	IGCSE BUSINESS STUDIES



PROMOTION

What is promotion?

Promotion is the attempt to draw attention to a product or business to gain new customers or retain existing ones.  

Firms often refer to promotion as above the line and below the line.  Above the line is through independent media, such as television or newspapers.  These allow firms to reach a wide audience easily.  Most advertising is carried out ‘above the line’.  

The objectives of promotion

A business must be clear about exactly what it is trying to achieve through its promotion.  The main aim of any promotion is to obtain and retain customers.  However, there are a number of other objectives such as:

· To make consumers aware or increase awareness of a product.

· To reach a target audience which might be geographically dispersed.

· To remind consumers about the product.

· To show a product is better than that of a competitor.

· To develop or improve the image of a firm rather than a product

Choice of advertising media

How do firms decide which method will be most suitable for their product?  There are a number of factors that advertisers may take into account.

	Cost
	Small firms will be mainly concerned with what media they can afford.  Large firms will need to consider the cost effectiveness of each of the different media.



	The audience reached
	Given that many products are aimed at certain segments, it makes sense for firms to place their advertising in a medium that the target audience is likely to see and hear.



	The advertising campaign

of competitors
	A major TV advertising campaign by one firm, for example, could be followed by a counter campaign from its competitors.



	The impact
	Firms will aim to make the greatest impact when advertising.  Different products will require different media to do this.



	The law
	There are legal restrictions in the UK which mean that some products cannot be advertised in particular media. For example, cigarette advertising is banned from TV.




Advertising above the line

Using information from your textbook, and other sources, complete the table below that identifies the main methods a business can advertise ‘above the line’.

	Medium


	Advantage
	Disadvantage

	Television
	
	

	Newspapers
	
	

	Magazines
	
	

	Cinema
	
	

	Radio
	
	

	Posters
	
	

	Internet
	
	


TASK

Now complete Activity 20.1 on page 273 of your textbook on lined paper and add to your workbook.

Promoting below the line

Promotion below the line refers to those promotional methods that do not depend upon media such as newspapers and TV.  Instead, it takes place by methods over which firms have some degree of control.  These include:

	Direct mailing
	Involves sending information about a product or product range through the post.  The consumer can usually buy the product by placing an order by post or over the telephone.



	Exhibitions and trade fairs
	Used to promote firms products.  Both industrial and ordinary customers visit them.  Examples are the Boat Show and the Ideal Homes Exhibition.



	Sales promotions
	Incentives offered to consumers to encourage them to buy goods and services.  They are used as a short-term boost to the sales of a product.  Examples are coupons, competitions, product endorsements, product placing, free offers



	Branding
	A brand is a name given by a producer to one or more of its products.  The main aims of this are to differentiate the product from others and to make it distinctive to consumers.  Branding is an essential part of a firms marketing strategy.  It can create brand loyalty and help brand recognition.



	Personal selling
	Personal selling occurs when a company’s sales team promotes a product through personal contact.  This can be done over the telephone, by setting up meetings, in retail outlets or by knocking on doors.  In general, the more highly priced, technically complex or individually complex the product, the greater the need for personal selling.



	Public relations
	An organisations attempt to communicate with groups that form its ‘public’.  Such groups may include the government, shareholders, employees and customers.  This may be done by press conferences, press releases, sponsorship and donations to charity.



	Merchandising
	This is an attempt to influence customers at point of sale.  This could be achieved by display material, the layout of products at the point of sale, appropriate lighting and creation of desirable smells like fresh baked bread in a supermarket.



	Packaging
	Consumers often link the quality and design of a products packaging with the quality of the product itself. 




METHODS OF PROMOTION

Below is a list with examples of different promotional methods.  These are not the ONLY ones (new methods are invented all the time), but they should give you an idea of the variety of ways to attract the attention of consumers.
	Advertising
	Sales promotion
	Publicity
	Personal selling

	
	
	
	

	Print
	Contests
	Speeches
	Sales presentations

	Broadcast
	Games
	Seminars
	Sales meetings

	Packaging inserts
	Samples
	Public relations
	Telemarketing

	Mailing
	Trade shows
	Sponsorship
	Sales people

	Catalogues
	Demonstrations
	
	

	Brochures
	Coupons
	
	

	Leaflets
	Exhibitions
	
	

	Directories
	Rebates
	
	

	Display signs
	Trade in allowances
	
	

	Logos
	Trading samples
	
	

	Films
	B.O.G.O.F.F.
	
