Managing Promotional Campaign
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Promotion
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Integrated Marketing Communication
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Sender

Communication Cycle

| Encoding |, | Message
N (]
Feedback |,

., Decoding

| Receiver

Response
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Promotion calls mixture and Marketing offers

/ \
Personal Direct .
Selling M arketing Promotion
\/

Relation
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General Communication mixture
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* Advertising

e Direct marketing
* Public relations
e Sponsorship

* Sales promotion

ATL & BTL gllasas
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ATL & BTL gllasas
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Push versus Pull Promotion Strategy

Producer

Producer

Producer marketing activities Reseller marketing activities
(personal selling, trade (personal selling, advertising,
promotion, other) Retailers and sales promotion, other)
> wholesalers -1 RS
Push strategy
Demand Retailers and Demand
wholesalers COneUIa

Producer marketing activities (consumer advertising, sales promotion, other)

Pull strategy
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1.

2.

3.

Push strategy
Pull strategy

Strategy mix

Communication strategies

oW Jes] — dbgae Bgaxdl e

xbl Al 1

O A (e pse L3

Joc!



401 1 Fdol | rdol |

3.

4,

Lyl Jud sulao
Fill criteria “4 Cs”

Communication effectiveness

Cost
Control

Credibility
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Types and reasons for advertising

* Advertising products and services (McDonanld’s)
e Advertising ideas (Greenpeace and Oxfam)

* Advertising people (President)
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Promotional Objectives

Derived from the overall context in which the communications will operate
OISV (§ ddsaw S pladl Blendl (e i)l (o

SMART objectives
Example:
“The marketing communications objective for the period January-March 2003
is to create 65% prompted awareness in the ABC1, male 30-45 year old age group
and those earning £25,000 plus.”
SMART Célaaf
U Jee Je
5551 ABCL & 765 s g ) (5)) b 2003 ole ] saliz oo 880 Eydrgatll YLVl o gl
256000 £ 090 ) Y589 (A 45-30 (o oyloc] 7l
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Communications models
DRIP model
D Differentiate el e
* R Remind JRAvR
* | Inform SO
* P Persuade LSyl o
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AIDA 73900
AIDA model
Attention | | oL
Interest | | elaxal
Desire el
Action | | (sly2)1) Jadll
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High
involvement

Low
involvement

OMeY! Al
Advertising Message

Rational product attribute appeals

Information provision Benefit claims

Emotional image-based appeals

Social, ego, hedonic orientation
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1- Public relations

The planned and sustained effort to establish and maintain goodwill and mutual

understanding between an organization and its publics
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Some definitions

Publicity:

Unpaid communication about an organization — dsaiell jggda) ;21 de gdull e &YLasY!

appearing in the mass media e Bleos &
* Non personal paid (advertising) (ONeY) 2 goday (gasei pt
* Personal non paid (personal selling) (gasadl gdl) 521 £9da gasiss o
* Non personal non paid (publicity) (Aala)l @MY 121 £98ue s (§RFe e
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Some definitions
Corporate image: 13580\ 8yguo
How a company is perceived by its publics Ly palax> L8 oo dSadl ) L oS

Corporate identity: 4S8l g

Relates to logos, preferred colors.. Aaaadl 0l ohlaadl gl

O
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Public relation activities

do ! M b las

* Press release & video news release

* Press conferences
e Sponsorship
* Exhibitions

e Corporate social responsibility

e Corporate literature
e Corporate hospitality
* Videos

* Special events “celebrity store openings”

 Website
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Press conferen

* Used for very high profile product launches

* Also it can be used as a tool for crisis

management

ce
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Development of corporate image

* Includes logo, branding , corporate badge ...

