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Marketing-communication strategy and consumer behavior

Marketing-communication mix

Marketers communicate information about their products or services and try to persuade consumers to buy these. Marketing communication results in environ-mental stimuli created to influence consumers' cognitions, attitudes and behaviors. The major marketing-communication instruments are advertising, sales promotion, personal selling, and publicity (marketing-PR). Further marketing-communication instruments are sponsorship, in-store communication, direct-marketing communication, trade shows and exhibitions. The combination of some of these instruments is the marketing-communication mix. Most successful products and brands require marketing communication to create a sustainable dif​ferential advantage over their competitors. Through the use of marketing communi​cation campaigns companies are able to inform consumers about product attributes, prices and places where products are available. This information may save consumers both time and money by reducing the costs of search.

· Advertising

Advertising is any paid, non-personal presentation of information in mass media about a product, brand, company or store. It usually has an identified sponsor. Much advertising is intended to influence consumers' images, beliefs, and atti​tudes towards products and brands, and to influence their behaviors. In fact, advertising has been characterized as image management, creating and main​taining images and meanings in consumers' minds. Advertisements may be conveyed via a variety of media: television, radio, print (magazines, newspapers), billboards, signs, and miscellaneous media such as hot-air balloons and T-shirt decals. Although the typical consumer is exposed to literally hundreds of adver​tisements daily the vast majority of these messages receive low levels of attention and comprehension. Thus, it is a major challenge for marketers to develop adver​tising messages and select media that expose consumers, capture their attention and generate the appropriate comprehension processes and attitude change.

· Sales promotion

Sales promotions are direct inducements to the consumer to make a purchase. This is done by either a temporary price discount or giving away additional value (premium) with the purchase of a product. Although TV advertising may be more glamorous, more money is spent on sales promotion techniques. Sales promotion may be defined as a temporary improvement of the price-value ratio, in order to increase sales. The key aspect of sales promotions is to move the product today not tomorrow. In sum, most sales promotions are oriented at changing consumers' short-run purchase behaviors. The exception are the​matic promotions, in which premiums are given away even if no product has been bought, for instance giving away small gifts to children.

· Personal selling

Personal selling involves direct interactions between a salesperson and a poten​tial buyer. Personal selling can be a powerful communication method, although it is an expensive one. Because two-way communication is possible, situation involvement tends to be fairly high and salespeople can adapt their sales presen​tations to influence consumers effectively Certain products are heavily promoted through personal selling. Life insurance, cars, computers and houses are examples. As the costs of direct, face-to-face selling increase, personal sell​ing by telephone, called telemarketing, has become increasingly popular.

· Publicity

Publicity is any unpaid form of communication about the marketers' company products or brands. For instance, an article in PC World comparing various brands of laptop portable computers provides useful product information to consumers, at no cost to the marketers of the computers. Similarly descriptions of new products or brands, brand comparisons in trade journals, newspapers or newsmagazines, or discussions on radio and TV provide product information to consumers. Marketing-PR is the instrument to create to contact journalists. Free publicity can be either positive or negative, of course.

Another type of publicity reached through marketing-PR is a thematic contest or other happening around the brand, for instance organizing the Camel Trophy, an international contest with Land Rovers in a rough terrain. This creates free pub​licity in newspapers. It comes close to sponsorship of a sports, or other event.

Publicity may be more effective than advertising, because consumers may not screen out the messages so readily. In addition, publicity communications may be considered more credible, because they are not being presented by the marketing organization. Publicity is difficult to manage, however. Marketers sometimes stage 'media events' in the hope of generating free publicity. They hope that the media will report the event and perhaps show a picture of the product. Companies have little control over what type of publicity (if any) would result, however.

In sum, marketers can choose from among many different marketing-communication strategies. They often combine several different instruments into an overall strategy called the marketing-communication mix. Table 1 summarizes advantages and disadvantages of each type of marketing-communication strategy.

Table 1: Some advantages and disadvantages of major marketing communication instruments.

Advertising

Advantages: 
Can reach many consumers simultaneously. 

Relatively low cost per exposure. 

Excellent for creating brand images. 

High degree of flexibility.

Variety of media to choose from. 

Can accomplish many different types of marketing communication objectives.

Disadvantages:
Many consumers reached are not potential buyers (waste of marketing communication money). 

High visibility makes advertising a major target for marketing critics.

Advertising exposure time is usually brief. 

Advertisements are often quickly and easily screened out by consumers.

Personal selling

Advantages:

Can be the most persuasive promotion tool. 

Salespeople can directly influence purchase behaviors.

Allows two-way communication. 

Often necessary for technically complex products. 

Allows direct one-on-one targeting of marketing-communications effort.

