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29.11: Common Marketing Communication Methods

&b Learning Objectives

e Describe common marketing communication methods, including their advantages and disadvantages

In a successfully operated campaign, all activities will be well-coordinated to build on one another to increase the overall impact.
For example, a single campaign might include:

o Advertising: A series of related, well-timed, carefully placed television ads coupled with print advertising in selected
magazines and newspapers.

o Direct marketing: Direct-to-consumer mail pieces sent to target segments in selected geographic areas, reinforcing the
messages from the ads.

o Personal selling: Preparation and training for customer sales representatives about the campaign to equip them to explain and
demonstrate the product benefits stressed in advertising.

o Sales promeotion: In-store display materials reflecting the same messages and design as the ads, emphasizing point-of-sale
impact.

o Digital marketing: Promotional information on the organization’s Web site that reflects the same messages, design, and offers
reflected in the ads; ads themselves may be posted on the Website, YouTube, Facebook, and shared in other social media.

o Public relations: A press release announcing something newsworthy in connection to the campaign focus, objectives, and
target segment(s).

What is Advertising?

Advertising is probably the first thing you think of when you think of marketing. Advertising is any paid form of communication
from an identified sponsor or source that draws attention to ideas, goods, services or the sponsor itself- essentially commercials and
ads (whether digital or print). Most advertising is directed toward groups rather than individuals, and advertising is usually
delivered through media such as television, radio, newspapers and, increasingly, the internet. Ads are often measured in
impressions (the number of times a consumer is exposed to an advertisement).

Advantages and Disadvantages of Advertising

As a method of marketing communication, advertising has both advantages and disadvantages. In terms of advantages, advertising
creates a sense of credibility or legitimacy when an organization invests in presenting itself and its products in a public forum. Ads
can convey a sense of quality and permanence, the idea that a company isn’t some fly-by-night venture. Advertising allows
marketers to repeat a message at intervals selected strategically. Repetition makes it more likely that the target audience will see
and recall a message, which improves awareness-building results. Advertising can generate drama and human interest by featuring
people and situations that are exciting or engaging. Finally, advertising is an excellent vehicle for brand building, as it can create
rational and emotional connections with a company or offering that translate into goodwill.

The primary disadvantage of advertising is cost. Marketers question whether this communication method is really cost-effective at
reaching large groups. Of course, costs vary depending on the medium, with television ads being very expensive to produce and
place. In contrast, print and digital ads tend to be much less expensive. Along with cost is the question of how many people an
advertisement actually reaches. Ads are easily tuned out in today’s crowded media marketplace. Even ads that initially grab
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attention can grow stale over time. Because advertising is a one-way medium, there is usually little direct opportunity for consumer
feedback and interaction, particularly from consumers who often feel overwhelmed by competing market messages.

i

Direct marketing activities bypass any intermediaries and communicate directly with the individual consumer. Direct mail is
personalized to the individual consumer, based on whatever a company knows about that person’s needs, interests, behaviors, and

What is Direct Marketing?

preferences. Traditional direct marketing activities include mail, catalogs, and telemarketing. The thousands of “junk mail” offers
from credit card companies, bankers, and charitable organizations that flood mailboxes every year are artifacts of direct marketing.
Telemarketing contacts prospective customers via the telephone to pitch offers and collect information. Today, direct marketing
overlaps heavily with digital marketing, as marketers rely on email and, increasingly, mobile communications to reach and interact
with consumers.

If you’ve ever paid off an auto loan, you may have noticed a torrent of mail offers from car dealerships right around the five-year
mark. They know, from your credit history, that you’re nearly done paying off your car and you’ve had the vehicle for several
years, so you might be interested in trading up for a newer model. Based on your geography and any voter registration information,
you may be targeted during election season to participate via telephone in political polls and to receive “robocalls” from candidates
and parties stumping for your vote. Moving into the digital world, virtually any time you share an email address with an
organization, it becomes part of a database to be used for future marketing.

Advantages and Disadvantages of Direct Marketing

Direct marketing can offer significant value to consumers by tailoring their experience in the market to things that most align with
their needs and interests. If you’re going to have a baby (and you don’t mind people knowing about it), wouldn’t you rather have
Target send you special offers on baby products than on men’s shoes or home improvement goods? Additionally, direct marketing
can be a powerful tool for anticipating and predicting customer needs and behaviors. Over time, as companies use consumer data to
understand their target audiences and market dynamics, they can develop more effective campaigns and offers.

Among the leading disadvantages of direct marketing are, not surprisingly, customer concerns about privacy and information
security. Data-driven direct marketing might seem a little creepy or even nefarious, and certainly it can be when marketers are
insensitive or unethical in their use of consumer data. Direct marketing also takes place in a crowded, saturated market in which
people are only too willing to toss junk mail and unsolicited email into trash bins without a second glance. Electronic spam filters
screen out many email messages, so people may never even see email messages from many of the organizations that send them.

Heavy reliance on data also leads to the challenge of keeping databases and contact information up to date and complete, a
perennial problem for many organizations. Finally, direct marketing implies a direct-to-customer business model that inevitably
requires companies to provide an acceptable level of customer service and interaction to win new customers and retain their
business.