* |tis a tool for differentiation between competing companies

e.g. Cadbury “The first name in chocolate”
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Corporate Events
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Road show
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Road show

7er0 SUGAR
GREAT COKE TASTE

B} alamy stock photo
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Corporate Social Responsibility

* |tis the obligation of the organization to increase its positive effects and
decrease its negative effects on the society

ratzeadl e Al BN ity duleod 1 85030 dabaiall crly oy dusloxa) ddggunall

* Should be related to the field of business in which we operate
e.g. Avon & its campaign in breast cancer
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Corporate people

* |t is good to select them from a field relevant to the character of the industry
e.g. Proctor & Gamble and Dr Mohamed Refeat
deluall dhall OI3 Ol o @)l Taz duaall (e
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Exhibitions

* Here customers come to see the supplier
 Visitors are usually from the same industry
* Are hold in large halls with large stands

* [ts costis rising
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Purposes

1.

2.

Public relations
Promotion and selling
Networking

Testing the response

ub)Lqu\
Exhibitions
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Sponsorship

It is an agreement between a company and an event organizer
where the company gives money in exchange for rights to associate

the company name with the event.
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Sponsorship

Objectives: Slal
« Awareness creation EX U
 Media coverage by the sponsored event Sl Bley B ope deodle)l ddasill o
e Association with prestigious event DU Guxdl xe glasdl o
* Opportunity for corporate hospitality WMo ddls o O ) o, o
* Internal employee motivation a5 goll hass
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2- Sales Promotion

It is one of the promotional tools used to add value for a product or service

on the short run
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Rapid Growth of Sales Promotion

Sales promotion can take the form of consumer promotions, business promotions,

trade promotions, or sales force promotions.

(JloeW &g 3 (29509 cllgtunl) omig 3 (o 9,e S diy OF oSy Wlaall g 3

Olaall 3558) dzig )3 (29,6 9l Ayl duzmg S po9,69
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Rapid Growth of Sales Promotion

Rapid growth in the industry has been achieved because:
3 Ol deliall (§ oo adl gl 3o U3
e Product managers are facing more pressure to increase their current sales.
Al Olaad) 83030 bogasall (o Tuse Og9gl9r (329l 95uda

 Companies face more competition.

duwdliad cpo pall dxlgs OE i)
* Advertising efficiency has declined.

Tz Lo a6 el 8slaS
* Consumers have become more deal oriented.
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Sales Promotion Objectives

Consumer Promotions:

increase short-term sales or help build long-term market share.
gl y29,e
skl el e Boadl § lgta> sby (§ B luall 91 adll )l e Olaell 850
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Sales Promotion Objectives

Trade Promotions: get retailers to: (4 Oghasy izl Hld B)ldl 29,0
* carry new items and more inventory S8T 095509 Blud> _rolic Joxs o
e advertise products Olitiall e O 0
* give products more shelf space Bladl oya) xSTdslue Olxiall slac) o
* buy product ahead Juiadl el sl
Sales Force: :Olagall (33,8
e getting more sales support Olaall @3 (o Wiall e uamy
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Main Consumer sales Promotion
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Sample
Coupons
Cash Refunds
Price Packs

Premiums

Advertising
Specialties
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Main Consumer sales Promotion
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Patronage Rewards
Point-of-Purchase
Contest

Sweepstakes

Games
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Sales promotion alternatives

KIND OF

SALES PROMOTION
oo >
I Deals

Premiums

= >
=
= »

Point-of-purchasea
displays

Rebates

OBJECTIVES

Stimulate demand

Increase trial; retaliate
against competitor's
actions

Build goodwill

Increase consumer
purchases; bulid business
inventory

Encourage present
customers to buy more,;
minimize brand switching

Encourage new
product trial

Encourage repeat
purchases

Increase product trial;
provide in-store support
for other promotions

Encourage customers to
purchase; stop sales
decline

Introduce new products;
cdemonstrate product use

ADVANTAGES

Encourage retailer support

Reduce consumer risk

Consumers like free or
reduced-price merchandise

Encourage consumer

involvement with product

Get customer to use product
and store more often

Low risk for consumer

Help create loyalty

Provide good product
visiblility

Effective at stimulating
demand

Positive message in a
noncommercial setting

DISADVANTAGES

Consumers delay
purchases

Consumers delay
purchases; reduce
percelved product value

Conasumers buy for
premium, not product

Require creative or
analytical thinking

Salas drop after
sweepstakes

High cost for company

High cost for company

Hard to get retailer to
allocate high-traffic space

Easlly copled; steal sales
from future; reduce
perceived product value

Little control over
presentation of product
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FREE

