1













[bookmark: _Hlk65078100]                                        Lecture 13: Advertising and Sales Promotion 
Student’s Name
Institutional Affiliation
Course
Professor’s Name 
Date


















Lecture 13:  Advertising and Sales Promotion
Advertising is a form of Communication where potential customers are informed about the characteristics and features of the product and how they can secure these particular products in the market. Communication in advertising is always one-way. On the other hand, the promotion gives in-depth information about a product, a particular brand, or the manufacturing company. Companies achieve customer brand loyalty through good advertising. Through brand loyalty, particular products receive repeat purchases from customers who refer their friends and relatives to buy those products (Solomon, Greg, & Elnora, 2018). 
Integrated marketing communications is one of the effective ways of marketing used. This form of Communication strives to deliver a consistent message and great use of all forms of media. It also involves brand coordinated programs, planning, and precise information about a product and a specific audience. This form involves three different models. The first model is a one-to-many marketing model.  This model uses ancient ways of Communication like newspapers, television, and the use of radio. Billboards and social media (internet) are also used. These last two achieve tremendous results as they reach millions of populations within a short time. Products are also promoted using free samples, gift hampers, and many more. This is meant to promote the brands and enforce their publicity. 
The following marketing model is one-to-one marketing. This model focuses on achieving a great customer relationship. Customers are attended at a personal level which in turn brings about customer loyalty. This concept came into recognition in 1944 and dated back to the origin of commerce (Solomon, Greg, & Elnora, 2018). For this model to be successful, storekeepers must remember customer preferences, and upon visitation, customers feel more valued and appreciated.
The last marketing model is the many to many aspects. This model looks at having many suppliers of a particular product and linking them to many customers on one platform. The business potential for many to many business models is a global market. Examples of such a model include, but are not limited to, Alibaba, eBay, Facebook, and Upwork. These platforms get a certain percentage from the sales of these products.
The framework of Communication
The communication process starts with the sender (source) and ends when the sender receives feedback. The source either refers to the person sending the information or delivering it, for example, the consumers referring their friends and families, celebrities when endorsed or by sales executives. Encoding refers to a process where thoughts are converted into fundamental ideas to be communicated. The message refers to either verbal or written communications from the sender to the receiver. Once the source has decided the type of message to send, they choose the medium to use. According to Solomon, Greg, & Elnora (2018), the medium used depends on the type of the message and the decoding capability of the receiver. The medium of Communication includes sales personnel, social media, and print media. Receivers refer to the target group of the sender. Receivers may be other business entities, customers, or new business ventures. Noise refers to transmission interference and affects how messages are decoded. The meaning for noise may range from the physical noise, such as a distraction from a heavy downpour, or technological noise where there is an issue with the satellite dish and signal transmission weakening. This can affect Communication at any stage. 
The last stage of Communication, as earlier mentioned, is feedback. Provision of feedback from the receiver is always proof that the message was received. The feedback can either be positive or negative. Marketers can encourage and enhance feedback from consumers by providing phone numbers that don't charge them money.
Types of Advertising
Advertising is marketing centered form of Communication containing non-personal information to promote products, services, or an idea (Solomon, Greg, & Elnora, 2018). It involves the use of forms of media such as traditional media and modern media like blog posts. Advertising focuses on three main areas. The first type of advertising is product advertising. This type of advertising talks about specific goods or services. This model considers the existing products, new products that customers are not aware of, and new, improved features in the existing products. The next type of advertising is known as institutional advertising, and this form talks about how a particular company or corporate rates the product. Under this model, corporate advertising promotes the whole company. In this case, corporate advertisements seek to enhance goodness and the entire image of the firm. Advocacy advertising is a form of advertising where a corporation influences how consumers perceive a particular product.
Moreover, this type of advertisement seeks to lure the public in a pointed domain to influence prevalent issues affecting society. All media houses promote public service announcements for free. According to Solomon, Greg, & Elnora (2018), the last type of advertising is retail and local advertising, consisting of retail establishments and small business operations within a selected area. 
The user provides some advertising content. This is done through millions of online reviews, feedback comments from users, photos and videos taken and posted by customers online. Another advertisement media involves the DIY approach, where companies use a satisfying fun base in ads. This has helped in meeting advertised costs as it is cost-effective concerning internet and professional. Again, this strategy is helpful in newly established businesses. Some marketers reward consumers who review their products. This is meant to encourage consumers to give both candid and frequent feedback about a product. By so doing, companies can improve on their weak areas.
Advertising's ethical issues
In the past, advertising has received a better share of criticism. It has also been termed unethical by specific individuals because it is manipulative. Marketing also tells lots of lies about specific products, a concept known as puffery, a way of labeling products' superiority without provided grounds on the authenticity of the said claims (Solomon, Greg, & Elnora, 2018). Marketing also deceives people and makes them end up buying things they don't need. The malice is always underlined under social problems and stereotyping products as available solutions to those problems. For example, it is green washing an instance where a company promotes products as environmental and global replenishing. In the real sense, the product is not eco-friendly, and if in any position reforms, chances are minimal.
An advertising campaign includes six steps. The first step is to understand the target audience who will buy the product. The next step is to plan the budget and the message to be sent to the audience. The third stage is creating the ad and testing them. Media types are then chosen, and lastly, an evaluation of the advertising campaign is done. 
[bookmark: _GoBack]Sales promotion refers to designed programs whose main objective is to spike sales of a particular product within a specified period. There exists a fragile line between sales promotion and advertising. They are used interchangeably. However, sales promotion's objective is short-term, while advertising is a lifetime investment (Solomon, Greg, & Elnora, 2018).
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