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* Discuss the objectives of marketing communications.

* Understand the marketing communications mix and its role.

* Explain the key elements of the marketing communications process.

* Discuss the seven steps in the marketing communications planning process.

* Demonstrate awareness of some of the key ethical and legal issues related to
marketing communications



@ Definitions of marketing communication.

@ Basic instruments of MarCom.
@ Process of communication and its basic elements.
@ Evolution of marketing communication concepts.

@ World discussion on integrated marketing communication.

@ Principles of effective marketing communication:
target audience, choice of medium, message, budgeting,
monitoring and control.
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What is it?
What comes to your mind when you hear the

word « communication »?
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Consediring to the etymological definition or
the original of the word.



Latine word which means to

Communicare Impart or participate
(Verb) or to transmit.




The English word ‘communication” has been
derived from the Latin word, ‘Communicare’ which
means to impart or participate or to transmit. The
word ‘Communicare’ is derived from the root
‘Communis’ which means to make “Common” or
to share with someone In communication.

This emphasizes the importance of sharing
common information ideas and messages, it is not

merely issuing orders and instructions.



So what is communication?.
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We could spend all day defining the word and still it would never be
enough since communicationis very broad in its sense.
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Truly defined communication in a way that all people understand,
we must define all the things that make up affect and effect
communication.
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Various definitions for the word were given by
communication experts, this mainly because there
had been lots of theories that have been proposed
to describe predict and understand the behaviors

and phenomena of wich communication exists.
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Differnt individuals define communication in
different ways depending on how they feel about it.

Since every person understands the world
differentely based on their own point of view.
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Some of these definitions of communication are
given below:
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1- Communication is the intercourse by words,
letters or messages. -Fred G.Meyer.


https://www.geektonight.com/what-is-communication/#communication-definition
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2- Communication is an exchange of facts,
ideas, opinions or emotions by two or more
persons. - W.H. Newman and C.F. Sumer Jr..
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3- Communication is the process by wich
informations are transmitted between individuals
or organizations so that an understanding response
results. Peter Little.
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4- The transfer of information from one person
to another, irrespective of whether or not it elicits
confidence. Harold Koontz & Cyril O. Donell.
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9- Communication is an interchange of
thoughts, opinions, or informations through
speech, writing or signs.  Robert Anderson
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6- Communication is any behavior that results

in an exchange of meaning.
American Marketing Association
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/-Communication is the transfer of
informations from one person to another person. It
is @ way of reaching others by transmitting ideas,
facts, thoughts, feeling and values. Keith Davis.
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8-Communication may be broadly defined as the
process of meaningful interaction among human beings,
more specifically, it is the process by which meanings
are perceived and understanding is reached among
human beings. D.E. McFarlad.
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9- Communication is a process of sharing and
conveying messages or informations from one
preson to another within and across channels,

contexts, media, and cultures.
Steven McCornack 2014
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10- Communication means to inform, to tell, to
show, or to spread informations. Thus, it may be
interpreted as an interchange of thought or
informations to bring about understanding and
confidence for good industrial relations.
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11- Communication can broadly be defined as the
exchange ideas, messages and information between two or
more persons. But we all know that communication is not just
the mere transfer of messages from one person to another.

goes beyond that for there should be mutual
understanding between the persons involved.
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12- Communication is the act of transeferring
information from one person to another person or a group.
Communication Involves at least one sender, a message, and a
receiver; but communication is more than just a transmission
of information. It requires success in transmitting or sending a
message.
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13- Communication is an effective part of the world.

