BTEC First Business

Unit 3: Promoting a brand

Learning Aim A:
Explore the use of branding and the promotional mix

A1l. The importance of branding to businesses

A2. Promotion in businesses
A3. Elements of the promotional mix and their purposes

A4. Promotional activities in business




BTEC First Business: Unit 3 — Promoting a brand

A. Explore the use of branding and the promotional mix

Topic A.1 The importance of branding to businesses

e What a brand is, e.g. a strategy, perception of a customer, a logo, a legal instrument, a compar 2 p. v, a L an image
e Why businesses use branding

e Types of branding used by businesses

e Adding value

e Benefits of successful branding, e.g. image, quality, recognition, lone-'= tin, ntion i keting mu, ducts

[ J

Effects of unsuccessful branding, e.g. Dasani water

Topic A.2 Promotion in businesses

e Why businesses need to promote themselve-

e Activities used in the marketing mix — 7 act, Price, K on)
® Benefits of promotion to businesses

Topic A.3 Elements of * | mix <Ir purposes

e Advertising:

. definitie~ haid- e 0 comm . or products in the prime media . purpose —to persuade and inform

. T of a _ ‘assagL .at the communication needs to say) and the medium (how to get the message across) o
. inclu

-n m? 2. telev. neme. .igital media

—pn ri spapers, me _s, billboard posters, direct mail, press releases —ambient, e.g. bus and taxi sides, desktop items such as pens
—digi. SMS texts, podcasts, blogs, pop-ups, banners, social networking

—audic, dio, podcasts, public address systems
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A. Explore the use of branding and the promotional mix

e Sales promotion — provides incentives to customers or the distribution channel to stimulate d~  ad for
- methods, e.g. price promotion, coupons, competitions, money refunds, loyalty ir ent

e Personal selling —involves interpersonal interactions between salespeople and in~" ustc -t Irp. ng a sale;
can be more effective than advertising in more complex selling situations

- methods, e.g. face to face, by telephone, via email, through vi® or we re \
e Public relations activities — promotion of a product, brand or br*<iny lacing a1 about it 'dia without paying for

the time or media space directly
- methods, e.g. exhibitions, sponsorship, p

e Direct marketing — establishing an individual r hip be 1the b and . aer
-methods, e.g. direct mail (junk ma., 'talo magaz. emar _ung

Topic A.4 Promotional activities in busil

e How businesses identify wk- tome fions wili luding:
. types of marke’ to B. 0ZB), Business tc .sumer (B2C)
. different wa gmel he me g. b family status, gender, income, attitudes, lifestyle
® The use ~° ~otic vit? ousines:
\RT able, a. .ule, realistic and time-related) objectives
welec app P L mix
ane’ select. opro, ..e promotional mix

| Jdcating wit 2lected market segment using the AIDA model (Awareness/Attention, Interest, Desire, Action)




A. Explore the use of branding and the promotional mix

BTEC First Business: Unit 3 — Promoting a brand

personality and a target
market for a brand.

a brand personality and
a target market for a
brand.

1B.5 Outline elements of a
promotional campaign

for a brand.

2B.P5 Plan a promotional

campaign for a brand. #

2B.M4 Justify the choice of
promotional mix for
a brand.

Level 1 Level 2 Pass Level 2 Merit evi L
Learning aim A: Explore the use of branding and the promotional mix in¢ >
1A.1 Describe the importance | 2A.P1 Explain how branding is 2L Tomp.
of branding for a used in two businesses and | a1 two
business. liness
1A.2 Identlf){ elements of the | 2A.P2 A;sess thee arketing 2A.D1 Evaluate the
marketing mix for a mix_foi ad )
lected branded . ied \ effectiveness of the
sioduct F 2A.M2 | the ilnportance promotional mix for a
P : ol -ting an _ selected branded
1A.3 Identify elements of the | . Yesa™ » the pui. approprlate promotional product.
promotional mixy X ats of the mix for a selected
a selecteds notional mix usec branded product.
product: selea”™ '\ branded
B: | mote .and for a business
O an ide .#4 Use branding methods 2B.M3 Explain how branding
a target and techniques to methods and techniques
f¢. a brand. recommend a brand were used to recommend | 2B.D2 Evaluate the

effectiveness of a
promotional campaign
for a brand and
recommend
improvements.

