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What is advertisement consist of?

An advertisement usually consist of :
. The name of the product

2. The selling point of the product
3. How to get the product

4. Interesting design



\\

—

Advertisement

Advertisementis any paid form of non-personal presentation of
iIdeas, goods, services, by an identified sponsors.

Personal Selling is preferred for pharmaceuticals, because it is so
effective - but, it is expensive sometimes to contact everybody in this

way

Advertising is not as direct as personal selling, but you can reach a
lot of people




® Advertisement gives the  most

effective message. It uses some
materials in order to announce,
explain, introduce the features,
benefits and attractive sides of a
place or a thing. Ad provides people’s
needs, wishes and happiness.



® If we analyse ad, we see that ad is
everywhere in this communication age.
TV and internet make ad more
important. You can be trapped by ads
even in the streets. |




® It’s so ordinary that you can see
them everywhere even in leaflets
and brochures.we can understand
that ad can direct our social lives.
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Relationship between Advertising and the Product Life Cycle

Introduction Growth Maturity Decline

Brand Awareness Create Sti
Knowledge Liking
New feature Preference

Benefit Convictio
Scope of use CompaygisSon
of existing product

eat purchase
More usage

Sales

Information Persuasive Reminder-oriented
Advertising Advertising Advertising

—» Time




Developing and managing an advertisement program

Money

Mission

Sales goals
Advertising objectives

Factors to consider:

Stage in PLC

Market share and
consumer base

Competition and clutter

Advertising frequency

Product substitutability

Message generation

Message evaluation
and selection

Message execution

Social-responsibility
review

Measurement

Media

Communication impact
Sales impact

Reach, frequency, impact

Major media types

Specific media vehicles

Media timing

Geographical media
allocation




Advantages and Disadvantages of the Various Advertising Media

Media

Newspapers

Magazines

Television

Advantages

Flexibility

Community prestige

local mkt coverage
Reader control of exposure
high believability

Selectivity (geo and demo)
Quality reproduction

Long life

Prestige associated with
some magazines

Extra services

Great impact
Mass Coverage
Repetition
Flexibility
Prestige

Disadvantages

Short lifespan
Hasty reading
Poor reproduction

Lack of flexibility

High cost
High clutter
Lack of selectivity



Advantages and Disadvantages of the Various Advertising Media

Media
Radio

QOutdoor

Advertising

Direct Mail

Advantages

Low cost
Practical audience
selection

Mobility

Quick communication of
simple ideas

Repetition
Ability to promote products
available for sale nearby

Selectivity

Intense coverage
Speed

Flexibility of format
Complete information
Personalization

Disadvantages

Temporary nature of
message
Little research information

Limited audience

No creative

High cost per person
Dependence on quality of
mailing list

Consumer resistance



Major Sales Promotion Tools

Sample i\> Trial amount of a product
Coupons —'\ Savings when purchasing specified
—/ products
B\
Cash Refunds _}) Refund of part of the purchase price
Price Packs _’> Reduced prices marked on the label or
— package
Premiums ﬁ> Goods offered free or low cost as an
Y incentive to buy a product




Major Sales Promotion Tools

Sample Trial amount of a product

Savings when purchasing specified

Coupons
products

Cash Refunds Refund of part of the purchase price

Reduced prices marked on the label or

Price Packs
package

Goods offered free or low cost as an

Premiums : _
incentive to buy a product
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Major Sales Promotion Tools

Patronage Rewards

Cash or other rewards for the use of a certain
product

Displays and demonstrations that take place at

Point-of-Purchase the point of sale

Contests Consumers submit an entry to be judged

Presents consumers with something every time

Game they buy

Sweepstakes [> Consumers submit their names for a drawing



Steps in Effective Selling

Prospecting/Qualifying
S

Preapproach
k1

Approach
B O

Presentation
S )

Overcoming objections
- ™

.

Closing
-

Follow-up






Learning Objectives ("

m To describe the functions of packing

m To understand several types of packing

m To learn different Marks of packing

m To know how to send a packing instruction
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1. The functions of packing

e Packing is of great importance in foreign trade.

e Whatever mode of transport is adopted, most of the
goods to be transported need packing before they are
sent. Not only does packing help promote sales,
reduce warehousing cost, freight and damages, it also
reflects a country’s achievements in science,
technology, art and culture.
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The functions of packing

e The ultimate purpose of packing Is to keep the
transported goods in perfect condition with nothing
missing on arrival. Good packing must be able to
stand the roughest transportation. It has been
estimated that as much as 70% of a11 cargo loss

could be prevented by proper packaging and
marking.
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2. Tvpes of packinc

(1) Large packing.”outer packing
Large packing/outer packing is packing for
transportation. Transport packing is done mainly to
keep the goods safe and sound during
transportation. It must not only be solid enough to
prevent the packed goods from any damage, but

also be pilferage-proof, easy to store, convenient to
load and unload.

Ll




(2) Small packing.”inner packing

Small packing,” inner packing is packaging for
sales. Sales packing is done mainly to push sales. It
aids marketing, consumer advertising, display,
presentation, protection, handling and self-service
retailing. It is now universally recognized as a
decisive aid in selling household consumer goods. It
can be realized in various forms and with different
materials as long as it is nice to look at, easy to
handle and helpful to the sales.
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(1) Transport marks
(2) Directive marks
(3) Warning marks
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1) Transport marks

Transport marks often consist of:
1) consignor’s or consignee’s code name,

2) number of the contract or the L,/C,

3) the port of destination,

4) numbers of the packed goods,

5) the name of the country of origin of the goods,
6) weight and dimensions
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All of these can greatly facilitate identification and
transportation.

For example:
KDK 100x45x45¢cm
KUWAIT Gross weight: 47 kilos
Nos. 1-100 Tare: 2.5 kilos
MADE IN cHINA | Net weight: 43.5 kilos
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Guidelines for Writing ("""

4. Letters regarding packing issues

1. Buyer giving instructions of packing

2. Exporter giving suggestions of his customary packing
3. Packing requirements concerning outer packing

4. Packing requirements concerning shipping marks
5

6

I

Packing requirements concerning inner packing
Clarifying packing clause

. ﬁIrﬁriper packing causing damage






