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Learning Outcomes
ALT and BLT

Promotion to include:
• sales promotion, advertising processes, publicity,
personal selling and exhibitions and trade fairs;
development of promotional strategies for a range of
products;

Above the line Promotion uses independent media and
is aimed at a mass audience. Capable of establishing new
brand identities the promotional activities are normally
carried out through the mass media e.g.: TV’s, Billboards,
Radio, and Magazines.

Promotion
Promotion is an important part of a marketing strategy for a
business selling a product or service. The aim of promotion
is to raise the consumer’s awareness of the price and quality
of a product or service. Promotion is important at all stages
of a products life-cycle because the target market need to
be reminded about its existence to ensure that sales are
maintained.

•

Attract new customers;

•

Retain existing customers;

•

Inform and remind;

•

Encourage brand switching; and

•

Create a brand image.

The types of processes that are used to achieve this by
businesses are as follows:
• Personal selling;
• Packaging and merchandising;
• Sales promotions;
• Advertising; and
• Public Relations.
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Effective promotion will:
• Increase sales;

Below the Line Promotion uses other forms of media which
allows a business to target potential consumers directly
using less conventional forms of advertising e.g.: direct mail
e-mail etc.
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•

There are two main types of advertising techniques these
are known as Above the Line Promotion (ALT) and Below
the Line Promotion (BLT).

Businesses will use a combination of these different
promotional and advertising techniques to raise the
awareness of their products with their target audience.
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Personal Selling

Advantages of this are:
•

What is it?
A Sales Person is employed by a company to sell a product
or service on behalf of the company.

Disadvantages of this are:
•

Advantages of this are:
•
•

Sales person is well trained in the approaches and
techniques of personal selling.

Quickly recognized and accepted in the market place.

Each sales promotion should be carefully priced and
compared with the next best alternative. Failure to do so
could result in massive market competition.

These incentives are used to bring about a quick increase
in sales and are also used to entice buyers to continue
purchasing.

Sales person can develop very good personal
relationships with customers.

Disadvantages of this are:
Very expensive and should only be used where there is
a genuine return on investment e.g.: Salesmen are often
used to sell where the profit margin is high.

Polka Dot/Thinkstock

•
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Public Relations (PR)

Sales Promotion
What is it?

Public Relations is defined as ‘the deliberate, planned
and sustained effort to establish and maintain mutual
understanding between an organization and its public’
(Institute of Public Relations).
Public Relations is the way a company promotes its
image to particular groups e.g.: employee’s shareholders,
customers or the general public for example through Sports
sponsorship:
• Golf – Bearing point e.g.: Rory McIlroy - Jumeirah
•

Soccer – Arsenal - Emirates

•

Money-off promotions,

•

Rugby – Ireland - O2

•

Competitions,

•

GAA – Down – Canal Court Hotel

•

Free accessories

•

Introductory offers.

•

Loyalty card e.g.: Tesco

Advantages of this are:
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Sales Promotions are the ways in which businesses attempt
to persuade consumers to purchase their goods or services
through various incentives e.g.:
• Buy One Get One Free (BOGOF).

What is it?

•

It is relatively cheap

•

Depending on the media outlet, a story mentioning
a company may be picked up by other media outlets,
thus, spreading a single story worldwide and as a result
promotion for the business.

•

Successful strategies tend to be long-term and plan for
all eventualities.
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Disadvantages of this are:

Advantages of this are:

•

•

Very good for making new contacts and renewing old
ones.

•

Access to a large number of potential buyers at one time
and in one place.

•

Instant feedback on products and pricing.

•

Learn about markets, products, trends and product
competition.

•

Identify new market opportunities.

•

Experience the market in the country where the show is
held.

A lot of customer disappointment if there is a failure in
the product or service.
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•

Companies do not have direct control over what
message is delivered (if any) and where it is placed for
delivery.

Trade Fairs and Exhibitions
Disadvantages of this are:

Offering companies the opportunity to meet with the
consumer. Their purpose is to increase sales, awareness and
develop contacts and provede networking opportunities.

