oS Sy I [N

Communicating Customer Value

GG ey TRATCR 2 eI 24 wiikg =0 (ST6T TEE ¢ SFE! S #CHT 26l IRGE ARSI
2 (OISR PICR (2 T qR AN 7780 F47 | [efei ePi A1 [{oiels @iicami® et [sfemprar
IR (SISAR NG @PPE FEFSIET | 9 TS oo ePe @R @RI [fog afe 71 amce
AT | &2 21T oA @A B @R Koty @IAIICe SRl 5wt b= F41 2eaeg | s 2
TR @R SFACA AMCFIPIIR ICH FI#F QRO (G FACE GR FCHCT PO #(1ed AT et
s NG @ e @R Siel (FEPTR Fi0 19 <I=ell (e JOACR |

TG omifm owm | TTG sTifes T AN 42 AR

« FBATET AR

A1I-5.5: A0 &5 @ TS [ote e
Ao-5.2: IR eI @A SFRCTH AMCTFPTIR
AF-5.0: 2T T ST e 8 &7 fperet @FTemTR
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Marketing Promotion and Integrated Marketing Communications

Q AT T A
o oI @A Y O S ARCE;
n oo QAT e 7 3T IS SARET @R
RS e @RI ST (R 7S SR |

RN @M FF0e @RI

What is meant by Marketing Communication?

e Seed e« =T ol e oiR[/r e @i (Marketing promotion/Marketing
communication) | RPCRSRT AT SIfAT SRR @ TONPTG ) TAWMT (A | T O O]
it e 21y TeAre (= 71 (@, ToT 48 (SIS 2Tela (MY R @Pg TP S_RS o1 2F
SO AL oY TS FAF I AR I 1 | ToGF GFf5 ey TAWMCR »7 R e« wifirg e
(SIE 7ET 8 AP TSI FCH AU TG ITOR O (STFMT FIE (@ I G oo 539y
0 |

e BIfRAl Wi TS el FIF® O &I, (STeT JFHA COf 6 Y G WFOR AL (SIS

Philip Kotler & Gary Armstrong fRedq @EIEME @RS FA0ed 9290,
“Marketing Communications are the means by which firms attempts to inform,
persuade, and remind consumers-directly or indirectly about the products and brands
that they sell.” Si€fie fstel @M 2= G 71 BoA1w, T MO Afop o few w4
AeT8 TG TI(F AO5F I AEFOS NS, ARS8 T FACHF ATHST (7 |

0 MESN Sfie] TRIANR TG TG IO FRRER AABCRS [T &G A1 [ofel Q@i 6T |
fRie ePTI AT fee IR 20Tl RAPIa IR (OISR WA Q@I GANSIRN | el epiieaa 37
O 2O (ST &S BRI COfF SR (SIS SFE Y el |

TRt et/ e

Marketing Promotion/Marketing communication Mix

fRIeley eI/ T feite @G Fce O =% 2re e aw FifFe o2y @Rel, 2= 9 FHRCTR
2T (AR | GTFCE O SRIFIA (TS O TAYHN FCF 55 (T3 O QZeFRIT ©F Q4= G
FHRN € GG | e/l @ T @I Fo P16 N A" 39 (Sresiens Srweey (@i oy
(OIS SRS 40, A T G Reasiaa Sowera s fe @ coret afefamn 2 w4 |
fReielIaa IR Sowely RReomd core svewel cofd, e I, afewfrer areifer, s 3,
TS ©ffe] I, AN ~RAFETP JIRA, (OIS AT COfF, IPPE G, &Taidal TopIve @RI’ 20
A | R 2P A1 @RI F6 Z0ET GUHGE [ @RI vy SRl (ore elfsfar
tofa 41 | @N: ReomIda I TS ReasitTm Moy @ S [ Ifaa (081 I, OIReeT 9o
fRer &7 1 Q@GR e e [ o a1 T3 G112 3 aw Remd e F9a | T990+
S eferifite! @k Fgq T AfSTIMNAR STl (AT T 2GR Gy [HTFRIce [0 2 TRES