Disadvantages:
High cost per contact.

Sales training and motivation can be expensive and difficult.

Personal selling often has a poor image, making sales force recruitment difficult.

Poorly done sales presentations can hurt sales as well as company product and brand image.

Sales promotion

Advantages:
Excellent approach for short-term price reductions for stimulating demand. 

A large variety of sales promotion tools. 

Can be effective for changing a variety of consumer behaviors.

Can be easily tied in with other promotion tools.

Disadvantages:
May influence primarily brand loyal customers to stock up at a lower price but attract few new customers.

May have only short-term impact. 

Overuse of price-related sales promotion tools may hurt brand image and profits. 

Effective sales promotions are easily copied by competitors.

Publicity (marketing-PR)

Advantages:
As 'free advertising', publicity can be positive and stimulate demand at no cost. 

May be perceived by consumers as more credible, because it is not paid for by the seller. 

Consumers may pay more attention to these messages, because they are not quickly screened out as are many advertisements.

Disadvantages:
Company cannot completely control the content of publicity messages. 

Publicity is not always available. 

Limited repetition of publicity messages. 

Seldom a long-term marketing communication tool for brands.

Publicity can be negative and hurt sales as well as company product and brand images.

General communication model

The various marketing-communication methods described above are the most direct ways that marketers-communicate with consumers. Developing a success​ful marketing-communication strategy then, is largely a communication problem. Figure 1 presents a simple model that accounts for how a message is commu​nicated from a source to a receiver. The source of the communication, the manufacturer of products, service provider or propagator of ideas, determines which information is to be conveyed. The message is encoded, that is, translated into appropriate symbols, and transmitted (through a medium) to a receiver (consumer). The receiver must decode the message, that is, interpret the sym​bols/comprehend the message, and take appropriate action, such as purchase.
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Figure 1: Marketing communication process.

Figure 1 also shows the relevant agents and stimuli involved in each of these stages and the major activities that occur at each stage. Although each stage is important to the success of marketing-communication strategies, two are especially critical. The first occurs when the marketer/source creates (encodes) the marketing-communication message to convey a particular meaning. The second critical stage occurs when consumers are exposed to the marketing-communication message and interpret (decode or comprehend) it. A huge amount of research has addressed each of these stages and activities in the com​munication process.

· Source effects

The source of a marketing-communication message influences its effectiveness. For instance, salespersons, whom customers perceive as credible, trustworthy, expert, and similar to themselves are often more effective than other salesper​sons. Celebrity spokespersons are often hired to appear in TV and radio advertisements where they serve as the source for messages about the product.

· Message effects

The actual informational content of the message influences its effectiveness. The larger the print advertisement, the higher the coupon value, the bigger the sweepstakes or contest prize, the more attractive the package premium, the more effective the marketing-communication strategy is likely to be, all other things being equal. In general, marketers must trade off making the message attractive enough to stimulate sufficient consumer response against making it small enough that the costs do not outweigh the benefits.

· Media effects

Marketing-communication strategies can be delivered via a variety of media, each of which has an influence on the effectiveness of the marketing communi​cation. Advertisements can be placed in many different media, each with distinct advantages and disadvantages, as shown in Table 2.

· Receiver characteristics

The success of a marketing-communication campaign will be affected by the characteristics of the consumers who receive it. Foremost among these factors are the consumers' knowledge about and enduring involvement with the prod​uct or brand being promoted. Another important receiver characteristic is consumers' deal proneness, their general inclination to use promotional deals such as buying on sale or using coupons. Some consumers are much more likely to respond favorably to sales promotions than others who consider them a waste of time.

· Actions

Although the key consumer action of interest to marketers is purchase of the promoted product or brand, other behaviors may also be the targets of marketing​ communication strategy. For instance, some marketing communications are intended to generate store contact or to build store traffic. Other campaigns may attempt to stimulate word-of-mouth communications between consumers.

Table 2: Advantages and disadvantages of advertising media.

Advantages



Disadvantages
Newspapers

Short closing data


Many competing ads

Quick response
Less control over page position




Geographical segmentation
Poor reproduction quality

Magazines

High reproduction quality
Long closing date




Prestige of medium

Delayed response

Television

Sight and sound


TV clutter




Product demonstration

No complex information




One message at a time

Intrusiveness

Radio


Intimacy, humor


No visual component




Relatively inexpensive

Easily avoided by customers









Less attentive listening

Direct mail

Personalized



Government regulation




High reproduction quality


Measurable

Posters

Color, large size 


No complex information

High reproduction quality
no audience research

Point of sale

Immediacy at point of 

Retailer cooperation needed




purchase

Three-dimensional display
Difficult pinpointing audience

· Managing marketing-communication strategy

Developing and implementing an effective marketing-communication strategy is a complex, difficult task. Although no single approach or 'magic formula' can guarantee an effective marketing-communication mix, the following steps iden​tify the key activities in managing marketing communication strategy:

(1)

Analyze consumer/product relationships.