What is Personal Selling?
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Personal selling uses in-person interaction to sell products and services. This type of communication is carried out by sales
representatives, who are the personal connection between a buyer and a company or a company’s products or services. In addition
to enhancing customer relationships, this type of marketing communications tool can be a powerful source of customer feedback,
as well.

Effective personal selling addresses the buyer’s needs and preferences without making him or her feel pressured. Good salespeople
offer advice, information, and recommendations, and they can help buyers save money and time during the decision process. The
seller should give honest responses to any questions or objections the buyer has and show that the company cares more about
meeting the buyer’s needs than making the sale. Attending to these aspects of personal selling contributes to a strong, trusting
relationship between buyer and seller.[!]

Advantages and Disadvantages of Personal Selling

The most significant strength of personal selling is its flexibility. Salespeople can tailor their presentations to fit the needs, motives,
and behavior of individual customers. A salesperson can gauge the customer’s reaction to a sales approach and immediately adjust
the message to facilitate better understanding. A salesperson is also in an excellent position to encourage the customer to act. The
one-on-one interaction of personal selling means that a salesperson can effectively respond to and overcome objections—e.g.,
concerns or reservations about the product—so that the customer is more likely to buy. Salespeople can also offer many customized
reasons that might spur a customer to buy, whereas an advertisement offers a limited set of reasons that may not persuade everyone
in the target audience.

Personal selling also minimizes wasted effort. Advertisers can spend a lot of time and money on a mass-marketing message that
reaches many people outside the target market (but doesn’t result in additional sales). In personal selling, the sales force pinpoints
the target market, makes a contact, and focuses effort that has a strong probability of leading to a sale.

High cost is the primary disadvantage of personal selling. With increased competition, higher travel and lodging costs, and higher
salaries, the cost per sales contract continues to rise. Many companies try to control sales costs by compensating sales
representatives through commissions or by using complementary techniques, such as telemarketing, direct mail, toll-free numbers
for interested customers, and online communication with qualified prospects. Another weakness of personal selling is message
inconsistency. Many salespeople view themselves as independent from the organization, so they design their own sales techniques,
use their own messaging strategies, and engage in questionable ploys to generate sales (you’ll recall our discussion in the ethics
module about the unique challenges that B2B salespeople face.) As a result, it can be difficult to find a unified company or product
message within a sales force or between the sales force and the rest of the marketing mix.

What are Sales Promotions?

Sales promotions are a marketing communication tool for stimulating revenue or providing incentives or extra value to distributers,
sales staff, or customers over a short time period. Sales promotion activities include special offers, displays, demonstrations, and
other nonrecurring selling efforts that aren’t part of the ordinary routine. As an additional incentive to buy, these tools can be
directed at consumers, retailers and other distribution partners, or the manufacturer’s own sales force.

Companies use many different forms of media to communicate sales promotions, such as printed materials like posters, coupons,
direct mail pieces and billboards, radio and television ads, digital media (like text messages), email, websites, social media, and so
forth.

Most consumers are familiar with common sales promotion techniques including samples, coupons, point-of-purchase displays,
premiums, contents, loyalty programs, and rebates.

Advantages and Disadvantages of Sales Promotions!?

In addition to their primary purpose of boosting sales in the near term, companies can use consumer sales promotions to help them
understand price sensitivity. Coupons and rebates provide useful information about how pricing influences consumers’ buying
behavior. Sales promotions can also be a valuable—and sometimes sneaky—way to acquire contact information for current and
prospective customers. Many of these offers require consumers to provide their names and other information in order to participate.
Electronically-scanned coupons can be linked to other purchasing data, to inform organizations about buying habits. All this
information can be used for future marketing research, campaigns and outreach.

Consumer sales promotions can generate loyalty and enthusiasm for a brand, product, or service. Frequent flyer programs, for
example, motivate travelers to fly on a preferred airline even if the ticket prices are somewhat higher. If sales have slowed, a
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promotion such as a sweepstakes or contest can spur customer excitement and renew interest in the company’s offering. Sales
promotions are a good way of energizing and inspiring customer action.

Trade promotions offer distribution channel partners financial incentives that encourage them to support and promote a company’s
products. Offering incentives like prime shelf space at a retailer’s store in exchange for discounts on products has the potential to
build and enhance business relationships with important distributors or businesses. Improving these relationships can lead to higher
sales, stocking of other product lines, preferred business terms and other benefits.

Sales promotions can be a two-edged sword: if a company is continually handing out product samples and coupons, it can risk
tarnishing the company’s brand. Offering too many freebies can signal to customers that they are not purchasing a prestigious or
“limited” product. Another risk with too-frequent promotions is that savvy customers will hold off purchasing until the next
promotion, thus depressing sales.

Often businesses rush to grow quickly by offering sales promotions, only to see these promotions fail to reach their sales goals and
target customers. The temporary boost in short term sales may be attributed to highly price-sensitive consumers looking for a deal,
rather than the long-term loyal customers a company wants to cultivate. Sales promotions need to be thought through, designed,
and promoted carefully. They also need to align well with the company’s larger business strategy. Failure to do so can be costly in
terms of dollars, profitability and reputation.

