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Series 1: Foundations of Integrated Marketing
Communications

Series outline
1.1 Concept and Scope of Integrated Marketing Communications

e 1.1.1 Definition and Evolution of IMC
e 1.1.2 Importance of IMC in Modern Marketing
e 1.1.3 Relationship between IMC and Overall Marketing Strategy

1.2 Role of Advertising and Promotion within IMC

e 1.2.1 Advertising as a Communication Tool
e 1.2.2 Promotion and its Strategic Role in Marketing
e 1.2.3 Integration of Advertising and Promotion for Effectiveness

1.3 Key Factors in Planning and Deyeloping IMC Campaigns

e 1.3.1 Creative Strategy in Communication
e 1.3.2 Media Strategy and Selection
o 1.3.3 Behavioural, Cultural, and Social Influences on Communication

1.4 Strategic Foundations of IMC Programmes

e 1.4.1 Establishing Objectives through Situation Analysis
e 1.4.2 Developing Messages and Communication Strategies
e 1.4.3 Testing Effectiveness and Managing Client—Agency Relationships

Introduction

In today’s.competitive marketplace, organisations must communicate with their audiences in
ways that are clear, consistent, and persuasive. Integrated Marketing Communications (IMC)
provides a framework for combining advertising, promotion, and other communication tools into
aunified strategy that strengthens brand identity and builds lasting relationships with customers.
This Series introduces you to the foundations of IMC, helping you to see how it fits within the
broader field of marketing and why it is essential for modern business practice.

The aim of this Series is to equip you with the knowledge and skills needed to define the scope
of IMC, explain its role in marketing, and apply key principles in planning and developing
communication strategies.

We shall commence this Series by examining the concept and scope of Integrated Marketing
Communications, including its definition, evolution, and importance. Next, we will explore the
role of advertising and promotion within IMC, focusing on how these tools contribute to
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marketing strategy. Subsequently, we will analyse the key factors involved in planning and
developing IMC campaigns, such as creative and media strategies, as well as behavioural and
cultural influences. Finally, we will wrap up by considering the strategic foundations of IMC
programmes, including the establishment of objectives, message development, effectiveness
testing, and client—agency relationships.

Series Learning Qutcomes
Upon completing this Series, you should be able to:

e 2.1 define Integrated Marketing Communications and explain its evolution within the
field of marketing,

e 2.2 analyse the importance of IMC in supporting overall marketing strategy,
e 2.3 explain the role of advertising and promotion as key components of IMC,

e 2.4 evaluate creative and media strategies in the planning.and development of IMC
campaigns,

e 2.5 assess behavioural, cultural, and social influences on marketing communication, and

e 2.6 design strategic foundations for IMC programmes by establishing objectives,
developing messages, and managing client—agency relationships.

1.1 Concept and Scope of Integrated Marketing
Communications

1.1.1 Definition and evolution of IMC

Integrated Marketing Communications (IMC) refers to the strategic coordination of all
promotional tools @and communication channels to deliver a consistent message about an
organisation, product, or service. It ensures that advertising, sales promotion, public relations,
direct marketing, and interactive marketing work together harmoniously. The evolution of IMC
can be traced from traditional-advertising, which focused mainly on mass media, to modern
approaches that integrate multiple platforms and emphasise customer engagement.
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Figure 1.1 Evolution of Integrated Marketing
Communications
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Figure 1.1 Evolution of Integrated Marketing Communications
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Fill in'the blank: IMC ensures that all promotional tools and communication channels deliver a
message.

1.1.2 Importance of IMC in modern marketing

The importance of IMC lies in its ability to create synergy among different communication tools.
By presenting a unified message, organisations can strengthen brand identity, build trust, and
improve customer loyalty. IMC also helps reduce duplication of efforts and ensures efficient use
of resources. In today’s fragmented media environment, where consumers are exposed to
multiple messages across diverse platforms, IMC provides clarity and consistency.
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Plate 1.1
Unified brand

communication through IMC
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Fill in the blank: IMC strengthens identity by presenting a unified message across
different platforms.

1.1.3 Relationship between IMC and overall marketing strategy

IMC is not a stand-alone activity but a vital component of the overall marketing strategy. It
aligns communication objectives with organisational goals, ensuring that promotional activities
support broader marketing plans such as market positioning, segmentation, and targeting. By
integrating communication tools, IMC enhances the effectiveness of campaigns and contributes
to achieving long-term business objectives.

o
-t LA-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



Box 1.1 Key linkages between
IMC and marketing strategy

Key Linkages between IMC and Marketing Strategy

o @ Positioning: Define brand identity and value proposition.

Segmentation & Tareting: Reach specific audience groups
effectively

channels

Relationship Management: Foster customer
loyalty and engagement

L 4

. ’ Brand Building: Create consistent image & message across

Box 1.1 Key linkages betwen IMC and marketing strategy @

Fill in'the blank: IMC aligns communication objectives with goals to support broader
marketing plans.

Pilot questions 1.1

1.. Which term refers to the coordination of all promotional tools to deliver a consistent
message?

2. What is one major advantage of IMC in a fragmented media environment?
3. How does IMC contribute to brand identity?

4. Which marketing elements does IMC align with organisational goals?

5. What is the main difference between traditional advertising and IMC?
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1.2 Role of Advertising and Promotion within IMC

1.2.1 Advertising as a communication tool

Advertising is a paid form of non-personal communication that uses various media channels to
inform, persuade, or remind target audiences about products, services, or ideas. It plays a central
role in Integrated Marketing Communications by creating awareness and shaping consumer
perceptions. Advertising can be delivered through television, radio, print, outdoor displays, and
digital platforms, each offering unique advantages in reaching audiences.

Figure 1.2 Advertising channels in IMC
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Figure 1.2 Advertising channels in IMC

Fill in the blank: Advertising is a paid form of communication that informs, persuades,
or reminds audiences.
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1.2.2 Promotion and its strategic role in marketing

Promotion refers to the activities designed to stimulate demand and encourage purchase of
products or services. It includes tools such as sales promotions, discounts, contests, and loyalty
programmes. Promotion is strategic because it directly influences consumer behaviour and
supports short-term sales objectives while reinforcing long-term brand loyalty. Within IMC,
promotion complements advertising by providing incentives that encourage immediate action.

Plate 1.2 Promotional tools
supporting IMC

i

Discounts: Price Coupons: Contests & Giveaways: Loyalty Programs:
reductions & offers Vouchers & codes Prizes & sweepstakes Rewards & points

Plate 1.2 Promotional tools supporting IMC lf >
OER
Fill in the blank: Promotion activities are designed to stimulate and encourage purchase

of products or services.
1.2.3 Integration of advertising and promotion for effectiveness
o
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The integration of advertising and promotion ensures that both long-term brand building and
short-term sales objectives are achieved. Advertising creates awareness and builds brand equity,
while promotion drives immediate consumer response. When combined strategically, they
reinforce each other, delivering consistent messages and maximising impact. For example, an
advertising campaign may highlight a product’s benefits, while a promotional offer encourages
customers to try it.

Box 1.2 Complenntary roles of
advertising and promotion

( Compleentary Roles of Advertising \

Promotion
Advertising: Promotion
Builds Brand Awareness: Drives Immedaite Action:
Creates-long-lorng brand Offers incentives for quick
image and recognition. quick purchase.

Informs & Educates:
Communicates product
features and value

Generates Sales Boosts:
Short-term spikes through
discounts & offers

\_ v

Box 1.2 Complenttary roles of advertising and promotion ﬁ

Fill in the blank: Advertising builds brand equity, while promotion drives immediate
response.

Pilot questions 1.2
1. What is the defining characteristic of advertising as a communication tool?
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2. Name two promotional activities that stimulate demand.
3. How does promotion complement advertising within IMC?
4. What is the main difference between advertising objectives and promotion objectives?

5. Give one example of how advertising and promotion can be integrated for effectiveness.

1.3 Key Factors in Planning and Developing IMC
Campaigns
1.3.1 Creative strategy in communication

Creative strategy refers to the plan that guides how a brand’s message will be expressed in
advertising and promotional campaigns. It involves deciding on the theme, tone, and style of
communication to ensure that the message resonates with the target audience. A strong creative
strategy captures attention, builds emotional connection, and differentiates the brand from
competitors.
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Figure 1.3 Elements of creative
strategy in IMC
Q- Theme
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Figure 1.3 Elements of creative strategy in IMC

Fill in'the blank: A strong creative strategy helps to build connection with the target
audience.

1.3.2 Media strategy and selection

Media strategy refers to the plan for choosing the most appropriate channels to deliver the
brand’s message. It involves selecting media types such as television, radio, print, digital
platforms, and outdoor advertising, based on audience reach, cost, and effectiveness. Effective
media selection ensures that the message is delivered to the right audience at the right time and
in the right place.
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Plate 1.3 Media platforms in IMC strategy
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Plate 1.3 Media platforms in IMC strategy &%

Fill in'the blank: Media strategy ensures that the message is delivered to the right at the
right time.

1.3.3 Behavioural, cultural, and social influences on communication

Behavioural influences refer to the psychological factors that affect how consumers respond to
marketing messages, such as motivation, perception, and learning. Cultural influences involve
shared values, beliefs, and traditions that shape consumer preferences and communication styles.
Social influences include family, peer groups, and social networks that affect decision-making.
Recognising these influences allows marketers to design campaigns that are relevant and
respectful of audience contexts.

)
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Box 1.3 Key behavioual, cultural, and social
influences on IMC

4 )

Behavioural Influences

(®) Decision-Making Process: Rational vs. emotional
= Learning & Attitude: Past experiences, brand perception

Cultural Influences

(® Values & Beliefs: Individullism vs. collectivisim
= Language & Symbols: Local idioms, visual meaning

Social Influences

(® Reference Groups: Family, friends, influencers
= Social Trends: Digital adoption, sustainability

. g

Box 1.3 Key behavioual, cultural, and social influences on IMC

Fill in'the blank: Cultural influences involve shared , beliefs, and traditions that shape
consumer preferences.

Pilot questions 1.3
1.. Whatis the purpose of a creative strategy in IMC?

2. Name two elements that make up a creative strategy.
3. What factors should be considered when selecting media channels?
4. How do behavioural influences affect consumer responses to marketing messages?

5. Give one example of a cultural or social influence that shapes communication.
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1.4 Strategic Foundations of IMC Programmes

1.4.1 Establishing objectives through situation analysis

Situation analysis is the process of examining internal and external factors that affect an
organisation’s marketing communication. It involves assessing the company’s strengths,
weaknesses, opportunities, and threats, as well as understanding the competitive environment
and consumer behaviour. Clear objectives can then be established to guide the IMC programme,
ensuring that communication activities are purposeful and measurable.

Figure 1.4 Situation analysis as the basis for
IMC objectives
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Figure 1.4 Situation analysis as the basis for IMC objectives

Fill in the blank: Situation analysis helps organisations establish clear that guide IMC
programmes.
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1.4.2 Developing messages and communication strategies

Message development refers to the creation of content that conveys the intended brand meaning
to the target audience. Effective messages are clear, persuasive, and aligned with the
organisation’s objectives. Communication strategies determine how these messages will be
delivered, including the choice of tone, style, and channel. Together, message development and
communication strategies ensure that audiences receive consistent and impactful information.

Plate 1.4 Message development across
communication channels
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Plate 1.4 Message development across communication channels

Fill in the blank: Effective messages must be clear, persuasive, and aligned with organisational

1.4.3 Testing effectiveness and managing client—agency relationships
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Effectiveness testing involves evaluating whether IMC campaigns achieve their intended
objectives. Methods include surveys, focus groups, sales data analysis, and digital metrics such
as click-through rates. Testing provides feedback that helps refine future campaigns. Client—
agency relationships are also critical, as agencies often manage creative and media aspects of
IMC. Strong collaboration ensures that campaigns are innovative, efficient, and aligned with
client expectations.

Box 1.4 Tools for effectivhess
Testing in IMC

Tools for Effectveness Testing in IMC
Surveys & Questinonines: Gather audience
feedback & perception

Focus Groups & Interviews:
Qualitive insights into of reactions

X 9 [k

Sales & CRM Data: Measure impact on sales & customer behavior|

Digital Analytics: Track website traffic,
\ engagement, & conversions )

&l

Box 1.4 Tools for effectvness testing in IMC q
OE

Fill in the blank: Effectiveness testing provides that helps refine future IMC campaigns.

