Itisdonein order to identifyitsaff | |+ Vhat ' a ssles promotion
to the customers and is not specifically brand oriented. The main motive of sales N Whgt a're the major
promotionisto get cusomersto immediately buy the product. objectives of a sales

Sales promotion is a direct approach to the customers in comparison to | | | Ef;ctihon? crocic
advertising whichisamore carefully structured and subtle pproach. Advertising of a ' f;ctorsea?;:'c%rngc s
Smart TV emphasizesits cutting edge technology and the latest features available,
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while sdespromotion of the Smart TV might include alimited period offer of afree
Blueray player onits purchase.

5.3 SALES PROMOTION MEASURES AIMED AT
CONSUMER TRADE AND SALESFORCE
PROMOTION

5.3.1 Consumer Promotion

Consumer promotionsarethe offersthat aregivento end consumers. These may be
price based offers, such asmoney offs, or non-price based offers such as gifts, samples,
couponsetc.

1. Money Off

Thebrandisoffered at alower pricethanwhat it normally sdllsfor. It providesdirect
valueto consumersand is an unambiguousincentive to purchase. Money offshave a
proventrack record of stimulating short-termsalesincrease. But pricereductionscan
be easily matched by competition and, if used frequently, can devalue brand image
dueto itsassociation with low pricefor long periods of time. If the brand sellsat the
lower pricefor aconsiderable period of time, customerswill associate the brand with
thelower price. And when the company terminatesthe sales promotion scheme, the
original pricewill seem high ascustomers have gotten used to buying at thelow price.

2. Bonus Packs

The company givesadded value by giving consumers extraquantity at no additional
cost. Because priceisnot lowered, thereislesser risk of devaluing brand image. With
some product groups, like cold drinks, the company encourages buyersto consume
more. Bonus packsare useful when the product isconsumed over aperiod of time.
Customers noticewhen apack of detergent powder which normally lasted ten days,
lastsfor afew more days. And with such experiences, they will go for the bigger packs
because they know that it will beuseful. But with products, likechocolates, whichare
consumed inonego, the consumer might not know the difference between consuming
anormal pack and adightly bigger one. Bonus packswill be useful for such products
if aseparate pack containing the extraquantity is offered. Evenfor goodswhich are
consumed over aperiod of time, aseparate pack containing the extraquantity will be
more useful than stuffing the extraquantity in the same pack.

3. Premiums

Premiums are any merchandise offered for free or at low cost as an incentive to
purchase abrand. There aretwo mgjor forms:

e Freeinor On pack gifts: They are given away freewith brands. Occasionally
the gift isafree sample of any new brand that isrelated to the brand so that
consumersget achanceto useit. Free sample may be anew variety or flavour
which benefitsby getting tria. The purpose of the salespromotion scheme may
actually beto induce consumption of the new brand so that consumersdevelop
agood perception about it. But an unknown brand will not to do much to



increase the sale of the brand for which the sales promotionis ostensibly held.
Some consumersmay not even need the particular flavour or the product.

Companiescan offer common generic products, like some quantity of sugar, as
thefreeitem. Such productsare unambiguousgiftsto the consumersasthey are
needed in al households. If brands, like atube of toothpaste, are offered as
gifts, there will bethe problem of whether the customerslikethe brand enough
to consder it asan inducement.

e Freeinthemail offers. Theschemeinvolvesthe collection of packet topsor
labels by customerswhich are sent in the mail as proof of purchaseto claima
free gift or money voucher. Redemption can be very low as consumers collect
labelswithaview to mailing but are never ableto collect the requisite number.
Most customerswill not be patient enoughto collect labesfor thesmdl financia
benefit that the scheme may offer. For such schemes to really catch on the
collecting of labelshasto beprojected asbeing ‘ cool’ or thething to indulgein.
Customers should be exchanging notes asto how many the other hasbeen able
to collect. To create such amass hysteria, the company hasto promote the
scheme in a big way and big rewards should be offered. It will be useful if
celebritiesare associated in the promotion of the scheme. Such schemesfor
children can be very successful. A smart schemewhich incorporatesthe latest
cool possesson of thechildren’sworld will be successful evenwithout promotion.

4. Free Samples

Free samples may be delivered at home or given out in the store. The ideaisthat
having tried the sample aproportion of the consumerswill beginto buy it. Thisisan
expensive but effective way of getting consumer tria. But it may beineffectiveif the
brand hasnothing extrato offer.

5. Coupons

A customer receivesan item upon presenting acoupon. Coupons can be delivered to
the house, can appear in magazines and newspapers or on packs. Home couponing,
i.e., coupons being delivered at home, is a good method to achieve trial for new
brands. Magazine or newspaper couponing ischeaper than home delivery and can be
used to stimulatetrial but redemption ratesare much lower. Thepurpose of on-pack
coupon isto encourage initial and repeat purchase of the same brand or tria of a
different brand. A brand carriesan on-pack coupon redeemable against the consumer’s
next purchase usually for the same brand. Redemptionrateisnormaly high. The coupon
can offer ahigher face value than the equivalent cost of amoney-off pack sincethe
effect of thecouponison bothinitial and repeat sales. But it isusualy lesseffectivein
raising initial salesthan money-off becausethereisno immediate saving and its appeal
isalmog exclusively on existing consumers.

6. Competitions

Competitionsrequire participantsto exerciseacertain degree of kill and judgement.
They may be asked afew simple questions. Entry isusually dependent upon at least
one purchase. Compared to premiums and money-offs, competitions offer aless
immediate incentiveto buy and requiretimeand effort onthe part of entrants. However,
competitionscanattract attention and interest inthe brand.
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7. Draws

Draws make no demands on skills or judgement. The result dependson chance. A
storemay runan out-of-the-hat draw wherecusomersfill intheir names and addresses
onanentry card and, on acertain day, the draw is made.

Media advertising can be used to communicate salespromotions. Infact the
company should striveto make asplash with certain typesof sales promotion schemes
like competitions, collection of labels, and draws, and should havethetwin objectives
of making the sales promotion scheme successful and promoting the brand wheniit
advertisesits schemes. Such forms of sales promotion, like competition, collection of
labels and draws can be advertised asthey are not likely to devalue the brand asa
scheme of price-offs can. Infact, acompany should be circumspect in advertising
sales promotion schemeslike price-offsand free gifts as such schemes are normally
congdered asasignal that the company isnot doing well and isdesperateto sell. The
brand image will be tarnished even among customerswho have no intentionto makea
purchasein therelevant product category. Thiswill instill in them abias against the
brand when they have to purchase the product infuture. Such schemes should be
promoted intheretail storesthrough bannersand through prominent placing onthe
packaging. Retailersshould show keeninterest in making the customersaware of the
schemes Suchschemes should beintroduced whenthereason for providing the scheme
Isunambiguousand strong. For instance, an anniversary celebration may beagood
occasonfor aretal soreto reward itscustomers.

5.3.2 Trade Promotions

Trade promotionsare offers or schemesgiven to channd intermediaries. They can be
price-based, such asquantity discounts, or non-price-based, such as allowances.

1. Price Discounts

Traders, i.e, retallersand wholesalersmay be offered discountsinreturn for purchasing
and keeping the manufacturer’sbrand. Concentration of buying into fewer outletshas
made the retailers very powerful and this power istrandated into discounts from
manufacturers. Thediscount may be part of joint promotion whereby theretailer agrees
to devote extra shelf space, buy larger quantitiesand alow in-store promotions.

When acompany givesadiscount andtheretallersreturnthefavour by alowing
in-store promotion or by devoting extrashelf spaceto thebrand, it isafair game. But
when amanufacturer gives price discountsto keep theretailer in good humour and to
protect itsbrandsfrom being put off the shelves, it only makestheretailersmore brash
and greedy. The appropriate strategy to counter all-powerful retailers is for
manufacturersto strengthen their brands and create strong demand for them among
consumers. Themost powerful of retailerswill keep brandsthat consumerswant to
buy and treat manufacturers of such brandswith respect.

Manufacturers also offer price discountswhenretailersbuy in large volumes.
Such schemesare not helpful to manufacturers. Retailersbuy and storefor futuretime
periods. Manufacturershaveto incur extracost in manufacturing theextrastock and
their facilitiesremain idle when theretailersdo not buy in the next time period asthey
already have stocks. Thenet result isthat the manufacturer’s per unit cost goes up
besidesredisng lessper unit price. Thesolutionisthat themanufacturer should provide



discountsonly for quantitiesthat the retailer managesto sell abovetheaverage salehe
has been managing in previoustime periods. Theretailer will have to exert effort to
manage extrasaesif hewantsto avail of thediscount. And theretailer only buysthe
quantitiesthat he can manageto sdl. Themanufacturer doesnot faceapurt in demand
fromtheretaler.

2. Free Goods

Theretailer isoffered more merchandise at the same price. The scheme ultimately
trandatesinto themanufacturer offering price discounts, withitsaccompanying pitfals.

3. Competition

The manufacturer offersfinancia inducementsor prizesto thedistributor’ssalesforce
inreturnfor achieving salestargetsfor its products. Besidesincreasing salesfor its
products, the manufacturer is able to wield some influence over the distributor’s
sdespersons. Saespersonsmay show loyatiestowards productsof such manufacturers
and may pushtheir products But the manufacturer should ensurethat thedigtributor is
apart of thedeal. It should not happen that the distributor and hissalespersonswant
to promote productsof different manufacturers, with thedigtributor promoting products
of amanufacturer who giveshimmore marginsand the salespersons pushing products
of amanufacturer who givestheminducementsfor sdlling hisproducts.

4. Allowances

The manufacturer may offer allowancesin the form of asum of money inreturn for
retailersproviding promotional facilitiesin thestore. Analowancewould be provided
to persuadea storeto display cards onits shelvesindicating that abrand was being
sold at aspecial low price. An advertisng allowance would be paid by amanufacturer
to aretailer featuring itsbrandsin retailer’ sadvertising.

5.3.3 Salesforce Promotional Tools

There are a number of tools that are used by companies to enhance salesforce
promotion. Some of the most popular tools are sales contests, sales meetings, sales
manuals and incentive. Sales meetingsisconsidered asthe most efficient salesforce
promotional tool asit isinteractiveinnature. In such meetings, salespeoplefroma
particular regionor areagather and discuss about their work, performance and other
important issuesrelated to sales. Other tools used by companiesand organizationsare
sales contests, awards and training.

5.4 THEORIES OF SELLING
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Beforeyou go onto reading about personal selling, it isessential to understand the
basisof sdling.

5.4.1 Basis of Sdlling

Sdlling isboth an art and ascience. Many consder it asan art evolving into ascience.
Thus, it isviewed differently by thosewho consider it asan art, and thosewho treat it
asascience. Thisgivesriseto two contrasting theoriesof selling.
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Inthefirst approach, it isstudied asthe cumulative experience of salespeople
and advertising professondls. It seperatesknowledge from practicesand psychology—
learned through experience. It teaches how all this can be put into practice. The
emphasisison ‘how to’ rather than‘why’.

In the second approach, theories of behavioural sciencesare applied to sdlling.

The seller-oriented theories are the AIDAS Theory and the Right Set of
Circumstances Theory. Thebuyer-oriented theory isthe Buying FormulaTheory. The
behavioura equation considersboth the mutua influences of the buyersand sellers.

Vaue-added sdlling can be defined asa series of creativeimprovementswithin
the sales processthat enhance the customer’s experience. Salespeople can create
vaue by developing aquality relationship by carefully identifying the customer’s needs,
and then configuring and presenting the best possible product solution. Valueisaso
created when the salesperson provides excellent service after the sale. Neil Rackman,
author of Rethinking the SalesForce, and other expertsin sales and marketing say
that successno longer depends on merely communicating the valueof productsand
services. Successin persona selling restsonthe critical ability to creste valuefor the
customers.

The value added by salespeopletoday isincreasingly derived fromintangibles,
such asthequdity of theadviceoffered and theleve of trust thet underliesthe rdationship
between the customer and the salesperson. The value of theseintangibles can erode
with shocking speedif the customer feelsdeceived or discoversthat the competitionis
ableto add morevalueto the salesprocess.

Strategic Selling

Strategic selling began receiving congderable attention during the 1980s. During this
period, wewitnessed the beginning of several trendsthat resulted inamore complex
sling environment. Thesetrends, whichincludeincreased global competition; broader
and morediverse product lines, moredecision makersinvolved inmajor purchases
and greater demand for specific; custom-made solutions, continueto influence personal
sdling and salestraining in thisage of information.

Ascompaniesfaceincreased levels of complexity inthe marketplace, they must
givemoreatentionto strategic planning. The grategic planning done by salespeopleis
often influenced by theinformationincluded intheir company’s strategic market plan.
A drategic market can be described asaframework containing the methods, techniques
and resourcesrequired to achieve an organization’sgoadswithin agpecific target merket.
It takes into account all the major functional areas of the business that must be
coordinated, such asproduction, marketing, finance and personnd. Almost every aspect
of the planimpactsthe sale of productsdirectly or indirectly.

Thestrategic market plan should beaguidefor agtrategic selling plan. Thisplan
includes strategiesthat you useto postionyoursglf with the customer beforethe sales
call even begins. Theauthors of Srategic Selling point out that thereisa difference
between atactic and astrategy. Tacticsare methods, practices or techniques employed
when you deal with acustomer face-to-face. For example, the use of questionsto
identify needs, presentation skillsand varioustypes of closes.

A gtrategy, onthe other hand, isaprerequisiteto tactical success. If you create
or formtheright strategies, the chancesmaking your sales presentationto theright



person, at the right time and in amanner most likely to achieve desired resultsare
more.

Evolution of ‘Selling’

The popular AIDAStheory isbased upon theinitids of thefive lettersthat stand for
attention, interest, desire, action and satisfaction.

1. Attract Attention

Inorder to attract the attention of the prospect and to open up the presentation severa
gpproachesaretried. Themost common approachisto greet theprospect and inform
himwho you are and what you are selling. If the salesperson has approached the
prospect through areference, the presentation may start by mentioning the name of
the reference that ‘ Ramesh sent me to approach you.” Product benefits may be
highlighted by making a startling statement. A taxation consultant may say that he
knows how to reduce his client’stax liability by 50 per cent. While dealing with the
new products, a salesperson may just allow the customer to ‘feel’ the product by
placing it inhishands. The salespresentation might begin while the prospect isingpecting
theproduct.

2. Sustain Interest and Create Desire

Oncethe atention of the prospect isattracted, asaespersontriesto sustain hisinterest
and creates adesrefor the product intheinteraction itself. No readymade formula
can be givenfor thisstep. Perhaps, aproduct may be demonstrated. The emphasisis
always on what benefitswill flow to the prospect, if heusesthe product.

Most of the times, a salesperson delivers a ‘ canned’ sales talk. The same
presentationisrepeated in callsto different prospects. Though not so creetive, it can
work effectivey. Evenina'canned tak, asdesperson can put the tamp of individudity.
All the pointsmust be covered. Astime-honoured and tested techniquesare used, the
salestraining becomeseager.

3. InductingAction: Clarifying objectionsand closng the sale

Oncethe explanation about the product and its benefitsare over, it becomes necessary
to closethe sale and take order. A hint to closethe sdlemay be givento ascertainthe
prospect’swillingnessto buy. Some alternative questions can be put acrossto bring
the presentationto itslogical end. Maybe, asalesperson asks ‘which colour would
you liketo have’ —the green or the purple? Maybe, he askswhether the customer
wantsto pay cash or charge hiscard? These hintsareinthe nature of atrial close. It
givesan inkling of the prospect’s mind. Sometimes, asalestalk that istoo verbose
may be self-defeating. Initialy, the prospect might be in amood to buy but might
change hismind if the talks get prolonged. At times, a sale may belost becausethe
salesperson fightsshy of asking for the order.

Buyers may have queries and objections. These should be encouraged. There
areenough opportunitiesto classify and meet these objections. Unspoken objections,
however, may betoo difficult to tackle. It isamatter of inferencefor the salesperson.
A prospect that needs'timeto think’ also posesachallenge. Thereare chancesto lose
the saleif the saleisnot closed.
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A salespersonin many Stuationsassumesasale, and, thus, the cloang questions
arewhenthe prospect expectsthe delivery, and so on.

4. Building Satisfaction: Activities after the Sale

A sale does not end with an order. The salespeople have to build goodwill for the
company after that. That pavesfor apermanent relationship with the customer. Post-
sde activitiesincludeingtdlation and maintenance. All activitiesthat reducetheanxiety
of the customer after making a purchase—psychologically called ‘cognitive
dissonances —are post-sdeactivities. Disstisfaction with the purchase decison cregps
inascertain disagreeable featuresare noticed in the salected dternative. The cusomer
needs an assurance about the correctness of his purchase decison. Hewantsto avoid
afedling that the discarded alterative would have worked better. A salesperson hasto
reduce this dissonance. He assuresthe prospect by summarizing the benefits of the
product, emphasizing itssuperiority over the aternatives not chosen and highlighting
the amount of satisfaction the customer will derive by the use of the product.

5.4.2 Right Set of Circumstances Theory

Thistheory can be summarized as, * everything wasright for that sal€'. It isalso called
gtuation-responsetheory. Inparticular circumstances, we respond inaparticular way.
Themoreskilled asdespersonisinhandling the circumstances, the better istheresponse.
Theset of circumstancesrefer to boththeinternal and external factorsworking onthe
prospect. Thistheory, however, falsto handletheinternd factorsaffecting the prospect.
It putsthe salespersoninchargeof the Stuationwithout paying any heed to theresponse
generated.

5.4.3 Buying Formula Theory

Thisisabuyer-oriented theory that seeksanswersto why aconsumer buyswhat he
does. It emphasizesthe problem-solving job of a salesperson. Thistheory takesinto
account theinternal factorsand does not place all theimportanceon externd factors.
It issmply aproblem-solution purchasetheory. The purchase must lead to satisfaction
to continue the buyer-sdller relationship.

Inthe present context, the problem solution can be either aproduct or abrand.
The schematic diagram of the buyer formulatheory isas shownin Figure 5.6.