If businesses become overly reliant on sales growth through promotions, they can get trapped in short-term marketing thinking and
forget to focus on long-term goals. If, after each sales dip, a business offers another sales promotion, it can be damaging to the
long-term value of its brand.

What is Digital Marketing?

Digital marketing is an umbrella term for using digital tools to promote and market products, services, organizations and brands. As
consumers and businesses become more reliant on digital communications, the power and importance of digital marketing have
increased. There are several essential tools in the digital marketing tool kit: email, mobile marketing, websites, content marketing
and search-engine optimization (SEO), and social media marketing. For now, we’ll focus on websites and social media.

Websites represent an all-in-one storefront, a display counter, and a megaphone for organizations to communicate in the digital
world. For digital and brick-and-mortar businesses, websites are a primary channel for communicating with current and prospective
customers as well as other audiences. A good website provides evidence that an organization is real, credible, and legitimate.

Social media are distinctive for their networking capabilities: they allow people to reach and interact with one another through
interconnected networks. This “social” phenomenon changes the power dynamic in marketing: no longer is the marketer the central
gatekeeper for all communication about a product, service, brand, or organization. Social media allows for organic dialogue and
activity to happen directly between individuals, unmediated by a company. Companies can (and should) listen, learn, and find ways
to participate authentically.

Advantages and Disadvantages of Digital Marketing

Websites have so many advantages that there is almost no excuse for a business not to have one. Effective website marketing
declares to the world that an organization exists, what value it offers, and how it does business. Websites can be an engine for
generating customer data and new business leads. An electronic storefront is often dramatically less expensive than a physical
storefront, and it can serve customers virtually anywhere in the world with internet access. Websites are very flexible and easy to
alter. Organizations can try out new strategies, content and tactics at relatively low cost to see what works and where changes pay
off.

The advantages and benefits of social media marketing focus heavily on the two-way and even multidirectional communication
between customers, prospects, and advocates for your company or brand. By listening and engaging in social media, organizations
are better equipped to understand and respond to market sentiment. Social media helps organizations identify and cultivate
advocates for its products, services, and brand, including the emergence of customers who can become highly credible, trusted
voices to help promote the brand.

At the same time, digital marketing strategies carry costs and risks. Websites require some investment of time and money to set up
and maintain. Organizations should make wise, well-researched decisions about information infrastructure and website hosting, to
ensure their sites remain operational with good performance and uptime. Companies that capture and maintain customer data
through their websites must be vigilant about information security to prevent hackers from stealing sensitive customer data.
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Social media also carry a number of inherent challenges. Social media are dynamic environments that requires significant effort to
monitor and stay current. It is also difficult to continually create “share-worthy” content. The variety of social media tools makes it
a challenge to understand which platforms to use for which target audiences and calls to action. Crisis communications can be
difficult, too, particularly in the public environment of social media, in which it is difficult to contain or control communication.
This means it can be difficult to mitigate the impact of a crisis on the brand. One of the biggest challenges facing organizations is
determining who in the organization should “own” the social media platforms for the organization. Too few hands to help means
the burden of content creation is high on a single individual. However, too many people often results in duplication of efforts or
conflicting content.

What are Public Relations?

Public relations (PR) is the process of maintaining a favorable image and building beneficial relationships between an organization
and the public communities, groups, and people it serves. Unlike advertising, which tries to create favorable impressions through
paid messages, public relations does not pay for attention and publicity. Instead, PR strives to earn a favorable image by drawing
attention to newsworthy and attention-worthy activities of the organization and its customers. For this reason, PR is often referred
to as “free advertising.”

In fact, PR is not a costless form of promotion. It requires salaries to be paid to people who oversee and execute PR strategy. It also
involves expenses associated with events, sponsorships and other PR-related activities.

The following video, about Tyson Foods’ “Meals That Matter” program, shows how one company cooked up an idea that is equal
parts public relations and corporate social responsibility (CSR). The video covers the Tyson disaster-relief team delivering food to
the residents of Moore, Oklahoma, shortly after tornados struck the area on May 20, 2013. The company received favorable
publicity following the inauguration of the program in 2012. (You can read one of the articles here: “Tyson Foods Unveils Disaster
Relief Mobile Feeding Unit.”)

A link to an interactive elements can be found at the bottom of this page.
a»

You can view the transcript for “Tyson Foods Meals That Matter — Moore, Okla., June 2013” (opens in new window).

Advantages and Disadvantages of Public Relations

Because PR activity is earned rather than paid, it tends to carry more credibility and weight. For example, when a news story
profiles a customer’s successful experience with a company and its products, people tend to view this type of article as less biased
(and therefore more credible) than a paid advertisement. The news story comes from an objective reporter who feels the story is
worth telling. Meanwhile an advertisement on a similar topic would be viewed with skepticism because it is a paid placement from
a biased source: the ad sponsor.

? Practice Question
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