Product Promotion or promotional strategies
It is the duty of the manufacturers to know about & accept their products & price for this purpose, they have to communicate with, persuade, & motivate them. To achieve this, they use promotional strategies. Promotion is the means through which a company meets its prospective customers.

Meaning of Promotion: Promotion is a part of an organization marketing mix that is used to inform & persuade the market regarding its products & services.
Promotion Mix: It is a combination of personal selling, advertising, sales promotion, publicity & public relations that helps an organization to meet its marketing objectives.
Communication Process in Marketing: Companies to be successful must communicate effectively. Effective communication is one which is received by the receiver in its original meaning as sent by the sender. In marketing, effective communication must be capable of making the consumers understand what the company is going to say. Following are the steps in communication process:

1. Identifying the Target Market: It is concerned in finding out to whom the message is being prepared. For each group of consumers or distributors a different message is required. Identifying the target, market helps a company to ascertain tastes, preferences etc of the consumers.
2. Determine the communication Objective: After analyzing target market & their characteristics, the next step is to find out what is desired from the communication, to attract the target market.

3. Designing the Message: While designing the message, the marketing manager must understand what to communicate & to whom to communicate. The message must be prepared in such a way that it reaches the target market effectively.
4. Selecting Communication Channels: A company can use two types of channels of communications, namely personal & non-personal.

	Personal channel refers to communicating directly with the target market through salesmen
	Non-personal channels are also called indirect channel & they include newspapers, TV, publicity, etc.


5. Allocating of Promotional Budget: Here the amount is to be spent to promote the product is fixed. Decision is also taken on the amount to be spent on various media.
6. Deciding on the Promotion Mix: Here money is allocated to various tools of promotion. Before deciding, the marketing managers have to analyze the nature & impact on the market of each kind of production.
Factors Affecting the Selection of Promotion Mix:
1. Type of the market: Promotion of industrial products requires a different strategy from the promotion of consumer products. Eg: Personal selling is the major tool of promotion for industrial products, whereas advertising is a major tool for consumer product.
2. Product Life Cycle: A product requires different kinds of promotion in different stages of its life. In the introduction stage, advertising & publicity are used. In the growth state, all means of promotion are given due importance. In the maturity stage, personal selling is used mostly & in the decline stage, it is the sales promotion which is the most influencing factor.
3. Push & Pull Strategy: Push strategy refers to the manufacturer using the sales force to push the sales. He promotes the product aggressively to the wholesalers. Wholesalers promote to retailers & retailers aggressively promote to the consumers. This is can be illustrated as follow:
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In case of pull strategy, manufacturer using heavy advertisement, publicity etc. promotes directly to the consumers. Consumers ask the retailers for the products. Feeling the demand, retailers force the wholesalers to sell/supply the product & wholesalers come to the manufacturer finally. It can be illustrated as below:
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The main advantages of pull strategy is that the manufacturers need not depend upon the wholesalers & retailers to sell his product & also this method helps him to create brand loyalty.

4. Buyer’s Attitude: Eg: If buyers are positive in action, promotion aims at reminding them about the availability of the product.
Tools of Promotion
I. Advertising: The word “Advertise” has been derived from the word “Ad” which means “Turn” & “Verto” meaning “towards”. Hence the term advertising means to turn the attention towards something.
Definition: According  to the Philip Kotler, “Advertising consists of non-personal or one way form of communication conducted through paid media under clear sponsorship.”

Objectives of Advertising: The main objective of advertising may be explained in the “AIDAS” formula, where A=Attract the attention, I=Create interest (read), D=Desire (like), A=Action (act), S=Satisfaction.
In other words, a god advertisement must attract the consumers, create interest in them, make them to desire the product & finally they should buy the product. The other objectives are:

a. To bring to the notice of consumers, the product, the features, uses etc.
b. To make an immediate sale.
c. To build demand in case of a new product.

d. To build the brand recognition

e. To increase market share

f. To build overall image of the company

g. To reach new market.

Factors Affecting the Media Selection:
1. The objective of Advertising: Eg: If immediate action is required radio, tv, newspapers, etc, may be used.
2. The Geographical Factors: The geographical factors such as circulation of the media, required coverage, etc.

3. Nature of the message: Eg: If the advertisement is just to inform people about something, only signboards can be used.

4. Cost of the Media: Eg: Newspapers are the cheapest medium, whereas TV is costliest.

5. The financial resources available.

6. The nature of the product

7. The nature of the consumers

8. Power of the media to reach the target market.

Kinds of Advertising Media or Media or Advertising:

1. Press Publicity or the Print Media:
a. Newspapers: Newspapers are useful to advertise all types of product. They are more flexible & cheaper. In case of products, which are to be sold quickly or within a limited period, this is the most useful media. Before selecting a particular newspaper, the advertiser must take into account its circulation, readers, cost, etc.

Advantages:

i) It reaches almost all places, hence the exposure is maximum.
ii) As newspapers are published daily, continuous publicity is possible.
iii) They are more flexible, economical, & convenient.
iv) Advertising may be changed according to the requirements.

Disadvantages:

i) The life of advertisement is very short
ii) It becomes a waste if the readers do not go through the advertisement.

iii) It becomes a waste if there is no market for the product advertising in the place of circulation.

b. Magazines: Magazines are read leisurely & they are more attractive. Magazines may be either general meant for general readers. Eg: India Today or specific that is specially meant for a particular group, Eg: Business India, Women’s Era etc.
Advantages
i) The quality of advertisement is better because of the better design, print, color, & quality of the paper.
ii) The advertisement reaches the target market.

iii) Almost all advertisements are read because their number will be limited, they are more attractive & readers have enough time to go through them.

Disadvantages:
i) It is not flexible
ii) It is comparatively costlier

iii) As it is published periodically, urgent messages cannot be advertised.

II. Direct Mail Advantages:

This method is more popular in case of mail order business. The advertiser maintains a list of prospective customers & the advertisement is dispatched to them directly by post. Advertisement may be in the form of circulars, leaflets, broachers, catalogues, etc.

Advantages:

1. The advertiser can reach any part of the country & convey his message directly to the customer
2. It tries to build personal contact as the message is addressed to the customer himself.

3. The message can be altered according to the requirements.

4. It reaches the target market.

Disadvantages:

1. It is very difficult to prepare the list of prospective customers
2. In case of products, which need personal attention inspection before & after sales services, it cannot be used.

III. Outdoor Advertising:
This is the oldest form of advertising; it is suitable to promote products that need a wide appeal. Message are exhibited at busy streets & places. They are primarily meant for the moving population. Outdoor advertising helps the advertiser to remind the people of his product frequently. Posters, Paintings, Electronic Signboards, Sky Writing, etc. are the various forms of outdoor advertising.
Advantages:

1. It attracts the attention of the people

2. It is flexible & comparatively cheaper

3. It has mass appeal

4. It is useful to promote the brand name.

Disadvantages:

1. The message is limited
2. It is difficult to find out the impact of advertisement

3. It is not primary form of advertising

4. At the best, it supplements other methods.

IV. The Broadcast Media:
a. Radio: In our country, radio as a means of advertising was first used in 1927, at present it is one of most effective tools of advertising. In almost all countries, sponsored commercial programs are very popular:
Advantages:

i. Its coverage is wide
ii. It reaches even the illiterate consumers.

iii. It is more flexible, in the sense that the advertiser can broadcast the messages at the language he wants it.

iv. The changes of being heard are more because advertisements are broadcasted in between various popular programs.

v. Advertisements are effective because they are recreational in nature.

vi. For emergency announcement, this is the most suitable media.

Disadvantages:
