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FOREWORD

The Allama Igbal Open University since its inception in 1974 has rendered
_valuable contribution in dissemination of learning in a wide range of studies through its
framework of Distance Learning System. '

Now, on the eve of its 20th anniversary, the AIOU cherishes to explore new
possibilities by introducing exclusive professional study programme titled “Short-Term
Educational Programmes (STEPS)” without traditions of degree-oriented and period-
bound semesters and sequence of examinations.

These STEPS Courses are progressive in character and open new avenues for
further indepth studies in respective disciplines. Such academic activities are
successfully in practice in the universities and colleges of many developed nations. Thus
AIQU STEPS provides this facility to professionals and other interested groups in
Pakistan as well. ) S

The study material contained in the given book is only to help enhance your
working proficiency and knowledge pertaining to the profession and therefore does not
entail any formal examination. However, the Evaluation Paper is supplemented with the
purpose of self-monitoring at the student’s end.

I would put on record my appreciation for efforts of STEPS Committee which
made the dream of Short-Term Educational Programmes come true.

(Prof. Javaid Igbal Syed)
Vice-Chancellor



INTRODUCTION
This text book is designed to accomi)lish the following objectives:-

_ to familiarise the students with the basic concept of Advertising and Sales
promotions

—  to help the students to understand the’ planning and executing of
promotional campaigns. :

—  to equip the students with the knowledge to make them aware about the
problems of the management of promotional campaign and their solution.

There are 9 units of this text book, the first unit deals with the basic concepts of
Promotion and Advertising media, the unit 2 discusses the practice of sales promotion
techniques used in Pakistan. The unit 3 further high-lights the Methods and Techniques
of sales promotion. This explains the types of*sales promotion techniques and purpose
and function of such techniques as applied in Pakistan. The unit 4 covers the topic of
product Literature and Direct mail. This explains the nature, purpose and functions of
product literature and direct mail. Moreover it tells how to differentiate the use of
product literature and direct mail as found in Pakistan and in developed countries.

The unit 5 discusses the distinct nature of personal selling as compared to other
forms of promotion. Further it shows the difference between the five most significant
kinds of personal selling activities with reference to Pakistan.

The unit 6 highlights the assessment and using advertising Mass Media. It also
discusses the evaluation of the cost of press advertising and the effectiveness of T. V.
and radio as a mass media, unit 7 explains the consumer Marketing Strategy and tells
about hard and soft launch situation. unit 8 deals with the planning and implementing
promotional campaigns and unit 9 is about the problems in promotional planning and
execution. Comments and suggestions for the.improvement of the course will be highly
appreciate.

. Nisar Ahmad Aziz
(Course Development Coordinator)
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INTRODUCTION

~In this unit, you witl study the traditional and modem promotional
contepts. In it, we will go into the depth of modern views on promotion,
classification of promotional media, advertising media, and broadcast media,
incluading T.V., Radio, Cinema and print media as well as out-door media. And
at the end of the unit you will be able to recapitulate all the unit in its conclu-

ding“form, called summary.

The first part of the unit, describes the key note concepts in traditional
ind modem congepts of sales promotion. Then broadcast and print media,
cinema. out-door media etc. Out-door media includes hoarding, neonsigns etc.
Far evaluation of advertising percentage it will be helpful considerably to
undérstand all the medias specifically. In the end, there is a small summary tor
the evaluation of the Unit as a whole.

OBJECTIVES

~ By studying this unit you will be able to:

1)

3)

4)

5 -

Expiain the “Core” concept or the central idea of promotidn and
advertising.

Justify the purpose of promotional activities.
Analyse important characteristics of mass media advertising.

Bring out the reasons for effectiveness of different marketing
situations. :

Follow subsequent units.
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UNIT I

I}

1. TRADITIONAL AND MODERN PROMOTIO_NAL CONCEPTS

As a Pakistani, you have a unique opportunity to actually ohserve the .
very traditional and old methods of promoting products as well as certain mo-
dern and rather sophisticated promotional techniques.

For instance, in almost every town and city of Pakistan, vou are likely
to come across quaintly-dressed men, selling pills and liquid preparations which
purport to cure a variety of ailments. Typically, these “medicine salesmen”
spread their wares in an open space near some busy market area. Sometimes
they attract passersby, (potential customers) by loudly praising their “medi-
cines” qualities with a crude megaphone device. Some start performing a parrot
show with traditional magic tricks to obtain peopies’ attention.

Once. they have gathered a crowd of about 30 — 50 pecople around them
using these attention-getting techniques. they then alternate between selling
their medicines and entertaining outiookers.

Take another example: perhaps daily or weekly. a hawker will pass by
your house carrying fruit, vegetables or “Kheela-pateesay . He either shouts
out statements proclaiming the virtues of his goods to everyone in the neigh-

bourhood, or he will be using a bell to attract other’s atiention, or he will be
beating a “dholak” in traditional rhythms and sing a “jingle™ in the_jocal
language (Punjab, Pushto, Seraiki, Sindhi, Hindko, etc.). '

Such traditional promotional technigues have several basic features in
common with the modern promotional methods:

i) something is done to aftract the arrention of potential buyérs:

i) to keep the attention of such potentlal buyers. enterizinment
and musmal jingles are used; : :

iii) - after getting the potential customers attention, his inferes? in
" the product is attempted to be aroused by showing the product"
and talking about the benefits of using the product
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iv)  a strong effort is made to develop the potential buyers’ interest
into a desire to have the product:

v) potential buyers are invited to actual taste. hold or try the product
(on experimental basis) so that their desire can finally develop into
action of purchasing the product.

This sequence of c_onsunier persuasion’is equivalent to a basic concept
and principles. used in modern promotional methods. We now cxplain this
concept briefly. Modem promotional methods operate; on the fundamentai
premise that is prior to acluevmg an actual sale,

a) AWARENESS AND ATTENTION must be obtained;

b)  INTEREST in the product must be then developed by focussing
- on the product’s or service's particular features:

¢}  DESIRE must be-arcused in the potential buyer to use the pro:
' duct by showing the product’s particular features for con-
sumer’s benefits; and, lastly.

d)  ACTION must be actively sought from the potential buyer in the
form of paying money and actually buying the product,

Advertising and marketing people, today. recognise t}m concept as the
A~]—D—A principle of promotion.

In brief, it can, therefore, be suggested that though the form, content
and sophistication of promoticnal methods have changed much compared to
the traditional promotional techniques. The concepss and principles on. which
modern and traditional promotional techniques base, are similar in essence.

1.1. Modern Viewpoints on Promotion

At this point it would be appropriate to examine the views of several
leading foreign and Pakistan writers and practitioners about the scope and role
cf promotion and advertising:

* Mr. Sultan Mahmood (Chairman, Pakisian Advertising Association
in 1984, and Managing Director, United Advertisers Ltd., Xarachi)
believes that; “advertising does not and should not, lose sight of its
educative role besides its basic purpose to inform the public about
products/services . . . . Many. people would confess that they have
leamt a good deal through advertisements, which not only brought
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them information about particular products or services, but also
knowledge in general, and stimulated their thinkings"”

* - Mr. A Ghafur 1984, United Advertisers, Karachi, views the pur-
pose of advertising and promotion as being “to- persuade people
to prefer something or somebody over others, to sell what people
iike and need™.