Pilot questions 1.4
1. What is the purpose of situation analysis in IMC?

2. Name two elements of message development.
il
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3. How do communication strategies support message delivery?
4. What are two methods used to test campaign effectiveness?

5. Why are client—agency relationships important in IMC programmes?

Series Summary

This Series introduced the foundations of Integrated Marketing Communications (IMC),
highlighting its relevance as a core element of modern marketing strategy. We began by defining
IMC and tracing its evolution from traditional advertising to integrated approaches, then
examined the importance of IMC in creating synergy across communication tools and its
relationship with overall marketing strategy.

We continued by exploring the role of advertising and promotion, showing how they
complement each other to achieve both long-term brand building and short-term sales objectives.
Following that, we analysed key factors in planning and developing IMC campaigns, including
creative and media strategies, as well as behavioural, cultural, and social influences. Finally, we
considered the strategic foundations of IMC programmes, focusing on situation analysis,
message development, effectiveness testing, and client—agency relationships. By completing this
Series, you should now be able to define IMC, explain its role in marketing, evaluate creative
and media strategies, assess behavioural and cultural influences; and design strategic foundations
for IMC programmes, as outlined in the Series Learning Outcomes.

Glossary of Terms

e Advertising: A paid form of non-personal communication that uses media channels to
inform, persuade, or remind audiences.

o Behavioural influences: Psychological factors such as motivation, perception, and
learning that affect consumer responses to marketing messages.

o Client-agency relationships: The collaboration between organisations and advertising
agencies to manage creative and media aspects of IMC.

o Creative strategy: A plan that guides how a brand’s message will be expressed in
advertising and promotional campaigns.

e [ Cultural influences: Shared values, beliefs, and traditions that shape consumer
preferences and communication styles.

o Integrated Marketing Communications (IMC): The strategic coordination of all
prometional tools and communication channels to deliver a consistent message.

e  Media strategy: The plan for selecting appropriate channels to deliver a brand’s message
effectively to the target audience.

e Message development: The creation of content that conveys the intended brand meaning
to the target audience.

e Promotion: Activities designed to stimulate demand and encourage purchase, such as
discounts, contests, and loyalty programmes.
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o Situation analysis: The process of examining internal and external factors to establish
clear objectives for IMC programmes.

e Social influences: The impact of family, peer groups, and social networks on consumer
decision-making.

Concept Check Questions [Series 1]
Objective questions
1. Define Integrated Marketing Communications. (Linked to SLO 2.1)

2. Which promotional activity is designed to stimulate immediate consumer response?
(Linked to SLO 2.3)

3. Identify one tool used in effectiveness testing of IMC campaigns. (Linked to SLO 2.6)

Short-answer questions

4, Explain how advertising and promotion complement each other indMC. (Linked to SLO
2.3)
5. Describe two behavioural influences that affect consumer responses to marketing

communication. (Linked to SLO 2.5)
6. What is the purpose of situation analysis in IMC programmes? (Linked to SLO 2.6)
Long-answer questions

7. Analyse the importance of creative and media strategies in planning IMC campaigns.
(Linked to SLO 2.4)

o Basic response: Creative strategies determine how messages are expressed, while
media strategies ensure they reach the right audience. Together, they make
campaigns more effective.

e Value-added response: Outstanding learners may expand by discussing how
creative and media strategies must adapt to fragmented media environments,
digital platforms, and cultural contexts to maximise impact.

8. Ewvaluate the role of cultural and social influences in shaping IMC campaigns. (Linked to
SLO 2.5)

o Basic response: Cultural influences shape preferences through shared values and
traditions, while social influences affect decision-making through family and peer
groups.

e Value-added response: Outstanding learners may add examples of how global
brands adapt campaigns to local cultures, or how social media networks amplify
peer influence in consumer behaviour.

Answers to Concept Check Questions [Series 1]
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1. Integrated Marketing Communications is the strategic coordination of all promotional
tools and communication channels to deliver a consistent message.

2. Sales promotion activities such as discounts or contests.
3. Surveys, focus groups, sales data, or digital analytics.

4. Advertising builds awareness and brand equity, while promotion provides incentives for
immediate consumer action.

5. Motivation and perception are two behavioural influences.

6. Situation analysis helps organisations establish objectives by examining internal and
external factors.

7. Creative strategies guide message expression, while media strategies ensure delivery to
the right audience. Together, they enhance campaign effectiveness.

8. Cultural influences shape preferences through shared values, while social influences
affect decisions through family and peer groups.

Answers to Pilot Questions [Series 1]
Part 1.1

1. Integrated Marketing Communications (IMC).

2. It provides clarity and consistency in a fragmented media environment.

3. By presenting a unified message across platforms.

4. Positioning, segmentation, targeting, and brand building.

5. Traditional advertising focused on mass media, while IMC integrates multiple tools.
Part 1.2

1. Itis a paid form of non-personal communication.

2. Discounts and loyalty programmes.

3. Promotion provides incentives that complement advertising’s awareness-building role.

4. Advertising builds long-term brand equity, while promotion drives short-term sales.

5. An advertising campaign highlighting benefits combined with a promotional offer.
Part 1.3

1. ' To guide how a brand’s message will be expressed.

2. Theme and tone.

3. Audience reach, cost, and effectiveness.

4. They influence motivation, perception, and learning.
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5. Cultural traditions or peer group influence.
Part 1.4
1. To examine internal and external factors and establish objectives.
2. Clarity and persuasiveness.
3. They determine tone, style, and channel for message delivery.
4. Surveys and digital metrics.

5. They ensure campaigns are innovative and aligned with client expectations.

Series 2: Advertising and Promotion in Marketing
Strategy

Series outline
2.1 Strategic role of advertising in marketing

e 2.1.1 Definition and purpose of advertising
e 2.1.2 Advertising objectives and their alignment with marketing goals
e 2.1.3 Contribution of advertising to brand positioning and awareness

2.2 Strategic role of promotion in marketing

e 2.2.1 Definition and scope of promotion
e 2.2.2 Promotion objectives and their alignment with marketing goals
e 2.2.3 Contribution of promotion to consumer behaviour and sales outcomes

2.3 Integration of advertising and promotion in marketing strategy

e 2.3.1 Complementary roles of advertising and promotion
e 2.3.2 Synergy between long-term brand building and short-term sales objectives
o 2.3.3 Case examples of integrated advertising and promotion strategies

2.4 Evaluating advertising and promotion effectiveness

e 2.4.1 Methods of measuring advertising effectiveness
e 2.4.2 Methods of measuring promotion effectiveness
e 2.4.3 Challenges and best practices in evaluation
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Introduction

In the last Series, we explored the foundations of Integrated Marketing Communications,
focusing on its scope, importance, and strategic applications. Building on that knowledge, this
Series turns our attention to advertising and promotion, two of the most visible and influential
tools within IMC. These elements are central to how organisations communicate value, build
brand identity, and stimulate consumer demand, making them vital components of any marketing
strategy.

The aim of this Series is to equip you with the ability to define, analyse, and evaluate the
strategic roles of advertising and promotion, and to apply methods for integrating and assessing
their effectiveness within marketing programmes.

We shall commence this Series by examining the strategic role of advertising in marketing,
including its definition, objectives, and contribution to brand positioning. Next, we will explore
the strategic role of promotion, focusing on its scope, objectives, and influence on consumer
behaviour. Following that, we will analyse how advertising and promotion can be integrated to
create synergy between long-term brand building and short-term sales outcomes. Finally, we will
wrap up by evaluating advertising and promotion effectiveness, considering methods of
measurement, challenges, and best practices.

Series Learning Outcomes
Upon completing this Series, you should be able to:
e 2.1 define advertising and explain its strategic purpose in marketing,

e 2.2 analyse advertising objectives and evaluate their alignment with overall marketing
goals,

e 2.3 explain promotion and assess its scope within marketing strategy,

e 2.4 evaluate promotion objectives and their impact on consumer behaviour and sales
outcomes,

e 2.5 analyse the complementary roles of advertising and promotion in achieving marketing
objectives,

e 2.6 evaluate methods for measuring advertising and promotion effectiveness, and

e 2.7 apply best practices in integrating advertising and promotion within marketing
strategy.

2.1 Strategic Role of Advertising in Marketing

2.1.1 Definition and purpose of advertising

Advertising is a paid, non-personal form of communication that uses various media channels to
inform, persuade, or remind audiences about products, services, or ideas. Its purpose is not only
to create awareness but also to shape consumer perceptions and attitudes. Advertising plays a

)
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strategic role in positioning a brand within the marketplace, ensuring that the organisation’s
message reaches a wide audience consistently and effectively.

Figure 2.1 Advertising as a communication tool
in marketing strategy
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Figure 2.1 Advertising as a communication tool in marketing strategy Oa

Fill in the blank: Advertising is a paid, form of communication that informs, persuades,
or reminds audiences.

2.1.2 Advertising objectives and their alignment with marketing goals

Advertising objectives are specific, measurable aims that guide the design and delivery of
advertising campaigns. Common objectives include increasing brand awareness, generating
interest, stimulating demand, and reinforcing brand loyalty. These objectives must align with
broader marketing goals, such as market penetration, positioning, and customer retention. When
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objectives are clearly defined, advertising becomes a powerful tool for achieving strategic
outcomes.

Plate 2.1 Alighment of advertising
objectives with marketing goals
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Foster repeat purchase

Q@ Customer Loyalty:
.

Plate 2.1 Alignment of advertising objectives with marketines I‘

O

Fill in the blank: Advertising objectives must align with broader goals such as market
penetration and positioning.

2.1.3 Contribution of advertising to brand positioning and awareness

Brand positioning refers to the way a brand is perceived in the minds of consumers relative to
competitors. Advertising contributes to positioning by consistently communicating the brand’s
unique value proposition. It also builds brand awareness, which is the extent to which
consumers recognise and recall a brand. Effective advertising ensures that a brand stands out in a
crowded marketplace and remains top-of-mind for consumers.
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Box 2.1

Advertising’s contribution to brand positioning and
awareness

o b
Advertising’s Contribution to
Brand Positioning & Awareness

Brand Positioning Brand Awareness

brand different. more people.

Defines Unique Value: (%iﬂ) Increases Familarilty: Makes
Commuicates what makes # the tte brand rezogizable to

Shapes Perception: ~_ Builds Recall: Helps consumers
@ Influences how the target @ remember ron the brand when
audience sees the brand needed

e A

Box 2.1 Advertising’s contribution to brand positioning and awareness

Fill in'the blank: Effective advertising ensures that a brand remains in the minds of
consumers.

Pilot questions 2.1
1.. What s the defining characteristic of advertising as a communication tool?

2. Name two common advertising objectives.
3. How should advertising objectives align with marketing goals?
4. What is brand positioning, and how does advertising contribute to it?

5. What is the difference between brand positioning and brand awareness?
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2.2 Strategic Role of Promotion in Marketing
2.2.1 Definition and scope of promotion

Promotion refers to the set of activities designed to stimulate demand and encourage purchase of
products or services. It encompasses tools such as discounts, coupons, contests, loyalty
programmes, and special offers. The scope of promotion extends beyond immediate sales, as it
also supports brand visibility and customer engagement. Within Integrated Marketing
Communications, promotion plays a vital role in complementing advertising by providing
incentives that drive consumer action.

Figure 2.2 Scope of promotion in
marketing strategy
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Figure 2.2 Scope of promotion in marketing strategy

Fill in the blank: Promotion activities are designed to stimulate and encourage purchase
of products or services.
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2.2.2 Promotion objectives and their alignment with marketing goals

Promotion objectives are specific aims that guide promotional activities, such as increasing
short-term sales, encouraging trial of new products, or rewarding customer loyalty. These
objectives must align with broader marketing goals, including market expansion, customer
retention, and brand reinforcement. When promotion objectives are clearly defined and

strategically aligned, they ensure that promotional activities contribute meaningfully to overall
marketing success.

Plate 2.2 Alighment of promotion objectives
with marketing goals
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Plate 2.2 Alignment of promotion objectives with marketing goals ﬁ

Fill in the blank: Promotion objectives must align with broader goals such as customer
retention and brand reinforcement.