•

Expensive.

•

Time consuming.

•

Very competitive.

•

May not be cost-effective.

•

Takes time to become established at a show.

•

No instant results or guarantees.
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A trade show is an event that is organised for businesses in
a specific industry so that they can exhibit and demonstrate
their products and services to potential customers.
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What is it?
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Advertising

Advantages of this are:
•

A huge number of people can be reached in a
geographic area.

•

The advert can be as large as required to communicate
as much of the product as possible.

•

Quick turn-around.

•

Reach intended target market.

What is it?
Advertising is the process of communicating information
about a product or service to as many potential customers
in the specific target market as possible. The main aim of
advertising is to secure sales.
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Advertising is a ‘paid for’ communication. All forms of
advertising should develop awareness of the product and
encourage consumer purchases.

There are many types of advertising ‘media’ such as:
• Newspapers
Journals

•

Viral Campaigns

•

Television

•

Magazines

•

Cinema

•

Outdoor advertising

•

Word of mouth

•

Can be expensive.

•

A lot of competition from other advertisers.

•

Not cost-effective for smaller businesses.

•

The market that views the advert may not be the target
market that buys the product.
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•

Disadvantages of this are:
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The diagrams below illustrate the three main distribution
channels used by businesses:

The type of advertising campaign chosen to promote a
product or service, will depend on a number of factors:
• Nature of product
•

Target Market

•

Stage in the life-cycle

•

Budget

•

Competition

Channel 1:

Manufacturer

Wholesaler
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Retailer

Distributors
All products need outlets through which they can be
purchased. The purpose of distribution is to ensure that
this happens by ensuring that the right quantity of the
product is at the right place at the right time. To achieve this
distributors’ need to create a distribution channel. A channel
of distribution is the way in which products pass from the
manufacturer to the consumer. Not all products follow
the same channel of distribution. The channel chosen will
depend on a range of factors including:
• Type of good;
•

Value of good;

•

Life-span;

•

Costs involved;

•

Demand for the goods; and

•

Competition for the goods.

Consumer

This channel of distribution
suits the smaller retailers
because they can order
products when required
thus removing the need for
storage space.
Businesses that use this
channel of distribution are
for example Deli-lites
Sandwich Bar

Channel 2:

Manufacturer

Retailer

Consumer
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Used predominantly by
small medium sized
businesses who have:
• Low or no purchasing
power
• Small orders
• No storage

Used predominantly by
large businesses who have:
• Large orders
• Strong purchasing
power
• Storage facilities
This channel of distribution
allows these businesses to
deal direct with the
manufacturers and as a
result can create lower
costs for the business
which can then lead to
lower prices for the
customers.
Businesses that use this
channel of distribution are:
• Sainsbury, Tescos,
ASDA, Dreams, B&Q
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Channel 3:

Manufacturer

The message should support the features and characteristics
of your product.
Used predominantly by
micro-enterprises who have:
• Exclusive products
• Small target market
• Fresh products

Consumer
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In this channel of
distribution the
manufacturer is the only
business and the preferred
route to market is direct
with the consumer. This
allows the business to build
loyalty and build and create
a strong consumer base.
Companies with effective slogans:
• Nike: ‘Just do it’

Businesses that use this
channel of distribution are:
• Farm shops, Jewellers,
Artists

•

Toyota: ‘The car in front is a Toyota’

Q. Can you think of any more slogan or logos?

Promotional strategies used for
a range of products.

Push & Pull Strategies

A range of strategies can be implemented to pro-long the
life-cycle of a product or service such as:
• Modifying the product

Push Strategy

Altering the packaging

•

Reducing the price

•

Exporting the product to new markets

Push Strategy
Manufacturer
Promotion

•

Wholesaler
Retailer
Consumer
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Fig. 1

This strategy is used when the company wants to use some
of their marketing effort to convince retailers to stock the
product. A range of promotional strategies can be used to
achieve this. The product is pushed onto the retailer, hence
the name.