——




BTEC First Business: Unit 3 — Promoting a brand

A. Explore the use of branding and the promotional mix

Suggested assignment outlines

The table below shows a programme of suggested assignment outlines that cover the ont a Thi Juic itis
recommended that centres either write their own assignments or adapt any assigi e provide t i neea: ources.
Criteria covered Assighment Scenario ~essmen ce
1A.1, 1A.2, 1A.3, Branding and You are working ma. Presas® tion or'written report completed in
2A.P1, 2A.P2, 2A.P3, | Promotion consk'iancy busi You ' en g. ~onal style
2A.M1, 2A.M2, 2A.D1 th prgdL promc nater: _acher/peer reviews of presentation
that 3 inf( ion on | g anc
promo. it clients.
T do this, ad to research real
ads to inv he use of branding

;n businesses. .<search and
assesa” \ent evidence will need to cover the
: ce of branding to the business
vrand characteristics of the brands

researched.
1B .P4, loping ad You are working for a marketing Presentation of the plan for a promotional
2z o ting My Brand | consultancy business. You have been campaign with supporting evidence
s ’5.D2 given the task of designing a promotional

campaign for a brand in response to a
request from a client. To fulfil the client
brief, you will need to go through the
process of objective setting, applying
branding methods and techniques, and
promoting the brand image.

——




BTEC First Business: Unit 3 — Promoting a brand

A. Explore the use of branding and the promotional mix

Al. The importance of branding

i tity
Logo Tvadl f lega / — soluwrader,
The visual part limite pany
Image Strategy
How it shows itse How the company is planning to use
the brand
Vis

d/¢ " Company

The image of the company

Identity

unique identity — stand for something Perception

How others see the brand/company
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A. Explore the use of branding and the promotional mix

Al. The importance of branding

Logo

Image

2

A_7

{L\{/ Task 1. complete

the boxes for the Apple brand
/ _y

[ N
WD

Legal enti

F _eption

Vis _a

Identity
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A. Explore the use of branding and the promotional mix

Al. The importance of branding

Logo

Image

2

A_7

{L\{/ Task 2. complete

the boxes for a brand of your
choice

Legal enti

stion

Vis _a

Identity
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A. Explore the use of branding and the promotional mix

. ] () . Task 3. Explain how you think amazon a n t ‘zo n
Al. The importance of branding B uses it branding

. . When Amazon wase <din € SO.
Why businesses use brandmg Founder Jeff Bez w he wanu 1 acu .y that
sold eve- g.

Recognise the company

Create a story about the companv

Show you are genuine/auth

Represents your pr- e Ccu
Show yo n + Jion
rt1 *ition
‘ev romo da.  .cising

1.or employed - guides them
S. yrand attracts the best talent

Adds value to the business

I




BTEC First Business: Unit 3 — Promoting a brand

A. Explore the use of branding and the promotional mix

Al. The importance of branding
M

. Focus on an individual Foct - Oompa
- often used by celebrities, sportsman - inies wi e products and/or services
. About their personality, who they are, what they stand for Corp anding used by siesses to create and maintain
brand image

Corpt 5 used to launch new products-services

Product — Service | Retail |

Focus on the px 2rvic Focus on the brand
- most cof vpe ¢ ding - used by retail giants to arouse customer’s interest in its brand
Differe| e p: C . In retail branding, create distinctive image from competitors.
. A symba’ at | 2, produt
. Most Sule vith e\ sign, .d logo.

. Co-branding
Geographical

Focus on association with product or service

Focus on a specific area - often used by leading brands
- often used by travel + tourism companies . Effective in building the business, to spread
. Differentiate from other areas & locations awareness and breaking into new markets.

——
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Different

A. Explore the use of branding and the promotional mix tYP:S
o
Al. The importance of branding %2/ * Task 4. Give examples brands in each category JENEIE

(\

Personal Product N ‘te

Cc i Retail Geography
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A. Explore the use of branding and the promotional mix

Al. The importance of branding

All the products here are made by
the same manufacturer — though
they may have different recipe

%)u " Task 5.

e\ In small groups explain
: how branding adds value to a
10z OO0 2 ' product or service




BTEC First Business: Unit 3 — Promoting a brand

A. Explore the use of branding and the promotional mix Branding
adding
value

Branding can add value to a product or service

Al. The importance of branding

%L * Task 6.