=
Need or

OR
Problem
Lo

Fig. 5.6 The Buyer Formula Theory

Purchase —{ Satisfaction

Product or brands must be considered asadequate in solutionand must induce
pleasant feelings. Both adequacy and pleasant fedlings can be smultaneoudly present.
Sometimesit iseither-or situation. The buying formulainits modified formlooksas
showninFigure5.7.
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Fig. 5.7 The Modified Buyer Formula Theory

A buyer should be aware why the product/brand isan adequate solution and
should have pleasant feeling towardsit. Thisestablishes hisbuying habit. Thereisan
assault onthis habit by rival ads, competing salesperson’'s presentationand afriend’'s
remark. He defends his decision onthe strength of adequacy and pleasant feelings.
These act asgood defence mechanism. |nmost purchases, thisdefence mechanismis
not at work. Thereisjust adirect association of aproblem and solution.

Each salling problem hasitsanswersinthe aboveformula, and the variationsin
theanswersarein effect the variations of emphasis on the e ements condtituting this
formula

5.4.4 Behavioural Equation Theory

Howard explainsbuying behaviour as phases of the learning processresulting into
purchasing. Basically, thisis modified stimulus-response (SR) model. Drives, cues,
response and reinforcement are thefour elements of the learning process. Drivesare
grong internal stimuli which can beinnate, like hunger, thirst, pain, sex, and soon, or
can belearned like recognition, prestige, approval, and so on. Cuesare weak stimuli
that decide when the buyer will respond. They cantrigger the decison-making or may
not trigger it. Product cuesaredirectly received fromthe product. Information cues
provide information of asymbolic nature about the product. Responseiswhat abuyer
does. Any event that strengthensthisresponseis called reinforcement. Howard puts
forward thisasan equation.

B = P X D X K x Y
(Response (Force (Drivelevd (Vaueof the (Intensity

or of or product to provide of all cues)
Purchasing) Habit) Motivation) satisfaction)

It is a multiplicative relationship. B is dependent variable and the rest are
independent variables. If these independent variableshaveazero value, B will lso be
zero. Pincreasesif K increases. A salesperson influences Pdirectly. The use of the
product affects P much more. Salespeople affect D to exerciseinfluence.

Sdlling reinforced

A sdling strategy isacarefully conceived plan that is needed to accomplish asales
objective. Let usassume, you areasalesrepresentative employed by apharmaceutical
company. Inanideal Stuation, you want to establish adialoguewith the physicianand
learn about thetypes of patients she sees, diseases shetreatsand the challengesfacing
her practice. However, you do not want to call onthe busy doctor, who may have no
usefor thedrugs offered by your company. A strategy might include acareful sudy of
the entire physician populationin your territory. Thisanalysiswill help you identify
thosewho need information about thedrugsyour company offers With thisinformation,

Sales Promotion and Personal
Sdlling/Salesmanship

NOTES

Self-Instructional Material 223



Sales Promotion and Personal
Sdlling/Salesmanship

NOTES

Personal selling: A method
of communication—a
salesperson communicates
on an individual basis with a
prospect. Personal selling is
person-to-person
communication

Check Your Progress
6. Enumerate the Theories of
Sdling.

7. What do the initials of the
AIDAS theory denote?

224  Self-Instructional Material

you can select themost appropriate salling tactic (method) which might beto present
samplesto doctorswho are not currently prescribing your drug.

Strategic planning setsthe stagefor avaue-added formof consultative selling
that ismore structured, more focused and more efficient. Theresult isbetter time
alocation, more precise problem solving and agreater chance that there will bea
good match between your product and the customer’ sneeds. Andrew Parsons, director
of consumer marketing for M cKinsey and Company, notesthat inthe current selling
environment salespeople must choose from asophisticated range of aternatives. He
pointsout ingeneral termsthat persond selling has moved from‘agame of checkers
to agame of chess'. For many salespeople, strategic planningis not an option but the
keytosurvival.

5.4.5 Long-Term Personal Selling Objectives
Long-term persond selling objectives contribute to long-term corporate objectives.
Someof thequditative objectivesof sdling areasfollows:

¢ to servicethe existing customersby maintaining arelationship withthem and by
filling uptheir orders,

e t0 get new customers,

e tocary out the sdling task entirely, if other dements of thepromotiona mix are
not at work,

e t0 helpthetrade sell thecompany’sproduct line,
¢ to motivatetradeto keep the company’sproduct linein stock,

e to keep thetrade informed about the company’s product line and the changes
therein,

e to helpthetraderedressitsgrievances,

¢ to makethe customers aware of the company’s marketing strategy,

e to act astechnica consultantsfor complex products,

e to provide feedback to the company about the markets and customers,
e to help themiddlemen’ssalesforce,

e to helpthetradeintheir administrative problems.

5.5 CHARACTERISTICS OF PERSONAL SELLING
OR SALESMANSHIP

5.5.1 Personal Selling

Per sonal sdlling isamethod of communication—a salesperson communicateson an
individual basiswithaprospect. Persona sdlling is person-to-person communication.
Every successful person sellshimself. Selling himsalf means salling what he standsfor
— hisvaluesystem, hisideas, hisopinions, hisbeliefsand hisgoas. TomHopkins, in
hislatest bestseller ontheart of selling, describes:

‘selling asthe highest paid hard work, and at the sametimelowest paid easy
work.” Thus, the returns from selling are commensurate with your efforts, skills,



knowledge and competence. A sales manager must have good knowledge of both
personal salling and salesmanship. Figure 5.8 showsthereationship.

Persond sdllingisapart of thetota promotiona activity of afirmwhich along
with product, price and place management goesalong way in meeting the overall
marketing objectivesof the organization.

Personal sdlling, thus, contributesto thetotal product management, pricing and
distribution, resulting in the implementation of the marketing programme. Personal
sling is, thus, abroader concept and salesmanship isjust apart of it. Sdlesmanship is
defined by Shapiro astheart of persuason that motivatesthe cusomersto buy products
that providethem suitable benefits. Salesmanshipisinitiated by thesdller and provides
information to the prospective buyers about the products and their benefits so asto
persuade and motivate themto buy the product.

Marketing
Product Price Distribution or Promotion
Management Management Place Management
Management |
Personal Advertisement Sales Promotion
Public Selling

Relation
Fig. 5.8 Personal Sdlling Relationship

The ultimate objectiveof themarketing functionisto increase the sales of want-
satisfying productsand services, thusleading to ahealthy bottom-line. Of the severa
toolsavailableto simulate sales, onemost important tool ispersonal selling. Severd
companies spend 8—15 per cent of the net sales on personal selling asagaingt 1-3 per
cent on advertising.

Infusing technology into personal selling

The use of technology by salespeople has been increasing, as witnessed by the
overwhelming proliferation of salesforce automation (SFA), customer relationship
management (CRM), and communication technology, yet littleisknown about how
and wheretechnology isactually being used inthefield, i.e., (i) theextent of technology
used for organizing, presenting, reporting, informing, supporting and processing
transactions, and communicating; (i) thelevelsof productivity of technology for each
function; (iii) whether technology isbeing utilized inthefield by the sdlespeople, and
(iv) whether it iscompaniesor salespeoplewho areinitiating the use of technology.

Salesforcetechnology, suchas SFA, communication technology, and CRM,
hasthe potential to streamlinethe selling process, allowing moreto be accomplished
by fewer salesrepresentatives. A sudy conducted by C& C Marketing Communications
for the Sales and Marketing Management magazine found that 78 per cent of
respondentsfelt that technology was currently easing their jobs and 92 per cent felt
that technology would maketheir jobs easier inthe future.

SFA can be defined as converting manual sales activitiesto electronic processes
through the use of various combinations of hardware and software. However, this
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definition can range fromintroducing technology by substituting paper organizerswith
computer equivaentsall theway to fully integrating corporate-wideinformation sysems
that allow salespeopleto createtheir own presentations, communicateviae-mail, do
thelr own pricing, enter orders, transfer paymentsand acknowledge orders.

Organizing
Salesforcetechnology has been introduced into the area of organizing asaway to

reduce theamount of time spent on such activities asmanaging contacts, scheduling
salescals, developing sales plans and planning slesroutes.

Managing contacts can include information about current customersaswell as
potential cugomersand influential peopleinanetwork. Scheduling isanother important
task that hasbeen affected by theintroduction of salesforcetechnology. Thereare
several benefitsthat can be realized from using technology, including fewer missed
meetings dueto audibleor vibrating alarm; being able to back up important scheduling
information, and allowing the sharing of information with managers, other sdespeople
and adminigtrative personnel.

Automated sales planning software can generate salesplansfor each customer
and automatically enter the contact and schedule informationinto acomputer-based
organizer, helping salespeople manage numerous prospectsat different stagesof the
salesprocess.

Information

Theahility of technology to help salespeople collect, andlyse, and distributeinformation
has had an impact on the areas of prospecting, product information and product
configuration informetion.

Prospecting can be helped by the many Internet services that market
downloadable and customizable lists of prospects, including additiona information
that helpsto qualify prospects. Once prospectsareidentified, information about them
can besorted and organized in contact management software and used to cusomize
many aspectsof sales callsand continuing relationships.

Inthefield, salesforce technology can allow salespeopleto easly carry and
maintain CD cataloguescontaining severd booksworth of product information, including
sound and animation. Sales force technology also gives salespeople the ability to
configure productsto customers specificationsand check the availability and price of
any configuration whilewith the customer, reducing the number of callsneeded to
make a sale and reducing backorders.

Support and processing transactions

The ability of sales force technology to handle vast amounts of data, along with
communication capabilities, hasa sgnificant impact onhow transactionsare completed
and processed. The biggest and most positiveimpact isproviding salespeoplewith all
thetoolsnecessary to successfully concludethe sales processduring the sales call.
Accordingly, sdlesforcetechnology hasaffected inventory control, inventory inquiries
and qualification of customers. Salesforce technology also offers salespeople the
ability to satisfy customersby quickly obtaining the status of acustomer’sorder.



Communication

Today’s salespeople are faced with an array of technologies promising instant and
accurate communications. Pagersand cellular phonesalow salegpeopleto bereachable
both by customersand the home office. E-mail dlowsfor virtually instant transmisson
of text, pictures, sound and video to any networked computer, pager, cellular phone
or organizer. Thetransmission of e-mail messagesdoesnot require thepresence of the
recipient, dlowing twoindividuaswith different schedulesto hold virtual conversations
Fax machinesallow for theinstant transmission of information contained on standard
Sze sheetsof paper, including legally binding signatures.

The function where technology was most frequently used was contact
management. Computerswere the dominant technology used. However, electronic
organizers have managed to gain some ground sincethey wereintroduced inthe early
1990s.

Salesforce technology has made fewer inroadsinto salesroute planning and
automated sales plans. A majority of salespeople used technology in presenting the
product to the customer. The use of presentation technology ismost ofteninitiated by
companies. Presentationa software, like Microsoft PowerPoint, comes packaged with
themicrocomputersthat the companiesbuy for their salesforces. Theexistence of this
software onthe computer createsthe opportunity for experimentation onthe part of
sdlespeople promoting theuse of presentational technology.

Computer technology alowsfor the storage and retrieva of massiveamounts
of information, and the advent of the Internet enablesthe sharing of information among
geographicaly dispersed computers. Thus, it isnot surprising that alarge percentage
of salespeople usetechnology for information gathering.

Technology has made much smaller inroads into transaction support and
processing when compared to the other functions studied.

Communicationstechnology was used alot more than computer technology by
salespeople.

A significant amount of the technology isbeing initiated by companiesrather
than salespeople. Thissuggeststheimportance of companiesin facilitating the use of
sdesforce technology. Some functions, such asinventory control, inventory inquiry,
order gtatusinquiry, product-configuration information, expensesreports, qualifying
customersand product information, may not see the use of technology unlesscompanies
initiatetheir use. Finally, salespersons may also want to use the study as abenchmark
for their own time and territory management. Since the study is a comprehensive
examination of what is actually being done in sales force technology, it can give
sdespersonsingght into areas where they might want to use technology.

5.5.2 Seps in Personal Sellling Process
Thefollowing arethe stepsin the persona selling process:
Step 1: Preparation

Preparation enhances confidence and performance when the salesperson comesface
to facewiththe customer. Many customersface similar Stuationsand certain questions
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and objectionsareraised repeatedly. Preparation helpshere. Salespeople will benefit
from gaining knowledge of their productsand those of the competition, setting call
objectivesand understanding buyer behaviour.

Product knowledge: Acquiring product knowledge meansunderstanding both
the product featuresand customer benefitsthat they confer. Salespeople need
to ask themsalvesasto what arethe benefitsthat acertain feature providesfor
thecustomers. Theway to turn festuresinto benefitsisto view productsfrom
the customer’sangle. A byproduct of thisistherealization that some features
may provide no customer benefit.

Competitor’sproduct: Knowledge of competitor’s products allows their
strength to beoffset against their weakness. Competitive knowledge allows
salespeople to stress differential advantage of their products compared to
competition.

Salespresentation planning: Preparation buildsconfidence, raisesthe chance
that important benefitsare not forgotten, allowsvisual aidsand demongrations
to be built into the presentation and permits anticipation of objections and
preparation of convincing counterarguments. However, there should beroom
|left for flexibility in approach, since customers have different needsand hence
will have different enquiries. Salespeople should be awarethat features and
benefitsto be stressed with one customer may have much lessemphasisplaced
onthem, for another.

Setting call objectives. A sdesperson should phrase cdl objectivesinterms
of what thesalespersonwarntsthe customer to do rather thanwheat the salesperson
should do. For instance, acall objective can bethat the customer should define
what her needsare, or the customer should visit ashowroom, or the customer
should try the product, or the customer should be convinced of the cost saving
of theproduct compared with competition, and so on. Successof salesinterview
iscustomer dependent. The end isto convince the customer to moveto the next
stage of the purchase process.

Understanding buyer behaviour: The salesperson should seek answersto
following questions: Who arethelikely key peopleto tak to?What aretheir
probable choice criteria? Are there any gatekeepers preventing access to
important people who need to be circumvented? Prior consideration helpsa
salesperson to beclear in hisown mind about theimportant issues.

Step 2: The opening

Initial impressions affect later perceptions. Thefollowing factorscan positively shape
perceptions.

Bebusness-likein appearanceand behaviour: Evenincompanieswhere
informal dressing and demeanour is permitted among employees, acasually
dressed salesperson backslapping prospective customers would not be
welcomed. The salesperson showcases the company he represents and his
appearance and behaviour should reflect the valuesof hiscompany.

Befriendly but not over-familiar: Evenwhenthe sdlespersonisvery friendly
withthe person heisvisting, theinteraction should be business-like and formal



whenthe salespersonison abusinesscdl. A salesperson should start meeting
withthe appropriate pleasantries even when the customer has allocated avery
gmall timefor the meeting.

e Beattentivetodetails: Holding abriefcase in hand whichis used for hand
shaking will make the salespersonlook clumsy. It isimportant that the sdlesperson
anticipates the sequence of eventsthat islikely to be followed in the meeting
and arrangeshisaccessories and equipmentsto facilitate his handling each event
asit unfolds.

e Observecommon courtesies. Common courtesies like waiting to be asked
to 5t down, exchanging pleasantriesand gifts, and so on, have different emphasis
indifferent cultures. A slesperson should know the courtesesthat heisexpected
to demongtrateinthe cultura milieu of the customer.

e Donot takesalesinterview for granted: Itisimportant to realizethat the
customer has his own priorities, and the customer may not be able to
accommodate the salespersonon aparticular day. The salesperson should not
take the customer’srefusal to meet asa personal affront and let it affect his
behaviour when hefinaly managesan audience with the customer.

e Expressgratitude: Thesalesperson should thank the customer for spending
timeand stressthat he believesthat it will beworthwhile. It isimportant to take
leave of the customer on a pleasant note even when nothing beneficial for the
salesperson has come out of the meeting. The salesperson should always
remember that thereis awaysthat next meeting that may take placewith the
customer, so there should be nothing unpleasant between them.

Sep 3: Need and problem identification

People buy products because they have problemsthat giveriseto needs. Thefirst
task isto identify the needs and problems of each customer. By doing so, salespeople
can connect with each customer’ sSituation and can select the product that best fitsthe
customer’sneeds. It also helpsin emphasizing the appropriate benefitsof the product.
Benefitslink customer needsto product features. Customer needs — benefits —
product features. If acustomer wantsto replace aunreliable machine, it isessential to
convincethe customer that the sesperson’s machine possessesfeaturesthat guarantees
meachinerdiability. Knowledge of competitor’s products alows salespersonsto show
how their machine possessesfeaturesthat give added rdliability. Thesaespersonshould
convincecusomersof hisproduct’sdifferential advantage. Factud evidenceof aproduct
superiority should be shown to customers. Thisis more convincing than mereclaims.

Effective need and problemidentification requiresthe development of questioning
and listening sKills. People are more used to making statementsthan asking questions.
| nexperienced salespeopledo all thetalking. Successful salespeopleget the customer
to do most of thetalking. Inthat way they gain informationto makeasae.

Sep 4: Presentation and demonstration

Presentations and demongtrationsare used to convince cusomersthat the sdlesperson
cansupply solutionto their problem. It should focus on customer’sbenefitsrather than
product features. These can belinked by using thefollowing phrases: (i) which means
thet..., (i) whichresultsin..., (i) whichenables you.. . . Evidence should be provided
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to support the salesargument, i.e., scientific tests, satisfied cussomers' testimonids,
viststo asatisfied customer and o on, should be provided. Salesperson should continue
asking questionsduring the presentation to ensure that the customer hasunderstood
wheat the sdlespersonhas said and to check that what the salesperson hasmentionedis
of importanceto the customer.

Demonsgtration allowsthe customer to seethe product in operation. Some of
the clamsmade for the product can be verified. Demonstration makesthe customer
involved inthe sdlling process through participation. It can reducethe perceived risk
of apurchase and move the customer towards purchase.

Step 5: Dealing with objections

Objections should not be regarded negatively, since they highlight issuesthat are
important to the buyer. Effectively dealing with objections is to handle both the
substantive and emotional aspects. The substantive part isto do with the objection
itself. 1f the customer objectsto price, salespeople need to use convincing arguments
to show that the priceisnot too high. However, argument that issupported by greater
weight of evidence doesnot alwayswin since peopleresent being provenwrong. Itis
important to recognize the emotiona aspectsof objection handling. Thebuyer should
not lose face or be antagonized during this process. The salesperson should be very
subtlein emphasizing that customersdo not redlly haveto worry about that particular
aspect of the product.

Two waysof minimizing thisrisk areto ligen to theoljection without interruption,
and by agreeing to the customer’sviewpoint but dso presenting an dternative viewpoint.