TG *BT-89



(TS S AT

R ST GFd 0 TS AT WG g (Pt @2el T 27 | [l &5 A1 @ieary e
e Reee, Jfes Taw, an iR, aPrE, gorw [eaq o ames zfsansa s
AR WG (O[S OFF] S_RST, (SIS FHE] 8 (SIS PR 16 4R AfGHITT FATH I

fAfFoezgets @RI | fete @i s =1 2ifsa o AvG a1 ba = 5.5 @ @I =@ |

@ 5.5: oo @R TfoaemR

s. R@&@rw (Advertising): Reem=9 == R P71/ @ATTRICR R0 29 I NI4T | [e@r=1ta

T JRE (STEPTABCS HRCGR Acly BJfe] I WIS el A IR AT Core! effofaman 2
4l 389 = | Philip kotler & Gary Armstrong-€< o, “Advertising is any paid from of

nonpersonal presentation and communication of ideas, goods, or services by an identified
sporsor.” SR [eeIA =T (el e oFF Foe weda /ey @ g sy 8 GRE™

Sfes TG @R RPe ePTe | @gfes SR @R (orel bifkml Jfwd A (SR WHEd
tofire R@Hita ARG RS F#F e Iouq ool ARefre zr | [RearF toff 3
2BTCER T XTI gl 9 (1T R 23] S 41 0% | AR vy Glfoxm, @fes
8 W9 NGNS [Kearitas 1 oA RO TIze =018 &Y THAE L AL T9F
WG, @N: AT @ MLGT, GRIET, TEGD AGAe 7o =0R | [tz M5
RO TSN LbFTe MANLT -/ MG (FRFAWG) , FTRHR NGH (@7 € (GRfe=),
FOSAF NG (GFIEE, IR, FoARs, SREr) sEdae N4y (e @ ar Cb-
ROM, fofEe %, Sta (o57) @z v STrqrs (fRETCATe, IS, (ARoR) oI |

. ReFx &1 (Sales Promotion): (ST &ta 381 0 & Ao 91 T Rt I ffice 92

fifoq sRfes @w @Pe =1 =71 Philip Kotler @3 Gary Aramstrong-éd TS, “"Sales
promotion is the short-term incentives to encourage the purchase or sales of a product or service."

w1 ReFa @3 2T IFPE CRIA A I CRIF ¥ A [Rewa Jfad &y Twr=apmg | R

TG 1-588
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AR (PIFPTICRR N SR T TR, GG #ay Re@e, Tl “fdy Wi, Fo,
Aoy v Sonfr | PR AT R e o et gie, i ve, et
efstfe scee Son™ e TS =7 |

©. & KT (Personal Selling): 74y @ Seweey MBIy (Folnd AR =G Aoy 1 GRT
THCE O TAYEAT B TS S A ORI GO &b 1 A1 [{eww I w9 oIS gies
R ¥ =) Ty f[{fey afow ore e e o fes R e
ARBIETT 67 ACH | WL Philip Kotler €9k Gary Aramstrong-<9 sts, "Personal selling is
any form of personal presentation by the firms salesforce for the purpose of engaging customers,
making sales and building customer relationship.” =i efedica et Afzar wr r Jfers
TG MHIC (@Foiens feafere ar, ar 3 G (@l F1F STeicd AAPHR Hed [z
= | (BT 2R PPN PTE 2R (i Riere] Sifiss 9% 20F A | AfSD @R
TS S WGl O A IR (@OICP e (S GR TS (T AfTe 1R e HIed
R 1 Toely | e [Rara (@FTrPreas N 295 TAgHF ¢ v+ A1 Trade show @R

ACAMAIFTS S5 ST 2 SRR |

8. TWREM R &6 (Public Relation and Publicing): TR s e efer FiiFe
HoF R ST RN NG G RS [feq AMCHAE @RI | R epiwa @] A
e efoviemm A ke [feq v 766 afopitar s oRYe a1 Eome effowr,
P FoAT G A TIFS @A A6 Meqm AT THACE ABFSF TAG=Iw FT, elfegat
YROPTR M 341 o5l F3Pid @=el A A | Philip Kotler @3k Gary Aramstrong-93 3Co,