* Russell Colley (1962) believes that “‘advertising is paid communi-
‘ cation, the ultimate purpose of which is to impart information,
develop attitude, and induce (buying) action beneficial to the

. advertiser”. -

. S. Majaro (1970) writes. “promotion succeeds or fails depending
on how well it communicates pre-determined information and
attitudes on the right time and with the right cost™.

* D. Lowe Watson (1967) believes that 'effective promotion and
advertising “must always.convey to the customer, the manufac--
turers intense interest in- him, and his urgent desire to meet his
‘customers’ needs in the best possible manner”

These are views on the necessity and ut:hty of promoti'on as ‘held by
those who strongly believe in the notion of promotion as an aspect of modem
society. ' ' '

There is, of course, some controversy in Pakistan’s Government, busi-
ness and professional circles- about the proper practice of promotion. It is
‘'sometimes critically said that because of the widespread reach and attractive-
‘ness of modern mass media, such as television and newspapers, and the so-
phisticated use of promotional techniques, marketing and advertising people
can make unethical and false claims about.their products or services without
being detected easily.

On- the ‘other hand promotional- practitioners counter this view. with'
the argument that uniess products and services are promoted effectively with
all the modern media and techniques available in Pakistan, it would not be
possible to make. prospective buyers aware of such products and ‘sepvices.
Lack of awareness would certainly retard demand. If that happens, then it
is difficult to see how our public’s material standard of living i increases, or how
large industries can operate and provxde employment. e

' .P.romotional practiuoners in Pakistan generally argue that a few instances
of unethical advertising must not be allowed to hinder the development of



4 : UNIT |

“promotion” — regarded by them as a major aspect of the modern marketing
profession. :

In conclusion, there is likelihood, that, because of increasing urban
_population, the reach of mass communication media into rural areas, the
increasing ‘mobility (motorcycles, mini-buses, cars, better and more roads)
~of our rural and urban people, the establishment of an increasing number of
‘consumer industrial goods ‘ma-ufacturing enterprises’, the promotional
methods and media, uvsed’ by practitioners of this professxon will further
develop in sophistication and complexity.

Later Units of this cbu:se will bring out some of the sophistication and
complexity of modern promotional and advertising approaches.

1.2 Self Assessment Questions — 1

i. Observe shopkeepers and hawkers in the bazar or mandi in your
town. List down the kinds of techniques they use to attract the
attention of potential customers.

2. When a company imparts informations about a product to poten-
tial customers, in what way such mformmons gre helpful in
promeoting the products" .

* 3. No matter how well a company promotes its products, if people
- do not want or need -the product, such promotion will never
make them buy the products. Do you agree D diagree /]

Why" List' down at least two reasons for your agreement or
disagreement.

4.  In your ex'pcﬁenbe, have you ever come across an example of

unethical, or untruthful, advertising? If yes please describe it.

- If No, then please interview at least five othér people and write

down their views on whether they feel that they have come across
untruthful or incorrect advertxsmg

2. CLASSIFICATION OF PROMOTIONAL MEDI_A
At the outset, it is advisable to make a clear distiﬁction among the
various categories of promononal media available to marketing people in

Pakistan.

We use the ferm ‘categories of media’ in the sense of appropriate appli-
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cation and purposes of different media. You will appreciate that the objective
of all promotions is, to persuade peaple to buy a given product or service.
You will also' appreciate that this task of persuadmn prospectwe buyers be
accomplished in different ways.

~ For example. if we introduce a new brand of nitrogenous (urea) fer-
tilizer in the rural market, weé may decide that the best ways of persuading
farmers to buy the product are to use television advertising, and to show
promotional films on mobile film vans in selected villages. '

Therefore, classifying different promotional media according to their
nature and purpose , makes it far more convenient to study and evaluate
such media that; exist and are used in Pakistan. We have used the following
scheme, in the course, to classify dlfferent promotional media.

A:  Advertising with:

~ " 1. Mass media, such as TV and Radio
2. Outdoor media, such as hoardings and neon-signs:

B:  Sales Promotion with:

1. Point of sales promotion
2. Consumer merchandising

‘3. Smail-group promotions and product demonstrations.
4. Publicity give aways and Novelties

C: Product Literature and Direct Mail (s_uch as insurance selling)
| D:  Personal Selling

_ In this unit we shall provide an overall perspective of the major advers-
sing media in Pakistan (that is we shall look at the above category A of pro-
motion). .

2.1  Advertising Media

In this course, we shall use the term "Advertisiﬁg for premotion
through such media as may conveniently be clasmﬁed into mass media and
outdoor media.

Both mass media and outdoor media have certain distinct characteristics.
which ‘set them apart from other promotional media; let us look at these
characteristics. brieflv.



(a)

(b}
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Mass media (like TV, Radio and daily newspapers)are first imper- -
sonal and generalised media of conveymg informtion or messages.
The message conveyed (either in print, or sound, or pictures)
is not a private message to a_particular individual; 1t is message
expected to be seen, heard or read by a large number of people.

Secondly, mass media do not exist for commercial advertising "
alone; primary function is to inform or entertain people with
messages and material that can scarcely be called advertising.

For example, when people waich TV at home, they do $o because
Pakistan Television Corporation broadcasts, informative news,
entertaining programmes, sports bulletins, or relgious programmes.
Commercial advertising messages are secondary and incideatal
to the main programmes or feature of Pakistan's mass media.

Thirdly, in almost all mass media, commercial advertising messages
are inserted precisely because of the fact that other (non-adver-

- tising) programmes or features are being seen or heard by many

peopie. For instance, if a marketing manager knows that 80%
ursan houszwives watch the evening Urdu news on TV, he would
probably decide to insert his advertising message three to ﬁve
minutes beforc the evening news is broadcast.

Note that this particular characteristic is important. People watch
main TV programmes or read interesting newspapers and maga-
zines: therefore, commercial advertisers use these media to get
peoples’ attention and to convey their promotional messages.

Outdoor media also have certain characteristics, Firstly, media
(such as lioardings and neon-igns) also conveys impersonal,
generalized messages for everyone. Secondly, unlike mass media
(like TV or radio) most outdoor media fixed geographical Joca-
tions, A hoarding or neon-sign is usually erected at a particular
place for at least one year: it is not designed or meant to move
around frequently,

Thirdly, outdoor media do not carry other messages (unlike
broadcast or print media); they are designed solely with the aim
of showing ou.e company's advertising message only.

Having discussed the characteristics of Advertising media, we
can tum to briefly examine each advertising media separately.
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2.2 Advertising Broadcast Media

The term ‘broadcast’ means that messages are fransmitted from a central-
source (such as a TV transmission station) and received by a large number of .
specially-designed receivers, such as television sets or radio sets.

(a) TELEVISION is, probably, the most wellknown and popular
advertising media. It is a broadcast media owned and operated
by the Government of Pakistan, and broa casts are made from
Pakigtan Television Corporation Stations located at Karachi,
Lahore, Islamabad, Peshawar and Quetta.

Unlike radio, television transmits incssages'that people can see and hear.
The visual form of the TV message may be in black-and-white or | in colour.
Also the visual form can be still or in motion.