BURGER
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Blxo 5,391 de Juaxlg 8uslg (s Al
Buy One Get One Free

Cheapest freoe
when you buy any
Sminzbiur vy

Bow aneir ¢
Dach e priame
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Major Trade Sales Promotion Tools

Gl gy Al lga]
Trade-Promotion Tools
Discounts
(NVadl) cagdlall
Allowances
dlanall aldl
Free Goods
B
Push Money
Laasall Yl ,olic
Specialty Ad Items

Sl gy Ul Glua]
Trade-Promotion Objectives

alAquJl:anT ﬁ}aﬂb@ 8.«:9}_

Al Jasd Ayl

Persuade Retailers or
Wholesalers to Carry a Brand

uo_).a.U d>lio a:\JL?ﬁ.“ dodlaJ| ;Ua.cl
Give a Brand Shelf Space

4yl Aol g A O]
Promote a Brand in Advertising

Push a Brand to Consumers

aogalsl
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Major Trade Sales Promotion Tools

el 79,5 lgol
Business-Promotion Tools

<l lasyl
Conventions

Ayl y2)laadl
Trade Shows

Olaeal! Elislice
Sales Contests

JlasYl =95 ol
Business-Promotion
Objectives

el il i3] 5L
Generate Business Leads
OE’ 22 '“.l *
Stimulate Purchases
Mol Bié&o
Reward Customers
Slagall (3 9din s
Motivate Salespeople

aogalsl
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Developing the Sales Promotion Program

Decide on the Size
of the Incentive

Determine the
Length of the Zelipll Jgbo dpus
Set Conditions for : . Program

Participation

Evaluate the

Determine How Program

to Promote and
Distribute the Zo9U el 2oisi
Promotion Program
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Evaluation of sales promotion

1. Consumer audits: This will indicate if there has been a change in consumer behavior
Y el ellginall ko (§ a5 Lo 0B 13] b Ol s rellgiuns)l Glazlye .1
2. Retail audits: Change in stock levels , distribution & market share
Goudl diaz>9 aygilly 0955l Whgiuwe § sl 155l pdl Olaz o 2
3. Sales force feedback
Slaoedl (32,8 J28 093 .3
4. Sales information
Olusall Gloglas 4

Jocl
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Two-thirds of purchases result from in-store decisions
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Point of sale display (POS)

It refers to the in store display that can influence e 55 0l oS @l el Js1s (o, 3,5 Ul ke
CUJB:JJ\ C)M\ Lg C)bum.]\ ;JWJ ('W " \

consumers to purchase products in shops

It includes: :Jadd 29

* Shop layout and design .l g Jadass o

* The way goods are presented

ahadl poe b

e |n store display materials

sl (& by yaall Slgall o
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3- Personal Selling

It is personal paid promotional tool in which there is a face to face contact

between a company representative and a customer

Jeoadlg ‘SJWJ‘ Jioe ‘b'ﬁ" ’Lé>9 Jlasdl (& g9 LS‘J‘J';B“ de 90Uk dunsci 79 51a] R
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The effectiveness of personal selling

Personal selling is effective because salespeople can:

Ol \3:5.‘4.'&.“9 Oolausol! 9k OY Jled L?a.édzJ\ @,J\

Probe customers to learn more about their problems

Adjust the marketing offer to fit the special needs of each customer

Jaos K Aol Gl lisYl g i) @rgwiddl (09,6 lans

Negotiate terms of sale

el by e pogladl

Build long-term personal relationships with key decision makers

oW Jes] — dbgae Bgaxdl e
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Major Steps in Effective Selling

