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Communication Mix Elements
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Marketing Communication Mix ==

The Marketing Communication Mix (also
called the Promotional Mix) refers to the set of tools
that organizations use to communicate with their
target audiences and achieve marketing objectives.
Key elements include:

Advertising

Sales Promotion
Personal Selling

Public Relations

Direct Marketing
Digital/Online Marketing
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Definition:

Advertising is a paid form of non-personal communication about
products, services, or ideas by an identified sponsor through various
media channels.

Key Characteristics:

Paid: The advertiser pays for the message placement.
Non-personal: It reaches a large audience simultaneously.

Identified Sponsor: The source of the message is known (e.g., Coca-Cola,
Nike).

Media-based: Delivered through TV, radio, newspapers, internet, social
media, etc.

Objectives:

Create awareness of a product or brand.

Build brand image and brand loyalty.

Inform and educate consumers about product benefits.

Persuade consumers to buy or try a product.

Support other promotional activities (e.g., sales promotions or events).



Common Advertising Media:
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Television

Radio

Newspapers and magazines
Billboards and outdoor ads
Digital platforms (social media, websites, search engines)
Online video and mobile ads

Types of Advertising:

Informative Advertising: Introduces new products or explains
features.

Persuasive Advertising: Aims to influence consumer choice.
Reminder Advertising: Keeps the brand in consumers’ minds.

Institutional Advertising: Promotes company image rather
than products.



N STDNE;

2. Sales Promotion

Definition:

* Sales promotion includes short-term incentives to encourage
the purchase or sale of a product or service.

Key Characteristics:
* Short-term focus — boosts immediate sales.
* Incentive-driven — offers something extra to motivate action.

e (Can target both consumers (end users) and trade (retailers,
distributors).

Objectives:

e Stimulate immediate buying behavior.

* Encourage trial of new products.

* Clear excess stock or increase seasonal sales.

e Support advertising and personal selling efforts.



Common Sales Promotion Tools:

For Consumers:

Coupons

Discounts or price packs

Free samples

Contests and sweepstakes

Loyalty programs
Buy-one-get-one-free (BOGO) offers

For Trade/Resellers:

* Trade allowances

Point-of-purchase displays

e Sales contests

Free merchandise
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Definition:
A personal, face-to-face interaction between a company’s

sales representatives and potential customers with the goal
of making a sale and building relationships.

Key Features:

 Two-way communication (interactive).

* Tailored message based on customer needs.
* Relationship and trust building.

* Used for complex or high-value products (e.g., real estate,
industrial machinery).

Examples:

* A car salesperson demonstrating vehicle features to a
customer.

* A pharmaceutical representative meeting doctors to
promote new drugs.
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Definition:
Activities aimed at building and maintaining a positive
image of the organization and fostering goodwill among its
publics (customers, media, employees, investors,
community).

Key Features:

* Focus on reputation management.

* Non-paid or earned media coverage.

e Often seen as more credible than advertising.

* Aims to influence public perception rather than directly
drive sales.

Examples:

* Press releases announcing new product launches or CSR
initiatives.

* Organizing community events or sponsorships.
« Managing crisis communication.during a controversy.
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Definition:
Selling products directly to consumers outside a fixed
retail location, often through personal contact or home
demonstrations.

Key Features:

* Direct contact between seller and buyer.

* May occur in person, online, or via phone.

e Ofteninvolves independent sales representatives.

* Focuses on convenience and personal relationships.
Examples:

* Avon or Amway representatives selling products door-
to-door or via online meetings.

 Tupperware home parties.
* Multi-level marketing (MLM) systems.



