Outline of Chapter 14

             PROMOTION--INTRODUCTION TO

             INTEGRATED MARKETING

             COMMUNICATIONS

             INTRODUCTION

                 Overhead 142 "Promotion"

             SEVERAL PROMOTION

             METHODS ARE AVAILABLE

               PROMOTION--communicating

               information between seller and

               potential buyer or others in the

               channel to in-fluence attitudes

               and behavior.

                 Transparency 93 (Exhibit

                 14-1) "Basic Promotion

                 Methods and Strategy

                 Planning"

             Personal selling--flexibility is its

             strength

               PERSONAL SELLING--direct

               spoken communication between

               sellers and potential customers.

             Mass selling involves advertising

             and publicity

               MASS SELLING--communicating

               with large numbers of potential

               customers at the same time.

               ADVERTISING--any paid form of

               nonpersonal presentation of

               ideas, goods, or services by an

               identified sponsor.

             Publicity avoids media costs

               PUBLICITY--any unpaid form of

               nonpersonal presentation of

               ideas, goods, or services.

             Sales promotion tries to spark

             immediate interest

               SALES PROMOTION--promotion

               activities--other than advertising,

               publicity, and personal

               selling--that stimulate interest,

               trial, or purchase by final

               customers or others in the

               channel.

                 Overhead 143 (Exhibit 14-2)

                 "Example of Sales Promotion

                 Activities"

                 Transparency 94 "Example of

                 Sales Promotion Activities"

             Less is spent on advertising than

             personal selling or sales promotion

             SOMEONE MUST PLAN,

             INTEGRATE, AND MANAGE THE

             PROMOTION BLEND

             Sales managers manage

             salespeople

               SALES MANAGERS--managers

               concerned with managing

               personal selling.

             Advertising managers work with

             ads and agencies

               ADVERTISING

               MANAGERS--managers of their

               company's mass selling effort--in

               television, newspapers,

               magazines, and other media.

               PUBLIC

               RELATIONS--communication

               with noncustomers--including

               labor, public interest groups,

               stockholders, and the

               government.

             Sales promotion managers need

             many talents

               SALES PROMOTION

               MANAGERS--managers of their

               company's sales promotion effort.

             Marketing manager talks to all,

             blends all

             Send a consistent and complete

             message with integrated marketing

             communications

               INTEGRATED MARKETING

               COMMUNICATIONS--the

               intentional coordination of every

               communication from a firm to a

               target customer to convey a

               consistent and complete

               message.

                 Overhead 144 "Integrated

                 Marketing Communications"

             WHICH METHODS TO USE

             DEPENDS ON PROMOTION

             OBJECTIVES

             Overall objective is to affect

             behavior

                 Transparency 95 (Exhibit

                 14-3) "Promotion Seeks to

                 Shift the Demand Curve"

             Informing, persuading, and

             reminding are basic promotion

             objectives

                 Transparency 96 "Basic

                 Promotion Objectives"

                 Overhead 145 "Basic

                 Promotion Objectives"

             Informing is educating

             Persuading usually becomes

             necessary 

             Reminding may be enough,

             sometimes

             Promotion objectives relate to

             adoption process

                 Overhead 159 (Exhibit 14-4)

                 "Relation of Promotion

                 Objectives, Adoption Process,

                 and AIDA Model"

             The AIDA model is a practical

             approach

               AIDA MODEL--consists of four

               promotion jobs--(1) to get

               Attention, (2) to hold Interest, (3)

               to arouse Desire, and (4) to

               obtain Action.

             PROMOTION REQUIRES

             EFFECTIVE COMMUNICATION

             Communication can break down

               COMMUNICATION

               PROCESS--a source trying to

               reach a receiver with a message.

               SOURCE--the sender of a

               message.

               RECEIVER--the target of a

               message in the communication

               process, usually a potential

               customer.

               NOISE--any distraction that

               reduces the effectiveness of the

               communication process.

                 Transparency 97 (Exhibit

                 14-5) "The Traditional

                 Communication Process"

                 Overhead 147 "Traditional

                 Communication Concepts in

                 Promotion"

             Encoding and decoding depend on

             a common frame of reference

               ENCODING--the source in the

               communication process deciding

               what it wants to say and

               translating it into words or

               symbols that will have the same

               meaning to the receiver.