The salesperson should listen to the objections of the customer and should not
interrupt evenwhen he doesnot agreewith what the customer issaying. Theimpresson
givento buyersby salespeople who interrupt buyerswhen they areraising an objection
isthat slespeople believethat theobjectionisobvioudy wrong, it istrivid, or it isnot
worththe salesperson’stimeto let the buyer finish. The customer can feel offended
and shut out the deal from hismind. Interruption denies buyersthe respect they are
entitled to, and may lead to amisunderstanding of thereal substance behind objections.
The salesperson should listen carefully, atentively and respectfully. The buyer will
appreciate that the salespersonistaking the problem serioudly and the salesperson will
gainaclear and full understanding of what the problemredlyis.

After listening to the customer’s objections and viewpoints, the salesperson
should agreewith the buyer’sviewpoint before putting forward an aternative point of
view. It istheresponsibility of the sdlesperson to create aclimate of agreement rather
than conflict and show that he respectsthe buyer’s opinion, thus avoiding loss of face.

Step 6: Closing the sale

Effective presentation followed by convincing objection handling may not result in
customer order. Salesperson needsto closethe sale. It may be necessary for sales
peopleto taketheinitiative. Buyersmay still have doubts and may delay the decision
to purchase.

Buying Signals

Thekeyto closng asdeisto look for buying Sgnals. These arestatements by buyers
that indicate that they areinterested in buying. They al indicate apostiveintentionto



buy without actually asking for the order. They provide excellent opportunitiesfor
salespeople to ask the buyer to make a decision without appearing pushy. It isnot
ingppropriate or impoliteto ask the customer to place an order. M ost customershave
lingering gpprehensions about aproduct or whether they should buy theproduct at all,
or whether they should buy the product now or at somelater date. Most customers
feel relieved that they have been prodded by the salesperson to take a decision.
Customersresent being pushed into taking adecision when they want moretimeto
analyse the suitahility of the salesperson’soffer. So when customers gives cues or
explicitly saysthat he needs more time to take a decision, the salesperson should
withdraw by politely asking when hecould call next.

Closing Techniques

e Simply ask for the order —Would you likethat one?

e Summarizeand then ask for the order — Salesperson remindsthe buyer of
themain pointsof salesdiscussoninamanner which impliesthat thetimefor
decison-making has arrived and that buying isanatural next step.

e Concession close—By keeping back aconcessonto useinclose, asaesperson
may convinceanindecisive buyer to place an order by offering the concession.

e Action agreement —Insome situations, it isingppropriateto try to closethe
sale. Sale may not be in hands of one person but a decision-making unit, or
salesperson may betalking to aspecifier like adoctor or architect, who does
not buy directly.

In action agreements, the seller or buyer agreesto do something, like sending
brochures, talking to clients, before the next meeting. Thistechnique hasthe effect of
maintaining the relationship between the partiesand can be used astarting point of
discussonwhenthey meet next.

Sep 7: Thefollow-up

The salesperson ensuresthat the order isexecuted well by checking that thereare no
problemswith ddivery, ingalation, product use, training of the customer’semployees,
and so on. The follow up can show that sales peoplereally care about the customer.
Follow ups can be used to provide reassurance that purchasing the salesperson’s
product wastheright thing to do. It reduces cognitive dissonance of the customer.

5.5.3 Concept Selling

Apart fromthemanagement of persona sdlling, salesmanagement encompasses other
marketing activitiesaswdll, such as, advertising, salespromotion, marketing research,
physical distribution, pricing, merchandising, and so on. Salesmanagement isdefined
by AMA (American Marketing Association) as: * The planning, direction and control
of personal selling, including recruiting, selecting, equipping, assigning, routing,
supervising, paying and motivating asthesetasks, apply to the persona salesforce.’
Sdesvolume, contribution to profitsand growth are the three major objectivesthe
sdesfunction. Organizationd objectivesare communicated to the marketing department
who inturn passes on the responsibility to the sales department.

Today's salesforcesare under pressureto change or risk becoming extinct.
Changesin the business marketplace have accelerated the need for salespeopleto
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learn continuously. Changeisinitiated in responseto some gavanizing event in the
busness environment. Businessturbulence requires recognition of theneed for change
by members of the sales organization.

‘Evolutionary and revolutionary forcesare rdentlessy heading our way that will
irrevocably change theway that salespeople and salesmanagersunderstand, prepare
for, and accomplish their jobs.’” Thisdynamismisattributed to behaviourd (e.g., risng
customer expectations), technologica (e.g., sdlesforceautomation), and manageria
(e.g., theoutsourcing of salesfunctions) forces. Hefurther assertsthat those sales
managers and salespeople who continue to learn and adapt will succeed in these
tumultuoustimes.

Salesmanship or theart of selling has been the mainstay of all commercial and
economic activitiesintheworld fromthetime the barter sysemwasintroduced. Inthe
barter system, the produced had to be bargained and exchanged for the itemsin
deficit, which may not be parted with easily by the possessor. In such acondition, it
was natural that hard bargaining would have taken place. The seller or the surplus
possessor must have offered ideasinterms of:

¢ Presenting different yet appealing features of theproduct being offered;
¢ Cresting thedesirefor that surplusto be accepted/consumed by the other person;
¢ Also mug assessthevaueof the product being exchanged and offered inreturn;

e And, findly, create the willingness to part with the item in short supply/
but abundantly availablewith the other person.

Thus, theartistic skills and scientific methodswere required even during the
daysof thebarter system, i.e., much before the timeswhen common denominator
valuewasfound.

However, thisact became al the more prominent asmankind progressed. The
introduction of the median or medium of exchange or common denominator for the
values being offered in the products, brought to the forethe artistic well as scientific
skillsof manto fix bargains.

Components of concept selling

1. Thededreor creation of awant. One must feel helacks something.
2. Theurgeto satisfy thisdesre.

3. Theavailability of the product or service, which can satisfy the desire.
4

. Theknowledge of the person feeling thisdesire about the existence of sucha
concept being available, which can satisfy the desire.

The sdller could providethisknowledge.

5. Thewillingnessof the person possessing the object of desire, i.e., the product
to part with the same against avaue.

6. Thewillingness of the person desirousto pay the pricefor thedesired, i.e., the
financia power to purchase.

7. Thebdlief that thiswill satisfy thisurge.
8. Findly, thedecisionto purchasethe product and maximize satisfaction.



Thisalso meansthat salesmanship isthe process of showing the buyer waysto
buy a product, to show himtheway to gain maximum satisfaction fromthe purchase
made and help him make suchwise decisionscongtantly fromtimeto timeinorder to
ensure continuity of hisemployahility.

Creative services

Thejob of such a salesman would aso involve the following intangible yet creative
Frvices.
¢ Educating wholesalers/digtributorson the company’spricing, policy of discounts,
payment structure and billing pattern.

¢ Educating distributors'wholesalerson promotiona schemesand campaignsbeing
held by the manufacturer.

e Ensuring the participation of each distributor, dealer or wholesaler inthese
schemes.

e Informing the trade about display contests, show window contests,
and so on, being organized by the organization and ensuring their participation.
For example, when Unilever or Proctor and Gambleintroducesadisplay scheme
for any of itsproducts, the manufacturer’ ssalesman hasto ensurethat hisstockist,
digtributor or evenretailer participatesinthe schemeand benefitsfromit.

¢ Themanufacturer’s salesman hasto ensureadequate stocks of the products at
all outletswhere such contests are being held.

¢ Hehasto ensure enough shelf spaceisprovided to hiswares.

e The salesman also has to service the counters, once such contests are
over. He hasto ensure the winners get their prizes on time. He also hasto
arrange awards/certificatesfor other participantsinorder to ensurethey are not
de-motivated.

Missionary salesman

Suchasalesman would also sometimesaccompany the stockist or digtributor’smanin
different towns to ensure the goods are introduced to the resellers, and they are
encouraged to stock more and more of such goods. The manufacturers, separately
apart from their regular salesmen servicing a beat, could also employ missionary
salesmen.

Such salesmen are often found in automotive parts, tyres, drugs, hardware and
cement industries.

These sdlesmen would generally be ensuring that proper detailing about the
product serviceisdonefor theretailersand eventhe direct consumers, which would
increase frequency of purchase of their productsand in turn give committed group of
customers.

Quialities of a salesperson for creative selling

Such salesmen are employed for products requiring high technical or selling skills,
medical representatives, automotive salesmen, engineering product’ssalesmenwould
fdl inthiscategory.
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Sales Promotion and Personal Characterigticsof such sdlesmen areasfollows:

Sdlling/Salesmanship ) ) ) .
¢ Their education must be up to the level prescribed by the manufacture, i.e.,
science/artsgraduates, engineersor diplomaholders etc., whichwill be decided
NOTES by the nature of thejob.

¢ Product featureswould also decide onthe education level of such salesmen.

¢ Training needsof such salesmenwould bequite high asthey must have thorough
product knowledge.

¢ Theywould also require completeinductioninto theorganizationto familiarize
them with various systems, procedures, and rules and regulations of the

organization.
e Their communication skill has to be of a very high level as they are the
ambassadorsof their organizations.

e Theenergy levelsmust be of the highest order, since very frequent travelling
would beinvolved.

o Thesdesmanmust beableto bear dl kindsof weathersand not fall Sck frequently.
e Such apersonmay also sometimesneed training and apprenticeship of longer
period inmarketing or technical specialtiesbefore heis sent to the market.

¢ Such sdlesmenwould aso berequiredto have athorough knowledge about the
competitor’sproducts, in order to discussand convince the customers.

What are concepts?

Concepts are problem-solving tools. People buy conceptsif they fulfil a problem-
solving need. Today's better-educated and more demanding customersare seeking a
clugter of satisfactions. Satisfactionsarisefromthe conceptsitself, fromthe company
that forms concepts, and fromthe salespersonwho sellsthem. TheFigure 5.9 provides
adescription of athree-dimensional Concept -Selling Modd .

Today’s concept
selling

(Meets and exceeds
expectations)

" .
Better quality * More knowledgeable

* Larger selection €
* New-innovative . m‘s’{gngg:’:fﬂand'"g of

ERTEENE * Provides advice after

Today’s salesperson
(Acts as a partner)

* More courteous and
trustworthy

Fig. 5.9 Concept Selling Model
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Selling new and emerging concepts

Sdling grategies used during the new and emerging Sage (seeFigure5.10) aredesigned
to develop anew level of expectation, changing habits, and in some casesestablisha
new standard of quaity. Thegod isto build desirefor the product.

»
»

Time

—— s—

Product-selling strategy Product-selling strategy

o Develop new levels of ¢ Emphasize brand superiority
expectations e Emphasize company superiority

e Change habits ¢ Point out unique features

e Establish new standards ¢ Provide outstanding customer

e Build desire for new concepts service

« Focus on creating new marketsf| |® Focus on sustaining existing

Fig. 5.10 Concept -Selling Strategies for positioning New and Emerging
Concepts Versus Mature and Well-Established Concepts

5.5.4 Trends in Personal Selling

Personal sellingisbased onthe principle of building relationshipson apersond level.
However, therehave been anumber of recent developmentsimpacting personal sdlling
whichincdude:

1. Customer information sharing
2. Controlled word of mouth
3. Electronic salespresentations
4. Useof customer teams
5. Mobile and web computing
6. Electronic salestraining

1. Customer Information Sharing

Customer relationship management (CRM) isthedirect interaction of companieswith
thelr cusomersinorder to build gronger relationships. The salesscenario isdrameticaly
changing today as companies are moreinterested in maintaining persona relations
their clientele and implementing changesin their servicesfrom customer feedback.
Oneof themogt important functionsof CRM isto maintain cusomer information from
their customer contact pointslike customer service, salespeople, websites, etc.

Oneof thedrawbacksof CRM istherductance of sdespeopleto sharecomplete
customer informationwith the company. Thesesalespeople, who areexcdlent at forming
persond relationswith customers, fed that theinformation they withhold mekesthem
important to the company. They feel that disclosing their information or datawould
reducetheir importance and make themdispensable for the company, making it easy
for themto be replaced by somebody else.
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Sinceinformation sharing and CRM has proven to be beneficial for acompany,
the salespeople should change their attitudes and adapt to it. This would enable
companiesto procure more clientele and maintain agood customer base.

2. Controlled Word of M outh

Word of mouth is one of the most effective forms of promotion when one person
praisesaproduct and gives a postive feedback to another person, particularly if the
former isnot influenced and biased in any way. Earlier, marketers did not have agood
word of mouth network whenit did not involve salespeople who are generally biased
intheir promotion of the product. Now, however, promotersarerecognizing the benefits
of word of mouth promotionand areusing it to their advantage. Promotion through
word of mouth uses customersto spread product information, but do not draw out
any ordersfrom customers unlike salespeople.

In controlled word of mouth promotion, marketers pay individualsto circulate
information about their product in such away so asto not make it obviousto other
prospective purchasers that they are working on the promoter’s behalf and are
getting paid for it. Thisis especially used of the promotion of new productsin the
market when a ‘buzz’ about a certain new product needs to be created in the
market to entice customers. This technique helps build a high awareness towards
these products. For example, in order to promote a new beer, brewers may pay
people to ‘talk up’ and spread word of mouth about that beer in local pubs and
night clubs. This would enable them to spread their product information to target
customers frequenting clubs. However, these people have to be careful that people
around must not cometo know that they are being paid by the brewer to promote
their beer.

Controlled word of mouth hasraised some ethical concernseventhoughit has
gained quitealot of publicity. Some customersfed that people acting to likeaproduct
without having any prior relation or experiencewithit isabreach on ethical sandards.
Controlled word of mouth is becoming a highly examined form of personal selling
snceit isgaining quite amomentum and importance.

3. Electronic Sales Presentations

Today’ stechnology has enabled sales professionalsto reach prospective aswell as
existing customers. Itisonly inrecent yearsthat the internet accesspeed hasincreased
and new softwaresfor reaching customerseasily through theweb have been developed.
This has reduced the necessity of audio/video conferencing through high-end
telecommunications and in-person sales meetings, which had beenthetrend since
many years. Thevariousnew optionsinclude:

¢ Online Video Conferencing — Online video conferencing hold the same
concept as avideo conferencing through high-end telecommunications. The
only difference is that online video conferencing takes place viathe internet.
In the past few years, the online video conferencing quality was quite sow
and blurred which was quite a hasde for sales professonals. However, with
the advent of red time internet video conferencing (high definition video and
audio quality) the problem has been solved, but there is still some time before



this technology can be made available to most salespeople on a frequent
basis.

e Web/Phone Conferencing—Sincethereisalimitation onthe delivery of rea
time audio/video, sdespeople use both the web and telecommunicationfor sales
presentations. They usetheinternet to deliver avisual presentation and the
telecommunication device for voice conversations. Thisprocessincludesthe
customer entering the conference by using the internet to gain accessto the
visual presentation and the telephonefor the audio conference. Splitting the
entire process into visual and audio segments allows an easy and smooth
presentation sincethe customer needsto accesshiscomputer only for thevisua
material. Thetelephoneover thelnternet (V Ol P- voice over internet protocol)
might help resolve the problems which occur during web and telephone
conferencing.

¢ OnlineText Chat - Theonlinechat iseffectivefor communicationwithvarious
customersat the sametime using text messaging. Thistypeof communication
between buyersand sellersisnot very effective but it initiatesaproduct interest
inthecustomer. For example, aprospective customer might visit thewebsiteto
gather information about aproduct and use the chat featureto ask the sales
representative afew questionsregarding the product. Thiswould lead to the
customer consentingto talk to the salesrepresentative over thetelephoneand
finaly ordering theproduct.

4. Use of Customer Teams

Sdespeople are sometimes dependent onthemanpower of their organization to deal
with prospective cusomers. Moreover, many companies have adopted apractice of
delegating the task of handling communication with an account to awhole team of
peoplerather thanthetraditiona practice of one salesperson handling al of it single-
handedly.

A team comprises manpower frommarketing, distribution, manufacturing and
customer servicesdepartment. In someorganizations, if ateam meetsthe sdlesgoals,
the bonusis shared by all its members. Customer relationship management (CRM)
needsto beimplemented for ateamto be efficient and effectivein their performance.

5. Mobileand Web Computing

Theinformation sharing approachisvery important for sdlespeople asthey areableto
access the information sharing featureswhen it is most needed by them. Wireless
internet (Wi-Fi) and mobile internet access enable salespeople to access company
information wherever they may be. For example, if asalesperson hastaken acustomer
out for lunch, he can easily accessinformation and answer any queriesregarding the
product and product delivery, creating agood impression on the customer.

Moreover, it hasnow become much easier to havethekey business applications
available on aweb browser rather than on asalesperson’s system, allowing themto be
accessblefromany place. Thisallows salespeopleto accessinformation fromweb-
based CRM if they have aninternet connection. Many office productivity applications
like spreadsheetsand word processing are accessible online.
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The emergence of devices such astablets, personal digital assistants (PDA)
and the new smart phoneshave replaced the necessity of carrying alaptop or notebook.
Sincethese deviceshave the provision of theinternet and are web enabled, they can
be used asa subgtitute for alaptop. These handheld devices servethe same purpose
asalaptop or astandard computer. It isjust amatter of time before the handheld
devices completely servethe same purpose asastandard computer for theinput and
output of informetion.

6. Electronic SalesTraining

It takesacongderableamount of training to develop theright skillsand techniquesof
anindividual salesperson and hisorganization. Sdestraining isthe salient feature of
persond selling. Onequality separating a successful salespersonfrom aninefficient
oneistheamount of training and dedication they areinvolved in.

Many organizations put their sdlespeoplethrough anextensvetraining program
on their joining, which can range from afew days to months depending upon the
organization. Thetraining process of asalespersonisanever ending procedure, sSince
even after receiving aformal training at the beginning, they must keep themselves
updated about their products, market, customersand competitors. Many companies
keep putting their employeesthrough revised training programsfromtimeto time
through seminars, webtraining, interactive CDSDV Ds, etc. Training with the help of
sophisticated and high-end electronic training programsis more effective sincelive
trainerscan be contacted at any point by e-mail, onlinechat, texting or aphonecall in
caseof aquery.

Electronic training programsisquiteeconomica to theorganizationfor preparing
or updating training material as compared to the time and cost for producing and
shipping paper-based material. RSS feeds and e-mail alertsthe salesrepresentatives
in case of new training material made available to them, which isuseful incase some
new information about acompetitor’sproducts, price change or apotentia problem
needsto be brought to the salesperson’sattention.