\ In pairs or small groups choose a type of product or service e.g. smartphone ang dlfferent iri ns oy lue
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A. Explore the use of branding and the promotional mix

Al. The importance of branding Cushmer il
ad r s
Shared values

mpo. bi s o ised
. Link brand and value amo ) petitic
Values between brand and customers

create loyalty — make connections

ustomer loyalty

. Loyal followers
Getting a loyal following to create repeat business

Attracts talent

. Good branding gets noticed by
talented pes

Talented are attract o ual or ope
bre . n Credibility
and extension

. Professional branding

vand extended to other products People assured by a brand they know and
With a strong brand already established recognise

it makes launching new products/services
more likely to succeed

ConsistenCy
rketing made easier Gives confidence

Once k. Zingis in place makes marketing Customer confidence
easier for future products/services following

Good branding gives customers confidence in
the same plan

the products/services

——
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A. Explore the use of branding and the promotional mix

Al. The importance of branding

Credibility

People feel that this leas™ to
credibility# eap

Bad branding

Examples:

TR

~motionally to brands so bad
~anding creates a lack of trust.
Dishonesty in branding also leads to a lack of
trust in the brand.

. Poorly designed logo
. Bad graphics
. Poor choice of colours
. Lack of online s

. Incons Quality

one

Poor branding is often associated with poor
products or services

Not remembered
Poor branding can result in the target

audience not being targeted Poor branding can easily be forgotten

——
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A. Explore the use of branding and the promotional mix

Al. The importance of branding

. Richard Branson the owner of Virgin
Group has tried to extend the range
of products — over 400 using the
Virgin brand!

)
-

if |H fﬂ

/<
AN
-
Examples of H’

\ , = \\
virgin Cosmetic auty products, jewellery,
and h~" =2ware. It. 2009, the business was sold in
= ment buyout and renamed simply Vie

€. Vie at Home then became defunct in
2U11.

)

Virgin Brides opened its doors in several locations throughout
England in 1996. For the launch of the store, Branson shaved his
e US soft drink giants beard and wore a wedding dress.
~Branson admitted he However, the venture into bridal wear was short-lived. The final
underestimated how much Pepsi store in Manchester was closed in December 2007 “I think
and Coke would fight back. because there aren’t many virgin brides, it never really took off,”

Branson said later, “Or maybe it was the picture that put people
off," he added.

0.5% ma
Producti




BTEC First Business: Unit 3 — Promoting a brand

A. Explore the use of branding and the promotional mix

Al. The importance of branding

%:i " Task 7.
e\ Research examples of unsuccessfult® ding — \ex °s in the
different types of branding e« pe orpc , .
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A. Explore the use of branding and the promotional mix

A2. Promotion of businesses

Brand awareness

. Brand recognition
Very important for brands to be recognised
amongst the competition

| CompgliiiR

. Stand out in.a crd lm7 . plac
Inform er | “orent
e corn g

%l " Task 5.

\ Research examples of unsuccessfult® ding

Promotion: Raise awareness of your brand
and draw customers' attention — for
example, by sponsoring an event.

Advertising is aimed at "buy now”.

Creased S profits|

st gh brand recognition
urage customer loyalty

Support advertising + marketing

. Promotion as part of wider marketing
Reinforce branding + marketing
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A. Explore the use of branding and the promotional mix

A2. Promotion of businesses

Buyer
decision
making _valuate the

process Sear r | E the product or service
rformat oout iffere - ongoing as you
e pro or or ¢ S use it
e (

Stage 3
Look at
. Laking: the options
rse information
we o od
¢ blem that
neds solving Decision to buy Stage 4

which product or
service and from
where to buy it e«

——

Make a choice
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A. Explore the use of branding and the promotional mix

A2. Promotion of businesses

Marketing

mix

PRODUCT

Tan

What a business sells

A product will kg
Tangible — some¢

Int~~

N el

The aim of any business is to meet the needs of the customer, to k m ha
buy the product or service again - repeat business.

