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ABSTRACT: 

Advertising is the integral part of our daily life. It is a pervasive method of marketing in society 

which encourages people to purchase goods and services. Advertising contributes to bring about 

all round development of the economy by increasing demand and by encouraging economic 

activities which in turn improves the income. Effective advertising generates demand for goods 

and services and calls for more production which requires more physical and human resources, 

thus creating employment opportunities. In today’s business world customers are considered to 

be kings. It is important for producers to meet the needs of customers in order to stay 

competitive. One of the marketing tools that is used in attracting the attention of the customer is 

sales promotion. The aim of this paper therefore is to determine the effect of sales promotion on 

customer buying behaviour. 

Keywords: sales promotion, Advertising, Brand Equity 

INTRODUCTON: 

Marketing is the process of maximizing the profitability and sales of the organization by 

identifying the needs and wants of the customers and convincing them how they can fulfill their 

needs though our product. Every day we are bombarded with different advertising messages, 

whether it is on the radio while we’re driving to work, on television during our favorite 

programs, or in magazines and newspapers. We’re handed flyers while walking down the streets 

and given tastes of products while walking the aisles of the grocery store. Advertising has 

entered every area of our lives, and many of us choose to ignore it on many occasions. This 

might cause you to ask, can advertising and promotional efforts still be effective if we are so 

saturated with information? Advertising and promotions can be effective if used properly for 

targeting the right consumer. One of the main rules in advertising has always been to keep your 

message simple and consistent, and repeat it often. It has been shown that people remember 

advertising if they see it with great frequency, which explains why while watching two hours of 

television you may see the same advertisement two or even three times. That way the message 

will stand out in our mind. 

LITERATURE REVIEW: 

Isabel Buil et al (2013) this study explores the relationships between two central elements of 

marketing communication programs advertising and sales promotions, and their impact on brand 

equity creation. In particular, the research focuses on advertising spend and individuals' attitudes 

toward the advertisements. The study also investigates the effects of two kinds of sales 
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promotions, monetary and non-monetary promotions. Based on a survey of 302 UK consumers, 

findings show that the individuals' attitudes toward the advertisements play a key role 

influencing brand equity dimensions, whereas advertising spend for the brands under 

investigation improves brand awareness but is insufficient to positively influence brand 

associations and perceived quality. The paper also finds distinctive effects of monetary and non-

monetary promotions on brand equity. In addition, the results show that companies can optimize 

the brand equity management process by considering the relationships existing between the 

different dimensions of brand equity. 

Wansink et al (1994) show that when the product is perceived as widely substitutable, 

consumers will consume more of it in place of its close substitutes. They also show that higher 

perishability increases consumption rates 

Blattberg et al (1976) define a purchase strategy as a general buying pattern which 

"incorporates several dimensions of buying behaviour such as brand loyalty, private brand 

proneness and deal proneness." A greater understanding of the different types of consumer 

responses to promotions can help managers to develop effective promotional programs as well as 

provide new insights for consumer behaviour theorists who seek to understand the influence of 

different types of environmental cues on consumer behaviour. 

Vecchio et al (2006) report the results of the study, which examined the effect of sales 

promotion on brand preference through Meta-analysis. Results of 51 studies had been integrated. 

As per the study sales promotions do not affect post promotion brand preferences in general. But 

depending upon characteristics of sales promotion and the promoted product, promotion can 

either increase or decrease preference for a brand. 

OBJECTIVES: 

1. To study the basics of the advertising of the different products 

2. To study the Sales promotion activities 

3. To study the various sales promotion techniques used in the organisation 

4. To determine the impact of sales promotion technique in customers buying decision. 

5. To provide valuable suggestion in order to improve sales promotion programme. 

Advertising: Advertising is only one element of the promotion mix, but it often considered 

prominent in the overall marketing mix design. Its high visibility and pervasiveness made it as an 

important social and encomia topic in Indian society. Advertising is paid communication brought 

to audiences through different forms of media such as television, radio, newspapers, magazines, 

and billboards. A company uses advertising to inform, persuade, or remind its target market of its 

products or services. 

The standard definition of advertising includes seven main elements: 
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1. Paid form of communication. 

