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Week 5 discussion question 2
The five significant promotion tools include advertising for instance Facebook advertisements, sales promotion, public relations as well as direct marketing and personal selling. Based on the aforementioned tools of promotion, the first and the most important tool for promoting a product is advertising for example facebook ads. Advertising is considered as the process of communication with the consumers of a product or service. Advertising especially through facebook ads is the most essential tool among the others since it provides planned and controlled message (Fasana, & Haseena, 2017). Moreover, it can as well contact and impact many people simultaneously, rapidly and at a low cost per prospect. The second important tool in promoting a product is sales promotion also known as promotion. 
Sales promotion is considered as the marketing activities that offer extra values or inducement to the sales staff, distributors, or the consumer. This tool is the second most important tool since it the sales promotional practice for a product is chosen based on the overall marketing objective of the company. The third most important promotion tool is public relation. This is because, in this tool of product promotion, businesses share their message through present channels (Fasana, & Haseena, 2017). Moreover, this tool is ranked number three since it supports product productivity, as well as creates and maintains the corporate image. 
The fourth tool is personal selling. This involves the process whereby, a company hires sales people to reach their potential clients. This tool is ranked at position four since it might take more time and money to hire and train sales agents. The fifth ranked promotion tool is direct marketing (Muhammedrisaevna, Bayazovna, & Kakhramonovna, 2020). This is defined as the communication created through an open or direct channel without having to use intermediaries. When it comes to product promotion, this tool is ranked at position five because some of its components are associated with possessing environmental effects for instance direct mail. 
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