: Presentation
aﬁaogggmr?g Preapproach Approach and
demonstration
Handling :
= objections Closing Follow-up

aogalsl
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Steps in the Selling Process

a5l alatomall (3N 3oms Colagso isei

Salesperson Identifies Qualified Potential Customers

ol e sy cpdusd) eMeadl dodos ddes
Process of Identifying Good Prospects and Screening
Out Poor Ones.

Otkaszeall Dl e Gloglas oy Wilasall g
Slagsall Lo 2] Jid
salesperson Learns About a Prospective Customer
Before Making a Sales Call.

Bladl (po dawlio B (555 Tuwg Dlaally fih Slags guiie
Blias dmys J| Juas 3>
Salesperson Meets the Buyer and Gets the Relationship
Off to a Good Start.

I 111

Eoedl ol il
Prospecting

J,.af[ﬁl
Qualifying

el Jb b
Pre-approach

alslaal!
Approach

aogalsl
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Steps in the Selling Process

029 Juaadl ] el "auad" (Sou Olamall g
¢ Sl giall o oS
Person Tells the Product “Story” to the Buyer
showing How the Product Solves Problems.

ity us gy LloW Table (suw Olasall 9o
e} ) ddas 0 (&> et sl L,LC-
Salesperson Seeks Out, Clarifies, and Overcomes
Customer Objections to Buying.

GW’JABT 43‘.&9,\' sHloal! OP g,J.L:g C)La:wo 9l
Salesperson Asks the Customer for an Order.

JlasY 35559 sl Ly (ansg gl dms odmy
Occurs After the Sale and Ensures Customer
Satisfaction and Repeat Business.

T T 1

w2y

Presentation

Obsl el o Jolasdl
Handling Objections

‘nb'a'dl
Closing

daolial|
Follow-Up

aogalsl
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Advantages of personal selling

It contributes to a relatively high level of customer attention
i Dhaal plasial (Sginne glas)l (§ el
Message customization
Al Jl Hauazs
Two ways communications allows immediate feedback
drygd Jad 393y bwis WYL Uiy, b
It is an opportunity to develop long term relations
brglall uall de M pglai) 4o yd
Using visual elements

& podl ol ol
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Disadvantages of personal selling

* The main disadvantage is the cost as a salesperson can only interact with

one buyer at a time
ladd us>lg Jree ao Jelan O (e Olaus gie S8 441 daB) 9o (qud Il Cpall o
* The control on the message is limited

TJ.? 839dx0 Juordlg ogiiadl o Ao Jl e By lniul o
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4- Direct marketing

Most Mass Marketing Involves One-Way
Communications Aimed At Consumers.
a9 ozl (3 WYL asaiy A geds ASYI (grgud!
Ol Bugluy o>

Direct Marketing Involves Two-Way Interactions
With Customers

asll zo Jeladll (3 ol Jodo obell gl

osdiw Jes] — dbgaze Bobxl puax
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4- Direct marketing

* The planned recording ,analysis and tracking of customer behavior to develop
relational marketing strategies

G ) rsatd]l Olmsbinl pshal leall Hgle auiiy iy abasill Jumadll o

* |t creates and develop direct one to one relationships
Al ] a1y o 8badl B! jglasg Blso

e To carry out direct marketing you need Databases
SUldl delgd ] gl bl ogudd) b5 o
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Tools of direct marketing

Direct mail (mail shots) “most common”
E-mail

Mobile phone text messaging (SMS)

Direct response advertising

Catalogue marketing / brochures / website
Call centers and telemarketing

“V-Reps “: Virtual Reps

Door drops

E-commerce

oW Jes] — dbgae Bgaxdl e
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Forms of Direct Marketing

Direct-Mail Marketing ~ Q9A83Y! wll ae bl rgendll
Represents 31% of direct marketing sales.
bl Brgudl Olae (1o 731 Jiw
High target-market selectivity
Jle o 0550 Asuginell Gawl olas|
Personalized & flexible

Qo3 (paFs
Allows easy measurement of results.