"Public relation is building good relation with the company’s various publics by obtaining
favorable publicity, building up a good corporate image, and handling and heading off

unfavorable rumors stories and events.” SR efSHITRT AT T AFTEF AL IPTF ol
P 2lifepiae SRS (o «RR Ao @IRIAI RTF e[, FEFIR ¢ IoaR foEe ¥R
Afoxs R ANES AAPTS GPREM FN = | GPRECR CFea AbE IO @l okl
AT IR IR @ GRS AR G (@A N AW FA1 & A1 | &BIER 4o 2fSyieag =1ely Jr
CRI FFe Ao yR P SREfS tofF =W | WWWE &b I Philip Kotler & Gary
Armstrong-4< 0O, “Publicity is non-personal stimulation of demand for product, service or

business unit by planting commercially significant news about it in a published media for
obtaining favorable presentation of it upon radio, television or stage that is not paid for by the
sponsor.” S SIS ?5\;535 S M TS G 0 AP AR G (AT LT

s IS o2 aam I @fSe, GRS SI2[T e @A 2497, R A JP 2lfSoiea
AWM TAGHCTE Wy Afafene sifemr T o081 =T @bl e Wl &b = (AT
TATFRT (@ gF Af oD B QIR 2 AT G G 2fSP TRIFS w9 (orel
AP SRS A AR |

¢. dor% R fUfEbE 799 (Direct and Digital Marketing): I8 &YfETS TREw (SrEMA
AT Q@A fFAEF SAF TS R HRE I GF0R | G35 AT Y7 I 0T . g AN
TRY (GO A IPTHP MG OACS I T Ao R TCIGORT ot g Nr<ges | (@I

o<

AP NG FPNA OIS (AT A I R T (PO 16 e GR ePIaeTs Priar

TG B-58¢



(TS S AT

ARDENE ST [0 0T | IVHE BT (FOIM 6 (TR & IHIRC0, TICTFI,
TANIf&F QAT N, A GRS @I QAT RGN N JIACEE AR
efGGET fasiom =1 =7 | 2w s qree vifemr 3w, M aR ePTFTs SIERE M &=y
TIRGATIR GFN@ WGN RO AT T F0OT | NP To S AN MY AOTF R
R Roem 798 TAvWs 8 (Fo[ WA AT~IS e «de TP @EICIe st
2R i TRTe! SEw SR | Ao 8 TG [etetea ey (@Forr 90 012 AT
el JT G IR I (A ©F SRS 20O AT GR FRCE T FACO AT | Ao5F qR (STers e
o I92E T G AfSBA (T W@ Ay A ERT TS Aol B, JT NG
fosl, e e I, WS eEe SRRER afs afofamr 8 Arer awe Ifa ak @l P
32 SEEred T A | g g oF@ aorw ¢ FfEsE R sk [{fey s oe

7|
@19 (Advertising) Jfes e e e SR
(Personal selling) (Sales promotion) (Public relations)
* Q9 8 TP MU | & efraifrer * R Togeia ¢ IGol
o (Competition) * @ oot GIECIE]
* “QItHRER (Packaging) | ¢ “BIF (Lottary) * T FE@N * T aAfsrams
* ST (Cinema) * fqoqd * G @ ey et | & e
* (BT 8 oTECeTs + 37 (Coupon) * AT,
(Poster & Leaflet) * (T * WA
* f@TC3IC (Bill board) | ¢ P * Vo3 WA
¢ AEFEE (Signboard) | ¢ =@ * SNIG (N A
+ feag e (Directories) | ¢ To=E S
* v
* ey =y oz
IR 6 HNE T I fofety TRR @ (SBICE
Reter
* GTIPTRG (Website) | ¢ ISt * FGEA (Catalog)
oo ¢ fefelre ey | & 2c3eT (Email) * SIEA oo * GRT-TRBR
(Direct Marketing * A6 =@ (Search * e N (Tele-marketing)
and digital Ads) ity * TG PR
marketing) * @A o1 * S * TR
* IGFN, (RN » Rofoe =R
¢ CFTIE, RO
* ZTHTT BrICaeT
* fSfGe
AR .52 A QAN NLFPTIR
TG 77 BT-58Y
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9T A5 R QTR FFSARPTIR FOTE (SISInd eRiferedaet « efSiea s Je oo =y
PIZS 20 ATE [T FRCHCA AR 5.5 @ (A TR | FF o0 epeas ovew e 215 a1 R
foeEs, @ T, (e WPfs ¢ R, ReAaw «Afwa=, e wazw Toyim Rane ewgsd i
AT B | T AR FRPA PR
i tofem vy efedim fotem
e s SoimeacE NS GPRCAT
ARG T4 QIS LTI | , S 25l

o "

