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Learning Outcomes
At the end of this unit students should be able 
to:

• describe, explain and evaluate the following 
methods of promotion (advertising, sales 
promotion, sponsorship and PR);

• explain how social media can be used to promote 
business activity;

• identify and justify the most appropriate 
methods of promotion in particular 
circumstances.

Setting the Scene
Share a Coke
In the past several years, soda manufacturers 
have experienced declining sales due to increased 
demand for bottled water and low calorie soft 
drinks. Coca Cola broke this falling trend in sales by 
launching its ‘Share a Coke’ marketing campaign. 
Share a Coke involved Coca Cola swapping 
its famous logo for people’s names, allowing 
consumers to buy personalised bottles and cans. 
The campaign was a great success, Chris Ross, 
Senior Brand Activation Manager stated: 

“Share a Coke is about taking our global 
brand and making it personal to our 
consumers, giving them the chance to 
Share a personalised Coke with friends or 
loved ones and creating special moments 
of happiness, and memories. In 2014, we 
were able to deliver many more moments of 
happiness by giving everyone the chance to 
share, with over 1,000 names on shelf and 

over 500,000 names available through the 
Share a Coke online store. The reaction to 
our campaign has been fantastic to watch 
and be part of.” 

The campaign went beyond personalised bottles 
and cans. Coke created interactive billboards 
and websites as well as travelling kiosks where 
customers could get messages and names printed 
onto Coke products. Social media played a huge 
role in the success of this campaign as people 
shared selfies, memories, and special moments. 

Promotion

Promotion is the process by which businesses such 
as Coca Cola communicate information about their 
products in an attempt to persuade consumers to 
purchase them.

There are a wide range of different activities which 
fall under the heading of promotion, however the 
two most common promotional methods are: 
Advertising and Sales Promotions.
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1. Advertising
Advertising refers to the process of drawing 
attention to a product, a brand or a company. The 
objective of advertising is to inform consumers 
about the product and to persuade those 
consumers to purchase the product.

There is a wide range of different advertising media, 
the most common of which are shown below:

Methods of advertising
1. T.V.
Firms such as Coca Cola spend millions of pounds 
advertising their products on TV each year. The 
main advantage of TV as a medium of advertising 
is that it can reach a wide audience, however, it is 
very expensive and with the expansion of digital 
TV, channel hopping occurs so TV advertising has 
become less effective.

2. Radio
Many firms prefer to advertise on the radio since it 
is much cheaper than TV while also having a wide 
population coverage. An added benefit is that there 
is also much less channel hopping.

However, radio advertising lacks the visual impact 
of TV and therefore is less memorable. In addition 
only a limited amount of information can be carried 
on each ad. For this reason spending on radio 
advertising has been decreasing in recent years.

3. Cinema

The cinema it is a relatively cheap medium which 
has the added advantage of a captive audience who 
can’t switch channels. However, its reach is limited 
to audience numbers.

4. Billboards/posters
Billboards are relatively cheap and can reach a 
wide audience and for that reason they are a very 
popular medium of advertising. However, they tend 
to be ignored and can only carry limited amounts 
of information.

5. Newspapers/Magazines
Newspapers can carry a lot of information and 
can be used to reach particular market segments. 
However, they can be very expensive and the ad can 
be lost among the large number of other ads.

6. Internet
Firms are increasingly using the internet as a 
medium of advertising. This is because the internet 
has a worldwide potential audience and the ads 
can contain large amounts of information. However 
the problem with the internet is that the audience 
is limited to those who use it and the fact that 
internet pop-ups can irritate consumers.

2. Sales Promotion
The term sales promotion refers to any short 
term incentive used to encourage consumers to 
purchase a good or service. Firms such as Coca Cola 
can choose from a wide range of alternative sales 
promotion strategies which include:

Price reductions/discounts
Firms often use short term price reductions or 
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discounts to encourage consumers to purchase a 
product. A variation on this strategy is the special 
offer where goods are sold in greater quantities but 
at an original price. Examples include, 25% extra 
free or buy one get one free (BOGOF).

Loss leaders
Loss leaders are items which are sold below cost 
(i.e. at a loss) to attract consumers into the store. 
It is hoped that when consumers enter the store 
to purchase the loss leader they will also purchase 
other full price items and therefore the retailer will 
recover the cost of the loss leader.

Competitions
Firms often use competitions to encourage 
consumers to purchase a product. This is a strategy 
commonly used by the publishers of newspapers 
who offer foreign holidays or new cars as a prize.

Money back/ money off coupons
In some cases coupons are included on the 
packaging of a product which entitles the consumer 
to a discount when they purchase the product 
again. The aim of this strategy is to encourage 
repeat purchases and therefore build customer 
loyalty.

Free gifts
Some products include a free gift when a purchase 
is made. For example, the publishers of women’s 
magazines often include gifts such as make up 
bags.

3. Sponsorship
Many large businesses will sponsor an event, team 
or individual in order to build up brand awareness.  

4. Public Relations (PR)
Public relations is a method of promotion that 
tries to create a positive image for a company.  
All businesses want to have a good reputation; 
a business can build up positive publicity by for 
example organising a charity event.

Case Study
SUZUKI 
Suzuki, car manufacturer, has teamed up with ITV 
to sponsor Ant and Dec’s Saturday night Takeaway. 
At a cost of £20 million, this two year deal allows 
Suzuki to build massive brand awareness, aimed at 
a family audience. Suzuki’s key aim is to use this 
iconic programme, to stimulate people’s interest 
in order to motivate them enough to go to a Suzuki 
dealership and purchase a car.

Suzuki GB’s Director, Sales and Marketing, Dale 
Wyatt, said:

“Ant & Dec’s Saturday Night Takeaway 
plays a huge part in British family life and 
represents all the values we strive for. We’re 
very excited to be partnering with ITV to 
deliver a partnership of such scale and with a 
level of integration not seen before.”

1. Evaluate Suzuki’s decision to sponsor ITVs 
Saturday Night Takeway. [4]

Key Terms
• Promotion is the process by which businesses 

communicate information about their products in 
an attempt to persuade consumers to buy them.

• Advertising refers to the process of drawing 
attention to a product, a brand or a company.

• Loss leaders are items which are sold at a loss to 
attract consumers into the store.

• Sales promotions are short term incentives used 
to encourage consumers to purchase a good or 
service, e.g. BOGOF.

• Sponsorship is a method of promotion where a 
company pays to be associated with a particular 
event, team or individual. 

• Public Relations (PR) is the relationship between 
the business and the public.
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Revision questions
1. What is meant by the term promotion? [2]

2. What are the two main functions of  
advertising? [2]

3. What advantage does TV advertising have over 
radio advertising? [3]

4. What is meant by a captive audience? [1]

5. Give two reasons why internet advertising is on 
the increase. [2]

6. Explain 3 alternative forms of sales promotion 
which could be used by Suzuki to promote sales 
of a new model of car. [3]

7. Explain how Coca Cola may use social media to 
advertise its products. [3]
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