2.2.3 Contribution of promotion to consumer behaviour and sales outcomes

o
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Promotion directly influences consumer behaviour by providing incentives that encourage
immediate purchase decisions. For example, discounts may reduce price sensitivity, while
loyalty programmes strengthen repeat buying. Promotion also contributes to sales outcomes,
helping organisations achieve short-term revenue targets while supporting long-term brand
loyalty. When used strategically, promotion can create urgency, stimulate demand, and reinforce
customer relationships.

Box 2.2 Promotion's contribution to
consumer behaviour and sales outcomes

4 )

Promotion's Contribution to Consumer
Behaviour & Sales Outcomes

Consumer Behavior Sales Outcomes
q‘l?rg’ Stimulates Trial & Purchase: 4 Drives Immediate Sales Spikes:
Encourages first-time buys and @ Short-term lift from
impulse purchases discounts & offers
@ Enhances Loyalty & Repeat Buys: Increases Market Share:
Rewards programs foster Attracts customers from competitofs

on-lortng engagement

A I

Box 2.2 Promotion’s contribution to consumer behaviour and sales outcomes g

Fill in the blank: Loyalty programmes strengthen repeat buying and support long-term
loyalty.

Pilot questions 2.2
1. What is the scope of promotion in marketing?

)
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2. Name two common promotion tools.
3. How should promotion objectives align with marketing goals?
4. Give one example of how promotion influences consumer behaviour.

5. What is the relationship between promotion and sales outcomes?

2.3 Integration of Advertising and Promotion in Marketing
Strategy

2.3.1 Complementary roles of advertising and promotion

Advertising and promotion serve distinct yet complementary roles in marketing strategy.
Advertising builds long-term brand equity by creating awareness and shaping perceptions, while
promotion drives immediate consumer action through incentives such as discounts or contests.
When integrated, they reinforce each other, ensuring that campaigns achieve both strategic and
tactical objectives. For example, an advertising campaign may highlight a product’s unique
benefits, while a promotional offer encourages trial.
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Figure 2.3 Complemenary roles of

advertising and promotion

- )

N
Advertising: Building Advemsing‘ (E Promotion: Driving

Brand Equity Consumer Action

Work Together * Short-torm sales boosts

» Encourages immediate

‘Promotion L purchase

¢ Long-term brand value
* Establishs identity & trust

\. J

Integrated Marketing Communication (IMC)

» Unified message across channels
* Maximizes reach & impact

<

Figure 2.3 Complemenary roles of advertising and promotion O Q

Fill in'the blank: Advertising builds long-term brand equity, while promotion drives immediate
action.

2.3.2 Synergy between long-term brand building and short-term sales objectives

The integration of advertising and promotion creates synergy, where the combined effect is
greater than the sum of individual efforts. Advertising ensures that consumers recognise and
value the brand, while promotion provides incentives that encourage purchase. Together, they
balance long-term brand building with short-term sales objectives. This synergy is essential in
competitive markets, where organisations must simultaneously strengthen brand identity and
achieve revenue targets.

-
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Plate 2.3

Synergy benrrgy between brand building and

sales objectives

Brand Building
(Long-Term)

* Defines values & identity
« Fosters customer loyalty
» Creates market presence

,
'\Q Sales Outcomes
s (Short-Term)

* Generates immediate purchases
« Drives revenue growth
* Increases market share

y Unified \ J
Marketing Strategy

* Integrated messaging
« Consistent customer experience
« Maximized ROI

Plate 2.3 Synergy between brand building and
sales objectives

2

, where combined

Fill in'the blank: The integration of advertising and promotion creates
effects exceed individual efforts.

2.3.3 Case examples of integrated advertising and promotion strategies

Case examples illustrate how organisations successfully integrate advertising and promotion. For
instance, a beverage company may run a television advert highlighting lifestyle appeal while
offering a limited-time discount to encourage purchase. Similarly, a technology brand may
advertise product innovation while launching a promotional contest to engage customers. These
examples show that integration ensures consistency of message while maximising impact across
different objectives.
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Box 2.3 Examples of Integrated
Advertising and Promotion Strategies

r

Case Examples of Integrated Strategies

;’p' Case Study 1: Product Launch Campaign

» Advertising: TV connercials & social mocila ads to build excitment & awarenéss.

» Promotion: Pre-order discounts & contests for early
adopters

'iwﬁ Case Study 2: Retail Holiday Season
 Advertising: Festive print & digital ads showacing gifts ideas.

« Promotion: Limited-time offers, bundle deals
loyalty points.

—

Box 2.3 Examples of integrated advetising and promotion Strategies Q

Fill in'the blank: A beverage company may advertise lifestyle appeal while offering a -
time discount to encourage purchase.

Pilot questions 2.3
1.. How do advertising and promotion complement each other in marketing strategy?

2. - What is meant by synergy in the integration of advertising and promotion?
3. Give one example of how advertising supports long-term brand building.
4. Provide one example of how promotion supports short-term sales objectives.

5. Why is integration of advertising and promotion essential in competitive markets?

)
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2.4 Evaluating Advertising and Promotion Effectiveness

2.4.1 Methods of measuring advertising effectiveness

Advertising effectiveness refers to the extent to which advertising achieves its intended
objectives, such as increasing awareness, shaping perceptions, or driving demand. Common
methods of measurement include pre-testing and post-testing of adverts, consumer surveys,
recall tests, and digital analytics such as impressions and click-through rates. These tools provide
insights into how audiences respond to advertising and whether the campaign delivers value.

Figure 2.4 Methods of measuring
advertising effectveness

Measuring
Advertising
Effectinenes

Recall & p
Surveys & Recognition Tests e .
Focus Focus Groups Digital Analytics
* Gather audience feedback * Measure brand/message memo ¢ Track website traffic/

+ Qualittive insights conversions
» Aied & unaiaed recall » Social media engagement

Figure 2.4 Methods of measuising effectveness

Fill in the blank: Advertising effectiveness refers to the extent to which advertising achieves its
intended
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2.4.2 Methods of measuring promotion effectiveness

Promotion effectiveness refers to the ability of promotional activities to achieve short-term sales
and behavioural objectives. Methods of measurement include tracking sales data during
promotional periods, monitoring redemption rates of coupons or discounts, and evaluating
customer participation in contests or loyalty programmes. These measures help organisations
determine whether promotions generate the desired consumer response and contribute to/overall
marketing goals.

[Insert Plate here] Short description: Image showing promotion effectiveness measures such as
coupon redemption, sales tracking, and loyalty programme participation. Caption: Plate 2.4
Methods of measuring promotion effectiveness Al prompt suggestion: “Illustration showing
promotion effectiveness measures such as coupon redemption, sales tracking, and loyalty
programme participation.” Search string: “promotion effectiveness measurement methods OER”

Fill in the blank: Promotion effectiveness can be measured by tracking data during
promotional periods.

2.4.3 Challenges and best practices in evaluation

Evaluating advertising and promotion effectiveness presents several challenges. For advertising,
it can be difficult to isolate its impact fromother marketing activities. For promotion, short-term
sales spikes may not always translate into long-term loyalty. Best practices include setting clear
objectives, using multiple measurement tools, and combining quantitative data with qualitative
insights. Organisations should also ensure that evaluation results are used to refine future
campaigns, making them more efficient-and impactful.

)
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Box 2.4 Challenges and Best Practices in

Evaluating Advertising and Promotion

Challenges and Brasticss in Evaluating
Advertising & Promotion Effectvness

Challenges: Best Practices:

O lIsolating Impact: Hard to O Clear Objectives: Define
link specific efforts measurable goals
efforts to sales uprtont

(O Multiple Tools: Use mix of
of data & qualitative

insights
O Short-Term Focus: Often O Refienment:
overboks long-term Continiuouly test, learn, &
brand building adapt

Box 2.4 Challenges and Best Practices in Evaluating a

Advertising and Proctiotion

Fill in'the blank: One challenge in evaluating advertising is isolating its impact from other
activities.

Pilot questions 2.4
1.. Whatis advertising effectiveness, and how can it be measured?

2. Name two methods of measuring promotion effectiveness.
3. Why is it difficult to evaluate advertising effectiveness?
4. What is one challenge in evaluating promotion effectiveness?

5. List one best practice for evaluating advertising and promotion effectiveness.
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Series Summary

This Series focused on the strategic role of advertising and promotion within marketing strategy.
We began by defining advertising and examining its purpose, objectives, and contribution to
brand positioning and awareness. Then, we explored promotion, considering its scope,
objectives, and influence on consumer behaviour and sales outcomes. Following that, we
analysed how advertising and promotion can be integrated to create synergy between long-term
brand building and short-term sales objectives, supported by case examples. Finally, we
evaluated advertising and promotion effectiveness, discussing methods of measurement,
challenges, and best practices.

By completing this Series, you should now be able to define advertising and promotion, analyse
their objectives, explain their complementary roles, evaluate their effectiveness, and apply best
practices in integrating them within marketing strategy, as outlined in the Series Learning
Outcomes.

Glossary of Terms

e Advertising: A paid, non-personal form of communication that informs, persuades, or
reminds audiences about products, services, or ideas.

o Advertising effectiveness: Theextent to which advertising achieves its intended
objectives, measured through surveys, recall tests, or analytics.

e Advertising objectives: Specific, measurable aims of advertising campaigns, such as
awareness, interest, demand, orloyalty.

e Brand awareness: The extent to which consumers recognise and recall a brand.

e Brand positioning: The way a brand is perceived in the minds of consumers relative to
competitors.

e Promotion: Activities designed to stimulate demand and encourage purchase, including
discounts, coupons, contests, and loyalty programmes.

o Promotion effectiveness: The ability of promotional activities to achieve short-term
sales and behavioural objectives.

o Promotion objectives: Specific aims of promotional activities, such as increasing sales,
encouraging trial, or rewarding loyalty.

e Synergy: The combined effect of advertising and promotion being greater than their
individual impacts.

e Situation analysis: The process of examining internal and external factors to establish
objectives for marketing communication.

Concept Check Questions [Series 2]
Objective questions
1. Define advertising. (Linked to SLO 2.1)
Which promotional activity is designed to stimulate immediate consumer response?

(Linked to SLO 2.3)
3. Identify one method used to measure advertising effectiveness. (Linked to SLO 2.6)

-
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Short-answer questions

4. Explain how advertising objectives should align with marketing goals. (Linked to SLO
2.2)

5. Describe two ways promotion influences consumer behaviour. (Linked to SLO 2.4)

6. What is meant by synergy in the integration of advertising and promotion? (Linked-to
SLO 2.5)

Long-answer questions

7. Analyse the complementary roles of advertising and promotion in achieving marketing
objectives. (Linked to SLO 2.5)

o Basic response: Advertising builds awareness and brand equity, while promotion
drives immediate consumer action.

e Value-added response: Outstanding learners may expand by discussing how
integration balances long-term positioning with short-term sales, using examples
from competitive industries.

8. Evaluate challenges and best practices in measuring advertising and promotion
effectiveness. (Linked to SLO 2.6)

o Basic response: Challengesinclude isolating advertising’s impact and ensuring
promotions lead to long=term loyalty. Best practices involve clear objectives and
multiple measurement tools.

e Value-added response: Outstanding learners may add insights on digital
analytics, cross-channel attribution, and how evaluation results refine future
campaigns.

Answers to Concept Check Questions [Series 2]

1. Advertising is a paid, non-personal form of communication that informs, persuades, or
reminds audiences.

2. Sales promotion activities such as discounts or contests.

Surveys; recall tests, or.digital analytics.

4. Advertising objectives must align with marketing goals such as awareness, positioning,
and retention.

5. <Promotion influences consumer behaviour by reducing price sensitivity and encouraging
repeat buying.

6. Synergy means the combined effect of advertising and promotion is greater than their
individual impacts.

7.. Advertising builds awareness and brand equity, while promotion drives immediate
consumer action. Integration balances long-term and short-term objectives.

8./ Challenges include isolating advertising’s impact and ensuring promotions lead to
loyalty. Best practices involve clear objectives, multiple tools, and refinement of future
campaigns.

[99)

Answers to Pilot Questions [Series 2]
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Part 2.1

It is a paid, non-personal form of communication.

Increasing brand awareness and stimulating demand.

They must align with broader marketing goals such as positioning and retention.
Brand positioning is how a brand is perceived relative to competitors, supported by
advertising.

