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Introduction to Integrated Marketing Communication

1.1 Overview of Integrated Marketing Communication

1.1.1: What is marketing?

Our starting point for learning about marketing is to begin with the basics and that starts with defining marketing.  Since marketing has been an important part of business for a long time we could consult one of the many hundreds of books written on the subject to locate a definition.  Or, as is more the custom today, we could search the Internet to see how marketing is defined.  Whether we search print or electronic form we will find that marketing is defined in many different ways.

Some definitions focus on marketing in terms of what it means to an organization, such as being the key functional area for generating revenue, while other definitions lean more toward defining marketing in terms of its most visible tasks, such as advertising and creating new products. 

There probably is no one best way to define marketing, however, whatever definition is used should have an orientation that focuses on the key to marketing success – customers.

For the purpose of this handout we will define marketing as follows:

Marketing consists of the strategies and tactics used to identify, create and maintain satisfying relationships with customers that result in value for both the customer and the marketer.
Company Orientations to the Marketplace

 What philosophy should guide a company marketing and selling efforts?  What relative weights should be given to the interests of the organization, the customers, and society?  These interest often clash, however, an organization’s marketing and selling activities should be carried out under a well-thought-out philosophy of efficiency, effectiveness, and socially responsibility.

Five orientations (philosophical concepts to the marketplace have guided and continue to guide organizational activities:

1.
The Production Concept

2.
The Product Concept

3.
The Selling Concept

4.
The Marketing Concept

5.
The Societal Marketing Concept
1.1.2: The Marketing Mix

The term marketing mix refers to the four major areas of decision making in the marketing process that are blended to obtain the results desired by the organization. The four elements of the marketing mix are sometimes referred to the four Ps of marketing. The marketing mix shapes the role of marketing within all types of organizations, both profit and nonprofit. 

· Product

The first element in the marketing mix is the product. A product is any combination of goods and services offered to satisfy the needs and wants of consumers. Thus, a product is anything tangible or intangible that can be offered for purchase or use by consumers. A tangible product is one that consumers can actually touch, such as a computer. An intangible product is a service that cannot be touched, such as computer repair, income tax preparation, or an office call. Other examples of products include places and ideas.

· Price

The second element in marketing mix is price. Price is simply the amount of money that consumers are willing to pay for a product or service. In earlier times, the price was determined through a barter process between sellers and purchasers. In modern times, pricing methods and strategies have taken a number of forms.

· Promotion

Promotion is the third element in the marketing mix. Promotion is a communication process that takes place between a business and its various publics. Publics are those individuals and organizations that have an interest in what the business produces and offers for sale. Thus, in order to be effective, businesses need to plan promotional activities with the communication process in mind. 
· Place

The fourth element of the marketing mix is place. Place refers to having the right product, in the right location, at the right time to be purchased by consumers. This proper placement of products is done through middle people called the channel of distribution. The channel of distribution is comprised of interdependent manufacturers, wholesalers, and retailers. 

Seven Ps
As well as the standard four P's (Product, Pricing, Promotion and Place), services marketing calls upon an extra three, totaling seven and known together as the extended marketing mix. These are:

· People: Any person coming into contact with customers can have an impact on overall satisfaction. Whether as part of a supporting service to a product or involved in a total service, people are particularly important because, in the customer's eyes, they are generally inseparable from the total service. 
· Process: This is the process (es) involved in providing a service and the behavior of people, which can be crucial to customer satisfaction. 

· Physical evidence: Unlike a product, a service cannot be experienced before it is delivered, which makes it intangible. This, therefore, means that potential customers could perceive greater risk when deciding whether to use a service. To reduce the feeling of risk, thus improving the chance for success, it is often vital to offer potential customers the chance to see what a service would be like. This is done by providing physical evidence, such as case studies, testimonials or demonstrations. 
Four New Ps
· Personalization: It is here referred customization of products and services through the use of the Internet. Early examples include Dell on-line and Amazon.com, but this concept is further extended with emerging social media and advanced algorithms. Emerging technologies will continue to push this idea forward. 

· Participation: This is to allow the customer to participate in what the brand should stand for; what should be the product directions and even which ads to run. This concept is laying the foundation for disruptive change through democratization of information. 

· Peer-to-Peer: This refers to customer networks and communities where advocacy happens. The historical problem with marketing is that it is “interruptive” in nature, trying to impose a brand on the customer. This is most apparent in TV advertising. These “passive customer bases” will ultimately be replaced by the “active customer communities”. Brand engagement happens within those conversations. P2P is now being referred as Social Computing and is likely to be the most disruptive force in the future of marketing. 

· Predictive modeling: This refers to algorithms that are being successfully applied in marketing problems (both a regression as well as a classification problem).
1.1.3:  Meaning and Role of Integrated Marketing Communication

Integrated marketing communication can be defined in the following ways:

A management concept that is designed to make all aspects of marketing communication such as advertising, sales promotion, public relations, and direct marketing work together as a unified force, rather than permitting each to work in isolation.

A concept of marketing communications planning that recognizes the added value of a comprehensive plan that evaluates the strategic roles of a variety of communication disciplines—for example, general advertising, direct response, sales promotion, and public relations—and combines these disciplines to provide clarity, consistency, and maximum communications impact. 

Reasons for the growth of Integrated Marketing Communication

The integrated marketing communications movement is driven by changes in the ways companies market their products and services. A major reason for the growing importance of the IMC approach is the ongoing revolution that is changing the rules of marketing and the role of the traditional advertising agency.
Major characteristics of this marketing revolution include:

· A shifting of marketing dollars from media advertising to other forms of promotion, particularly consumer and trade-oriented sales promotions.

· A movement away from relying on advertising-focused approaches, which emphasize mass media such as network television and national magazines, to solve communication problems.

· A shift in marketplace power from manufacturers to retailers. 

· The rapid growth and development of database marketing. 
· Demands for greater accountability from advertising agencies and changes in the way agencies are compensated. 
· The rapid growth of the Internet, which is changing the very nature of how companies do business and the ways they communicate and interact with consumers..
1.2 The Promotion Mix Elements

The Role of Promotion
Promotion has been defined as the coordination of all seller-initiated efforts to set up channels of information and persuasion to sell goods and services or promote an idea. While implicit communication occurs through the various elements of the marketing mix, most of an organization’s communications with the marketplace take place as part of a carefully planned and controlled promotional program. The basic tools used to accomplish an organization’s communication objectives are often referred to as the promotional mix.

The Promotional Mix: The Tools for IMC

I. Advertising

Advertising is defined as any paid form of non personal communication about an organization, product, service, or idea by an identified sponsor. The paid aspect of this definition reflects the fact that the space or time for an advertising message generally must be bought. An occasional exception to this is the public service announcement (PSA), whose advertising space or time is donated by the media.

· Strengths

· Wide coverage

· Control of message

· Repetition means that the message can be communicated effectively

· Can be used to build brand loyality

· Weakness

· Expressive

· Impersonal

· One way communication

· Lacks flexibility

· Limited capacity to close a sale

II. Direct Marketing

One of the fastest-growing sectors of the U.S. economy is direct marketing, in which organizations communicate directly with target customers to generate a response and/or a transaction. Traditionally, direct marketing has not been considered an element of the promotional mix. However, because it has become such an integral part of the IMC program of many organizations and often involves separate objectives, budgets, and strategies, we view direct marketing as a component of the promotional mix.
III. Interactive/Internet Marketing

As the new millennium begins, we are experiencing perhaps the most dynamic and revolutionary changes of any era in the history of marketing, as well as advertising and promotion. These changes are being driven by advances in technology and developments that have led to dramatic growth of communication through interactive media, particularly the Internet. Interactive media allow for a back-and-forth flow of information whereby users can participate in and modify the form and content of the information they receive in real time. 

IV. Sales Promotion

The next variable in the promotional mix is sales promotion, which is generally defined as those marketing activities that provide extra value or incentives to the sales force, distributors, or the ultimate consumer and can stimulate immediate sales. Sales promotion is generally broken into two major categories: consumer-oriented and trade-oriented activities.

Consumer-oriented sales promotion is targeted to the ultimate user of a product or service and includes couponing, sampling, premiums, rebates, contests, sweepstakes, and various point-of-purchase materials (Exhibit 1–11). These promotional tools encourage consumers to make an immediate purchase and thus can stimulate short-term sales. 

Trade-oriented sales promotion is targeted toward marketing intermediaries such as wholesalers, distributors, and retailers. Promotional and merchandising allowances, price deals, sales contests, and trade shows are some of the promotional tools used to encourage the trade to stock and promote a company’s products.

Promotion and sales promotion are two terms that often create confusion in the advertising and marketing fields. As noted, promotion is an element of marketing by which firms communicate with their customers; it includes all the promotional mix elements we have just discussed. However, many marketing and advertising practitioners use the term more narrowly to refer to sales promotion activities to either consumers or the trade (retailers, wholesalers). In this book, promotion is used in the broader sense to refer to the various marketing communications activities of an organization.

V. Publicity/Public Relations

Publicity: Publicity refers to non-personal communications regarding an organization, product, service, or idea not directly paid for or run under identified sponsorship. It usually comes in the form of a news story, editorial, or announcement about an organization and/or its products and services. Like advertising, publicity involves non-personal communication to a mass audience, but unlike advertising, publicity is not directly paid for by the company. The company or organization attempts to get the media to cover or run a favorable story on a product, service, cause, or event to affect awareness, knowledge, opinions, and/or behavior. Techniques used to gain publicity include news releases, press conferences, feature articles, photographs, films, and videotapes. 

Public Relations: It is important to recognize the distinction between publicity and public relations. When an organization systematically plans and distributes information in an attempt to control and manage its image and the nature of the publicity it receives, it is really engaging in a function known as public relations.

Public relations is defined as “the management function which evaluates public attitudes, identifies the policies and procedures of an individual or organization with the public interest, and executes a program of action to earn public understanding and acceptance. Public relations generally has a broader objective than publicity, as its purpose is to establish and maintain a positive image of the company among its various publics.