Basically, the process of communication is an effective part
that’s very important for us. It is a part of sharing and creating
different ideas, views, feelings, informations etc. among the
people to build up a good relationship.
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14- Communication happnes in our daily
conversations with people around us, however it is
important to note that unless a common
understanding results from transmission the
information there is no communication.

|
‘ Exchange of / ‘

\ Information




NATURE AND ELEMENTS OF
COMMUNICATION
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Nature Of Communication
(il s Ludl) Jad) dabiia Llas e 5 ke Juai¥) .1
1. Communication is a process(doing things in order).
J(AUAS) (aldad Jlaty) |2
2. Communication is systemic(as system).
A8l dales Jual g1l 3
3.Communication is proactive
ABNA) UG A Jual i) 4
4.Communication has ethical implication
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5.Communication occurs between two or more people.
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6.Communication can be expressed through
words, actions, or both at the same time.
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/.Communication is irreversible
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8.Communication is integrated into all part of our lives

claliay) b Juaiy) .9
9.Communication meets needs
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10.Communication is guided by culture & context

Aluds) ) dalad Ay Juadyl 11
11.communication is learned



FUNCTIONS OF COMMUNICATION
o8 Jiati dadaiall gl de genall Jals JLaiDU Ayl Caills

The major functions of communication within a group or
organization. These are:
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3. Motivating or Persuading: encouraging people or influencing
someone with your thought process. It is highly effective in business
management as well, as managers and leaders have to have the strong
communication skills themselves to motivate their teams.
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4-Reducing Misunderstanding- to reducing confusion, conflict,
and controversies.



ria illeal (5l 3 gaal) sa Jual gill 3 JLEAY A 3RS -5
Aigall 5 duad al) 3Lall & Alladl) ) 3l

s osbsall U B Y5y e gpenll aadie
ria dgdee 8 A LA JlaiV) Gl jlee ¢ SaY) (s st
)l
5- Decision/Choice Making: Communication is the backbone
of effective decision-making processes in personal as well as
professional lives. From management to leaders to lower-level

employees, all use communication practices to participate in
the decision-making process.
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6- Social Interaction(Emotional Expression):

With the help of this function of interpersonal
communication, social relationships build. Social
interaction is used for forming bonds, relations,
Intimacy.

It also helps in creating relationships with internal
and external parties of an organization like employees,
leaders, suppliers, investors, customers, etc(etcetera).



Elements Of Communication

1- Speaker:

The source of
information or
message




Elements Of Communication
o It is also known as the sender or the source.
o Both participants alternate as speaker

o Choose his/her purpose

o Decides how to deliver it




2- Message:

It is the transformation of ideas into
purpose and intents into a code and
asystematic set of symbols.

The information, idea or thoughts conveyed
by the speaker in words and in actions

The message to be sent is bazed on:
o WHY the speaker wants to say it

o WHAT the speaker wants to say
o HOW the speaker wants to say it

=X O
2 oO®



Behaviour /
output

3- Encoding: i

The process of converting

What | understand
N N\
® @

the message into words, <~ el
actions or other forms that ;5;;:;::55 )

the speaker understands

The messenger The recipient

- Thinking before you speak A“‘*““°“““°"e'”c°mm°”
. Encoding / Decoding
- What am | going to say?
- How am | going to say it?
- How am | going to send
this message?

.
.
[ ] .
""""""



4- Channel:

The medium or the means,
such as presonal or non-
personal, verbal or nonverbal,
in speaker understands.

- Ears (Audible)
- Eyes(Visual)
- Skin(Tactile)
- Mouth(Taste)

- Nose(Olfactory) - -




. Communication Process
5 - D e c O d I n g : For successful transmission of information, communication process is essential and

The process of interpreting L | mesmswesssssmm) | *50 |
the encoded message of the P
speaker by the receiver(=

recipient, listner, audience,
decoder)

THE
CHANNEL

ENCODING [l oo Ldlale DECODING
Writing

Graphics
Videos
etc.

RECEIVER

6- Receiver:

The recepient of the
message or someone who

decodes the message.




ELEMENTS OF COMMUNICATION PROCESS
7. Feedback

- The reactions,
responses or
information

. . [ 4 F
Y 1+ |

provided by the 7’ ,,,;c,'-,

2 KINDS OF FEEDBACK

O Positive Feedback

- Confirms the source that the intended
effect of the message was achieved and
tells the source that everything is going in
the desired way.

ONegative Feedback

- Informs the source that the intended effect
of the message was not realized. )



ELEMENTS OF COMMUNICATION PROCESS
8. Context

- Refers to the
interrelated
conditions of
communication
which affect how
people understand
the message.




