
PHYSICALDISTRIBUTION 
ELEMENTSOFPHYSICALDISTRIBUTION 

1.MaterialsHandling:
Itinvolvesmovingproductsinandoutofastock.Itconsistsofroutinetasksthatcan

beperformedthroughmechanisationandstandardisation.Materialhandlingandpackaging
serviceshavealsospeededuptheorderprocessingandmovementofconsignments.

2.InventoryPlanningAndControl:
Inventoryreferstothestockofproductsafirm hasonhandandreadyforsaleto

customers.Inventoriesarekepttomeetmarketdemandspromptly.Inventoryisthelink
interconnectingthecustomer’sordersandthecompany’sproductionactivity.

3.OrderProcessing:
Order-processingandinventorycontrolarerelatedtoeachother.Orderprocessingis

consideredasthekeytocustomerserviceandsatisfaction.Itincludesreceiving,recording,
filling,andassemblingofproductsfordispatch.Theamountoftimerequiredfrom thedates
ofreceiptofanorderuptothedateofdispatchofgoodsmustbereasonableandasshort
aspossible.

4.Transportation:
Itis an essentialelementofphysicaldistribution.Itinvolves integrating the

advantagesofeachtransportationmethodbyadoptingcontainersandphysicalhandling
producerstopermittransfersamongdifferenttypesofcarriers.

5.Communications:
Itisaprocessofpassinginformationandunderstandingfrom onepersontoanother.

Thisincludestheinformationsystem whichshould linkproducers,intermediaries,and
customers.Computers,memorysystems,displayequipmentand othercommunication
technologyfacilitatetheflowofinformationamongothermembersinthechannel.

UNIT–5

PROMOTIONMIX

ELEMENTSOFPROMOTIONMIX



1.Advertising:
Theadvertisingisanypaidform ofnon-personalpresentationandpromotionof

goodsandservicesbytheidentifiedsponsorintheexchangeofafee.Throughadvertising,
themarketertriestobuildapullstrategy;whereinthecustomerisinstigatedtotrythe
productatleastonce.Thecompleteinformationalongwiththeattractivegraphicsofthe
productorservicecanbeshowntothecustomersthatgrabtheirattentionandinfluences
thepurchasedecision.

2.PersonalSelling: 
Thisisoneofthetraditionalformsofpromotionaltoolwhereinthesalesmaninteracts

withthecustomerdirectlybyvisitingthem.Itisafacetofaceinteractionbetweenthe
companyrepresentativeandthecustomerwiththeobjectivetoinfluencethecustomerto
purchasetheproductorservices.

3.SalesPromotion: 
Thesalespromotionistheshortterm incentivesgiventothecustomerstohavean

increasedsaleforagivenperiod.Generally,thesalespromotionschemesarefloatedinthe
marketatthetimeoffestivalsortheendoftheseason

4.PublicRelations: 
Themarketerstrytobuildafavourableimageinthemarketbycreatingrelationswith

thegeneralpublic.Thecompaniescarryoutseveralpublicrelationscampaignswiththe
objectivetohaveasupportofallthepeopleassociatedwithiteitherdirectlyorindirectly.

5.DirectMarketing: 
With the intentoftechnology,companies reach customers directlywithoutany

intermediariesoranypaidmedium.Thee-mails,textmessages,Fax,aresomeofthetools
ofdirectmarketing.Thecompaniescansendemailsandmessagestothecustomersif
theyneedtobeinformedaboutthenewofferingsorthesalespromotionschemes.

PERSONALSELLING

MEANINGOFPERSONALSELLING:
PersonalSelling isalsoknownasthedoortodoorsellingwhichisfacetoface

communicationbetweenthebuyerandtheseller.Insimplewords,Itisanartofpersuasion
inwhichthesalespersontriestowintheconfidenceofthecustomerandalsotriestoknow
the importanceofmarketingstrategies.

DEFINITIONOFPERSONALSELLING:
Accordingto PhilipKotler says,“Personalsellingisatypeofpersonalorlocal

presentationbythefirm’ssalesforceforthemotiveofmakingsalesandbuildingcustomer
relationship.”