(2)

Determine marketing-communication objectives and budget.

(3)

Design and implement the marketing communication strategy.

(4)

Evaluate effects of the marketing-communication strategy.

Analyzing consumer/product relationships

Developing an effective marketing-communication strategy begins with an analy​sis of the relationships between consumers and the products or brands of interest. This requires identifying the appropriate target markets for the product or service. Then, marketers must identify consumer needs, goals and values, their levels of product and brand knowledge and involvement, and their current atti​tudes and behavior patterns. In short, marketers must strive to understand the relationship between their target consumers and the product or brand of interest.

When dealing with a new product or brand, marketers may have to conduct considerable marketing research to learn about the consumer/product relationship. This research could include interviews to identify the dominant means-end chains that reveal how consumers perceive the relationships between the product or brand and their own self-concepts and values. Other methods might include group discussion interviews, concept tests, attitude and use surveys, and even test marketing. For existing products and brands, mar​keters may already know a great deal about consumer/product relationships. Perhaps only follow-up research might be necessary here.  

· FCB Grid

Table 3 presents a simple grid model used by Foote, Cone and Belding, a major advertising agency to analyze consumer/product relationships. The Grid also shows the typical locations of several different products. The FCB Grid is based on two concepts: consumers' involvement and their salient knowledge, meanings and beliefs about the product.

Consumers have varying degrees of felt involvement (enduring plus situa​tion involvement) with a product or brand, denoted as lower or higher involvement in the grid model. Moreover, various types of knowledge, meanings and beliefs may be activated when consumers evaluate and choose among alter​native products or brands. Some products are considered primarily in terms of rational factors, such as the functional benefits of using the product. These are termed 'think' products in the grid model. Included in this category are such products as investments, cameras and car batteries, all products purchased pri​marily for their functional consequences.

In contrast, 'feel' products are considered by consumers primarily in terms of non-verbal images (visual or other types of images) and emotional factors, such as psychosocial benefits and values. For instance, products' purchased pri​marily for their sensory qualities, such as ice cream, soft drinks, cologne, as well as products for which emotional consequences are dominant, flowers or jewelry are feel products in the FCB Grid. An example of the practical application of this concept can be seen in the use of scent strips for perfume products, which allow consumers to experience 'feel' products. Marketing research shows that consumers are more likely to buy products that they have sampled. Scent strips can be placed on advertisements that can be seen (and smelled) by millions of consumers. Scent strips appear to be a very effective marketing communication device. Scented strips make sampling easier and a lot less expensive.

Because the consumer/product relationships are quite different in the four quadrants of the grid, the FCB Grid also has implications for developing marketing-communication strategy including developing creative advertising, measuring advertising effects and selecting media in which to place advertisements.

Table 3: FCB Grid for analyzing consumer/product relationships.

Involvement

'Think' products


'Feel' products

High


Individual retirement account
Car





35 mm camera


Wallpaper





Refrigerator



Perfume





Car battery

      Low


Insecticide



Greeting card





Clothes pins



Rum










Ice-cream bar

The appropriate marketing-communication strategy depends on the product's position in the grid. Sometimes, a product can be 'moved' within the grid. In gen​eral, FCB has found that traditional 'think' products often can be marketed successfully using feel advertising marketing-communication strategies. In sum, the FCB Grid model illustrates how a careful analysis of the consumer/product relationship can help in the development of effective marketing-communications.

Marketing-communication objectives

Marketing-communication strategies can have behavioral, attitudinal and cognitive effects on consumers. Thus, marketing-communication may be designed to meet one or more of the following eight objectives. Category need, awareness, knowledge, facilitation, intention, and post-purchase knowledge structuring are cognitive objectives. Attitude and satisfaction are affective objectives. Behavior is obviously a behavioral or conative objective.

1. Category need

Consumers' perception of a need, that can be satisfied with the product. Category need is often an objective during the first stage of the product life cycle. During this stage, consumers have to be informed about the benefits of the product, for exam​ple an interactive CD-player, rather than the brands. Collective campaigns, for instance for cheese, potatoes or travel insurance, have a category need objective.