5 TYPES OF CONTEXT

Physical context -~ includes the setlling where the
communication lakes place, time of the day, the

environmental condition, distance between or among the
communicator. Meeling places must be well-chosen o
avoid ay physical interferences.

. Social context — refers to the nature of relationships
existing between or among the communicators and it also
sets the formality of the interaction.

- Psychological context — involves the communicators’
mood and feeling.

Cultural context — is comprised of the beliefs, values and
norms shared by a large group of people,

Historical context — involves the background provided by
previous interactions between or among communica

which affect understanding of the current exchange.




ELEMENTS OF COMMUNICATION PROCESS NOISE

9. Barrier - Is any barrier to communication
which results to loss of meaning

- The factors that affect the flow of : e
during the transmission.

communication.

LALALA LALALALALALA
KINDS oF NOISE KINDS oF NOISE
a. Physical Noise/ Channel Noise c. Psychological Noise
Such as loud music, irritating engine of a - Occurs when one is thinking deeply

while you listen to your teacher.

b. Physiological Noise
-When the body becomes a hindrance to
good communication.

- For example, because of a headache or
toothache you may not be able to O
effectively listen to a friend.

emotional condition (sadness,
depression, confusion), which
discourages participation in a
communication.



KINDS oF NOISE

. Semantic Noise

-Words are grim, words have multiple
meanings which could have different
interpretations, and subject is too
tough for the receiver to comprehend.
This results in the wrong elucidation
of message.

@



Barriers to communication

different political
Viows
boring m cssa@

‘ SENDER I—b Message —-PI RECEIVER |

\@“‘““D
different religions

speed of dialogue s
: unwillingness to
: listen
lack of interest -
cmotional state
verbal message

differs from
non verbal

Diagran 2 . =
volume of voice

ace difference
lack Of knovvlcdgo A5

about message
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Encoding / Decoding

i3

»
.
L
’
-

2

Channel Receiver

e




Sender

.
2.
x !
4.
S,
6.
s
8.
9.

Context
Sender
Encoding
Message
Channel
Decoding
Receiver
Feedback
Noise

[ Context

(

W Message |™'Decoding” = Receiver

GHANNEL

Noise

" Feedback
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1.Formal Communication
2.Informal Communication
3.Downward Communication

4.Upward Communication
5.Horizontal Communication

6.Diagonal Communication
7.Non Verbal Communication
8.Verbal Communication
9.0ral Communication
10.Written Communication
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https://www.geektonight.com/types-of-communication/#formal-communication
https://www.geektonight.com/types-of-communication/#informal-communication
https://www.geektonight.com/types-of-communication/#downward-communication
https://www.geektonight.com/types-of-communication/#upward-communication
https://www.geektonight.com/types-of-communication/#horizontal-communication
https://www.geektonight.com/types-of-communication/#diagonal-communication
https://www.geektonight.com/types-of-communication/#non-verbal-communication
https://www.geektonight.com/types-of-communication/#verbal-communication
https://www.geektonight.com/types-of-communication/#oral-communication
https://www.geektonight.com/types-of-communication/#written-communication
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Types of Communication hdlll e Jlany)y  Jaalll Jleasy)

» One way and two way G,w)j\ & Jlaiyl g G‘“JM Juaiyl
» Verbal and Non - verbal

AN Juai¥l g ) 3V Juaiy)

» Formal and Informal
» Interpersonal and Intrapersonal
@ odll Juaty!