5. Positioning is perception, while awareness is recognition and recall.

b s

Part 2.2

Promotion stimulates demand and encourages purchase.

Discounts and loyalty programmes.

They must align with marketing goals such as expansion and retention.

Discounts reduce price sensitivity, loyalty programmes encourage repeat buying.
Promotion supports short-term sales outcomes while reinforcing long-term loyalty.

Nk W=

Part 2.3

Advertising builds awareness, promotion drives action.

Synergy means combined effects exceed individual impacts.

Advertising communicates unique value propositions.

Promotion provides incentives such as discounts.

Integration ensures consistency-and maximises impact in competitive markets.

M

Part 2.4

1. Advertising effectiveness is the extent to which advertising achieves objectives,
measured by surveys or analytics.

Sales trackingand coupon redemption.

It is difficult to isolate advertising’s impact from other marketing activities.
Promotions may create short-term spikes without long-term loyalty.

Setting clear objectives and using multiple measurement tools.

il

Series 3: Creative and Media Applications in
Campaign Development

Series outline
3.1 Creative foundations in campaign development

e 3.1.1 Concept of creativity in marketing communication
e 3.1.2 Role of creativity in shaping brand identity

)
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e 3.1.3 Elements of a strong creative strategy
3.2 Message design and appeal techniques

e 3.2.1 Crafting persuasive messages
e 3.2.2 Emotional and rational appeals in communication
o 3.2.3 Adapting messages to diverse audiences

3.3 Media planning and selection

e 3.3.1 Definition and importance of media planning
e 3.3.2 Criteria for selecting media channels
e 3.3.3 Balancing traditional and digital media

3.4 Evaluating creative and media effectiveness

e 3.4.1 Methods of testing creative strategies
e 3.4.2 Tools for measuring media performance
e 3.4.3 Challenges and best practices in evaluation

Introduction

In the previous Series, we examined the strategic roles of advertising and promotion, focusing on
how they contribute to marketing objectives .and how their integration creates synergy between
long-term brand building and short-term sales outcomes. Building on that foundation, this Series
turns to the creative and media-aspects of campaign development, which are essential for
translating strategy into effective communication. Creativity and media planning determine how
messages are designed, delivered, and evaluated, making them central to the success of
Integrated Marketing Communications.

The aim of this Series is to equip you with the ability to design persuasive messages, apply
creative strategies, plan media effectively, and evaluate campaign performance using appropriate
tools and techniques.

We shall commence this Series by exploring the creative foundations of campaign development,
including the concept of creativity, its role in shaping brand identity, and the elements of a strong
creative strategy. Next, we will examine message design and appeal techniques, focusing on
persuasive communication, emotional and rational appeals, and adaptation to diverse audiences.
Following that, we will analyse media planning and selection, considering criteria for choosing
channels and balancing traditional with digital media. Finally, we will conclude by evaluating
creative and media effectiveness, discussing methods of testing, tools for measuring
performance, and best practices in overcoming challenges.

Series Learning Qutcomes
Upon completing this Series, you should be able to:
P
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e 3.1 define creativity in marketing communication and explain its role in shaping brand
identity,

o 3.2 identify and apply the elements of a strong creative strategy in campaign
development,

e 3.3 design persuasive messages using appropriate emotional and rational appeals,
e 3.4 adapt communication messages to diverse audiences within IMC campaigns,

e 3.5 explain the importance of media planning and evaluate criteria for selecting media
channels,

e 3.6 analyse the balance between traditional and digital media in campaign delivery,

e 3.7 evaluate creative and media effectiveness using appropriate testing methods and
measurement tools, and

o 3.8 apply best practices in overcoming challenges in campaign evaluation.

3.1 Creative Foundations in Campaign Development

3.1.1 Concept of creativity in marketing communication

Creativity in marketing communication refers to the ability to generate fresh, engaging, and
relevant ideas that capture attention and resonate with audiences. It is not simply about novelty
but about presenting messages in ways that are meaningful and persuasive. Creativity ensures
that campaigns stand out in crowded markets and helps brands establish a distinctive voice.
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« Original ideas
* Uneexpected
approaches

Relevance Engagement D
T

* Resoilates with audience « Capturs attention
« Addrases consumer needs * Fosters
interaction

Figure 3.1 Concept of creativity in marketing communication ]s

Fill in'the blank: Creativity in marketing communication is about generating ideas that are both
novel and

3.1.2 Role of creativity in shaping brand identity

Brand identity refers to the collection of elements such as name, logo, tone, and messaging that
define how a brand is perceived. Creativity plays a crucial role in shaping brand identity by
ensuring that communication reflects the brand’s values and personality. A creative approach
helps brands differentiate themselves from competitors and build emotional connections with
consumers.

-
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a3 b
Plate 3.1 Creativity shaping brand identity

9 D)

Logo & Visuals: Tone of Voice:
Unique marks, Brand persovality,
color palette language style

0%
oO

Messaging & Story: Aesthetics & Imagery:
Brand narrative, Visual themes,
core values graphic elements

\ /
« v

[ Unified Brand Identity ]

Plate 3.1 Creativity shaping identity

Fill in'the blank: Creativity helps brands differentiate themselves and build connections
with consumers.

3.1.3 Elements of a strong creative strategy

Al creative strategy is the plan that guides how a brand’s message will be expressed in
campaigns. Key elements include the theme (the central idea of the campaign), tone (the style of
communication, such as humorous or serious), message appeal (emotional or rational), and
execution style (the format used, such as storytelling or demonstration). Together, these
elements ensure that campaigns are consistent, persuasive, and aligned with brand objectives.

-
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Box 3.1 Elements of a strong creative strategy

r Elements of a Strong k
Creative Strategy

Theme:
Overatching idea or narrative

Message Appeal:
Rational, emotional, or moral approach

Execution Style:
Format (story, testimonial, jingle)

Tone:
Emotional style (humorous, serious, aspiratianal)

Box 3.1 Elements of a strong creative strategy € OER

Fill in'the blank: The central idea of a campaign is referred to as its

Pilot questions 3.1
1. What is creativity in marketing communication?

2. How does creativity contribute to brand identity?
3. Name two elements of a strong creative strategy.
4. What is the difference between tone and execution style in creative strategy?

5. Why is creativity essential in crowded markets?

-
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3.2 Message Design and Appeal Techniques

3.2.1 Crafting persuasive messages

Persuasive messages are designed to influence consumer attitudes and behaviours by presenting
information in a compelling way. Effective message design requires clarity, relevance, and
alignment with the brand’s objectives. Persuasion can be achieved through storytelling, strong
value propositions, or highlighting benefits that resonate with the target audience. A well-crafted
message ensures that communication is not only noticed but also acted upon.

Figure 3.2 Components of peruasive message design
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Figure 3.2 Components of peruasive message design

Fill in the blank: Persuasive messages influence consumer attitudes and behaviours by presenting
information in a way.
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3.2.2 Emotional and rational appeals in communication

Emotional appeals target feelings such as happiness, fear, pride, or nostalgia to create strong
connections with audiences. Rational appeals, on the other hand, focus on logic and facts,
emphasising product features, benefits, and value. Both approaches are effective, but their use
depends on the campaign’s objectives and the nature of the product or service. Successful
campaigns often combine emotional and rational appeals to maximise impact.

Plate 3.2
Emotional and rational appeals in
conmmunication

Emotional Appeals Rational Appeals

Q) Feelings & Empatly: Creates Facts & Logic:
. A U
emotional connections, Presents data, features, and
resoantes values evidence

QS) Connection & Belonging: |44 Benefits & Value:

Fosters community, builds Highlights practical utility, ROI,
brand love ROI

Integrated Communication Strategy

* Holstic approach
* Resonates on multiple levels
* Drives deeper engagement

Plate 3.2 Emotional and appeals in communication

Fill in the blank: Rational appeals emphasise product features, benefits, and

3.2.3 Adapting messages to diverse audiences

)
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Audience adaptation refers to tailoring messages to suit the characteristics, preferences, and
cultural contexts of different consumer groups. This involves considering factors such as age,
gender, lifestyle, and cultural background. Adapting messages ensures relevance and prevents
miscommunication, especially in global campaigns. It also demonstrates respect for diversity and
enhances the effectiveness of communication.

Box 3.2 Guidelines for adapting
messages to diverse audiences

4 )

Guidelines for Adapting Messages to
Diverse Audiences

® Consider Demographics: Tailor language, visuals, and

channels based on gygender, income, and education

e (A1h. Respect Cultural Context: Be aware of values, beliefs,
@ Symbols, and customs to avoid imterrpeptation

o Target Lifestyle Preferences: Align messaging with
& interests, values, and daily habits

Box 3.2 q
Guidelines for adsages to diverse audiences wo ! OER

Fill in the blank: Adapting messages ensures relevance and prevents , especially in global
campaigns.

Pilot questions 3.2
1. What are persuasive messages, and why are they important?

2. Differentiate between emotional and rational appeals.

-
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3. Give one example of an emotional appeal in advertising.
4. What is meant by audience adaptation in message design?

5. Why is adapting messages important in global campaigns?

3.3 Media Planning and Selection

3.3.1 Definition and importance of media planning

Media planning refers to the process of identifying the most suitable channels to deliver a
brand’s message to its target audience. It involves deciding when, where, and how often the
message should appear to maximise impact. The importance of media planning lies in.its ability
to ensure efficient use of resources, reach the intended audience effectively, and support the
overall objectives of the campaign.

)
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Figure 3.3
The media planning process

&

T /‘/ﬂ
i oooa O D
Identify Audience —> Select Channels Schedule :: > Evaluate
* Demographics & — _— o )
Psychographics ra‘ ftiona .(TV, adio) * Timing Freq\{ency » Performance Metrics
< CorsiraenBehaiar + Digital (Social, Search) Budget Allocation Optimization & Refiement

Figure 3.3 The media planning process ‘
[4 o] gpP OER

Fill in'the blank: Media planning ensures efficient use of resources and effective reach to the
intended

3.3.2 Criteria for selecting media channels

Selecting the right media channels requires evaluating several criteria, including audience reach,
cost, message suitability, and timing. Traditional channels such as television, radio, and print
may be effective for mass reach, while digital platforms offer precision targeting and
interactivity. The choice of channels must align with campaign objectives and the characteristics
of the target audience.

o
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Plate 3.3 Criteria for selecting
media channels

TV & Radio Print Media Digital Platforms| Out-of-Home

(OOH)

* Reach: High; * Reach: Targeted,; * Reach: Global;
Mass audiences Niche demogahics Precise targeting * Reach: High;

* Cost: High producti * Moderate; Varies * Flexible; PPC, Geograhic density
airtime by publication CPM models density

* Suitabilit: « Detailed info * Suitabilit: * Suitabilit:
Brand building, local markets Direct response, Local awareness,
broad campaigns engagement, data remiders

Y, . J J

Selection Criteria

Target Audience
Budget
Campaign Goals
Message Format

Plate 3.3 Criteria for selecting media channels

Fill in'the blank: The choice of media channels must align with campaign and audience
characteristics.

3.3.3 Balancing traditional and digital media

Balancing traditional media (television, radio, print, outdoor) with digital media (social
platforms, websites, mobile apps) is essential in modern campaigns. Traditional media provides
broad exposure and credibility, while digital media offers interactivity, personalisation, and
measurable results. A balanced approach ensures that campaigns reach diverse audiences and
leverage the strengths of both types of media.
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Box 3.3 Balancing traditional and media in

campaigns

Balancing Traditional and Digital Media

@ Traditional Media

Strengths:
® High Reach: Mass audiences,
broad awareness

® Credibilty & Trust:
Established platforms

Digital Media [ |

Strengths:

@ Interavivity & Engagement:
Two-way communication, feedback

® Meassurablite & Targeting:
Data-driven, precise ROI

Q° Integrated Strategy

@ Holistic approach
® Consistent messaging
Maxmized impact

Box 3.3 Balancing traditional and digital media in campaigns a’OE*

Fill in'the blank: Traditional media provides broad exposure, while digital media offers
and measurable results.

Pilot

1.
2.
3.

4.

questions 3.3

)

e | A-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS

What is media planning, and why is it important?

Name two criteria for selecting media channels.

Give one example of a traditional media channel and one digital media channel.
Why must the choice of media channels align with campaign objectives?