Official Pakistan Television Corporation data suggests that around
1.16 million television sets currently are _wned (in 1985-86) by Pakistanis
in their houses. However, private sources in advertising agencies believe that
because some household have not obtained’ television licences, this figure
may be an under-estimation. A more commonly accepted and -used figure
in practice (by marketing companies and advertising agencies in Pakistan)
is about 1.35 million television sets owned by Pakistani households. Various
studies done by private market researchers, advertising agents and business
administration students, generally suggest that, each operating television set:
is viewed by 3—5 persons.

Simple arithmetics that leads us to the tentative conclusion -that tele-
vision messages reach, probab]y, between 4—7 million Pakistanis. everyday.
This obvicusly, makes TV a very attractive medmm for commercial adver-
tising.

TV commercial advertising is broadcast in two forms; a “‘spot” consist-
ing of sound and TV pictures in motion, or a “tallup”, which is a single still
picture shown for a short duration and usually accompanied by .a vocal
commentary or some music.

‘,Most companics which use TV advertising prefer to use ‘spots’ because
these exploit television’s advantages of sound, colour and motion in communi-
cating a given commercial message. A message with all three characteristics
(sound, colour and motion) would have a far better chance of getting a pros-
pective buyer's attention than a message which only has characteristics of
sound and a ‘still’ picture,
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TV spots (or commercials, as they are popularly known) are of varying
length, usually 15 seeonds to 60 seconds per spot. Of course TV spots are not
free; any TV air-time used for comthercial or private purposes is paid by the
company or organization which wishes to advertise on television,

"Thus, shorter TV spots (say of 7 to 15 seconds duration) cost more than
longer spots of 30 — 60 seconds. However. this matter of cost of TV adverti-
sing is an important issue. and will be dealt with great detail in a later unit.

(b) RADIO is Pakistan’s oidest broadcast medium, existing from the
very first year of Pakistan's independence (unlike television which
began operation in Pakistan it 1964, about sixteen years later).
Radio Pakistan is owned and operated by the Government of
Pakistan, and broadcasts from 16 radio stations at Karachi,
Islamabad, Hyderabad, Multin, Lahore. Rawalpindi, Peshawar,
Quetta, Bahawalpur, D.I. Khan, Faisalabad, Khairpur, Gilgit,
Skardu, Khuzdar and Turbat (as of January 1986)

Unlike television, radic broadcasting stations transmit messages which
can only be heard, and not seen. Some progrummes broadcast on radio are
usually aimed at diffcrent kinds of listeners: for instance, ‘Zaraiti® programmes
are aimed at rural listeners. Therc are separate programmes lor Defence
personnel, for housewives, or for children. Other radio programmes are of a
gencral nature meant for the majority of the listeners; for example religious
education programmes, radio dramas or news programmes. Radio programmes
are also frequently broadcast in local or regional! languages (Pushto, Seraiki,

. Sindhi, Punjabi, etc.)

Government and World Bank data suggest that there are around 2.1 to
2.2 million radio sets (based on the number of radio licences issued) currently
owned by Pakistan’s population. Since Pakistan's current (1985—86) popu-
lation is estimated at about 96 millions, we may calculate that officia] data
shows about (.22 radio set per capita or about 22 radio sets for 1000 persons.

Official sources admit that many radic set owners are generally reluc-
tant to obtain radio licenses: as such, there are likely to be a substantial
number of unlicensed radio sets in use. Many advertising agencies and some
private market research companies at Karachi and Lzhore believe that there
are (as of 1984-85) probably 75 -~ B0 radio sets owned per 1000 persons
in Pakistan,

Thus, an estimated 7 — 8 million radic receivers (including transistor
sets) are probably owned in Pakistan, The possible number of listeners. surveys
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conducted by Pakistan Broadcasting Corporation (PBC) during 1980, indicate
the following distribution of regular listeners in Pakistan’s major towns:

Karachi 54.5% of persons interviewed in the survey.
Lahore §5.6% of persons interviewed in the survey.
Islitnabad 63.5% of persons interviewed in the survey.

However, another 1981 survey conducted by a private market research
organisation (reported in Marketing Review, January 1982} suggested that
abotit 289 of all Pakistan househoids listen regularly to radio, and 42% listen
occasionally.

Thus. in Pakistan’s urban areas we may estimate tentatively that about
30% of the urban population tend to listen regularly 1o radio. and 40% could
be classified as irregular or occasional listeners. In other words (since Pakistan's
urban population is estimated at about 287% of 1otal population)

About & million persons are probably regular listeners. and about 10 -
11 million persons are probablv occasional listeners.

You will appreo therefore, that, for promotional purposes, radio
would be an attractive medium for communicating advertising messages to a
very large segment of the arban population.

Similarly, a» pointed out by a 1975 study (published by the Punjab
Economic Research Institute), about 60% of interviewed farmer in rural
areas stated that they both uwned and iistened to radio. Considering that about
72% of our population lives in the rurai areas, this percentage of listeners
represents a very large number of people indeed.

Consequently. despite the fact that television has become an enormously
popular advertising medium, radio continues to be used to promote and adver-
tise certain products such as washing soap, cheaper cosmetics, fertilizer and
pesticides. ,

Usually, companies marketing products to the lower-income segments
of Pakistan’s urban and rural population strongly tend 1o favour radio adver-
tising.

As in the case of television, users of radio advertising buy air-time of
varying durations from Pakistan Boardcasting Corporation. A given duration
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of air-time is called a “spot”, in which the advertiser attempts to use a combi-
nation of music, vocal commentary and sound effects tc obtain listeners’
attention. . ’ .

2.3 Cinema

Cinema’s primary function'is to provide entertainment (a role which
presently appears to have lost its importance in Pakistan’s larger cities, because
of the fact t. t large segments of our urban population have ready access to
home cinema’ through video-cassette recorders). However, before the rapid
inflow of VCR’s into Pakistan during (roughly) 1975 to 1984, cinema was
indeed one of the major sources of popular entertainment, and cinema
advertising was a widely-used mass advertising medium.

Cinema possesses certain distinct characteristics which can (depending
on the revivar of cinema as 2 major entertainment source) again cause it 1o
become attractive for commercial advertising.

1) 2 Cinema gives the advertiser 2 ‘captive’ audience; all seated in a
«fixed lccation, and because of a darkened hall, they are literally
compelled to watch the large screen in front.

- ii) The combination of a w_ide screen and loud sounds from large
smplifiers in the hall together create a powerful communication
and attention-getting impact.

iii} Last but not the least important, cinema has the potential for
indeed being a mass medium. In Pakistan, we have (according to
official Government data and lists of the Cinema Advertising
Company, Karachi) slightly over 450 cinema houses located
_throughout the country. The average size of a cinema house,
in terms of seating capacity is about 250 seats.

Therefore, if one assumes full-houses at each show and three shows.
per day, cinema could provide a commercial advertiser with a potential total
“‘captive” audience of about 113,000 persons every day. If a cinema adverti-
sing film were exhibited continuously for a month it is then conceivable that
this cinema advertising would obtain a potential total “captive” audience
of over 3.3 million — most of them adults.