               DECODING--the receiver in the

               communication process

               translating the message.

                 Overhead 148 (Exhibit 14-6)

                 "Common Frame of

                 Reference in Communication

                 Process"

             Message channel is important too

               MESSAGE CHANNEL--the

               carrier of the message.

             The same message may be

             interpreted differently

             Ethical issues in marketing

             communications

             INTEGRATED

             DIRECT-RESPONSE PROMOTION

             IS VERY TARGETED

                 Overhead 149 "Integrated

                 Direct-Response Promotion"

             Now it's more than direct-mail

             advertising

             Target customer directly with a

             database

             Direct-response methods raise

             ethical concerns

             THE CUSTOMER MAY INITIATE

             THE COMMUNICATION PROCESS

             New electronic media enable

             interactive communication

                 Transparency 98 (Exhibit

                 14-7) "A Model of

                 Customer-Initiated Interactive

                 Communication"

                 Overhead 150 "Customer

                 May Initiate Communication"

             Consumer initiates communication

             with a search process

             Consumer decides how much

             information to get

             Action-including purchase-may be

             immediate

             Custom communications will be

             more personalized

             HOW TYPICAL PROMOTION

             PLANS ARE BLENDED AND

             INTEGRATED

             There is no one right blend

                 Overhead 151 "Promotion

                 Blend May Involve Pushing

                 and Pulling"

                 Overhead 152 (Procter and

                 Gamble) "Notice to Our

                 Customers"

             Get a push in the channel with

             promotion to middlemen

               PUSHING--using normal

               promotion effort--personal selling,

               advertising, and sales

               promotion--to help sell the whole

               marketing mix to possible

               channel members.

             Promotion to middlemen

             emphasizes personal selling

             Push within a firm--with promotion

             to employees

             Pulling policy--customer demand

             pulls the product through the

             channel

               PULLING--getting customers to

               ask middlemen for the product.

                 Transparency 100 (Exhibit

                 14-8) "Promotion May

                 Encourage Pushing in the

                 Channel, Pulling by

                 Customers, or Both"

             Promotion to final consumers

             Promotion to business customers

             Each market segment may need a

             unique blend

             ADOPTION PROCESSES CAN

             GUIDE PROMOTION PLANNING

             Promotion must vary for different

             adopter groups

               ADOPTION CURVE--shows

               when different groups accept

               ideas.

                 Overhead 153 (Exhibit 14-9)

                 "The Adoption Curve"

             Innovators don't mind taking some

             risks

               INNOVATORS--the first group to

               adopt new products.

             Early adopters are often opinion

             leaders

               EARLY ADOPTERS--the second

               group in the adoption curve to

               adopt a new product, these

               people are usually well respected

               by their peers and often are

               opinion leaders.

                 -Opinion leaders help spread

                 the word 

             Early majority group is deliberate

               EARLY MAJORITY--a group in

               the adoption curve that avoids

               risk and waits to consider a new

               idea after many early adopters

               have tried it--and liked it.

             Late majority is cautious 

               LATE MAJORITY--a group of

               adopters who are cautious about

               new ideas.

             Laggards or non-adopters hang on

             to tradition

               LAGGARDS or

               NONADOPTERS--prefer to do

               things the way they've been done

               in the past and are very

               suspicious of new ideas.

                 Transparency 99 "Multi-Step

                 Flow Model of

                 Communication"

             PROMOTION BLENDS VARY

             OVER THE LIFE CYCLE

             Stage of product in its life cycle

             Market introduction stage--"this

             new idea is good"

               PRIMARY DEMAND--demand

               for the general product idea, not

               just the company's own brand.

             Market growth stage--"our brand is

             best"

               SELECTIVE DEMAND--demand

               for a company's own brand rather

               than a product category.

                 Overhead 154 "Primary and

                 Selective Demand"

             Market maturity stage--"our brand

             is better, really"

             Sales decline stage--"let's tell those

             who still want our product"

             Nature of competition requires

             different promotion

             SETTING THE PROMOTION

             BUDGET

                 Overhead 155 "Setting the

                 Promotion Budget"

             Size of promotion budget affects

             promotion efficiency and blend

             Budgeting for promotion--50

             percent, 30 percent, or 10 percent is

             better than nothing

             Find the task, budget for it

               TASK METHOD--an approach to

               developing a budget--basing the

               budget on the job to be done.