» Mass communication
» Meta communication (communication barriers)



One Way & Two Way Communication

=
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Sender

Encode

Channel

Receiver

Decode

Verbal and Non - verbal

« Both oral and written

- Always accompanied by non verbal
communication



Verbal Communication

Face to face 4a 3! Leas Letters Ala )l
Telephone i) Notice b~
Interview ¢\l / dllaall Memos 5 Sk

Group discussion Report s
Negotiation U=l Minutes glial pass
Meeting &lais)

e s el e )l e Jua
Meta Communication dk
D e G gaaall 3

Cranall

adall
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On the basis of
Expression/Method/Media

On the basis of
Flow of information

™

On the basis of
Organisational Relationship

Formal
Communication

Horizontal
Communication

Vertical
Communication

Crosswise
Communication

Informal
Communication

.

v

Audio Method

Gesture

Passive Communication

Visual Communication

Communication through Action

Audio Visual Communication




PASSIVE COMMUNICATION

SOFT SPOKE & POOR EYE CONTACT

QUIET r‘e

ALLOW OTHERS TO g
TAKE ADVANTAGE

PRIORITIZES NEEDS LACK OF
OF OTHERS CONFIDENCE

DOES NOT EXPRESS OWN
NEEDS AND WANTS



Types of Communication

BASED ON RELATIONSHIP

1. INTRAPERSONAL
2. TRANSPERSONAL
3. INTERPERSONAL
4. GROUP

5. MASS

BASED ON THE BASIS
OF DIRECTION

1.VERTICAL
2.HORIZONTAL
3.UPWARD

4. DOWNWARD
5.DIAGONAL

BASED ON ORGANIZATIONAL
STRUCTURE

1. FORMAL
2.INFORMAL

ON THE BASIS OF
CHANNELS

1.VERBAL

1.1 ORAL

1.2 WRITTEN
2.NON VERBAL



Formal Communication

* Downward Communication
 Upward Communication

* Two-way Communication

* Horizontal Communication
* Diagonal (Crosswise)Communication
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1. FACIAL EXPRESSIONS
2. GESTURES

3. BODY LANGUAGE

4. TONE OF VOICE

9. EYE CONIACT

6. TOUCH

/. PERSONAL SPACE




Human Body Sounds

www.engdic.org

*Snore

*Groan

*Snort

*Sneeze
Laugh/giggle
*Scream/shout
*Sniff

Sigh

*Grind the teeth
*Whistle
*Belch

*Gasp

*Growl
*Hiccup
*Gargle

Mumble
*Whisper

Clap

*Snap the fingers
Slurp

*Crunch
Cracking the
knuckles

*Cough

*Blow

*Smack the (lips)
*Yawn

Hum

‘Farting



*Snore A

*Groan o gl [ Cpail
*Snort PYER:
*Sneeze _dac
Laugh/giggle dg8g8fSla n

*Scream/shout  is. /3 a
*Sniff

Sigh s
*Grind the teeth 1.y ,, s
*Whistle Yo
*Belch pdiad
*Gasp Cgl
*Growl 5 yaa )
*Hiccup 3 g8
Gargle Bt e

Mumble
*Whisper

Clap

*Snap the fingers
Slurp

*Crunch
Cracking the
knuckles

*Cough

*Blow

*Smack the (lips)
*Yawn

Hum

‘Farting

—
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As I snore loud I thought better one on my

OWII.

*He fell to the floor with a groan.

] gave a loud snort.

‘Tom

He s

let out a loud sneeze.

nould have not laughed at my jokes!

It wi

*He did not give a loud sniff of disapproval.

1 be the scream of a soul dying

*Betsy and I breathed a sigh of relief.

] am

grinding my teeth.
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*The ship whistle shrieked to leave. Bl A8 pa 00a) 5 jliia cdlly]
*He gave a loud belch. e ¢ gy Lia

*She gave a gasp of surprise. alid) e i

] hear a low growl behind her. Ldla 254 3 N

*Did you give a loud hiccup? ;
fdle O pmy Sl Ja

‘He must gargle regularly. ;
I’d been farting mid-night. D) ey e ya “-’*i ST
*Speak up. Don’t mumble! Sl Caatia 8 o )l el i
*He did not speak to me in a it ¥ Jle ¢ saay &S

whisper. Lca Jahalag Al


https://en.wikipedia.org/wiki/Hiccup

*Cl

eS|

ap your hands to keep time.

he hears Ali snapping his fingers

*Do try not to slurp.

] never ever hear a loud crunch.

