


e is one of the 4’Psé<{fm ceting mix \XJ

e involves the pro of makinga._
e product avallable fojr use by a \ (
consumer -
e involves pr 1

e influenc mpany image
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Advertising - Any paid presen&tatlon d pra
by an identified sponsor.

e Examples: Radio, television, billboard, direct mail, brochures and catalogs, Web \‘_t_,-

otio ) of ideas, goods, or serwcesx

pages, banner ads etc. .
e Your experience? —— \
Personal Sellit through the use of an oral presentation. I
e Examples: n%?fs presentations, sales meetings, samples, and telerr}?rketing. Can be
face-to-face or via telephone. £

e Your experience?

Sales promotion -
determined, limite
stimulate new cu

are employed for a pre-
current customers and

iquidating""'premiums, trade shows

" Public relations - Paid stim ompany by
significant news about it o of it in the media.

° ewspaper TVs and radio presentations,

ol :
g Y e (]_\
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- e Direct Marketing - sends iks message directly to consumers. =
- e Example: catalogue distribution, promotional letters, and street \
advertising N

e Your experience? 1 % \

"n—_“_.

~ businessmen know directly what people see in a product. Opposite,
competitors can see exactly what a company is doing.

e Example: trade fairs, trade shows or exposition
e Your experi ?

/ ° Exhibitioné‘=-%§e§ potential buyers try the product. Advantage isﬂmfhat

e Corporate imag
reputation of a
a product fro
had a good i

e Example: or's
children, patronize so

. e Your experience?

int in ma_rketinrcIl. If the
re not less willing to buy
have been, if the company

y

, sponsor hard sick

~
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e Which kind of pljom ion be used for \z/
lawyers? ~—
o Ads )

/ o Y | Personéi selllng
o Sales "romotlon
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e Selected types of

e Selected types of Publla Relations _
/™™ e Ex 1|b|tbns TS \
e Corporate image

e Al |owed: j / | \J
dvertising \

e Sales
K Direct Market|
("/ o P







~ Includes: ) * \\
e the name of a product or service —

e how that product or service could benefit the-
/ consumer ,- c7e

o to persuac}e pote-—ﬁtia"'l customers to purchése or
e to consume that particular brand.

e

Goal:
e repetition t name in an effort
to associa  brand in the

‘minds of consum

—

h.
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Television

e with special computer graphics and ith a song that listeners soon relate to the
product

e the most effective mass-market advertising format with high prices TV \L
advertisements .

Radio advertising \

e While radio has the obvious limitation of being restricted to sound proponents of /

radio advertising often C|t this as an advantage. \ f
i ./'

Press advertising

e allows private |nd|V|duaIs or companies to purchase a small, narrowly targeted ad for
a low fee a ing a product or service.

Online advertising

e Examples of o
results pages

Billboard adve

e locatedinp
motorists

ing pedestrians and

opularity to gaih recognition ;9\
S )
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o Is the prbd uct(isérvice) ease to ideﬁtiﬂ/?

o Is the message éIeZ/ at the first view? k

e Is advantage of the product (servise)\clear i

the first view? {

e Is the brand (company) ease to identify?




o the best one for / nl

® Man

/ ewom ) <
“okid 2 L \




1. Choose from Internet the best one \

ad for legal se EW compan)
e 2. Choose from Int;rnet the best one |
ads for r en, ‘women and kids.




