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Contemporary IMC Approach
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Personal Selling

Based on Kotler and Keller, Marketing Management, 13th ed,

Belch and Belch, Advertising and Sales Promotion 



When the Sales Force is a Major Part of IMC



Types of Sales Representatives

 Deliverer

 Order taker

 Missionary (Build goodwill, educate)

 Technician (Technical Consultant)

 Demand creator

 Solution vendor
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Principles of Personal Selling

 Situation questions

 Problem questions

 Implication questions

 Need-payoff questions
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IMC

Sales Promotion



Sales Promotion

An extra

incentive to buy

A tool to 

speed up sales

Targeted to 

different parties (consumer and 

Trade)

“A direct inducement that offers an extra value or incentive 

for the product to the sales force, distributors, or the ultimate 

consumer with the primary objective of creating an immediate 

sale.”



Sales Promotion Strategy

PULLPUSH



Sales Promotion Vehicles

Samples

Coupons

Premiums

Contests/sweepstakes

Refunds/rebates

Bonus Packs

Price-off deals

Frequency programs

Cooperative advertising

Trade allowances

Training programs

Contests, incentives

Trade shows

Consumer-Oriented Trade-Oriented

Event marketing

Point-of-purchase displays



Discussion

 What do you think of these 

promotion

 Shampoo + Hair 

Conditioner 

 Tire + air pressure 

measurement

 Point collection

 Sweepstake and Contest

 Premium

Consumer Franchise 
Building Promotion



Objectives of Consumer-Oriented Promotions

To Increase 

consumption

To target a 

specific 

segment

build brand 

equity

To defend 

(maintain)

trial and 

purchase Objectives



Trade Oriented Promotions

Maintain support for established 
brands

Encourage display of products

Build retail inventories

Obtain distribution for new 
products

Objectives



Final Discussion on Promotion!

 Downside of Promotion?



Media Often Delivers a Promotion Message



Public Relations (PR)





Marketing Public Relations (MPR) Functions

 Building marketplace excitement before media advertising 

breaks

 Creating advertising news where there is no product news

 Introducing a product with little or no advertising

 Providing a value-added customer service

 Building brand-to-customer bonds

 Influencing the influentials/opinion leaders

 Defending products at risk and giving customers a reason 

to buy





Public Relations Tools

 Press releases

 Press conferences

 Exclusives

 Interviews

Community involvement

The internet



Example 

of a Press 

Release







Direct Marketing



Direct Marketing (DM)



Direct Marketing Defined

 Direct selling
 Direct mail
 Telemarketing
 Internet selling
 Direct action marketing
 Catalog selling
 Television/ print media
 Cable TV 

“The total of activities by which the seller . . . direct 

efforts to a target audience using one or more media for 

the purpose of soliciting a response by phone, mail, the 

internet or personal visit from a prospective customer.”

Includes:



Database Marketing: Data Mining



Association: market basket analysis
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Market Basket Analysis

 Analyze tables of transactions

 Can we hypothesize?

 Chips => Salsa       Lettuce => Spinach

Person Basket

A Chips, Salsa, Cookies, Crackers, Coke, Beer

B Lettuce, Spinach, Oranges, Celery, Apples, Grapes

C Chips, Salsa, Frozen Pizza, Frozen Cake

D Lettuce, Spinach, Milk, Butter



Group Discussion

A. Database function(s)?

B. What info do you want? For what?

C. Where will you find the info (B.)?

D. How to minimize human error?



That was “Outbound, what about Inbound?



Direct Marketing Combines With . . .

 Advertising

 Public Relations

 Personal Selling

 Sales Promotion

 Support Media