] often crack my knuckles

My cough troubles her.

*Blow your nose. Don’t sniff!

*The woman seemed to be smacking

her lips over every word.

*Cover your mouth to hide your yawn.

eThe air of the hall heocan +a hiim

Y hual iy Gaa

coghal o Lo e
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Objectives of Communication —
1. Information

2. enquiring

3.supplying or receiving information
4.Advice

5. Suggestion

6. Order

7. Motivation

8. Persuasion

9. Warning

10. Negotiation

11. Education



Need/Purpose of Communication

« Inform

- Advice

« Order

- Motivate

- Negotiate
- Persuade
- Warn

- Educate

Suggest

Ask

Answer
Convey
Train
Command
Counseling
Raise morale
Appreciate
Simply



Objectives of Downward Communication

1. Instructions Sleglatl ]
2. Orders i) 2
3. Education and Training Nl g aidadl) | 3
4. On-the-job training Janll Wy yaill 4
5. Motivation 1@l 5
6. RazsmgMorale 1 sinadl =5 sd 5 6
7. Counselling N7
8. Advice e

' : i aill 8
9. Persuasion T
10. Warning ?my‘ 9
11. Appreciation il 10

paail) 11



Objectives of Upward Communication

—lla -]

Seladll faadlie fosliniad L3

1.Request
2. Application

3. Appeal

llas 4
4. Demand '

! NS o4 5
" .

5. Representation
6. Complaints 535 .6

7. Suggestion aB -



Objectives of Horizontal or Lateral Communication

1. Exchange of Information

2. Requests

3. Discussion

4. Co-ordination

5. Conflict resolution

6. Problem solving

7. Advice

8. Social and emotional support

il glaall Jalus -1

Cllkl) 2

el 3

Gl 4

Slel W s 5

COSL a6
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Receive

Send

EErNC()Che IErICKDCﬁe

\Decode De‘:jde ~ -
o
Signal
Feedback
Channel
Send

message

o
O
O

Receive
message

SENDER RECEIVER

The Shannon-Weaver model of commmunication



1. Linear model
1.1 Aristotle’s Model(Ethos- Pathos- logos) / Rhetorical Triangle
1.2 Lasswell’s Model(who-Says What -In Which Channel-To Whom-With What Effect)
1.3 Shannon-Weaver’s Model
1.4 Berlo’s S-M-C-R Models

2. The interactive model of communication
2.1 Osgood-Schramm Model
2.2 The Westley and Maclean Model

3. The Transactional model of communication

3.1 Barnlund’s transactional model
3.2 Dance’s Helical Model



ETHOS, PATHOCS, LOGCS

ETHOS (ETHICS)

CREDIBILITY
AND TRUST

EXAMPLES

QUCTES FROM
PRCOFESSICNALS,

CELEBRITY COMMERCIALS,

CUSTCMER REVIEWS, ETC

LOGOS (LOGIC)

LOGICAL REASON/
ARGUMENT

EXAMPLES

STATISTICS, FACTS,
LOGICAL ARGUMENTS,
LOGICAL STRUCTURES ,

ETC




Information Transmiltter Reception Destination
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SHANNON-WEAVER'S MODEL OF COMMUNICATION
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Lasswell's Model of Communication

Who In Which With What
Compi kator Who Says What Flar i To Whom Effect
Communicator Message - Receiver

Medium Effect

Says What l l l l
Message

Source Content Medium Audience  Effect
In Which Analysis Analysis Analysis Analysis Analysis

Channel
Medium

Dn. Farndeep FHumar

Assistant Professor

Department of Mass Communication
Pt. CLS Government College, Karnal

With What Haryana, India

Effect
Effect
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The 7 Cs of Effective Communication
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Make objective clear.
Avoid complex words & phrases.

Keep It clear and to the point.
Avoid filler words & sentences.

Be specific not vague.
Use facts and figures to support your message.

,“.\'\'

Try to avoid typos. Use correct facts and figures.
Use the right level of language.

Does your message make sense?
Ensure it flows logically. Avoid covering too much.