However, these assumptions are currently not valid. Pakistan’s leading
advertising agencies believe (in the absence of firm statistical data) that
approximately only 35% - 40% of cinema’s total‘captive’audience is actually
exposed to cincma advertising in Pakistan’s urban areas.
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Cinema houses are not owned or operated by the Government. For this
medium, the advertiser pays the cinema house owner an amount to exhibit
its advertising film in that cinema. The amount paid for exhibition depends
upon several things. These are explained below:

(a)

(b)

()

Whether the cinema house is classified as category A, B. or C.
Category A represents recently-constructed cinema houses with,
modern airconditioning, modern sound and film equipments,
better interior decoration and stylish, comfortable seats. Cinemas
in category A are normaily located in Pakistan’s Jarger cities such
as Karachi, Lahore, Multan, Peshawar, Hyderabad, Faisalabad,
or Rawalpindi. Category B and C cinemas are neither as well- )
maintained nor as modern as Category A. These are usually

" Jocated in smaller towns such as Sukkur, Nawabshah, Sargodha-

or Nowshera. Category A cinemas would normally have larger
seating capacity than lower category cinemas. Therefore, category -
A cinemas usually command higher exhibition charges.

Exhibition charges also depend on whether the cinema exhibits .
primarily Urdu, English or regional language films.

Charges depend on number of days on which the advertising

_ film is to be exhibited. Longer duration contracts usually result

in lower charges per show.

Some Pakistani and multi-national companies are currently using cinema
advertising to a limited degree, but this is at a very reduced level as compared
to what it was upto the mid-1970's. Even so, some Marketing and advertising
executives point out that cinema is an appropriate and useful advertising
medium for use in category B and C cinemas in Pakistan’s smaller towns where
the bulk of the popu]atmn are not believed to have access to VCR entertam-

,ment

A'CTIVITY. NO.1 | Talk to at least 20 people in the town where you

live. How many times have they been to the
cinema within the last three. months? .

What conclusions do you draw, from their
answers, about the effectiveness of cinema as an
advertising medium in your town?
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ACTIVITY NO. 2 | Count the number of cinemas in your town, Find
out what their total seating capacity is. Stand
ocutside one .of them and observe the kind of
people coming out of any particular show.

For what lunds of products are these people a
'hkely target market segments?

2.4  Print Media

Pakistan’s print media encompasses daily Urdu, English, and other
language newspapers, as well as magazines and joumnals (such as Urdu Digest,
Akhbar-e-Khawateen, Herald).

Just as the broadcast media sell air-time, the print media owners sell
advertisers what they call ‘space’. More specifically, advertisements in print
media are called ‘insertions’ The size of an insertion is measured in two ways.
Daily newspapers measure insertions in terms of “column centimetres” (ccms).
A newspaper column (on a page) is typically 2 inches wide; therefore a news-
paper insertion in a single column taking-up only one cennmetre 1n !ength
would be | col cm. (column centimetre).

-~

On thg other hand, maugazines and journals measure insertions in 1Ccrms
of pages; an insertion may be a % page, or % page ¢ full-page advertisement.
Advertisements could also be on ‘front cover’, back cover’, “inside front/
back cover”; charges for these positions are higher than ordinary inside pages.

According to official data, there were (in 1984) 118 daily newspapers
and 1461 magazines and journals being published in Pukistan, The language-
wise breakdown is as follow:

Urdu 965 peniodicals (daily, weekly, etc.)
English 270 periodicals (daily, weekly, etc.)
English-Urdu 266 periodicals (daily, weekly, e1c.)
Sindii 57 periodicals (daily, weekly, etc.)
Gujrati’ 12 periodicals (daily, weekly, etc.)

Others : 9;pe1_'iodif:als (daily, weekly, etc.)
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A controversial (but nevertheless, vital) issue, from the point of view of
advertising, concems the estimated number of people who read aewspapers,
magazines and journals in Pakistan. By and large, those organizalions which
publish newspapers and periodicals claim substantial levels of readership.
Contrary to such claims. competing publishers and advertising agencics believe
that actua] readership is much lower.

However, avaijlable official and semi-official data suggest that in Pakistan
we have a total newspapers circulation of around 17.8 newspaper copies
per 1000 persons. With our present population of about 96 million. this implies
that the total number of newspaper copies printed. published and cxrculated
every day in Pakistan may be estimated at around 1.7 million copies.

A wxdely-accepted and often quoted figure for readership per newspaper
copy is 3 — 4 persons per copy. which would seem to put the total newspaper
readership in Pakistan at between 5 — 7 million persons da;ly in both urban
and smaller sema-urban areas.

Obviously, then, daily newspapers would be-(in view of their readership)
another attractive advertising medium. But. apary from its reach and reader-
ship, newspapers have certain other characteristics which impart to them a
place of prime importance as an advertising medjum.

Firstly. in almost every literate urban household (from cover middle to
upper incomes) in Pakistan (remember that about 26% - 28% of our total
popuiation is officially stated to be literate), the daily newspaper would tend
to be regarded as something of a necessity. In fact, an advertiser in the daily
press has daily and regular access 10 a readerslup which may loosely be termed
as “‘captive”

Secqndly, the newspaper is meant solely to inform: the readers. expect
fo be mformed about events, things and people. Therefore, an advertising
message which proposes to create awareness about a product’s or service’s
availability, or which proposes to provide sn.a!! bits of information on a regular
and daily basis, would be most appropriate in the newspaper medium. :

And, thirdly, newspapers (like television) are strong stimulants of word-
of-month publ;czty A noticeable, unusual, or large newspaper advertisement,
usually tends to make people talk to each other about it. This characteristic
derives from the fact that in many litecate urban households in Pakistan,
the pewspaper is often the first early-morning daily source of information.
As such, for that pamculdr day, it carries a high leve] interest for its readers
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Periodicals (that is, magazines) do not possess the same charactéristics
as newspapers. Periodicals do not_carry the same level of daily ‘newness”
as newspapers. Some periodicals would typically carry their own commentanes
on events which have previously been reported by newspapers.

Secondly, the reading *dife” of the newspaper is usually one day or
half a day (say, from 6:30 am to' 2:30 pm), whereas the reading life of a
magazine may extend from 7 days to 20 days, depending upon the frequency
of its publication (weekly, fortnightly, monthly, bi-monthly, etc.). .

Thirdly, 8 newspaper’s cantent primarily inform its readers about latest
events and current affairs; a magazine has other aims: It may be meant pri-
marily to provide entertaining reading (e.g. Akhbar-e-Jehan) or to provide
serious gomment on current issues (e.g. Viewpoint) or to give a combination
of both to its readers (e.g. Herald, Urdu Digest).

We may conclude, therefore, that print media do possess certain dis-
tinct characteristics, which (in the context of Pakistan’s growing ucban popu-
lation) make them appropriate mass advertising media for certain products
and marketing situations.

A further assessment of mass print media’s effectiveness and cost wﬂi
be dealt with i ina later Unit.

2.5 Oqtdoon_' Media

‘You must have seen very often, in the area where you live, many hoard-
ings and neon-signs. These are the most widely-used outdoor media in Pakistan.
and have (as pointed out before) two distinct characteristics. One, their adver-
tising message is impersonal and generalised — it is ‘there for everyone to see.
Secondly, unlike broadcast and print advertising media, outdoor media are
erected and fixed at specific geographical locations.