Ver

PRODUCT

its nel
_ibinat

ke aw
. rather the

-

Q

o they
\
es and _lits CE%/ > Task 5.
ou ‘\ Give examples of
“lething you can take away tangible and intangible

products

Intangible




BTEC First Business: Unit 3 — Promoting a brand

A. Explore the use of branding and the promotional mix Marketing

mix
A2. Promotion of businesses
Features Benefits
e about the orod | vhat
- Tacts about the product or service . give customers a reason tQ4 2caust
they explain how yourashdc rvice
improve: livel Proddct or seisice may have many features
BUT
J why do people want that product or service?
4
nho
Products featu fit to customer
. cola lisple > what? “oest display ever
n po
wire! irging sc 24 . no more charging cables . Highlight key benefits
So What? . Avoid technical language
2 el wide-angle lens so what? . best photos ever, great in low light . Show empathy
and e telephoto lens for & less shaky videos
zoor! h 'True Depth'
. 3D face recognition so what? . faster more secure phone opening,
safer than fingerprints
[




BTEC First Business: Unit 3 — Promoting a brand

A. Explore the use of branding and the promotional mix Marketing

. . ) - Task 5.
A2. Promotion of businesses /b\[ Complete the ‘So What’ for each product
' \

mix

Mobile phone Syncing email applicati
Laptop computer 1B~ ‘e
Grocery stora Free delivery
C. A ¢ safety restraint system + 8 air bags

Pneumatic seat height adjustment that has

Sl been designed by ergonomic experts

Slimming underwear High tech lycra fabric
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Marketing
mix

A. Explore the use of branding and the promotional mix

A2. Promotion of businesses

Factors affecting price

. does it have to make a profit . can the price be subsidiset
. price of the competitors' products/services . affg ity
. image of product/service . political Jer. <) Task
L ive examples of each factor that can

. time or season can change the paice j j
cjfect the price of a product or service

1. Does the product or service have to i ofit? 2. (e product or service be subsidised?
Example of a non profit service/ammict: Example of a subsidised product/service:
3. Ce ‘o .n effect the ~f a product/service 4. What can the customer afford for a product/service?

Give aple of how competition can change price: Give an example:




BTEC First Business: Unit 3 — Promoting a brand

A. Explore the use of branding and the promotional mix

A2. Promotion of businesses

Factors affecting price

. does it have to make a profit . can the price be subsig
. price of the competitors' products/services _af «dabl
. image of product/service . politiag® on§ on

. time or season can change the price

Marketing
mix

5. Image of a product/service can effect the pri 6. Pol nsiderations for a product/service
Give an example of image buying: Give| example:

.

7. Time or season can change the price of a product/service

Give an example:




BTEC First Business: Unit 3 — Promoting a brand

A. Explore the use of branding and the promotional mix Markfetlng

. . @) Task 5.
A2. Promotion of businesses Bl.@" Give examples and the advantages and

o disadvantages of different pricing stratecits

Different price at different times of
day or year etc

Variable pricing

Examples: L es:

Advantages Disadyant dvan Disadvantages
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Marketing

A. Explore the use of branding and the promotional mix

A2. Promotion of businesses

gest it is high

Leader pricing Set low price to get new customers

Examples: L es:

Advantages Disadyant dvan Disadvantages
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Marketing
mix

A. Explore the use of branding and the promotional mix

A2. Promotion of businesses

Price lead Set the price (high) for a new @, Y TBka 3. : s
rice leaders product {b\é Whi _ strate 7h usir, on opening:

Examples:

Advantages Disadvant
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A. Explore the use of branding and the promotional mix Marketing

mix

A2. Promotion of businesses

w = location of your business which can bufa | fron

can be key to success. Location can be a . a retail store o
physical location or online or a .an online
combination. . dis® "y froi - cturer
() . Task 5.
It List the physical locations where a business might be located E& m \
Place 10 ing _nannel of distribution used to get the
oroduc the 1 “iutacturer to the final customer. Types of
Jistribut lude:

manufacturer — customer
. manufacturer — wholesaler — customer

. manufacturer — wholesaler — retailer — customer

m Things for a business to think about:

. Selling directly to customers (B2C) or to other businesses (B2B)?

. Do they need 'footfall’

. What is the price of the premises?

