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Introduction to Marketing Promotion )
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Marketing Promotion— Concepts and Objectives
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Concept of Marketing Promotion
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McCarthy @3 TS, “Promotion is communicating information between seller and potential buyer to
influence attitudes and behaviors.” (¥R, RTEFST 8 TWRY (@SR MY ST AW AW FAK TG
7EefE ¢ AbatE eelfie I ARFST FAFE A I 1)

Kotler and Armstrong €3 W09, “Promotion includes all the activities the company undertakes to
communicate and promote its products to the target market.” (SR, &R TET PR IR AN IK
AT (@I ST OB I O A6l T ST 8 &G A 1)
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Skinner and Ivancevich- @3 WS, “Promotion is the communication of favorable persuasive information
about a firm or product in order to influence potential buyers.” (SR, AT TR WY (TS
ZeifFe TR & AfSBIR AT #0l) T NPT STABATEF SRR AT 1)

Evans and Berman- 0¥, “Promotion is any form of communication used to inform, persuade and/or
remind people about an organization's or individual's goods, services, image, ideas, community

involvement or impact on society.” (€}, P BZ OF AR Q@M efgar a @ afed ar
G ely, ETRI, SRAMS, LRell, e ALHBST J FACEH TAF ©IF SR T Geitd S_AR® F4l,
TR FAT AT =R IR (ST & HIRF 4T T A 1)
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Nature/ Characteristics of Marketing Promotion
Boone and Kurtz €% NS, “Promotion is the function of informing, persuading and influencing the

company's purchase decision.” SR, & 20l SRfXS F41, RIS T €I @F=AT Aol7 TR &7
TToR @ PTaISts oiie T390 FE@E | (@S! 8 (SEWH S¥2 THee I (@ AGS s 7o v
AfST BT SR BIfTAT GBI &7 @S Wz | WK ool fpirag o1 Fiee g @i f[ive w4t |
AT 2PTIF R (FSIME A7 A ETAT TF ST, SId 707 I G @ Oga 341 @2 AT
T [RGT SIEG T T I T |

AT TGN NLIC (ool @PTeas Py 0By e A | (T Ze:

S, OIS &f&Rr (Informative process): 2T &7 20T @FHAIT 97 I G THIF o128 IS
ATATST O AICTT LT A B 9H(G effer |

Q. YIEADARER &f&T (Persuasive process): o &PTF @I “Ael7 I GRAT T (@I RS
A NG T A0S 3 G G |

©. TAFAIES &feFar (Motivating process): R &9 wgia (Foitnas LATATT A7 A T G
TR (A =, JF IB AN AT AT AT T IR el o |

8. oT @6 RN (Promotion is an investment): 219« &1RCE PR @ {@W GNP
T (ACd IR AN RN Ree @eee 263 [ N A6y A @i dfe cereime e
AT Cofd T A |

¢. W &f&T (Intellectual process): 7T 2P TGN ARGEN FA9 &5 A4 e Fre
Y, AF- THY A 8 (TR L0F [@F T4, &ANET Sy izl 1, epmeaa 2ifeas s
ST G WERe o5, A ATerivg & Javed ATAGH 2T |

v, A ST (Specific tools): Foew etaa JfWE «T6H gfeam 2z fwerm, afes e, [Rex
IR, SN @ &b, Q3R or o |
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Objectives of Marketing Promotion
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[SRECE-HIGE] bl Ty | @ @108 Evans and Berman I, “Promotion is any form of communication
used to inform, persuade and/or remind people about an organization's or individual's goods, services,
image, ideas, community involvment or impact on socity.” S egal REaFer Facat Kool @Tea
IR STITET] FCE QG LRl “1eqT A | 707 G977 Somly R I T =

5. ORX® T4 (To inform): 7 Teofifre 213 ©f fer = 1 | @ &+ &SP ©itma Sesiifre sy
G2 AT SR AT SEALIOE IS A0S T |

3. GRS FA (To persuade): T RN ST A9l7 AT G T4y (ACF AfSDIT &7 ooy T
CRI G (&l I (SEWAE e oga ¢ GRS T [ eoiad Syes g 436
Ty | R oIt T A9y, GRT A AfdiN M@ @Teaw 8 3feqne syRe Tors
AFINTONI STATLRCIT AN SAFIoF F1 T |
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©. A IR ST (To remind): I KA SR 2[5 OIS (FopiIgRe e Jrices «5foa
T PET QACS A | O (STSIA! A (@Ol @ Sitne A=xewe WMe Jrees g e @ o
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8. [t Hifzmr ‘ﬂ? 8 jf%n_ FA (To create and increase demand): 97, (AT QR &SP FTFe
FIfY ESA0F GR AT M SSPIYREIE HIMR® FA WL A bRl 2 ¢ I Far
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¢. GifWT qARIfRFSr IET A (Maintaining demand): o6 @907 QFSARSTER AN @32
Ao et ffve TR W IEE FFE SR siftwe Ze-3fa fEe w9 A @m- e
P 47 ROT (AITeT TR @l S e 3T BIfRwr S0 (oIteT QIR (29110ER) Siar ifee
W e #Ie7d vifewia it ¢ FfoRers! qei ardt I |

b, (SIEF NS 8 FHFT AfRIST F4T (To change consumer attitude and behavior): 2197, (T At
AfSHT T SUREA AfEF 8 TOTIAFOIE (FS! 8 (SR FIR GAFTTT ML (@S
TSR 8 AHIIE Leiie 8 ARRTET FA1 AW | T IOV 8 FF (FOAl 247 T & &7 8
efediea Rewa i I |

q, (AfS3MF SRAFS 7T (To remove negative image): 79T &ATT @*FT RewI @bl @
SRR 6P @ NI TIRAEE TG~y a3 efSBiaa effs AEer soees T 92
287 fe3w e, @oATF TSR, =%, Sraa-S, faxi-a Topifn 77 1 T |

b. I 3 A (To create/ establish goodwill): AT 35T @ T oz el epaa
MG (SEPTYRCEIT FOR TAZAT T4 I | o AfSDTR afs (orewma ozt Are, Afedims
SRS TegreT =7 @ TN Jfw A |

5. AfSTaifier @It FaT (To face competition): S &fstaifem 3 o [feg aferm GFE 0Ty
GFE TN A IR 2OCR | A AforaiProm Tae Siged F902 | OTSRER, Rl ePeas e
AFSCA WA WiFod ALFTF ¢ Il ©2 ebla T e sifgar ¢ fewn e wae
ST (R 1 AT |

So., It jf%:_ F4 (To increase profit): 7w &vew Qfoameta AT IR AT TR 8
STy Rera paife S LT YA Jad JAT S0 (A7 | ©IR RATT ePTea Sros A4 Sy
R YA i 4 |

AT I A, AT SRS SrePTRE A @02 AfSHIa e epte s 2fsifrs 23 |
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Importance of Marketing Promotion

O AferaiPronere Ieum e FIFR ReeT Qs ewy SRR | (@reime ot feramesa
S[A7 IS PNSTF T @R ATFSSFANE O TeofA® o1y (@FeIiae SiteT YR (g medd
oy e &I Sor® wFed | @ &0 Pride and Ferrel I, “The role of promotion is to
communicate with individuals, groups or organizations to directly or indirectly facilitate exchanges by
informing and persuading one or more of the audiences to accept an organization's products.” e,
Qe o eIl 8 (FOPIYEe Wy At [y ¢ gz wReed w0 | [
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F) T epiies SfafeF @9 (Economic importance of marketing promotion): €3 MU
LA THACT AT AT =i Bl Al e | Kol epiices wdtafos sy e

>, AR siftmr ‘jﬁ 8 jftﬁ (Creating and increasing demand): 969 &ET NGE (Fel @
(STEFAYRETE Ao TF IRAT ATAGA SR T 7 | T (@] 8 (ST #/Tod el g
T G #ICelE SifRmr Cof g AN s ot