RS oo @RI faa

Integrated Marketing
Communications

SIS ot SRl [ PR
@R [om epm fime ar e e

Qe fre afslt TAmmg - ‘
(ST TN I 249 ©ie] B @R

(OIG PTF TS AR
TEEel w6 | efETe S,
To @M TGN GR RYRCTT ST TEACTR (OISR A @ ACobe @R BIFRAPT | (OISRl
HREGE T A T GRT IS Oy TraR, Reaaed, s =T @RI 2A0es AN e e
T FACS A | 98 AN [T QCIEAT ATE (ACF A O] IHPS 7ely TR FACS I | RV,
o SRRPIRE, AWEs QEIEN MGT GR ETRGNS MG (STSAT LS BIRAT @R 2/ ABIREE

Ty Bqe Af9dr e qve | aeREE RS o [ fmen afsarenre Teder ke
FAROOICT ARG FACO 2 | U8 QPP ANS oA @ 2w =1 =7 |

e AfSD @R G A1 3t afenes ek 6 v BrF AR (58 FAETe AT TO[ &

2ETT @
fefeoe e

@ 5.3: S el @eiTT=Rrag

Philip Kotler @< Gary Aramstrong-9< C©, "Integrated Marketing Communications is
carefully integrating and cordinating the company’s many communicaton channels to deliver
a clear, consistant and compeling massage about the organization and its products.” Srefe
ARSHT @R ©OIF 210y FHFS T, AMep=d e @V ST (A G @A
ARG GFAIPA! 8 AT AL AT o{eley @A 0T |

@R I SR o WHFelF AN FIRF FACO T | UG G Y 3 @ACO AT | SIea
FEAF ST G [fogy WO {31 @2 Tgend Wy v Ffes ¢ e @ee gafm s
SR AT FAN @CS A | GIEFAT, oo @AAe? e SaeTees PR e Al Sy
R TS Sfere 2T |

BT B384



(TS S AT

/Gy e

GG AT TAMCTR 7R RoAFPIAR 24 WG T (O B 8 NFH WG w0y 7/°l) IRGFS
RS O (OISR IR (@ AT qR o/ataa 797 F41 | ISR SifEAl Sl Teofifrs sfefy
TIES O AW, (OS] SFE oK @ Jfar GR WHSIR I (SIS B IS o] IS TG
TGS IO SRR ANBCRE. Aol 2T AT ool @M 0T | I$9 ool O aAfstifaeT @<
T T AFSAMNAT ST (AT T AN & RATTIRACS [l Qo1 TR T FNoA=Cs
GG I AT ANIEE WU [ (FIE qzet Fa0e 27 | [ &9 1 @it e erce [,
Jfes aw, e TR, TPREN, eor® [eag Topfi eprs zfeansd e TNaEE I
(ST TSI SRIASHA, (SIS TS 8 (S[& IPIHF 19 4R AfSHTaa A4 Jee! Mo
AR | oo iea fee 24iws Alb @ @RI NN AR | CTe ee-[eme, [
PR, TR € 2bF, JTed [NeT qR AT 8 fEfGhE o (STenas 8 Aifers Aapa o,
RIZ RA G SRR @ (@BIeR™ o) | Reteapidies o Ko e zifomrmmacs Todem
JEe MTeed ARGET FaCe W qR G2 AIPTS AN e @I fwr I = | S
T A0S G oy NI [FRIAT L T [1g AR e 8 e @i eeife™ sy
A MGF A @TS AT | GNHHA, AT @Eed e saemed PeaEs qrqee dfeyis
Ty 3R ITeTO! Sfere 7 |

3TfAG 7% -8
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PR 14 Res @i BRaes AMCF TR

Steps in developlng effective marketing communication

@m

«q A5 CIeT =i
SR R @I SRACR AVCRPTR T [Riiee 6T FACo R0 |

IANTHIR TN TG (SIS AL TP (ST FACO 8 O 4T ACS 2K | [{oAAT @A @
R IR NGR G0 oD Fred OFf [ @I e s e Feihrs Feiea Face
AT OF G5 FHACT 90T A = | IR QO SR T FR@F el Q@i S oy smese!
e 21 27 | oI @R SR IS IEE-G CH @A FIRG T T Oid ISP ool
QAT Q@RI | 05 Bd 5.0 @ SRS @GN SFRCT *Me7PR Bras Lo R 2=