PERSONALSELLINGPROCESS

1.IDENTIFYINGTHEPROSPECTIVEBUYER(PROSPECTINGANDQUALIFYING):

Thefirststageofpersonalsellingprocessinvolvesidentifyingpotentialcustomers.All



prospectsidentifiedmaynotturnouttobeactualcustomers.Henceidentifyingtheright

prospectisessentialasitdeterminesthefuturesellingprocess.Marketerstapdifferent

sourcestoidentifytheprospectivecustomers.Afteridentifyingtheprospectthesales

personqualifiestheprospectsonthebasisoftheirfinancialability,needs,tasteand

preferences.

2.PRE-APPROACH:

Thenextsteptoprospectingandqualifyingispre-approach.Atthisstagethesalesperson

needstodecideastohow toapproachtheprospectivecustomer.Thesalespersonmay

makeapersonalvisit,aphonecallorsendaletter,basedontheconvenienceofthe

prospects.

3.APPROACH:

Atthisstagethesalespersonshouldproperlyapproachtheprospects.Heshouldproperly

greetthebuyerandgiveagoodstarttotheconversation.Thesalesperson’sattitude,

appearance,wayofspeakingmattersmostatthisstage.

4.PRESENTATIONANDDEMONSTRATION:

Atthisstagethesalespersonprovidesdetailedinformationabouttheproductandbenefits

oftheproduct.Thesalespersonnarratesthefeaturesoftheproduct,explainsthebenefit

andtheworthoftheproductintermsofmoney.

5.OVERCOMINGOBJECTIONS:

Afterpresentationanddemonstration,whencustomersareaskedtoplaceorder,theyare

reluctanttobuyandraiseobjection. Customermayraiseobjectionwithregardtoprice,

deliveryschedule;productorcompanycharacteristics,etc.Salesperson handles such

objectionsskillfullybyclarifyingtheirobjectionsandconvincesthecustomerto make

purchase.

6.CLOSING:
Afterhandlingobjectionsandconvincingcustomerstobuytheproduct,thesalesperson
requeststhecustomertoplaceorder.Thesalespersonassiststhebuyertoplaceorder.

7.FOLLOW-UPANDMAINTENANCE:

Immediatelyafterclosingthesale,thesalespersonshouldtakesomefollowupmeasures.

Thesalespersonassuresaboutdeliveryatrighttime,properinstallation,aftersalesservice.

Thisensurescustomersatisfactionandrepeatpurchase.

ADVERTISING



DEFINITIONSOFADVERTISING
“Advertisingconsistsofallactivitiesinvolvedinpresentingtoagroupanon-

personal,oralorvisual,openlysponsoredidentifiedmessageregardingaproduct,service,or
idea.Themessage,calledanadvertisement,isdisseminatedthroughoneormoremedia
andispaidforbytheidentifiedsponsor”

-William Stanton.

objectivesofadvertising:

i.Topromotenewproducts.

ii.Tobuildlong-term relations.

iii.Toremovemisunderstanding.

iv.Toexpandofmarket.

v.Togainconfidenceofbuyers.

vi.Torequestcustomerstocompromisewithunavoidablecircumstances.

vii.Toseekapologyofthebuyersforanyundesirableevents,etc.

MEANINGOFSALESPROMOTION:

Salespromotionreferstotheactivitieswhichsupplementandco-ordinatepersonalselling

andadvertisingtoattractcustomerstobuyaproduct.

DEFINITIONOFSALESPROMOTION:

AccordingtoPhilipKotler–“Salespromotionconsistsofadiversecollectionofincentive

tools,mostlyshort-term,designedtostimulatequickerand/orgreaterpurchaseofparticular

product/servicesbyconsumersorthetrade.”

OBJECTIVESOFSALESPROMOTION:

1.Toincreasesalesbypublicitythroughthemediawhicharecomplementarytopressand

posteradvertising.



2.Todisseminateinformationthroughsalesmen,dealersetc.,soastoensuretheproduct

gettingintosatisfactoryusebytheultimateconsumers.