. Size of the premises

. Accessibility — public transport, parking etc

——



BTEC First Business: Unit 3 — Promoting a brand

A. Explore the use of branding and the promotional mix Marketing

) ) & Task 5.
A2. Promotion of businesses Efv ' List the advantages & disadvantages of the locatior

chosen businesses

N
T e | toction I eusinesas AL TN

Advantages Disadvantages Adve Disadvantages




BTEC First Business: Unit 3 — Promoting a brand

A. Explore the use of branding and the promotional mix Marketing

) ) & Task 5.
A2. Promotion of businesses Efv ' List the advantages & disadvantages of the locatior

chosen businesses

N
T e | toction I eusinesas AL TN

Advantages Disadvantages Adve Disadvantages




BTEC First Business: Unit 3 — Promoting a brand

A. Explore the use of branding and the promotional mix Marketing

) - S Task 5.
A2. Promotion of businesses E;v ' List the advantages & disadvantages of the locatior

chosen businesses

N
EErrraaEEeTIE. TS W .

Advantages Disadvantages Adve Disadvantages
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A. Explore the use of branding and the promotional mix Marketing
mix

A2. Promotion of businesses

= |let people know about your product/service

Potential customers need to know about your store/shop

Promotion can be done in a number of different \

. Logo . Newspapers . Magazines . Roads| nte “ocial ) etc
When deciding on.* ) pre aur ness th 2 several things to
think about...
" you achieve?
oMot brand’ opla re you are? . increase sales?

‘~tere.  aIn?

you mners?

3. Wiere should we promote/advertise?

. options for promotion .....

4. When should we promote/advertise?

. before a business opens? . at certain times during the 'product life cycle'?

—— 7



BTEC First Business: Unit 3 — Promoting a brand

A. Explore the use of branding and the promotional mix Marketing
mix

A2. Promotion of businesses

1. What are you trying to achieve? - B

Before you open Take'“existing or
inary business and work
ar way through the
L _ different promotional
exercises

As you open

Aftel 3. opened




BTEC First Business: Unit 3 — Promoting a brand

A. Explore the use of branding and the promotional mix Marketing
mix

A2. Promotion of businesses

2. Who are you interested in?

Male Children  15-25 26-40 41-60 +

Female Childres ) ‘ ) 60

Groups Incom Other
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A. Explore the use of branding and the promotional mix Marketing
mix

A2. Promotion of businesses

3. Where should we promote/advertise?
. options for promotion ....

Events 2]

i Jers azit Other




BTEC First Business: Unit 3 — Promoting a brand

A. Explore the use of branding and the promotional mix Marketing
mix

A2. Promotion of businesses

3. Where should we promote/advertise?
. options for promotion ....

Events 2]

i Jers azit Other
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A. Explore the use of branding and the promotional mix Marketing

mix
A2. Promotion of businesses

4. When should we promote/advertise?

Before com

) PR Business losing customers
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A. Explore the use of branding and the promotional mix Marketing
mix

A2. Promotion of businesses

O Task 5.
Many businesses link with causes or issues to promote themselves " Research companies 4 e link se  ues
Examples: environment, sustainability, poverty, child labour etc ( Explain the isa d he se N tions

Example: ple: |
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A. Explore the use of branding and the promotional mix

A2. Promotion of businesses

. Crec ‘ommuni ' ppo. -y
. Creates differentiation

. <reates word of mouth

. Creates a reason to b\ - brand recognition

. Creates a platform to

, cross-sell and upsell
Cr 3sai ea. .. sales

. Creates a source of information
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A. Explore the use of branding and the promotional mix

A3. P ti | mi = different elements that a busine ) use courage
e customers to buy its products

Purpose of advertising

. Inform people
(create awareness of the product/services & its benefits)

| Meth&8F advertising

. Moving image
(I, <inema, YouTube, social media — give demonstrations)
. Persuade people to make a purs’
(persuade through benefits and/or pric

. Print

(newspapers, magazines, billboards etc)

. Ambient

(adverts in public publics — buses, taxis, tube stations etc)

. Digital
(on websites, social media etc - targeted)
. Audio

(radio — relatively cheap)
. Message

‘hat do you want to say; what you sell, where you sell and how you sell it

)
. Medium

(how will you tell them — budget decide where you can advertise)

——
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A. Explore the use of branding and the promotional mix

) ., Tasks.

A3. Promotional mix {b\é For _the different businesses/products list the advei
options for them
A}
_ Business | Business | Business 0 UGN BEGERAN

Amazon A new Marvel film Local second ar dealer ysta

Advertising options Advertising options sising rtising options
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A. Explore the use of branding and the promotional mix

A3. Promotional mix

. Discount
(simple discount on a product/service)

-sn back
4 of the purchase refunded later)

. Packages
(multi-buy or bulk discount)

. Match a competitor’s price

(refund the price difference)

£ .

