PROMOTION
Promotions refer to the entire set of activities, which communicate the product, brand or service
to the user. The idea is to make people aware, attract and induce to buy the product, in preference
over others. or
Promotion is a type of communication between the buyer and the seller. The seller tries to
persuade the buyer to purchase their goods or services through promotions. It helps in making
the people aware of a product, service or a company. It is one of the basic elements of the market
mix, which includes the four P’s: price, product, promotion, and place
.Different methods of promotion are -- personal selling, advertising, sales promotion, direct
marketing publicity and may also include event marketing, exhibitions, and trade shows
INTEGERATED MARKETING CIMMUNICATION ( IMC)
Integrated Marketing Communications is a simple concept. It ensures that all forms of
communications and messages are carefully linked together. At its most basic level, Integrated
Marketing Communications, or IMC, as we'll call it, means integrating all the promotional
tools, so that they work together in harmony.
Integrated Marketing Communications (IMC) is a concept under which a company carefully
integrates and coordinates its many communications channels to deliver a clear and consistent
message. It aims to ensure the consistency of the message and the complementary use of media.
IMC is an integration of all marketing tools, approaches and resources within a company which
maximizes impact on the consumer mind resulting in maximum profit at minimum cost.
MARKETING COMMUNICATION :
Marketing communications refer to the strategy used by a company or individual to reach their
target market through various types of communication. Marketing communication includes
advertising, direct marketing, branding, packaging, sales presentations, trade show appearances
etc.
DEVELOPMENT OR PROCESS OF MARKETING COMMUNICATION
1. Identification of the Target Audience:
The first step in the effective marketing communication process is to identify the target audience.
These audiences may be potential customers or other people that can influence the decisions of
these customers. The audience may include the individuals, groups, general public or special
public. The audience has a direct effect on the decisions of the communication, like what to say?
How to say? And when to say? Etc.

2. Determination of the Communication Objectives:
In this step the marketing communicator should clear the objectives of the communication
process. In most of the situations, the purchase is required by the marketing communicator, but
purchase is made after a prominent customer decision making process. Communication
objectives may be creating awareness, increase in sales, brand image etc
3.

Sender/Encoder:

Sender/Encoder are a person who sends the message. A sender makes use of symbols to convey
the message and produce the required response. Sender may be an individual or a group or an
organization. The views, background, approach, skills, competencies and knowledge of the
sender have a great impact on the message.
The verbal and non-verbal symbols chosen are essential in ascertaining interpretation of the
message by the recipient in the same terms as intended by the sender.
4.

Message:

Message is a key idea that the sender wants to communicate. It is a sign that elicits the response
of recipient. Communication process begins with deciding about the message to be conveyed. It
must be ensured that the main objective of the message is clear.
2. Medium:
Medium is a means used to exchange/transmit the message. The sender must choose an
appropriate medium for transmitting the message else the message might not be conveyed to the
desired recipients.
The choice of appropriate medium of communication is essential for making the message
effective and correctly interpreted by the recipient.
6 . Recipient/Decoder:
Recipient/Decoder are a person for whom the message is intended/aimed/targeted. The degree to
which the decoder understands the message is dependent upon various factors such as knowledge
of recipient, their responsiveness to the message, and the reliance of encoder on decoder.
7. Feedback:
Feedback is the main component of communication process as it permits the sender to analyze
the efficacy of the message. It helps the sender in confirming the correct interpretation of
message by the decoder. Feedback may be verbal or non-verbal. It may take written form also in
form of memos, reports, etc. .