2. Brand awareness

Brand awareness is consumer association of a brand with a product category, for example the Nissan 3OOZX as a sports car. This may be new knowledge or a reminder. If consumers actively remember a brand, it is called active brand awareness, If consumers only recognize a brand in a choice situation, it is called passive brand awareness. Active brand awareness is needed, if consumers have to remember the brand themselves in a choice situation. Passive brand aware​ness is needed, if the brand names are available in the choice situation, for example self-service stores.

3. Brand knowledge

Brand knowledge and beliefs are more extensive than brand awareness. It is the knowledge of brand characteristics, benefits and meanings. In later stages of the product life cycle, brands will often be differentiated and this differentiation has to be communicated to target groups.

4. Brand attitude

Brand attitude is an evaluation of the brand in terms of favorableness. Brand attitude may be a global affect or an articulated evaluation of beliefs.

5. Behavioral/purchase facilitation

Purchase facilitation is information of how and where to purchase the brand, including location of the store and methods of payment. It is actually not infor​mation about the product or brand, but about the other relevant marketing-mix elements (price and distribution).

6. Behavioral/purchase intention

Intention is close to behavior. It is a consumer plan to visit a specific store or to buy a specific product or brand in the future or a plan to engage in another specific behavior.

7.  Behavior, purchase

Store traffic, store patronage, purchase of the brand or other specific behavior, such as returning a response card or calling a telephone number with a request for more information. The communication objective may be to change or to reinforce the behavior.

8.  Post-purchase satisfaction

Increasing the user satisfaction with the brand is a major objective. For fast moving consumer goods, it may be the most important communication objective to keep customers. Another post-purchase objective is to structure the brand knowledge of users in order to increase their satisfaction and commitment. Many consumers tend to read advertising of the brand they just purchased in order to decrease their cognitive dissonance and to find arguments supporting their choice.

Before designing a marketing-communication strategy, marketers should deter-mine their specific marketing-communication objectives and the budget available to support it. The long-run objective of most marketing-communication strategies is to influence consumer behavior, especially store patronage and brand pur​chase. Many marketing communications are designed to directly and quickly affect consumer purchases of a particular brand. For example, the rebate programs and low-interest financing offered by car manufacturers are intended to stimulate short-run sales of certain makes and models. Finally many marketing communications have multiple objectives. For example, some food companies frequently use a sales promotion strategy of placing coupons on the package. This promotion is designed to stimulate immediate sales and to encourage repeat sales, with the long-run goal of creating more brand-loyal consumers.

Some marketing-communication campaigns are designed to first influence consumers' cognitions and attitudes in anticipation of a later influence on their overt behaviors. When a new product or brand is introduced, a primary objec​tive for advertising marketing communications may be to create awareness of the product and some simple beliefs about it. Marketers also try to generate publicity for new products for these reasons, as well as to create a favorable brand image. These cognitions are intended to influence sales behaviors at some later time.

Designing and implementing marketing-communication strategy

Designing alternative marketing-communication strategies and selecting one to meet the marketing-communication objectives is based largely on the con​sumer/product relationships that have been identified through marketing research. Implementing the marketing-communication strategy may include creating advertisements and running them in various media, designing and distributing coupons, putting salespeople to work and developing publicity events. Many of these tasks may be done with the aid of an advertising agency or a marketing-communication consultant.

· Designing marketing-communication strategies

Consider the various consumer segments portrayed in Table 4. These groups are defined by consumers' purchase behavior and attitudes towards a brand. 

Table 4: Consumer segments and vulnerability





Attitude toward our brand

        Purchase pattern

Like


Neutral


Dislike

        Buy regularly
Brand loyal

Regular customers vulnerable to competition

        Buy occasionally

Occasional customers to our brand, vulnerable to competition

        Never buy


Loyal to other brands, vulnerable to our brand
Forget it!

Consumers who dislike the brand and never buy it are not likely to be persuaded by any marketing communications and can be ignored. On the other hand, con​sumers who never buy the brand but have a favorable (or at least neutral) attitude towards it are vulnerable to the company's marketing communications. Free samples, premiums, contests or coupons may encourage these consumers to try the brand and move them to an occasional user segment. Occasional pur​chasers of the brand are vulnerable to the marketing-communication strategies for competing brands. In that situation, a marketing-communication objective might be to encourage repeat purchases of the brand.

Finally brand-loyal consumers who like a company's brand and purchase it consistently can be influenced by marketing communications designed to keep them happy customers. The airlines have used a phenomenally successful mar​keting communication, commonly called 'frequent flyer programs', to reinforce the attitudes and purchase behavior of their frequent customers. Consumers rack up mileage on flights taken with the airline and receive free trips when sufficient mileage has been accumulated. The programs are sup​posed to be limited to frequent flyers, usually defined as those taking 12 or more plane trips per year. In any case, these incentive programs have seemed so successful that they are being copied by other types of companies. Now an increasing number of companies from banks to retailers to car rental agencies are trying to mimic the airlines' success with frequent-buyer programs of their own by giving 'airmiles'. Under these plans, customers accumulate points, usu​ally based on money spent, that can be cashed in for prizes, discounts or indeed free airline tickets.