3.Tostimulatecustomerstomakepurchasesatthepointofpurchase.

4.Topromptexistingcustomerstobuymore.

5.Tointroducenewproducts.

6.Toattractnewcustomers.

7.Tomeetcompetitionfrom otherseffectively.

8.Tocheckseasonaldeclineinthevolumeofsales.

SALESPROMOTIONMETHODS:

ConsumerLevelSalesPromotion:

Tostayandgrow incompetitivemarketsituation,producersofferseveralincentivesto

attractnewconsumersandmaintainexistingconsumers. 

Mostpopulartoolsofconsumerlevelsalespromotioninclude:

1.Freesamples

2.Giftarticles like balls,stickers,pens,cards,diaries,calendars,manuals,and other

literature



3.Coupons

4.Creditfacilities

5.Guaranteeandwarrantee

6.Exchangeoffer

7.Pricediscountandrebateortemporaryprice-cut

8.Seasonaldiscount

9.Loanfacility

10.Display–arrangingproductsinarticulativeandattractivemanner

11.Freetrial–permittingconsumerstouseproductforshorttime

12.Moneyrefundoffer

13.Contestsandprizes

14.Freehomedeliveryandinstallation,instructionsandotherservices.

Dealer/ChannelLevelSalesPromotion:

Some companiesoffershort-term incentivesto middlemen to make them active and

interested.Theseincentivesmaybefinancialornon-financial.Suchincentivesencourage

them tomakemoreeffortstosellparticularbrands.

Mostcommondealerlevelsalespromotiontoolsareasbelow:

1.Bonus

2.Trainingtostaff

3.Tradediscountandcashdiscount



4.Creditfacility

5.Giftsonexcesssales

6.Partiesandmeetings

7.Giftsonspecialsocialoccasionsandfestivals

8.Financialassistanceduringdifficulties

9.Storagefacilities

10.Freetransportationandinsurance

SalesmanLevelSalesPromotion:

Inthistypeofsalespromotion,salesmenareofferedcertainincentivestoencouragethem

to makemoresincereefforts.Suchincentivesarenotoffered inregularcourse.The

incentivesareofferedforashort-periodoftime.Theseincentivesmaybefinancialornon-

financial.

Theyinclude:

1.Extracommission–highrateormoreamounts

2.Freetraining

3.Salesmaterialsandsamplesforcustomers

4.Giftsarticles

5.Offeringproductsatfree-of-costsoratconcessionalrate

6.Bonus–extrapaymentforextraand/orexcellentperformance

7.Profitsharing(exceptionally,notregularly)



8.Specialallowancesandcommissions

9.Freeholiday-home

10.Customerentertainmentallowances

Publicity

Definitions:

“Publicityisanypromotionalcommunicationregardinganorganisationand/oritsproducts

wherethemessageisnotpaidforbytheorganisationbenefitingfrom it.”

William

J.Stanton

ImportanceofPublicity:

1.Publicityis an effective medium to disseminate message to the mass with more

credibility.Peoplehavemoretrustonnewsgivenbypublicity.

2.Thecredibilitylevelofpublicityismuchhigherthanadvertisingandothermeansof

marketpromotion.Peopleexpressmoretrustonwhatthethirdpartyindependentlysays.It

appearsdirectlythroughnewspapers,magazines,television,orradiobythethirdparty.Itis

freefrom bias.

3.Itprovidesmoreinformationasthevaluableinformationisfreefrom spaceandtime

constraints.Similarly,publicitytakesplaceimmediately.Noneedtowaitfortimeorspacein

massmedia.Itenjoyspriority.

4.Thefirm isnotrequiredtopayforpublicity.Theindirectcostsrelatedtopublicityare

muchlowerthanothermeansofpromotion.

5.Itisapartofpublicrelations.Itisfreefrom exaggeration;itcarriesmorefactual

informationaboutcompany.Itismoretrustable.Ithelpsestablishpublicrelations.

6.Generally,publicitycoversthevariedinformation.Itnormallyinvolvesnameofcompany,



itsgoodsandservices,history,outstandingachievements,andothersimilarissues.The

knowledgeismorecompletecomparedtoadvertisement.