2. oifzAt @ @MIGER 04y ATeI®T (Balancing demand and supply): 96T &% @ 7T Sifgwr
B ¢ IR SN TR AT AT A SIRAT (@ J0A T &N ST SR e sAcetr
BIEGRESIRICERISIMESISHICES (SR ERS R cll

©. ST TS (Market expansion): 9T &OEF T (FORT TGN 2147 8GR TF
TIACS AT QR A9 G0 AT T | FCT ST SifRAm ]2 =8 9 Cof Jiad AT #{eelya Irerieast
TR T |

8. W@W (Large sale production): AT TET TG (SIS AT A AT AT T
Tgm T4 T | TCE RIS JGIET SIfRAT (OIS TRAWMES ATTE W | @OId [ owie
JRATTSH TRAMCT AR T |

¢. T FTJ (Reducing production costs): AT IR TLITT AT GroiF bifRwr (2 =7 @
SIS (o7 Jfa #AT | T ASFSRSPIACE AT TAW AMTITS =, I 4% &S #{telra Teofma
AT IO HRAST (S |

v, [Rew e Wj@? (Increasing sales and profit): =99 &9F (FOIACE A7 T Tga IR | T
faew gfaa e e faewers Jere Jfa A |

q. AfSTRIAST EIPIRET (Facing competition): 7T ePItaa e (@iifT o7 ey «icama taf*i3y,
aled, FEFITer Tori Afe@MNmE GE e ¢ g TfMT @oma ANE TAZom I |
FCE (O] AN A ST 26ty 71 6 @ (@reifeaa =2 6o | g Koo esieaa
TI4Ge eferifre! (PICReT S0 T |

b, AN ‘jﬁ (Creating goodwill): =€ &ICa LFTT 2o ST MR ST FICR &bifee
R | T ST AR efenimme A e =% |

5. TP #97 TG 8@ &5 (Invention and Introduction of new products): o eACHT AT T
ST S, @elfad 8 STl IF SfeAbF O (SIGMACE 2AWIH FAR N (SIS T
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AR Afs AR FE (Ol IR | FCT (@ORT Y7 ARG 997 A Ao S e Aret
&R FACS AN |

. e 8 wew Wiw j@l‘ (Increasing individual and national income): o e SN

AR Ty Rerifre s aAfSsia It €t | GPR 2fSBIt Sas Iead FIees T 32 27 |
AR PR AT @ SSETe G 247 KGR e (o 27 | T 3 @139 7ef#E Jfema
TS AR Jiad ATNA (Aee Srer ws I =11 |

<) R ePTitea AIRTE ¢FP (Social importance of marketing promotion): 7 2P afditaa
S TR TFAC AR TS Tmeae ewesd SN A w07 | Koo epitaR A ey
s ST <54t XA

o

>.

SRSF (To inform): o eRMitea wfay TfeTm g I AfSdItTa 297 At @R T
JEAM 8 IR (FOIMACE AT w=if SRfRe Tl = | T (@Rl SIMd TG € Fol
(BT & &eif*re 297 I ETAT IIF S0 A1 |

ANIEE FAooTS! 71@ (Creating social awareness): =9 &EF Te AWife [fog e
TR TCLT TS (O T T | (@ 90l AR A9 IRRIER T2 “Ufo A @
T, GG T O R~ AT ST HFOTYR (T AT ST IS ool (ofd F0o
ART FCACR |

Fifes W‘jﬁ (Creating social relationship): f=19% eIt ey fa-sMifs QelcarT afedr
40 I | T &Af OB 8 (SIS GTF W 2o, bifnl @ TG FF qre A, I AT
AT T b1l 2T |

. ®a ¥ YT (Enrichment of taste): [o0F &7 iter ANife vifemprgy, Iwa @

IR ST 2O IR (SISPILRCET Foa T T e~ B! A 3 |

. W‘jﬁ (Creating nationalism): 3feg afed 3‘5\3/35 2B FAr (EENT @=- <@ o,

o0 78 4" A “ArEF AT, WANE IS’ Top (SIS A SSROIAY B TS
TCERTAT QI A0 |

HSPF 29T (A T T4 (Protecting from harmful products): 76T &7 @ vy @iz
AT LBIETE BT 1, IR AN 8 e [ifeg “tena wfoaa W T (Sreme e I
8 G Al G Pifee B6a | TR AT (SIEHLFAE o Te (AT I F41 789 27 |
TIPCSINTE DS &SR ZA (Reducing middleman influence): 79 &t e afsdie @
(SISMA AT ARG @I IS = | T (SR (@A #1007 I Gl T 702 Saee
ST IR TTPCSAC AR RIGIR TSR #I6ly AT (1 @1 TS AT |

eI (Educative): o5, GTI, 4RelT I REFERES ) (@ (@I A7 e @it e sre
B AT QAT GFPILINE ST T T | TCA SEPIGE YF TRCG2 T w9 [(fog <K
TICe 8 #reTe A1tT |

FRGE A ‘ﬂ? (Creating employment opportunities): 69 &PTEE Ty FrE@w
AR & &BF (FTIFIE MAFE QX | TS I [G9F SCaBIa FRAZI e 78 = |

0. @R I@T TF SFFW (Improving standard of living): RS & FIT@HRR T (GFoiAT

fTeITod FFTFT o107 I G FACE TNCS 2 | T (GFOR] HeFOF NI o407 2I7Za I
SCAM AT G SR ST AR AT AelT T 8 (Sl FACS A1 | QTS FCF (SIS G
J@F NI 90 |

a3 o epiE efSvim, (el Il (Ore, TG 8 MrF SAfes ¢ AMfEs T e ofi
AT T |
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(SIGMR PR 7077, (TRT A AfSBI 2feabs SRl Cofdl T uma vifEw 2, I @ o7 FfeReret
4Ca AIE el oty ePTieas o1 Soweely | ool ePTieas ePpld MR A4 Bt (At [T T
- wfAfor oFp ¢ ANGS ey | ReE oo e siftmr 98 <@, IJaE TpRe 36,
AfstIfIT (IR TS FRIS! Fed, K ¢ YAl Jare el 30, 9R HSHS ¢ Treiy AR
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Tools of Marketing Promotion
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o I 2T QST STETT FRATF FECS ARCET; @R
o AT eMICaR QIS @TeT o g (AMBY SToAT I FACS AT |

QCHE AT I ERIF FEFT AAET & @ FEF0 [N QAR TG I AR TR @3-
e, fes [Row, Rew oie, Smae ¢ ap|, a3 gors [oew | 93 feame T
@A, 267 9 EIRIR CAM8) W LTI FBIKT ARIWE BIR SN (ST T IR (GO 2107
T ORI @@ grEiive 0 7| 9 o qifeniam e @Ey qwer O @3t ifsaee oy
FSTRSTA (ATF T SR | @FrAifqete [feg a7 a «fafzfe sl o% s T s h
T 327 IR AF |

