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Abstract 

[bookmark: _GoBack]Advertising is a suitable method used by most companies and organizations to inform and persuade customers of a particular product or service being offered. As a result of fast customer behavior change and massive production leading to high demand, companies have been looking for ways of changing existing difficulties by coming up with better advertising programs. Companies will tend to employ the most effective and efficient advertising methods. Advertising managers must ensure they come up with a well-established advertising program. In the development of an advertising program, advertising managers must make some critical decisions. This paper aims at listing and describing the four decisions marketing managers must take and the standard methods used in setting promotion budgets.



















When developing an advertising program, marketing managers must make four decisions. The first decision is to set advertising objectives; secondly, the marketing managers must develop a production budget; the third decision is to build its advertising strategy. The final step is the need to evaluate regular campaigns to check whether they are effective. All four decisions are equally important, and none of them should be left out.
An advertising objective is a set task that should be accomplished by reaching the target audience at a specified period. The ideals that advertising managers aim to develop are based on marketing mix, positioning, and target market past decisions that help build customer relationships. The goal of advertising objectives is to inform the consumers about a given product, educate them on the product, and hopefully convince them to buy the product. The main advertising objective is not necessarily for customers to buy at that exact time, but to make them aware of the product existence they may purchase later. At this point, the product demand should be created to convince consumers why they should buy your products.
While developing an advertising budget, advertising managers try to see what is best for the business and afford it. Creating an advertising budget determines the amount of money and other resources the company will devote to the advertising program. Advertising budgets are of different types; comparative parity method, affordable method, percentage of sales, and objective and task method. In the comparative parity method, the company tries to be equal to other companies, trying to offer the same products and services. Percentage of sale method consider setting the limit of the budget based on what you think the sales are at a given time. The objective and task method is rarely used; the budget is based on what you want or hopes to sell. The last method affordable method is setting a budget based on what the business can afford at a given time. Setting a budget is essential as it helps determine the medium that will work and what is achievable from the mediums.
Advertising strategy mainly consists of the message that will be used. Decision on advertising message helps determine what the message will communicate and the consumer the message is targeted to reach and attract. The message should be convincing such that the consumers will take their time and listen. There are three characteristics that an advertising appeal should have, meaningful, distinctive, and believable (Kotler & Armstrong, 2016).To get across the right message, an advertiser should have the correct message format and tone. The notice may consist of quality testament, feature, or value proposition of the product (Ahmed, 2019)
In the last stage of advertising evaluation, the advertising managers should look at consumers. The company evaluates whether they are getting everything they can for the money spent. It is always good to assess whether your products or services are reaching all the intended customers. Evaluation helps create a target market as through it; a company can determine who is purchasing the company products most and decide where to do promotions and extra advertisement.
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