             Task method can lead to budgeting

             without agony

             IDEAS ON USING COLOR

             TRANSPARENCIES OF ADS WITH

             CHAPTER 14

             Transparency 150

             (Chick-fil-A) "Eat mor chickin."

             Chick-fil-A, a fast-food chain, uses

             funny and entertaining billboards to

             remind consumers of its product.

             Transparency 151

             (Tripod) "Bring Gen-X right to your

             doorstep with over 40 million

             pageviews each month."

             Many marketing managers are now

             experimenting with interactive

             promotion and new types of

             advertising on the Internet.

             Transparency 154

             (Catalina Marketing Network) "Turn

             the retailer's price label into an

             explosive volume builder."

             Sales promotions such as a

             checkout coupon from Catalina may

             prompt a consumer to buy a larger

             quantity of a product because the

             coupon has the same effect as a

             temporary price reduction.

             Transparency 161

             (Colgate-Palmolive) "New Colgate

             Total. The most you've ever

             squeezed out of a tube of

             toothpaste."

             The complete promotion blend for

             Colgate Total considers not only

             customers at the end of the

             channel, but also channel members

             along the way. This trade ad is

             targeted at discount retailers. When

             a new product like Colgate Total is

             introduced, a basic promotion

             objective is to inform channel

             members as well as consumers that

             the product is available. This ad also

             informs retailers that Colgate is

             spending $100 million on

             introductory promotion support.

             Transparency 164

             (Pennzoil) "1. Multimillion dollar ad

             campaign. 2. Customers ask for

             Pennzoil. 3. You remind them

             Pennzoil also makes quality oil and

             air filters. 4. "Cha-ching."

             This two-page trade ad for Pennzoil

             products reminds retailers that

             Pennzoil's multimillion dollar ad

             campaign targeted at consumers

             stimulates demand and will help

             "pull" Pennzoil off of the shelf--but it

             also reminds them that they can

             increase sales and profits if they

             take advantage of the opportunity

             and also "push" Pennzoil oil and air

             filters.

             Transparency 167

             (Mead) "Profits you can plan on."

             Mead wants retailers to know that

             there is already consumer demand

             for its Cambridge planners and

             refills and that the retailer will be

             able to sell them easily without a big

             promotional push. The packaging for

             the refills is color coded to make it

             easier for customers to find what

             they want without the help of a

             salesperson at the store.

             Transparency 168

             (Biore-Andrew Jergens) "Biore Pore

             Perfect. The No. 1 selling SKU in

             facial skin care. Beautiful, isn't it?"

             A complete promotion blend may

             need to consider channel members

             as well as customers at the end of

             the channel. This ad thanks retailers

             for supporting Biore, and reinforces

             that support by citing details of the

             sales growth that has already

             occurred and that is expected in the

             future.

             Transparency 173

             (Generationext-PepsiCo) "Yes, as a

             matter of fact, we are all things to all

             people."

             In the U.S., marketing managers at

             PepsiCo are constantly trying to

             stimulate selective demand in a very

             competitive market. In developing

             nations where soft drinks are less

             popular, Pepsi faces the challenge

             of stimulating primary demand for its

             cola and other soft drinks--because

             a soft drink is not what most

             customers reach for when they're

             thirsty.

             Transparency 174

             (MapInfo) "Identify your best

             customer...And find others just like

             him. Choose ClusterPLUS."

             Customer databases, like those

             offered by MapInfo, can be used to

             more effectively target

             direct-response promotion and other

             marketing communications.

             Transparency 177

             (Rice Krispies Treats-Kellogg's)

             "Single and available."

             One of Kellogg's basic promotion

             objectives with this ad is to inform

             channel members that the product is

             available, but it lists a

             direct-response toll free number so

             that retailers who are interested in

             learning more can talk to a sales

             representative and get the details.

             Transparency 178

             (Wisconsin Bison Producers

             Association) "Once they were near

             extinction. Now they're just tasty."

             Bison producers in Wisconsin

             sponsor this attention-getting ad as

             part of a campaign to stimulate

             primary demand for bison.

             Transparency 182

             (Newsweek) "Quick! You have 30

             seconds to make a case for your

             pharmaceutical product. Just

             kidding. Take as long as you like."