Does the message contain everything it needs to?
Include a call-to-action.

Tl NE g Being polite builds goodwill,

Ensure message is tactful.




Communication Skills

7 Cs of EfFfFective Communication

Coherent

Make sure your message
Flows well and laid out
logically

Clear

Be clear about the goal
and purpose of your
message

Complete

Ensure the recipienkt has
everything they need to
understand

Concise

Keep to the point and
keep vour message short
and simple

Concrete

Be clear, not Fuzzy!
Provide dekail, bukt nok
too much detail

Courteous

Your message should be
polite, Friendly,
professional and open

000

Correckt

Make sure your message
is accurate and
grammatically correckt

S W W
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https://shamilaeconomy.blogspot.com/2017/11/blog-post_23.html
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http://masscomm.kenanaonline.net/posts/142686
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AMERICAN MARKETING
ASSOCIATION

Marketing communications are coordinated promotional messages and
related media used to communicate with a market. Marketing communications
messages are delivered through one or more channels such as digital media, print,
radio, television, direct mail, and personal selling. Here you will find a collection of

Marketing News articles and research insights regarding marketing communications.


https://marketing-dictionary.org/advertising-media
https://marketing-dictionary.org/media-channel
https://marketing-dictionary.org/digital-media
https://marketing-dictionary.org/print-media
https://marketing-dictionary.org/television
https://marketing-dictionary.org/direct-mail
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The Role of Marketing Communications

Reminding S

Informing £3u¥)

Persuading gLy
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The Marketing Communications Mix (5% gl Jua®) 7 34
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THE DRINK THAT
KEEPS YOU FEELING FIT
FOR WHAT'S AHEAD

Delicious and Refreshing

Order a 6-Box of Coca-Cola from
your dealer....Keep it cold and
ready to serve in your refrigerator.
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AMOUNT OF DISCOUNT — RATE OF DISCOUNT X LIST PRICE
A=dxL

Net Price (N) = Net Price Factor (NPF) % List Price (L)

N=(1-d)xL or
N=Lx(1-d)




toh WS ale JS8 A padlg Alall ad) G dABNal) (e puadl) (Sa
(A) padll glaia — (L) el mudl =(N) Alal)
(0)aadd) dpd x (L) AW gl = (L) W) el =(N) Alall aud
(d=1) % L =[(d)aeddl 4 - 1)] % ha) jaadl =(N) Aball s

[d - 1)] = (NPF) fball adl Jalaa
(NPF)dball sl Jalra x (L)) jraad) =(N) (lal) sl






JO¥ 53 89.70 Jalay (il o i e %30 pas
u.u;‘

¢ La¥) el (1)
shall el ()

:Jadl

15¥53299.00 = 0.3 + 89.70 = aadll dusi + aadll Hlaie = _La¥l yzdl (1)

>

1252 209.30 = 89.70 - 1Y 52 299.00 =



%30 40 a5 ke 15Y 50 30 (st Lal) ppall Slall jead) sl ;U
:Jal)
(NPF)2ball ) Jalaa x L) aud) =(N) Alall
(N) = (L) %(1 - d) =30 x (1 - 0.30) = $21



%jﬂuy‘ﬁjc‘jy§iQOémy‘OJMu\.SJ.u;d\.L.u:J&A
%30 paiy all

¢4 La

aadll dag (1)

¢ LAl | Ca (W

Slall ¢ ;JA(J\')

Y5227 = 15¥5390 x 0.30 = kel aadll a3 (1)

ID¥5063 = 10¥ 5027 - 15¥ 5090 = flall il ()



DY 53 45.58 dalay sl e (Ao %30 aas -1



1Y 524558 Jilxd sl Jlea e %30 aas -1
stall sl s AaY) ) Glua 1e gllaall




1( JS aadld) Jaza ;49;33
223 15Y 53 280.00 s iy el adall e &l 3l #1560 (1)
5¥ 53 67.20 e

