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Promotional Mix

The specific Dlend of promotional
toOolS thatthe company uses to persuasively

communicate CUSTOMeEr Value and
build customer
relationships.



Promotional Mix

“*Advertising
> Any paid form of non personal presentation and

promotion of ideas, goods, or services by an
Identified sponsor.

+*Sales Promotion

> Short-term incentives to encourage the purchase or
sale of a product or service

**Personal Selling

o Personal presentation by the firm’s sales force for the
purpose of making sales and building customer
relationships.



Promotional Mix

**Public Relations (PR)

> Building good relations with the company’s various
publics by obtaining favorable publicity, building up a
good corporate image, and handling or heading off
unfavorable rumors, stories, and events.

**Direct And Digital Marketing

o Engaging directly with carefully targeted individual
consumers and customer communities to both obtain
an immediate response and build lasting customer
relationships.



The Changing
Communications Environment

Two factors are changing the face of today’s
marketing communications:

As mass markets have fragmented, marketers
are shifting away from mass marketing

Vast improvements in information technology
are speeding the movement toward segmented
marketing




The Need for IMC

Conflicting messages from different sources or
promotional approaches can confuse company or brand
Images

The problem is particularly prevalent when

functional specialists handle individual forms of
marketing communications independently



IMC Concept

Using IMC, the company carefully
Integrates and coordinates its many
communication channels to deliver
a clear, consistent, and compelling
message about the organization
and its products



The Changing Marketing Landscape
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The Changing Marketing Landscape

»The Changing Economic Environment
»The Digital Age

»The Growth for Not-for-Profit Marketing
»Rapid Globalization

»Sustainable Marketing- The Call for More
Social Responsibility



(™ »
Think Globalw
Act Local




International Advertising
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AIDA Model




AIDA Model

AIDA MODEL DIAGRAM

The AIDA Model, which
stands for Attention, Interest,
Desire, and Action model,
IS an advertising effect
model that identifies the
stages that an individual
goes through during the
process of purchasing a
product. It includes
material cost, direct or
service.




AIDA Model important for
Advertising...

=Yet the basic principles behind advertising copy remain — that it must
attract attention and persuade someone to take action. ... The
acronym AIDA is a handy tool for ensuring that your copy, or other
writing, grabs attention

*The AIDA strategy revolves around a focus on the four elements built
into the AIDA name: Attention, Interest, Desire and Action. Careful
attention to each of the elements that comprise the AIDA name can
maximize the success of your marketing efforts.

*The AIDA model helps the copy writer to present the elements of a
print ad, Headline, Subhead, Body copy, slogan and contact
information in a format that makes the viewers read in a flow and
understand about the product easily.



AIDA Model

Attention

Interest

Marriage does come with its rewards,

The New Bestle. Best gited. Subhead
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ATTENTION

Headlines immediately
answers a question.
What is this? ABMW ad.

NTEREST

. _ What exactly is being sold?What is so

e special about this? They're immediately
‘ ~ given the answer. A six speed transmis-
sion high performance vehicle.

DESIRE

The consumer is hypnothesized
by the way the car looks.

= pz The secondary headline lets the con-
" SIX SPEEDS. ONE LETTER. sumer know it's their first M2 coupe. A

THE FIRST-EVER BMW M2 COUPE. brand new edition to their M perfor-
mance line.

Spaclal lease and finance offers avallable by Circle BMW through BMW Financlal Services, < ACTI O N

Circle BMW

Eatonlown, NJ 07724 “Special lease and financing” is put there to let
732.440.1200

GirclaBMW com the consumer know to go out and buy. See

what deals are avaiable through BMW Financial.




AIDA for Sales Promotion

)

ACTION

Articles

Advertisements
Webinars/Podcasts

Paid Search/Landing Pages

Web Content
Newsletters

Social Media/Blogs
E-Mail Campaigns

White Papers
E-Books
Brochures
Microsites

Case Studies
Testimonials
Data Sheets
E-Learning
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BRAND LOVEMARKS

Lovemark is a concept created by Kevin Roberts that refers to a marketing positioning strategy based
on generating an emotional bond or connection between the consumer and the brand. The love of
the brand or lovemark must transmit its differential value and create experiences for its consumers.




LOVEMARKS

Lovemarks is a marketing
concept that is intended to
replace the idea of brands.

The idea was first widely
publicized in a book of the
same name written by Kevin
Roberts, CEO of the
advertising agency Saatchi &
Saatchi. In the book Roberts
claims, "Brands are running
out of juice




Beyond AIDA... A6VEmark.s

A !

L S Love

Attention Interest Like/ Share Love/
Dislike Hate
b 14
Short-term effects Long-term effects
of advertising of advertising




Most major brands are This is your goal. Deep

Stb{Ck I/\el"e. SMV@, tlf\ey OFF@V‘ emotfo“a{ COV\V\eth'OV\S
functional benefits, but it with your target
StOPS there. Consumers customer. You create

need them, but do not real, impactful value

crave or love them. Think
Cascade detergent, Arm &

and they pay you back
with loyalty and love.