VI. Personal Selling

The final element of an organization’s promotional mix is personal selling, a form of person-to-person communication in which a seller attempts to assist and/or persuade prospective buyers to purchase the company’s product or service or to act on an idea. Unlike advertising, personal selling involves direct contact between buyer and seller, either face-to-face or through some form of telecommunications such as telephone sales. This interaction gives the marketer communication flexibility; the seller can see or hear the potential buyer’s reactions and modify the message accordingly. The personal, individualized communication in personal selling allows the seller to tailor the message to the customer’s specific needs or situation.

· Strengths

· High customer attention

· Message is customized

· Interactivity

· Persuasive impact

· Potential for development of relationship

· Adaptable

· Opportunity to close the sale

· Weakness

· High cost

· Labor intensive

· Expensive

· Can only reach a limited number of customers

1.3 The IMC planning process

The marketing communications program of an organization is generally developed with a specific purpose in mind and is the end product of a detailed marketing and promotional planning process that shows the sequence of decisions made in developing and implementing.

As with any business function, planning plays a fundamental role in the Development and implementation of an effective Promotional program. The individuals involved in promotion design a promotional plan that provides the framework for developing, implementing, and controlling the organization’s integrated marketing communications programs and activities, promotional planners must decide on the role and function of the specific elements of the promotional mix, develop strategies for each element, and implement the plan. Promotion is but one part of, and must be integrated into, the overall marketing plan and program.

Review of the Marketing Plan

The first step in the IMC planning process is to review the marketing plan and objectives. Before developing a promotional plan, marketers must understand where the company (or the brand) has been, its current position in the market, where it intends to go, and how it plans to get there. Most of this information should be contained in the marketing plan, a written document that describes the overall marketing strategy and programs developed for an organization; a particular product line, or a brand. Marketing plan can take several forms but generally include five basic elements:

1. A detailed situation analysis that consists of an internal marketing audit and review and an external analysis of the market competition and environmental factors.

2. Specific marketing objectives that provide direction, a time frame for marketing activities, and a mechanism for measuring performance.

3. A marketing strategy and program that include selection of target market (s) and decisions and plans for the four elements of the marketing mix

4. A program for implementing the marketing straggly, including determining specific tasks to be performed and responsibilities 

5. A process for monitoring and evaluating performance and providing feedback so that proper control can be maintained and any necessary changes can be made in the overall marketing strategy or tactics.

For most firms, the promotional plan is an integral part of the marketing strategy. Thus, the promotional planners must know the roles advertising and other promotional-mix elements will play in the overall marketing program. The promotional plan is developed similarly to the marketing plan and often uses its detailed information. Promotional planners focus on information in the marketing plan that is relevant to the promotional strategy.

Promotional Program Situation Analysis

After the overall marketing plan is reviewed, the next step in developing a promotional plan is to conduct the situation analysis. In the IMC program he situation analysis focuses on the factors that influence or are relevant to the development of a promotional strategy. Like the overall marketing situation analysis, the promotional program situation analysis includes both an internal and an external analysis.

Internal Analysis: The internal analysis assesses relevant areas involving the product/service offering and the firm itself. The capabilities of the firm and its ability to develop and implement a successful promotional program, the organization of the promotional department, and the successes and failures of past programs should be reviewed. The analysis should study the relative advantages and disadvantages of performing the promotional functions in house as opposed to hiring and external agency (or agencies). 

External Analysis: The external analysis focuses on factors such as characteristics of the firm’s customers, market segments, positioning strategies, and competitors.

Analysis of the communication process

This stage of the promotional planning process examines how the company can effectively communicate with consumers in its target markets. The promotional planner must think about the processed consumers will go through in responding to marketing communications. The response process for products or services for which consumer decision making is characterized by a high level of interest is often different form that for low involvement of routing purchase decisions. These differences will influence the promotional strategy.

Communication Objectives refers to what the firm seeks to accomplish with its promotional program. They are often stated in terms of the nature of the message to be communicated or what specific communication effects are to be achieved. Communication objectives may include creating awareness or knowledge about a product and its attributes or benefits: creating among: or developing favorable attitudes, preferences, or purchase intentions. Communication objectives should be the guiding force for development of the overall marketing communications strategy and of objectives for each promotional mix area.
Budget Determination

After the communication objectives are determined, attention turns to the promotion budget. Two basic questions are asked at this point: What will the promotional program cost? How will the money be allocated? Ideally, the amount a firm needs to spend on promotion should be determined by what must be done to accomplish its communication objectives. 
Developing the integrated Marketing Communications Program

Developing the IMC program is generally the most involved and detailed step of the promotional planning process. As discussed earlier, each promotional-mix element has certain advantages and limitations. At this stage of the planning process, decisions have to be made regarding the role and importance of each element and their coordination with one another. 
Monitoring, Evaluation, and Control

The final stage of the promotional planning processes is monitoring, evaluation, and controlling the promotional program. It is important to determine how well the promotional program is meeting communication objectives. The promotional planner wants to know not only how well the promotional program is doing but also why. For example, problems with the advertising program may lie in the nature of the message or in media plan that does not reach the target market effectively. The manager must know the right steps to correct the program.
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After completing this unit the student will be able to:

· Define promotion management;

· Explain the importance of promotion;

· Identify the strategic planning process in marketing;

· Identify & comprehend the practical steps in promotion planning;

· Examine the various tasks and responsibilities involved in promotion management.

What Is Promotion Management?

Promotion Management is a marketing function concerned with persuasively communicating to target audiences the component of the marketing program in order to facilitate exchange between the marketer and the consumer and to help satisfy the objectives of both.

This definition requires farther explanations:

·  Promotion is primarily concerned with persuasive communication. That is, promotion involves an attempt to persuade the target audience to embrace a new attitude or to engage in a new behavior .Hall Mark wants the purchaser to think of its cards “when you care enough to send the very best.”

· The second concept is target audiences. For example, the target market for Diet Coke consists of all consumers who are diet conscious.

· The third component of the definition is that promotion is goal directed. For the marketer, the objectives of promotion are to create brand awareness, to deliver information, to educate, and to advance a positive image.

There are 4 types of activities that provide the key tools to reach the goals of promotion: Advertising, personal selling, public relation and sales promotion.

· Advertising: is any paid form of nonpersonal communication and promotion of ideas, goods and services by an identified sponsor. 

· Although some advertising such as direct mail is directed at specific individuals, most advertising messages are tailored to a group and use mass media such as radio, television, newspapers, magazines, and outdoor.

· Personal Selling: is interpersonal communication with one or more prospective purchasers for the sake of making sales. 

· Examples include sales calls to a business by a field representatives (field selling), in-store assistance of a sales clerk (retail selling), and a representative calling at homes (door-to-door –selling).

· Public Relation is coordinated attempt to create a favorable product image in the mind of the public by supporting certain activities  or programs, publishing commercially significant news in a widely circulated  medium, or obtaining favorable publicity –that is ,favorable presentation on radio, television, or stage that are not paid for the sponsor.

· Sales Promotion consists of marketing activities that add to the basic value of the product or service  for a limited  time and directly stimulate  consumer purchasing for example , coupons and product sampling, stimulate  the distribution to carry the product  and or promote  the product or service  for example ,trade deals  and spiffs , or stimulate  the effort of the sales force  for example ,contests and meetings.

These four activities are the most common active forms of marketing communication.

· Clearly, both proactive and reactive forms of communication are crucial. Ideally they work together.

· Promotion gets the consumer to the front door of the store equipped with brand awareness, product information, a positive attitude, and an extra incentive to buy.

· Promotion can create associations that can enhance the buyer’s satisfaction and thus may add to the real value of the company’s offering.

· But even a great promotion can not save a bad product.

Why Promotion?

Factors contributing to the increased importance of Promotion: 

· Greater need to persuade consumers who have established product loyalties:

· Wider separation between consumers and marketers:

· Increased competition within and among industries:

·  Greater need to maintain market share:

· Greater financial risk for marketers:

· Consumers increased selectivity:

Firstly, Greater Need To Persuade Consumers Who Have Established Product Loyalties: 

· Consumers today are faced with so many product choices that they often resort to less-than –optimal choices, settle on a particular “satisfactory brand,” and purchase it repeatedly to reduce the effort involved in choosing another product.

Secondly, Wider Separation between Consumers and Marketers: 

· The widening of physical and emotional distance between producers and consumers. 

· Once marketing intermediaries are involved, it is not enough for a producer to communicate only with the ultimate consumers or industrial users. 

· Marketing intermediaries must also be informed about products.

· Wholesalers must promote products to retailers, and retailers must promote products to consumers. 

· Thus, a basic purpose of promotion is to facilitate the movement of products and products –related information through the marketing network.

Thirdly, Increased Competition Within and Among Industries:

· Intense competition within and between industries has placed pressure on the promotional programs of individual sellers.

· Most colleges and universities, for example, must deal directly with other colleges and universities as well as with all other organizations that offer people educational or vocational alternatives.

Fourthly, Greater Need To Maintain Market Share:

· Consumers are beyond the need to fulfill their basic physiological requirements and are moving toward fulfilling their desires.

· As they allocate their limited resources to the purchase of desires rather than basic needs, they become more selective in their choices.

· A good promotional helps consumers make these choices in a more satisfying way.

Fifth, Greater Financial Risk for Marketers:
· The promotional effort is usually the largest part of the total marketing expense.

· Managers must certain that the high level of expenditure produces the desired results.

Sixth, Consumers Increased Selectivity:

· During times of economic decline, product planning, distribution channels, and pricing structure change little.

· Promotion is needed in order to maintain the level of sales and profit required for a firm’s survival.

· Redesigning messages, advertising differently and smarter and improving sales promotion offers are some of the ways to stimulate consumer demand.

Strategic Planning In Marketing

· The marketing organization is governed by the marketing plan.

· This plan is the central instrument for directing and coordinating the marketing effort.

· It is just one part of the strategic plan, which provides direction for the entire organization and is thus the broadest planning tool. 

· Strategic planning is defined as “the managerial process of developing and maintaining a strategic fit between the organization and marketing planning.

· A marketing strategy “represents the broad principles by which the business unit expects to achieve its marketing objectives in the target market.
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The process of marketing planning includes the following:

1. Selecting Marketing Objectives

· Marketing objectives should state specific standards to be reached under certain operating procedures by a certain date.

· The objective may refer to a percentage of market share, unit sale s, market saturation, traffic, or profit.