Jow St @bl ol o
Fax mail, e-mail, voice mail are now popular

dgnis JST O @2 Gguall duply ¢ 39 ASIY WAl ¢ WSl
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Forms of Direct Marketing

Telephone Marketing  aslg)l ae (@39t
* Represents 36% of direct marketing sales.
Aeleadl B9l Ol (10 736 Joo
* Telephone marketing sells directly to customers.

eMaad) 8 ilo =y &3l pe (39!
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Forms of Direct Marketing

Catalog Marketing  (@:s«d! zs)US
* Sales expected to exceed $94 billion by 2002
2002 ele Joloo )Y9o Hldo 94 ol Ol 53w 43 giadl o lasoll
* Printed catalogs remain the primary medium, but many are now electronic

39S O Lgis ) (SUs e @0l de gulanll poylgdll (45
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Forms of Direct Marketing

Direct-Response TV Marketing lxiwdl &bl TV (3393
e Direct-response advertising
B ioladl dslswiweYl M|
* Kiosk Marketing

* Placing information and ordering machines at various locations
ERIVES EIEY S Ol Clbg Ologlaosll 2o
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Forms of Direct Marketing

 E-Commerce is Another Form of Direct Marketing
Al @oadl) JET g 3T K (0 339 80V Byl o
e Business is Conducted Between Buyers and Sellers Using Electronic Exchange Media

Q9 Y daladl edle| Bliwg 3oyl (e (eadlly cplanadl (o Jondl Sy @
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Advantages of Direct Marketing

Benefits to Buyers opideall (de 3g25 (1 U5l gall
e Convenient Cwlin ®
* Easy to use el Jguw o
e Private gl
4 el Hlos- e
e Product access and selection Saat Gaanabd
QLQ9,LMJ\5 3q
e Abundance of information ’9?
. K °
e Immediate
Jelaia o
* Interactive
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Advantages of Direct Marketing

Benefits to Sellers

e Consumer relationship building
* Reduces costs

* Increases speed and efficiency

* Provides flexibility

Global medium

oW Jes] — dbgae Bgaxdl e
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Disadvantages of direct marketing

e Regarded as intrusive by many
i SIl i e M3 iy
* Data processing costs can be high

dads o 090 WLl dsdlae IS
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Customer Databases and Marketing

e Customer Databases are an Organized Collection of Comprehensive
Data About Individual Customers .

* Allows companies to offer fine-tuned marketing offers and
communications to customers.

Moall o Lo lglly Ludgandd] (59,20l 02085 4 o
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Public Policy and Ethical Issues in Direct Marketing

Unfairness, Deception,
Irritation to Consumers Or Fraud
u:,.s.]\_gi

Invasion of Privacy

duograsd] gz
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5- Advertising
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O dais olss
Advertising Execution Techniques
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e Factual
* Demonstration
* Comparison

e Slice of life

M)l Ol
Rational advertising
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Emotional advertising

e Testimonial or endorsement

* Animation
* Music

* Fear

e Humor

* Sex

e |ifestyle

oW Jes] — dbgae Bgaxdl e
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Reoommended Acne Fighter
for two reasons:

2.Easy on
your skin.

