|

7/ “““\\\ A ECO" SEARCH

% // RESEARCH IN AGRICULTURAL & APPLIED ECONOMICS

The World’s Largest Open Access Agricultural & Applied Economics Digital Library

This document is discoverable and free to researchers across the
globe due to the work of AgEcon Search.

Help ensure our sustainability.

Give to AgEcon Search

AgEcon Search
http://ageconsearch.umn.edu
aesearch@umn.edu

Papers downloaded from AgEcon Search may be used for non-commercial purposes and personal study only.
No other use, including posting to another Internet site, is permitted without permission from the copyright
owner (not AgEcon Search), or as allowed under the provisions of Fair Use, U.S. Copyright Act, Title 17 U.S.C.


https://makingagift.umn.edu/give/yourgift.html?&cart=2313
https://makingagift.umn.edu/give/yourgift.html?&cart=2313
https://makingagift.umn.edu/give/yourgift.html?&cart=2313
http://ageconsearch.umn.edu/
mailto:aesearch@umn.edu

Pierce
Brosnan s Choice

Shop more brands you love
Fiz

} See All Designers  See All Brands



http://hortmgt.gomez.dyson.cornell.edu/Marketing-Modules.html
http://target.com/target_group/stores_services/red_player.jhtml

Promotion refers to the mix of promotional
elements a firm uses to communicate with its
current or potential customers to induce them to
buy their product or service




Promotional strategies are classified into either
“push” or “pull” strategies

With a “push” strategy a firm promotes the product to wholesalers,
the wholesalers promote to retailers and retailers promote it to
consumers

With a “ pull” strategy the promotional efforts are directed to the end
consumer who demand the product from intermediaries thereby
“pulling” it through the distribution system




 Advertising

The most well-known, widespread and efficient method to
reach a large number of people but it is costly and non-
personal

e Personal selling

Second major promotional element, usually implies a face-to-
face communication between the seller and the buyer to
“close the sale”

 Public Relations & Publicity

Publicity is a non-personal unpaid presentation of a firm,
product or service resulting from the planned and sustained
efforts to establish and maintain a favorable public image



e Sales promotion

Provision of incentives to the end consumer (pull
strategy) or to intermediaries (push strategy) to
stimulate demand for a product

- Consumer-oriented or Trade-oriented

e Direct marketing

One of the fastest growing, based on direct
communication with the consumer to make a sale on
the spot eliminating the middleman (e.g. direct mail,
telemarketing, online marketing, SMS/Text marketing)
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