5.6 SALESFORCE MANAGEMENT:
RECRUITMENT, SELECTION, TRAINING
AND PERFORMANCE APPRAISAL

The processof recruiting and selecting salespeopleinan organizationisan important
duty of the sales manager and the Human Resource department of an organization.
The selection process starts with recruitment and selection policies made by the
organization, after which ajob analysisis conducted together withjob description.
Finally, the applicationsreceived are screened through the selection processwhichiis
described herewith.

The gtepsinvolved inthe entire process of recruitment and selection are shown
inFigure5.11.



ESTABLISH POLICY OF SELECTION AND RECRUITMENT
CONDUCT JOB ANALY SIS
WRITE JOB DESCRIPTION
DEVELOP STATEMENT OF JOB QUALIFICATION

FIND APPLICANTS
USE SELECTION PROCEDURE v
EVALUATE APPLICATIONS

Fig. 5.11 Decision of Recruiting and Selecting People

5.6.1 Recruitment and Selection of Salespersons

Recruitment of the Salespersons

Acquiring the proper number and the right kind of sdlespersonnel required for servicing
the organization'scustomersand prospectsisakey responghility of the SdesManager.
Once the first strategic decision on the desired kind of sales personnel is made,
implementation requiresjob analysis, thewriting of job descriptions, and the deriving
of job specification so that recruiterswill know what qualificationsthey should look
for in prospective sales employees. Besides salestrainerswill know the additional
qudificationsthey should amat providing the newly-recruited sales personnel with.
Once the second strategic decison onthe number of sales personne ismeade, thefirst
thing that needsto be doneisto recruit that number.

Organization for recruiting and selection

The organizationfor recruiting and selection of sales personnel variesfrom company
to company. Companieswith asmal salesforce sometimesassgnthe soleresponsihility
for recruitment and selection of salespersonnel to the company’s personnel manager.
Thisresponsibility isthe concern of regional or district salesoffices but it may vary
from onecompany to another.

1. Sourceswithin the organization

Many individuals apply for sales jobs because they know the company’s sales
personnel; and sales peopl€ srecommendations may congtitute an excellent source.
Often such applicants already know something about the job and about company
policies, and thefact that they apply indicates afavourable disposition toward the

company.
(@ Company executives. Recommendations by the sales manager, the president,
and other company executives arefrequently animportant source of recruitment.

(b) Internal transfers. Two additional internal sourcesare other departmentsand
the non-sdlling section of the sales department.

2. Sourcesoutside the Organization: Direct Unsolicited Application

Most companies receive some unsolicited ‘walk-in’ and ‘write-in’ applicationsfor
sdespostions.
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(& Placement agencies Sales managerstraditiondly regard employment agencies
as unpromising sources but certain organizations do take the help of these
agencies.

(b) Salespeople making callson the company: The purchasing manager isin
contact with salespersonned from other companiesand isinastrategic position
to evauate their on-the-job performances. The purchasing manager meetshigh-
calibre salespeople for whom jobswith the company would be attractive both
financially and in other respects. In well-managed companies the purchasing
manager, servesasa’ centre of influence’.

(c) Employees of customers. Some companies regard their customers as a
recruiting source. Customersrecommend peoplein their organizationswho have
reached themaximum potentia of their existing jobs. Such transfersmay havea
favourable effect upon moralein the customer’sorganization.

(d) Salesexecutives clubs. Many sales executives clubs operate placement
services. Salespersons seeking new positions submit persona datasheetsthat
areduplicated and forwarded to members. At club meetings, sales executives
have opportunitiesfor informal discusson and exchangeof placement informetion.

(e) Salesforcesof non-competing companies. Individualscurrently employed
as salespersonsfor non-competing companies are often attractive recruiting
prospects.

(f) Salesforcesof competing companies. Because of experience gainedin selling
smilar productsto similar markets, personnel recruited from competitors saes
forcesmay requireonly minimd initia training.

(9) Educational institutions: This source includes colleges and universities,
community colleges, vocationa-technical ingtitutes, business colleges. Colleges
and universities have become increasingly important pointsof recruitment of
sales and management trainees, and competition for their graduatesiskeen.

Selection of the salesperson

Selection systemsare simple one-step systems consisting perhaps of nothing more
than aninformal personal interview, to acomplex multiple-step systemincorporating
many diverse mechanismsdesired to gather information about applicantsfor sales
jobs.

Initid screening beforethefirst formal interview isfor the purpose of diminating
obviously unqualified applicants, thus saving thetime both of theinterviewersand
applicants. During pre-interview screening, the gpplicant isprovided informeation about
thecompany and generd detailsabout sdlling postionsinit — awell-prepared recruiting
brochure doesthis effectively and doesnot require an employee' stime for anything
other thanto hand it to the applicant. Also, during the pre-interview screening, most
organizationsask gpplicantsto completeinterview gpplicationforms, which are designed
to obtain information on the applicant’s basic qudifications, education, experience,
€tC.

Figure5.12 depictsthe sepsinthe selection processinasmple manner.



A EMPLOYMENT OFFER

PHYSICAL EXAMINATION

REFERENCE AND TESTING INTERVIEW

FORMAL APPLICATION

PRELIMINARY INTERVIEW
Fig. 5.12 The Selection System

1. Formal Application Form

Theformal application form serves asacentra record for all pertinent information
collection during the selection process. A formal applicationisfilled after apreliminary
interview. The application form may be filled by the applicant personally or by an
interviewer who recordsthe applicant’sresponses. Sometimes, sectionsare reserved
for later recording of theresults of such selection stepsasreferenceand credit checks,
testing, and physical examinations. Included are present job, dependents, education,
employment status, timewith last employer, membershipin organizations, previous
positions, recordsof earnings, reasonfor leaving last job.

2. Interview

Interview isthemost widely used selection step and in some companiesit comprises
the entiresdection sysem. Some personnd expertscriticizetheinterview asanunreliable
tool, but it isan effective way to obtain certain information. No other method, for
instance, isquiteassatisfactory injudging anindividual’s ability inora communication,
personal appearance and manners, attitudetoward selling and lifeingenerd, reaction
to obstacles presented face-to-face, and persona impact upon others.

I nterviewing Techniques

There are various techniquesto interview a candidate depending on the post, the
candidate and the employer. Some of these interviewing techniques are asfollows:

(@ Interviewsbased on aPattern: Heretheinterviewer usesaprepared outline
of questions designed to dlicit basicinformation fromthe applicant.

(b) Interviewswithout an Outline: Inthistechniquethe applicant isencouraged
to speak freely about his or her experience, training and future plans. The
interviewer asksafew direct questionsand saysonly enoughto keep the candidate
talking. Some persond expertssay that anon-directivetechnique yields maximum
indgght into anindividua’satitude and interests.

(c) Stressinterview: The stressinterview simulates the stresses the applicant
would meet in actual selling situations and provides a way to observe the
gpplicant’sreactionsto them.
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Recently, stressinterviewing has become amore complex and sophisticated
technique. In this situation, two interviewers are required — one uses
psychologica techniquesto set up thesmulated Stuationswhiletheother observes
and recordsthe applicant’sreactions.

(d) Rating Scales: Likert and Semantic Differential Scales: Personal
interviews have atendency to lack objectivity, an error that can be corrected
through rating scales. These are so congtructed that interviewer’sratingsare
channelled into limited choice responses.

TheLikert Scaleisbased on agreement and disagreement of the interviewer
whileinterviewing. Semantic scales are based on two oppositetraits, e.g., doesthe
interviewee show interest in sports? The choicethat the scdewould giveisyes, partially
yes, no, completely no.

The Likert Scaleisafive-point scale and the Semantic Scale can be afive-,
seven- or eleven-point scale, as shownin Figures 5.13 and 5.14 respectively.

completely agree neither agree disagree completely
agree nor disagree disagree

Fig. 5.13 The Likert Measurement Scale

yes partialy yes can't say partially no no

Fig. 5.14 The Semantic Differential Scale
3. References

Referencesare used to secureinformation about the applicant not available from
other sources. Personal contact isthe best way to obtaininformation from references,
for most peoplearemorefrank oraly thaninwriting. When areferenceislocated at a
distance, atelephone call may subgtitute for personal contact. Referencesfall inthe
following categories present or former employers, former cusomers, reputable citizens,
mutua acquaintances.

Different types of tests administered on recruitment of sales people

Threetypesof psychologica testsare used in selection systemsfor sales personnel:
tests of ahility, of habitual characteristics and of achievement. The diagrammatic
representation of these can be seenin Figure 5.15.

(a) Tests of ability

These measure how well a person can perform particular tasks with maximum
motivation. Testsof habitua characterigicsgauge how aprospectiveemployee performs
in hig’her daily work. Achievement testsmeasure how much individuals have learned
fromtheir experience, training or education.

Testsof ability include tests of mental ability (intelligence tests) and tests of
specid abilities (aptitude tests). Testsof mental ability, or intelligencetestsare used
satisfactorily inawide range of applications.



Certaintessare designed to measure special ahilitiesor aptitudessuch asspatial
and perceptud ahilities, spoeed and reactiontime, mechanical comprehensonand artigtic
abilities.

Thereissome evidence that the existence of two basic qualities, empathy and
ego drive, are essentid in good salespeople. Empathy isthe ahility to feel asothersdo,
to put oneself in the other person’s shoes. The empathetic salesperson sensesthe
reactions of customers and adjuststo these reactions, achieving redl interaction with
customers. The second basic quality—ego drive—makes the salesperson want to
mekethesaleinapersond way, not merely for the money to begained. The salesperson
feelsthat he hasto strike adeal with the customer.

(b) Testsof habitual characteristics

Theseincludeattitude, persondity and interest tests. Attitudetestsaremore gppropriate
asmorae-measuring techniquesthan asselection aids. They areusedto ascertainthe
salary employeesfeelingstoward working conditions, growth opportunitiesand the
like.

Psychological
tests

' !

Test of ability Test of habitua Test of achievement
characterigtics

¢ mental abilities
o aptitude test * attitude
e personality
o interest

Fig. 5.15 Different Typesof Selection Tests

Besidesthe mentioned tests, there aremore psychological testswhichare asfollows:
(c) Projective tests

Projective tests, of which the Rorschach test isthe best known, are a promising
techniquefor personality measurement. They are mind-probing tests. However, they
must beadministered by skilled testers, and their resultsrepresent asubjective option
rather than an objective measure. Further, refinements of projective techniques may
eventudly provideuseful persondity measurements.

(d) Interest tests

A basc assumptionimplicit intheuse of interest testsisthat ardationship existsbetween
interest and motivation. Hence, if two persons have equal ability, the onewith the
greater interest ina particular job should be more successful in that job. A second
implicit assumptionisthat interestsare constant, that those of aperson at ageforty are
the same asthey were at twenty-one.

(e) Testsof habitual characteristics

These tests are true identifiers of a candidates knowledge—both practical and
theoretical. Thesetests help theinterviewer to get afair ideaabout the amount of
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initiative acandidate hastaken in his previousjob to learn more fromif in case the
candidateisexperienced, or theinterest acandidate hastakenin hisstudiesincase he
isafresher.

(f) Achievement tests

Achievement tests seek to determine how much individuals know about aparticular
subject.

4. Physcal examination

Sincegood health isimportant for anybody’ssuccess, most companiesrequire physical
examinations of all applicants being seriously considered for sales positions. Since
relatively expensve physical examinationisgenerdly oneof thelast Sepsinthe sslection
system.

5. Job analysis and selection

Research relating sales people’s personal characteristics to sales aptitude and job
performance suggeststhereisno single set of traitsand abilitiesthat sdles managers
canuseascriteriain deciding what kind of recruitsto hire. Different slesjobsrequire
the performance of different activities, and this suggeststhat people with different
personality traits and abilities should be hired to fill them. Thefirst activity inthe
recruitment and selection process is conducting ajob analysisto determine what
activities, tasks, responsihilitiesand environmental influencesaffect asalesperson’slife.

The secondisto develop astatement of job qudificationthat determines and
describestheresponsihilitiesinvolved inthejob.
Job description

Most organizations havewritten job descriptionsfor salesforce positions.

Insomeorganizations, andysing and describing sdesresponsibilitiesare assigned
to somebody in salesmanagement. Inother firms, thetask isassigned to ajob analysis
gpecidist, who iseither someonefromthe organization or anexternd source. Regardless
of whoisresponsblefor analysing and describing the various sdlling positionswithin
anorganization, it isimportant that the person collectsinformation about thejob’s
content fromtwo sources. (i) thecurrent occupantsof thejob and (ii) thesalesmanagers
who supervisethe peopleinthejob.

A good description of asalesjob would havethefollowing eements:
e Thenature of products(s) or services(s) to be sold.
¢ Thetypesof cusomersto be caled on, including the policiesof the organization.

¢ The specifictasksand respongihilitiesto be carried out, including planning tasks,
research and information collection activities, specific selling tasksand other
promotional activities.

¢ The relationships between the salesperson and other positions within the
organization.

e Thelineof reporting.
¢ Thesadesperson’sresponshilitiesto his’her immediate superior.



e Themental and physical demands of the job, including thelevel of technical
knowledge the salesperson should have concerning the organization’sproducts.

e Other necessary ills.

e Theenvironmenta pressuresand congtraintsthat might influence performance
on the job, such as market trends and the company’s reputation among
customers.

Job description actsasablueprint for job specification. Thisoutlinesthe type of
applicant the organizationis seeking—his qudifications and experience. The sequence
of job analysisto specification can be seenin Figure 5.16.

Job analysis Job description Job specification

Fig. 5.16 Job Analysis, Description and Specification

Building a salestraining programme

Building asalestraining programme requiresfive major decisions— aim, content,
method, executionand evauation. Thesearereferred to astheA-C-M-E-E decisons,
asshowninFigure5.17.

Aim Content Method Execution Evauation

=

Fig. 5.17 The ACMEE Approach

Theamof training isto identify the experience and needs of salespersonsfor
training. Thecontent consists of product data, salestechnique, markets, etc.

The method of training varies according to the situation and needs of an
organization. Execution of training includeshow and wherethe training will take place.
Evauation of training findly judgestheeffect of atraining programmeontheorganizetion
and salesperson.

Training varieswith the salesperson’s career cycle, whichisdepicted in Figure
5.18. Sdespersons have varied backgrounds, experience levels, learning abilities, etc.,
and thereforehavetheir own particular training needs.

Maturity

Maturity

Preparation Decline

Achievement level —

Time units

Fig. 5.18 A Salesperson’s Career Cycle
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Identifying initial training needs

Theinitia training needs of asalestraining programme can beidentified by theanalysis
of threemainfactors, which are asfollows.

(i) Job specification
The qualifications needed to perform ajob are detailed in job specification.

The st of job specifications needs scrutinizing for cluesasto theareasinwhich
new personnel are most likely to need training.

(if) Trainee'sbackground and experience

The gap between the qudlificationsin the job specifications and those atrainee
already has, representsthe nature and amount of training needed.

(i) Sales-related marketing policies

Theanalysis of sdles-related marketing policiesis also necessary to determine
initial salestraining needs because thedifferencesin products, marketsand their
sling practices and policies determine the differencesin training programmes.

For example, sHling of highly technica goodsinvolvestraining withlot of product
information while sdlling of non-technical goodsinvolvesonly initial salestraining
programmes.

I dentifying continuing sales training programmes

Theidentification of continuing salestraining needs meansto identify those training
needs of experienced sales personnel which are considered necessary dueto changes
inmarket, product, marketing policies, procedures, the organization and eveninthe
salespersonnel themsalves.

5.6.2 Training of Salespersons

The content of training is not the samefor al salestraining programmes. It variesfrom
company to company because of differencesin products, markets, company policies,
trainees ability and experience, and organizational Sze. Ineveryinitial salestraining
programme, companies mainly focuson product data, salestechniques, marketsand
company information.

Product training dependson the nature of the product — if the product ishighly
technical, morethan haf the programmewould be devoted to product training; if the
product isnon-technical, then minimal amount of product training isrequired.

The predominant view isthat new sales personnel need basicinstructionson
how to sll.

The sdeperson needsto know who the cusomersare, their particular locations
and the particular productsin which they are interested. Besides, the salesperson
should also know about their buying habits, motivesand financial condition. But the
training inthiscontext should not bestagnant; it should be continuous because markets

areaways changing.

The company should essentially inform the salesperson about the company’s
pricing policy, product services, spare partsand repairs, credit extension and customer
relaions.



M ethods of training

The selection of appropriate training methodsfor atraining programme dependson
the content of thetraining. Some of the important and appropriate methods of sales
training arelectures, conferences, demonstrations, role playing, case-discussions,
impromptu discussions, gaming, on-the-job training, programmed learning and
correspondence Courses.

(a) Lecture

L ecturing isamethod of learning through instructions from the trainer(s) to the
traineg(s). Traineesobserveand listen and ask questions at the end of the session.

Thetrainer can personally interact with and solve any problemsfaced by the
trainee. It isalso an economical method of training salespeople. Thetraineriseasly
approachable by the salespersons, and frank discussionsresult in the generation of
new ideas and solving of problemsfaced by thetrainees.

(b) Role playing

Inthismethod, the trainer first describesasituation and the different personalities
involved. Thetraineeisthen asked to play therole of those charactersin different
gtuations,

Role playing can be defined asamethod of human interaction which involves
redlistic behaviour inanimaginary Situation.

Role playskeepstheinterest alive asthe trainee performstherole assgned to
himandinthe processlearnshow to act inred-life Stuationsand gainsexperiencein
handling them effectively. It aso providesthe opportunity for introspectioninto the
behaviour and mind of thetrainee.

(c) Casemethod

Caseisaset of data(red or fictiona, written). Miniature descriptionsand summary of
such data presentstheissues and problemscaling for solutionsor actionsonthe part
of thetrainee.

When the trainees are given casesto analyse, they are asked to identify the
problemand to recommend tentative solutionsthrough group discussions. Real-life
cases givefirg-hand informationto thetrainee about sales situations. He can analyse
the caseand give asolution inthe case study. Thisgivesthemfirst-hand experience of
the types of problems that exist in the marketplace and how these problems can/
should betackled.

(d) Gaming smulation

Thismethod issomewhat smilar to roleplaying, with the unique feature being that it
uses highly structured situations based on reality and players receive information
feedback.