What is the advantage of balancing traditional and digital media in campaigns?




3.4 Evaluating Creative and Media Effectiveness
3.4.1 Methods of testing creative strategies

Creative effectiveness testing involves assessing whether campaign ideas and executions
resonate with the intended audience. Methods include pre-testing advertisements through focus
groups, concept testing, and pilot campaigns. These approaches provide feedback on clarity,
appeal, and persuasiveness before full-scale implementation. Testing ensures that creative
strategies are refined to maximise impact and avoid costly mistakes.

Figure 3.4 Methods of testing strategies

Testing Creative
Strategies

|

Focus Groups & Concept Testing Pilot Campaigns &
Interviews A/B Testing
* Qualttive insights * Present ideas to audience « Launch in limited markets

* Gather unbiasd opinions * Gauge initial reactions « Compare different versions
+ Explore emotional * Iterate based on feedback * Measure real-world performance

emotional responses J

Figure 3.4 Methods of testive strategies

Fill in the blank: Creative effectiveness testing helps refine strategies to maximise and
avoid costly mistakes.
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3.4.2 Tools for measuring media performance

Media performance measurement refers to evaluating how well selected media channels
deliver campaign messages. Tools include audience ratings, circulation figures, digital analytics
(such as impressions, reach, and engagement), and cost-per-thousand (CPM) analysis. These
tools provide quantitative data that help marketers determine whether media choices are effective
and efficient in reaching target audiences.

Plate 3.4 Tools for measuring
media performance

‘a 2
) l

z
m
b

X

= ill ®w
Ratings Circulation Digital Analytics CPM (Cost Per
(TV/Radio) (Print) (Online) Mille)
* Audience size & + Number of copies « Website traffic, clicks « Cost per thousand
demograhics distributed + Social media impressions
* Populairy of programs « Readrsthp demograhics engagement « Campaign efficiency

Key Performance Indicators (KPIs

« Reach & Frequency
» Engagement Rate
« Return of d Invostmient (ROI)

5 4

Plate 3.4 Tools for measuring media performance

Fill in the blank: Media performance tools provide data that help marketers evaluate
effectiveness and efficiency.

3.4.3 Challenges and best practices in evaluation
o
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Evaluating creative and media effectiveness presents challenges such as isolating the impact of
specific campaigns, dealing with fragmented media environments, and interpreting both
qualitative and quantitative data. Best practices include setting clear objectives, using a mix of
measurement tools, and continuously refining strategies based on feedback. Organisations should
also integrate evaluation into the campaign cycle rather than treating it as an afterthought.

Box 3.4 Challenges and Best Practices in Evaluating ’[ ‘
and Media Effectivness -

p

Challenges and Practices in Evaluating
Creative & Media Effectivhess

Challenges Best Practices

Fragmented Media: Diverse?
make unified measurement (s) Clear Objectives: Define measurable
complex creative & media goals

) Isolating Impact: Hard to link () Mixed Tools: Use blend
specific creative/media efforts analytics, surveys, & testing

to outcomes

(®) Continuous Refirement: Ongoing
optimization based data & feedback

Box 3.4 Challenges and Practices in Evaluatine and Media Effectivness

Fill in the blank: One best practice in evaluation is to integrate it into the campaign
rather than as an afterthought.

Pilot questions 3.4
1. What is creative effectiveness testing, and why is it important?

2. Name two tools used to measure media performance.
P
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3. What challenges arise when evaluating creative and media effectiveness?
4. Give one best practice for evaluating creative strategies.

5. Why should evaluation be integrated into the campaign cycle?

Series Summary

This Series examined the creative and media applications that bring Integrated Marketing
Communications strategies to life. We began by exploring the foundations of creativity in
campaign development, highlighting its role in shaping brand identity and the elements of a
strong creative strategy. Then, we focused on message design and appeal techniques, considering
how persuasive messages are crafted, the use of emotional and rational appeals, and the
importance of adapting communication to diverse audiences. Following that, we analysed media
planning and selection, looking at its definition, criteria for cheesing channels, and the balance
between traditional and digital media. Finally, we concluded with evaluating creative and media
effectiveness, discussing testing methods, measurement tools, and best practices for overcoming
challenges.

By completing this Series, you should now be able to define creativity in marketing
communication, design persuasive and adaptable messages, evaluate media planning decisions,
balance traditional and digital channels, and apply best practices in assessing creative and media
effectiveness, as outlined in the Series Learning Outcomes.

Glossary of Terms

e Audience adaptation: Tailoring messages to suit the characteristics, preferences, and
cultural contexts of different consumer groups.

o Brand identity: The collection of elements such as name, logo, tone, and messaging that
define how a brand is perceived.

o Creative effectiveness testing: Assessing whether campaign ideas and executions
resonate with the intended audience before full-scale implementation.

o Creative strategy: A plan that guides how a brand’s message will be expressed in
campaigns, including theme, tone, appeal, and execution style.

o = Emotional appeals: Communication techniques that target feelings such as happiness,
pride, or nostalgia to connect with audiences.

e Maedia planning: The process of identifying suitable channels to deliver a brand’s
message effectively to its target audience.

e Media performance measurement: Tools and methods used to evaluate how well
selected media channels deliver campaign messages.

e Persuasive messages: Communication designed to influence consumer attitudes and
behaviours by presenting information compellingly.

o Rational appeals: Communication techniques that focus on logic and facts, emphasising
product features, benefits, and value.

o Synergy: The combined effect of creative and media strategies being greater than their
individual impacts.

o
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Concept Check Questions [Series 3]

Objective questions

1.
2.

3.

Define creativity in marketing communication. (Linked to SLO 3.1)

Which element of creative strategy refers to the central idea of a campaign? (Linked to
SLO 3.2)

Identify one tool used to measure media performance. (Linked to SLO 3.7)

Short-answer questions

4,
5.
3.3)
6.

Explain how creativity contributes to brand identity. (Linked to SLO 3.1)
Differentiate between emotional and rational appeals in communication. (Linked to SLO

What is meant by audience adaptation in message design? (Linked to SLO 3.4)

Long-answer questions

7.

Analyse the importance of media planning and the criteria for selecting media channels.

(Linked to SLO 3.5)

8.

o Basic response: Mediaplanning ensures efficient resource use and effective
audience reach. Criteria include reach, cost, suitability, and timing.

e Value-added response: Outstanding learners may expand by discussing how
fragmented media environments and digital targeting influence planning
decisions.

Evaluate challenges and best practices in assessing creative and media effectiveness.

(Linked to SLO 3.8)

o Basic response: Challenges include isolating campaign impact and dealing with
fragmented media. Best practices involve clear objectives, mixed tools, and
continuous refinement.

o Value-added response: Outstanding learners may add insights on integrating
qualitative and quantitative data, using advanced analytics, and embedding
evaluation throughout the campaign cycle.

Answers to Concept Check Questions [Series 3]

I.

(98]

-

Do)

Creativity in marketing communication is the ability to generate fresh, engaging, and
relevant ideas that resonate with audiences.

The theme.

Audience ratings, circulation figures, or digital analytics.

Creativity ensures communication reflects brand values and personality, helping brands
differentiate and connect emotionally.

Emotional appeals target feelings, while rational appeals focus on logic, facts, and
product benefits.

Audience adaptation means tailoring messages to suit demographics, preferences, and
cultural contexts.
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7. Media planning ensures efficient resource use and effective audience reach. Criteria
include reach, cost, suitability, and timing.

8. Challenges include isolating campaign impact and fragmented media. Best practices
involve clear objectives, mixed tools, and continuous refinement.

Answers to Pilot Questions [Series 3]
Part 3.1

1. Creativity is the ability to generate fresh, engaging, and relevant ideas in marketing
communication.

2. It helps shape brand identity by reflecting values and differentiating from competitors.
3. Theme and tone.
4. Tone is the style of communication, while execution style is the format used.
5. Creativity ensures campaigns stand out in crowded markets.
Part 3.2

1. Persuasive messages influence attitudes and behaviours by presenting information
compellingly.

Emotional appeals target feelings, rational appeals focus on facts and logic.

An advert that evokes nostalgia.

Tailoring messages to suit audience characteristics and contexts.

It ensures relevance and prevents. miscommunication.

bl

Part 3.3

Media planning is identifying suitable channels to deliver messages effectively.
Audience reach and cost.

Traditional: television; Digital: social media.

To ensure campaigns meet objectives and reach the right audience.

It leverages the strengths of both traditional and digital media.

MRS

Part 3.4

Creative effectiveness testing assesses resonance with audiences before implementation.
Ratings and digital analytics.

Isolating campaign impact and fragmented media environments.

Setting clear objectives.

To ensure evaluation informs and refines the campaign continuously.

D 4ol &

)
she-o) LA-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



Series 4: Promotion Mix and Strategic
Communication Tools

Series outline
4.1 Overview of the promotion mix

e 4.1.1 Definition and scope of the promotion mix

e 4.1.2 Role of the promotion mix in IMC

e 4.1.3 Key elements of the promotion mix (advertising, sales promotion, public relations,
personal selling, direct marketing)

4.2 Advertising and sales promotion as communication tools

e 4.2.1 Strategic use of advertising in the promotion mix
e 4.2.2 Types and techniques of sales promotion
e 4.2.3 Integration of advertising and sales prometion for maximum impact

4.3 Public relations, personal selling, and direct marketing

e 4.3.1 Role of public relations in building credibility and goodwill
e 4.3.2 Personal selling as a relationship-building tool
e 4.3.3 Direct marketing and its role in targeted communication

4.4 Strategic integration of promotion mix tools

e 4.4.1 Coordinating promotion mix elements for synergy
e 4.4.2 Aligning promotion mix with overall marketing strategy
e 4.4.3 Case examples of integrated promotion mix applications

Introduction

In the'last Series, we explored creative and media applications in campaign development,
focusing on how creativity shapes brand identity, how messages are designed, and how media
channels are selected and evaluated. Building on that foundation, this Series turns to the
promotion mix, which brings together the major communication tools organisations use to
engage audiences and achieve marketing objectives. Understanding the promotion mix is
essential because it provides the framework for coordinating advertising, sales promotion, public
relations, personal selling, and direct marketing into a unified strategy.

The aim of this Series is to equip you with the knowledge and skills to define the promotion mix,
explain the role of each tool, and apply strategies for integrating them effectively within broader
marketing communication programmes.
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We shall commence this Series with an overview of the promotion mix, defining its scope and
identifying its key elements. Next, we will examine advertising and sales promotion as
communication tools, considering their strategic uses and integration. Following that, we will
explore public relations, personal selling, and direct marketing, highlighting their unique
contributions to building credibility, relationships, and targeted communication. Finally, we will
conclude with the strategic integration of promotion mix tools, focusing on coordination,
alignment with marketing strategy, and case examples of successful applications.

Series Learning Qutcomes
Upon completing this Series, you should be able to:

e 4.1 define the promotion mix and explain its role in Integrated Marketing
Communications,

e 4.2 identify and describe the key elements of the promotion mix,
e 4.3 analyse the strategic use of advertising within the prometion mix,

e 4.4 explain types and techniques of sales promotion and their impact on consumer
behaviour,

e 4.5 evaluate the role of public relations in building credibility and goodwill,

e 4.6 demonstrate how personal selling contributes to relationship building in marketing
communication,

e 4.7 explain the role of direct marketing in targeted communication, and

o 4.8 apply strategies for integrating promotion mix tools to achieve synergy and alignment
with marketing objectives.

4.1 Overview of the Promotion Mix

4.1.1 Definition and scope of the promotion mix

The promotion mix refers to the combination of communication tools that organisations use to
achieve their marketing objectives. These tools include advertising, sales promotion, public
relations, personal selling, and direct marketing. The scope of the promotion mix extends beyond
creating awareness to influencing consumer behaviour, building relationships, and reinforcing
brand identity.
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Figure 4.1 Elements of the promotion mix

Advertising Sales Promotion

« Short-term incentives
* Drives immediate
purchaseftrial

» Mass media communication
* Builds brand
awareness & image

Personal Selling

Public Relations

« A-facece interaction
* Customized message,
relationship building

« Eared media, positive image

* Crisis management, community
engagement @R

Direct Marketing

* Targeted, personalized offers
» Email, mail, telemanieting

Figure 4.1 Elements of the promotion mix

Fill in'the blank: The promotion mix includes advertising, sales promotion, public relations,
personal selling, and marketing.