\pe . .
{ )1 nev 's/me or 2ipts . Win a prize
ring a ) (encourages a purchase with a chance to win a prize)

Loyalty incentives

. Loyalty schemes
(purchase items to receive a discount or free product
e.g. coffee shops)

—— 7
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A. Explore the use of branding and the promotional mix

A3. Promotional mix
Sales | .

promotion

 Task 5.

For the different types ofsales pi jon cut and
paste examples

©

<4

&=

~,
—

\

m Money refunds
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A. Explore the use of branding and the promotional mix

A3. Promotional mix

. Language + Body language

(use sales pitch in relation to language + body lana

. Information
(information based - attachments)

10
- Video conferencing

_Jage
(use language to try to secure a sale) . Language + Body language
(similar to face-to-face + use technology to demonstrate products)

——



BTEC First Business: Unit 3 — Promoting a brand

A. Explore the use of branding and the promotional mix

A3. Promotional mix

Press release
. Statement to the media

T 2
(used by media, as is or part of a news story) . Call to (Z: d'l::‘arltis Direct mail

. Letters
\

(information — offers via letters)

Public
Relations

- place information

marketing

communicate directly
with the customer.
Target specific customers

Magazines

. Magazines/brochures
(sent to customers)

a

. Sg 3 s, progr 5 etc

[iiked with event. )

Mail order catalogues

. Catalogues containing photos and
description of the products

ol ons (Avon)
Exhibitions '

. Showcase products/services
(large events based on specific industry e.g. travel)

——
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A. Explore the use of branding and the promotional mix

() -~ Task 5.

¢

Give the name for each of

the different types of sales
promotions

oo e e

Usually paid promotions
through newspapers,
magazines, TV, radio,

billboards etc

o e e e mm em omm

2rma ivities tC
in \ct/service
e} “viers to respond
\ iponsa” ‘ers,
dis¢ /s etc

Contacting customers
through different ways
(email, post, telephone) with
a 'call to action’

LTIAL OFFER 3.]'
oway seal nunnnm
> “lal pricing whil
0 in your nelghoornood.
W PATIENT OFFE, SR oA

SCHEDULE YOUR NEW CLSTOM DECK

10% OFF ..

10U mention this postcard. Offer
25 30 days from receipt of card

Masonry Pf°led5l
SlL Subewelks, Ph

o v, (s
o0 L !

Sorry, we couldn't deliver

e Sarndr Thoros
scwe 58 EUanaton SHreed
- N7 8PL

—a,L s
Carrefour

7

ARSI

‘www.dhlglobalmail.com

TIME-SENSITIVE MAIL
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A. Explore the use of branding and the promotional mix

A3. Promotiona X

I
i

g

i

i

: Usually use PR companies,
i placing information about
: a prqduct or company

] in the news

i

i

L

Wi

f
I
i
i
i
: Sending postalmail
i
!
¢
t
1
|

(ads, lagf
t dIOL
¢ mer
7 & Dubai Gt
y . 8 W 7 \ISE
ncial support for an event, - R Y A (/7

activity often through
advertising



A3. Promotiona X

A. Explore the use of branding and the promotional mix

Personal contact between
company and the buyer

Examples: meetings, emails,
telephone etc

- e -

o e e o s e omx o - v e -

\otic “interi
v includin;
I:q
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A. Explore the use of branding and the promotional mix

A3. Promotional mix () .. Task5.
B Give your experiences of the different types.of pron

(\

Example 1: Example2

Exas Example 4:
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A. Explore the use of branding and the promotional mix

A3. Promotional mix () .. Task5.
B Give the advantages and disadvantages of the diffe s of \otions

(\

Advertising on TV Sponsorship.a® ts €

Persona’ Coupons
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A. Explore the use of branding and the promotional mix

A4. Promotional activities in business

= %

_ivision n tinu nted or
groups
ge
rents yroups have different needs and wants)

. Business to business B2B
(Heinz sells to supermarkets — advertise to create

demand) . Family status

(different needs - single, married, children etc)

. Business to consumer B2¢
(businesses sell directly to consumers — use
of promotions to_in les

. Gender
(different needs — male/female)