() On-thejob training

When a salesperson joinsany organization, heisgiven training inthe product and its
technicd features, competition, and its customersin the marketplace and withinthe
organizaion.
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In this the salesmen are trained and instructed by skilled co-workers or by
supervisorsor by the specia training instructor. Sometimesthefirst sdlescall made by
the salesperson ismade under the supervison of thetrainer so that any mistakesmade
by the salesperson can be rectified.

(f) Programmed learning/electronic training

Interactive video isused oftento train people where apersona computer and alaser
videodisc provide aninteractive TV (Figure 5.19).

TRAINEE

Fig. 5.19 ATraineeand an Interactive TV

Programmed ingructioninvolvesasequenceof stepsthat are oftensat up through
the central panel of an electronic computer asaguideinthe performance of adesired
operationor serviceof operation. A trainee can practice callswith an on-screen actor
whose responseisafunction of thetrainee' s approach.

(g) Cor respondence courses

Companieswith highly technical productsand small but widely deployed salesforces
use correspondence coursesto acquaint experienced sales peoplewith new product
development and applications. These courses provide written material givento the
traineeswho can read and understand the same.

If theinitial slestraining isaline function thentraining isassgned to top sales
executivesbut if it isastaff function then the responsibility of initid salestrainingis
givento the personnel department.

Theresponghility for continuing sdlestraining resdeswiththetop salesexecutive.
Sometimesexterna expertsarealso hired to conduct portions of salestraining
programmesrelating to salestechniques.
Salestraining programmes

Timing for initid saestraining programmes depends upon the number of new personnel
trained eachyear, whichinturn dependsupon the sze of the salesforce, sdespersonnd,
turnover and management plansfor changing the size of the salesforce.



The principle of an effective salestraining programmeisthat learning must be
continuous—new information must be assmilated and other conceptsmodified inthe
light of new developments. Thisrequiresthat each slesperson’straining should continue
aslong asheisonthejob.

Training helpsin:
¢ Dedingwithnew sdlling techniques
e New product applications
e New customer problems
e New sdlingaids

Training programmesareheld either at centralized or decentralized points. The
centralized programme generally provides better product training but higher costsare
incurred in bringing traineesto acommon point. On the other hand decentralized
training haseven more seriousdefects. It cannot be executed properly unlesssupervised

by thetop management.

Evaluation of training programmes
Evaluation involves comparing the training programme’saim with the results and
measuring itsimpact on the salesperson.

Thereisno direct method of measuring theimpact of training but certain methods
areavailablefor ascertaining whether theresultsare positive or not. Theseare:

e Market sharepercentages: Thesearejudged by theincrease or decrease
inthe market share of the product.

e Written tests Making thetrained sales peopleto takeawrittentest.

e Observerswhowork with salespersonnel: The performance of sales
peopleisjudged by thetrainer, who observesthe actua selling situations.

Objectives of salestraining

Although the specific objectives of salestraining may vary fromfirmto firm, thereis
some agreement on the broad objectives. Salestraining is undertaken to increase
productivity, motivate, improve turnover, improve cusomer relations, and produce
better management of timeand territory.

Some of the objectives of asalestraining programme areasfollows:
(a) Creating credibility in salestraining

Many sdestrainersbelievetheir programmeslack credibility. Cost-cutting effortsare
too often directed at existing salestraining programmes. Salestraining programmes
haveto besold, just like any other product or service. Well-designed programmesare
eader to sell to the management than those put together with little thought.

(b) Analyse needs

The garting point in creating credibility isto analyse the needs of the salesforce. One
way to dothisisto travel with sales representatives, observing themand asking what
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Sales Promotion and Personal they need to know that will help them performmore effectively. The analysisof the
Saling/Salesmanship needsfor salestraining isdepicted in Figure 5.20.

— Objective Information Sources
NOTES and Processes
— Anayse needs l
Job analysis
Job description

Sales force and marketing

l

Need for sales training according
to company goals

l

Evaluate previous
Training program-me
methods
Consider costs/benefits of
various training

l

Establish training budget
Develop training materials
Train the salestrainers
Establish timing
Select locations

l

Develop monitoring systems

l

Monitor programme

l

Analyse reaction and learning
hehaviour, and measure results
Conduct cost/benefit analysis
Revise programme if needed
before next session

— Develop objectives

Develop programme
and implement

Eva uate and
review program

_——/

Fig. 5.20 Analysing the Needs of the Sales Force

(c) Determine objectives

Setting specific, realistic and measurable objectivesaddsto the credibility of asales
training programme. The objectives may include learning about new products, new
techniquesor new procedures. It paysto keep the objectives smple. Management
may want a 10 per cent salesincrease, which then becomesthe broad objectiveof the
training programme. The specific objective might be to teach salesrepresentatives
how to call on new accounts, whichwill help lead to the broad objective.

(d) Develop and implement programme

Many companies, both large and small, use outside agencies for conducting sales
training programmes. Small companies may outsource most of their training needs.
Large companies usually develop most of their own programmes and use external
agenciesto handleonly their specialized needs.
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5.6.3 Performance Appraisal

Asthe name suggests, the basic objective of sdespersons performance evaluationis
to determine how well individual salespersons have performed. However, theresults
of such evauations can be used for many sales management purposes, aslisted below:

1. To ensurethat compensation and other reward disbursements are congistent
withtheactud performance of the sdlesperson

2. To identify salespeoplewho can be promoted

3. Toidentify salespeoplewhose employment should be terminated and to supply
evidenceto support the need for termination

4. To determinethespecific training and counselling needsof individua salespersons
andtheoverall sdlesforce

5. To provideinformation for effective human resource planning

6. To identify criteriathat can be used to recruit and select salespeoplein the
future

7. To advise salespeople onwork expectations
8. To motivate sdlespersons
9. To help sdlespeople set career goals

10. Toimprovesalespersons performance

Thesediverse purposesaffect all aspectsof the performance evaluation process.
For example, performance evaluations for determining compensation and special
rewards should emphasize on activitiesand resultsrelated to the salesperson’s current
joband stuation. Performance evauationsaimed at identifying sdlepeoplefor promotion
to salesmanagement positionsshould focuson criteriarelated to potential effectiveness
as a sales manager and not just current performance as a salesperson. The best
salespeople do not aways make the best sales managers. Thus, salespersons
performance appraisas must be carefully developed and implemented to providethe
types of information necessary to accomplish al the desired purposes.

Evaluation of salespersons performance

Although it isimpossible to determinewith precision all the performance evaluation
approaches used by salesorganizations, severa studies have produced sufficiently
conggent informationto warrant somegenera conclusons. Someof these conclusons
areasfollows.

1. Mog sdesorganizations evauate sdlespersons performanceannualy, dthough
many firms conduct evaluations semi annually or quarterly. Relatively few firms
evaluate sdlespersons performance more often thanevery quarter.

2. Most salesorganizations use combinations of input and output criteriathat are
evaluated by quantitative and qudlitative measures. However, emphasis seems
to be placed on outputs, with evaluation of salesvolume resultsbeing the most

popular.
3. Salesorganizationsthat set performance sandardsor quotastend to enlist the

aid of salespeoplein establishing theseobjectives. The degree of asdesperson’s
input and involvement, however, does appear to vary acrossfirms.

Sales Promotion and Personal
Sdlling/Salesmanship

NOTES

Self-Instructional Material 251



Sales Promotion and Personal
Sdlling/Salesmanship

NOTES

252  Self-Instructional Material

4. Many salesorganizationsassgn weightage to different performance objectives
and incorporateterritory datawhen establishing these objectives.

5. Mogt firmsuse morethan one source of information in evaluating salespersons
performance. Computer printouts, cdl reports, supervisory cdls, sdesitineraries,
prospect and customer files, and client and peer feedback are some of the
common sourcesof informeation.

6. Most sdlespersons’ performance evaluations are conducted by thefield sales
manager who supervisesthe salespersons. However, somefirmsalso involve
the manager abovethefield sdles manager inthe salespersons’ performance
appraisal.

7. Mot sales organizations provide salespeople with awritten copy of their
performancereview and have sdlesmanagersdiscussthe performance evauation
with each sdlesperson. These discussionstypicaly take placeinanoffice, dthough
sometimesthey arealso conducted inthefield.

Theseresults offer aglimpse of current practicesin evaluating salespersons
performance. Although performance appraisal continuesto be primarily atop-down
process, changesaretaking placein some companies|eading to theimplementation of
abroader assessment process. Anincreasingly popular assessment technique, dubbed
as 360-degr ee feedback, involves performance assessment from multiple raters,
including sales managers, internal and external customers, team members, and even
salespeoplethemselves.

As part of its 360-degree review, sales managers at Knowledge Point, a
human resources software provider, solicit feedback from co-workersin areas such
as rgpport with clients, time management, and presentation skills when evaluating
salespeople.

Among its many benefits, a360-degree feedback helpsto understand customer
needs better, detect barriers to success, assess developmental needs, create job
involvement, reduce assessment bias, and improve performance. Asthisevauation
method tendsto make employeesfed vaued, they tend to stay with the organization
for alonger period of time. However, while using the process, it should bekept in
mind that biasmay gtill exist. Individualsmay belessforthright in giving feedback and
less accepting of feedback from others if they believe it will have damaging
consequences.

Another evaluation approach that moves away fromthetraditiona top-down
appraisal isreferred to as performance management. Thisapproachinvolves saes
managers and salespeople working together on setting goals, giving feedback,
reviewing, and rewarding. With this system, sdlespeople createtheir own development
plans and assumeresponsbility for their careers. The salesmanager actsasapartner
inthe process, providing feedback that istimely, specific, regular, solicited, and focused
onwhat iswithin the salesperson’scontrol to change. Salespeople are compensated
onthevaueof ther contributionsto the organization's success Tofacilitatethereview
process, sales managers may want to use software applications, such as Performance
Now Enterprise Edition, which provide aframework for implementing acomprehensive
performance management system.



Key issuesin evaluating and controlling salespersons performance

A useful way to view different perspectivesfor evaluating and controlling salespersons
performanceis presented in Table 5.1. An outcome-based per spectivefocuseson
objective messuresof resultswithlittlemonitoring or directing of sdepersons behaviour
by sdlesmanagers. By contrast, abehaviour-based per spectiveincorporates complex
and often subjective assessments of slespersons’ characteristicsand behaviour with
considerable monitoring and directing of salespersons’ behaviour by salesmanagers.

Table 5.1 Perspective on Salespersons' Performance Evaluation

Outcome-based Per spective Behaviour -based Per spective
e Lessmonitoring of salespeople o Considerable monitoring of salespeople
o Lessmanagerial direction of salespeople ¢ Highlevelsof managerial direction of
salespeople

o Straightforward, objective measuresof results e Subjective measures of salespeople’s
characteristics, activities, and strategies

The outcome-based and behaviour-based perspectivesrepresent the extreme
positionsthat asalesorganization might take concerning salespersons' performance
evauaion. Althoughour earlier review of current practicesindicatesatendency toward
an outcome-based perspective, mog sales organizations operate somewhere between
the two extreme positions. However, emphasis on either perspective can havefar
reaching impactson the salesforce and important implicationsfor sadlesmanagers.

The perspective that a sales organization might take toward salespersons
performance evaluation and control liein a continuum. The two extremesare the
outcome-based and behaviour-based perspectives.

Criteria for performance evaluation

A typical salesperson’sjob is multidimensiona. Salespeople normally sell multiple
productsto diverse cugomersand performavariety of salling and non-sdlling activities.
Therefore, any comprehensive assessment of salespersons’ performance must include
multiplecriteria.

Although specific criteriadepend onthe characterigticsof agiven sdling stuation
and the performance evaluation perspective, the performancedimensionsillustrated in
Table 5.1 should be considered: behavioura and professional development (behaviour-
based perspective) and results and profitability (outcome-based perspective).
Regardless of the specific evaluative criteriachosen, it isimportant that salespeople
know and understand the criteriato achieve the desired performance. Moreover,
sdles managersshould explain the rationale underlying the use of specific criteria. They
may evenwant to let salespeople help in determining the evaluation criteria. When
sdespeople believethat the criteriauponwhichthey are being evaluated isappropriate,
they arelikely to be more satisfied with their jobs.

(a) Behaviour

The behavioura dimension consists of criteria related to activities performed by
individual salespeople. The emphasisis on evaluating exactly what each salesperson
does. These behavioural criteria should not only address activities related to short-
term ‘ sles generation’ but should also include non-selling activities needed to ensure
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long-term customer satisfaction and to provide necessary information to the sales
organization.

(b) Professional development

Another dimension of considerable importance in evaluating the performance of
individual salespersonsrelaesto professona development. Professiona development
criteriaassessimprovementsin certain characteristics of sdlespeoplethat arerelated
to successful performance in the salesjob. For example, if product knowledge is
critical inaparticular selling situation, then evaluation of the product knowledge of
individual salespersonsover varioustime periodsshould be conducted.

Many sdesorganizationsincorporate multiple professiona development criteria
into their salespersons performance evauations. This is appropriate, because
salespeople have control over the development of persona characteristicsrelated to
successintheir selling Stuation. The professional development criteriaintroducea
long-term perspective into the process of salespersons’ performance evaluation.
Sdespeoplewho aredeveloping professondly areincreasing their chances of successful
performance over thelong run. Although the professional development and behaviourd
criteriamight be combined into one category, we prefer to keep them separatein
order to reflect ther different perspectives.

(c) Results

Theresultsachieved by salespeople are extremely important and should be evaluated.
Examples of results criteria used in salespersons’ performance evaluations reads
incomplete.

A potentia problem with the use of results criteriais that the overall result
measures do not reflect the territory situationsfaced by individual salespersons. The
salesperson with thehighest level of salesmay have the best territory and may not
necessarily bethe best performer in generating sales. In fact, some researches show
that rewardsfor achieving results haveanegative effect on performance and satisfaction
because salespeople may view the rewards asarbitrary if the goals are beyond their
control. Apart fromtheimpossible task of developing territoriesthat are exactly equal,
theonly way to addressthis potential problemisto compareactua resultswith standards
that reflect the uniqueterritory situation faced by each salesperson. These sandards
aregeneraly called salesquotas. A sdlesquotarepresentsareasonable salesobjective
for aterritory, digtrict, region, or zone.

M ethods of performance evaluation

Sales managers can use anumber of different methods for measuring the behaviour,
professional development, results, and profitability of salespeople. I dedlly, the method
used should havethefollowing characterigtics:

¢ Jobrelatedness: The performance evaluation method should be designed to
meet the specific needsof each salesorganization.

e Reliability: The measures should be stable over time and exhibit internal
congstency.

¢ \alidity: The measures should provide accurate assessments of the criteria
they areintended to measure.



e Sandardization: The measurement instrumentsand evaluation process should
be amilar throughout the sales organization.

e Practicality: Sales managers and salespeople should understand the entire
performanceappraisd processand should beableto implement it inareasonable
amount of time.

o Comparability: Theresultsof the performance evaluation process should make
it possibleto compare the performance of individual salespersonsdirectly.

e Discriminability: The evaluative methods must be capable of detecting
differencesin the performance of individual salespersons.

o Usefulness: Theinformeation provided by the performance evaluation must be
vauableto sales managersin making variousdecisons.

Graphic rating/checklist methods

Graphic rating/checklist methods consist of approaches in which salespeople are
evaluated by using some type of performance evaluation form. The performance
evduation formcontainsthe criteriato be used intheevauation aswell assome means
to provide an assessment of how well each salesperson performed on each criterion.

Ranking methods

Otherwise similar to graphic rating/checklist methods, ranking methods rank all
salespeople according to their relative performance on each performance criterion
rather than evaluating them against aset of performancecriteria.

Objective setting methods

Themost common and comprehensive goal setting method ismanagement by objectives
(MBO). Appliedto asadesforce, thetypical MBO approachisasfollows:
1. Mutual setting of well-defined and measurable goals within a specified time
period
2. Managing activitieswithinthe specified time period towards the accomplishment
of thestarted objectives
3. Appraisal of performance againgt objectives

Behaviourally anchored rating scales

The uniqueness of behaviourally anchored rating sales(BARS) isdueto itsfocuson
tryingto link salespersons behaviour with specific results. Thisbehaviour-resultslinkages
becomesthe basisfor salespersons performance evauationin the method.

The development of a BARS approach is an iterative process that actively
incorporates members of the salesforce. Salespeople are used to identify important
performance resultsand the critical behaviour necessary to achievethoseresults. The
critical behaviour patterns areassigned numberson arating scalefor each performance
result.

Using performance information

Using different methodsto evauate behaviour, professonal development, results, and
profitability of salegpeople provides extremely important performance information.
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The critical task of sales management is to use this information to improve the
performance of individual salespersons, sdlesteams, and the overall operationsof the
sdesorganization. Initidly, it should be used to determinethe absolute and relative
performance of each salesperson. These determinationsthen providethe basisfor
reward disbursements, specid recognition, promotions, and so forth.

The second major use of thisperformance informationisto identify potential
problemsor areasinwhich salespeople need to improvefor better performanceinthe
future. If sdlespeople are evaluated againg multiple criteria, assuggestedinthismodule,
useful diagnogticinformationwill beavailable. Thedifficulty exigsinisolating the specific
causes of low-performance areas. Once the areas of poor performance have been
identified, the sdlesmanager must work backwardsto try to identify the cause of poor
performance.

After identifying the potentia causesof poor performance, the sales manager
must determinethe appropriate action to reduceor eliminate the cause of the problem
30 that performance will beimprovedinthefuture.

Our discussion and examples have emphasized problems affecting many
salespeople. The same basic approach can be used for performance problemsthat
areuniqueto anindividua slesperson. Infact, many salesorganizationsuse performance
reviews asameansfor asales manager to meet with each salesperson, analysethe
salesperson’s performance on each criterion, and suggest waysto improve future
performance. These performance reviews provide one meansfor communicating —
the performance feedback —that isso important to salespeople. Performance feedback
isalso animportant determinant of asalesperson’sjob satisfaction.

5.7 TERRITORY STRUCTURING

Theideabehind the creation of salesterritoriesisto give salesperson agroup of smilar
customersand prospectsfor servicing for the purpose of efficient management.

5.7.1 Designing Sales Territories

A company hasto establish ageographic control unit. For amultinational company,
this could be acountry. Then, for anational company, it could be aregion or zone
consisting of one or severa states. There can be further unitsin terms of citiesor
digtricts.