DY 50 129.99 L a5 prall il Clialy )l ldsa ()
1Y 2 84.49 Lilall s e aly

15Y¥ 53 368.99 (Alall b s iy Al 5 (o pall Guls il (7)
1Y 52 81.00 pad 22y



1) Rate of discount = Amount of discount / List Price
d=A/L
d=67.20/280.00 =0.24 = 24.00%

I1) Since Net price = List price - Amount of discount
Amount of discount (A) = List price (L) - Net price(N)
A=L- N
= 129.99 - 84.49 = $45.50
Rate of discount(d) = Amount of discount (A) / List price (L)
d=A/L

=45.50/129.99 =0.350027 = 35.00%

(111) Since Net price(N) = List price(L) - Amount of discount (A)
List price(L) = Net price(N) + Amount of discount(A)
L=N + A =368.99 + 81.00 5 $449.99

Rate of discount = Amount of discount / List price
=81.00/449.99 = 0.180004 = 18.00%
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Direct Personal
Advertising |Sales Promotion| Public relations I ) )
marketing selling
Level of control Medium High Low High Medium
Level of cost High Medium Low Medium High
Level of credibility Low Medium High Medium Medium
High Low Low High High Medium
Level of dispersion
Low Medium Medium High Medium High
Differentiating |  Persuading Differentiating | Persuading Persuading

Primary tasks

Informing

Informing

Reinforcing




Overview of the marketing communication mix

COMMUNICATION MIX |DESCRIPTION

Controlled paid for communication. Consists of communication
ADVERTISING messages initiated by a specific communicatorand disseminated in
the mass media to a defined target audience.

Involves interpersonal communication between sellers and buyers
PERSONAL SELLING _ _
through personal interactions.

Consists of tactical acts to incentivise customers to trial and purchase
SALES PROMOTION Products (e.g., distributing samples, special offers, gifts with
purchase).

Establishing and maintaining favourable relations between an entity
PUBLIC RELATIONS

and its stakeholders




Key differences between push and pull marketing

Key differences

£

=
Push marketing ;ﬁ

Length of time

Fast turnaround with quick results

W
Pull marketing | *

Ongoing with no preset time. Longer time
commitment

Communication
direction

Outbound, Flows one way, from the business to
the customer

Inbound, Is a two-way conversationthat
encourages engagement

Product type

New products or services; products with less
involved purchase decisions

Products and services with more involved purchase
decisions or ones with personal connections

Goals/Objectives

Launch new product or brand; increase sales;
reduce inventory

Build customer relationships, develop and increase
trust

The focus Your company’sbrandidentityand products Helpful content and the customer’s needs
Cost/Budget Higher cost and larger budgets Lower cost but larger time commitment

Show an audience a promotional message Attract an audience by providing helpful resources
The approach P 8 YP SNEP

(outbound marketing)

(inbound marketing)



https://www.pipedrive.com/en/blog/brand-identity
https://www.pipedrive.com/en/blog/customer-needs
https://www.pipedrive.com/en/blog/inbound-marketing
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The Marketing Communication Process s guiill Juaiy) dxlas

@ﬂ Encoding —> 55 = Channel Dncoding

— Receiver
Feedback I
Responseto message
tncoding —— (WO —»  yegia  —— | Decoding | —> Company's
* Advertising Public:
* Personal Selling * Prospects
* PublicRelation * Customers
 Sales Promotion * Employees
* Direct Marketing * Stockholders
* Community

Government
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Orientation

Explanation

Information and promotion

Communications are used to persuade people into product purchase
using mass media communications. Emphasis on rational, product-based
information.

Process and imagery

Communications are used to influence the different stages of the
purchase process that customers experience. A range of tools is used.
Emphasis on product imagery and emotional messages.

Communication resources are used in an efficient and effective way to
enable customers to have a clear view of the brand proposition.

Integration . ) . .
tegratio Emphasis on strategy, media neutrality and a balance between rational
and emotional communication.
Communicationis used as an integral part of the different relationships
Relational that organisations share with customers. Emphasis on mutual value and

meaning plus recognition of the different communication needs and
processing styles of different stakeholder groups.