2. Use Marketing Intelligence

· Marketing intelligence is any information, derived from either internal or external sources, that is useful in developing the marketing strategy.

· Managers use it to conduct the situation analysis, which is an attempt to identify and appraise all the environmental factors that affect the marketing plan.

· Managers must examine the background of their companies –their history and philosophy, products, personnel, and present methods of marketing.

· Marketing intelligence provides information that is helpful throughout the planning process.

3. Identify Market Opportunities

· Guided by the marketing objectives and marketing intelligence, the manger must then identify and evaluate market opportunities.

· A marketing opportunity is a need or want actual or potential that is not being adequately satisfied.

· Finding a cure for AIDS is a market opportunity for hundreds of pharmaceutical and research firms.

4. Select Target Markets 

· A market segment is a group of consumers who have one or more similar characteristics.

· These characteristics include age, attitudes, loyalty toward a particular brand, or a similar illness, to name a few.

· The dog food industry, for example, segments its market by age of the dog, its weight, breed, and activity level.

5. Develop Marketing Strategies

· The manager now outlines the broad marketing strategy, or “game plan”.
· In developing a marketing strategy, a manager faces a multitude of possible choices.

· Each objective can be achieved in a number of ways.

· Each marketing objectives should have an associated set of alternative marketing strategies.

6. Design Action Plans 

· Each element of the marketing strategy must now be dissected in order to develop specific action plans.

· Typically, at this stage marketers specify plans for each aspect of the marketing mix that is, the product, price, channel of distribution, and promotion.

· Dramatic differences in marketing action programs are achieved simply by using different proportions of these mix variables.

7. Executing Plans

· Implementing the typical marketing plan requires a great number of decisions.

· Making sure the product reaches the warehouse at the right time, that ads are run on schedule, and that the salespeople receive the right support material represent just a sample of the details that must be tracked day by day, or even minute by minute.

· Poor execution has been the downfall of many excellent marketing plans.

8. Measure Results

· Every marketing plan must include a control component that compares actual performance with planned performance.

· Performance criteria include sales, market share, return on investment, and cost containment, to name a few.

9. Take Corrective Action

· Management must determine if the gap between objectives and performance is significant enough to acquire corrective action.

· Occasionally, corrective action is a necessity.

The Promotion Plan 

Promotion is one part of the marketing plan, which consists of the following stages:

· Selecting of marketing objectives,

· Using marketing intelligence, 

· Identifying market opportunities

· Selecting target markets

· Developing marketing strategies

· Designing action plans,

· Executing plans,

· Measuring results, and 

Steps in Promotion Planning 

Promotion is defined as a, “planned, coordinated series of promotional efforts built around a single theme or idea and designed to reach a predetermined goal.”

Promotion planning is derived from the marketing plan and parallels it in many ways:

1. Determining   A Promotional Opportunity

· Several condition ,indicate a favorable opportunity for promotion

· A favorable trend in demand:

· Strong brand differentiation

· Hidden product qualities

· Existence of emotional buying motives

· Adequate funds

2. Determining  Promotional Objectives

· Most promotional objectives fall into five general categories:

· Creating awareness, by making sure the consumer knows who the company is.

· Creating understanding, by providing key information useful in decision making.

· Creating changes in attitudes, by dealing with issues or motives that consumers have strong feelings about.

· Creating changes in behavior, ranging from fairly passive behavior such as calling a toll-free number to request information to buy the product.

· Creating reinforcement, by offering tangible and intangible rewards for the consumer‘s favorable choices.

3. Organizing  For Promotion

· Unless the company is new or the use of promotion is new to the company, some sort of Organization supporting promotion is already in place.

· Nonetheless, each time a new or revised set of promotional objectives is developed, the existing organization must be evaluated to determine whether it can achieve these objectives.

· For example a local bank that targets the senior citizen market might decide to hire knowledgeable about this group.

4. Selecting the Appropriate Audience

· A promotional message delivered to the wrong audience is doomed to fail.

· Promotional messages should be directed at specific target for which the overall marketing program is being designed.

· There is a subtle difference; however, between the targets for children’s toys are primarily children.

5. Selecting  the  Message

· Determining exactly what to say to the chosen audience is a difficult and important process.

· The key is the theme.

· An example of the successful use of a theme by a company’s various marketing groups is the famous Marlboro campaign that began nearly forty years ago.

· The “rugged cowboy” may work even better today when cigarette smoking is less socially acceptable, and smokers must be seen as independent and tough to continue smoking.

6. Selecting The Promotional Mix 

· The four common forms of promotion includes advertising, personal selling, public relations, and sales promotion.

· The components of the promotion mix includes the following:

a. Advertising:

·  Creative mix:

· Copy platforms

· Appeals

· Tactics

· Media Mix

· Newspaper 

· Radio

· Magazines

· Television

· Outdoor

· Direct Mail

· Directories

· Other

b. Personal Selling Mix:

· Field

· Retail

· Door-to-door

c. Sales Promotion Mix:

· Consumer  Directed 

· Coupons

· Sampling

· Documents

· Contests

· POP

· Packaging

· Other

· Trade Directed 

· Co-Ops

· Deals

· Push Money

· Contest

· Shows

· Other

d. Public Relation Mix:

· Press release

· News Conference

· Films

· Tours

· Sponsorships

· other

7. Determining a  Budget

· Promotional effort is expensive and is becoming more expensive every day.

· Regardless of whether the budget has been predetermined or not, a major part of this stage is to cost out the dollar amounts to be spent on each of the promotional components identified in step six.

· How much does each network television program cost?

· How does this cost vary across markets, time, and ad length?

· What does it cost to produce and distribute 500,000 product samples?

· How much does it cost to have the product mentioned on a network television show?

· How much does a mailing list cost?

· The list of question is lengthy; answering them requires people who are Knowledgeable about the costs associated with all the facets of promotion.

· The final budget is often much greater than the amount the company intended to spend.

· Cuts are made.

· Compromises are introduced.

· Objectives are modified.

· The final set of decisions leads the promotion manager into next stage of the process-implementation.

8. Implementing the Promotional  Strategy

· The success of any promotional strategy is largely a function of how well it is implemented.

· Highly talented and experienced people greaLion
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· Implementation itself involves three separate stages:

· First, the promotion  manager and his or her  associates  must make specific decisions about all the elements  of the plan ,including specific media ,dates, times ,sizes, talent, photographers and artists , and production schedules.

· Next, the promotion manager must make sure all these decisions can be implemented and there are people assigned to each task.

· Finally, the promotion manager must check to be sure that all decisions were implemented correctly.

9. Measuring the Results and Taking Corrective Action If Necessary

· Finally, the promotional manager must determine if the promotional effort reached the stated objectives.

· This activity may be carried out by the promotion manager or members of the manager’s staff.

· The job often falls to the advertising agency, since its members have greater expertise with the measurement techniques.

· Three tasks must  be completed  in order to measure the results of  promotion:

· First, standards for promotional effectiveness must be established. This means that the market planner must have a clear understanding of exactly what the promotion is intended to accomplish.

· Second, actual promotional performance must be monitored. It is usually necessary to conduct experiments in which the effects of other variables are either excluded or controlled.

· Third, is measuring promotional efficiency to compare performance measure against the standards. 

· By doing so, it is theoretically possible to determine the most effective methods of promotion.

· Once the promotional strategy is evaluated, this information becomes part of the evaluation for the total marketing plan.

Promotion and the Marketing Mix

Unit Objectives

After completing this unit the student will be able to:

· Understand how promotion  interacts  with other  elements of the marketing mix;

· Explain the linkage between product mix and promotion;

· Explain the linkage between the channels mix and promotion;

· Explain the linkage between price  mix and promotion;

The intent of this unit is to bring into focus the position of promotion within the marketing mix.  

· It is important to understand how promotion should be integrated with the other marketing mix elements. 

· How aspects  of the product , the price , and the place of distribution  in themselves  convey promotional messages, 

· How these marketing elements affect the impact of promotion, and how they influence the selection of a promotion mix will be discussed.

Fitting Promotion into the Mix 

Of all the components of the marketing mix, promotion is the most likely to get out of hand unless all other elements are carefully considered.

[image: image2.png]The Promotional Mix — The Tool for IMC Elements

Advertising Direct Sales Publicity PR Personal Interactive
Marketing  Promotion selling Marketing




· The best way to make sure that the promotional strategy fits with the other marketing mix elements is to assess it carefully before proceeding with the process.

· It is important to understand how promotion should be integrated with the other marketing mix elements. 

There are three basic considerations:

· Promotional strategy should be compatible with company objectives, policies, and capabilities

· There must be a match between marketing and promotion objectives.

· Marketing and promotional objectives should be compatible.

Fitting Promotion into the Product Mix, the channels mix and the price mix will be discussed herein under.

The Product Mix 

· A good product is the nucleus of marketing.

·  The term product refers to the bundle of attributes, both tangible and intangible, offered by the firm.

·  It includes the elements supporting the physical product such as the package, brand, warranty, colors as well as its emotional components such as status, self-esteem and security.

· The intent of the product is to meet the needs and wants of target markets.

· The intent of promotion is to communicate the product to those target markets.

· Thus, the linkage between product and promotion is vital. 

 In this section product classification, product life cycle and strategic components and how they interact with promotion in various ways will be discussed.

1. Product Classification

The two most components to categorize products are 

· Consumer and industrial  Products 

· Goods products  and Service products 

Consumer and Industrial Products 

· Consumer Products: Products purchased for personal or family consumption with no intention of resale.

· Industrial Products: are those purchased by an organization or an individual that will be modified for or distributed to an ultimate consumer in order to make a profit or meet some other business objectives.

This classification has promotional implications:

Consumer Products 

· Promotion for consumer products emphasizes mass selling through television and print advertising, sales promotion particularly at the point of purchase, and public relations as a type of reinforcement.

· Personal selling becomes relevant when the consumer product is expensive or technically or conceptually complex.

Industrial Products 

· Because the decision to buy industrial products is usually made by professional purchasing agents or committees that place great importance on costs, the decision is assumed to be rational, based on factual information.

