Chapter Thirteen: Key Concepts


Promotion: Communicating information between seller and potential buyer or others in the channel to influence attitudes and behavior. 

Personal Selling: Direct spoken communication between sellers and potential customers.

Mass Selling: Communicating with a large number of potential customers at the same time. 

Advertising: Any paid form of non-personal presentation of ideas, goods, or services by an identified sponsor. Includes the use of traditional media like magazines, newspapers, radio and TV, signs, and direct mail, as well as new media, such as the Internet.
Publicity: Any unpaid form of non-personal presentation of ideas, goods, or services.  

Sales Promotion: Promotional activities other than advertising, publicity, and personal selling that stimulate interest, trial, or purchase by final customers or other in the channel.

The “AIDA” Model Consists of Four Promotional Jobs:

get Attention hold Interest arouse Desire obtain Action 
Channel Promotional Methods

Pushing: Means using normal promotion effort, personal selling, advertising, and sales promotion, to help sell the whole marketing mix to channel members.

Pulling: Means getting customers to ask middlemen for the product. (Remember our class examples of Keebler Cookies & AT&T USADirect calling card services)
NB: Pulling and pushing are usually used in combination.

Adoption Curve: When different groups accept ideas, (products, services, lifestyles) relationships between people, and influence that some “leaders” play.
Innovators: Those first to adopt, eager to try new ideas, willing to take risks.

Early Adopters: Those well respected by peers, often opinion leaders.

Early Majority: Those avoiding risk, consider new ideas after early adopters.

Late Majority: Those cautious about new ideas, often older, set in their ways.

Laggards: Those doing things the way they always have, suspicious of “new.”

Primary Demand: Really new products, where demand must be created for the general product or service idea, not just for a brand.
Selective Demand: Market growth stage where more competitors enter, and emphasis shifts to stimulating demand for a company’s own brand.
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