ot @i ifemia TR

Tools of Marketing Promotion

@I ooy TV S0 (SIFR LTS Al TS FBIER & | 58 TATS o107 777 (Sl Sre
T SR SR @ #fo) T FACS A 91 | T YT O WAF A0 SRAWT FAS Y@ TS @A
SOOI @I Fed T TR @CS AN | @O 607 I G I &I G, (@ I
el epTpeTe QAR AR A GG (@i " PG IR F41 (@O Al | Gt W me
“ffafgfe Pt e w4 e @l dfels epryee feam e fif¥fores Toyw | @ws-
G2 I (IR FIR (T ST (ST T, 2B 8 THALICAT NI (73 ST (RS I 18
(S AT | O (FAT QIZFWR 2197 A GTRT (@K ST (T T W2 ©2F TS | FEIRT AEFII
FIg @I, 297 A O ERE @FE @A AR @OIE @PIT @ g WsTl 27 93
(TFOTMACE 2197 I (T T ATAIbe T4 77, Ot ol 7 =1 =7 | [l eoiieas =ifsaetees
BT Awoe o F21 I T Nea Hrag MeT T2z Fa1 Zee:
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l l ¥
FE=rom s [HFy [EEEIECIE] TR € 2 HETE o
o AT o TazF Bergrom =i T o AW At o TR s
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o TS o EETEA A » TR WiEE| e i 5 o G faTaee o I EE
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>. fReat (Advertising): 1 ePTIER ST Tay I A7z 8 F{ife Tafem zifona e
fearst | feerst @fb == 2fena a1 @I (@I ARFme AFE FACS, ST 197 T
SRTS FACO W3R ATFF AF[ (o FAC© AR FA0® 21 | Ao @A oithd 747 9 ORI
ZPTICE AR FAIF &) (@I A1 (I GACT [l 077 I AE | K@ Z@ T G0 #Aely, ERT Al
(R Sdevs g SIfes e A «F I GIIfT (SIEF goife TR & anid 4 &7 | aft
fers, @fGs, Gfifexs gk fEfasE Nfeam wter [feg Mg avw w4 @Te At | [@Hita o
] 20 ARIMA @R A6y A w&fRe w1 G GF6 Ay [Feace A gfamE @i se
I FACS SIS T FACAT |

Kotler and Armstrong-&4 WO, “Advertising is any paid form of nonpersonal presentation and promotion

of ideas, goods or services by an identified sponsor.” SR, W2 SrareT W o1<f &WG ST #1077, T

T (AR (S A SRUIES SAZAIE [e@r=ie e |

THATIR DI (AFFCS I -

v @ S ave S 13
v e el FES eve 2w
V' ooy, OTAT AT GIREE SR SAZATIG ML 2T |

3. ISF R&ET (Personal Selling): R &It W@t Sy fea T Ifes @ at
faRwel | gfes [aw = AapN [(fes 3 @ T s gves Reasdt oF
AR EF TSl GIZF FC@ GF6 WU 2[4f (@K & Qe RIS A 9 | Ifed [
et st ifeg @81 ONmeiT O W@IF (58 IEW e ARFE @RI I @ Ao
AT G 936 TeN T B(I I AP & Offe] @ FAK | @ efew AmE g i
SRIMA g™, o 3 T tofire jfes R 20 TR I 9P1F TSR | AR, BT
OB AoY (R T GFGT ARICP ARIDe T3 Jfed [ Preed Sy 971 IR dr=iE
@FAIAGTE @I T 6] FF ARFWA B IFAF G ARI@R AR RERFeoR A1 Aiew
IGF LGTT el & BRI (58T G |

Kotler and Armstrong -9 NS, “Personal selling is personal presentation by the firm's sales force for the

perpose of making sales and building customer relationships.” e, e a1 Rew a3 aree

I NG (ST STa*ly (FrIa REQifeaa 7t Q=@ W6 =607 A1 CRIF e TAgroT |

TAGE SNBSS =1 T
v fes e =0T A9y 1 CRIF AP SAg=e;

v @ft -l @IS T 23;
v QTS 27 I R GRS SorgromT 7eaibe 27 |

©. & @979 (Sales Promotion): & &7 20T RGICHRIW 2197 A ORI R&GT ISR &7 @il
FGT PRI ool SHEGCE B | R o 201 @3 G5 TGO S S2@r TAmE qA
sFsfTEel, R@w I I (CEWT F(T AT TR & AIDAE STABA, TFE, Sl A O]
TR &I TS T | OIF W, R 2P Gaio Twrl»6 FR@ J1 Tgoaml [ewa e &y
Hel] (A &) ARFWA N qF0 Sl (ofd 41 | R &1 e (et 1t Aifdfens [aw
2PT TROTIT Bie] ST (TS ANCd | Ry 2PItad (oS! ATeWaT ZCe AT T, 3914, [Rereets Grie
R v Byl Jifafenss a1 GETRE QTvel =CS AT o159, RENEna «id4y @3 oref geyifn;
@3 RGTFAG I AER TV 208 2110 AoHes, Ge ¢, @ Fma wey efscafarst Tenifv |
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Kotler and Armstrong-43 N0, “Sales promotion is short-term incentives to encourage the purchase or
sale of a product or service.” SR, NG 2RTF T QI 1607 AT G @ 1 [T TR F419 &7
TR &G THCRAMT eTme |
AT B (AT =1 13-
v R@ ePTE 70T Ay A1 o e i e RS S
v @it wfafe @ Fgerm 5 SR
v & SR SIS A4y T CTRT S ST (A |
8. GREAM 8 &5IF (Public Relations and Publicity): 43 o6 JIZFT Ovw (@F=AAia ffog
COFITR AN RITEANFR, (S, AIRARFI, AR, (@, AIFIT AL, FINT T 2 AR
o Torfnd GE WAICAT (ST | @3 TFE CHITRIME A PP ol I IS
ST T T | SR @F MG G @ @ ooy @3 S afs wgEs Wi 2fsans
WA 10T (Ol | Iou efsriPIonEs Ieta it e auiiws 9t swesd g3 RNy
S R TCOCR |
Kotler and Armstrong-4¥ W09, “Public relations (PR) is building good relations with the company's various

publics by obtaining favorable publicity, building up a good corporate image and handling or heading off
unfavorable rumors, stories and events.” SR, TR (PR) T (@iifag Sy Sepm«RTe™ s ©fF

T ol I AT 2B AS T, GID Ol FCAED S (o T QR ST oo, M IR
TOANRTACE W 90 | 04T, TP (PR) Io00 @RI ST [Fod wFew e, Jiw A1 @=Aiee
T GRS I ©F2 7T GIZA |
SFMCE, GBI IECS AL IR BCI AL ST FICR T2IAe (@ (@8 OUCF (@RI AT @I
e, @i, TE A1 o) TF Gave AR AT FWRAT 04 | b erog 7eqm, (@ ffere,
3TT QIR @A S 479 AIRIEE T GF(B @N, =10y, GTr A1 7@l T0F Awee! A
fIPTCErTeT tofd F0e F& T | (AR BT IoT o1 T (A Hfwiel [fean seiae =e w4,
12 g «fba «h TR @i AT AT A |
Belch and Belch-4¥ NS, “Publicity refers to nonpersonal communications regarding an organization,
product, service or idea that is not directly paid for or run under identified sponsorship.” SR, B FECS
@B ALFI, 2y, ERI A G THFE N G SIS @AM QARIE @7 o=y = g
emiF 41 =7 1 I WU SoTeR &I Afbifre =1 97 1 oA, A6 A TR TN GIR JITH G
o oM 1 Fea ffaire Iififerrena SrEwary A& B I GF 0 IS, TR A [P TE
PN | B (FI AT T 792 AT ST ST (FTHCEI T, (@A ISR T
e G2 GO ATHT SAMCHCHG @~ FoNE, I, CFFBE TP T S GO T+ ASGCTCH
I G SR 2I7 FATE P O AW FHCO e 1Y |
TATR SCEBAIE (AfFTS @1 T-
V' GERIREA T (I, A A ORI efS S S (99T (o ¢ afege e A
BT (TP &y RS FGEN;
V' R eIER S QSRR TR Soreeale @ ebiF T JI;
V' GILIRICER FI07 SRR @ &It RTeaeire! g oitq (If;
v BITE SRS @I o e et @i 31w
¢. o7 {799 (Direct Marketing): (FI9 THFSFA QT T FF FARAR 4T @I drzsma
AT AT P I 2 O OIS o5 [ JeT = | g oo, ol eoid @ @36
AGRLTT ~@fe A (FIF THFOFRT 9L BOIR THFo ARFH P02 GF6 @AM, Aoy I @[T
THE YT O ST 7 | o5 o1l frarens afsl arzrea s « 3t wffoeg w0
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ol FCO ARTO! T | AOF oI (@I @ (SISIE TGN (NANTST QAT T (1
o AT SFF G (FeT SN IeR PINT = 7T | SYNI@ [ @i
BYS OB T, IR (FE A A CRI TR it e eer® [efay Ik9RT I @S
[T | GoFF AT IR AreifeT qeAelie o I (AR | derw [Reder @B Ifw P
SRS AL B! AT FCACR | QT ool 07 A6, @A & 495 I, AZFT T
Sfoweld HiETe g2 TS FCE (O | (& § (T @fery a1 I [fes, samifa qrde,
BT ACRr, Glerrete, Bfe, fors Toqim 2o oy et T |
Kotler and Armstrong-943 W9, “Direct marketing is direct connections with carefully targeted individual
consumers to both obtain an immediate and cultivate lasting customer relationships”. wdfie, grepF o
R AOFOR MY THFS AT (SIS AN (S TP FACI A T wrewine efsferr
(AT AT @R AR QTS TF G $ee AN |
TATTE DR (TS 11 7=
V' Zor Reles 20 (SIS R AT IRPIR @RI 35
v e o e ACE
v e Ao Fifes Sieswiae afefarm rear 7 |