· For example, the promotion effort for the industrial products often includes the following in order of emphasis :

· Personal selling, 

· sales promotion, 

· Especially trade deals presented through sales people and trade advertising that uses print media heavy on information copy.
Promotional Emphasis: Consume Versus Industrial Products

	Promotion emphasis on 
	Consumer products
	Industrial Products

	Personal selling
	X
	XXX

	Advertising
	XXX
	XX

	Sales promotion
	XXX
	XXX

	Public Relation 
	XX
	X


Goods Products and Service Products 

· Service products are “intangible activities which provide want satisfaction when marketed to consumer and /or industrial users and which are not necessarily tied to the sale of a product or another service.”

· By this definition, insurance, repair service ,entertainment, housing and education all count as service products, but “credit,delivery,and packaging  services which exist only when there is a sale of an article  or another  service “ do not.

· Service products are distinguished  by the following characteristics:

· Intangibility

· Inseparability

· Heterogeneity

· Perishability

2. Product Life Cycle (PLC)

The PLC is typically divided into four stages: Introduction, Growth, maturity, and decline.

·  The length of the cycle varies among products, ranging from a few weeks to several weeks to several decades. 

· The shape of the sales and profit curves may vary somewhat among products, although the basic shape and the relationship are about the same.
[image: image3.png]Sales & Profits

PRODUCT LIFE CYCLE (PLC) CURVE
(Marketing process model)

INTRODUCTION

GROWTH

MATURITY

DECLINE

—

TIME





Promotional Emphasis on the Traditional Product Life Cycle

	Introduction 
	Growth 
	Maturity 
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	Advertising
	Personal selling
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	Sales promotion 
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3. Strategic Components of The Product 

For every product, regardless of where it is in its life cycle, certain strategic decisions must be made.

· Product Features: it includes form, color, size, weight, odor, texture, and material, and promotion, image, expertise, and physical surroundings for service products.

· Promotion must be based on a consideration of these features and, in particular, on two questions about them.

· First, what do the features communicate to the audience? Building an automobile with safety features, for example, shows the consumer that the company really cares about the consumer’s well being.

· Second, how should the features is communicated to the target audiences? Which methods of promotion are must likely to be effective depends in part on whether the product is unique.

Packaging: is traditionally viewed as the container that holds the product.
·  Packaging serves three types of purposes: Functional, informational, and promotional.

a) Functional features of packaging include convenience, safety and pre assortment.

b) Informational aspects of a package usually include basic information such as the names of the product and, manufacturer, directions for using the product, Information required by law.

c) The promotion features of a package are worth special attention. The package itself serves as a freestanding promotional device by attracting the consumer’s attention and creating awareness and a favorable image.

Branding: a brand is the name, term, design, symbol, or any other feature that identifies the good, service, institution, or idea sold by a marketer.

· The Brand Name is that of a brand that can be spoken, such as words, letters, or numbers.

· The Brand Mark /The Logo is that part of the brand that can not be spoken.

· The logo can be a symbol, design, picture, distinctive lettering, or color combination.

· Branding Strategy is the process of developing and selecting brand names and brand marks.

The selection of a brand name should be made carefully and supported by solid research. The brand name is the source of identification for the product. It is often the first thing that comes to mind when people think about a product type. All the promotional elements include the brand name, and it is permanent.

Guidelines to follow selecting a brand name:

· The brand name should create a positive impression.

· The brand name should be easy to distinguish from competing names and should enhance recall.

· The brand name should be logically associated with the product.

· The brand name should be physically adaptable to all the ways in which it will appear, for example, on packaging, in advertising, and on other display materials.

· The brand name should be selected in light of the promotional strategy, which should do everything possible to reinforce the brand name.

Related Services

· Behind every product is a series of supporting services.

· For example, if you purchase a ten-speed bike at Sears, you are offered the use of Sears’s credit, assembly for a small fee, delivery, an explicit warranty, a return policy, and maintenance and repair.

· One role of promotion is to inform consumers about support services and to provide evidence that such services are important.

The Channel Mix

· A Channel of Distribution is the marketing mechanism used to present, deliver, and service the product for customers.

· Wholesalers and retailers are collectively called resellers.

· It is critical that marketers who use resellers gain their support for the promotional strategy.

To do so, the marketer should:

a) Design specific promotional activities that can be performed effectively and efficiently by resellers.

b) Communicate this information  accurately  to resellers ,and 
c) Motivate resellers to employ these promotional activities in the suggested manner.

Push and Pull Strategies 

· A Pull Strategy directs marketing efforts at the ultimate consumer and emphasizes large advertising expenditures.

· A Push Strategy directs marketing efforts at resellers and thus depends greatly on their personal selling abilities

 Pull Strategy 
· It may include additional incentives to buy through the use of coupons, rebates, free samples, or sweepstakes.

· These promotional efforts should create sufficient consumer demand to “pull” the product through the channels.

· Thus, a pull strategy requires little promotional effort from sellers.

· Their primary responsibilities revolve around storing, shelving, and maintaining the product.

· A pull strategy seems plausible if demand for the product is high, and if it is plausible to differentiate the product by its real or emotional features.

 Push Strategy
· The manufacturer “pushes “the product through the channels; resellers are asked to demonstrate products, distribute sales promotion devices, and actively sell the product.

· If the product is relatively new and many acceptable substitutes exist, then a push strategy is appropriate.

· Marketers of imported beers often use a push strategy to stimulate resellers support.

· They do not have large enough budgets to engage in mass advertising.

· Because much is asked of resellers, much stimulation on the part of manufacturers is required.

Combination Methods: Most companies use various combinations of push and pull.

Promotional Skills of Resellers

Wholesalers and Retailers Are Collectively Called Resellers.
Promotional Skills of Wholesalers 

· The primary promotional strength of most wholesalers is personal selling.

· The personal selling skills they exhibit dictate whether they will distribute sufficient quantities of goods to achieve success.

· As much as 80% to 90% of the total promotional budget in wholesaling goes toward personal selling.

· Wholesalers do not often advertise

· There are, however, instances when special types of advertising strategies are employed.

· For example, regional wholesalers are apt to use direct mail, trade papers, or catalogs.

· Local wholesalers may use newspapers or local radio.

· The copy trends to be simple and straightforward with few pictures or illustrations.

· Almost all wholesalers do use sales promotion devices.

· The most common is the distribution of products catalogs.

· Since wholesalers usually carry a great many products lines, it is imperative that salespeople have catalogs to refer to and distribute to customers.

Promotional Skills of Retailers 

The promotional abilities of retailers range even more widely than those of wholesalers.

The role of retailers in promoting the manufacturer’s product is contingent on at least three considerations:

· First, what kind of store is it-convenience store, shopping store, or specialty store?

· Shopping and specialty stores offer greater opportunity for promotional activity, while convenience store relies strongly on location and product variety.

· Second, what types of products are carried by the retailer? 

· If the products are undifferentiated, low unit value and price are the major selling attributes, and there is little hope for a wide promotional effort.

· Third, what market segment concerns the retailer? 

· For example, if the target market is concerned with quality at any price, then retailers will employ advertising, personal selling, and elaborate point-of-purchase displays.

· Conversely, a price –conscious target market would prompt a low-key promotional strategy.

Strategies for Service –Product Channels

· Service –product manufacturers also use a channel of distribution.

· A hospital, for example, moves the consumer (patient) through the channel, which may include an admission stage, an assessment stage, an action stage (the treatment), a recovery stage, and a follow-up stage.

· Each stage requires different institutions, different expertise, methods of payment, and so forth.

· Hospitals also use resellers, in the form of referring physicians, ambulance services, and other medical institutions. 
Promotional Strategies for service products channels have three distinctive characteristics:
· First, they attempt to make tangible the intangible elements in the channel.

· Second, since the perceived risk associated with moving through a service –products channel is high, the promoter tries to reduce the risk with additional information and incentives.

· A hospital can provide pamphlets describing the procedures to be performed and the step-by-step scheduling on the day of the procedure as well as an opportunity for the patient to speak with former patient who have had the procedure.

· Finally, for the consumer, success in negotiating a service –product channel often depends on the capabilities of resellers.

· Hospitals must rely on ambulance services, pharmacies, and laboratories to service their patients.

In general, the following elements of the channel of distribution interact with promotion in a number of ways:

· The promotional tasks assigned to resellers, that is, push strategy versus pull strategy.

· The type of resellers used, that is, wholesalers and retailers.

· The promotional strategies for service products, that is, to make intangible elements tangible, reduce the perceived risk, and offer extra incentives to motivate resellers.

The Price Mix 

· A price is the amount the customer pays for a good or a service.

· Price has different meanings for sellers and buyers.

· To the seller, price is a source of revenue and the determination of profit. 

· To ultimate consumers, the price represents a sacrifice of purchasing power.

· Money spent on one product will be unavailable for other choices.

· Resellers who buy goods for resale view price in much the same way, as a negative element of the product.

· Except when they are buying prestige goods and services, people ordinarily prefer lower to higher prices.

All promotion must be carefully coordinated with the pricing strategy, for several reasons.

· First, a firm is competitive when it offers comparable satisfaction at lower prices. 

· Most buying decisions are made by balancing expected satisfactions against the sacrifice, the price; that is, buyers weigh the price they must pay against the performance they expect to obtain.

· If promotion does not accurately communicate this relationship between price and performance, then the pricing strategy will fall.

· Secondly, the price helps shape attitudes toward a product; for promotion to be effective, the messages sent by both the price and promotion must be consistent.

· Finally, promotional techniques are the primary means for delivering pricing information to consumers.

Pricing Strategies 

Price can either be cost –based or demand-based.

· Cost-based means the company competes by having lower prices than competitors.

· Efforts to build sales and satisfy every need of the consumer are kept to a minimum.

· Support services such as sales personnel, free delivery, and additional price discounts are also kept to a minimum.

· When cost-based pricing strategy is used, a lower price or a better price –value relationship is the primary promotional appeal.

· Demand-based means the company focuses on the needs and wants of consumers.

· In general, when a company uses demand –based pricing, promotion should encourage consumers to think of the price as much as more than the figure that appears on the package.

· Price represents also satisfaction, status, reduced risk, increased self-esteem, value, and a host of other factors that have a positive meaning for the consumer.

· Charging an exceptionally low price is another demand –based pricing strategy.