4.1.2 Role of the promotion mix in IMC

Within Integrated Marketing Communications (IMC), the promotion mix plays a central role
in ensuring that all communication tools work together to deliver a consistent message. Each
element contributes uniquely: advertising builds awareness, sales promotion stimulates
immediate action, public relations enhances credibility, personal selling builds relationships, and
direct marketing provides targeted communication. Together, they create synergy and maximise
impact.
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Figure 4.1 Role of the promotion mix in IMC

f )

Advertising

« Drives Action
* Drives Action & Purchase

« Builds Awareness &
awareness & image

Integrated
Communication
(IMC)

* Maximized message
« Consistent experience

Personal Selling

* Fosters mbraclios,
relationships

* Enhances
Credibbllity & Trust
engagement

Direct Marketing

* Targeted pergtting

* Enables Targeting

\_ .

Figure 4.1 Elements of the promotion in IMC a OER

Fill in'the blank: In IMC, the promotion mix ensures that all communication tools deliver a
message.

4.1.3 Key elements of the promotion mix
The key elements of the promotion mix are:

o Advertising: Paid, non-personal communication to build awareness and shape
perceptions.

o Sales promotion: Short-term incentives to stimulate demand.

e Public relations (PR): Activities to build goodwill and manage reputation.

)
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o Personal selling: Direct interaction to build relationships and close sales.

o Direct marketing: Targeted communication using channels such as email, catalogues, or
SMS.

Each element has strengths and limitations, but when coordinated, they form a powerful
communication framework.

Figure 4.1 Key elements of the promotion mix

Key Elements of the Promotion Mix

Q Advertising

E Sales Promotion

Public Relations

« Crisis management
engagement

@k Direct Marketing

= 4
Figure 4.1 Elements of the promotion mix a OER
Fill in the blank: Personal selling involves direct interaction to build and close sales.

Pilot questions 4.1
1. What is the promotion mix?

2. Name the five elements of the promotion mix.
o
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3. How does the promotion mix contribute to IMC?
4. Which promotion mix element is used to build credibility and goodwill?

5. What is the role of direct marketing in the promotion mix?

4.2 Advertising and Sales Promotion as Communication
Tools

4.2.1 Strategic use of advertising in the promotion mix

Advertising is a vital element of the promotion mix, used strategically to'build awareness, shape
perceptions, and position brands in the minds of consumers. It provides broad reach and
consistency, making it suitable for communicating long-term brand messages. When integrated
with other tools, advertising reinforces credibility and ensures that campaigns maintain visibility
across diverse audiences.
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Figure 4.2 Strategic use of advertising in the promotion mix

Builds Awareness Reinforces Positioning

« Reaches large audiences » Shapes brand perception
* Introduces products/brands + Highiights unique value

Advertising's

Enhances Credibility Increases Visibility

« Signals presence & stability « Maintains top-of-mind
* Builds trust & authority « Supports other IMC efforts

Integrated Promotion Mix

+ Cohesive messaging
* Maximized impact

>

Figure 4.2 Strategic use of advertising in the promotion mix OER

Fill in'the blank: Advertising is used strategically to build and position brands in the
minds of consumers.

4.2.2 Types and techniques of sales promotion

Sales promotion refers to short-term incentives designed to stimulate demand and encourage
purchase. Common types include discounts, coupons, contests, samples, and loyalty
programmes. Techniques vary depending on objectives, such as attracting new customers,
encouraging trial, or rewarding loyalty. Sales promotion is particularly effective in creating
urgency and driving immediate consumer action.
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Types and techniques of
sales promotion

Discounts & Offers @ Coupons & Vouchers
* Price reductions * Print & digital

» BOGO deals « Instant savings

* Seasonal sales * Next purchase incentives

%> Coupons & Vouchers

* Print & digital
* Next purchase incentives

Sales. ? Free Samples & Trials
Promotion » Games of chance/skill

* Prizes
* Interactive engagement

Y
9 Loyalty Programs

* Points systems
« Experience before purchase
* Builds trial

Plate 4.2 Types and techniques of promotion

Fill in'the blank: Sales promotion refers to short-term designed to stimulate demand and
encourage purchase.

4.2.3 Integration of advertising and sales promotion for maximum impact

Advertising and sales promotion are most effective when integrated. Advertising builds
awareness and communicates value, while sales promotion provides incentives that encourage
immediate purchase. For example, a campaign may advertise a new product’s benefits while
offering a limited-time discount to stimulate trial. Integration ensures consistency of message
and maximises both long-term brand equity and short-term sales outcomes.

LA-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



Box 4.2 Integration of advertising and sales promotion

' 4

Integrating Advertising and
Sales Promotion

Advertising's Role

-

« Builds brand awareness » Drives immediate action
+ Creates demand & desire + Offers incentives (e.g, discoun

« Communicates value Work + Encourages trial/purchase)
Together

Maximum Impact
» Synergnistic approach
» Short-term boosts, long-lertm equity
» Unified message drives action

Box 4.2 Integration of advertising and sales promotion

that

is the strategic role of advertising in the promotion mix?
me two types of sales promotion.
How does sales promotion create urgency among consumers?
4. Why is integration of advertising and sales promotion important?

5. Give one example of how advertising and sales promotion can be combined in a
campaign.

-

.
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4.3 Public Relations, Personal Selling, and Direct Marketing
4.3.1 Role of public relations in building credibility and goodwill

Public relations (PR) involves managing communication between an organisation and its
stakeholders to build credibility, trust, and goodwill. PR activities include press releases, media
relations, community engagement, and crisis management. Unlike advertising, PR is often
unpaid and relies on earned media coverage, which enhances authenticity and strengthens
reputation.

Figure 4.3 Role of public relations in
building credibilty and goodwill
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Figure 4.3 Role of publations in builrdibility and goodwill

Fill in the blank: Public relations enhances authenticity and strengthens an organisation’s

o

e LA-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS




4.3.2 Personal selling as a relationship-building tool

Personal selling is a direct, face-to-face communication method where sales representatives
interact with customers to understand their needs and provide tailored solutions. It is particularly
effective for complex or high-value products, as it allows for personalised engagement and
relationship building. Personal selling fosters trust, provides immediate feedback, and often leads
to long-term customer loyalty.

Plate 4.3 Personal selling as a
relationship-building tool

Fosters Trust & Loyalty

* Builds rapport
» « Credidility

* Long-term relationships

Face of-Face Interaction

* Direct communication %
« Tailored mesages » Personal

* Immediate feedback Selling

d

Relationship-Building Tool

» Personalized solutions
» Customer retention
* Brand advocacy

Plate 4.3 Personal selling as a relationship-building tool ‘oﬁ

Fill in the blank: Personal selling is particularly effective for or high-value products.

4.3.3 Direct marketing and its role in targeted communication

-
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Direct marketing involves communicating directly with consumers through channels such as
email, catalogues, SMS, and online platforms. Its strength lies in precision targeting, allowing
organisations to tailor messages to specific segments. Direct marketing is measurable, cost-
effective, and supports customer relationship management by encouraging two-way interaction.

Box 4.3 Direct marketing and targeted
communication

Direct Marketing and Targeted Communication

Direct Marketing 52 Role in Targeted {%}
Channels R Communication
* Email marketing: Personaized * Precision Targeting: Reach
messages, messages, specific demograhics
newsleters ROI

* Direct mail: Catalogs, poscards,

flyers message promotions * Personaization: Track responss, ROI

Talor messages to individuals
* SMS marketing: Outbound calls
Telemarkting « Direct Response: Drive
immediate action

Box 4.3 Direct marketing and targeted Communication

Fill in the blank: Direct marketing is measurable, cost-effective, and supports customer
management.

Pilot questions 4.3
1. What is the role of public relations in the promotion mix?

2. Name two activities commonly associated with PR.
3. Why is personal selling effective for complex products?

o
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4. What is the main strength of direct marketing?

5. How does direct marketing support customer relationship management?

4.4 Strategic Integration of Promotion Mix Tools

4.4.1 Coordinating promotion mix elements for synergy

Strategic integration requires that all elements of the promotion mix work together to deliver a
unified message. Coordination ensures that advertising builds awareness, sales promotion drives
immediate action, PR strengthens credibility, personal selling fosters relationships, and direct
marketing provides targeted communication. When these tools are harmonised, they create
synergy, where the combined effect is greater than the sum of individual efforts.
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ADVERTISING
(e.gl, TV, Radio, Digital Ads)

PUBLIC
RELATIONS

(e.gl, Press
PERSONAL INTEGRATED Releases,

SELLING JARKETING COMMUNICATIO

Consistent Message
(Saézsmlzzps' Amplified Impact

Events)

SALES PROMOTION
(e.gl, Discounts, Contests)

Figure 4.4 Coordinating promotion mix elements for synerugy

Mting promotion mix elements ensures they deliver a unified

1on, brand positioning, customer retention, or expansion into new markets. Alignment
that promotional activities are not isolated but contribute meaningfully to broader
ganisational goals.

-
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MARKETING STRATEGY OBJECTIVES

MARKET PENETRATION ~ PRODUCT POSITIONING ~ CUSTOMER RETERNTION ~ MARKET EXPANSION

(e.gl, Increase Usage) (e.gl, Brand Image (e.gl, Loyalty Programs) (e.gl, New Segments)
ALIGNED WITH >
PROMOTION MIX TOOLS

O > SALES PROMOTION QO PUBLICRELATIONS  OQ PUBLIC RELATIONS Eé] ADVERTISING

0OQ  (Discounts) C()  (Brand Story) C()  (Brand Story) s
@)
O ADVERTISING O PERSONAL SELLING E Awareness
A(%ZEEEI)S'NG O (Reach) 2 (Follow-ups) B

ﬁﬁ( SALES PROMOTION E]O PERSONAL SELLING
2P (Rewards) L New Demos)

Plate 4.4 Aligning promotion mix with overall marketing strategy

Fill in'the blank: Promotion mix tools must align with the organisation’s overall strategy.
4.4.3 Case examples of integrated promotion mix applications

Case examples illustrate how organisations successfully integrate promotion mix tools. For
instance, a mobile phone company may advertise new features, run a discount promotion, engage
in PR through product launches, use personal selling in retail outlets, and employ direct
marketing via email campaigns. Together, these tools reinforce each other and maximise impact.
Such integration demonstrates how strategic coordination leads to both short-term sales and
long-term brand equity.
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Box 4.4 Case examples of integrated
promotion mix applications

Integrated Promotion Mix in Action:

» Coca-Cola’s “Share a Coke” Campaign:

» Used personalized bottle labels (Direct Marketing, Sales Promotion) with TV
commeising, social media engagement (n-store Procntion) to increase consumer
connection and sales.

* Apple Product Launches

* Employs secertive press events (PR) followed bed by extensive online TV
adverisments (Aderisments (Adertising, intor- demostrationt Selling), and-otre-
(o-order incentives (pre-order Salve Soerpotion) to build hype to drive a initial
purchases.

* Nike’s Just Do It Campaigns

* Combines asparitatoal advertising across all media all media (Adertising)
with athlete endorssces (PR), community runins/PR), and personalized app
experiences to lioatyle) to foster brand lif estyle.

» Starbudes Loyalty Program

* Integrates mobile app offers offs (De Marketing, Sampairns) with soceia
stirerrkeing, Sampains) with intror- sianclial campaigns (PR),
sampaigns, and Spertisins/PR, Direct Marketing) and Direct Markting) to
reward reeat Plorsting) to reward repeat customers promotts and
new products.

Fill in the blank: A mobile phone company may advertise new features while running a
promotion to stimulate demand.

Pilot questions 4.4
1. Why is coordination of promotion mix elements important?

2. What is meant by synergy in the promotion mix?
3. How should promotion mix tools align with marketing strategy?
4. Give one example of integrated promotion mix application.

5. What is the benefit of aligning promotion mix with organisational goals?
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Series Summary

This Series examined the promotion mix and strategic communication tools within Integrated
Marketing Communications. We began with an overview of the promotion mix, defining its
scope and identifying its five key elements: advertising, sales promotion, public relations,
personal selling, and direct marketing. Next, we explored advertising and sales promotion as
communication tools, considering their strategic uses, types, and integration for maximum
impact. Following that, we analysed public relations, personal selling, and direct marketing,
highlighting their unique contributions to credibility, relationship building, and targeted
communication. Finally, we concluded with the strategic integration of promotion mix tools,
focusing on coordination, alignment with marketing strategy, and case examples of successful
applications.