1. Tough on
breakouts.

Oil-Free
Genly cleanses. AC ne WOSh

Oil-free formula

wrely cleanses decp
[ Thtma. Gets nd of acne you

have now, and helps
prevent future break-
outs (No ondinary

down into pores
for clear slan
DEAMAICLOGILT RECOMMEMDED

offoctive yer gentle clecnsas cleanser can do that )
Soothes for ocne treatment
Spexzal skin scothers
help prevent brritation - - ~ .
md overdrying NL th] ()g\. ]](l

salicyfic ocid

- Neutrogena

Dermatologlstw Regommended

i Josl — dbgame Bginl puax
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Facts
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The highest safety standards

High quality interior
D5 turbo diesel motor with 163 horsepower

Simple, functional dashbaard

Audio system with integrated CD

New T5 motor with 250 horsepower
Manual gearbox with 6 gears in the T5 model

High p ight washer
Doaor rail p in the same colour as the body of the car
Active chassis 4-C

NEW VOLVOD S60. The Volvo S60 s more attractive, more powerful, more
comfortable and even safer. Come and get to know Vorvo

NOW WITH EVEN SPORTIER LINES. it at & Volvo dealership. Lot it seduce you, line by line. for life
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Facts
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Original ad

4)lae
Comparison

—
=
©
o
=
83
o
o
=

aogalsl

J-o-cl



401 1 Fdol | rdol |

d3ylae

Comparison
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Lifestyle
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Animation
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Advertising

Today we have to entertain and not just sell

) iy 33700 il g g3 UMYl o] 0ol
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Advertising Processing
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Flash mob

A flash mob is a group of people who assemble suddenly in a public place, perform
an unusual and sometimes seemingly pointless act for a brief time, then disperse,

often for the purposes of entertainment or advertising

L oMl ol 4l (ol,eh Wle s 10y .0 98,a0 @5 B9 i) - dJ (sas Y Blixy OB 3
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Flash mob

* Flash mobs are organized via telecommunications, social media, or viral emails
DLt das o 3 9ASIY ol ey 9 (s loazdl Juolgill Sl se oo (aR) plascinl oy @
e Coca-Cola conducted a flash mob in Dandy Mall which brought everything home

Dandy Mall (§ bo Tt "YoSES" a0 )2 @
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Advertising jingle

* Ajingleis a short tune used in advertising and for other commercial uses
Ll (5,391 dy il OololuzeaYly el (§ pdscind biuad doss (p dusdl o

* The jingle contains one or more hooks and lyrics that explicitly promote the product

being advertised, usually through the use of one or more advertising slogans

oo Boleg caie Y oy I el dlpo 79,5 Loy AST gl umly (s Jas (e 4 (gi5 @
LY hlaadl oo 8T gl dxlg plasiw! I
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Advertising jingle

* Ad buyers use jingles in radio and television commercials
o Og3aldlly gualll de &l OUMeY! (3 GLedl UMY gaiin pusviu
* Jingles are a form of sound branding

* &gl dylntll Sledal JET (30 i (p 3LV
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Advertising awards
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Advertising awards

Cannes Lions international advertising festival
Clio awards

British television advertising awards

Dubai Lynx international advertising festival
MENA Cristal Festival
Galaxy awards (Japan)

Cristal festival Europe

T

19-25 JUNE 2011

aogalsl
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* Agent :Ogilvy & Mather, Toronto

Cannes 2007 winner

CANNE

LION%@

* Dove real beauty campaign SETH INTERAATONALFESTIVAL OF CREATVITY
19-25 JUNE 2011




Dove
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Cannes 2010 winner

CANNES 73
LIONS
e Panda: never say no to Panda 19-25 JUNE 2011 2=

* Agent :ADVANTAGE MARKETING & ADVERTISING
Cairo, EGYPT

oW Jes] — dbgae Bgaxdl e



Jocl

gnye JA&!-CUO}W @}Q)J\ dro

] jorgd 1 jorgd 1 jorg



401 1 Fdol | rdol |

ﬁaL,a_J\ QM&}”

Shock advertising
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you
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C¥E TOUR HEAD. WEAR A HELMET,
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Every time you smoke your
blood gets thick and dirty with toxins.