· Ordinarily, pricing below cost is not desirable.

· But an aggressive marketer, especially at the retail level, may frequently charge below cost for promotional reasons.

· A loss leader is a dramatically low price offered in order to attract customers.

· In contrast, a bait price is intended to hook customers so that they may be switched to another, more expensive or more profitable item.

In 

sales" 
retail sales
, a bait and switch is a form of fraud in which the party putting forth the fraud lures in customers by advertising a product or service at a low price or with many features, then reveals to potential customers that the advertised good is not available at the original price or list of assumed features, but something different is. This use of this term has extended to similar situations outside of the marketing sense. (From Wikipedia, the free encyclopedia)

Communicating Prices 

· Information about prices is probably the most important message that can be transmitted to users, purchasers, and those who influence purchases.

· The package, signage, point-of-purchase materials, and coupons are all used to deliver pricing information.

· When price is a key promotional weapon, more than pricing information must be transmitted.

· A powerful compelling message of pricing superiority must also be communicated.

Pricing information is often crucial in speeding consumer conviction. Three tactics are commonly used.

· First, either an ad or a salesperson may emphasize a coming event related to price.

· For example, a headline might read “pre-Christmas special-25% off on all merchandise –three days only,” or 

· A sales person might suggest the consumer should buy immediately because of an impending price increase.

Second, special price concessions may persuade the consumer to buy now.

· An advertised rebate may be all that is necessary to move the buyers to purchase the product.

· A salesperson may also use a negotiated price adjustment in order to close a sale.

Third, price bundling, which refers to a special price reduction /usually lower price charged/ when certain products are bundled together.
· The bundling may include items that are difficult to sell alone.

2.3.3.7 Advertising
 Advertising, as part of the promotional strategy, needs to deliver a message to the target market that will lead to a favourable reaction. Its main aim is to motivate the audience to take the next step of action. As the focus of the study is on the imagery of females in advertisements, advertising will be discussed in more detail in Section 2.4.

2.4 ADVERTISING
 The role of advertising in the promotional mix of the organisation was clearly depicted in Figure 2.2. The focus of the study is on magazine advertisements and television commercials that feature female characters. This section provides an in-depth look at the nature of advertising within the marketing and promotional realms.

2.4.1 Perspectives on advertising
 To understand the importance of advertising and to determine how to use it effectively in order to reach the target audience, an understanding of the concept, objectives, functions, roles and classification of advertising is necessary. 59

2.4.1.1 Advertising defined 
As mentioned in the previous section, advertising is a very important component of the organisation’s communications strategy. Wells et al. (2006:5) describe advertising as a form of persuasive communication that is paid for and that makes use of the mass media to reach target audiences. Contemporary advertising is the persuasive, “structured and composed non-personal communication of information” about product offerings; and it is paid for by the organisation (Arens et al., 2011:8).
 Advertising, therefore, aims to communicate specific information to a particular target audience in order to persuade the audience to react in a particular manner. Another definition for advertising has been provided by Koekemoer (2004a:65), namely that advertising is a way of announcing what the organisation wants to sell (the attributes and advantages of its products).
 Its primary aim is to encourage potential consumers to react positively to the propositions of the organisation. Mass media advertising, such as television commercials, targets large audiences with a relatively universal message. For the purpose of this study, the following definition will be used for advertising: advertising is a paid, structured and non-personal form of marketing communication by an identified sponsor. It is designed to reach a specific target audience with a persuasive message about a product, service or idea. The purpose is to elicit a favourable response from the target audience.
2.4.1.2 The objectives and functions of advertising In order for an advertisement to be effective, it needs to have a purpose, namely to affect the consumer in some way. This purpose is clarified through the advertisement’s specific objectives. Wells et al. (2006:19) suggest that advertising objectives work in two areas, namely on the consumer and on the organisation’s side. 
The consumer wants information that will attract his attention and interest and which can be stored in his memory, whereas the organisation wants to reach its overall objectives. Additionally, the advertisement has its own specific objectives related to affecting the consumer through communication. 

Advertising objectives have to meet certain criteria in order to be suitable to the needs of the organisation’s communication plans (Shimp, 2010:162). They need to be specific statements of who must achieve what by when. Objectives must also be formulated in quantitative terms so that changes can be specifically measured. These written objectives have to be reachable and consistent with the overall promotional plan of the organisation.
a. Advertising objectives 
The primary aim of advertising is to achieve an effect on consumers, usually to spur them into action. According to Ouwersloot and Duncan (2008:130), marketers use consumer response models as a basis for setting advertising objectives, because the impact of advertising on consumers follows a relatively predictable pattern. This pattern is known as the hierarchy-of-effects, or AIDA model. The AIDA model refers to attention, interest, desire and action. It is a series of steps the target audience takes to reach the point at which it will react to the organisation’s message.
 Belch and Belch (2007:200) hold that consumers move from awareness to action via cognitive, affective and behavioural routes. Cognition refers to the rational response to the information in the advertisement, whereas the affective response refers to the desires, feelings and significance attached to the interpretation of the message (Wells et al., 2006:106). For example, a female consumer sees an advertisement for an anti-ageing serum. Rationally, the message proclaims a 30 per cent reduction in fine lines within a week. 
The emotional response from the consumer may be: “I would love to look younger like that!” The behavioural response is to try out or purchase the product, and this relates to the action stage in the AIDA model. Some academics extend the AIDA model by adding additional consumer responses (Koekemoer, 2004a:77-78; Wells et al., 2006:103). Responses go through stages that include a perceptual process (exposure and attention), comprehension, acceptance, persuasion, retention and behaviour. In the final stage, the consumer reacts, and the action may be the changing of an unfavourable attitude, retaining information or ultimately to purchase. The desired reaction depends on the objective that the organisation formulated for the particular advertisement.
b. The functions of advertising
 Effective communication is crucial to the organisation, and advertising is an important tool which may be used to gain communication success. Advertising executes several important communication functions in order to attain the organisation’s promotional aims. To this end, advertising endeavours to provide information to the target market about the organisation’s brands, and to influence consumers to try the product. Furthermore, advertising keeps reminding the consumer of the brand, thus increasing its salience and the possibility that it will be chosen when a purchase need arises (Shimp, 2010:189). 
This may also stimulate repeat purchases. Advertising sets the brand apart through differentiation and builds brand value and customer loyalty to the brand (Arens et al., 2011:34). The value of the organisation’s brands is increased through advertising, as advertising has the power to impact on the consumer’s perceptions and attitudes towards the brand. Increased advertising expenditure is linked to an increase in the perceived quality of brands (Shimp, 2010:190). Finally, advertising, as part of the promotional toolbox, needs to support the other promotional elements of the organisation. It should be integrated fully with the rest of the promotional and marketing mix of the organisation in order for the organisation to reach its goals.

2.4.1.3 The roles of advertising 
The original role of advertising was to provide an identity for the manufacturer of a product. Advertising practice grew as industrialisation and technology progressed, leading to advertising evolving more roles. These roles impact not only on the organisation, but also on society as a whole. Advertising is used to create demand for the organisation’s offerings. This is achieved through hard-sell and soft-sell techniques. Hard selling aims to persuade the target market, whereas soft selling focuses on image-building. 
Wells et al. (2006:7) assert that advertising plays marketing, communication, economic and societal roles. 62 The marketing role of advertising refers to its place in the marketing process, namely as part of the promotional plan. This includes its role in the developing of brand image and brand equity. It is important to remember that the brand is not the product, as products change and new ones can be developed under the same brand. A brand consists of both rational and emotional components, and advertising must be able to communicate both aspects in its messages (Belch & Belch, 2007:267). In this way the marketer of anti-ageing creams will provide rational cues (statistics on effective reduction of lines), as well as the emotional appeal of feeling younger as a result of appearing more youthful. Advertising’s communication role relates to it being a method of mass communication since it forms an important part of the communication mix of the organisation. In good economic times advertising finds its creative apex. Under favourable economic conditions consumers will be more likely to compare brands based on factors other than price. This, in turn, leads to advertising becoming more vibrant and communicating the differentiation of the brand, rather than the price alone (Wells et al., 2006:8). As a societal force, advertising provides information, reflects trends, relays role characters and teaches the consumer about new products. This may have adverse effects, as some academics assert that advertising portrayals may perpetuate negative or stereotypical roles, such as the woman as a sex object (Bailey, 2006:99; Serra & Burnett, 2007:147). The current study will inter alia determine the most popular female role portrayals in advertisements. This will hopefully provide a view of the stereotypes portrayed by South African advertisers.

2.4.1.4 Classifications of advertising Belch and Belch (2007:19), Koekemoer (2004a:68) and Wells et al. (2006:17) describe some of the different classifications of advertising. Four primary criteria are used to classify advertising, namely purpose, target audience, geographic area and the medium used.
a. Advertising by purpose
( Primary- versus selective-demand advertising: primary-demand advertising is aimed at creating demand for a specific industry or general product class. An example is when 63 the South African pork industry advertises pork as a healthy and versatile meat alternative. Selective-demand advertising focuses on stimulating demand for a particular organisation’s offerings, such as the advertising of a specific brand, for example, Enterprise’s Crumbed Pork range.

( Brand advertising: the focus of brand advertising is to create a demand for a specific brand in the minds of the consumers, by extensively communicating the advantages of the particular brand. An example is the cosmetics company Revlon listing the longwearing properties of its ColorStay lipstick range.

( Institutional image advertising: this is also referred to as corporate advertising; it is advertising used by the organisation to establish its corporate identity. It focuses on communicating the organisation’s image and philosophy. For example, the Industrial
Development Corporation advertises its values and image on television.

( Non-profit advertising: this is also referred to as non-commercial advertising, and it consists of advertisements by non-profit organisations aimed at obtaining customers, members, volunteers or donations. For example, the Unica School for Autism advertises its annual Christmas market, which is a fundraising initiative. Non-profit advertising fall outside the focus areas of this study.
( Public service advertising: this is also referred to as public service announcements (PSAs). These advertising messages are generally sponsored by advertising professionals and the media in which the advertisements are run. The aim is to create public awareness for various good causes, such as campaigns aimed at creating awareness in the fight against HIV/AIDS, or to promote charitable causes. Public service announcements fall outside the focus areas of this study.
( Direct-response advertising: this uses any advertising medium to attempt to stimulate immediate sales. It enables the consumer to respond to a call for action and the product to be delivered directly to the customer. Companies such as Verimark and Glomail use this approach. 

