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e nOZ.-.mZU;._.m SALES PROMOTION

FOR SUCCESSFuUL BUSINESS

Introduction :

Sales ﬁ?:::::: con s of o diverge
collection of mncentive tolls, mosly short _c_._.m
designed to m:_::.ric quicker angd / or ﬁ..d...:m
purchase of particular products services by
consumers or the trade. Y

Sales Promotion is an impor
of promotion which supplements personal
selling and ~5<§.:m:..m effects. >nnc_.c::m lo
American Marketing Association’ “S
w?::o:.o: includes Eml@::m
than personal selling,

tant method

ales
activities, other

‘Mr LR

M Re
UM
. reate i
Create goodwill ame % the present as
wellas prospective omers
¢

Create good public image of the pre
and the firm

Need and Importance of Sales Promotion -

Sales Promotion acts as a bridge between
:.,._5_2?:5 and personal selling. Due to the
»:S.?:w of markets, the importance of sales
promotion had increased tremendously. Sales
?.c.:::c: helps to remove the customers
dissatisfaction about a particular product,

advertising such as Sgles promotion
displays, shows and an:d:mm? ot
expositions, demonstra-
tions and various non-

] shows
recurring selling efforts and

includes marketing
" her than personal
selling, advertising such gs displays, users. The

manufacturer and create
brand image in the
minds of consumers and
sales
expositions, promotion devices at

Fhich are not in the &mioﬁ?a?w& and various non- the point of purchase
ordinary routine.” Sales " CCMITtng Selling efforts which are not  stimulate the customers

?oEo:oz includes free

in the Qﬁ&m:&i\ routine. to make purchase

samples, premium on
sales, sales and dealer incentives, contests, fair
and exhibition public relations activities etc.
Sales promotion are those activities, other than
advertising and personal selling and stimulates
market demand for products.

The basic purpose is to stimulate on the
spot buying by prospective customers through
short term incentives. These incentives are
essentially temporary and non-recurring in
nature.

Objectives of Sales Promotion :

* Introduction of new products to the
market through educating people

Attractive new customers by offering
attractive gifts.

Increases sales in slack season

promptly on the spot.

Benefits of Sales Promotion :

. Spreads information

¢ Stimulates demand

¢ Customer satisfaction

¢ Stabilization of sales volume

¢ Create product identity

¢ Performance appraisal criticism of sales
promotion

Why is Sales Promotion Criticized :

No real incentives : The incentives offered
through sales promotion schemes are fictional
and not real. It is said that E;::?ﬁ«:ﬂ will
realize the cost of their incentives by raising the

price of goods.

H*\_wén Professor, Jyothismati Institute of Technology and S
: Fa;@ Anwar-Ul-Uloom College of Business \S:::wmzm. .
Ass, Professor, Jyothismati Institute of Technology and Sct

cience, Karinmmagar.
nt, Hyderabad.
ence, Karimnagar.
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« surplus to nondeal regions,
\ :_”_,.. trving to handle forward
. Timiting the amount they
E,ﬂ WH”_N_.“_.:“:..*, roducing and
:....::, full order :_. an l.::m_ Lo
All said, manufactuers fee)
n had _:;,:‘_.:.c a :._:_:_:.:.c.
WP o of deals (off-invoice, streey
e (YD funds, market developmeny
_:,.,.,.::_, to administer, and the
i ,..::_;,,./::::;. for the most part,
L _31”_:2 trade promotion in the
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somotion Tools:
i jes spend huge amounts on
s spe
;::::: tools. These tools are used
s8¢ ﬁ_c,::u,f, leads, impress and reward
r 7:7‘_:*, ,.,H::::,:c the sales force to
,, and -~ s =
~ . Companies typically develop
| & o effort: h business promotion tool that
3 9 ach S .
Foels = from year to year.
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;.,.:z,,.-_gE:,.o:o: ,ﬂoo_m”
e nd conventions : Facm:,v\
shot ..W::,Nn, annual trade shows and
iations wfm?:ﬁ selling products and
yentions: articular industry buy space and
wstothep? i displays to demonstrate their
,..cm,Za__m mm“nm shows. Trade show help
, oducts at ﬁ,r many prospects who could not
qmpanies mmwﬁw:% their salesforces. About 90%
,Wﬁa&%ﬁmﬂ:o%\m visitors see a company
1 ofatrd

rson for the first time.
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hests: A sales contest is a .no:ﬁwmm..”
awiing the sales force oﬁmm&mnm.\ m_wzm m.
ajxine them to increase their .m&mm results o,MQ
a,?:.&. with prizes going to those who
swed. A majority of companies sponsor
anulormore frequent sales contest for their
e Called incentive programs, they
“tlmotivate and to give recognition to
|l ©mpany performance. The good
| wéma May receive trips, cash prizes, or
. Some ©mpanies award points for
qmﬁ: ® which the received can turn into
ey €Y Of prizes, Incentives work best
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Conclusion :

m<mEm:o: is quirement, and
yet according to 5 researcher, “evaluation of
promotion pPrograms receives.. little attention.
Even where and attempt is made to evaluate a
promotion, it ig likely to be superficial”. The
promotion evidently attracted new triers and

also stimulated more purchasing by existing
customers In spite of these sales promotion wil]

a crucial re

» CONstructing the
sales promotion program, pretesting it,

implementing, and evaluating the results. The
sales promotion only altered the time pattern
of demand rather than the total demand. The
promotion may have covered its cost but more

likely did not.

Sales promotions can also 95.:55
through experiments that vary mznr. mz.zv:.ﬁmm
as incentive value, duration, and Em:&::w:
media. Beyond these Bmﬁroam of m<mE.a:,,.m M %
results of specific ?oao:osm\.Busmmﬁcﬂza
must recognize other ﬁoﬁ.mz:wrnw._wwwcwmmg
problems. There are many points to _M w e
conceptually to mSﬁJ:S.M mw%m %MMSZ e giveh

its impact on sales 1f n1g L
w%«,\whmn”o%wa need and demands. M”Mw .<<n
see a great change into sales prom
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