Thus, outdoor media are different from broadcast and print, in one
major aspect. Print and broadcast media send their messages to people at
reguiar and frequent intervals. Also, people can ‘carry their portable television,
transistors, radio sets or newspapers and magazines with them, but outdoor
media are fixed at one spot, and people move around or pass them.

Therefore, advertiser will always attempt to erect their hoardings (in the
US these are called ‘bill-boards’) and neon-signs on places where there is a Jot
of traffic and lot of people frequently visit. Accordingly, main-road bus stops
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(or bus ‘addas”) highway bus terminals, highway ‘mandi’ and bazar cetitfes,
urban shopping centres, busy traffic interaction and busy city roads are usually
preferred sites for hoarding and neon-signs.

(a) Hoardings are normally made of thin steel sheet supported by a
thick wooden or steel frame and erection struts. Sizes of hoarding
can vary in length from 10" ~ 12" in height. Therefore, hoardings
provide the advertiser with approximately 100 — 400 sq. ft. of
advertising space at a given specific site.

(b) Neon-signs, of course, have different shapes (they are not the
standard rectangular shape as hoardings are)} this is done by
fixing clear plastic tubes filled with different colours of neon-gas
in desired shapes on a metal or wooden structure. Attached to
this structure is an electrical device which activates the neon in
the plastic clear tubes at pre-determined intervals.

In this way, the letters, and shapes on neon-signs light-up and blink in
different ‘colours and give the illusion of motion, in order to attract attention.

A significant difierence between hoarding and neon-signs is that the
latter can only be used for advertising purposes after dusk while hoardings
are clearly visible in day-light hours. However, in recent vears, advertising
agencies in Pakistan have also been abie to make use: of hoardings af might.
This is done by pasting flourescent strips of very thin material over certain
portions of a hoarding. When any light is aimed at the hoarding (such as the
headlights of a car or bus), this flourescent strip reflects the light, making the
advertising on the hoarding visible.

Certain practical aspects of outdoor advertising and outdoor displays
in Pakistan have been brought out in 2 “Marketing Review” (April — June
1983) feature article: extracts from this article are reproduced below:

Both outdoor advertising and point of sale display come ‘under the
category of non-tariff media. The advertiser can negotiate with the agency the
terms and conditions and cost of display signs.

Meaia like newspapers, magazines, radio and television that reach the
audience in the tranquility of home are normally classified as “In Home
Media”. There are certain media which impart the message when the consumer
is out of home. These fixed -position media which can be further subcatego-
rised as (a)Outdoor Media (b} Point of purchase media.
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Outdoor media cover all ticards, huardings. plastic sifins. néoi-sigis.
poster and show windows which afe displaved at such public or privite sites
where the product is tiot being soild to theé consuimers. Boatds, plastic §lghs.
posters, show windows and other advertising materials displdyed at thé outlets,
selling the product. are categorised under point of sile. This differentidticon of
the basis of location is necessitated. by thé charadténistics. functiofs and
mechanics of advertising administration: through these two categories.

(1) Dara:
Esiimated No. of Qutdoor Agencies
Agencies with capability of National Coverage
Estimated No. of Hoardings in Pakistan
Estimated No. of Plastic Signs.
{ii) Regulations:
The outdoor advertising is regulated by Municipal Bodies. Cantt.
Boards, Pakistan Railway and other Civic auionomous bodies.
In case of dluminated signs, KESC and WAPDA also enjov regu-
latory. / sanctioning powers.
For installations of a sign at a public place. one has to obtain
approval of site from the relevant autfiority and pay site-rent and
municipal taxes before instullation. For installation at privately
owned sites you have to enter into a contract with the owner of

the premises/land. The site rent is paid to the owner and municipal
tax (if any) is payable to the relevant municipal authority.

In Karachi, KMC normally calls for Tender for the approved site
and the site is given to the highest bidder..

ACTIVITY NO.3 | Physicallv count at least 20 hoardings in.your
town. List down the products advertised on each
hoarding you have counted, Classify the products
as either ‘‘consumer”, ‘*9ndustrial™ or ‘‘rural/

. farm™ products. For each of these products, think
about why the seller has used hoardings., ‘
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ACTIVITY NO. 4 | While you are doing item 3, also write down thej

name of site or place where each hoarding was
fixed. Why was each of the hoardings erected at
‘those particular places? What did the advertisers
expect to achieve, by putting-up their hoardings
at those places?

2.6 Role of Agencies

The outdoor agencies are contractors specialising in installation and
maintenance of outdoor signs. They render the following services: —

1_. They obtain approval of sites and have the rights of display of

signs at-the approved site.

2. They manufacture and install the signs.

3. They are responsible for repainting and maintenance of the sign
to ensure free and uninterrupted display during the contract
period.

4. The signs {except neon-signs) are usually let-out to the adverti-
sers for a period of one year. The sign remains the property of
the outdoor agency.

The titie of the site is also the property of outdoor agency. The adver-
tiser has a right to free un-interrupted display of the message during the con-
tract period.

_ Cost

There is no fixed tariff for the display’ of outdoor signs‘ The cost is
negotiated with the outdoor agency for each location and it varies from loca-
tion to location. The components of cost are as follows: —

- Site-rent .
Taxes (if any) o
Cost of manufacture and installation
Energy charges {for illuminated signs}
Cost of repainting and maintenance
Site Premium
Agency Profit

HowvR WD~
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o The average cost of display, for one year, for hoérdings and glowsigns
is as follows, These costs are for normal sites and the cost of premium sites
is likely to be higher depending on location.

1oai'diﬁgs:

Size | Karachi / Lahore Other Cities
12°x 8 . Rs. 3,000/- Rs. 2,500/~
20°x 10 Rs. 6,000/- Rs. 5,000/-

2 x30° Rs. 9,000/ ~ Rs. 7.500/—
‘ G‘Io#usigné:

4 x4 | Rs. 4,500/ . Rs. 3,500/

Neon-Signs:

The cost is quoted on job basis because there are many variables in site
rent and manufacturing. The neon-sign remains the property of advertiser.

Wall Signs

Wail signs have been used, literally, for generations in the sub-continent
as a means of publicising an event (such as a public meeting), a local service
(e.g. a hakim’s clinic), or locally made products and cinema films.

In addition, in recent years in Pakistan’s larger cities namely in Karachi
and Lahore, some companies (e.g. soft drink bottling firms) have paintea very
large commercial messages upon the entire side of a building facing a busy
traffic route. Such large wall-signs are, ineed, visible from a fair distance and
are said to have substantial impact. The fact, however, is that uptill now
large wall signs are not as common or widely-used, as an outdoor advertising
mediuas, as are hoardings and neon-signs. An informative article on this method
appeared in ‘Marketing Review® (Fuly-September, 1983, Marketing Association
of Pakistan) and is reproduced below*

Giant-size Hoardings Appearing on Side-Walls of Skyscrapers

Outdoor advertising offers tremendous potentisl to build, recall or
remind about the consumer or industrial products of services. But the medium
has not been fully exploited in Pakistan because of lack of understanding and
little feedback for evaluating effectiveness.



19

However, s new trend of using the side walls of super structure: on
Rarachi’s highways show the realisation of the advertisers that they can us¢ this
medium as part of their overall advertising campaign.