( Retail advertising: this focuses on encouraging customers to frequent a particular (usually local) retailer, like Pick n Pay. Retail advertising is aimed at increasing store traffic. Retailers, such as Pick n Pay, often advertise in-store special offers to attract consumers to the store. 
b. Advertising by geographic area
( National advertising: this includes advertising on a nationwide scale by large organisations to inform or remind the target market of the organisation and its benefits, or to reinforce its image. This includes brand advertising.

( International advertising: this is used by multinational companies to advertise their multinational brands to both trade members, as well as to end-consumers. For example, Coca-Cola advertises its various brands internationally across all the media.

( Local advertising: this is also referred to as retail advertising; it encourages the support of a local retailer. The study incorporates both national and local advertising.

c. Advertising by target audience
( Business-to-business advertising (B-to-B): this entails advertising from one business aimed at another organisation (Belch & Belch, 2007:19). Three categories exist within B-to-B advertising, namely industrial, professional and trade advertising.

o Industrial advertising focuses on the person that makes purchase decisions on industrial goods and business services for the organisation.

o Professional advertising aims to influence professionals, such as doctors or lawyers to consume or recommend the consumption of the organisation’s products or services.
o Trade advertising is targeted at distribution channel members to persuade them to market the advertiser’s product to the end-consumer.

( Consumer advertising: this type of advertising focuses on the individual that purchases the product for his/her own or another person’s consumption (for example gifts). Brand, national, local, retail and direct-action advertising all fall under consumer advertising. This study focuses on various forms of consumer advertising, specifically concentrating on product advertising that includes female characters and excludes B-to-B advertising. 
d. Advertising by the medium used Advertising can also be categorised by the medium used to communicate the organisation’s message. Media include above-the-line media (print, broadcast and outdoor), and below-the-line media (including sales promotions, direct and Internet marketing). As print and broadcast media are important parts of this study, these will be described in more detail in Section 2.4.2.

2.4.2 Advertising media Advertisements are placed in a number of different media or communication channels. The media comprise the different methods of communication used to convey advertising messages. Within the classification of media types are several specific broadcast programmes or publications in which the advertisements are placed. These are called media vehicles (Ouwersloot & Duncan, 2008:206; Shimp, 2010:318). Figure 2.4 provides an overview of the classifications of advertising media.

Source: Adapted from Ouwersloot and Duncan (2008:206); and Koekemoer (2004a:199).
Figure 2.4 Advertising media 66 Advertising channels include the broad categories of print, broadcast, outdoor and interactive media. In the current study print and broadcast media will be focused on, in particular, popular magazines and selected television channels. The various media have their share of advertising expenditure. Figure 2.5 provides a pie chart of the South African advertising expenditure percentages in 2009.
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Figure 2.5 Advertising expenditure in 2009
Source: Adapted from Koenderman (2010:16) In South Africa advertisers make use of all available avenues to reach their target markets with suitable advertising messages.
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 In 2009 South Africa’s variety of media included 92 television channels; 137 radio stations; 21 daily and 27 major weekly newspapers; 660 consumer magazines and newspapers; 735 business-related printed media; 470 community newspapers and magazines, and in excess of 12 billion1 webpages (Koenderman, 2010:16). Table 2.1 provides a summary of the South African population’s access to the wide variety of available media in 2009 

This estimate is for 2008; Koenderman (2010:16) estimates a range between 25.4 billion and 1 trillion since 2008.

Source: Adapted from Koenderman (2010:15) From Table 2.1 the high rate of exposure to magazines and television, which are the focus of the study, becomes immediately clear. As there is such a wide variety of communication channels available to advertisers, a closer look at the various media is required. Every medium has several advantages and disadvantages, and it is the responsibility of the marketer to establish which medium and vehicle will be most suited to the objectives of the organisation’s advertising (Clow & Baack, 2010:234). The advantages and disadvantages of the media are generally classified along the following aspects: geographic coverage, flexibility, audience interest, copy format/length, buying procedures and lead times (period of time between production and publishing), life span, clutter (competitive messages), reproduction quality, costs, direct-response features (such as inclusion of coupons), and audience interest. In the following sections, the various media are described, with particular focus on magazines and television, as these are the focus of the study
2.4.2.1 Print media 
This study focuses on advertising in print media, specifically magazines. Print media’s ability to include detailed information is a distinct advantage, particularly when advertising complex products such as computers. Arens et al. (2011:140) define print media as “any commercially published, printed medium …that sells advertising space.” Print media are high-involved media, which means that they require active left-brain activity (reading) from the consumer. Therefore, advertisers using print media need to take special care to attract the attention of the reader, as these advertisements demand more than a cursory glance for their effective interpretation. Figure indicates that print media include newspapers and magazines.

a. Newspapers

 Of the South African population 63.8 per cent have access to newspapers, thereby exposing a large group of consumers to advertising in the medium (refer to Table 2.1). Newspapers are available in daily and weekly formats, and aim to provide timely news items and other information. Because of this, newspapers are credible sources with the added advantage of high audience interest (Wells et al., 2006:219). Advertisements placed in newspapers are seen as plausible for these reasons. Further advantages to using newspapers include high coverage, geographic and production flexibility, detailed copy, cumulative volume discounts and low costs (Clow & Baack, 2010:253). Newspapers are also suitable for direct-response appeals; they have short lead times and high one-time reach capabilities. The fact that newspapers are generally not kept and read again (therefore having a short life span) is a large disadvantage to the medium. Other weaknesses are clutter, poor printing quality and low selectivity (Arens et al., 2011:470). The selective nature of newspapers’ readership provides challenges for reaching a wide audience. Newspapers are also showing a declining readership, partly due to competition from the Internet, as it is a convenient means for retrieving news and other information quickly. 

b. Magazines 
According to the South African Advertising Research Foundation (SAARF)’s All Media and Products Survey (AMPS) figures, there were 98 commercially available magazines in South Africa in 2009 (SAARF, 2009a). Koenderman (2010:15) indicates that 83.5 per cent of South African consumers had access to magazines in 2009. Magazines are categorised according to their frequency, namely: weekly, fortnightly, monthly, alternate monthly and quarterly publications; and also according to their audience (consumer, business, trade and professional magazines). Magazines as advertising media have several strengths, such as specific segmentation due to the selective nature of magazines; targeted audience interest and creative possibilities (O’Guinn et al., 2009:498). The high quality of printing in magazines enables the advertiser to create full-colour advertisements that attract attention. Magazines are often regarded as expertise sources of specific information (for example fashion magazines for beauty and fashion). This fact lends credibility to advertisements that are placed in this medium. Therefore, advertisements for beauty products that are placed in fashion magazines are deemed to be highly credible to their target audience. Magazine advertising provides opportunities for high information content, and thus ample occasions for creativity (Belch & Belch, 2007:383). Verbal and visual cues are used to great effect. For example, an advertisement for a new lipstick can illustrate the various colours, as well as provide verbal information on the long-lasting effect of the lipstick. Advertisements in magazines have long life spans as readers tend to keep magazines. Often a particular issue will have multiple readers, and this generates numerous advertising exposures. The popularity of magazines yields high advertising and other information clutter, which is a major drawback (Arens et al., 2011:458). A preliminary perusal of a popular South African magazine, YOU magazine, indicated that 24 per cent of the total pages consisted of advertisements. The long lead times of magazines offer low flexibility since advertising in magazines is expensive. Another disadvantage is that magazine advertising has low mass reach and frequency, as they are not published on a daily basis (Belch & Belch, 2007:329; Clow & Baack, 2010:251; Ouwersloot & Duncan, 2008:209). 70 The current study focuses on the leading weekly and monthly consumer magazines, according to the AMPS figures and excludes television guides and retail magazines. The magazines that will be used in the study feature female characters in a variety of advertisements. All full-page and double-page advertisements that feature female characters in the magazine’s sample will be analysed.

2.4.2.2 Broadcast media 
The broadcasting media transmit audio and/or visual stimuli electronically (Wells et al., 2006:243). Broadcasting media include radio advertisements and television commercials, and combined they take the largest share of South African advertising expenditure annually, namely 55.3 per cent in 2009 (refer to Figure 2.5). The popularity of the broadcasting media is not surprising when bearing in mind their high intrusive value; this is a distinct advantage over the printed media as those are only suitable for static images and the printed word. Radio and television allow for sound and - in television’s case - for moving images.

a. Radio

 A wide variety of radio stations are available to advertisers. In South Africa, there were 137 radio stations that were broadcasting in 2009, and the expenditure on this medium was 12.4 per cent of the total advertising expenditure in 2009 (Koenderman, 2010:16). Radio advertising lends itself to creatively engaging the consumer, since the audience members use their imagination to fill in visuals based on the auditory cues given in the message. Radio stations are differentiated by geographic area (national or local), content and music, making this a valuable medium for advertising which is focused on local conditions and for using music in advertising that relates to that which is favoured by the station. Advantages of radio advertising include low advertising costs, flexibility and high audience segmentation. These allow for specific targeting (O’Guinn et al., 2009:515). For example, 5FM is a station that plays contemporary music and is aimed primarily at the youth. An advertiser interested in reaching teenagers can advertise on 5FM and use contemporary, upbeat music in the advertisements. Additional strengths of radio as an advertising  medium are that it allows for high advertisement frequency, local coverage and it is mobile. This increases its exposure. The short exposure time, short-lived messages and high clutter of radio advertising are disadvantages. Unlike television, radio does not lend itself to visuals and is limited to audio, which decreases its attention-grabbing capabilities (Arens et al., 2011:512). Radio also has low reach; and duplication often occurs between related stations. For example, sister radio stations (such as Jacaranda FM and OFM) may have duplicate advertisements.