Phone calls by salespeople to 'check up on how things are going' may rein​force customers' attitudes, satisfaction and intentions to repurchase when the need arises. Finally marketing communications can inform current consumers of new uses for existing products.

Three important points must be kept in mind. First, appropriate marketing-communications depend on the type of relationship consumers have with the product or brand, especially their level of enduring involvement. Second, marketing-communication methods vary in their effectiveness for achieving cer​tain objectives. Personal selling, for example, is usually more effective for closing sales. Advertising is more effective for increasing brand awareness among large groups of consumers. Third, marketing-communication objectives will change over a product's or brand's life cycle as changes occur in consumers' relation​ships with the product and the competitive environment. At the introduction stage, category need and brand awareness are important; at later stages brand knowledge, attitudes, intentions and satisfaction are important. A marketing-communication strategy that worked well when the product was introduced is not likely to be effective at the growth, maturity or decline stages of the life cycle.

· Developing advertising strategy

A number of factors must be considered in developing advertising strategy. One model of advertising strategy identifies live key elements, presented below:

(
Driving force: The value orientation of the advertising strategy; the end 
goal or value on which the advertising is focused.

(
Consumer benefits: The key positive consequences for the consumer that are to be communicated in the advertisement, either visually or verbally.

(
Message elements: The Concrete or abstract product attributes or features that are to be communicated in the advertisement, either verbally or visually.

(
Leverage point: The specific way in which the value or end goal is linked to the specific features of the advertisement; the 'hook' that activates or taps into the driving force.

(
Executional framework: All the details of the advertising execution: models, clothes used, setting, as well as the overall scenario or action plot, the adver​tisement's overall theme or style, the vehicle for communicating the means-end message.

Each of these advertising strategy factors requires many decisions by marketing and advertising agency personnel. As we have seen, the first step in developing an advertising strategy is to analyze the consumer/product relation​ship. Means-end measures of consumers' knowledge structures are useful for this purpose. From a means-end perspective, the end goals or values that con​sumers seek to achieve are the key to developing effective advertising strategies. The marketer must select the key value, end state, goal or benefit to be commu​nicated in the advertisement. Then, the marketer must communicate that the product attributes can achieve or satisfy this end goal or value.

The attribute, consequence, and value levels of product knowledge in a means-end chain are directly related to three of the major decision elements of advertising strategy. Knowing consumers' salient product attributes help mar​keters decide which message elements to include in an advertisement. Should ads for Golden Wonder crisps emphasize their flavor or crunchiness? Data about the important functional consequences consumers perceive can help identify the key consumer benefits to be communicated. Are Golden Wonder crisps for snacking or an accompaniment for sandwiches? Values or end goals are directly related to the driving force of the advertising strategy.

Finally developing the executional framework and the leverage point requires selecting and putting together the specific executional aspects of an advertisement. The product attributes mentioned or shown, the models used, the camera angles, the plot, the various cuts to different scenes, and soon, to effec​tively communicate the connection between the product and the basic needs, goals and values the consumer is seeking. These decisions require creative imag​ination that can be guided by means-end data. This is a convenient framework that organizes and gives focus to the many decisions. Generally it should pro​duce more coherent and effective advertising that communicates complete means-end meanings.

· Developing personal selling strategies

The process of developing a personal selling strategy is illustrated in Figure

2. The model is referred to as ISTEA, which stands for impression, strategy

trans​mission, evaluation and adjustment. 
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Figure 2: A model of the personal selling process

This model suggests that salespeople's influence depends on their skills at performing five basic activities:

(1)

Developing useful impressions of the customer.

(2)

Formulating selling strategies based on these impressions.

(3)

Transmitting appropriate messages.

(4)

Evaluating customer reactions to the messages.

(5)
Making appropriate adjustments in presentation should the initial approach fail.

According to this model, the personal selling process works as follows. In the first activity, the salesperson combines information gained through past experience with information relevant to the specific interaction to develop an impression of the customer. Salespersons can derive information about their target customers by examining past experiences with this and other customers, by observing the target customer during an interaction, and by projecting themselves into the target customer's decision-making situation.

In the second activity; the salesperson analyses his/her impression of the cus​tomer and develops a communication strategy, which includes an objective for the strategy, a method for implementing the strategy and specific message formats.