             Newsweek wants to persuade

             advertisers that it allows more time

             and flexibility to communicate vital

             information than TV and thus is a

             better medium for some

             products--like pharmaceuticals.

             Transparency 183

             (America Online) "The Internet

             online ratings are in...America

             Online 58.3%."

             Many marketing managers now view

             promotion on the Internet as a "must

             buy" in a promotion budget. 

             Transparency 186

             (United States Postal Service) "In a

             country of 250 million, is it possible

             to have a personal relationship with

             everyone?"

             Because direct mail promotion

             allows a firm to reach each prospect

             individually, it is possible to

             personalize the message and be

             selective (and more efficient) in

             targeting the message to the best

             prospects.

             Transparency 196

             (Kent & Spiegel Direct) "There's only

             one buckwheat hull pillow with over

             $10.5 million in advertising behind it.

             Sobakawa Pillow."

             This trade ad informs retailers that

             there is over $10 million in

             advertising behind the Sobakawa

             brand buckwheat hull pillow, that

             their "customers are being told to

             buy the Sobakawa brand and not to

             accept other buckwheat pillows,"

             and that customers "will be

             disappointed if they can't find the

             Sobakawa pillow in your store."

             Sobakawa wants its consumer

             advertising to help pull the pillow

             through the channel of distribution,

             but this could be risky. If retailers

             are not persuaded to stock the

             unusual pillow, the money spent

             could be wasted.

             Transparency 198

             (Country Music Association) "Meet

             the top brand managers in country."

             The Country Music Association

             helps marketing managers find

             country music stars to participate in

             promotional programs or serve as

             endorsers ("a message source") in

             company communications. A firm

             that wants to reach country music

             fans may find that a message

             delivered by a country music star

             gets more attention and interest

             than it might if delivered by some

             other source.

             Transparency 199

             (Geo Prizm-General Motors) "97%

             of Prism owners would recommend

             Prizm to a friend. (But lending it to

             one...that's another story.)"

             Marketers know the importance of

             personal recommendations.

             Word-of-mouth publicity may do the

             real selling job-long before the

             customer walks into the retail store.

             Transparency 200

             (Dickies-Williamson-Dickie Mfg.)

             "We humbly offer three good

             reasons why you shouldn't bury your

             head in the sand about our denim

             jeans. Margin. Margin. And more

             margin."

             Firms with the largest market shares

             in denim jeans can spend much

             more on consumer advertising than

             Dickies. For example, Levi's

             aggressive advertising helps it get

             widespread distribution because it

             stimulates demand that helps pull

             the Levi brand through the channel.

             Dickies has a different strategy. It

             puts more emphasis on providing

             retailers with a higher profit margin

             than other national brands--to give

             retailers incentive to stock and push

             the Dickies brand.

             Transparency 211

             (Bactroban) "When an infection gets

             in, get it out."

             This ad for Bactroban is clever and

             accomplishes the first promotion job

             in the AIDA model discussed in the

             text. But getting attention does not

             always lead to interest, desire, or

             action.

             Transparency 213

             (Triaminic-Novartis) "Don't put

             unnecessary medicine into this

             perfect little package. The right relief

             without the worry."

             Firms that produce non-prescription

             medicines (like the Triaminic

             children's cold medicine advertised

             here) have always promoted their

             products to final consumers, but it is

             only in the past few years that drug

             companies have begun to advertise

             prescription drugs directly to final

             consumers. The idea is to help pull

             them through the doctor/prescriber

             and (restricted distribution)

             prescription pharmacy channel with

             which they work. Such advertising

             must include information about any

             side effects, but some critics argue

             that most consumers won't bother to

             read that information and won't

             understand it even if they do. 

             Transparency 214

             (Keebler-Sunshine) "New!

             Chocolate Chewy Snack Time Fun."

             Keebler recently introduced a

             Chocolate Chewy flavor to its Chips

             Deluxe line of cookies. Its first

             promotion objective is to inform

             consumers that the new flavor is

             available. By including a cents off

             coupon with a specific expiration

             date, Keebler also encourages

             consumers to take action.

             Transparency 220

             (Claritin) "Nothing but blue skies

             from now on. Escape allergies. Ask

             your doctor about a trial of

             nondrowsy, 24-hour Claritin."