b. Television 
Television is often said to be the ultimate advertising medium, as it allows for the creative use of visuals, sound and movement in developing messages. In South Africa, television channels are divided into free-to-air channels; analogue/digital pay channels; and digital satellite pay channels. In total, there were 92 television channels available in 2009 (Koenderman, 2010:16).
SABC 1, 2, 3 and e.tv are the free-to-air stations, and these are the broadcasters with the lion’s share of South African viewership. M-Net, the analogue channel, and the satellite pay station DStv, have noticeably less viewers due to the costs associated with acquiring these channels. Figure 2.6 indicates the viewership of the different television channels. 
Adapted from Koenderman (2010:18) Figure 2.6 shows that most of the population do not watch the pay channels, and for this reason the pay stations will be excluded from this study. The free-to-air channels possess a combined share of 90 per cent of the total viewership. Television as an advertising medium has several strengths, of which the most beneficial is the practically limitless creative possibilities due to the use of sight, sound and motion (Arens et al., 2011:495). 
This characteristic creates high intrusion value and allows for great attention-attracting capabilities. Additionally, television advertising has high reach and mass coverage; for example, in South Africa 85.3 per cent of the population have access to television (refer to Table 2.1). Although television commercials have relatively low cost per contact, the cost per commercial is very high. Another drawback of television advertising is that exposures are limited because viewers tend to switch channels during commercial breaks. Low recall and selectivity, coupled with major clutter, also decrease the effectiveness of commercials (Clow & Baack, 2010:243). Similar to radio, the other broadcasting medium, television, also has advertising with a short message life.
2.4.2.3 Out-of-home media 
Outdoor advertising channels encompass a very diverse variety of possible vehicles. They range from complex, large billboards to product placements in films. South African out-ofhome media include billboards, signs, posters, as well as cinema advertising (refer to Table 2.1). Various authors have differing opinions on the place of cinema advertising in the media mix. Wells et al. (2006:262) categorise it under the broadcasting media and Shimp (2010:436) classifies it as other media. Koekemoer (2004a:199), Belch and Belch (2007:415) and Ouwersloot and Duncan (2008:217) categorise it as outdoor media. The current study supports the latter viewpoint, since cinema or theatre advertising occurs outside the consumer’s individual space, namely his/her home.

a. Cinema and product placements 
Cinema advertising possesses all the benefits of television advertising, with the added advantage of a captive audience. Unlike television, cinema advertisements are inescapably watched as the audience cannot switch channels, and there is much less clutter. The public’s access and use of cinema is, however, very low (10%) when compared with television at 85.3 per cent (Koenderman, 2010:15). Additionally, targeting is mostly limited to film types (Ouwersloot & Duncan, 2008:217). Product placements are paid exposures of the organisation’s brand in entertainment vehicles, such as films and television programmes (Wells et al., 2006:263). For example, the female lead in a film may use an Apple laptop to send instant messages to her romantic interest. 

b. Billboards and similar out-of-home media The most identifiable source of outdoor media is billboards. They have a very high exposure rate as they are in the public domain and thus accessible to most of the South African population (85.9% - refer to Table 2.1). Transit posters (trailer advertisements) and signs share billboards’ strengths and weaknesses. These are displayed in Table 2.2.

[image: image6.png]Table 2.2 Strengths and weaknesses of out-of-home media

Strengths Weaknesses
Broad reach Brief message
Geographic selectivity Clutter
High attention-grabbing Little segmentation
High frequency Short exposure time
Local accessibility
Low cost per impression

Source: Adapted from Belch and Belch (2007:329); Clow and Baack (2010:249); Ouwersloot and Duncan
(2008:209).




c. Non-traditional media Apart from billboards and cinema, out-of-home media also include various vehicles as diverse as hot-air balloons and painted buses and cars. Many organisations use cars painted with the organisation’s logo and colours. Similarly, public restroom advertising and in-store media (such as banners) attract attention. According to Koenderman (2010:15), instore advertising has the highest degree of accessibility of all media (91.2%) in South Africa. Non-traditional outdoor media are also suitable to guerrilla marketing, when a specific niche market is being targeted.

2.4.2.4 Interactive media 
The Internet is the epitome of interactivity. It allows the consumer to interact with the advertising message, for example, by clicking on an advertisement which then takes the user directly to the website of the organisation, where - in many instances - a purchase can be made. The Internet is estimated to consist of over 1 trillion websites and advertising 75 expenditure on Internet advertising reached R468.9 million in 2009 (Koenderman, 2010:16). Despite the Internet’s fast growth, only 11 per cent of the South African population access the Internet regularly (refer to Table 2.1). This segment, however, includes the higher LSM groups (LSM 7 and higher) and is thus also a viable channel for advertisers (SAARF, 2009c:54).

a. Types of Internet advertisements Various kinds of Internet advertising exist. Ouwersloot and Duncan (2008:241) and Belch and Belch (2007:476) have identified the following types:

( Banner advertisements are the most frequently used Internet advertisements, and consist of a short message on another organisation’s website. When the consumer clicks on the banner advertisement, he/she is linked directly through to the sponsor’s website. Banner advertisements need to attract attention quickly and effectively so as to remain pertinent among all the clutter on a webpage.

( Interstitials are similar to banner advertisements, except that interstitials pop-up on the screen in a separate window and need the actual attention of the computer user to delete them. They have higher intrusive value than a banner advertisement and have a better recall rate (Belch & Belch, 2007:477).

( Pop-ups and pop-unders either pop-up on the computer screen when a site is accessed or when a site is exited (pop-unders). The effectiveness of these types of advertisements is debatable, as many Internet users employ pop-up screeners, which will remove or block the advertisements. The Internet has the advantage of audience interest, as people are specifically focused on a particular website. It is a cost-effective, customisable and flexible medium and the responses are measurable. Additionally, short lead times and simple segmentation add to its attractiveness. Conversely, it is hard to retain the viewer’s attention, as people can easily leave the website and access another quickly. Click-through rates are declining, as are responses to banner advertisements (Clow & Baack, 2010:277). Also, the low costs are negated by low intrusion values and short life spans. 76 The advertising media, as describe, are combined in various manners to form an integrated communication media mix that will serve the objectives of the organisation and communicate effectively with its target markets. The audience members of the advertising messages have specific characteristics that impact on the perception and interpretation of the organisation’s advertising claims. In the current study, the focus is on women in advertisements, and as women in advertisements are generally used as characters to whom female consumers can relate, consumers and their buying behaviour and patterns will need to be understood. In Section 2.5, an overview of the factors that impact on the consumer, as well as the consumers’ decision-making processes and the link with advertising, will be further discussed.

2.5 THE ROLE OF ADVERTISING IN CONSUMER BEHAVIOUR
 The target market of the organisation consists of individual consumers, each with his/her unique features that influence the purchase decisions. To understand how the organisation can communicate more effectively with its consumers and the role that advertising plays in consumer decision-making, a solid understanding of consumer behaviour is necessary (Ouwersloot & Duncan, 2008:89).
2.5.1 Definition and importance of consumer behaviour 
Consumer behaviour is literally how people act as consumers or users of products and services. Blackwell et al. (2006:4) define consumer behaviour as the actions consumers engage in when they acquire, use and dispose of products or services. It encompasses all of the factors that impact directly or indirectly on the process of making consumer decisions. Another definition states that in the field of consumer behaviour, individuals and businesses are studied, as well as the manner in which they choose, consume and dispose of various marketing offerings aimed at satisfying needs (Hawkins & 77 Mothersbaugh, 2010:6). 
The key is that specific needs exist in consumers, and that the organisation aims to meet these needs by offering products or service solutions to meet these problems. For the purpose of this study, consumer behaviour is defined as the actions that consumers perform in their attempts to satisfy identified consumption needs by purchasing, using and disposing of products, services or ideas that suit the requirements of the consumer. Inherent in the definition is the consumer’s decision-making process. This takes the consumer from the identification of a specific need or problem to the consumption and disposal of the used product and its packaging.

2.5.2 A model of consumer behaviour 
The consumer is impacted by both internal and external factors, and consumer decisionmaking occurs within a particular situation. In Figure 2.7, a model of consumer behaviour is presented.

Source: Adapted from Schiffman and Kanuk (2007:16); Blackwell et al. (2006:5) and Hawkins and Mothersbaugh (2010:2-3). 
the internal factors include everything personal (or individual) to the consumer, as well as those external factors that are part of general society (such as family and culture), in addition to the factors within the organisation’s realm of influence (namely its marketing efforts). The organisation cannot control the individual or the sociocultural factors, but it can influence the individual through its marketing efforts. Additional
Customer Buyer Behavior

4.1. Consumer Markets and Consumer Buyer Behavior

A. Cultural Factors

Cultural factors exert the broadest and deepest influence on consumer behavior. The marketer needs to understand the role played by the buyer's culture, sub-culture and social class.

I. Culture
 It is the most basic cause of a person's wants and behavior. Human behavior is largely learned. Growing up in a society, a child learns basic values, perceptions wants and behaviors from the family and other important institutions. Every group or society has a culture, and cultural influences on buying behavior may vary greatly from country to country. Failure to adjust to these differences can result in ineffective marketing or embarrassing mistakes. Hence marketers are always trying to spot cultural shifts in order to imagine new products that might be wanted.

II. Subculture 

Each culture contains smaller sub-cultures, or groups of people with shared value systems based on common life experiences and situations. Subcultures include nationalities religions, racial groups, and geographic regions. Many subcultures make up important market segments, and marketers often design products and marketing programs tailored to their needs.

III. Social Class 

Almost every society has some form of social class structure. Social classes are society's relatively permanent and ordered divisions whose members share similar values, interests, and behaviors.

Social class is not determined by a single factor, such as income, but is measured as a combination of occupation income, education, wealth and other variables. In some social systems, members of different classes are reared for certain roles and can't change their social position. Marketers are interested in social class because people with in a given social class tend to exhibit similar buying behavior. 

Social classes should distinct product and brand preferences in areas such as clothing, home furnishings, leisure activity and automobiles.

B. Social Factors

A consumer behavior also is influenced by social factors, such as consumer's small groups, family and social roles and status. Because these social factors can strongly affect consumer responses, companies must take them in to account when designing their marketing strategies.

I. Groups
Many small groups influence a person’s behavior. Groups which have a direct influence and to which a person belongs are called membership groups. Some are primary groups with whom there is regular but informal interaction such as family, friends, neighbors and co-workers. Some are secondary groups, which are more formal and have less regular interaction. These include organizations like religious groups, professional associations and trade unions.

