Module 13
Promotion Strategy/Communication Strategy 
1.
The aim of promotion - AIDA

2.
Different aspects of promotion - advertising, personal selling, sales promotion, publicity

3.
Constraints on Global Communication Strategies (transferability of advertisements) and Some Possible Solutions

(a) Language Barriers


Problem


Translation errors relating to simple carelessness or words with multiple meaning


Possible Solutions


Involve local advertising agencies


Do not translate the slogan into local language. Use the English Slogan (ie., Coke is It)

(b) Cultural Barriers


Problem


Biggest stumbling block because culture influences the communicate process


Some Problems and Solutions


Religion

High and Low Context Cultures

Geert Hofstede cultural classification scheme


Power distance, uncertainty avoidance, masculinity/femininity, individualistic/ group

© Implementation Barriers (Media Infrastructure)


Problems


Availability of statistics for media readerships, habits


Print quality of magazines and newspapers


Paper shortages can limit the amount of space available


Billboards can be controlled by media barons that often discriminate against foreign businesses


No guarantee that the newspaper/TV ad will run on the agreed date or if it will run altogether

(d) Legislative Barriers (advertising regulations)


Major Forms

Advertising of “Vice Products” and Pharmaceuticals


Comparative Advertising


Content of Advertising Message


Advertising Toward Children


Use of local language or commercial produced with local talent


Some Solutions


Keep track of regulations and pending legislation


Lobbying activities


Challenge regulations in court


Adapt marketing mix strategy

(e) Competitive Barriers


Desired position in the local market may already be taken by a competitor.  If this the case, you may have to select a different position

4.
Message Strategy - Whether to Standardize or Localize

Merits of Standardization

Economies of scale

Consistent Image

Global consumer segments

Creative talent

Cross-Fertilization

Merits for Localization

Cultural Differences

Advertising Regulations

Market Maturity

“Not-Invented-Here” (NIH) Syndrome

5.
Global Media Decisions

Media Infrastructure


Availability of media choices


Accessibility


Media costs


Media habits

6.
Other Forms of Communication

Foreign Sales Promotions

Desire for a product because you get something for nothing - increase sales

Directed towards building morale of sales-force

Compel dealers to carry stocks

Devices of sale promotions are classified based on function to be performed and target market it is directed at

Function to be performed

New Products - free samples, price-off coupons, refund offers

Encouraging Greater Use of Products - Price-off deals, premiums, contests, and sweepstakes

Retail Level - Trading stamps, retailer coupons, and point of purchase demonstrations

Target market

Consumer - 

Dealer and/or distributor -assistance is store layout, cooperative advertising, dealers’ sales training, POP material

In sale promotion, once again be concerned about the culture, legal restrictions, political ramifications etc.