Having formulated the strategy, the salesperson transmits the messages to the customer. As the salesperson delivers the messages, he or she evaluates their effects by observing the customer's reactions and soliciting opinions. On the basis of these evaluations, the salesperson can make adjustments, by either refor​mulating the impression of the customer, selecting a new strategic objective or changing the method for achieving the strategic objective or the salesperson can continue to implement the same strategy.

Although this model was developed for industrial (business-to-business) marketing situations, it is consistent with the communication approach to con​sumer marketing communication. The model emphasizes analysis of the customer as the starting point for strategy development. Research confirms that impression formation (consumer analysis) and strategy formula​tion by salespeople improved their sales performance.

Evaluating effects of marketing-communication strategy

Evaluating the effects of a marketing-communication strategy involves comparing its results with the objectives. For example, clearly stated cognitive objectives such as increase brand awareness by 25 per cent, are relatively easily evaluated, although different methods of measuring awareness may give different results. Moreover, it is often difficult to determine whether a change in brand awareness resulted from the marketing-communication strategy or from something else, such as word-of-mouth communications. Similarly, marketing-communication objectives stated in behavioral terms, such as increase the overall sales of the brand by 10 %, are often hard to evaluate. It is often difficult to determine what factors caused a sales increase. Increases in competitors' prices, opening new sales territories and outlets, and various other factors may be responsible for the increase in sales. Likewise, if sales decrease or remain the same during the campaign period, it is difficult to determine whether the communication strategy was ineffective or whether other factors were responsible for the effect.

Sales promotion tools such as coupons are used to stimulate short-term sales, and coupon redemption rates can give a good idea of the effectiveness of the sales promotion campaign. The sales revenue and gross contribution achieved by salespeople can also be compared to determine their relative effec​tiveness. Experimental approaches and other research (surveying target consumers' recall and recognition of advertisements and brands) can also be used to examine the effects of advertising. In sum, while measuring the effective​ness of marketing communication strategies may be difficult, marketers do have methods for estimating these effects.

· Measuring advertising effects

Because the major impact of advertising tends to be on consumers' cognitions, measuring its effects is often difficult. Given that the costs of advertising are very high, marketers have tried to develop measures of the communication effectiveness of advertisements. This is usually called copy testing. Two types of measures are most common: recall and persuasion (belief and attitude change). Advertising recall measures have been attacked for not really measuring the important impacts of advertisements. For certain types of advertisements (reminder or image ads) recall may be an important objective, but note that brand recall is more relevant than advertisement recall. Some advertisements are intended to create high levels of brand or product awareness, and a measure of top-of-mind awareness (TOMA) such as brand name recall may be quite appropriate. Advertising research methods include concept tests, pre-tests, post-tests, and campaign evaluation or tracking research.

· Concept test

The concept is the 'creative translation' of the advertising proposition or mes​sage into consumer language and interests. In a concept test, the advertising concept is tested, including comprehension, thoughts, feelings, and sponta​neous associations with the concept. Is the concept attractive, convinc​ing, credible, persuasive, and understandable even with a brief exposure?

· Pre-test

Pre-test research is normally done when the advertisement or commercial is almost finished, but before the ad is placed in the media. It is a last check whether the ad will deliver the message to the audience. Barriers in the communication and misperceptions may be detected and can be 'repaired'. Advertisements with very favorable pre-test outcomes may be placed more frequently in the media, whereas advertisements with less favorable results may get a lower frequency or may not be placed at all. 

· Post-test

A post-test is a measure after the advertisement or commercial has been placed in the media. Recall and recognition are post-test measures. Post-tests are used to assess whether the ad delivers the message in a realistic broadcast situation. It might be even a measure of the reach of the campaign.

· Campaign evaluation

Campaign evaluation is broader than a post-test, because it concerns the effects of a campaign with many ads and not of a specific advertisement or commercial. For campaign evaluation, pre- and post-measures are needed to assess the changes caused by the campaign, for example changes in brand awareness, TOMA, atti​tude, knowledge and intention. This is also called monitoring or tracking research, if the advertiser polls consumers regularly about these effect measures.

· Marketing-communication environment

The marketing-communication environment includes all marketing-communication instruments marketers use to influence consumer cognitions and behaviors: advertising, sales promotions, personal selling and publicity. The marketing-communication environment also includes the physical and social environment in which the campaigns are experienced. Many of these factors can affect the suc​cess of a campaign. In this section, we discuss three environmental factors that can influence advertising and sales promotion strategies: clutter, level of competi​tion and types of advertising executions.