	


TASK

Make notes on ‘Which type of promotion should be used?’ from page 281 – 282 of your textbook on lined paper and add them to your workbook.

Collect examples of promotional items and stick them here!
JUST FOR FUN - THE MODERN RULES OF ADVERTISING?

Men are tired of their portrayal in advertising, according to a new book by Michael Buerk. But images of men behaving stupidly are not the only cliché which irritates writer John Camm. 

Dad in muddy boots walking blithely across a kitchen floor just cleaned by an exasperated mum who just gives a frustrated but loving smile to her giggly children, who cry out: "Da-a-ad!". 

Just one advertising cliché, and just one where no-one behaves like people really do. 

It's the kind of thing which irritates John Camm. "It's tiresome to see male characters in adverts who don't resemble anyone you know," he says. "But what's perhaps worse is the absolute reliance of advertising on its own regurgitated clichés." 
1. Women are locked in a constant battle with their weight/body shape/hairstyle.
2. Career success is entirely based on your ability to impress your boss. 
3. Mums are often harassed but NEVER depressed/unable to cope. 

4. Any act of male stupidity (e.g. walking across a clean floor in muddy boots, putting the dog in the dishwasher, etc.) will be met with a wry smile, not genuine annoyance/anger. 

5. Anyone with a scientific career will have a bad haircut and dreadful clothes. 

6. If you work for the emergency services, you are a better person than the general population. 

7. Scandinavians are, without exception, blonde and beautiful. 

8. Women have jobs they never do in real life, e.g. dockworker (who looks like a model). 

9. Children will not eat fruit or vegetables. Ever. 

10. Both men and women find driving pleasurable, never boring or stressful and never get stuck in traffic jams. 

11. Hot beverages have miraculous rejuvenating effects. 

12. All women (except stay-at-home housewives) have interesting and enjoyable careers. 

13. Any over-the-counter medical product will work instantly and 100% effectively. 

14. Children know more than adults. 

15. Tortilla chips are the most exciting experience any group of young people can experience. 

PACKAGING

Getting the packaging right is just as important as getting the other parts of the marketing mix right.  Packaging is more than just a container for a product it serves lots of other functions as well, these are shown in the diagram below.
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TASK - Now complete Activity 18.5 on page 252 of your textbook on lined paper and add this to your workbook.

An example of effective packaging – Maltesers hot chocolate drink.  It’s shaped like a malteser!
AND FINALLY – A PAST PAPER MARKETING MIX QUESTION

S and P Partners

S and P Partners produce fruit drinks. Shama formed a partnership with her friend Phillippe, a qualified accountant, 10 years ago. Shama was made redundant from a company that produced soft drinks. She decided to set up her own business instead of working for someone else. Shama formed a partnership with Phillippe because she did not have sufficient savings herself and she wanted his accounting knowledge.

The drinks are sold to wholesalers and large supermarkets. The drinks are only advertised on television. Shama has developed a new drink, which contains fruit, milk and crushed ice. It has to be served chilled or it does not taste as good. Phillippe said, ‘Why don’t we set up our own chain of café bars serving the new drink? These café bars could be popular with teenagers and young adults.’ He suggested setting up a chain of 10 café bars to start with. If these are successful more could be opened. Shama replied, ‘This is a good idea but raising enough finance will need changes to the business organisation. We could form a private limited company. It is important that the new drink is sold directly to customers. This will make sure that they can buy a fresh drink of good quality to keep our high reputation.’

Question

Outline the marketing mix you would suggest for the new drink. Give reasons for your choice.
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It makes products easy to carry and to stack onto shelves in shops therefore being convenient for businesses and consumers.  Rice would be difficult to carry in large quantities if it didn’t come in sacks with built in handles!





�





It carries information and instructions to inform customers how to use the product i.e. cooking or assembly instructions.





It protects products from damage in transit





It should be eye catching to distinguish the product from the competition.  Kit Kat is particularly good at this with its oval shape and red wrapper.





Where possible packaging should be environmentally friendly – either made from recycled products or  be recyclable itself.





It may inform consumers about ingredients and nutritional information





It may carry an advertisement for another product made by that company i.e. an advert for coco pops on a packet of cornflakes
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