By completing this Series, you should now be able to define the promotion mix, explain the role
of each tool, analyse their strategic uses, and apply integration strategies to achieve synergy and
alignment with marketing objectives, as outlined in the Series Learning Outcomes.

Glossary of Terms

e Advertising: Paid, non-personal communication used to build awareness and shape
perceptions.

e Direct marketing: Targeted communication through channels such as email, catalogues,
SMS, or online platforms.

o Personal selling: Face-to-face interaction between sales representatives and customers to
build relationships and close sales:

e Promotion mix: The combination of communication tools (advertising, sales promotion,
PR, personal selling, direct marketing) used to achieve marketing objectives.

o Public relations (PR): Activities aimed at building credibility, goodwill, and managing
reputation.

e Sales promotion: Short-term incentives such as discounts, coupons, contests, and loyalty
programmes:to stimulate demand.

e Synergy: The combined effect of promotion mix tools being greater than their individual
impacts.

Concept Check Questions [Series 4]
Objective questions
1. Define the promotion mix. (Linked to SLO 4.1)
2. Name the five elements of the promotion mix. (Linked to SLO 4.2)

3. Which promotion mix tool is most effective for building credibility and goodwill?
(Linked to SLO 4.5)

Short-answer questions

4. Explain the strategic role of advertising in the promotion mix. (Linked to SLO 4.3)

-

Do)

LA-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



5. Describe two types of sales promotion. (Linked to SLO 4.4)
6. What is the main strength of direct marketing? (Linked to SLO 4.7)
Long-answer questions

7. Analyse the complementary roles of advertising and sales promotion in achieving
marketing objectives. (Linked to SLO 4.3 & 4.4)

o Basic response: Advertising builds awareness and communicates value, while
sales promotion drives immediate consumer action.

e Value-added response: Outstanding learners may expand by discussing
integration strategies and examples of campaigns combining both tools.

8. Evaluate challenges and best practices in integrating promotion mix tools with overall
marketing strategy. (Linked to SLO 4.8)

e Basic response: Challenges include coordination and alignment with
organisational goals. Best practices involve synergy, consistency, and case-based
learning.

e Value-added response: Outstanding learners may add insights on digital
integration, cross-channel coordination, and measuring combined impact.

Answers to Concept Check Questions [Series 4]

1. The promotion mix is the combination of communication tools used to achieve marketing
objectives.

2. Aduvertising, sales promotion, public relations, personal selling, and direct marketing.
3. Public relations.

4. Advertising builds awareness, shapes perceptions, and positions brands strategically.
5. Discounts and loyalty programmes.

6. Precision targeting and measurability.

7. Advertising builds awareness and communicates value, while sales promotion drives
immediate consumer action. Integration maximises both long-term and short-term
outcomes.

8. Challenges include coordination and alignment with goals. Best practices involve
synergy, consistency, and continuous refinement.

Answers to Pilot Questions [Series 4]

Part4.1
1. The promotion mix is the combination of communication tools used in marketing.
2. Advertising, sales promotion, public relations, personal selling, direct marketing.
3. It ensures all tools deliver a consistent message.

o
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4. Public relations.
5. Direct marketing provides targeted communication.
Part 4.2
1. Advertising builds awareness and positions brands.
2. Discounts and coupons.
3. By offering short-term incentives.
4. Integration ensures consistency and maximises impact.
5. Advertising a new product while offering a discount.
Part 4.3
1. PR builds credibility and goodwill.
2. Press releases and community engagement.
3. It allows personalised engagement and tailored solutions.
4. Precision targeting.
5. By encouraging two-way interaction and loyalty.
Part 4.4
1. Coordination ensures unified messaging.
2. Synergy means combined effects exceed individual impacts.
3. Tools must support organisational objectives.

4. A mobile phone company combining advertising, discounts, PR, personal selling, and
direct marketing.

5. It ensures promotional activities contribute meaningfully to organisational goals.

Series S: Managing Promotion: Environment, Ethics,
and Budgeting

Series outline
5.1 Promotion environment and external influences
e 5.1.1 Definition of the promotion environment

e 5.1.2 Economic, social, and technological influences on promotion
e 5.1.3 Regulatory and competitive factors shaping promotion decisions
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5.2 Ethical considerations in promotion management

e 5.2.1 Principles of ethical promotion
e 5.2.2 Common ethical issues in advertising and promotion
e 5.2.3 Strategies for ensuring ethical compliance in IMC

5.3 Budgeting for promotion activities

e 5.3.1 Importance of budgeting in promotion management

e 5.3.2 Methods of setting promotion budgets (percentage of sales, objective-and-task,
competitive parity, affordability)

e 5.3.3 Challenges and best practices in promotion budgeting

5.4 Strategic management of promotion resources

e 5.4.1 Aligning promotion budgets with marketing objectives
e 5.4.2 Evaluating return on investment (ROI) in promotion
e 5.4.3 Case examples of effective promotion resource management

Introduction

In the previous Series, we explored the promotion mix and strategic communication tools,
focusing on how advertising, sales promotion, public relations, personal selling, and direct
marketing can be integrated for maximum impact. Building on that foundation, this Series turns
to the management of promotion, examining the external environment, ethical considerations,
and budgeting practices that shape promotional decisions.

The aim of this Series is to equip you with the ability to analyse environmental influences on
promotion, apply ethical prineiples in managing communication activities, and develop effective
budgeting strategies that align with-organisational objectives.

We shall commence this Series by examining the promotion environment, including economic,
social, technological, regulatory, and competitive influences. Next, we will explore ethical
considerations in promotion management, focusing on principles, common issues, and
compliance strategies: Following that, we will analyse budgeting for promotion activities,
considering methods of setting budgets and challenges in allocation. Finally, we will conclude
with strategic management of promotion resources, discussing alignment with marketing
objectives, evaluation of return on investment (ROI), and case examples of effective resource
management.

Series Learning Qutcomes
Upon completing this Series, you should be able to:
e 5.1 define the promotion environment and explain its key external influences,

e 5.2 analyse economic, social, technological, regulatory, and competitive factors shaping
promotion decisions,
-

o LA-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



e 5.3 explain principles of ethical promotion and identify common ethical issues,

e 5.4 apply strategies for ensuring ethical compliance in IMC,

e 5.5 evaluate the importance of budgeting in promotion management,

e 5.6 compare methods of setting promotion budgets and their strengths and limitations,
e 5.7 identify challenges and best practices in promotion budgeting,

e 5.8 align promotion budgets with marketing objectives and evaluate ROI, and

e 5.9 analyse case examples of effective promotion resource management.

5.1 Promotion Environment and External Influences

5.1.1 Definition of the promotion environment

The promotion environment refers to the external conditions and factors‘that influence how
organisations design, implement, and manage their promotional activities. It includes economic,
social, technological, regulatory, and competitive forees that shape decisions. Understanding the
promotion environment helps marketers anticipate.challenges, adapt strategies, and ensure that
communication remains effective and relevant.
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ECONOMIC
FACTORS

(eg), Consumer
Spending, Recession

PROMOTION
ENVIRONMENT

Factors Influnecing Marketing
Communications

SOCIAL
FACTORS FACTORS

eg), Cultural Trends, (eg). Advertising,

Demographics Data Privacy

REGULATORY

FACTORS

(eg). Advertising Laws,
Data Privacy)

Figure 5.1 The promotion environment

Fill in'the blank: The promotion environment includes economic, social, technological,
regulatory, and forces.

5.1.2 Economic, social, and technological influences on promotion

e  Economic influences: Consumer purchasing power, inflation, and overall economic
conditions affect how promotions are designed and received.

e Social influences: Cultural values, demographics, and lifestyle trends shape consumer
expectations and responses to promotional messages.

o Technological influences: Advances in digital platforms, data analytics, and automation
provide new opportunities for targeted and interactive promotion.

™
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So)

ECONOMIC INFLUENCES

* Purchasing Power
* Consumer Confidence
* Market Cycles

Qo
/AP
SOCIAL INFLUENCES
e Cultural Values

» Demographics
¢ Consumer Behavior

%

TECHNOLOGICAL

* Digital Platforms
* Data Analytics
e Al & Automation

IMPACTS PROMOTION STRATEGY

Plate 5.1 Economic, social, and technological influences on

promotion

Fill in'the blank: Advances in digital platforms and data analytics are examples of

influences on promotion.

5.1.3 Regulatory and competitive factors shaping promotion decisions

e  Regulatory factors: Laws and policies governing advertising standards, consumer
protection, and fair competition influence promotional practices. Compliance ensures
credibility and avoids legal penalties.

o Competitive factors: Rival firms’ strategies, market saturation, and industry trends push
organisations to innovate and differentiate their promotions. Competitive analysis helps
firms position themselves effectively.




Box 5.1 Regulatory and
competitive factors in
promotion

Regulatory Factors Competitive Factors

* Advertising Standards & Laws | ¢ Rival Promotion Strategies

* Privacy Policies (e..g, e Market Saturation & Clutter
GDPR, CCCA) Clutter
* Consumer Protection Acts * Pricing & Discount Wars

* Industry-Specific Regulations | ¢ Industry Trends & Innovations

Fill in'the blank: Compliance with advertising standards and consumer protection laws ensures
and avoids legal penalties.

Pilot questions 5.1
1.. Whatis the promotion environment?

2. Name three external influences on promotion.
3. How do economic conditions affect promotional activities?
4. Give one example of a technological influence on promotion.

5. Why is compliance with regulatory factors important in promotion management?
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5.2 Ethical Considerations in Promotion Management

5.2.1 Principles of ethical promotion

Ethical promotion is guided by principles such as honesty, transparency, fairness, and respect for
consumer rights. These principles ensure that promotional activities do not mislead, exploit, or
harm audiences. Ethical promotion builds trust, enhances brand reputation, and contributes to
long-term customer loyalty.

HONESTY
(e.g, Truthful Claims)

Ethical
Promotion

RESPECT
(e, Cossuner Privacy

$84n002iq 189 /*3)
AONVUASNVYL

FAIRNESS
(e.g, No Exploitation)

Figure 5.2 Principles of ethical promotion

Fill in the blank: Ethical promotion builds trust, enhances brand reputation, and contributes to
long-term customer

5.2.2 Common ethical issues in advertising and promotion
-
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Promotional activities often face ethical challenges such as:
o Deceptive advertising: Misleading claims about product features or benefits.
o Manipulative appeals: Exploiting fear, stereotypes, or vulnerable groups.
o Intrusive practices: Excessive targeting, spamming, or invasion of privacy.
o Unfair competition: Disparaging competitors or engaging in false comparisons.

Addressing these issues is critical to maintaining credibility and consumer confidence.

Plate 5.2 Common ethical issues in
and promotion

0 Y X

DECEPTIVE CLAIMS MANIPLIVATIVE PRIVACY INVASION  UNFAIR COMPETITION

APPEALS
« Fear mongering » Smear campaigns
+ False product benefits * Fear mongering Exploting inscurities without consent
+ Consumer Confidence Exploting inscurities « Midden endoprencts * Unanted tracking
* Exaragated pricing » Hidden endorsmencs « Pidden & Discurencts » Targeted ads based of
Market Cycles data * Industry Trends &
tradvate darks

HARMS CONSUMERS & MARKET TRUST

Plate 5.2 Common ethical issues in advertising and
promotion

Fill in the blank: Misleading claims about product features or benefits are examples of
advertising.
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5.2.3 Strategies for ensuring ethical compliance in IMC
Organisations can ensure ethical compliance in promotion by:
o Establishing clear ethical guidelines and codes of conduct.
o Training employees on responsible communication practices.
e Monitoring campaigns for compliance with laws and standards.
e Encouraging transparency and accountability in all promotional activities.

o Engaging in self-regulation and industry best practices.

Box 5.2 Strategies for ensuring ethical compliance in IMC

Strategies for Ethical IMC Compliance:

Develop & Enforce Clear Ethical Guidelines & Codes of Conduct
Provide Regular Training & Education for Employees

Implement Monitoring & Auditing
Mechanisms

Promote Transparency & Open Communication
* Encourage Industry Self-Regulation & Best Practices

)
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Fill in the blank: Organisations can ensure ethical compliance by establishing clear ethical
guidelines and codes of

Pilot questions 5.2
1. What are the principles of ethical promotion?