. Income
(different needs — based on income, e.g.
Supermarket basic food products and luxury food)

. Attitude

(attitude can effect purchasing — e.g. views on
environment, ethical sourcing, political views -
newspapers)

. Lifestyle

(different interests and hobbies affect their buying
habits)

——
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A. Explore the use of branding and the promotional mix < Task 5
= .
\

. . e . . & What type of products/servians woulc Jifferent
A4. Promotional activities in business vpe of p % i
groups be interested in?
| Business | Business | Businessg § ‘ S T
\ ~

~,

Clothing Holiday Ne ers 1 - p. grooming
Age Family status olitic Gender
16 - 35 Single people R, \g (ce ki Male
35-50 ‘amil, rounaaaildren Left wing (liberal) Female
0+ Older couple (no children) Neither Non binary

E—
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A. Explore the use of branding and the promotional mix

A4. Promotional activities in business

Use of

S ou will ax

arad ur targ
. measure what you do

. keep a record

Setting business objectives

Measurable

. set a target

to improve . target should

be achievable

Time
limited

. set a date for
each target (objective)
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Use of
promotional
activities in

business

A. Explore the use of branding and the promotional mix

A4. Promotional activities in business Setting business objectives
» .. Task5.
B

Set objectives using the SMART criteria for any activity e.g. getting fit

SMART
Specific
Measur
Ac ble
*ealistic

Time limited

——
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A. Explore the use of branding and the promotional mix

A4. Promotional activities

Appropriate

promotional mix

Promotional activities depends as
the product and the target audie

What might be an B2C
may not K for
: MC st.
Targ gmer, ictat
¢ iateness ities.

Appropriate promotional mix =

. good use of money
. make business more competitive
. efficient use of time

. sell more products/services

——
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A. Explore the use of branding and the promotional mix

A4. Promotional activities

The AIDA model

A hess¥
.C <cention

Stages the customer goes " )
sing slogans, images, etc)

through when looking at
promotional material.

A = awareness Interest
| = interest
D - desirs . Features + benefits
A _ ; (what will customers find interesting about the
< product/service)
a O e
notic ater

. Persuade

(create a need for a product/service e.g. price)

. Where/how to buy it

(where to buy, shop location — link to website)

——
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A. Explore the use of branding and the promotional mix <

§ " TaskS5.
A4. Promotional activities in business e\ Choose FIVE different ad _ cor > the

features of each. Checkeach a¢ 2 Al nodel.
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A. Explore the use of branding and the promotional mix
P 9 P (&)v . Task5.
. . ene . . What type of products/servians woul Jifferent
A4. Promotional activities in business a ype of products/serviags woult = Hiff
groups be interested in?

Case study: Coca-Cola - Coca-Cola Life taken from https://www.smartinsights.com
Recently, Coca-Cola launched a new product to its long standing line of soft drinks,
called 'Coca-Cola Life' along with a month long campaign. Coca-Cola Life fits in th
same kind of category as Coke Zero and Diet Coke - another one of Coca-Cala
attempts to release a healthier option to its main heavily sugary prod

The campaign is being rolled cxismmass 7,1 ¢ cations ni with billboards, bus and digital screen ads; these are all being
supported by print, digita’ \and sdle activity. Altri. “television is not being used the buzz on social media since the drinks’
launch has been mais rive.

Along with 2'sa%the a. 2Ca; \aunche .- on Saturday 20th September a pop-up shop opened on South Molton Street,
Londa somi ve a tas e new Life drink, but also give them a chance of winning a Coca-Cola Life prize - one of
ti g an 2eke e » These who were not able to visit the pop-up shop still had the chance to enter the competition by
she oce Life mu avictus. saine and using the hashtags #CocaColalife and #comp.

The', X 1o be pro ) success, but as a campaign it’s fulfilling every specification to be a great integrated marketing campaign.
There lessons that cal. e learned from these integrated marketing case studies; one of those being that it doesn’t matter if you mix up
the me \in your campaign, in fact it’s largely positive, you just have to ensure that there is brand consistency across the entire roll out.
The way h the message is communicated can also alter the effectiveness of the campaign, as can choosing which media should be at the

forefront ¢ "tne driving factor behind your strategy. It can all become a difficult balance to get right but it’s crucial that you do get it right.

——
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A. Explore the use of branding and the promotional mix <

Task 5.