TRfre  CECAC SIS} G IeA T efsferm
(@Sl SRR oROPAN AW (wdIbA AT
NS fasfaer

@ 5.0: FRFT QAR TFACR ARCHIPTIR

THIRS @IS T

Selecting Target Audience

%2 srefre @rer a1 St wfbem esiq fofe a2 R @@ e 6 | TS @It I+
GG AFSHITTT TSR (FoT T SRWR (FoR & e azet 1 & [y Fraie gor e
ST @RI | GRS (@I G, wet, RO Geeamdt a1 e Seeedre e sifews ere =g | 3=
FAT, AR STy B 210 IR (A1 ITAfFS I8 Sorgoie a1 =7 SR 51esf5 Sifce™t | Breefo Sfwem
e, Fo, 7w, WAeR, SfFE, GadEr, ANee @fd @ Sy Fiers [REER edw fofe
I ANTFIRT @A IS TS HGFIE TS Pl 242 F0 ATF | (@ TG (3 (e =6
(X6 DI (PP Beic wferm™ Rend bfFe o @ Sne «ew Sl @i foaremR
e w3 |

CPATCIICR SraeTaR e

Determining the Communication Objectives

THIRS (ool @ & @@ TR TS Fae 20T @R St W[ 0 | @R
Ty 0O AST (AT (AFFTS [oremapiar S5 S (Response) AT FF O @RI | SHHI*
(@R RAITBIRG NI FoT Sy Ze=T GICoTs GRS Ao A (TR Tex SRS 41 | 58 (@l
I (ST TOANT TF 2B[S T (I & TG IR G612 {007 797 | aFee (@l A1 (©re o

TG 585



(TS S AT

2B =0T R B (T TPCAIDCS T FACO AT AR B WOGHCAT NG PO A T
I ACE | B 5.8 @ AT -

g 5.8: (@Ol Il (CIFF T 2Bod B

5. wIfS (Awareness): RAeFPIR BICG WG #fay a1 G 7 3770 oree 91 AR 2o
NE | @ AT SRS @ =7 @R ATF@ @A Sy @ 247 90 Gl T
(ESPYRETE TS 47 |

Q. @I (Knowledge): @ =cx B1ee6 Gt 31 [ME (@FoRr /o) 31t [@ifde «=elr a1 s
O {7 I | RIS 2 9T 40 #A°ly FHAFS I G 38 TR @A JoT STl |

©. A%W (Liking): WA (@ [WME (@Fol B Aoy FF SRere 1 2w i Al IM@S Al
A G ARO[ (AATFel I a1 | oo @R G (FOR N Al FHE e
YRS COfE (58T BIETI |

8. SWiffPIF (Preference): 7% Fr ¢F@ (o [WE o I ERI oW I TEA (@
P &AW F@ A1 Q@ A R @R A St oF e fred st afs
(OIS T STTERTe 33 =107 S (e a<eram e |

€. &S5 (Conviction): [fWE (@er W2 s1ofores Sifed Qv S8 TR FIT Aera e
TS A | RATTHIT G0 @M ooy 2O (FOInd WA Mo eopy fE 31, A0S
g A @ 37 |

b. @ (Purchase): (1 AT ool @MITAICR S STl T 6 (Folid & Paits TAare
(S AR F41 | (N 90 O A Mg (For it [fey “ffgfors o1y @ Frare fre
AR R AT e SO W IR | PR, oS AN, 2y AR A Topin
(O P A= G IR A |

g

T LEeTAd

Designing the Message

ORI PG PG G2 A SHCTa =07 Rieaeiat 9(G S o] 2ge F0o AbE = | G0
ST G RGN Tf6S, Al (@S A HFE FA, (@O WA 2R B FAE IR (@FOICH A @
TR F4C3 | ST SRR (e Rl @PITRIR 1 forft [ea zeen-Raas Wdmer, Irem Fom
R IS 47 €iel Fce = |

S, 8w KT8 (Message content) f€iae: A8 g iceix &5 @EEEsIRS Ao Sneaws
(Appeal) I &5 (Theme) g a0 =03, I TGN Apif#e el 2 7 = | GrweE for
L0 A G20 =7 |

i. s StaWs (Rational Appeal): @ifed AW TG (@FONF @A IIGTH
fifeq I TAgER S0 AT T THRS a1 2 | @N: DHA A= AGer vy, [ e
fasrel tofire TR I SO [ealo |

ST = -d¢o
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ii. I Stwe (Emotinal Appeal): GUFGE (SIETF A9 T AENYS IR (SFT2
R FIG | @9 AT G55 Afoere; [REEENtre [aamal S e
TEE |

iii. ¢Af® =@M (Ethical Appeal): ¥ SITAWCR NG NMOFAT TG (A (FOF N
AP WATSI BT QP I =W | @N: [y @it 961 200 ARY, (SEEryS Aoy
Torifer faa Sogrew a1 =7 |