Hammer Baking Soda.
BRANDS LOVEMARK‘SJ
Low Love High Love

High Respect High Respect

PRODUCTS

Low Love
(-) Low Respect
Commodities like

Public Utilities are
in this quadrant.

FADS

High Love
Low Respect

[t can be fun to get
here, but you won't
stick and you won't be

You do NOT want remembered next
to be here. month or next year,
like hairstyles & pop
stars.




Life is easier on iPhone.

And that starts as soon as you turn it on.
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Brand (head) Lovemark (heart)
Information based Relationship focused
Recognized Lovead
Presents a narrative Tells a story
Symbolic lconic
Defined Dynamic
Values Spirit
Controlled Relatable




L e

Relationship

Loved by people

Personal

Creates a love story

The touch of Sensuality

lconic

Infused

Story

Wrapped in Mystery

Spirit

Passionately creative

Ideas company




Customer Acceptance

Q the future beyond brands

OoveEMdrrA

Personal
Relationship

Loyalty What about

beyond reason our future?

Brand
Resonance

Customer j§ Customer
Emotions

Brand Behavior j Brand
(People & Product) § Communication

Brand Silence

Brand What about
Preference you and me?
Positive What
Reactions about you?
Brand Points of What
Consideration difference are you?
Brand Brand Who

Knowledge

Awareness are you?




5 ways a brand can

generate more love...




The Big Idea

The Big Idea is the bridge between the brand's inner DNA and the
brand's consumer reputation. ... The Big Idea is the bridge between the
internally driven brand DNA and the externally driven brand reputation.
It is the connection point between consumers and the brand

Meet Graham Robertson, President of Beloved Brands

Graham is the voice of the modern Brand Leader. He started Beloved
Brands, knowing he could “Make Brands better and Brand Leaders

better™”. His Beloved Brands blog has 2 million views, and his public I v

speaking appearances inspire Brand Leaders to love what they do.

The idea behind Beloved Brands is the more love you can generate

with your consumers, the more power you have in the market which r a n S
drives higher growth and profits for your brand. As a brand coach,

Graham helps to find growth where others couldn’t, creating Brand

ideas consumers love and Brand Plans everyone can follow.

For Brand Leaders wanting to reach their full potential The Brand the playbook for how to create a
Leadership Center offers workshops on strategic thinking, analytics, brand that your consumers will love
planning, positioning, creative briefs, judging advertising and media.

Graham spent 20 years leading some of the world’s most beloved

brands at Johnson and Johnson, Pfizer, General Mills and Coke, rising
through the ranks up to VP Marketing. Graham played a major role in
helping Pfizer win Marketing Magazine’s Marketer of the Year award.

graham robertson

Love what you do. Live why you do it. ™

Source: Brand Strate i beloved-

brands.com)



https://beloved-brands.com/brand-strategy-roadmap/

Can you explain your brand in 7 seconds?

Special

Rolex stands
Starbucks for performance
provides a personal and prestige.
moment of escape Assembled with
from a hectic life, scrupulous attention
between work to detail to meet the
and home. most exacting
standards.

Apple Special K
makes technology inspires and
so simple that empowers women
everyone can be to take control and
part of the maintain their
future. healthy body.

BIG IDEAS that help simplify brand messages that makes it easily understood and
remembered. The idea must be unique, own-able and motivating. It must gain a
quick entry, be layered easily and have longevity over the life of the brand.

N
We make brands stronger.

beloved We make brand leaders smarter.
brands




What’s your Brand’s Big Idea?

Brand Products
Personality & Services

Consumer " Internal
Views Beacon

Brand Personality Internal Beacon of the Brand

* Human descriptors that express the * The internal views of the brand—why
brand’s style, tone and attitude. people believe the brand can win:

inspires, motivates or challenges.

Products and Services Consumer Views of the Brand

* Features, Attributes and functional * Honest assessment of how the
characteristics that are embedded in consumer sees the brand, the good
the product side of the brand. and bad.




How to align your Brand’s Big Idea to
the 5 connectors with your consumers

Brand Products Once you find your brand’s
Big Idea, it helps to frame

what your promise, strategy,
story, freshness and
experience should be.

The Big Idea =

Consumer

There are 5 Sources of Connectivity

Promise Experience
How well does the Strategy Story Freshness How well does the

brand benefit What focused How well does the br;?nd experience
connect to the choices does the How well does brand stay fresh live up to °"‘.’
consumer; brond make to the brand and on top of consistently deffver
drive growth and communicate their trends with the promise?
profits? differences and consumers?
= s move consumers
Positioning
‘ Culture &
Brand Plan . i Innovation Operations
Communication
L )
Y
Passionate Executfion in the Market




There are 5 ways a Brand can Generate more Love. v
We’ll look at the Promise and Story Telling

The
Consumer

The

Brand

What are the factors that drive a
consumers’ love with a Brand?