B ot d - e i
. . eie . . I ype of products/servians woulc ifferent
A4. Promotional activities in business groups be interested in?

American Express: Small Business Saturday

Promoted online and offline to American Express cardholders and businesses usia 5, the al 0 peco, into
their main street or high street and to support smaller, local stores. A full pagk of | res \Wals crea iness'\_.ers,
providing a consistent brand image, ready to go material and enabling comry rticipat.

Simple message: The fact that 'Small Business Saturday' is thi abc ut mi f As® hans and gaining support in
other markets is due in large part to the simplicity of € »essage | the ¥ 1t the —cople want small retailers to
survive on Main Street USA, or High Street Graat & ila R rincipa ‘ranc

Consistency: The simplicity of this 1 o enabled Ar ‘ 2ss to cry .c marketing collateral for small businesses,
print advertising, Facebook anns. You 't er videG. gle Maps listings that said the same thing.

Continuity: Once SR mes nd thessse of socCial media (You Tube, Twitter and Facebook) as the main
promotional campai, ant t 2ssage i sistent and focused on the desired action.

G ST use € a ‘hu."and amplifier’ was integrated with Twitter interactions that allowed customers to
ta. it the 1 favk \USH . and for businesses to publicise their participation.

Effec sc. It won a hot “iawards. It was made an official ‘day’ by the US Senate.

Even b Dbama tweeted his support. And it is now rolling out to countries worldwide.
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A. Explore the use of branding and the promotional mix

Task 5.

. < ele . . Explain why the co-ordinatad cam 1s for
A4. Promotional activities in business American Express and “ola | -uccessful

=0

~,
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A. Explore the use of branding and the promotional mix
A4. Promotional activities in business American Aigfaes

Case study: American Airlines taken from http://www.cracked.com/ https://ugouts /Wl PV ste

In 1981, American Airlines decided to seduce the rich people of the world by givir unlin ickets 1. ne fee
(because once you have enough money to buy anything, you never have tad® v ai aver ¢ ~a cool $250,¢ .omers
received the AAirpass, consisting of unlimited first-class tickets for the res 2ir i an e '0,0004472y coult oring a buddy
along.

It sounds like a lot of money -- indeed, that's what AA marks st have ght toc st-cla en't cheap, and if you can use
as many as you want for the rest of your life, you'll cu® ty i MON¢ K in tict 1 aftei. i every ticket you get is absolutely
free.

AA thought that their pass would be used £ .Jl companies > top exect. _s around; they never anticipated a bunch of run-
of-the-mill wealthy people getting their hand. m_24¢ oing sta. d with power. Which they did. The prospect of "free flights any
time, all the time, forever" wasg wch 1 .. One guy b»ndon 16 times ... in a single month. Why not? If you don't
mind the flight -- and it's¢" o ber - S like having a Stai ek teleporter. Decide you want to have lunch in London tomorrow,
just hop on a plane anc e guy own ¢ milliaa® 'es on his lifetime pass -- enough to go around the globe more than a
thousand tima to fly kb yo 4,50C

And rers 1ddy could a 119 somebody along. One guy liked to offer his buddy ticket to complete strangers,
tot aste od I 1Ce naave away the frequent-flyer miles he accumulated to AIDS patients so they could see their
fami Vas ¢ 1 -- the idn't , whom they could bring. Hey, want to impress a date? How about a spontaneous trip to Paris
.. €V kg ny not? In the"oeginning they didn't even prohibit pass holders from selling the buddy seat. You could sell it for a
few th B _«s and pay fc . notel and meals. It's no wonder these people practically lived on planes.

Some ¢ =pt the buddy seat vacant, just to keep AA from making any money.

None of | free to AA, of course. After years of this programme, the company realised that there were individual pass holders who were
getting $1 in free flights every year. AA stopped

issuing ne\_..ckets in 1994 and hired a fraud investigator to start hassling existing customers,

looking for reasons to stop them using their tickets. It's as if one day they woke up and realised,

"Wait, this promotion we told customers was a great deal for them actually was. Put a stop to it immediately!"

——


https://www.youtube.com/watch?v=lWpCFhcMstc
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A. Explore the use of branding and the promotional mix

Task 5.

. < ele . . Analyse American AirlinesdJnlimit rst Class
A4. Promotional activities in business Ticket' promotion.
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