2. Name two common ethical issues in advertising and promotion.
3. Why is deceptive advertising harmful to consumers?
4. Give one strategy for ensuring ethical compliance in IMC.

5. How does ethical promotion contribute to long-term customer loyalty?

5.3 Budgeting for Promotion Activities

5.3.1 Importance of budgeting in promotion management

Budgeting is a critical aspect of promotion management because it ensures that resources are
allocated effectively to achieve communication objectives. A well-prepared budget helps
organisations balance costs with expected outcomes, avoid overspending, and prioritise
promotional activities that deliver the greatest impact. Without proper budgeting, campaigns risk
being inefficient or unsustainable.
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Budgeting in

Promotion
Maximizing ROI

Figure 5.3 Importance of budgeting in promotion management

Fill in'the blank: Budgeting ensures that resources are allocated effectively to achieve
communication

5.3.2 Methods of setting promotion budgets
There are several methods organisations use to set promotion budgets:

o Percentage of sales method: Allocating a fixed percentage of sales revenue to
promotion.

e Objective-and-task method: Setting budgets based on specific objectives and the tasks
required to achieve them.

o Competitive parity method: Matching or exceeding competitors’ spending levels.

-
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o Affordability method: Allocating funds based on what the organisation believes it can
afford.

Each method has strengths and limitations, and organisations often combine approaches for
flexibility.

Plate 5.3 setting promotion budgets

ﬁ:;) PERCENTAGE OBJECTIVE-AND- @COMPE‘ITIVE G &AFFORDABILITY

OF SALES =) -TASK PARITY
+ Based on revenue or * Define specific goals * Match compettors’
sales forecast spending « Allocate what is 'left overl')
* Simple & stragtttward Determine tasks to achieve goals  « Aims to maintain market share Avoids overspending
* May ignore market opportunities  « Estimate costs of tasks + Can lead to budget wars + Neglects promotion's ROl potential
* Logic-driven but complex * Ignsres unique needs * Unstrategic approach

INFLUENCE BUDGET DECISIONS

Plate 5.3 Methods of setting promotion budgets

Fill in the blank: The objective-and-task method sets budgets based on specific objectives and
the required to achieve them.

5.3.3 Challenges and best practices in promotion budgeting

Budgeting for promotion presents challenges such as uncertainty in market conditions, difficulty
in predicting consumer response, and balancing short-term versus long-term objectives. Best
practices include:
£
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o Setting clear and measurable objectives.
e Using multiple budgeting methods for flexibility.
e Monitoring and adjusting budgets based on performance.

e Aligning budgets with overall marketing and organisational goals.

Box 5.3 Challenges and best practices
in promotion budgeting

Challenges in Promotion Budgeting Best Practices for IMC Budgeting

» Market Uncertainty & Fluctations « Set Clear, Measurable Objectives
« Difficulty in Predicting ROI » Employ Flexible & Adaptive Methods
* Measuring Long-Term Impact  Continuous Monitoring & Adjustment
« Balancing Multiple Objectives « Align with Business Strategy
* Resource Constraints « Leverage Data & Analytics
Fill'in the blank: One best practice in promotion budgeting is to monitor and budgets

based on performance.

Pilot questions 5.3
1. Why is budgeting important in promotion management?

2. Name two methods of setting promotion budgets.

-
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3. What is the main limitation of the affordability method?
4. Give one challenge in promotion budgeting.

5. What is one best practice for effective promotion budgeting?

5.4 Strategic Management of Promotion Resources

5.4.1 Aligning promotion budgets with marketing objectives

Effective promotion management requires that budgets are aligned with overall marketing
objectives. This means that spending should directly support goals such as-increasing market
share, enhancing brand awareness, improving customer retention, or entering new markets.
When budgets are aligned, promotional activities contribute meaningfully to organisational
success rather than being treated as isolated expenses.
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el =L, O @ 2N

MARKET SHARE BRAND AWARENESS CUSTOMER RETENTION MARKET EXPANSION
(e.g, Increase Pentertation) (e.g,, Reach New Audiences) (e.g,, Loyalty & Repeat) (e.g, New Segments/Products)

INFORM & RESOURCE ALLOCATION

Promotion Budget Allocation Eudget Allciatios * CRM & Direct Marketing Research & Development
* High spending on Sales Budgets for New Markets
Promotion & Pricing « Signficant investment in * CRM & Direct Marketing « Targeted Launch Campaigns
Compettive Advertising Mass Media Advertising Loyalty Program Costs Targeted Launch Campaigns
Campaigns « Digital & Social Media * Personalized * Personal Selling for New
Campaigns Communications Accounts

* Public Relations Events

Figure 5.4 Aligning promotion budgets with marketing objectives

Fill in'the blank: Aligning promotion budgets ensures that spending supports overall
objectives.

5.4.2 Evaluating return on investment (ROI) in promotion

Return on investment (ROI) in promotion measures the effectiveness of spending by
comparing the costs of promotional activities with the benefits achieved (e.g., increased sales,
improved brand equity, or customer loyalty). ROI evaluation helps organisations justify
expenditures, identify high-performing activities, and adjust strategies for better efficiency.
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4 COSTS
* Advertising Spend

* Sales Promotion Costs
* PR & Event Expenses
* Personnel & Agency Fees

ROI EVALUATION

Comparing Investment vs. Return

ROI=

(Benefits - Costs)
Costs

BENEFITS 1

* Increased Sales Revenue

* New Customer Acquisition

* Enhanced Brand Equity (e. g,
Awareness, Perception).

* Improved Customer Loyalty & Retention
* Website Traffic / Engagement

Plate 5.4 Evaluating ROl in promotion

Fill in'the blank: ROLevaluation compares the costs of promotional activities with the
achieved.

5.4.3 Case examples of effective promotion resource management

Case examples demonstrate how organisations strategically manage promotion resources. For
instance:

FW

Do)

A retail chain may allocate budgets to seasonal campaigns, monitor ROI, and adjust

spending based on consumer response.

A technology company may invest heavily in digital promotion while maintaining PR

activities to strengthen credibility.

LA-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



e A beverage brand may balance advertising with sales promotions and sponsorships to
maximise both short-term sales and long-term brand equity.

These examples show that effective resource management requires flexibility, monitoring, and
alignment with strategic goals.

Box 5.4 Case examples of effective
promotion resource management

Effective Promotion Resource Management in Action:

* Procter & Gagrne's Data-Driven Spending: Utilizes advanced analytics to
optimize | spend, shifting resom and resources to digital channels with
with ish proven ROI. Contintuouls monitors camaign campign perfomance and
allocates base allocates budgets onf-reime data, enuring an- efficient
reach and converstion.

* Nike's Balanced Portfolio Approach: Mantaing (PR, advertising sales-driving
sales-drivon (sales promotion, product laumch)

* Nike's Balanced Portfolio Approach: A brand-building and short-torm ghles
sales pronts). Allocates signficant budget to athlete endoresces ands to build
threr equity, complented a dicital campians, targeted digital product launches.

* Dollar Shave Club's: Started wiix a low-budget viral video (diidiso (digital
advertising, PR) to revenue grow, they reniiweest strategely marketing and
personzized direct mail, demnort flexible, objective-driven resource allocation.

» Starbucks’ Localizzed Marketing Inttiatives: Empowes
Empowers regional managers to allcate parts abe promotion budget for local
events and partnerships opdserslizd approuhead the partnerships. This
decerelized ensurs spending is sending is relevant community needs, forivie
local foot tratffic, fostring fostying loot tratffic, with perfornance tracked at a
local level.

Fill in the blank: Effective resource management requires flexibility, monitoring, and alignment
with strategic

Pilot questions 5.4
1. Why must promotion budgets align with marketing objectives?

2. What does ROI evaluation in promotion measure?
o
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3. Give one benefit of evaluating ROI in promotion.
4. Provide one case example of effective promotion resource management.

5. What are the key requirements for effective resource management?

Series Summary

This Series focused on managing promotion through environment, ethics, and budgeting.
We began by defining the promotion environment and examining external influences such as
economic, social, technological, regulatory, and competitive factors. Next, we explored ethical
considerations in promotion management, highlighting principles of honesty, transparency,
fairness, and respect, as well as common ethical issues and compliance strategies. We then
analysed budgeting for promotion activities, discussing its importance, methods of setting
budgets, and challenges with best practices. Finally, we concluded with strategic management of
promotion resources, emphasising alignment with marketing objectives, evaluation of ROI, and
case examples of effective resource allocation.

By completing this Series, you should now be able to analyse environmental influences, apply
ethical principles, evaluate budgeting methods, and strategically manage promotion resources to
achieve organisational goals.

Glossary of Terms

o Affordability method: Budgeting approach based on what the organisation believes it
can afford.

o Competitive parity method: Setting promotion budgets by matching or exceeding
competitors’ spending.

e Deceptive advertising: Misleading claims about product features or benefits.

e Ethical promotion: Communication guided by honesty, transparency, fairness, and
respect for consumer rights:

e Objective-and-task method: Budgeting based on specific objectives and tasks required
to achieve them.

e Promotion environment: External conditions influencing promotional activities,
including economic, social, technological, regulatory, and competitive factors.

e Return on investment (ROI): Measure comparing costs of promotional activities with
benefits achieved.

o  Sales percentage method: Allocating a fixed percentage of sales revenue to promotion.

e Synergy in promotion: Combined effect of coordinated promotional activities exceeding
individual impacts.

Concept Check Questions [Series 5]
Objective questions
)
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Define the promotion environment. (Linked to SLO 5.1)
Name two economic influences on promotion. (Linked to SLO 5.2)

Which principle of ethical promotion ensures fairness in communication? (Linked to
SLO 5.3)

Short-answer questions

4.
5.
6.

Explain why deceptive advertising is harmful to consumers. (Linked to SLO 5.3)
Describe the objective-and-task method of budgeting. (Linked to SLO 5.6)
What is one challenge in promotion budgeting? (Linked to SLO 5.7)

Long-answer questions

7.

Analyse the importance of aligning promotion budgets with marketing objectives.

(Linked to SLO 5.8)

8.

o Basic response: Alignment ensures promotional spending supports organisational
goals such as awareness, retention, or expansion.

e Value-added response: Outstanding learners may expand by discussing how
misalignment leads to wasted resources and poor ROL.

Evaluate strategies for ensuring ethical compliance in IMC. (Linked to SLO 5.4)

e Basic response: Strategies include guidelines, training, monitoring, transparency,
and self-regulation.

e Value-added response: Outstanding learners may add insights on industry codes,
stakeholder engagement, and digital ethics.

Answers to Concept Check Questions [Series 5]

1.

2.

The promotion environmentis the external conditions influencing promotional activities.
Consumer purchasing power and inflation.

Fairness.

It misleads consumers, damages trust, and can cause financial or emotional harm.
Budgets are set based on specific objectives and the tasks required to achieve them.
Uncertainty in market conditions.

Alignment ensures spending supports organisational goals; misalignment wastes
resources and reduces effectiveness.

Strategies include guidelines, training, monitoring, transparency, self-regulation, and
stakeholder engagement.

Answers to Pilot Questions [Series 5]

Part 5.1

-

Do)
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1. The promotion environment refers to external conditions influencing promotional
activities.

2. Economic, social, technological.
3. They affect consumer purchasing power and demand.
4. Advances in digital platforms.
5. Compliance ensures credibility and avoids penalties.
Part 5.2
1. Honesty, transparency, fairness, respect.
2. Deceptive advertising and manipulative appeals.
3. It misleads consumers and erodes trust.
4. Establishing clear ethical guidelines.
5. It builds trust and loyalty.
Part5.3
1. It ensures effective resource allocation and cost control.
2. Percentage of sales and objective-and-task.
3. It may underfund promotion if resources are limited.
4. Difficulty predicting consumer response.
5. Monitoring and adjusting budgets.
Part 5.4
1. To ensure spending supportsorganisational goals.
2. ROI measures costs versus benefits.
3. It helps justify expenditures and identify high-performing activities.
4. <A retail chain adjusting seasonal campaign budgets based on ROI.

5. Flexibility, monitoring, and alignment with strategic goals.
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