Thenext stepisto determine the sales potentials of each control unit. The units
arethen combined into tentative salesterritories.

There aretwo basic approachesto dividing territories among salespersons:

1. Market build-up approach
2. Work load approach.

Market build-up approach

Condder acompany sdlling computers; onewould then estimate the present usersand
potential users of the product. We shall also estimate their consumption capacity.
Aggregating, we get the total market potential. We shall then decide how much share
of thistotal market our company desiresto have. That givesussaes potential.



Salespotential of thewhole market isthen broken downterritory-wise. It is
then given the necessary marketing back-up.

To undergand this, thefollowing exampleillustratesthemarket build-up approach.

Thetota market for computersis5,000 units, out of which Maharashtraaccounts
for 1,000 units, that is 20 per cent. Thisorganizationfindsit desirableto dedicateits
20 per cent of itsselling effortsto Maharashtra. Area-wise, tota salescallsarethen

calculated. Eachrepresentative completesacertain number of cals, andthetotal calls
required lead to the number of representativesrequiredinthat area.

W.J. Talley’sworkload approach

Territoriesarecreated intermsof theworkload of slespersons. Customersare grouped
into different categoriesbased on following consderations:.

1. Call frequency for eachterritory iscalculated.

2. Present and potentia customers are then located geographically and arranged
category wise.

3. Number of cusomersineach category ismultiplied by thedesred call frequency
to get atota number of calls.

A geographical control unit isthen established. It givesadequateworkload to
each salesperson.

5.7.2 Shape of Territory

Territoria shapeaffectsbothits coverage and the selling expenses. It facilitatestime
management and simulates salesforcemorde. Therearethree widely prevalent shapes
thewedge, the circle and the clover lesf.

Wedge-shaped territories are suitable for urban as well asnon-urban aress.
They gart fromathickly populated urban centre. Many szesof thewedgesarepossble.
Two neighbouring wedges can help equalize thetravel plan by balancing urban and
non-urban typesof calls.

Scattered cusomerscal for acircle-shaped territory. The sdlesman remainsat
the centre of thecircle or near it. It makesoptimization possbleinthe frequency of
cdls. Heor sheisfar moreinthevicinity of customersthan a salespersoninawedge-
shaped territory.

Randomly located accountscall for clover leaf type of arrangement. Each clover
leaf represents a week’s work. A salesperson is home every weekend. Such
arrangement iscommoninindustrid merketing. It isalso suitablefor extensive marketing.

NG

Wedge Circle Clover L eaf

Fig. 5.21
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5.7.3 Territorial Adjustments

Different territorieshavedifferent problems of coverage and so requiredifferent selling
effortsand expenses. We cannot assumethet al territoriesareuniform. Someterritories
aredifficult to cover, aimost bordering on hardship area. Somemetros have greater
sales potential than the entire region. In territory optimization, we tend to seek
equalization of additional salesper rupeeof salesexpensesamongst al territories.
Therefore, wecongder both the difficultiesand the sdlespotentid. Variationsin coverage
difficulty lead to variationsinworkloads. Itisnecessary to esimatethelargest possible
workload that doesnot crossthelimit of the desirablework land. Thisisaconstraint
onterritory’s geographic limit. Workloads amongst sales peoplediffer, keeping in
mind their individual abilities.

A sdesterritory representsagroup of customers, marketsor geographical aress.

Territoriescan beformed on thebasisof geographical locations, industry, product
use, method of buying and channel of distribution. By dividing into territories,
organizations can achieve better coverage of potential marketsbecause it permits
better planning, proper coverage of potential markets, efficient call patternsand better
customer service. Some services likeinsurance and mutual funds are sold on personal
contactsrather than by developing territories.

Territory management is the planning, implementation and control of a
salesperson’sactivitieswiththegoa of redlizing the sdlesand profit potentia of their
assgnedterritory.

5.7.4 Developing Territories
Designing of asales organization isincomplete until territories have been formally
defined. Territories canbeformed according to:
Geographical location
Industry
Product use
Method of buying
Channelsof distribution
. Salesof potential
. Workload interritories
. Arbitrarily
9. Rationa basis
By dividing into territories, better coverage can be achieved becauseit facilitates:

© N DO WN P

(8 Better planning

(b) Proper coverageof potential markets

(c) Efficient call patterns

(d) Better customer service

(e) Choosing appropriate salesmenfor specific accounts.



Factorsthat affect the Sze of theterritory are:
1. Thenumber of customersand prospectsinanarea
2. Cdll frequency on exigting cusomers
3. Thenumber of callsthat the salesperson makesin aday

A company’ssalesterritory represents basic accountability unitsat thelowest level of
aggregation. Several territories are combined into a district, severa districts are
combined into aregion, several regionsinto zonesand several zonesinto anational
market.

Sdespeople arenot only responsiblefor individual accounts but for agroup of
acocounts(territory management). Thisisthefirst sepinmoving fromsdlling to managing.
It requires planning and control of the saleseffort.

Procedurefor developing territories

While developing territories, a procedure has to be followed and objectives are
consdered such asworkload and opportunity equalization.

Objectivesand criteriafor territory formation
Proper territory formationisimportant because:

(1) It affectsthe salesforces moraleand performance. Results may be measured
by salesvolume, market share, or profits. Thejob of asalesmanager isto form
optimum number of territories and their configuration. In case of insufficient
territories, saleswill suffer for lack of coverage.

(2) Another objectiveisthe equalization of territory potential. Thisisto provide
equal opportunitiesfor the salesperson sinceterritories differ in many aspects
including the potentia and they become big or small accordingly. Travelling
requirement and coverageisanother problem.

5.7.5 Routing the Sales Force

Routingisaformal pattern of travel that hasto be followed by salespersons, asthey
go throughtheir respectiveterritories. Thisisreflected onamap or list that showsthe
order inwhich each segment of the territory isto be covered. Often, firmsask their
salespersonsto prepare their own routes of schedule as part of their job.

Routing isthe sequence of locations asales person will visit. The purpose of
routing ismoreadequate market coverage, better co-ordinationwiththeregiond office
anditsrequirements. It isalso helpful in more vigorousmarket cultivation.

Thisisahub-and-spoke rather thanacircular pattern. Inthis, several spokes
radiate fromthehub (residence of the sdesperson). Each calling pattern sartswiththe
other outer end of the spokerather than acircular travelling routeand the salesperson
works backward and forwardsin the hubin azigzag manner.

Redesigning and relocation of territories

In different Situations, redesigning and relocation may haveimplicationsfor profit
contribution.
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Situation-|
Wherethe sdlespotential of territoriesisequal but the salesmen differ inther abilities.
Table 5.2 Stuation |

Territory Sales Salespersons Ability Expected Exp. Profit
potential name index sales say 25%
1 20,000 X 10 20000 6000
2 20,000 Y 06 12000 3000
3 20,000 z 04 8000 2000
Total 60,000 40000 10000

Table 5.3 Stuation Il

Territory Sales Salespersons Ability Expected Exp. Profit
potential name index sales say 25%
1 30,000 X 10 30000 7200
2 18,000 Y 06 10800 2700
3 12,000 z 04 4800 1200
Total 60,000 40000 10000

Profit isincreased in Situation |1 where we have made an assumption that the ability
index of the salesperson remainsthe sameirrespective of theterritory, which may not
be true; salespersonshave different effectivenessin different territories. If thisisalso
takeninto consideration, then therelocation task will become more complex.

Market changesaretaking place very frequently, so theterritoriesonceformed
do not hold good forever. Thedynamics of the marketplace necessitatesthe changes
interritoriesaswell.

This approach estimatesthe potential product/service demand by looking at
how the market isbuilt up, i.e., who the present or potentia usersare, how much they
consume and at what frequency. Thisisnot aseasy as appears.

This method finds its use in industrial goods companies where available
publications such asannua surveysof industries, trade directories, state, district and
region-wiselistsof manufacturing establishment, etc., arevery handy.

Herewedesignterritoriesthat are equal inworkload. Thismethod was given
by W.J. Talley. The stepsinvolved are:
1. Customersaregroupedinto classsizesA, B and C, according to the sales
volume that the company haswith them.

Table 5.4 Reasonsfor and Benefit of Sales Territories

Reasons Benefits
Customer Related
Providesintensive market coverage Produces higher sales
Providesexcellent customer service Provides greater satisfaction

SalesPerson related

More enthusiasm Leads to less turnover
Facilitates performance eval uation Offersrewardsrelated to efforts

Contd...



Managerial
Enchances control Reduces expenses
Coordinates promotion Givesmore‘bang’ for the' buck’.

Territoriesact asmorale builders, motivate salespeopleto givether best and make it
easy to evaluate performance as salespersons can shape their own destinies. Sales
supervison can aso control expensesin territoriesin abetter manner.

5.8 SUMMARY

Someof theimportant conceptsdiscussed inthisunit are:

¢ Salespromotionincludesvarioustechniqueslike money offs, bonus packs, free
samples, premiumsand discounts, lucky draws, etc., inorder to attract customers
towardsaparticular product or brand for immediate sale or to boost up the
sales of aflagging brand.

¢ Thebasic differencesbetween sales promotion and advertisement arethat the
former isashort-termand direct process and has an unemotional approach
towardscustomers, whilethelatter isalong-termand indirect processwhichis
emotional and subtlein nature.

e Sdlling requires agreat amount of skills from salespeople and advertising
personnel. SalestheoriesliketheAIDAS (attention, interest, desire, actionand
satisfaction) theory, right set of circumstancestheory, buying formulatheory
and behavioural equationtheory help us understand the techniques of sdlling
and thecustomer mindset towards buying aproduct.

¢ Persond sdllingisaconcept of individual communication between asdesperson
or sdesprofessond and aprospectivecusomer. It helpsindeveloping apersond
relationship withthe customer, leading to the customer taking aninitial interest
and findly buying the product.

e Sdesmanagement, apart from persond sdlling, entailsother marketing activities
such asadvertising, sales promotion, marketing research, physical distribution,
pricing and merchandising to nameafew.

¢ Concept SHlingisdesgned to get cusomersto buy new and innovative products
since customers, when left to their own devices, might not prefer to buy these
products asthey might be unfamiliar with them. Concept sdlling strategies used
during the new and emerging stage are designed to develop anew level of
expectation, changing habits and in some cases establish anew standard quality.

e Some new trends have emerged in personal selling which have changed the
scenario of salesmanshiptoday. These new trendsin personal selling include
customer information sharing, controlled word of mouth, electronic sales
presentations, use of customer teams, mobile and web computing and electronic
sdestraning.

¢ Oneof thekey responghilities of asdes manager istheefficient recruitment and
selection of employees for servicing the organization’s customers and key
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prospects. The recruiter administers various tests to check the ability of a
salesperson and to judge whether they are a perfect fit for their organization.

After the selection of the sdlesperson, he hasto undergo an extensve training
program which equips him with the right tools and knowledge needed for
customer relationship and personal selling. The process of training is not a
one-time process since a salesperson or a sales professions has to keep
training himsalf from time-to-time with the help of various training methods
like lectures, role playing, case methods, gaming simulation, programmed
learning, €tc., in order to Stay abreadt of the various new technologies emerging
in the market.

A sales manager has to keep himself informed about the performance of the
sdles professions through performance evaluation methods like graphic rating/
checklist methods, ranking methods and objective setting methods. The sales
management uses thisinformation to improve the performance of individua
salespersons, saes teams and the overall operations of the sales organization.

Territory structuring is done to create sales territories in order to give a
salespersonasimilar group of customersand key prospectsfor effective and
efficient management. Variousfactors such asgeographical location, industry,
product use, method of buying, channels of distribution, sales of potential,
workload interritories, arbitrarily and regional basis have to bekept in mind
during theformation of territories.

5.9 ANSWERS TO ‘CHECK YOUR PROGRESS

1

The salespromotion budget refersto aspecific percentage of salesrevenue,
either current or expected.

. Thethreemgor objectives of saesfunction are—salesvolume, contributionto

profitsand growth.

. Themgjor technological factorswhich affect sdles are— salesforce autometion,

virtual salesoffices and electronic saleschanndls.

. Some consumer promotion offersgiven to end consumersare money off, bonus

packs, premiums, free samples, coupons, competitions, draws, etc.

. Some of the trade promotion schemes offered to consumers are — price

discounts, free goods, competitionsand alowances.

. Thevarious Theoriesof Sdllinginclude:

e AIDAStheory

¢ Right set circumstancestheory
e Buying formulatheory

e Behavioura equationtheory

. Theinitidlsof theAIDAStheory stand for attention, interest, desire, actionand

satisfaction.

. A salesconcept rests on the elements of organization, products, selling and

profits



10.

1n.

12.

13.

14.

15.

16.

17.

18.

. Thenew trendsin personal sdllinginclude:

e Customer information sharing
e Controlled word of mouth

o Electronic salespresentations
e Useof customer teams

e Mobile and web computing
e Electronicsalestraining

A missionary salesman is one who sometimes accompanies the stockist or
digtributor’smanin different townsto ensurethat the goodsareintroduced to
theresdllersand they are encouraged to stock more of such goods.

Thesourcesused for recruitment from outside the organization are— placement
agencies, saes people making calls on the company, employees of customers,
salesexecutives clubs, salesforcesof non-competing companies, salesforces
of competing companiesand educational ingtitutions.
Thestepsinthe selection processfor asalesmaninan organization are:
i. Employment offer

il. Physical examination

iii. Referenceadtegting interview

iv. Forma application
The different types of testsadministered for therecruitment of sdlespeople are

—testsof ahility, tests of habitual characterigtics, projectivetedts, interest tests,
testsof habitual characteristicsand achievement tests.

The methods used for training salespeople should have the following
characterigtics—lecture, role playing, case method, gaming smulation, on-the-
jobtraining, programmed learning/ electronic training and correspondence
COUrses.

The methods used for performance evaluation of salespeople are — job
relatedness, reliability, validity, standardization, practicality, comparability,
discriminability and usefulness.

Thefactorsto bekept in mind while developing territoriesare—geographical
location, indugtry, product use, method of buying, channelsof distribution, sdes
of potential, workload in territories, arbitrarily and rationa basis.

The advantages of listing territories are— better planning, proper coverage of
potentia markets, efficient call patters, better customer service and choosing
appropriate salesman for specific accounts.

Thefactorsaffecting the Szeof aterritory are:

e Thenumber of customersand prospectsinan area

¢ All frequency onexisting customers

e Thenumber of callsthat the salesperson makesin aday.
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5.10 QUESTIONS AND EXERCISES

Short-Answer Questions

1.
. What arethelong-term persona selling objectives?

. What do you understand by concept selling?

. What arethe qualitiesrequired in asalesmanfor crestive selling?

. What isthe process of recruitment for salespeoplein an organization?
. What arethe methods of performance evaluation?

. What isthe procedurefor developing saesterritories?

o O~ WDN

What arethe main differences between salespromotion and advertisement?

Long-Answer Questions

N o O~ WODN

. Explainin detail the objectives of sales promotion.

. What arethe consumer promotion offers givento end customers? Discuss.

. Explainindetail thevarioustheoriesof sling.

. Discussthe persond sdlling processindetail.

. What arethe new trendsin persona sdlling? Discussin detail with examples.

. Describethe process of selection of a salesperson.

. Explain the concept of training salespeople in an organization. Discussthe

methods of training employed for the salespeople.

. What arethe objectives of salestraining? Discuss.
. How are salesterritories designed?
10.

Explainwith the help of anexample how redesigning and relocation of territories
haveimplicationson profit contribution.



UNIT 6 PROMOTIONAL PROGRAM
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6.0 Introduction
6.1 Unit Objectives
6.2 Advertising and Publicity: Comparison and Contrast
6.21 Difference between Advertising and Publicity
6.22 Advertising and Personal Selling: Comparison and Contrast
6.23 SdesPromotion and Personal Selling: Comparison and Contrast
6.3 Promotion Evaluation: Bases and Process
6.31 Methodsfor Promotion Evaluation
6.3.2 Evaluation of SalesPromotion
6.4 Regulations of Promotions
6.4.1 Regulating Promotion Plans: Background
6.4.2 Regulation of Promotion inIndia
6.5 Social Responsibility of Promotional Programs
6.5.1 Women and Promotion
6.5.2 Children and Promotion
6.5.3 Ethicsin Promation
6.6 Summary
6.7 Answersto ‘Check Your Progress
6.8 Questions and Exercises

6.0 INTRODUCTION

The process of promotion is incomplete without the evaluation of the promotional
programs in the market. Advertising, publicity, sales promotion and persona sdlling
areall promotiona activities that need to be evaluated in terms of their effectiveness,
cog efficiency and product image in the market. The main purpose of launching a
promotional program is due to the increased competition in the market today.
However, a promotion program should be launched by a company only after rigorous
research of the market and deciding upon the best possible technique for promoting
the product.

Moreover, promotion activities need to beregulated in order to prevent the
broadcasting of any kind of malicious, inappropriate or indecent content. Regulation
on promotionisasoimplemented inorder to ward off any stereotyping, ingppropriate
or hurtful language or discriminating content. Advertising should be ethical especidly
with regard to child audiences and women. Advertising addressed towards children
should be safety conscious, while advertising for women should be respectful and
decent innature. Therefore, advertisersneedto bear in mindthat promotiond programs
should be prepared with great caution keeping in mind their responsbilitiestowards
our society.
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6.1 UNIT OBJECTIVES

After going throughthisunit, you should be ableto:

¢ Understand the difference between advertising, publicity, sales promotion and
persona sling

e Evauate promotional measures
e Discusstheregulationson promotional activities
e |dentify the socid responsibilitiesin promotion programs

¢ Discusstheuse of ethicsin promotion especially with regard to women and
children

6.2 ADVERTISING AND PUBLICITY:
COMPARISON AND CONTRAST

6.2.1 Difference between Advertising and Publicity
1. Advertisngisfocused on apre-decided target audience by the sponsor while
publicity isnot targeted towards any particular audience.

2. Advertising isthe promotion of one’'s organization and product by oneself,
whereaswhat others say about one’sorganizationisits publicity.

3. Inadvertising thecost for the goods, servicesand ideasis paid by the sponsor
while publicity isindependent of any kind of sponsor.

4. Thecredibility of advertising ismore questionable than publicity since publicity
isdone by an unprejudiced source.

5. Advertisngislimitlessinitscreativity asit comesfrom asponsor while publicity
has alimited amount of creativity asit isunsponsored.