SRREE: HICERAICHIEL O EE RSB ES]
Characteristics of the Tools of Marketing Promotion
2T, ST @ @bIF R e el | @I Zifeqices afsfbaE Sieimi siietmT eaf*8y Jeac |

. &7 (Advertising): <RCEF ZCAT #1007 I CRAIF LBITT &) < AWITTF AT GG QNI
OFfB e | @t Rl etz {ifss age Sommefa Wt 3 | fAeereag Tog a3y et
m_

5.5 9 &WE WYY (Paid form): @I+ 7eZ7 72T Afwifere @t o=y 6 fAfue sifasrer s
6 T A SIS gMe FE AT | ASIE I IR @ g A0z T[T [
e [Rfey ORI anig $6@ 4R oima ORI & [Kfey seem & oe a1 RS,
@EINGTE (6 FRET TeArPel AT & (T AL GAIT I(F O (B e @ Fft
AR N (o B |

3.} &S (Impersonality): G770 CF(q TTHIFe QI2F @3 [@@reMmreR T4y @I oA
@R = |, W Resiew e agfen e 3fre w@ | @Ry 4t @3t gFemw
QTCT, @M (F(g 2 @F0 NI 0o T, JeE w7 | Jreid I ¥, [eaoitaa
G fRGEiAamreT Qe (OreR MKy iere @I 27 = |

s.0 i3 TSt (Identified sponsor): [G@MEE @S (@B 20N 97 Swiietd
feersimrerts zres BiFe a7 | 79wE SNl I Rearsicr AR 23, MyETe oW
TR @3 Rearvret i 3T afsdiaes foars #nfa | o2 I @9 FRe PR A SIS
G I FIIT T, SIFCE (12 A R@el=Iw FeTl T 7 |

).8ﬁ§€ GfS& (Amplified expressiveness): RGP @EITATHT o LT T4 T0T ey
FEd @t THKew oy, gy g T I @ S [@em TareeEe we
AR, PR QR Weafessf T CoieeT |

5.¢ 1 REF® (Mass reach): [Rersicrar s fRgfe a1 ramer scac S @t @i Joger e
TR IR QTS AT | SARFIEA @l A9, (@FIfeu-3s @7 [Jwera B (eaw =y =i
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SR TRIET e [Relom Eme@, Glhifess a1 @fers ene RE#I@@ e el
IR TR FICR CACRCR |
3. &S K& (Personal Selling): Ieed REww cwv@ @F=ifm [Rawett Rerm o G

AT WP WY ARFWR AL DA @I o FE | 93 afe @kl Raemsaiar

AT Sy I ERT Fcvee! i B AP | Fies Kery A1 Reszer @rieee 9ot wg ane

TGN | [ET RGP Toq (@7 ST Fome:

Q.bmﬁﬁﬂ% (Personal nature): R&GRFe (%@ (ol W frars! Toxz [ <197 It ¢
e TR SR TG 2 | Te, Aed [RGER A (@ @32 RGTwi7 g @6
T @I BIfre T | S FAR 7 T, Ved [0 ToF 1 GTF A AR =T |

2.3 (NIRRT FCAFAT (Oral conversation): TEF [ew Rl QIR (@O T AT AT
Y | es REw GNRT ISl Aoy F0F ARFTT TRICIF G G2 0] T A& FACTR
Gy FRIT 1 =T |

2.9 FEFT F™ (Development of relationship): IEF REFT AT [ETF @ ATF@R
Ty AT GR S ToIE NG G | 3 LR ToF TG STl S AZT I |

2.8 O fﬁﬁ &R (Two-way flow of information): « s fqerdice, afes e s
e @@z fifoe 4 = | T TORT (@SR 6T I R B Siwa e fEeshT FR aie
(I AT RS FIR (ATF A OIS VR 7 S I 217 |

2.¢ ETABA (Persuasion): IEF KRG @@ @I STFR TCE MG ARIW S &5
7 | IR Gff arRFme Riror viEef azed Fare A1 diRwes g e smew face wife sace
o AwEIve FAT FIOIF WW= I |

©. R&T &9 (Sales Promotion): @ &7 @ (7 7o bR IAEAE (@RIT I T

TFTCe, RETFA G/ (SISF NS THEMI A TBGS | Fo NI AfsrifreneT

oo Tt Rew eptie it et Ifa iz | Rew eptiees wog 3y ot g e

HACTOT T RCET |

0.y SfEfe «qJR - TS FEEAA (Irregular and non-recurring activity): @ & zce
e Jfad o @I Foe e 9T e g 9-79e el | Wed @ A,
e 2THBR FoF FRHGT 7o SRYe ¥ | oo e gfens Rend Ry eote @ ef
T 4T GG T 27 JEACH S FAl 2 |

©.3 TEIEAT QTGB! (Short-term effort): [T &R @Frieele orera Saw o Fgeaaar
o [RBF I | (@1 G5 TG TNRF 04 F_(4F [T AR &5 G0 Sy fofes oo
RUSEIEN

0.0 ENS IR (e 3!351% (Personal and impersonal nature): & &% ITEF G GFSA
T, TOF AT IR 20O AT | Ry QoIeeTss oy e @ AR, T3, ew+q,
gfrel, (e Fepin Afes efeq «ar ey o) e @ eforafret, ewr, ifdey GET
Ty Rifes epfed |

©.8 (SGMA SIRFMT e SqEifde FF (Motivates consumers to buy immediately): e
RET 2oTT ATHe! ofl (GFOMace SIFAF OItT (K Oif e I U3 &F JHe FAK
TSP GBITS TS FCF | FCE (SIS AT AT CTAT ST ATASATST SR I AT T
B! e @32 @R Y T e i =7 |

TG 4 Bl-50
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©.¢ 93T BT (Multiple objectives): & 2PTF GFIfHF Sa*lT TSCa &+ “ATBIfere 27 (@=-
1 TN {eEw qo AR, e 3w w91, afefrer e w9, 63 a1 wge sAfvwe w4,
S T SIS T© T, T AT BT I 3R |

8. S 8 &5 (Public Relations or Publicity): ST (Public relations) T (@I @32 @3

JOLTER GF6 SGFa (7T A1 JAIS 403 IR & TALRCT FICR (@A 7oifFe o=y e

A Q2 RS ST QF (@F*eTore AT | SRR Tod (A*8y @TeT Jeel-

8.5 9FIf¥F Wl (Multiple parties): SEALAY TEPIE @2 INPIEE &9 AT Wel- ToF 420eld
TAAYIAECE FOIT B | G2 SPIGE TS, TR, FAoET, TS, AR vel, Jeie,
FIAT TRMIET T A TACEH ST (BT ZCO I | SRR S & G35 @ r=iify
THE O3 Weeferd ey 3f6I6F AR T (O |