Search ‘Smokefree’
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The Whopper

THE BEAUTY

OF NO ARTIFICIAL

PRESERVATIVES
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Shock advertising
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Shock ads as viral marketing

One goal of “Shock advertising” is to grab attention and increase awareness
99183039 oLl L (§ "paliall MY ol usT Jiaiy
An effective shock ad will generate its own publicity by generating “buzz”
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Celebrities in Advertising
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Celebrity endorsers

Nike and Serena Williams: edgy, individualistic brand
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Celebrity endorsers

Revlon and Halle Berry: Sexy confident brand
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Coca-Cola ad / Nancy
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I Accessories

Hranda
Artiches

I Corporate Gifls
Articies

serc:. T (5

Customer Service | Contact Us | Careers | Social Projects | Register | Disclalmer | Privacy Policy
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Overshadowing the Product
il ()bl el dasMo (3 bl 09 Vg aalanall e 0galiisl OsSiginnsll 35, 43
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Overexposure
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Risk to the Advertiser

Caalad 188 Al de Thas aalaw)l ol iy 13
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Pepsi and Michael Jackson
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Risk to the Advertiser
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Advertising Wears Out

* One of the challenges facing marketers is determining the most effective
level of advertising exposure for a brand, while maintaining a given budget.

SN (o pa) Alad Y (S gianall s (o (3o9all] B)1] drl g3 (&) bl (U] Jiass @
Agne Aolne e Blasdl g ¢ ogilninel

e Conceptually, the media planner could choose continuous advertising
or follow a strategy of pulsing.

) il L5 9 el el Hlasl Aol dlasdl auply) Say duilaio 8)gumy o

* The decision is important because the wrong one will considerably affect
customer response.
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Advertising storyboard
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Advertising storyboard

Storyboarding is a planning convention used in television, film, cartoons

and even advertising.

It is the part of the pre-production process in which artists draw comic book-like
representations of what the advertisement will look like -- a series of panels that

represent the planned shots that will eventually be filmed.
Al (3 yguas e (3l L) alasall laalll Jies (@)l Olglll e dlades e Slue Ladl 29
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Storyboard

Virecta® Campaign
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Toshiba

o Josl — dbgazme Goaxll puar

Joc!



401 1 Fdol | rdol |

aogalsl

y-o-<l

AL A S Tl



] jorgd 1 jorgd 1 jorg



401 1 Fdol | rdol |

Dress
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Tarek Nour
Osama Mounir
Dina Abdel Kareem

Youssef El Hosini

Voiceover
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Media scheduling patterns

* Continuous pattern
* Flighting patterns

* Pulsing

Scheduling Patterns

S @ Continuity ~ Media weight scheduled for many weeks
throughout year

o .. .
&b-w Flighting  Intermittent, with gaps in advertising

. . .
S ard L’ Pulsing Continuous advtg with heavier weight in some
months - flighting and continuity combined

o Jos| — A sie Bsad puaxr UL
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Sample Media Schedule

Activity
Magazines

15

16

17

18 (19 (20

21

22

23

24 |25

Women'’s Health, FP, p. 5
Vogue Living, FP, p.5
Gourmet Traveller, HP

National Radio
Program 1 Drive time, M-F, PM

Program 2 Drive time, M-F, AM

| Program 2 Sat/ Sun 12md-2pm

Internet

News.com Food & Living, Disp

Television

Food Network Sat 4-6pm 6X 30s

Better Homes Thurs 4 X 30secs

o Josl — dbgazme Goaxll puar
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Message Structure

Order of Presentation

Beginning Middle
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CAN sponsorship

, AFRICA
=l cv
Ml OF NATIONS
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National Bank of Egypt

il
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NATIONAL BANK OF EGYPT
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Carrier
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Advertising Strategy
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Selecting Advertising Media