6. Inadvertising the identity of the sponsor isknown, whereas publicity comes
froman unsponsored and neutral source.

7. Advertising can berepetitive while publicity hasto congtantly changeitscontent
fromtime-to-time.

8. Socid responsihility isgenerdly not taken care of while advertising but for publicity
it isof utmost importance.

9. The content used in advertising can be controlled but thisis not the casein
publicity sinceit isgenerated froman impartia source.

10. Advertisngispostiveinnaturesinceit issponsored and paidfor, while publicity
being unsponsored and impartia can either be negative or positive.
6.2.2 Advertising and Personal Selling: Comparison and Contrast
Advertising
Pros

¢ Themedium of advertising isquiteflexible and one canfocuson small segments
(school newspaper) or amass market (cricket match).



e There is enough scope for dramatization as advertisements can be quite
expressve.

o Advertisng setsoff quick sdlesinthe market.

o Advertisingisquitecost efficient asit reachesalarge amount of peoplewitha
digtributed and low cost per person.

¢ Advertising alowsfor the message to be repeated and buildsalong-term and
good image of aproduct.

e |t helpsbuyersin comparing messagesof various competitors.
Cons
¢ Advertisingishighly expensive especially when advertising onanational level.
e Advertisersarenot ableto get adirect feedback fromthe audience.
e Advertisngisnot aspersuasive aspersonal salling.

¢ A quick feedback on the advertisement isnot possible as gauging audience
reaction takessometime.

e |tisnot necessary for audiencesto pay attentionto the advertisement.
Personal Selling

Personal sdling isthe promotion of productson apersond basisfromthe advertiser to
the customer throughasalesrepresentative.

¢ Personal sdlingisvery expensive sincethe cost per salespersonisvery high.

Personad selling istargeted at specific peopleor one person.
Unlike advertising, immediate feedback ispossible here.
Buyersareinducedto listen and respond in persona sdlling.

Personal sdlling makesit easier to understand therequirementsand preferences
of thebuyers.

Persond sdlling requiresalong-term commitment to formasaesforce.

It impactsthe consumerson apersond level.

It givesthe advertisersenough scopefor adjusting their messageto the buyers
and improvestheir communication with the customers.

6.2.3 Sales Promotion and Personal Selling:
Comparison and Contrast

Personal Selling

e Persona communicationwith buyers

¢ Selling onapersona basisfromthe advertiser to the cusomer through apaid
sdlesrepresentative.

¢ Unlike advertising and publicity, it depends on personal relationshipswith the
buyer.
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Sales Promotion

e Sdespromotionincludesadditiona paid efforts.

e Sadlespromotionisaform of paid marketing inorder to induce cusomersand
dedlers, unlike advertising, persona sdlling or publicity.

¢ Sdespromotionincludesfree samples, discounts, coupons, contedts, tradeshows,
sweepstakes, etc.

Comparison and Contrast of Promo-Tools

A Comparisonand Contrast of Promo-Toolsistabled below.

Comparison and Contrast of Promo-Tools

S. No. | Factors Advertising Salesmanship Sales-promotion | Publicity
1 Approach Impersona Personal Impersonal Impersonal
2. Communication | Mass Interpersonal Targeted mass Generic mass
communication communication communication
3. Impact Createsdemand | Createssale Time bound sadle | Createsimage
4, Quickness of Fast Slow Faster Slower
effect
5. Expensiveness Moderate More Moderate Low
6. Feedback Does not Provides Does not Does not
7. Market Not possible Practiced very Practiced very Not possible
Segregation much much
8. Repetitiveness Yes Sometimes Onceinayear Few times
9. Channel member | Not possible Not possible Suited much Not possible
orientation
10. Prime or Prime Only few take Always Supplementary
Supplementary this as Prime supplementary,
effort non-repetitive
11. Independent or Mostly Could be Almost Independent
dependent on Independent Independent Dependent
other promo-tool
12. Coverage size Vast Small Medium Vast

6.3 PROMOTION EVALUATION:

BASES AND PROCESS

A company’smarketing department is responsible and accountable for conducting
promotions and developing a promotional strategy which will be profitableto them.
The marketing department is also responsible for evaluation of their promotional
strategies. Thisisdonein order to assessif they are adopting theright promotional

srategy whichwould prove beneficial for their organization.

Promotional strategy evaluation can aso beformed by comparing thepast strategies
with the present onesto evaluate its effectiveness during or after the promotional

programme. Thevarious promotiona areasto beevauated are:

(8 Consumer awareness
(b) Salesaffect
(c) Theproduct or servicewhichispromoted, etc.




6.3.1 Methods for Promotion Evaluation

Thevariousmethodsfor promotion evauation are;
() Concurrent Testing

(i) Previoudy Recorded Data

(iii) Pre-testing

(iv) Pogt-testing
(1) Concurrent Testing
Concurrent testing of apromotional technique can be donewhenapromotiona activity
isinprogress. Thisalowsany modification or change required inthe programme by
the salesmanager. The assessment can be done on the basis of aweekly or monthly
sdesdata. For example, if the promotiona programmeisintheformof acontest, the
number of entriesreceived for that contest decides on the success of the promotion.
If, on the other hand, the number of entries does not reach the desired target, the
promotional programme isnot effective and the company isrequired to reviseits

promotiona strategy. Thisrevison of strategy can be done by extending the deadline
inthiscase.

(2) Previously Recorded Data
A promotional strategy can be evaluated by an organization based on the previously
recorded evaluation data. The previously recorded data may contain the following:
(8 Consumer participationdata
(b) Retail data
(c) Competitor’sactivities

The previoudly recorded data can act asaguide for the present promotional
programme. Thismethod allowsan organization to evaluate how their competition
respondsto apromotional activity. This can be used asabenchmark for promoting
other smilar products.

(3) Pretesting

The pre-testing evaluation technique enablesthe marketing department of acompany
to decideonthe effectiveness of apromotiona strategy. The organization might decide
onusing smulation asapre-testing technique for testing thefollowing components.

e Consumer awareness
e Senseof vaue

e Consumer appea

e Repeat purchases

By using the pre-testing technique, an organization can compare the present
promotional techniquewitha prior technique and assessitsoutcometo eliminate any
past failuresfromre-occurring.

Promotional Program Evaluation

NOTES

Self-Instructional Material 269



Promotional Program Evaluation

NOTES

270 Self-Instructional Material

(4) Post-testing

The post-testing for evaluation of promotional strategiesisnormally conducted after
the promotiona activity iscomplete. Thishelpsin measuring the performance of the
salespromotion programme and assess whether the company hasreached itsdesired
goal or not. Sometechniquesfor post-testing of promotiond strategiesare:

¢ Quedtionnaires
e Telephonecals
o Persond interviews

The evaluation of the promotional technique takesinto consderation the sales
figures before and after the promotion. Thishelps evaluate the effect of the salesand
itspromotion during the post-testing phase.

6.3.2 Evaluation of Sales Promotion

It iseasy to launch asales promotion scheme and it isalso relatively easy to match
sales promotion schemes of competitors. After al, sales promotionisjust shelling out
concessionsto customers. Sales promotion is often employed due to competitive
necessity rather than because it serves some useful purpose. Champions of sales
promotionfind it easy to convincetheir superiors about the attractiveness of sales
promotion schemes becausethey do manageto increase sdleinthe short term, though
thereal cost of achieving that short spurt insaleisnever calculated. A company needs
to exercise cautionin using sales promotion, and should insist that it be evaluated
rigorously before being implemented and also after it has elapsed.

Theevaduation of salespromotionsisextremely important. However, till careful
evauationsare not conducted. Mogt of thetimes, these evduationsare superficia in
neture and it isfurther lesseffectivewhile evauating profitability linked to the promotions.
Thereare certan methodsthat can be used for measuring the effectiveness of different
sdespromotion methods. The mogt basic and commonest of the methodsisto measure
the salesin pre and post scenarios.

For example, if beforethe sales promotion, the market share of aproduct isten
percent which goesup to twelve percent during the promotion period and thenfalls
back to nine percent immediately after the promotionisover. Theregfter, it consigently
remainsat the level of eleven percent inthe next few months. Thisgoesto show that
the sdlespromotion hasimpacted the sdlesof aproduct postively inthe some manner.
It is possible to understand the role of sales promotion method in the overall
enhancement of the market share by gathering datawith the help of consumer panel
data. Thiscan help infinding out the information on the types of consumerswho have
actudly responded positively during the promotion period. Smilarly several consumer
surveys can be used to understand the recall effect that apromotion has crested onthe
consumersand the perceptions formed therein.

1. Pre-Testing Methods of Sales Research

Thisisprimarily donein order to evaluate severa available concepts of promotion and
then freezing the most effective and appropriate method of promotionwhichwill also



alignwith theoveral company’s objectives. Theconcept may betried out inlimited
soresand the schemeisintroduced inthe bigger market if it finds acceptancewiththe
limited audience. Thefollowing methods are employed in pre-testing research:

¢ Discussionsin thegroups. Group discussionsare generally carried out to
evaluate conceptsand ideas and test them. Thisshould beused asatool at the
preliminary stagesto shortlist the methodsof promotion which should be actudly
testswhilethe others should be eliminated if they do not get positive response
during thegroup discussions. Through thismethodology, several promotional
concepts and ideas can be assessed.

e Usinghall tests: Thisbasicdly refersto thediscussion of dternative promotiona
ideasthrough aseparate set of customersby throwingideasto themin aseparate
roomand by gathering their opinion. The promotionsareranked onthe basis of
the value consumers put on theincentives. Around 100 consumersareinvited
and not morethan 7-8 alternatives aretested, as consumerswill not be ableto
discriminateamong alarger number of ideas. The promotiond dternativesshould
be of smilar cost to the company.

e Experimentation method: It isabetter method inthe sensethat it leadsto
practical and morelogical understanding of what consumersvaluewhenasales
promotionisconducted. Thus, through thismethod, the actua behaviour of the
consumers can betested. Discussionsinthe groupsand the hall tests should be
generally used at theinitial stagesand the screening of several promotional
ideas should beensured whereasthe experimentation method should be generdly
used at alater stagewhenonly scrutinizing hasto be donefromthefew left over
and most preferred promotional ideas. Thisisbecause agreater focusaswell
aseffort can beensuredinthiscase.

2. Post-Testing M ethods of Sales Research

This type of research is generally conducted to find out whether the promotional
objectives for a brand have been met or not. Therefore, measurement of salesis
done in pre and post scenarios so that it is easier to evaluate any possible variations
in the sales pattern. At times, sales may decrease just prior to the promotion period.
Thisis because if the consumers are aware about the promotion, they may not make
purchases just before the promotion starts or they may hold their purchasestill the
initiation of the promotion period. In order to appropriately measure the effect of
asaes promotion, it isimportant to understand the impact in the sales especidly at
the retail level where the actua pulse can be felt. In order to find out information
on the type of people who have actually responded to promotions, the consumer
panel data can be used.

If the company had targeted the scheme at thetype of cusomerswho actualy
responded, the company can continuewith theschemein futuretoo. But if the scheme
wasmeant to be attractiveto adifferent set of customersthan the set which actualy
took benefit of it, the company will haveto redesignits scheme. For instance, if only
the loyal customers bought the larger pack, the scheme did not help the company
much. Theloyal customerswould have any way bought the product inthe next time
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period too. They just advanced their purchase and took advantage of the concessions.
But the salescould have beentargeted at customers of other brands.

Thedataprovided by aretail audit can be very useful in assessing the actual
impact of sales promotion. This can be done by studying the sales pattern that is
increase or decrease post promotion, by measuring the stock levels of aproduct at
different retail outletsand aso by assessing the number of retail outlets holding these
stocks.

One should also try to study and understand the overall impact and the long
termeffect of sales promotion onthe market share of aproduct. Thisisdifficult to
assessdueto other marketing activitiesbeing carried out smultaneously. But even
anecdotal datainthe form of some customershaving liked the brand which they bought
during asalespromotion scheme should be actively sought.

Understanding the sponsorship objective, i.e., thefirst ssepwhile evauating the
Sponsorship successiswhat the company’ sobjectives arein sponsoring agiven event.
There should be athorough measurement of the name mentions, theextent of media
coverage and sghtings and the change in perception of the company’s stakeholders
haveto be undertaken.

Itisimportant that thereisaforma sysemtofind out thegainsfromasponsorship
ded. It isoften convenient to believethat gainswould have accrued fromthe association
with theevent. It isalso important to qualify the gainsfor the company in terms of
whether it primarily gained awarenessor whether it wasableto improveitsrelaionship
with the community, or some other gain. Theresults of the evaluation processwill be
useful whenthe company isconsidering a sponsorship deal infuture or whenit hasto
decidethecontinuation or termination of a ponsorship dedl.

6.4 REGULATIONS OF PROMOTIONS

The Code For Self-regulation in Advertising Pertinent Extracts adopted by The
Advertisng Standards Council of Indiaunder Article 2(ii)f of itsArticles of Association
at the first meeting of the Board of Governors held on November 20, 1985 and
amended in February 1995 and in June 1999.

Declaration of Fundamental Principles

ThisCodefor Sdf-Regulation hasbeen drawvn up by peopleinprofessonsand industries
inor connected with advertising, inconsultation with representatives of people affected
by advertising and has been accepted by individuds, corporate bodiesand associations
engaged inor otherwise concerned withthe practice of advertising with thefollowing
asbasic guidelineswith aview to achievethe acceptance of fair advertising practices
inthebest interests of the ultimate consumer:

¢ To ensurethetruthfulness and honesty of representations and claims made by
advertisementsand to safeguard againgt mideading advertisements.

¢ Toensurethat advertisementsare not offendveto generally accepted standards
of public decency. Advertisements should contain nothing indecent, vulgar or



repulsvewhichislikey, inthelight of generaly prevailing standardsof decency
and propriety, to cause grave or widespread offence

¢ To safeguard againg theindiscriminate use of Advertisng inStuationsor of the
promotion of productswhich are regarded as hazardousor harmful to society
or to individuals, particularly minors, to a degree or of a type which is
unacceptableto society at large.

e To ensure that advertisements observe fairness in competition so that the
consumer’sneed to beinformed on choicesin the market-placeand the canons
of generally accepted competitive behaviour in businessisboth served. Both
thegenera public and an advertiser’scompetitors have an equal right to expect
the content of advertisementsto be presented fairly, intelligibly and responsibly.
The Code appliesto advertisers, advertising agenciesand media.

Responsibility for the Observance of this Code

Therespongbility for the observance of this Code for Self-RegulationinAdvertisng
lieswithall who commisson, create, placeor publish any advertisement or assstinthe
creation or publishing of any advertisement. All advertisers, advertising agenciesand
mediaare expected not to commission, create, place or publish any advertisement
whichisincontravention of thisCode. Thisisasalf-imposed discipline required under
this Codefor Self-Regulationin Advertisng fromall involved inthe commissioning,
creation, placement or publishing of advertisements. This Code applies to
advertisementsread, heard or viewed in Indiaevenif they originate or are published
abroad so long asthey aredirected to consumersinIndiaor are exposed to sgnificant
number of consumersinIndia

Definitions

An advertisement is defined asapaid-for communication, addressed to the public or
asectionof it, the purposeof whichisto influence the opinions or behaviour of those
to whomit isaddressed. Any written or graphic matter on packaging, or contained in
it, issubject to this Code.

Sandards of Conduct

Advertisng isanimportant and legitimate meansfor the seller to avakeninterest inhis
products. The success of advertising dependson public confidence. Henceno practice
should be permitted which tendsto impair this confidence.

If Consumersseean Advertisement whichthey consder mideading or offensive,
they should writeto TheAdvertisng Standards Council of India. Complaintsreceived
fromthegenera public should beinthe prescribed format providing relevant particulars
including clipping or copy of print Ad/promotion material / timing, dateand channdsof
TVC broadcast.

However, in order to facilitate the General Public making complaints, the
secretariat will not indst on accepting complaintsinthe prescribed format or requiring
acopy of the clipping aslong asdetails of product / service, publication/ channel /
location, date/ time and nature of complaint isclearly stated. The Secretariat using
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services of ad tracking agency will collect the ad in case person from General Publicis
not ableto furnish clipping, etc. The Secretariat will accept telephonic complaintsalso
asisdone by SRO’soutside of India. It will confirm and verify the complaints by
writing to the party concerned when complaint ismade orally.

A singlecomplaint alleging that an advertisement ismisleading or offensiveis
usually enoughto requirethe Advertiser to correct the Advertisement.

Onreceipt of acomplaint (should be complete with rdevant particularsincluding
clipping or copy of print Ad/promotion material provided by complainant), the
Secretariat will acknowledge the complaint and request the advertiser / agency to
provide comments/ responsein respect of the complaint.

Both the Advertiser and the complainant are advised of the decision of the
Consumer Complaints Council.

Source: http://www.ascionline.org
6.4.1 Regulating Promotion Plans: Background

Sdespromotion hasbeen kept under check inmost of theadvanced industrid countries
except inthe United States. For example, inthe United Kingdom, manufacturerswere
operating under theresde pricemaintenanceregime, wherethey could sdll their products
at theminimumresale pricefor amogt al goods. However, thispractice was abolished
in 1964. Many countriesin Europe have regulated advertising by scheduling permissible
types of salespromotions, sSnceit isregarded as bordering onunfair businesstactics.
Germany isknownto have the dtrictest regulationson such practices.

Way back in 1892 in England, Carlill versus Carbolic Smoke Ball Co involved
alitigation over £100 reward offered by the advertisersto users of smoke ball who
nonetheless contracted influenza. Till date, that case isacclaimed to be one of the
classics that stands as a good authority for the doctrines of offer, acceptance,
consideration, misrepresentation and wagering — all vital elements of the law of
contracts. Inresponseto the court’sverdict infavour of Carlill, Carbolic Co., merely
adjusted the advertisement to cover itself fromtheissuesraised during thetrialsand
carried onwithitssalespromotion.

More than a century later, we live in a highly developed society and fiercely
competitive markets. Per capita incomes have significantly gone up, propensity to
consume has increased, many of the yesteryear wants have become today’s needs
and technological advances have totaly redefined the consumer aspirations.
Along with these changes; new products and services have become available,
marketers have found new ways of reaching the target audiences, media have
assumed newer dimensions and the retail revolution has brought everything closer
to the consumers.