1.  Communication clutter

A key marketing-communication objective is to increase the probability that con​sumers come into contact with, attend to and comprehend the message. In recent years, however, competition has so increased that the effectiveness of any given marketing-communication strategy may be impaired by clutter, the growing number of competitive messages in the environment. Advertisers have long been worried that the clutter created by multiple advertisements during commercial breaks and between television programs will reduce the communication effectiveness of each advertisement. Clutter also affects other types of marketing-communication strategies, especially sales promotions. Over the past decade, marketers have dramatically increased their spending on sales promotions.

2.  Level of competition

The level of competition is a key aspect of the marketing communication environ​ment for a product category. As competition heats up, marketers' use of sales promotions usually increases. Moreover, the types of marketing-communication strategy change as competitive pressures increase. Comparative advertising, featur​ing direct comparisons with competitive brands, may become more common. In fiercely competitive environments, marketing communication often becomes the key element in the marketer's competitive arsenal. Marketers may develop complex marketing-communication mixes that include couponing, premiums, advertise​ments, price reductions, publicity and other marketing communicational tools.

3.  Advertising content

Marketers have studied a great many content characteristics of advertisements. These include such factors as fear, humor, sexual content, one- and two-sided arguments, size of print ads, length of broadcast ads, strong visual images, spe​cific claims, celebrity spokespersons, multiple repetitions, subliminal stimuli and many others. Few generalizations have been gained from this research, however. Partly this is because the effects of any advertisement are a function of the knowledge and involvement of the consumer audience and the environment in which exposure takes place. Thus, it is likely that fear appeals or humor or sex might be effective in one situation but not in another.

One content characteristic of current interest concerns the dominant theme or type of information in the advertisement. Different types of advertising have different impacts on consumers' knowledge, meanings, beliefs and attitudes about a product, including their moods, emotions and image meanings. Most frequently, informational, factual or reason-why advertisements are contrasted with transformational, emotional or image advertisements. If attended to and comprehended at a deep, elaborate level, informational advertisements are thought to create new semantic knowledge or beliefs about the product, its attributes and consequences. On the other hand, emotional and image adver​tisements are thought to create different types of meanings. They make consumers feel differently about themselves and perhaps about their relation​ship with the product. Such meanings may affect product purchase, especially for 'feel' products.

A particularly interesting issue concerns the ability of so-called transforma​tional advertisements to influence consumers' interpretations of their product use experiences. Transformational advertisements create images, feelings, meanings and beliefs about the product that may be activated when consumers use it. These meanings then 'transform' consumers' interpretations of product usage. Consumers then experience the product differently than if they had not been exposed to the advertisement. This is more common than you might think. The effects of transformational advertisements have not been heavily researched as yet, but their likely impacts on consumers' product-use experiences are con​sistent with our view of consumer cognition.

Mental and behavioral effects

Mental effects concern the cognitive processes, knowledge, meanings, beliefs and attitudes. Interpretation processes (attention and comprehension) and integration processes (especially attitude formation) are of critical importance. Consumers' comprehension processes vary in depth and elaboration, depend​ing on their levels of knowledge and involvement. Thus, exposure to a stimulus, whether an advertisement, a coupon or a sales presentation, may produce meanings that vary in number, level of abstraction and interconnectedness. Consumers also may form inferences about product attributes or consequences, or the marketer's motivation. Here, we will examine several mental and behavioral effects that are relevant to understanding the effects of advertising. They include consumers' attitudes towards advertisements and persuasion processes.

· Attitude towards the advertisement

Advertisers have long been interested in measuring consumers' evaluations of advertisements. Recently, researchers have become interested in the affective and evaluative meanings associated with the advertisement itself: consumers attitude towards the advertisement. Research suggests that consumers attitudes towards the advertisement can influence their attitudes towards the advertised product or brand. That is, advertisements that consumers like, tend to create more positive brand attitudes and intentions than advertisements they dislike.

· Persuasion processes

Persuasion refers to changes in consumers' beliefs and attitudes caused by mar​keting communication. Current research suggests that there are two 'routes' or types of cognitive processes by which advertising persuades: central and periph​eral routes.

· Central route

The central route to persuasion involves the deep, elaborate comprehension pro​cessing, under conditions of high involvement of the consumer. In the central route, consumers focus on the key product message communicated in the adver​tisement. Central processing forms semantic beliefs about the attributes and consequences of a product or brand. If these beliefs are activated and used in integration processes, they may affect consumers' brand attitudes and purchase intentions. In sum, in central cognitive processes, consumers:

(1)
interpret the advertisement message and form beliefs about product attrib​utes and consequences;

(2)
integrate these meanings to form brand attitudes and intentions.