8.3 TS &fFAT (Continuous process): T QI qRARIRE ¢ v afwr | @t e
BTET IS b AL ANRE O & GR ToF 01115 BT A, St oo g
T | AR B0 A0 T @Fr=ifes IRIKIRFSN St ST ARG F90e 207 |

8.0 &ATeJfRE FI& (Routine activity): ST T (@ =fAT #oq IGEE @I = @bt
SRS A TS (@ FEET T | A, @bt Tog s e @ew 77 9 9@
efetTa FREEIT Gaio w1 2o s 321 &7 | @t @riifa af e sifas sREER
AN, &, A, e, Sifds wege Sonifg wes faons f[fos 277

8.8 TPNYRCIT Wil faf5® Fa (Securing cooperation of publics): SN BT
ST TR (A L AN G JRe G P | dfelt efopimg sperela veire
P | W O3 TR ) SEIRR (TS HfFe e I 5RE@ (- (ST, AT,
CRIRATER G IS TN AR AT ATAG | ST AT ST T Serey
4 T A |

8.¢ WO &f¥® (Engaging in dialogue): &S @173 ©F T3 aeoF RFwIE 7w MefHB
HTFE fARITe IWa SRS T3 ARTS W | A BT &y elfsls rera e s
g fRffmy weifid | AEw TN @R AreEn e R FE @R @ft @1
TR T2 789 7 |

SATATE, &6 (Publicity) 20T JFAPIE T @R K & oL &wi 7 36 Wfeaire Afdfereeia
ST AEW 2 I GFT6 IS, T I JPA ITE @A | bR Fg Fod (QM8) IRNE |
= CTeTET TS T =T |

8.3 STS@ I (Non-paid form): 5T T&T AT G0 IO SIS AN | &HIT & &
G FoIEe “edl AW ©F &= (@I 5L Wi T 27 6 |

8.2 JR&T Aol ©*F (TP (Focuses on a broader audience): 251F SItiG WCHve A JWWME
THES [0 77 | TR G B Awfe"T Tow vfE fm 30a, @ A o g
THIWE IR 2BIF F41 27 |

8.9 FF-TIM (FIFI (Short-term focus): 25 AT IFH LIS @ A GG #fely BIeg 41,
BB B TSFIv COT FHCRAMAT 17 SN i 9B o e |

8.8 fRIPTEMTS (Credibility): STOI2 @ISR &bRATE QPRI Sfes ey afsaw foma
o T e @ eI I AQM ACHCEGE NCo! 4T e 92T 0 AF | AP
(G2 ABRCE ANIEE F0 AW AT WS = | T 90T AR NI SR 9T
2B1Cd AN Sresid @ |
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8.¢ SRR I (Part of public relations): &5 (AT AToIF SERILAT LTS QIR FLGER GF0
T | AT T AR AT SALRd AN TR i 2 S9 341, Se a1 @R &
AT | BT SRR S FAC® AR FACO AT |

¢. or% QA9 (Direct Marketing): o5 o/ 20 Roea @aio BITETT TS AT ARITA

TGFTOIFIE BT 0 #°f I FRI TIF [RS I | AoF oo @fFEret @it Smey

oA Aalos (AT WM FRACR | AOTF [[ANH T (8] T BCeI-

¢.5 (BT TPFSFA 2 (No intermediary): SF [ANT (@« THBFOFR 3 | @3 “Mafore
@I 9T g HICE TG AR M A TR @ 363 | @6 JrewtEis
ATFWE AN ST (TSI BT (IO e e M | @ARY 92 B (FF TTFSIFA (713,
SIE (@A TET &R K6 IS I |

¢.3 THIFS IS (Targeted messaging): TOTF o RSN THTE ISR
T e AR S8 FACO ARG ICA | T ORI WAL ARIW WM I AGRTES
ST VIR T AT |

¢.© HIXF (FHFFS (Customer oriented): LSTF o [Terel W AIZFWA T T0F TSI
QSR AN *feiiere =7 | Rarerr afsl aizes TRl Uk AR 897 & @7 | @
S SF-5-GT T | (@qTg 92 “Mafore @I oTe JRFma A TP Q@i
TR, ©I2 SR Q2T (Y @0 el el tefs 957 |

€.8 JAME T (Direct contact): &S5 A TR HIHA I77© =F | (XY 93 Aw(STS
RS TFOFE AF 7, ©F [Fel IR ARFWR N FAA @A FroF T &7 | T
@R I @I ST dRFmT T TS, ARFMI Sl @R TAT THE TS SIS
AT |

¢.¢ PENSFA (Personalization): &o7F [Roeg o1t Iz wsew Ifea e wAfpifre =7
@ft gFee e A AR @A FCR, T FAIC AL FACS [[AFSIF ARRTS! I |
0T ARG IRl AAfelel ©Ita (oot ©f FAFASIR 7 TS TR G |

/o7 e

QCHIF Al AT CTAR SR AT G G5 @1 @ORT ©itd b g@es [Reels ebrees e
JRYE I | OF0 @i 217 @ [, afes [aw, Rew &R, S 8 o459, 3
AT ORI JRCET NG (@G ©F AT Foreld 7767 @ Srapely et Fa0e 217 | O
Rotel ePTiaR IfoTRSTETT Tog ([AFER FIHel QeTE JIRIET AT Q6 ol GIZIFS AT
ReworeoR «fiea e o0 | @F9- Re@H#ea T (Feima IR (@ IreT (Aewl W, SErREr 8
ABIEE T G ST ST I N8 ZCS A1 | ©13 [l &po7zd Ao Qfeq® i s
T AT R & WS | ez fWve Sturel 9% g3t Ady, ERT A QReE
Tdeve fF8 THEF AR T O9F A GFIEF (@FOTF A0l TIF SFIE] 8 Aol T A FAF &=y
v 1 = | AR e @y = TR [kiew @3t Ee a0 T avem [agas o=
@G el HIQF I JEN© SAZANT A TR 2] (FHIF S AFS ARFS ST I
A | GRIYT R 2B FFeAr ey e Ao G5 Twrl= AqE AN SRFOE SICHHE Aoy
A O FEF LB (A | AR TR AL G0 @A TEd PR @([eq0F Ao
VF I T A 3R Fifeq 2lfe NEe T35 AR 10 (SIE | WARATE ebla =0 AAE T
Q3R FITTE & L T T FRS G0 Al7, S, TFR AT (@A F94F [y sy afafegeia
TR FAREM AR F1 | AT oy ool Zeett Kool 2P G G0 bR ahe [
@ TGFOTET FIRF TOIR IS ARFT Fitg TR @36 @A, 07 I GRr i
LTSN O TAFIT FC 2197 I ORI G el 3 | IR, @ (AF2 AREE O [/ W @
el epTitaR elfefs Tfonme SeEmr SieEmr FRmfs 8 A2y AR |

BTG @3 Bl-5¢
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fRotere et fieer
Marketing Promotion Mix