Over theyears, competition has also changed the meaning of sales promotion.
Although promotions continueto be guided by sales, market share, revenue, profits
and enterprise value astheir central objectives, consumer schemesand offershave
definitely become moreinnovative and aggressive. At the same time, asterisksand
superscripts in the advertisements and promotion material, pointing to terms and



conditionsthat indemnify the sellershaveincreased. I n effect, mgority of the promotion
schemes have stayed low on consumer friendlinessand consumer interests.

With festival season round the corner, consumersare set for abarrage of offers
frommanufacturers, traders, sellersand service providersal luring themto choose
and usethelr brands. It istimefor ‘ Slow-moving products' and * perishables nearing
theexpiry dates' to rideonfast moving goods. Itistimefor consumersto collect ‘free
stay vouchers', only to be discarded later, due to non-availability of accommodation
ondesred datesor to avoid thelarge expenseontravel.

It istimefor financiersto drumup 0% interest offersand recover theinterest
charges' upfront’” under adifferent head called ‘loan processing fees . It istimefor all
to seethelarge screen TVsand laptops asitemsinthe assured giftsrange but end up
with T-shirtsas giftson their purchases. It isaso timeto dream big on lucky draw
schemes and misplace the coupons by the draw date or not even know if the draw
happens and the winner isindeed drawn from couponsdistributed under the scheme.
Today, none of these schemes aremonitored or regulated.

It isnot to say that we do not have lawsto protect consumers. Fromthe pre-
independence era, wehave had the Indian ContractsAct, the Sale of GoodsAct and
many more. Later, we have enacted others such as the Standard of Weights and
Measures (Enforcement) Act, the Essential CommoditiesAct, the Consumer Protection
Act (CPA) and now the CompetitionAct to replacethe MRTPACt.

Till the enactment of the CPA in 1986, consumers had alimited accessto the
MRTP Commission for aremedy against the offending sellers. It wasthe CPA that
brought focuson consumers, to promoteand protect their interest againgt deficiencies
and defectsingoodsor servicesand hasbeeningrumentd inestablishment of consumer
councilsand other authoritiesfor quicker settlement of disputes. The CompetitionAct,
ontheother hand, isintended to promote and sustain competition inthe market and to
prevent practices detrimental to healthy competition.

6.4.2 Regulation of Promotion in India

InIndia, the advertising industry has grown considerably over the past yearswith this
medium gaining more popularity and becoming aserious businessfor promoters. Since
thereis ahuge amount of competition between advertisers, this businessisbeing
subjected to many malpractices in order to entice customers towards their own
products. Article 19 (1)(a) of thelndian Condtitution clearly protectsthe interests of
advertisers who describe advertisements to be a form of commercial speech.
Advertising also facilitates the spreading of information about the sellersand their
productsto consumers. Moreover, Article 19 (1)(@) of the Indian Congtitutionisa
facet to the Right to Information Act. However, thisfacilitation containsanumber of
statutory provisions. Under the Indian lega system, the prohibitory and prominent
legal provisonsregulating advertisng are:

1. Advertisementsof cigarettesand other tobacco productsunder the Cigarettes
and other Tobacco Products (Prohibition of Advertisement and Regulation of
Trade and Commerce, Production, Supply and Distribution) Act, 2003.
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2. Obscene publicationor advertisesment of alottery under the Indian Penal Code.

3. Useof report of test or analysisfor advertisng any drug or cosmetic under the
Drugsand CosmeticAct, 1940.

4. Any politica advertisement forty hours prior to polling time under the
Representation of PeopleAct, 1951.

5. Harmful publication under the Young Persons (Harmful Publications) Act, 1956.

6. Advertisementsrelating to prenatal determination of sex under the Prenatal
Diagnogtic Techniques (Regulation and Prevention of Misuse) Act, 1994.

7. Theindecent representation of women under thendecent Representation of
Women (Prohibition) Act, 1986.

8. Advertisement of magical remediesof diseasesand disordersunder Drugsand
Magica Remedies (ObjectionableAdvertisements) Act, 1954.

9. Inviting transplantation of organs under the Transplantation of Human Organs
Act, 1994.

The absence of a sole comprehensive legislation for advertising had created
quiteabit of confusoninthisindustry. Therefore, in 1895, theAdvertisng Standards
Council of India(ASCI) wasestablished. Thisnon-gatutory tribuna wasformed asa
self-regulatory mechanism for ensuring ethical practicesin advertising. TheASCI,
according to itsCode of Advertising Practice (ASCI Code), looksinto and solvesany
complaintsregarding advertisng and has gradualy got ahuge recognitionfromthe
advertising industry. The ASCI Code, in August 2006, was made mandatory for
advertisngon TV by theamendment of the Cable Televison Networks (Amendment)
Rules, 2006: * No advertisement which violates the Code for Self- Regulation in
Advertising, asadopted by theASCI, Mumbai, for public exhibitionin Indiafromtime
to time, shall be carried inthe cable service'. Thismove bound the ASCI code. Rule
7 postulatesany advertisement which derides any race, caste and tendsto incite people
to crime, causedisorder or areindecent and vulgar. Moreover, Section 6 of the Cable
Television Networks (Regulation) Act, 1955 prohibits the transmission or
retrangmisson of any advertisement through acable service unlessthey conformto the
ASCI Code. The main objectives of the ASCI Code are to make sure that
advertissmentsshould:

¢ Betruthful and honest intheir clamsand representationsto abgtain fromany
mideading or untrue advertisements,

e Keepinmind consumer’sinterestsand practicefair competition;

¢ Beinoffensiveby asserting public decency or morality; and

¢ Not advertisethoseproducts harmful to the public or individuas, especialy
minors.

Under theASCI Code, any individua who considersthe advertisementsto be
fdse, offensive, mideading or unfair cancomplain against them. Thesecomplaintsare
then appraised by an independent Consumer Complaints Council (CCC). Thefunction
of the CCCisto make decisions on complaints from one advertise againgt another,
complaintsfromthegenerd publicincluding consumer groupsor government officials



and even complaintsfrom membersof theASCI Board, CCC or the Secretariat. The
CCC generally takes about four to six weeks to decide upon its judgement for a
complaint oncethe concerned parties have presented their case.

Theadvertisng scenario in Indiaisgradually acknowledging the benefitsof web
casting which entailsthe transmission of audio and video content over the Internet.
Webcasts can be used to upload product launches, update the newsand weather or
the media coverage of any select eventslike seminars. Although online advertising,
also known asViral Marketing makesuse of popular sites, industry specific portas
and social networking sitesto transmit their webcaststo thetarget audience. It takesin
to congderationthe twin formulae of online behavior and demographic information of
theuser to target their audience. Mobile advertising isaso picking up itspacein India
dueto theexpanding mobile connectionsall over the country.

The advertising industry is changing in India due to the advanced technology.
The salf regulated advertising industry has maintained adecent front so far but the
recent controversy surrounding the advertisementslike* dimaag nahi to no kiya' and
‘dil titli’ havebrought to light theneed for ethical busnessmorasin market competition.
The regulatorshaveto be careful with theupcoming new trends.

6.5 SOCIAL RESPONSIBILITY OF PROMOTIONAL
PROGRAMS

A promotiona program has always been considered to be having apervasive and
persuasiveimpact onthe society. It hasthe ability to shape social trendsand influence
personal attitudes. This influence is thought to be unwanted, intrusive and often
detrimental to society. Defenders say that advertising, in addition to the economic
benefits of lowering prices, improved competition, and more product choices, promotes
freedom of speech, supportsthe media, and providesthe much-needed information
about social issuesaswell asgoodsand services.

6.5.1 Women and Promotion

Critics often accuse advertising for portrayal of women as glamour props. Sex in
Advertising isthemost controversial aspect, whichis much of social issuethan an
ethical issue. As discussed earlier about the stereotype in portraying women as
housewives let us now discuss about objectifying women in the advertisements.
Decently portraying womenin an ad for condom is acceptable asit isrequired. But
women provocating sex in advertisements of suitcases, Shaving foamsor creams,
tyres, pens, shoesetc. doesnot mekeany senseat dl E.g. Intheadvertisement of ‘ Gel
Pen’ the exposure of women & copy saying ‘ sab kuchh dikhta hai’ is a matter of
critique. Similarly ad of Tuff Shoes portraying the male & femalemodelswearing tuff
shoes and a python draped around their nude bodies is hot sensible. This ad was
banned.

Thead of VIP Frenchie showing amale model in bathing robeishighly obscene
ascountered by many critics. Thesoutherntipinthemap of India, inthead of Smirnoff
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was portrayed asthe private parts of alady isaccused & banned. Many of the ads
present even bare male models, whichisnot relevant. Criticsare concerned about the
sexual appealsin advertising that demean women or men by depicting them as sex
objects.

6.5.2 Children and Promotion

Children are avulnerable group of consumerswho get influenced quickly by ads, as
they lack the cognitive abilitiesto discern the advertisements. They possessimmense
pester power by which they convince their parentsand eldersto buy products for
them, which may not very healthy. Theseinclude products such as chocolates, toys,
Colas, and those promoting materialism among thisgroup. Marketersaso insert product
and brand usage during popular children programs such as cartoonsand exclusive
children’schannels such as Pogo and Cartoon Network. These arealso looked down
upon by critics.

Marketing communications festuring children or areaddressed to children must
not containany content which could harmthem physically, moraly or mentaly. Children
should not be shownin dangerous situationsor behave in athreatening manner unless
it isan advertisement projecting safety of children. They should not betaught totalk to
strangersor go into strange and unknown places. Children should not be shown as
unattended or left oneon Sreetstill they areold enough and can take care of themsdlves
responsibly in any scene of the advertisement. Cyclists and pedestrians in an
advertisement must be shown observing the Highway Code. Children must not be
showninclose proximity with or using dangerous equipmentsor substances without
the presence of adults. Children must not be shown taking substance abuse. Distance
slling advertisersmust ensure that while using the youth mediathey should not promote
and advertise productswhich are harmful and unsuitable for children, sincethey are
quiteimpressionable at thistender age and might follow the ad without knowing its
consequences.

Promotionswhich aredirectly addressed to children:

e Should make it very clear that the permission of adultsin their family is

required in case of any incentiveor prize;

e Might cause unnecessary conflict between aparent’sauthority and achild's

desireleading to unpleasant circumstances,

¢ Should containtheclosing datesvery specificaly if applicable; and

¢ Should not exaggerateonvalue or the chance of winning theprize or incentive

leading to the disappointment of children.

Advertisng and promotionswhich contain languageintended to entice children
to makeapurchaseor to participatein acontest must not betargeted at or addressed
to children.

6.5.3 Ethics in Promotion

Advertisng unhealthy products, advertisng to children, and using puffery in advertisng
areamong the most debated ethicd issuesin advertising.



Advertisng unhealthy products

Alcohol and tobacco products are unhealthy. So are productsthat are high in fat
content. Some countries such as I ndia have banned ads of tobacco and alcohol on
mass media. These ads are considered to be particularly influential among the most
vulnerable groups such asteenagersand socially weaker sections.

Using puffery

Puffery refersto exaggerated claimsin adswithout offering factsto back up theclaim.
Criticssay that puffery ismideading, though defenders say that people can make out
whether an advertiser ismerely exaggerating for the effect. In order to meet such
criticisms, several legislations have been drafted in different countriesto regulate
advertisements.

Language and literacy

Critics attack advertising for hurting language — advertisers sometimes twist words
or change spellings and grammar to make a point. Advertising copy is accused of
playing fast and loose with the rules of the language. For indance, ‘ Yeh Dil Maange
More' combines two languages Hindi and English, makes a mishmash of them to
convey the ideas. This has an effect of reducing the significance of learning the
correct way of speaking and writing a language, particularly among the youth.
Although staying in tune with the vocabulary and usage of the target audienceisthe
main reason for less-than-perfect advertising language, it is perceived to have an
undesirable side-effect.

Manipulation and exploitation

Advertising is often accused of inducing peopleinto buying what they really do not
need. Criticssay that advertising is so powerful and persuasive that people have no
choice but to buy what they see advertised, regardless of their actua needsfor these
products. Advertisers using psychologica and emotional appealsget consumersto
buy their products by making them fed that these products help themto gain status,
acceptance, and evenlove.

Onthe other hand, defenders argue that the whole point of advertising isto
persuade people. Advertising offers consumersthe information they requireto take
correct decisons. It can be seen as building consumption not by making people buy
what they do not need, but by making the market more efficient for both consumers
and producersby offering information about the product, its availahility, etc. Defenders
believe that advertising cannot create wants. No amount of advertising can make
people buy what they do not want, or do not like.

Sereotyping

Stereotyping isthe process of categorizing individuals by predicting their behaviour
based on their membership in a particular group. For instance, women in India are
often stereotyped into being fair as a prerequisite for finding a suitable partner.
Critics argue that though it is difficult to portray people as being individudigtic, ads
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often portray entire groups of people in stereotypical ways, showing women only
as homemakers, elderly people as senile, men as decision makersin the family, etc.
These advertising stereotypes can reinforce negative or undesrable views of these
groups, and this can contribute to discrimination against them. Youth, especially
women are often shown as fashion conscious, thin, aware of their appearance. This
has a detrimental impact on the youth, who feel obliged to follow these advertising
sereotypical standards.

Bad taste and offensiveness

Advertising can sometimes be in bad taste or be completely offensive. Though
tages are individualistic, some ads can hurt sengitive consumers. Sexually provocative
advertising, showing culturaly objectionable objects and symbols such as those
in the ads of Benetton, appear offensive to consumers. Since advertising has
such an all-pervasive presence, advertisers are expected to be socially

responsible.

6.6 SUMMARY

Some of theimportant conceptsdiscussed inthisunit are:

e The evaluation of promotional programs is done to decipher whether the
promotional activitieslike advertising, sales promotion, personal sdlling and
publicity areprofitable to the organization and are cost efficient aswell.

¢ Salespromotion has been kept under check inmost of the advanced industrial
countriesexcept inthe United States. Many countriesin Europehaveregulated
advertising by scheduling permissible types of sales promotions, sinceit is
regarded asbordering on unfair businesstactics.

e The main motive of sales promotion is to combat with the increasing
competition in the market and to establish one’s brand name among
customers.

¢ Pre-testing researchfor promotionisprimarily donein order to evaluate severa
available conceptsof promotion and then deciding upon the most effectiveand
appropriate method whichwill also align withthe overall company’sobjectives,
while post-testing research is generally conducted to find out whether the
promotiona objectivesfor abrand have been met or not.

¢ InIndia, the advertising industry hasgrown considerably over the past year
whichiswhy thereisahuge amount of competition between advertisersand
thisbusnessisbeing subjected to many malpracticesin order to entice cusomers
towardstheir own products. Article 19 (1) (@) of the Indian Constitution, a
facet to the Right to InformationAct, clearly protectstheinteress of advertisers
who describe advertisementsto be aform of commercia speech.

¢ A promotiona programisconsidered to haveapervasive and persuasiveimpact
onthe society and hasthe ahility to shape socia trendsand influence personal



attitudes, which isthe reason why there hasto be some content filtering and
monitoring in order to protect theinterest of children and womeninthe society
aswell asensurethat thecontent isdecent and doesnot hurt the sentiments of
any individud.

6.7 ANSWERS TO ‘CHECK YOUR PROGRESS

1. Advertisng, publicity.

2. One main disadvantage of advertising isthat it ishighly expensive, especially
when advertisng onanationd level.

3. Personal selling is the promotion of products on a persona basisfrom the
advertiser to the customer through asalesrepresentative.

4. Sdespromotionisgeneraly employed dueto competitive necessity.

5. The methods used for pre-testing research are— discussionsin the groups,
using hall testsand experimentation method.

6. Some of the consumer protectionslawsand actsinclude—the Indian Contracts
Act, the Sale of GoodsAct, Standard of Weightsand M easures (Enforcement)
Act, the Essentid CommoditiesAct, the Consumer ProtectionAct (CPA) and
the CompetitionAct to replacethe MRTPACt.

7. TheAdvertisng Standards Council of India(ASCI) was established asa self-
regulatory mechanismfor ensuring ethical practicesinadvertisng.

8. Stereotyping is the process of categorizing individuals by predicting their
behaviour based on their membership inaparticular group.

9. Themost debated ethical issuesin advertising are the advertising of unhealthy
products, advertising to children, and using puffery.

10. Pufferyrefersto exaggerated claimsinadswithout offering factsto back upthe
clam.

6.8 QUESTIONS AND EXERCISES

Short-Answer Questions

1. What are the advantages of advertisng?
2. What isthe difference between sales promotion and personal selling?

3. Ligt fiveprohibitory and prominent legal provisionsregulating advertisng under
thelndianlega system.

4. What arethe main objectives of theASCI Code?
5. Writeashort note on manipulation and exploitation in promotion.
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Long-Answer Questions

g b~ W DN

. What istheimportance of evaluating promotiona programs?

. Explainindetall the difference between advertisng and publicity.

. Discussthemethods of pre-testing researchin promotion.

. What arethe developmentsintheregulation of salespromotionin India?

. What is the importance of social responsibility in promotional programs?

Discuss.

6. Discussindetail the cautionto betaken while promotion of child advertisements.

. Explain the regulations employed for promotion of women-centric

advertisements.



Model Question Paper MBA Degree Examination

Promotional Management

Time: 3Hours M aximum: 100 M arks

PART A (5 x 8 = 40 marks)

Answer any FIVE of the following:

N o O~ W

. Discusshow it isadvantageousto set apromotional budget.
. How is promotional mix for new products different from that for existing

products?

. What istherole of endorsements and humoursin advertisng?

. Discusstherelationship between aclient and an agency.

. ldentify thecharacteristicsand importance of mediabuying.

. Discusstherelevance of direct marketing in Indian market.

. |dentify thecharacterigticsof and current trendsin persond sdlling or sslesmanship

inIndia

. Identify and discussthe social responsibilities of amarket promotion programme.

PART B (4 x 15 = 60 marks)

Answer any FOUR of the following:

9.
10.
1.
12.
13.

14.

15.

Explain how you would determine promotional objectives.
Describe the structureof an advertising agency.

Identify and discussthe key ways of adding value to anew product or service.
Explain how different scalesareused to measuretheattitude of target cusomers.

What arethevarioustypesof public relationstools? | dentify the subtle methods
that can be used to build public relations.

| dentify and discuss sales promotion measures aimed at consumer trade and
salesforcepromotion.

What arethevarious methodsfor promotion evaluation? How is pre-testing
different from post-testing?
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