There are 5 Sources of Connectivity

Strate Freshness
How well does the How well does the
brand benefit What focused St How well does the brand experience
connect to the choices does the ory brand stay fresh ll\;e £ t’o :::
consumer brond make to o il does and on top of con'.;:en;:lse?ver
drive growth and the brand trends with e
profits? communicate their consumers? ‘
ez : differences and
Positioning
move consumers Culture &
Brand Plan ‘ Innovation Operations
. . © Beloved Brands Inc.
. Communication s

beloved brands 3




Apple’s Brand Idea Mapping

Big Idea: Apple makes technology so SIMPLE, so that
everyone can be part of the future

Promise

Technology so
simple everyone
can feel a bit
Smarter.

3

Positioning

beloved brands

Strategy

Take existing
technology and
stylize and simplify
functionality.

B

Brand Plan

Brand Story

Technology shouldn't be

frustrating. You can be

engaged right away, do
more and get more.

a4

Communication

Freshness Experience

Surpnising technology ~ Starts with the end
that changed the consumer experience

world, appeared to and works back to
leap frog competitors. the technology.

N g

Innovation Culture &
Operations

We make brands better.
We make brand leaders better.




special

The

Brand

Using Special K
products for two
meals a day for
just two weeks,
we promise that
you'll lose 6
pounds or one
jean size.

$

Positioning

Shift focus to women
and weight loss.
Leverage “challenge”
to drive share through

usage frequency. Be

empowering but direct.

Build a line up around
the idea, not restricted
to just cereal.

4

Brand Plan

Empowering Women to take control

and maintain their healthy weight

Leverage the 2
Week Challenge as
a game changing
way to Empower
women to take
control and
maintain their
healthy weight.

$

Communication

The

Consumer

Broad line up
focused on helping
to maintain
weight. New
flavors of cereal,
cereal bars, shakes,
breakfast sandwich
and now chips.

g

Innovation

Experience

Build stories and a
community on line
to help encourage
other women to be
successful in
meeting their own
goals. Time of year
opportunities.

§

Culture &
Operations

T Belowed Brands Inc.




= To  + Healthy proactive preventers who want

1 (Target) to do more for their health, working
GRAYS moms, who are 35-40 years old.
kil 2 |Gray'sisthe - Tasty healthy cookie option
T, (Category)

Thatisthe . AGuilt free cookie that tastes so good
(Benefit) that you can stay in control of your health

) That's  « Inblind taste tests, Gray's matched the
because leaders on taste, but only 100 calories
Chocolate Chip (Support and 3g of net carbs.
Points)  + In a 12-week study, consumers using
Gray’s once a night as a desert were
able to lose 5-10 pounds.

(.:‘: rc:)\".

Strong Positioning



Use our brand idea map to organize everyone
who works behind the scenes of the brand

‘{ Brand
The best

q Consumer tasting yet guilt

el T free pleasure so

control of your Cookies
weight

(. you can stay in G RAY’S
Y

&

Brand Brand Innovation Purchase Happy
Promise Story Ideas Moment Experiences
Take control of your Real life stories that We never sacrifice Interrupt purchase Celebrate weight
weight by replacing show women living on taste so you won't routine to set up loss results to
your favorite snack “All the pleasure. have to sacrifice Grays as the empower you to
with Grays. None of the guilt.” your cookie. better alternative. stay in control.
Packaging Advertising Product Sales Culture
Logo/Slogan and Media Development and Retail

and Operations




How to evaluate good
advertising?
The “SMILE” APPROACH

S = simple, easy to understand é
M= memorable, stick to consumer’s mind,
measures by a day after recall

| = interesting, employ new story, has new
information to tell

L= linked to the brand, cannot be mistaken to other
brands/products

E = emotionally involving




LET'S PRACTICE "SMILE”

Good Ads vs. Bad Ads _/




HOW TO
Develop a Marketing

 + /}0 Plan Your Marketing Communications
ot Works tempis) Qg Strategy in Six Simple Steps
1.ldentify Your Target Market. ...

Speak directly to your ideal 2Identlfy Your Target Customers. ...
customers pain point ".'Stead of 3.Identify Your Unique Selling Proposition
addressing a vague audience. ]

~Align your messaging to each 4.Match Your Audience Problems to Your
channel based on what your .

target customers already expect PrOdUCt SOlUthﬂS. e

onit. 5.Match Your Messaging to Channels You
*Build an easy-to-reference

marketing communications ChOOSG.

document, so your team, other 6.Set Your Goals and Identify a Way to
teams, and future hires can use it

with ease. Measure Them.