Reference groups are groups that serve as direct (face to face) or indirect points of comparison or reference in forming a persons attitudes or behavior. Reference groups to which they don’t belong often influence people. For example, an aspiration group is one to which the individual wishes to be a member of or whishes to be identified with such as a professional society.

Marketers try to identify the reference groups of their target market. Reference groups influence a person in at least three ways. They expose a person to new behaviors and lifestyles.

They influence the person's attitudes and self-concept because he/she wants to "fit in". They also create pressures to conform that may affect the person's product and brand choices. 

The importance of group influence varies across products and brands, but it tends to be strongest for conspicuous purchases. A product or brand can be conspicuous for one of two reasons. First, it may be noticeable because the buyer is one of few people who own it. Second, a product can be conspicuous because the buyer consumes it in public where others can see it.

Manufacturers of products and brands subject to strong group influence must figure out how to reach the opinion leaders in the relevant reference groups. Opinion leaders are people with in a reference group who, because of special skills knowledge, personality or other characteristics, exert influence on others. Opinion leaders are found in all strata of society and one person may be an opinion leader in certain product areas and an opinion follower in others. Marketers try to identify the personal characteristics of opinion leaders for their products, determine what media they use, and direct messages at them. 

II. Family

 Family members can strongly influence buyer behavior. We can distinguish between two families in the buyer's life. The buyer's parents make up the family of orientation. Parents provide a person with an orientation toward religion, politics, and economics and a sense of personal ambition, self-worth, and love. Even if the buyer no longer interacts very much with parents, they can still significantly influence the buyer's behavior. In countries where parents continue to live with their children their influence can be crucial.

The families of procreation – the buyer's spouse and children have a more direct influence on everyday buying behavior. This family is the most important consumer buying organization in society, and it has been researched extensively. Marketers are interested in the roles and relative influence of the husband, wife and children on the purchase of a large variety of products and services.
III. Roles and Status

 A person belongs to many groups – family, clubs, and organizations. The person's position in each group can be defined in terms of both role and status. For instance, a person plays the role of a child with his/her parents. In his/her family, he/she plays the role of marketing manager. A role consists of the activities people are expected to perform according to the persons around them. Each of a person's roles will influence some of his/her buying behavior.

Each role carries a status reflecting the general esteem given to it by society. People often choose products that show their status in society. For example, the role of marketing manager has more status in our society than the role of a child. As a marketing manager, a person will buy the kind of clothing that reflects his/her role and status.

C.  Personal Factors
A buyer's decisions also are influenced by personal characteristics such as the buyer's age and life-cycle stage, occupation, economic situation, lifestyles, and personality and self-concept.

I. Age and Lifecycle Stage

 People change the goods and services they buy over their life times. Tastes in food, clothes, furniture and recreation are often age related. Buying is also shaped by the stage of the family life cycle – the stages through which families might pass as they mature overtime. Marketers often define their target markets in terms of life cycle stage and develop appropriate products and marketing plans for each stage.

II. Occupation

 A person's occupation affects the goods and services bought. Blue-collar workers tend to buy more work clothes, where as white –collar workers buy more suits and ties. Marketers try to identify the occupational groups that have an above – average interest in their products and services. A company can even specialize in making products needed by a give occupational group. For example, computer software companies will design different products for marketing managers, accountants, engineers, lawyers and doctors.

III. Economic Situation

 A person's economic situation will affect product choice. A person can consider buying an expensive product (brand) if he/she has enough spendable income, savings, or borrowing power. Marketers of income sensitive goods closely watch trends in personal income, savings and interest rates. If economic indicators point to a recession, marketers can take steps to redesign, reposition, and re-price their products.
IV. Life Style

People coming from the same subculture, social class, and occupation may have quite different lifestyle. Lifestyle is a person's pattern of living as expressed in his/her activities, interest and opinions. Lifestyle captures something more than the person's social class or personality. It profiles a person's whole pattern of acting and interacting in the world.

The technique of measuring lifestyle is known as psychographics. It involves measuring the major dimensions shown in the table below.
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Fig. 4.3 Life Style Dimensions
Life style classifications are by no means universal – they can vary significantly from country to country. The lifestyle concept, when used carefully can help the marketer understand changing consumer values how they affect buying behavior.

V. Personality and Self-Concept: each person's distinct personality influences his/her buying behavior. Personality refers to the unique psychological characteristics that lead to relatively consistent and lasting responses to one's own environment. Personality is usually described in terms of traits such as self-confidence, dominance, sociability, autonomy, defensiveness, adaptability and aggressiveness. Personality can be useful in analyzing consumer behavior for certain product or brand choices.

Many marketers use a concept related to personality – a person's self-concept (also called self image). The basic self-concept premise is that people's possessions contribute to and reflect their identities; that is, "We are what we have". Thus, in order to understand consumer behavior, the marketer must first understand the relationship between consumer self-concept and possessions.

D. Psychological Factors

A person's buying choices are further influenced by four major psychological factors: Motivation, Perception, Learning, Beliefs and attitudes.

I.  Motivation 

A person has many needs at any given time. Some are biological, arising from states of tension such as hunger, thirst or discomfort. Others are psychological, arising from the need for recognition, esteem or belongingness. Most or these needs will not be strong enough to motivate the person to act at a given point in time. A need becomes a motive when it is aroused to a sufficient level of intensity. A motive (drive) is a need that is sufficiently pressing to direct the person to seek satisfaction. Psychologists have developed theories of human motivation. Two of the most popular-the theories of Sigmund Freud and Abraham Maslow – have quite different meanings for consumer analysis and marketing.

· Freud's Theory of Motivation

He assumes that people are largely unconscious about the real psychological forces shaping their behavior. He sees the person as growing up and repressing many urges. These urges are never eliminated or under perfect control, they emerge in dreams, in slips of the tongue, in neurotic and obsessive behavior, or ultimately in psychoses. 

Thus, Freud suggests that a person doesn't fully understand his/her motivation.
· Fig. Maslow's Theory of Motivation

Abraham Maslow sought to explain why people are driven by particular need at particular time. Why does one person spend much time and energy on personal safety and another on gaining the esteem of others? Maslow's answer is that human needs are arranged in hierarchy from the most pressing to the least pressing. In order of importance, they are physiological needs, safety needs, social needs, esteem needs, and self-actualization needs.


                          Self-actualization

                                      Needs 

                     (Self-dev't and realization)


         Esteem needs (Self-esteem, Recognition, status)

         Social needs (sense of belonging, love)

                        

                                                           Safety needs (Security, protection)


 Physiological needs (hunger, thirst shelter, Air, sex)

Fig. 4.4 Maslow's Hierarchy of Needs

A person tries to satisfy the most important need first. When that important need is satisfied, it will stop being a motivator and the person will then try to satisfy the next most important need. For instance, a starving man will not take an interest in the latest happenings in the art world, or in how he/she is seen or esteemed by others, nor even in whether he is breathing clean air. But as each important need is satisfied, the next most important need will come in to play.

II.  Perception

A motivated person is ready to act. How the person acts is influenced by his/her perception of the situation. Two people with the same motivation and in the same situation may act quite differently because they perceive the situation differently.

Why do people perceive the same situation differently? All of us learn by the flow of information through our five senses: sight, hearing, smell, touch and taste. However, each of us receives, organizes, and interprets this sensory information in an individual way. Perception is the process by which people select, organize and interpret information to form meaningful picture of the world.

People can form different perceptions of the same stimulus because of three perceptual processes: selective attention, selective distortion and selective retention.

· Selective Attention: the tendency for people to screen out most of the information to which they are exposed. People are exposed to a great amount of stimuli every day. For example, the average person may be exposed to a lot of ads a day. And it is impossible for a person to pay attention to all these stimuli. Thus, marketers have to work especially hard to attract the consumer's attention. Their message will be lost on most people who are not in the market for the product. Moreover, even people who are in the market may not notice the message unless it stands out from the surrounding sea of other ads.

· Selective Distortion: it describes the tendency of people to adapt information to personal meanings. In other words, noted stimuli do not always come across in the intended way. Each person fits incoming information into un-existing mind-set. People tend to interpret information in a way that will support what they already believe. Thus, marketers must try to understand the mindsets of consumers and how these will affect interpretations of advertising and sales information.

· Selective Retention: people also will forget much that they learn. They tend to retain information that supports their attitudes and beliefs. Because of selective retention, a person is likely to remember good points made about a particular product, which he/she is familiar, and forget good points made about competing products.

Because of selective exposure, distortion and retention marketers have to work hard to get their messages through. This fact explains why marketers use so much drama and repetition in sending messages to their market.

III. Learning

 When people act, they learn. Learning describes changes in an individual's behavior arising from experience. Learning theorists say that most human behavior is learned. Learning occurs through the interplay of drives, stimuli, responses and reinforcement. 

The practical significance of learning theory for marketers is that they can build up demand for a product by associating it with strong drives, using motivating cues, and providing positive reinforcement. 
IV. Beliefs and Attitudes

 Through doing and learning, people acquire their beliefs and attitudes. These, in turn, influence their buying behavior. A belief is a descriptive thought that a person has about something.

Marketers are interested in the beliefs that people formulate about specific products and services, because there beliefs make up product and brand images that affect buying behavior. If some of the beliefs are wrong and prevent purchase, the marketer will want to launch a campaign to correct them.

People have attitudes regarding religion, politics, clothes, music, food and almost everything else. An attitude describes a person's relatively consistent evaluations, feelings and tendencies toward an object or idea. Attitudes put people into a frame of mind of liking or disliking things, of moving toward or away from them.

Attitudes are difficult to change. A person's attitudes fit into a pattern, and to change one attitude may require difficult adjustments in many others. Thus, a company should usually try to fit its products into existing attitudes rather than try to change attitudes. Of course, there are expectations in which the great cost of trying to change attitudes may pay off.

We can now appreciate the many individual characteristics and forces acting on consumer behavior. The consumer's choice results from the complex interplay of cultural, social, personal, and psychological factors. Although many of these factors cannot be influenced by the marketer, they can be useful in identifying interested buyers and in shaping products and appeals to better serve their needs.
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