Hoardings are normally used to reinforce the recall value of the adver-
tising Message. Outdoor advertising is considered as supplementary medium to
build recall or remind about product or institution. But certain advertisers in
Karachi have found it useful for conveying primary message about the product,
There is also & new trend set by Hakeem Mohammad Saeed of Hamdard Foun-
dation to use the medium to communicate the Quaid’s sayings and Iqbal 5
patriotic message.

- Karachi’s Shahrah-e-Faisal, where roadside hoardings are not permitted,
giant-size hoardings have appeared in recent months on the side walls of sky-
scrapers. The advertisers have used one side or both sides of the skyscrapers
for conveying their advertising message. Shahrah-e-Faisal is one of the busiest
roads in Karachi, linking the city with the posh localities of PECHS KDA
scheme No.1, Karsaz and Karachi’s Intemational Alrport

Hoardings are primarily used to supplement the advertising message.
They recall the brand name or institution, It is generally not liked by small
advertisers as it has little feedback for evaluating cost effectiveness. However,
the big advertisers, who are aware of the potential of outdoor medxum in bulld-_ :
ing, recall value, include it in their campaigns.

The larger than life, image of the product depicted on hoardings, acts
as a reminder, generating excitement. Qutdoor medium is exposed to all kinds
of people but it can be segmented according to the requirements of the adver-
tiser. Segmentation of a particular site would depend on the type of residential
areas or commercial locations. Tyre advertisers would prefer hoarding on
national highways. Advertisers of costly -cosmetics would like hoardings on the
main roads of the posh residential areas.

For consumer products, iike soft drinks, hoardings on Amarket'-places, '
railway stations, are considered good. :

Since a good number of hoardings installed at a place, create clutter,
advertisers prefer solus or semi solus position. Hoardings installed at the market
place give support to the consumer products or durables.

Whatever the cost of outdoor advertising it has to be viewed w1thm the
context of the overall media budget. If the budget is big it can utilised the
potential 6r outdoor advertising. In Pakistan, outdoor media except neon-
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signs, are comparatively the cheapest. The glow signs, which need electricity for
Hlumination are costly, because of the high cost of electricity and frequent
power breakdowns.

2.7  Summary of Unit One

In this Unit. we began by showing that both traditional and modemn
promotional methods used in Pakistan are on the same basic AIDA principle.
However, modern viewpoints on promotion are now far more s phisticated;
it is now believed that promotion persuades people to buy particular products
and services by changing attitudes and emphasizing the customers” interests.

We also discussed opposing views on the necessity of promotion. One
school of thought - believes that promotion usually tends to mislead people;
the opposing view is that without promotion it would not be possible to
raise our economic standard of living. Promotion is regarded as a necessity in
a large, developing éountry like Pakistan, and has now developed into a market-
ing profession. "Skilled practitioners use different kinds of promotional -tech-
niques. :

We discussed broadcast, print, cinema and outdoor advertising pain-
ting. These advertising methods has distinct characteristics. We also examined
- why their reach and pdpularity makes broadcast and print media highly desir-
able from the advertising standpoint. Practical aspects of certain outdoor
media in Pakistan were highlighted to show that these have a different role to
play in the overall promotional effort of a marketing company.

The objective of Unit One was firstly, to introduce you to the central
idea of promotion — its purpose and justification — and, secondly, to explain
and to make you- think about some major characteristics of important mass
media advertising in Pakistan. Thirdly, (but important) to provide you with a
sufficienty analytical perspective which could enable you to start comparing

the effectiveness of differen_t mass media.

Unit Oi;e snould give you a reasonably strong background for the Units
that follow later. . :

2.8 Self-Assessment Questions — 2
Q. 1.  Encircle the True or False statements.

(i) Forms of advertising were even in evidence T F
~ during the old civilizations.



2]

(i) Sophistication of promotional methodsand T F
techniques have changed considerably as
compared to the traditional methods.

(iii) Waston believes that effective promotion T F
and advertising must not always, convey to
the customer, the manufacturer's intensive
in him.

(iv) Advertising media may be classified into T F
mass media and classified mass media.

(v) Mass media do not exist for commercial T F.
advertising alone, their primary function
is to entertain people with messages that
. can be called advertising.

(vi) With the help of arithmetic we can conclude T F
that television message reaches between four
million and seven million Pakistanis daily.

(vii) T.V. spots vary iri length usually from 25 T F.
seconds to 80 seconds per spot. '

(viit) We can say that about 22 radio sets exist T F
per 2,000 persons in Pakistan.

‘ix) An estimated conclusion is that 8 to 9 T F
million receiver sets are currently owned in
Pakistan.

(x) In fact, radio is an excellent medium for the- T F

‘target of marketing.

(xi) Cinema sometime proves be an attractive T F
advertising source.

(xii) Advertjsing agencies believe that approxi- T F

mately 35 to 40 of cinema’s tota! potential
audience is actually exposed to cinema
advertising in Pakistan’s urban areas,

(xiif) There are about 1461 magazines being T F
published in Pakistan.
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(xiv) Average circulation of newspapers 1; about
18 to 17 per 100 persons.

(xv) Weekly magazines is an example of news-
paper distributed magazine supplement.

(xvi) Out door advertising is most often used as
a primary medium,

(xvii) Out door advertising is an excellent medium
for advertising.

(xviii) A significant difference between hoarding and
neonsign is that the latter can only be used
for advertising purpose after dusk, while
hoardmgs are clearly v:snble dunng day light.

" (xix)Out door advertising offers tremendous
potential to build, recall or remind about the
consumer or industrial products or services.

(xx) Sales promiotion persuades people to buy-
particular products and services by changing
their attitudes and emphasizing the customer
interests.

o
2

Encircle the Most Appropriate Answer

{1) Sales promotion consists of:

(a)' Advertising intended for short term sales

{b) Promotions mtended solely as retailers,

UNIT |

T

T

F

(<) Methods to’ separate pmSpects from non-pros-

pects

(d) Supplements to advertising and personal selling

intended to give an extra push for final sale

(e) Any promoponal activity not classified advertlsmg

(i) Promotion succeeds or fails depending on how wel)
it communicates pre-determmed information and atti

.tudes to the nght time and with the right cost,

T



(iii)

- (iv)

)

(vi)

(a)
(b)
(©)
(d)
(e)

(a)
{b)

(c)-

(d)
(&)

- Mr. A. Gafur

Mr. Sultan Mahmood
Mr. D. Lowe Waston
Mr. S. Majaro

Mr. Russell _Col!ey

Mass media includes

Neonsigns

Hoardings

Newspapers and magazines
T.V. & radios

d&c

Out door media includes:

(a)
(b)
(c)
(d)
(e)

Radio & T.V.

Hoarding and neonsigns
Newspaper and magazine
Plastic signs and posters
b & d are true

Which of the following is'not of an advantage to radio
as an advertising media:

: (a).

(b}

()
(d)
(e)

It is a family medium - )

It has commercials to appeal to various audience
segments

it can be aimed at very specific target ma:ket
There are a lot of stations from which to choose

It can be listened to virtually under any circum-
stances.

According to official data (1984) — daﬂy newspapers
being published in Pakistan.

{(a)
(b)
(c)
(@)
)

i20
125
122 .
118
140
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(vii) A widely accepted figure for readers per newspaper -
COpY i§——ram—namn pPersons per copy.

(viii) The advertising agencies render the following services
" to their clients.

{a) Manufacturer and install signs

{b) Responsible for reporting and maintenance
~{c) Give guarantees for product success

(d) a&Dbare true

(e) None of above

(ix) For consumer products like soft drinks, hoardings on
market place ————- are considered good.

(a) Mandi
(b) Bazar
(¢) Railway Stations
(@) Buses
~ (e) None of above -

3 ANSWERS

S.AQsNo.2

QNo! NDTATBEF@FET (G)T (MF (8) FO®F
MO TUDFADTUAINTAH F (US5)T(I6) F
ANTAHTANTCOT .

Q.No.2 (1)d(2)d(3)e(4)e (5) b 6)d(Mb(B)d(9)c
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INTRODUCTION

In the lasf Unff you ‘have learnt the conéépts ‘of sales promdtion in
detail. In this Unit, you will learn about the sales promotion methods and
concepts of sales promotion in further detail, Moreover different views of
Paklstam practitioners on. the sales promonon will be prov1ded 10 mtroduce
- the subject to Pakistan prospe_cnve‘ . .

OBJECTIVES
- By'studying this unit you will be'able to:
1) Explaiﬁ the distmct nature and purpose of sales promqtioh

7} Examine the sales promotion techniques used in Pakistan-

2 3) Analyse the different roles and functions of “sales 'promqtio‘ns.
- jn Pakistan and abroad. ' ‘
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2.3 Summary of Unit
2.4  Self Assessment Questions
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INTRODUCTION TO SALES PROMOTION METHODS

You will recall that, in Unit One, we made a clear distinction between
four different kinds of promotional methods. One of these methods is given the
terms “Sales Promotion” to distinguish it from -Advertising; Personal Selling
and other methods. Broadly, then, all such methods of promoting products
which do not use mass advertising media, salesmen, or direct mail and product
literature may be categorised together as **Sales Promotion™.

Let us take a few examples of sales promotion to clarify what we mean:

1)

3y,

4

If you have ever visited 2 Bata or Service shop you might have

observed that shoes are attractively displayed in the shop window
(this type of sales promotion is called ‘window displays’)

In some general merchants’ shop you might have noticed small
stands or racks on which products such as potato chips, or sweets,
or children’s garments are prominantly displayed (these can be
called “in-store product displays™); -

During the last few years there have been many Cricket Test

- matches and one-day internationals which have been telecast

by Pakistan Television; you may heard the TV Announcer often -
say that *‘this live telecast is being sponsored by Pakistan Tobacco
Co., the makers of Wills Cigarettes” (This form of sales pro-
motion, though it uses thé TV mass media, is usually called

" programme sponsorship).

On the popular TV programme “Neelam Ghar”sponsors,pmmote
many products such as cement, fans, toothpaste, ‘pan masala’
or “agarbatti”; thos¢ who participate in the quiz show are often

. called’ “guests of such-andsuch company” Also the compere

of the programme frequently promotes the products directly
to the people in the hall and to the people watching the pro-
gramme on TV (This sales promotion though using TV, is also
a kind of programine sponsorship) '
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Apart from these examples of Sales promotion, there are other sales

promotional techniques. All of them may be appropriately discussed in the
following broad categories: )

1.1 Point of sales promotion, which consists mainly of

(a} in —storé POS material and product displays.
{(b) Window displays
(c) Shop signs

1.2 “Beléw-—the—line” merchandising, under which we will look at

{a)  Consumer offers and incentive gift scheémes
(b) - Trade offers and bonus schemes

(c) TV programme and sports events sponsorships
(d) Stickers.

1.3~ Small-Group Product Demonstrations and Promotions, consisting of:

(a)  Promotional Van Selling
(b} . Mobile Van Film Shows
(c) Product Demonstrations
(d)  Specific Product Exhibitions

1.4  Special Sales Promotion Events

All the techniques mentioned above are different from mass media
advertising. Firstly, these are used in addition to regular advertising on TV
radio and print media; secondly, most often sales promotional techniques
are used to support or augment the mass metlia advertising effort; and thirdly,
while mass-media advertising may continue as a campaign for 12 months or

‘more, a particular sales promotional effort may often be used for a short
time of 2 to 3 months or less. .

2. CONCEPT AND PURPOSE OF SALES PROMOTION

The fundamental purpose -of sales ‘promotion is to avginent, support,
and assist the promotional eff3rt being conducted on broadeas:, print and out-
door mass media. An important aspect of ihis concept is the fact that, while
mass media advertising uses a standardised message and theme, sales promotion
technigues often exploit a currently popular fashion, or sport, or event in order
to promote a product a larger group o! porential customers.

A few examples will make this concept of sales promotion clear:
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On television and in the print media, during 198385 Reckitt

& Colman of Pakistan Ltd., has used a consistently used TV

to emphasise the effectiveness of ‘Cherry Blossom’ shoe polish

on childrens’ shoes which frequently get dirty. But in addition, in

1984 this mass media advertising was augmented by the company

with a “Cherry Blossom™ childrens’ painting competition, which
" carried prizes for the best paintings received.

During late 1985 and early 1986, Pakland Cement conducted a
TV and press media advertising campaign which emphasised the
theme *‘a binding force” for their product. In addition, however,
the company has augmented this advertising by offering a car as
a prize to winners of a quiz competition on the ‘Neeclam Ghar”
programme. The prize car is usually referred to as the ‘“Pakland
Car” in the programme. '

-

Activity No. 1 | In your town or area, in the last one year has any company
promoted a product by any means other than mass media
or outdoor advertising? The company may be a large or small
one. Try and analyse the reasons why this company used
these methods of sales promotion.

Activity No, 2 | Apart from the two exampleé given in Section I of this '
Unit, describe at least three more examples of companies
that have augmented and supported their mass-media adver-
tising with sales promotion techniques.

Activity No. 3 | Suppose that ‘Kalakola® Hair Colour and Hair Tonic is aggres-
: sively marketed in your town. :

 (a) Should the company use sales promotion, mass-media
advertising, or both? Why? Give at least two reasons.

(b) Suppose the company were to decide to use some sales

promotion techniques. Think creatively as to what kinds

_of techniques cualt be effective for their product in
your area.

2.1. Modem Views of Sales Promotion Methods

You must try and apprecmte that there are few umversally held views on
the role of sales promotion methods in the overall marketing strategy for a
product. Since sales promotion methods (as mentioned above) are frequently
designed to exploit a currently popular fashion, event or social phenomenon,
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its role would therefore largely depend on a country’s culture, educational
level, social set-up and stage of urbanisation,

A leading practitioner in the United Kingdom has this to say about the
modern role of sales promotion in developed countries: (Tony Gunning, Sales
Promotion Director, Richard Heath Ltd., UK, 1980). Remember that these
are views of a sales promotion professmnaj who is practising in an industria-
: hsed urbanised and developed country.

a)  Integration with Total Marketing Operation

Sales promotion, and by that is meant special consumer incentives
- aimed at persuading shoppers to buy products (games and competitions,
free premium offers, self-liquidating' offers, money-off packs and -
. coupons, extra-product packs, etc.) and  trade incentive designed to
encourage retailers to stock and fully display the product (special
- ‘bonuses, pioneer selling work, mystery-shopper campaigns, useful mer-
chandising equipment and interesting point-of-sale display, etc.) need to
be considered early in a new-product launch. This is the only positive
way of ensuring that sufficient funds are set aside to enable promotion
“and mercliandising to ‘b€ carried out on a proper scale. Early planning is
Also essential so as to enable the various options to be considered, re-
searched and evaluated in order to achieve the maximum cost effectwe-
ness.