Ty

Q AT T -

o ToO I el T[T IETCT ARCIT; @R
o R &P e et @ord RErit TomIN SR TS K1 [T FA0S A |

o epTR fie g @riifeg e eem St see oy wem, afes [a, e 2o,
T @ B IR T orelaarz o siafeq amifay gifenaa sfimer | @3 oitelia oy wywa
OF e QfeTma IR FfeFs T a8 W fre i | SfsFet (Faz o e o
gfesaas AfEe a7z Five Fare o | s [ oot e ate | @i ey e e
Sy ToAmre faca fFdifee 271 @af @ e S @ww 207 of e a9, erer agfe,

fRoterey epT ey

Marketing Promotion Mix

o et Afeg zifenas s Ffimeaes [oee o e 9 | @it 2907 ¢ @R sifemr
Cofe, T AL 4R ACTAT T (P FF G VY DS FGC Wolc otely et
e et | SR, ool eer et zeen @t [we Qe w7 St oy [Reees, afes e,
@Y &9, TP 8 g5 G orF oo e smafeq iy gfewiam wfifEe g |
@I ST RS ePTRers e Rearis, wfes e, Rew @97, R 8 abie iR dors
fqoaT-93 M5 g4 Ffeqm I @ oma 267 A ORI s tofi Fare W @it @I T
GRS 2olie e IR 3T A |

GFTB AT A IR QAR Sy Wi zemw o7 @rehnfag sfds Jwey @32 73 o1°7 91 G 3T
AT AERESFIANCE G [WWE e oy AlSE e e 0o (@9 FA0S 7 | (@11 76 ofely
TR T G2, GACT & (@I T el IR SRS FeAreet 18 Gt Wee =g |

Kotler and Armstrong-943 09, “Marketing promotion mix consists of the specific blend of advertising,
public relations, personal selling, sales promotion, and direct-marketing tools that the company uses to
persuasively communicate customer value and build cusromer relationships.” SI<R, o/ e famer

R @, S, e REw, ReT avR 3 oorF [ TR Jme T, 9
G @A (ol 17 T SJie] (oIt @RI & QIR (@Fo] T Cofd FACo IR ¢ |

Stanton, Etzel and Walker-4 NC®, “The Promotion mix is the combination of personal selling,
advertising, sales promotion, publicity, and public relations that will make the most effective promotion

program for a firm”. SR, &PTF e 20T Afes [aw, [wm, e oF, avR 93z S
AT A GF @ Sy A FIFT QAT IR Cofd T4 |
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TAIRITTF~ FET! T, FRfE LPIRes RIFST STeTR AT 72 3 | ot [y Gl e epfieas
e o, afsgere (fad) «3r fEfesm (mfes) Nfewr IR @ Swma =i [\ ¢ 93
AN Aoy SreRETT avRe BIeT |

faea foras stgesr fesels et fieless Sorgole <4t 2ee:
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TEETw
HETE P
- TqIEF IR
9= e
A
Tt
THALCATT 8 F
o TREFE AR
o@: o e e

fRepete epir firerer e o Rt Srimimg

Factors Affecting Selection of Marketing Promotion Mix

ST T PTRT TIFS O (SIFIR a6 AFF 8 AFHAT I T 411 &y el et 5219 w0 20
T | (@A o e qrasio e Gt QR AT & 89S W 7 [eR foqR 379
GAC A G IR T A A | G0 @A [ e @w 77 of Aers @ge, cere
A |

5. AT &S (Nature of the Product): T &P e el fFdiaee wwrpsiel Bl et e |
I ST el 2Tefa eFfe Sard AR 20 AF | @FF- (SPHT & AKRTS [
TR @ qrew 2 | (8 P =" ooy Toes Jfes (@, e [eeem, awdar Serifna
ARG R | AR @ 20 PO qivel qR &F(ETe A0, GPIad & Ifes e
Aee | fog S-efere AR epTayEs Rifene o Rearem @ ecares | e ik °
I AeT @ APIET T FNfET oF (TS, @A JITT N0 FZ0E3 ALF Fa 7
I M= TR (o fee 73 | [esa fooaw 1=y ool [Eafbee (it 2ei-
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| F-mfnwl wwl T |stw| Lial | “5“"&" AT I Wml

TELT
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e

freR e fem e A a6 s =6 a6

srise] [oi=r R ﬁaﬁ: - mfr:;w il | I i - mﬁ;:‘: i m‘l‘@vﬁ;:' mﬁ:a:

e || N ate= | | Sememm :ﬁ frs foaF e e | N e = e forn = o
srmrw faoEm Eog arar faorrm | W sverm v | )| S R | W oy e | | <o fooem | | eror feor

fow: ooy el Sl et e

. IO qA OIS 2@% (Nature of the Market): ISR I (SER QT% SIS @F o @R
2T falel ST 20T ATE | (AN- (OIS ISR G 1917 B [Kealo e 41 % | [5g g
IR (Fe@ IR0 @i 8 Sfocre ety s Ray 71ifF ePp TP I T4 2F |
Al Féig et wey fReeroe erws SRyl oyl AT w9, 68 (ot et e 4t 9E A
S R AT PINFE AT T | IRIGT THFS (Sresla T3, feree, el o7, 4, g
et B 89 I TR (FreieTe Aifiafes 27 | e forga Srdew faafoes e am-

GEFST 1 e
|
1 1 1 1
| | | |

fqwrem
afes ey T fearee
asre e sy e e e
fa@g e

fow: e ergpfs St e faveer

©. &R ATEG (Promotional Budget): &7 TR TFeTel Stae (Fr@z (Friifeg e wo=erel «e
2PIRT & O FRA &0 97 07 | @S (@I (@ &IAET & Sive ICaHe. AR
TR @I SAmefT 92T 41 R ©F [WEFS I T | PAER A0S QI 2PIF FRG AN
T AN (AR ASHT AR @9 (I IR @R Bl A1 argfers (Fear af T 9
I @IS IR AR AT qrTR) eeiie I0F | (@i S Toere! St 20 ¢ Qs
WS S IS FEA (@AM K@i @ Reew epiitas oy wiwe @ 5 aee e | g
FHfSTs FowTR (25 @it Tfes Rema e S Fare «ie |

8. ATNT QT Sl&rd B (Stages of Product Life Cycle): @3 =47 IET RO 9 (AT ¥F I

IR (ACF AT $ @eT A AL AW 2 @R SR A B Afo@ R, T AT
GRA6G AT | AR, GFH ST GG ZCA AT AT (SIEWI FIE TAFIe 28T 217 (ATF
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G5 IR (AT AR @S ALS TR G | AT GRebeara efsfb R Roeiea Sy «3e
e o 20 AP | #Tea GREbTEa b1 AR~y IFE ool AR & ALF R
fRearoita A Tfes Rew, Rew @99 ¢ PR e | efiad “H0 e sEAmiay
S e+ ¢ e R YRIE ATR® A 8w | sffor 40 Atane e a3 e
A @l Y32 THTE SRl A I | e 7o B Reeq g3 R Pt & 361
TN A WO P R GR @R @ SR @ ARDE w0 R | A SR
BN 2T el (FF S AN, ©F {oaa AT 9ot €& =Tl |
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o@: AT FROCera BACSWT QAT e
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G (FRTS, SR PIET @ e fes ey I 2937 TR @ | SRR (et
T QR TR @ AffY T T g e 77, OrReET Ay [ T oy e @ ey oy
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q. 4 AT B (FT¥E (Push versus Pull Strategy): f[ota (%@ sia71q oo« i@t I S
e IRET B erare e e eer w36 1 99t @rifTa e el gre
(A QLTS (PR T froq 6w, wefie @fb «r@l (@FisT A1 BT (=it @=el e ool o
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v. AfSEMT o s (Promotion Mix of the Competitors): &fst@ifrerm B avre =z
afstaifaar @ «@eR & fie T FA0E, @FIfEe TgFeT e el IRE A ToF e
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Marketing Promotion Planning