Deciding on reach, frequency, and impact

AU g LSl Jdang cdddginall &5l Jguogll (3,811 1l

Choosing among the major media types. dawnt3y) eI 5lieg &\337 ool
* Media habits of target customers Onddgiacadl Dlaal) pMeV Pl Junndig wlsle o
* Nature of the product il dals
* Types and costs of messages Bl GG elgsl o
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Selecting Advertising Media

Examples:
O IPERIAY
* Fashion is best advertised in color magazine
Olg)l dlme (3 dbgall (ye OMeY! Ja8Yl (e
* Automobile performance is best demonstrated in TV
Slaladl (& @hlead! slol gbbT Juaddl e

* A message with a lot of technical data might require magazine, direct mailing
and website

395SI) a8909 ¢ pilao g clome llazs ub duasll ULl oye Sl ae Aoyl
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Selecting Advertising Media

* Deciding on media timing.
Scheduling advertising over the course of a year.
MYl Jilog s 0l L3 3Ll
el Hlde e UMY dgus
» Selecting specific media vehicles.
Specific media within each general media type.
Lol oMl by jlas) o
doladl Jaslungll £45 (S Canummy Badxo Do Jiling
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Selecting Advertising Media

Examples:
3 Je dzeYl
* Magazine vehicles include Newsweek , people ,and Sports illustrated

e Television vehicles include Friends, ABC world news tonight

(oD dal cdilgmadl zaldl) e Ogo3alil] Joct
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Evaluation
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Evaluating Advertising

Advertising Program Evaluation

Communication Effects <Yyl 36
(Copy Testing)

Is the Ad Communicating Well?

¢ Lol g1l yaa e Jans UMY

oW Jes] — dbgae Bgaxdl e

Sales Effects wlauall 6

Is the Ad Increasing Sales?

§Solagrall B35 e Jamy oMY Jo
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Pre-testing:

* Focus group
Post-testing:

* Recognition test

e Recall test

Evaluating Advertising
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Budget
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Budget setting

Task method
Percentage of sales
Competitive parity

All you can afford
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Implementation
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PROJECT TITLE

Company Name
Project Lead

]

ASSIGNED
TO
Phase 1Title
Task 1 Mame
Task 2
Task 3
Task 4
Task 5

Project Start:

Display Week:

PROGRESS

25%

iaaisl] dayli
Implementation

Mon, 9/28/2020

SIMPLE GANTT CHART by Vertex42.com

https:/fwww vertexd42 com/ExcelTemplates/simple-gantt-chart. html

START

9/28/20

10/1/20

10/3/20

10/7/20

10/2/20

10/1/20

10/3/20

10/7/20

10/12/20

10/4/20

Sep 28, 2020 Qct 5, 2020 Cct 12, 2020 Oct 19, 2020

2B(2930 1 2 3 4|5 6 7 B 9 1011121314 1516 17 18/19 20 21 22 23 242526 27 28293031 1|2 3 4 5

M T|wW|T|[F|[s|s|m|T|w s|s|n s|s|m|T

Oct 26, 2020

MNov 2, 202

W|T|F|S|S|M|T(W|T

ProjectSchedule | About |

®

H & O
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Impiementation
Tirme Line

Davelop naew
product

FProduct
testing

Month | Month | Month | Montih | Month | Montih | Montin

1

2

3

<4 5 1= 7

Product
launch

Train sales
Torce:

E=stablish
marketing channael

Advertising

Coupons

Cost and revenue
analysis

Selection of
pricing policy
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Media scheduling patterns

* Continuous pattern
* Flighting patterns

* Pulsing
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Intro

a. PLC

b. BCG

Intro of promotional tools

a. ATL

b. BTL

c. TTL

d. Fill criteria

Different promotional tools objectives
a. DRIP

b. AIDA

Promotional tools

a. Personal selling

b. Sales promotion

c. PR

d. Direct marketing

e. Advertising

Budget and budgeting methods
Implementation “Gantt chart”
Evaluation

A2
Conclusion
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