Message & Media Strategy
An efficient communication should include of a well thought
out message strategy. Several questions should be asked
before deciding upon a slogan or logo.
1. What message are you trying to express to your target
audience?
2. How are you going to deliver that message?
3. Will branding be used to deliver the message?
4. Will it be a Slogan or Logo design?
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Promotion through the Product life
cycle

Pull strategy

The product life-cycle refers to the phases which most
products go through between their first introduction to the
market and their eventual decline in sales which may lead to
the end of the products production.

Pull Strategy
Manufacturer
Promotion

Wholesaler
Retailer

Promotion through PLC
Growth
Sales

Consumer
Fig. 2

This strategy is used when the company wants to promote
their product in order to create demand within consumers.
Consumers pull the product through several distribution
channels. This is done by the consumer entering retailers
and outlets and asking about the product, which in turn
forces retailers and wholesalers to stock them.
Companies tend to use both strategies in order to promote a
product to retailer and consumer.

Maturity

Introduction

Reminder
advertising

Information
advertising Persuasive
advertising

Decline

Increase
brand loyalty

Increase
awareness

Price and promotion
changed to increase life
of product

Time

Source: www.learnmarketing.net

As a product moves through the product lifecycle different
promotional strategies should be used to ensure the
products prolonged life.

Communication Model - AIDA

Introduction
Interest

Attention

Desire

Action

AIDA is an Acronym for Attention, Interest, Desire, Action.
When a product is first launched the objective is to grasp the
awareness of the consumer.

When a product is new a business’s objective will be to
inform the target audience of its entry into the market.
Initially sales are slow to build as distribution and customers
take time to accept and become aware of the product.
Promotion of the product at this stage raises the consumer’s
awareness of the product. This will normally take the form of
a launch strategy. Marketing expenses are particularly high
at this stage of the life-cycle as businesses use the following
types of media: Television, radio, magazine, coupons all used
to push the product through the introduction stage.

2. Once you grab attention how can you hold Interest?
• Through promoting features,
• Clearly stating what benefit’s the product has to offer
3. How can you make the product attractive to the
consumer?
• By demonstrating it’s capabilities and features
4. Finally if the company starts and continues to make sales
then the strategy has been a success.
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1. How can a company use its abilities to achieve this?
• Use celebrities, sporting figures etc to sell products

The types of pricing strategies used during this stage could
be:
Skimming – Prices kept high and as a result total sales may
be low but the profit margin is high due to the high prices.
Penetration pricing – Prices are put lower than the
competitors products to persuade people to buy.
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Growth

Decline

The growth stage is that stage of the cycle where it is clear
that the product has been accepted by the market. Sales will
rise rapidly during this period and as a result a business will
normally spend less money on advertising in comparison to
the introduction stage as the product has been accepted by
the market.

As the product reaches the decline stage sales begin to drop.
A business would during this stage try to extend this period
of the cycle for as long as possible, until any remaining
stock is sold. A business would not invest in any marketing
strategies at this stage, preferring instead to take whatever
remaining profit it can from the product.

Larger quantities of the product will be produced during
this stage to meet demand. Depending on the product that
is being sold and its uniqueness a business would consider
widening the markets the product is offered in e.g.: Export
markets
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The pricing strategy used during this stage of the cycle
would normally be competitive pricing as more competitors
appear in the market.

Revision questions
1.

Explain what promotion is and list five objectives of it?

2.

(i) What is Personal Selling?
(ii) List two advantages of Personal Selling.

Maturity

(iii) List two disadvantages of the Personal Selling.
3.

How is Promotion affected throughout the Product Life
Cycle?
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The maturity stage is often the longest period within a
products life-cycle. During this stage sales are lower due
to market saturation as a result of competitors joining
the market and the demand for the product being low.
A business may decide to introduce a more persuasive
advertising and sales and promotional strategy during
this period by introducing a price cutting strategy and
introducing sales promotion techniques such as: Buy One
Get One Free (BOGOF) to encourage consumers to purchase
their product over the competition. A long term business
strategy would be to develop new products or to redesign
existing products to re-capture the markets interest.
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