· Peripheral route

The peripheral route to persuasion is quite different. Here consumers are low involved and not motivated to process the advertisement message about the product. But they may still pay attention to the advertisement, perhaps for its entertainment value. Soft-drink advertisements featuring pop singers seem to encourage this type of processing. In peripheral processing, non-product fea​tures of the advertisement are given greater attention. Based on their meanings and beliefs about the advertisement, consumers may form attitudes towards the advertisement, but not towards the product. Interestingly; though, evidence is mounting that attitude towards the advertisement may influence attitudes towards the brand, thus causing some indirect persuasion.

Whether consumers engage in central or peripheral processing depends largely on their goals during exposure to the advertisement. If exposure occurs while the consumer is actively considering purchase of the product, central processing is likely. If exposure occurs when the consumer is uninterested in the product (low enduring and situation involvement), peripheral processing is more likely.

· Marketing-communication behaviors

Ultimately, marketing communication must affect not only consumers' cogni​tions and attitudes, but also their behaviors. A company's sales, profits and market share objectives can be accomplished only if consumers perform a vari​ety of behaviors, including purchase of its product. Different types of marketing communication can be used to influence the various behaviors in the pur​chase/consumption sequence. Here, we focus on two behaviors that are critical to the success of marketing-communication strategies: information contact and word-of-mouth communication with other consumers.

· Information contact

Consumer contact with marketing communication information is critical to the success of a marketing-communication strategy. Information contact with mar​keting communications may be intentional, as when consumers search the newspapers for coupons (purposeful learning). But probably, it is most often incidental, as when the consumer just happens to come into contact with a mar​keting communication when engaging in some other behavior (incidental learning). Sometimes, marketing-communication contact can even trigger the purchase decision process, as might occur in coming across a sale or an incen​tive promotion. As a practical matter the marketer must place the marketing-communication message in the target consumer's physical environment to maxi​mize chances for exposure, and design the marketing communication so that it will be noticed (attended to). This requires knowledge of the media habits of the target market.

Placing information in consumers' environments may be easy when target consumers can be identified accurately. For example, catalogue marketers can buy lists of consumers who have made mail-order purchases in the past year. Then they can send promotion materials directly to these target consumers. Of course, sending coupons or a prize contest promotion through the mail does not guarantee that consumers will open the envelope and read its contents.

Contact for personal selling marketing communications can be achieved through 'cold calls' on consumers. But referrals and leads (or consumers con​tacting salespeople during their search process) are likely to be more successful. Marketers sometimes encourage referrals by offering gifts in return for the names of potential customers. Telephone contact or telemarketing is an increasingly popular method of personal selling, not only in a business-to-business context.

Exposure to marketing-communication messages is not enough, however. Consumers must also attend to the marketing-communication messages. Marketing communications that generate high levels of situation involvement (large dis​counts, big prizes) are likely to be noticed and receive higher levels of attention. How well the marketing communication interacts with such consumer characteris​tics as enduring involvement and existing knowledge also affects the level of attention. For instance, the effectiveness of price-reduction promotions depends largely on consumers' price sensitivity.

· Word-of-mouth communication

Word-of-mouth or social communication can be a powerful influence on con​sumer behavior. Marketers may want to encourage consumer word-of-mouth communication about a marketing communication. This helps to spread awareness beyond those consumers who come into direct contact with the campaign. Consumers may share information with friends about good deals on particular products, a valuable coupon in the newspaper, or a sale at a retail store. For example, a consumer may phone a friend who is looking for tires to say that company X is having a great sale. Consumers sometimes recommend that their friends see a particular salesperson who is especially pleasant or well informed, or who offers good deals on merchandise. Consumers often pass on impressions of a new restaurant or retail store to their friends. As these examples illustrate, simply by placing information in consumers' environments, marketers can increase the probability that the information will be communicated to other consumers. And because personal communication from friends and relevant others is a powerful form of communication, marketers may try to design marketing communica​tions that encourage word-of-mouth communication.

Conclusions

We have focused on the analysis of the impact of promotion strategies on consumer behavior. The major promotion methods (promotion mix) used by marketers have been discussed, as well as the advantages and disadvantages of each type of promotion strategy. A general communication model has also been presented. We introduced key aspects related to the management of pro​motion strategies and the analysis of consumer/product relationships. Aspects of promotion objectives and budgeting as well as the design and decision making related to promotion strategies have also been covered. Key factors determining effective advertising strategies are analyzed, as well as the development of per​sonal selling strategies. The discussion then evolved to the analysis of important aspects related to the evaluation of the effects of promotion strategy; covering topics such as the promotional environment, promotion clutter, competitive intensity; copy strategy and cognitions derived from promotion. The last section covered a number of issues related to advertising and consumer attitudes, persuasion processes, overt behavior derived from promotion and information contact effects.
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