The importance of
customer attitudes

All promotional activitias raly on effective
commiunication. It is important in planning
promoticnal activities and daciding on the appropriats
rmedia to use in 3 campaign that businesses consider
the attitudes of thair target customers. |f businasses
get the tone of the message wrong, or use an
inappropriate madium, then the target group is
unlikely to *hear” the message and the
commiunication will b= ineffective. Undarstanding

Selecting appropriate media

The message af a promational activity needs ta be
deliverad to its intended audience. The pramotional
activity should tharefore be deliverad through media
mast likely to target the intendad audience. The
chosen madium should be cost effective and capable
of delivering the promotional activity’s messaga.

Suppase that & business wants to promote its sale, in
which it i affering 50 par cent price reductions on
some goods. This could be deliverad by a-mail ar the
business could place adwvarts in natianal neswspapears.
E-mail rnight be appropriate if tha offer is restricted to
a Tews products aimed at a miche market A national
neswspapar might be appropriate if the affer apoplies to
saveral products and & pitched at @ mass market.

Far guidance an designing effective communications,
and the strengths and weaknesses of different media,
look back at pages 211-15 of tha AS textbook.

customer attitudes is crucial, therefore, in any
promotion campaign.

Tane, structure and content

It is imgortant to ensurs that the tone, structure
and content of any message is appropriate. For i
example, the tone and structura of a printed
advertisernent designed 1o oreate a sale will be vary
different to one that aims to alter customer
perceptions of a product. The promotional activity
shiould always be dasigned to achieve spedific
promotonal objectives.

Engaging the audience

Individuals are increasingly face inforrmation overoad.
Cruring our waking howrs, we are subjected to a lange
vodume of messages. To cope with this excess of
information, we subconsciously rejact messages that
appear aithar irrelevant or unapgealing. Suppase, for
exampks, you receiva a taxt message promoting the
launch of a new product. Two to three seconds meght
ba devoted to scanning this text messege befare
daciding to keep or delate it.

kst peaple need an immadiate incentive befora they
consider that & message is warthwhile reading ar
intarprating. Promaotional messages need to angags
with the target sudience and attract their intesast and
attention. Messages aimed at young people méght
“say” save maoney, appealing directly to their wallats,
but they are just as likely to be affective if they “say”
have fun ar experience something nesw.