T
Q AT T -

o AT &N AfTFEN I O IO AET; A3
o I ePIF ARTETT @l I ARG qrof 7o ]IS I@I0e AR |

o ept ~Afieemr Ice @ Sy THend SEeE AeE RS PN IRGT eI
AT | A ARFHA (ST T TS (PTG AT QA T Il AT ST teies
CR T (AR T (@S AN | A5 AREHA 2o RISl Feep] & IRG azel @ IBIRT F1
I T Al g Ffewe [ Tl Sew I TF A1 | AR ARSEA oIRCTR Gy ©iR KR
T[N AT (e 997 Fiw T F90e 2T |

el epTia Afeeser

Marketing Promotion Planning

eI ©IF =07 A1 efeRia Rora FEw 7Y ¢ FFFeN ARG 9 & 4F (A2 (@ FHF
T T QoI T OIS A A ARTHA A | (FHAINGTE oA Ay @R GRS
(SIS AR TS AR T AZFMA AT FACS RSN AT I SR | T @A
TP T NG ACACR IS LR, GFG (P Cofet T AR T ST FeHR el | e,
2R ARTHA IECS Ay I CTAT IASTGNS FAIF Gy BT Bl T Ao o SIS JA |
el e AREAT ZceT #tii vifewl toftt a3 @it fdifee oy sEee Sy 93fs oy 3R
CRT &OTEE & IS IS [T TG, (FE, A2 TR AEH IFT 4929 (6w Fa1
@Ffo olfem |

@ &0 O'guinn, Allen, Semenik and Scheinbaum JCTN “A promotion plan specifies the analysis,
strategy, and tasks needed to conceive and implement an effective promotional effort.” iR, e
ARTFA o G FEFT LA B AT NG IS W3R O IVINEI Gy TS
fRTeRer, @t @3 Ferete [{fiE F0a (eE AT |

9 &% Evans and Berman 019, “Promotion planning is systematic decision making relating to all
aspects of an organization’s and individual’s communications effort”. S, &R “IRFF T GFG
AfSBIN I [IET @AM ABER AL FHFe 7oe [aEs fareifaEs frare gz |

@WWCWWW,%%WWWWSWWM%WW@&@
TAME, A RTGFe! ©I2 TRT (GFSIME N0 H GQEF @ACAEE o 03 | 2917 Afzsg=t @ronfaa
T SBIRAAT (FI*IET ST FARLT QR S AN AN Sl QTS NG &) 92 T (@S
SC | AR fRoiele e “Afzregi-

vV (@I QTR TS AT @S FEn
v @l s e afiegae 96 o
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Marketing Promotion Planning Process

AR AfEAT TS (@rife FifeFe 7 wAfslena e Srmeey a3 AT epre SR Ty
AT | AT AREFE RITT T2 AT FHGT A2 8 IBIAT FG 7 | AT ARSFNT I & ©13
o0 FIBIFCE 4IToT 4ICsr MY I T e 2 | fma forag ey o e sifsss=g
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e fadiad 219 (=T IRATE AT FESFH
sz

fo@: T ARFFIT AnCHA TR

>. @R @M W7 (Determine a Promotional Opportunity): 9TRF 0 S @K NGFel
i3S & FTENE Y 8 ACTAFOI T Face &SP I ReAATFIAE TS FH ANF
SIE @RIT | (K O] & FAPI TR SIGPe T 0O T OIF N0 ST ZCel-
v SifwR S sfsdr;
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SIS CIRIECR L IEIGH
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v oY o2f<eT |

Qe RFRCE ST JR ST Y06 26T T MRS (FATAS [0 900 17 | (@N-

v @GR MR SAMIE T N0 JRCR 247, I60 QI Il
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T Sy {419 (Determine Promotional Objectives): R sAfdagag o 4t @S
F[IZHFCE AT iy TRl F00 =T | @RS e Srenete! FCATRD Reteltas Sy
I [ME erem wen o (@A R [ @ S| @ IREE SAmE qr feetEs
FATLTE SEIRTIS deOlfe T | ANEFONT (@S AT STaTeTeTcs A e
TS ©Fs T A | (@TN-

v reel (ofF F4;

v @RS Cofa s

v gfeefm sifiaes coft s

v b AfRed iR bl 93

v (@l eeRs *fegfa |
oo e Refdeeae (Organize for Promotion): ePNGad STy &R 2T (e @Few
FIZIAFS AT FAGAT G TRASTE PO (57 Fa0e =7 | (@G qreis araanas Tos o
E I EPIET IITA (@IS TG T 20, P ST @6 Ao S 2fomars
@AITS AACR 0T 4@ (@S A | ©F M@, ARSI AT SoTateTd IV &l Qo
TG T ALHAES FIICAT 0O T 27 NAAT KA AP 9T STRTETeT e FACS AR bt
O 512 T (A1 T | AfSDIta T o1 7 @ Sfew aer @ WfF TFTe! AP, ©F HLHH
(G RAIIT ARSI NG A T | AT, AFSHIET AREE (@ MW A
AR ePT FAFG SIS S & | 7 @ARNeTe ~Afwsel ezt (17 91 reql @ FAEwlos
ARG AT AGITS AT 7 |

. AT S 5T (Select Appropriate Audience): $9E el I AT O Memmwwez

TR (PR Sros Pwod GFfs wexl | AT Kol Sfas eawei At w4 &7 e
T (P eIAeT AeTafer (g wrey sTReerg (+fitR (AT #I1C | 0 qTFeq T A GR
THIES NG TGFE TF S [T FACS 10T | SwiRde Tw @1 ¥, e (ea
S8 I YeTe e | O welg WG I wHs-reieitan Wy e, ofF fPrenel, Wit
fAfoq g TR0 ~enR fRrerem A AfEE, I Frema e [ Sy oret (nEh Terin A
1T | ©I2 2RI BT &) SR NG A6 FAIF TN AT AL ©iF #Afiffe, & «fe
TR 33, To «ft 597 T W, 93 I @7 T el Fare 21T To5iv AER Wi
CTE TS XA |

?TﬁlTﬁ?/'l'F{(SelectaMessage): W%WWWWWWWWWWWW
T | (@ AT TP ST HPe] (AT G &) So& A8 TS AN Al e NG
A AT T8 IS ANF | B2 T ifow wfemrmimg i F w@we 2@ of Fiwet T4 &t
g @3 I GR e Fiw | WrEE T e @7 @ I TS (@l A (SIS WAE
QAT TR ©f @ o2 WGHHATE eFe~d SO, ARG QIR BISAT GTER A AN = |
TR ST BT (F0q 12 I [TT<E, IS FI, AT ASH 47 Sohifne Torg ey fre
EXN

e et fN e (Select the Promotional Mix): fo/i &o7%r el zomz feerole, semecar, wfes
@7, R 2979, g3 eor Ree sReNates AWe T, T Ao @ @@l @0 A
I (FOIE @RIER T 3R (Sl TF Cofd FA00 HIZF (A AF | O TG KT 2PTF
firper fizer a1 fRstey IR oy 393 I | e w0ifoq oy et et afes R,
I S (P GRS TGN 5F FOO! AR FAE ©f AT ADFOIE T =1 | SIRST &7
e afefs Soiwitas fiere «fe Wz JRme! a0t | St [ewer [Rstew g e
fSTReETR ¥ TefiRe e aR ATl e@E @ =i Frel, afsrifrerE -fifzfs,
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QTR ST o TAMIT 0T LR T GTFOIT I I ZFT FET WS FCE A GAER
(PO TCAICA S T T |
. TEG N7 (Determine a Budget): Ro1T 291 SIEGT YOI T F19 & I AR e
TS 23 of L FAMHL AR ACEB ¢ | o0l LT eTh et 478 AN G Afsmas o
8 @ e 2R | ACEH R T[Sy 4a0e @ A st 49 T | 0TH
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@GR *oi wafs, afsEiferg el “afs, Ty ¢ FRfefer mfs, W 7w m&fe
il |
. @PYIF (I IWITF (Implement a Strategy): PRI T LTSN ACHE I (ST (AATET fIoter
P IR 2PTR (FE IBIACTA T AT A0S =7 | (@I LA (@R AT oo
«f> T STEeIE I/ 27 ©F 47 97 F0a | Tore dfoer e wfve Jfear diaa
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SR FRBIRFET 7 AfSTB FER &y e @19 IQR |
v oSSR et [IEERE waE fte e @ @ eptm wfEHE e Frae e
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. FEe SN 8 FRCALTTETR FE@T & (Measure Results and Taking Corrective Actions):
o @I SfesEIT T Qe GO TR [IFHTCS 2P PRGN IVIRT 7 O FOpP
T FACR, ©F AR FCI (AITS Z(J | AR (IZHAFCE =72 LRl FA00 70 @ AT Ao
FifeFe ST STEIE G FACO (2ACR [ a1 | TeAee AT 92 Frei e [ew=er TFge
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AferifreIyes et e, Sty ¢ Tifefes omfe, a1 wifde AN e Tonfn =@ e @
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Promotion Mix for Different Types of Products, Customers, and Stages of
Product Life Cycle