7.Publicitydirectlyhelpsmiddlemenandsalepersons.Theirtasksbecomeeasy.Publicity

speaksalotaboutproductsonbehalfofmiddlemenandsalesmen.Sellersarenotrequired

toprovidemoreinformationtoconvincethebuyers.

8.Itissuitabletothosecompanieswhichcannotefforttheexpensivewaystopromotethe

product.

ObjectivesofPublicity:

1.BuildingCorporateImage:
Throughpublicity,acompanycanbuildorimproveitscorporateimage.Publicity

highlightsthecompany’snameandoperations.Itpopularizesthenameofthecompany.

2.Economy:
Itisacostsavingmedium.Here,acompanyisnotrequiredtopayformessage

preparation,buyingspaceandtime,etc.Thecostinvolvedismuchlowerthanothermeans
ofmarketpromotion.Financiallypoorcompaniesmayoptforpublicity.

3.AssistingMiddlemenandSalesmen:
Publicitycanhelpmiddlemenandsalesmeninperformingthesales-relatedactivities

successfully.Informationconveyedthroughpublicityspeaksalotofthingsonbehalfof
sellers.Publicitymakessellingtasksmucheasier.

4.InformationwithHighCreditability:
Sometimes,publicity is targeted to disseminate information more reliably.

Customersdonotexpressdoubtsonwhatpublicityappeals.Customersassignmorevalue
toinformationsuppliedbymassmediaviapublicitythanbytheadvertisement.

5.RemovingMisunderstandingorBadImage:
Companycandefendtheproductthathasencounteredpublicproblems.Inmany

cases,publicityisaimedatremovingmisunderstandingorbadimpression.Whatevera
publicityconveysismorelikelytobebelieved.

PUBLICRELATION
MEANINGOFPUBLICRELATION

Publicrelationsconsistsnumberofprogrammetoprotectcompany’simageandits

particularproductimage.Publicrelationisanimportantelementinthepromotionmix.The

mostofthemultinationalcompaniesmakeconcreteeffortstomanageandmaintainits

relationshipswithitscustomers.



DEFINITIONOFPUBLICRELATION

AccordingtoIndianinstituteofPublicRelations,“Publicrelationpracticeisthe

plannedandsustainedefforttoestablishandmaintaingoodwillandmutualunderstanding

betweentheorganisationanditspublic”.

ObjectivesofPublicRelation:

1. BuildingProductAwareness:

Whenintroducinganew productorre-launchinganexistingproduct,marketerscanusea

publicrelationelementthatgeneratesconsumerattentionandawarenessthroughmedia

placementsandspecialevents.

2. ProvidingInformation:

Publicrelationcanbeusedtoprovidecustomerswithmoreindepthinformationabout

productsandservices.newslettersandwebsites,publicrelationdeliversinformationto

customersthatcanhelpthem gainunderstandingoftheproduct.

3. StimulatingDemand:

Apositivearticleinanewspaper,onTVnewsshow ormentionedontheInternet,often

resultsinadiscernableincreaseinproductsales.

4. ReinforcingtheBrand:

Inmanycompaniesthepublicrelationsfunctionisalsoinvolvedwithbrandreinforcementby

maintainingpositiverelationshipswithkeyaudiences,andtherebyaidinginbuildingastrong

image

.

DIFFERENCEBETWEENPUBLICITYANDPUBLICRELATION

BASISFOR
COMPARISON

PUBLICITY PUBLICRELATIONS

Meaning Publicityreferstoapublic
relationfunction,thatuses
anycommunicationchannel
toconveynewsor
informationaboutsomeone
orsomething,throughmedia.

PublicRelationsisa
marketingtool,thatisused
tomaintaingoodwilland
reputationofthecompany
anditsproductamong
people.

Control Itisnotunderthecontrolof Itiscontrolledbythe



BASISFOR
COMPARISON

PUBLICITY PUBLICRELATIONS

company. company

Nature PositiveorNegative Positive

Form of
communication

Non-paidCommunication PaidCommunication

Intends Publicawareness Publicattention