             This print ad has a direct response

             feature. It includes an 800 number

             for consumers to call to receive a $5

             rebate certificate and additional free

             information about allergy relief. The

             rebates lower the cost of initially

             trying the product (while ensuring

             that the consumer actually gets the

             price reduction), and consumers

             who respond to the offer allow

             Schering to build a database of

             target prospects for other direct mail

             promotions in the future.

             PERSPECTIVES ON TEACHING

             CHAPTER

             14--PROMOTION--INTRODUCTION

             TO INTEGRATED MARKETING

             COMMUNICATIONS

             This chapter introduces a

             three-chapter section that focuses

             on the promotion element in

             marketing mix planning. Thus,

             before moving into the particular

             topics covered in this chapter it is

             useful to remind students that

             attention is now moving to a new "P"

             (perhaps relying on Exhibit 3-1 again

             to provide the big picture) and to

             provide some overview of what will

             be covered in the next few classes. 

             From the outset, instructors who

             have used Basic Marketing in

             previous editions should realize that

             there is quite a lot of material in this

             chapter and the next two that is new

             with this edition. Be aware that in

             order for you to incorporate good

             coverage of topics such as

             direct-response promotion,

             customer-initiated interactive

             communications, sales technology,

             and advertising on the Internet, you

             may have to cut back on some

             traditional topics-or alternatively

             allocate additional time for these

             new topics.

             This introductory chapter highlights

             the various promotion objectives that

             are important and emphasizes the

             many different kinds of promotion

             approaches which may need to be

             blended and integrated to achieve

             those objectives. It is especially

             important to reiterate to students the

             importance of thinking about the

             overall promotion blend and how the

             elements of that blend work with the

             rest of the marketing mix. Many

             students have a tendency to

             overemphasize the power and

             importance of mass selling and

             particularly television advertising,

             perhaps because it is so visible in

             their own lives. But, by doing so,

             they gloss over the important role

             that sales promotion and personal

             selling play in some marketing

             mixes. 

             They also in general come to this

             material without a very specific

             sense of the important link between

             targeting concepts and promotional

             tools. A good way to highlight this

             link is to put a special focus on the

             text's discussion of direct-response

             promotion and new developments in

             the arena of interactive

             customer-initiated communication.

             Students are inherently interested in

             these ideas. As they are covered,

             the discussion can move very

             naturally to the question of how

             marketers can make "traditional"

             types of communication more

             effective--and of course that is

             closely related to the whole issue of

             targeting. 

             The chapter-opener example

             focuses on EV1. This example

             serves as a bridge to help do some

             forward integrating of material in the

             next two chapters as well as

             material in Chapter 14. It's useful to

             emphasize how the whole

             promotional campaign was

             integrated to move the customer

             toward a specific objective--selecting

             the EV1. Note that this is also an

             application of direct-response

             promotion. A good way to raise the

             implications of direct-response

             promotion is to tie it with the issue of

             promotion objectives. After all, with

             direct-response promotion the

             response is one of the intermediate

             objectives the marketer wants to

             achieve. To stimulate discussion,

             ask how someone might judge

             whether the promotion was really

             effective (rather than just

             "interesting" to others in the

             industry). The point here is that

             many students will offer good ideas

             about factors to consider. By

             contrast, students often don't see

             that "effectiveness" is a matter of

             benefit relative to costs. In other

             words, the marketer can't just

             consider the effect of the promotion

             on demand, but also must explicitly

             consider how much it costs to

             achieve a specific benefit. In other

             words, a "benefit" that is too

             expensive to achieve is not really a

             benefit but instead a loser.

             The highlighted teaching case for

             this chapter (on page 403) focuses

             on Levi's Casual Wear. This case

             can provide the basis for a

             interesting discussion of the

             differences between primary and

             selective demand and also of the

             possibilities--and limitations--of

             trying to bring about widespread

             changes in cultural attitudes through

             the use of promotion. This is a more

             complicated topic than most

             students recognize--at least at

             first--and they tend to think that the

             power of promotion is greater than it

             is. It's a good idea to wrap up this

             sort of discussion with a brief

             commentary that highlights the fact

             that what Levi's is trying to do is

             consistent with broad trends in the

             society--and that this is not a case

             of Levi's fighting having overcome

             the momentum of trends that were

             headed in the other direction.