2. IS I (Message Structure) et IR T8 AR (FTHEE ISR FIITCHAT 0T |

UG AR for QR Prare Qe F0e =7 |

2 YA, JOR THRIF Gl I FIfF (o REIbAR 697 (=0T MG J(F | q79 i
(O[T @97 TPRIT (T (MR AL 2] | (@=: FHICI (Snickers) 53164 fFearoic
‘Hungry {2’ SR TN (FOF 627 TPREF (0T (TS (AT |

= faorre, @ I& TogrmR TP @ wdrew I RearitTa a2 Sagfre z@
T IC? NRIAR LT (R, e I& AT T2FHT (@O AT IR TLE (O0S
SRR I | @ Fly Ash &9 S1es e [eer=ita *fe@ e Sogream e (@i oy
T THES FACS (A T |

D N, IS eI O GFYAT A QA , (@ @R @A AY ST A 2 T
T PTaIE = T =W | YA SAGAR @Y AT S ST 9reT <& & | S
AR TAGATRT s e ¢ 2lf o1 Toz s FITFE SEAPATS Fal T | GRS GFIA
2GR SfHF FPE, 7 71 B1ee’o e Tws s «J eiR afs= e /IF sceon
oY | qrwed e ebe efscaifer e wifss S |

©. 8T & (Message format): R @EEIAFRE @ AT AR &= [og @ Sy
@ o7 0o =7 | IR TWRE tofire @ 7% 2SF, BF 1 e JI7e & OiiF A8[
@ F R Yo [ertmm ov@ FwEEm, afskt, fog azd 8 wed =
@CNFANE TodorR A Frame fre =71 | (G ar @fee Reemitw cFa w7 [eswe, ==
B, Ce fq@e, TogeEE ofs, qRRifRser Seifn e famgemy | @w: 2efbey
(Youtube) fem fweiv [fey e emied ¢F@ (3 o @R o9 WCE I T | AR
QI ferg @\ et ¢%@ ‘Stay connected’ G, M2 97 @ et - I92T I |
BT, e @RS efsl s e TReE PR o (@ <F o~ TRYTor
T ARFRTST TAG2 TS 2F |

TR g o 4ioe

Chossing Communication Channels and Media

I ATFSFACNT 77 I FISMF R (FIF AN F20F H10o6 wfeez™ 1 e erema 6 gt
A S @EAAFRAT & A4 a5y {797 | A ey ST o FdFa @i Sgaea s
SRH | PGS MGG e G2 A0 ‘0O AN | ILA:

. Jfere @micart @9t (Personal Communication Channels): & s @R gedifecs 13
SCOIfE NG GTF AR A TR @R IR | GUH@ @REBET Frer SIS A=
THAES 20O AT AT GRITF, T W7o, R-(N2T ¢ AT @I WHes AT
BN @CA o FACS IS | ATHE o7 47077 AellfeT I9ze 20e Al 07 |

BT -5



(TS S AT

i. e QN (Advocate Channel): T4 eelifeics efedes Frers et ar efsfafar
Jfers eeer Sefe AMCER A0 @& gom I | TS gaifer ef ey @
ARIBITS 2 | @X: T GTHIF AT FEOAF (AT ST GTHIEE L @A |

ii. e e (Social Channel): TNIfE geifete ARRIRS W7, IHAHA, AQ-T6
TEFA A TR (SER FE RO SR NG NG @A R | @ GhCS
QTEMCE G @eF 97 Word of Mouth Influence @ 11 =3 |

iii. R &N (Expert channel): @it g ke [ afe ¢ wferoes e
(SIGTAR AT AT FIACT QTR KO o] ot 2 | W ¢heq oto afsdieten
PR | G QR 70T Amfstd Buzz Marketing 31 e el =1 =7 | I3 0o oo
QIAITCRATS MRS YO THACHT PR NS (4 FReeTey G Ty | og g #ieely
I CRT @ A, Wi, e Toriv o Ffests @M s S4E S |
R. e @micar @@ (Non-personal communication channels): & @i e

