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Introduction
There are specific methods through which social media, advertising, public relations, promotions support marketing strategies. Notably, sales promotions are temporary deals which aim at encouraging potential customers to spend on various items in the market. By adopting various promotion techniques to a business helps in increasing profits and revenue. The main aim of this paper is to discuss various sales promotion tools that I encounter in my daily life and also determine the effect they have on my buying trends.
Rebates
This is a sales promotion strategy whereby instead of being offered a discount, customers receive rebates in the form of monetary form after making the purchase. This rebate is either sent via email in the form of a check. In so doing, the sales team gets an opportunity of gathering customer's information and can hence create a mailing list. Such list is essential since it makes it easy to share new products with potential customers. In my case, a rebate was sent to me from my local supermarket after making a considerate amount of shopping using my customer loyalty card. As such, I was encouraged to visit the supermarket regularly and sample new products.
Buy one Get one Free
Notably, all consumers appreciate a good deal but not as much as they love freebies. The strategy of offering a free similar product after the customer makes a purchase has been around for quite some time, and it is still very popular. If the sale margins are high, the sales team will be able to cover the cost of both products at the selling price of one. Through this sales promotion tool, the time that the consumer uses the product is doubled which improves their experience and it also encourages them to make more purchases. Recently, I was a beneficiary of this promotional tool after purchasing a high-end smartphone, and I was rewarded with a similar phone.
Free Samples
To break a consumer's brand loyalty, it takes more than advertising especially if they have been using another product for a considerable amount of time. Most consumers are not sure whether trying a new product will be beneficial to them, and most of the time they consider it as a waste of money. As such, it is advisable to give the consumers a chance to test a new product before making a purchase. This is normally done by offering them free samples, and once they have tested and proven your product, they will most likely make a purchase. In my daily life, I have been given numerous free samples, and in most occasions, I decide to purchase the new product over the old one.
Loss leaders and Discounts
Just like buy-one-get-one-free and free sample promotional tools, loss leaders offers services or products at a lower price than the actual selling price. Through this strategy, consumers are lured into visiting such stores with the hope that they will purchase other products from the store. The most common places you can find these deals are supermarkets with items such as bread or milk being sold at a lower price. However, by purchasing other products, this promotion will be evened out financially hence there will be no losses.  Through the tool, a loss leader gets to generate more profits and also stimulate future sales. On the other hand, discounts are markdowns on services or products which can help in reducing slow-moving products. Notably, I have benefited from loss leaders and discount promotional tools in my daily supermarket purchases.
Conclusion
In a nutshell, there are many sales promotional tools which helps in boosting sales and thus increasing the revenue and profits. In my day to day lives, I have encountered many sales promotional tools which have influenced my decision making.
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