B)  Promotional Aims

The first consideration, however, must be to decide what. preci-
'sely, promotion and merchandising are to achieve in the particular mar-
xetmg situation being faced. When the actual launch of the new product
is being discussed, the primary promotion and merchandising objectives
are likely to be couched in such terms as: ‘To achieve trial of the opti-
mum quantity in such a way as to encourage the consumer to repeat
+ purchase and develop loyalty within a prescribed period’. Such an objec-
tive, however, needs to be completely complementary with the advertis-
ing strategy for the new product and aiso with the promotion and mer-
chandising of the company’s other products. Also, it should take into
account the likely competitive activity at the time, and also the possible
reaction by them to the new launch.

The foregoing, of course, applies only to new products, When it
comes to existing products then the promotion and merchandising objec-
tives are quite different. In such cases the aim may be to increase fre-
quency of purchase, to stimulate additional use of the brand, to achieve
retail of a previously rejected product, to deepen brand lovalty of regular
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users or to defend the product from the attacks of its current or future
competitors, -

) Coordination

After the medium- and long-term aims have been decided on, the
planning now needs to be sufficiently advanced to allow for the best
development and coordination of the plan. In consumer promotions,
communications need to be simple and precise, warm and encouraging.
Pack flashes, for example, should be intrusive yet not undo all the good
work of the basic pack design. For its part, the show material should
create excitement around the product and the retailer’s store, and com-
mand: the best display sites because of its mechanical suitability. And
promotional main media support advertising should be designed to do
the same job. At the same time the marketing man needs to take every
possible step to ensure that the trade understands the company’s precise

"intentions. Because of security it isn't always possible to tell the trade
everything, but the company certainly needs to keep retailers well in-
formed. Another point to bear in mind is that in far too many cases
major trade buyers and even the competition know all about the com-
pany’s plans and the only people left wondering are the company’s
salesmen in the field. So if the promotion is aimed at the trade, then the
company needs to inform everyone concerned, not simply the local
wholesaler in the hope that will inform all his customers. Probably direct
mail can help here. But one word of waming! If direct mail is to be
effective then it needs to be planned carefully: the direct-mail firms
themselves need looking at particularly closely, they need to be well
brefed, and the actual printing needs placing with the printers to allow
plenty of time for the operation to be carried -out efficiently and well.
At the same time, thought needs to be given to the right trade and con-
sumer publicrelations activity surrounding the promotion so that
it fully complements other elements of the campaign. While needing
to exploit all worthwhile opportunities which could lead to extra sales,
money and effort should not be wasted on trying to make the whole
thing too elaborate.

d) Sales-force Presentation

-~ The presentatien o the sales force should contain all the key ele-
ments for success -- drama, personal incentive, realistic targeting. Only if.
this is done will the gales force feel sufficient enthusiasm for the project.
It is specially important that the salesman is left.in no doubt as to what
is required from him in the promotion and that is put properly into
perspective against his other responsibilities.
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e)  Increasing Promotional Activity

Over the next few years there will undoubtedly be many new
manufacturers who will start using those promotional technigues which
have hitherto been used almost exclusively in the packaged-goods busi-
ness. This will be particularly so in view of the fact that there is increa-
sing competition amongst hitherto non-competing companies, for the
consumer pound, For instance, the carpet manufacturer is increasingly
finding that te is in competition with the dishwasher manufacturer. As
this sért of marketing situation evolves more and more, so we will see
the breakdown of many trade traditions and agreemenis—presumably
some of this will be to the public good, and some far less so. But one
thing is certain: it will all change.

There will continue to be changes in the choice of below-the-line
activities so as t0 meet new consumer requirements. There w.lll also be
changes in the relationship of promotional activities to theme adverti-
sing. More and more marketing men and advertising agencxes are begin-
ning to recognize that advertising and promations are interdependent
parts of a total plan designed to gain or retain a major share of business,

Furthermore, there will be further changes in manufacturer/
retailer relationships. As the dust begins to settle around the current
own-label activity, manufacturers are going to ensure that the marketing
activity pumped into their branded products isn’t simply pilfered by pri-
vate labels. Likewise, large retail groups will gradually recognize the im-
portance of sales promotion and advertising to the generic development
of product groups like canned soups, convenience desserts, baked beans
and instant mashed potato. Manufacturers and retailers will unquestion-
ably start to-work closer together as this situation develops and much of
the current in-fighting with ‘display’ bonuses will disappear. Government
legislation may even play a part in these developments.

The role of sales promotion in the marketing mix is therefore due
for some changes., This means that each marketing man will need to
study his own situation and promote accordingly. The one thing that can
safely be forecasted is an increasing need for promotion in most product
fields. The more sophisticated marketing becomes, the closer the charac-
ter of competing products becomes and the more, therefore, the con-
sumer looks for the cherry on the cake, to help him make his of her
product choice.”

William T. Kelley (1970) an eminent marketing writer of the USA,
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provides a broader perspective on the scope and role of sales promotion
as seen in the context of the highly developed and competitive economy
of USA.

“TWO DECADES AGO, THERE WAS NO AGREEMENT among

- marketing people  that there was a separate sales promotion function.

In those days, a promotion was a shortsun push to gain a short-run goal

-~ to clean out some old stock, to put extra pressure beliind a lagging

product, and the like. If was sporadic and unplanned. It was therefore

a minor activity related either to advertising or personal selling, and it
main}y utilized direct-action stimuli. :

About a decade ago there was a tendency to try to broader the
term “sales promotion™ to express the idea of the overall coordination of
advertising selling, and public relations - all the channels of communi-
cation of advertising, selling, and public relations — all the channels of
communicauon from the company to the market, be it industrial or ulti-
mate consumer.

Laterly, the word *sales” has generally been dropped from the
designation, and the simple term “promotion™ has come to mean the
overall coordination of advertising, selling, and publicity.

The author favours the following definition as one that is becom-
ing widely used, is close to the official definition of the American Mar-
keting - Association, and conforms to organizational patterns found in
modern American business practice: ‘‘Sales promotion encompasses
those specialized activities other ‘than personal selling, advertising, 2nd
publicity which are calculated to make mass advertising and personal
selling more effective in bringing about transfers in ownership and in
moving goods expeditiously from the manufacturer to the consumer™

Sales promotion methods take the product or service supplied by
the company as given ana add plus values — something extra to “‘sweeten
up the deal™ or 10 call aitention to the product connected with the sales
promotion device. Thus salcs promotion is a helping function designed
to make all other marketixg activities more effective and efficient.

f) Functional hsﬁﬁcation for Sales Promotion.

Sales promotion is fully justified under valid division-of-labour
principies.