TS EPR NPNE (@R @QE TP @A Fore Sieefs SIfersis Ao @ geis

FE | @ PO WG (FRIAMAG N, TF IR, [fog Ik ev@ waw (G,

@T8) et W (RETETS, M3, (IPBR) G2 TR M4 (-2, AT GH3T,

TS GRIFH qR &S @EErE T) Toxin | qrrers [Kfeg Reew wgefe jRwE efssm

(AT Sfwed, (SIeT TRAGT, T AN M) @ RS T6T A1 2697 S (AW

T, WS TLRICL , TIT ABICe 7 ) - LTS FIee(G fSTasieas qrsT (il vl 2 |

RIS ERC R ER]

Selecting the Message Source

GG AT AO (SIS N FOFF T+12P] S O WS (@ 197 ¢ BIeio SfCeas @EmRies
IO FHRE FCT ©F @97 | TH T@F YPIRIT GR NFEAR TS 2o AT (@79 T4 T (GOl
G2 WS T IR G e Toare e Wit =1 | @ W: 2w (Lifebuoy) @A Swm
IER BT BENR o TFq e ToeE SAgeT 0 | UG AT T IR St
(TSR IR #I7 T FTaITe Tore 26T & 1 SAM R I I | A0F T v 472
el e, el fdifbe ST oo S RIS I A @I G AfOF qoIe o
AT IS T AR | GRS TS TRGF® Heat AR 2@ ACF GR I TNer @A 2o
O G JRS i T R0 AT | 0T S T Eibees ¢wea g wies wwel, feder,
(OISR VAT, AR IR AT ANSFT WO (Fq ARG PTRSTIR *EARTEA S I
Qe A TS |

afsferar e

Collecting Feedback

e @M ABARCR ~F [ATSRIT 24w T 20 RIS 01 GG o™t 1 [ve core
@I T IO 2SR RRBF FA0T AT @I Sro*ly FoRIf WS ZRTR (T FoATEH 027 AR R
Reeer 47 | iR ATl @EEERIRER @b-Rpfe ¢ TeeTer M aFmH I, IS [T
oI @MPITCPITR SfdS S 2 | GUH@ D106 SISRER @ofF [y «xea Tore afiel, 7t [Raa
TR 2 R @R IS Afs (oreiend RSy Ae! emiaT )0 TS O RaR I - GR T
ST TS 2B AT 7S *MCFt Q= F41 = |

BTG T P>



Q9

AT G o «ar [fafas it Foasiice s[fes 341 @ (N 517 2fS T9TE (RS &« Syeoy
DI *IRCI (T FOR-Q 055 A AAN SHCAF [FFo T < @ SIS
FEET | ST ISR JRON LoOUR @R g @351 @R
WG FIfFF So0ATea TN (O TERER B e (ot | e oina =2ite
B B TICF AvoToE AT Tl ey «eees 25pre et | 2 Sy 3=
Sy foet A ond QIR T Tt R AR FIfes SR S F41 |
4 W FC (O | G BRI ETT S, il @ e wweicet 72

qFE AT @ TS 20w |

I@: https://www.apexfootwearltd.com/; https://www.daily-sun.com/@, 205»; =R: https://www.needpix.com/
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Setting Promotion Budget and Promotion Mix Strategies
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Setting the Total Promotion Budget
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. @ o™ /%S (Percentage of Sales Method): R@ER *feit “afers afsye o= I
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. efSrIPIeTFEE el A4S (Competitive-Parity Method): “¥ “&foT® ePTFET FIBICE
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Promotion Mix Strategies
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>. 4@ @R (Push Strategy): 3%+ 2O THmTa 4T (ol SIfRwT % F99 RS 4@l
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AR (P! @ GPe =7 a1 G I 2eliff TWmaR @PP@ groaR Retd I6 361
CF | @ &0 Philip Kotler @R Gary Aramstrong S¢eT, "Push strategy is a promotion strategy
that calls for using the salesforce and trade promotion to push that product through the channels.
The producer promotes the product to channel members who inturn promote it to the final
consumers.” ST YT (FT*ET ZCET GG AT T (@0 Rt e 8 GT A JIE
P AT I O T (2 T T | TAMS 5 oI AWens &y el ePTe 53=«
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| Philip Kotler @R > e R o= A
Gary Aramstrong <, i ¢

"Pull strategy is the

promotion strategy that _’ —m
calls for spending a lot on
cosumer advertising and 5@ 5.8: oI o fir FFPTE
promotion to induce final

cosumer to buy the product, creating a demand vacuum the pulls the product through the channel”
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Integrating the Promotion Mix
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