Ty

q A T SA-
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o AT T SI& B (SF 2 el it 237 Ie10o oI |

Sl ZCOINCL (SR (T~ e A (SISl e @il @i (Friifes @i e st =
A | AT P T Tory ¢ g =Ieeys &y & e wifiafe 20 T | A9 pore (ot &
@ fRGaro T Ol T e, R (@FolF & (12 998 e[ 7o SFea ewifie gre Atd | a2/el,
qFZ AT GG oy Barerns AT e [fegaas 2re A | @3 ot Swar I 2T
EATSW, ([FOF @ATSW, fFET Aol FRE6@ T (SW PIF e St 2@ A0F, @7 T4
fa=ifae el |

AT ENem o7 e

Promotion Mix Based on the Types of Products

Aoy 26T @I PR T AFT TSR, HIfewl, e T SIeq! (HIIF S A ool T (FTS A1 | 12
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st gEcPle (TS AT Perog K2 Ol Ol Tl AR, T (S Aoy 8 gy ofly | ey sAcena
EATSWM G0 (AT TR e (FI 200 AT, G T A FAT =0

) (Pl TR e RS (Promotion mix for consumer goods): FUI® (SIS Fed faery cor
AR TR & @R A T T4 T, ONFL YRS (ST A0 0T | (S A7 7o [ole
(OTSTMT (ST GIRIH Sy (Bl AT | I8 SCHP AN (S AF FOIS 2078 el 7Y | SN2/,
QWY 2y, A A FENGARGTHAT LR (S #{tefa Swrael | (ool oy [feg «wee = e 0
OFS QT (O 20T &) ATee I3 &1 el a2 Face =7 | [ [fog e oty «ielr «3e
(ST #IeF EIATSW A ST 47 FLCHC SAETDAT ST RO

. JAfRY 27 (Convenience goods): JRE 27T T (O o) U CRI A ARFA AN
SITFAFCII HRYEGHF I 200 FRLETS T G G IR FON 9ol 8 G THBR N T
CE | AR ST TG AR AN, g CoRers, HifG, AR @R FP6 F& 3wjif | F«r
TR ool SepTa @ifa epTR s Wik fog fog = Qe | e At sitarm qifdferet
SRR eI e SIS ST 2 |

S) TEIRHIRT AT (Staple goods): AW GRNAIAT T (JT6 AIPIT T @A 07 AT To5E
YTATSAT S TSFTTRIT A 0T | & AT (Folal RF® =PI PR 0 | O @31
ST Gy SN AT S &I (I Z0O AT | WRIE @I 2oy ALRITS (SISl Yol
ftare FIR (AF T I AP | ©F oal Kot geiihe w17 o Jfes e sl
S T Mo St | AT LBaT [P 1% (A0F MR (Foie goiive Fare [
TR (I R 2Telid RRAe HeJfeTs ARAEIE IR F4T @TS M7 |

Q) &S 9 (Emergency goods): TP fOfGre TSN NOICHIT &« (@P1K 6 & F41 27 SIF
TP AT A0 | AR, SR TS Z0A SR o107 (el T | (TN~ I A0 ISR N
2R 3B wF T TSl (A TW, Ol TS ATH@ G 76 | @GR A Sraers [ ey @
SICGCEs AT (MIPIC [ogel T 2 TS TASCAT TN (GO HELHS FIE! 0o #A10Ew | @
LR 2ITeF AR oy [Ree| (eTR =i e REEa ©oF (&7 s 27 |

©) ST 247 (Impulse goods): CFTONT AT SITHE TG T QN 94T Tl (@TICRAT Afwg
RR SE A @R AR @ T | A @R O MRTe Q3 RO AT
AR, 5l GHHT QI A1y Yo TCEETHT (GFACE FIOBIAT FICR AT TS TS
CTTET (BITY 91T A | (X, AFNE, SRICEs, TP, FallN, IETYE, Fol IR Fifed et
OTTEAT AT TSR #IefF Tex SWiRdd | TR (GOl (@A I0 ARE® qoF #oly FeeT
CF, ©I QT [NEHATER (OF (@ B! AE 71 I e [y 8 [Raww &9 (@ oitar
e (M7 |

3. PR 27 (Shopping goods): & ARTHN SR AT @i, JRL- PR, T Tosiv AHIE-
R I oy @B @B LI @R 47 TF 41 7, OftF =R A A6 26y Ie7 =70 | e
(o TR ifelfaeter SRt @PTR el SCes= F4T =0 |

d) WW(Fashiongoods):WmﬁTW CWWWWW@IW@,W
CTRIT o7 0T | (SIER M5 T 2o RFTBIR 99 9 ARRS g ST R s{teirs sifawre 9w
99 Hf7afee 27| @F- or2dl, WEEE, it 2 Topfn | @R ot oF@ Rt 393
FIEFA | AN T 21T FfEe IR FA (@S A |

?) G 9 (Service goods): T AR (o #07 (SIS TG ETAT ANSAR S fFCT AMF
€ TR R EPIRT AT (NS I AfSHR @F ATASH 2, SIF GI_T A4 0T | (q-
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e, B, saifere @f, «aim sfewm= Tonfn | @R st “fkfbfen =y Rearm erreaT zTs,
@R @R 7y [T @ AEPR TR ooy IR @I T & Ol GTFg J1ed [ 432
FEH BT AT I |

o, fJf*B 247 (Specialty goods): Af*B 267 2T QI (S el AT Sy FF BT AT Jie Al
JEACZ | 9T A (3fo@ AT RO AFHER & (FOIid @F 0 Srarearay et [+ 2156 @woag &
O3B ROIT TR A3 B, QN I8 9L I FA0S A I8 FE A=F0! A AT feae w1
T FAO TRS | (TN IWTE MR, FiEE NOOS PWEIR, R Toq@ Foniv | 93]
AICE (OrEmT 730 “Ififbe FaIte [eera @ Jage o | o@ Reeeitg At Ifes [
(@S AT I T |

8. SRIf6® #M7 (Unsought goods): (R (O] ] FI(F (SIGT T TIAT 1 Al T € AFTS
fFCe S 2 91, OiF SWIfb® #ay I | (@e- G A AT, ssifisae e em,
P TG, fBRT @C GO T@MIF | G GREF 20T AR & [ewoe ¢ qfes ey 398
FAL] 0O A |

%) g At @519 e (Promotion mix for industrial goods): (X #°F FOIE (ST &=y (T 2 A1
T3 efeeTeaer A1 2MeelfEaFared e AfAfETFSI (Srly ey T Sy gy AHely TeoAmeg e
1 =W, ©Its g woly qcer | facy R[feq e Mg =iy @3z P st eidficem epta e g@e
FLCHCA S FT ZCE |

3. ISR @ T&IR™ (Materials and parts): ST @ JHH e (GPF gl A7 I PO 27 S=o{We T
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