2. The presence of an identified sponsor. 

3. Distribution through the media. 

4. The presence of a specific audience for treatment. 

5. Lack of personalization of distributed information. 

6. Aimed action. 

From this it follows that advertising is usually a non-personalized form of communication, paid 

by an identified sponsor, implemented in a certain way through the media and other legal means 

and aimed to familiarize with some products and its further acquisition by possibly large 

audience of consumers. 

Direct Marketing: 

In direct marketing the marketers communicate directly with the customers to sell their  

products. Traditionally its not included in Promotion Mix but now its becoming animportant part 

of IMC (Integrated Marketing Communication).In direct marketing the main thing is not only 

have direct mailing to the customer but also database management, contact management, 

telemarketing, direct response, direct mail, direct email, shopping through company catalog list, 

and websites are also included. Direct Marketing is very helpful for the people those have money 

and they don’t have the time to go to the store and buy the thing. Direct Marketing provides 

them a way to directly contact the manufacturer and buy the thing at convenience. 

Internet/Interactive Marketing: 

Internet market differs from all the markets because it provides everything on the click of the 

mouse. It provides the customer with the double sided flow of information. Internet Marketing 

gives the customer a lot of options:  

1. Customer who wants to buy a product can check a lot of other online stores for the same 

product in no time. 

2. Customer can check the reviews from the other users of the product.  

3. Customer can directly talk to the sales representative of the company.  

4. With huge number of stores online, customer gets best offers from the manufacturers. 

5. Customer can get online promotions 

Origin and Development of Advertising: 

It has been wrongly assumed that the advertising function is of recent origin. Evidences suggest 

that the Romans practiced advertising; but the earliest indication of its use in this country dates 

back to the Middle Ages, when the use of the surname indicated a man’s occupation. The next 

stage in the evolution of advertising was the use of signs as a visual expression of the 
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tradesman’s function and a means of locating the source of goods. This method is still in 

common use. 

If there were many competitors, he relied upon his own personal magnetism to attract attention to 

his merchandise. Development of retail stores, made the traders to be more concerned about 

attracting business. Informing customers of the availability of supplies was highly important. 

Some types of outside promotion were necessary. 

The basic objectives of an advertising programme may be listed as below: 

1. To stimulate sales amongst present, former and future consumers. It involves a decision 

regarding the media, e.g., TV rather than print  

2. To communicate with consumers. This involves decision regarding copy 

3. To retain the loyalty of present and former consumers. Advertising may be used to 

reassure buyers that they have made the best purchase, thus building loyalty to the brand 

name or the firm. 

4. To increase support. Advertising impliedly bolsters the morale of the sales force and of 

distributors, wholesalers, and retailers, ; it thus contributes to enthusiasts and confidence 

attitude in the organizational 

Importance of Advertising 

Generally, advertising is a relatively low-cost method of conveying selling messages to 

numerous prospective customers. It can secure leads for salesmen and middlemen by convincing 

readers to request more information and by identifying outlets handling the product. It can force 

middlemen to stock the product by building consumer interest. Advertising is to stimulate market 

demand. While sometimes advertising alone may succeed in achieving buyer acceptance, 

preference, or even demand for the product, it is seldom solely relied upon. 

Advertising has become increasingly important to business enterprises – both large and small. 

Outlay on advertising certainly is the voucher. Non-business enterprises have also recognized the 

importance of advertising. The attempt by army recruitment is bases on a substantial advertising 

campaign, stressing the advantages of a military career. 

Promotion: Promotion may be defined as “the co-ordination of all seller initiated efforts to set 

up channels of information and persuasion to facilitate the scale of a good or service.” Promotion 

is most often intended to be a supporting component in a marketing mix. Promotion decision 

must be integrated and coordinated with the rest of the marketing mix, particularly product/brand 

decisions, so that it may effectively support an entire marketing mix strategy. The promotion mix 

consists of four basic elements. They are:-  

1. Advertising  

2. Personal Selling  
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3. Sales Promotion, and  

4. Publicity 

Sales promotion: Sales promotion consists of many activities used to sell products. They are 

activities that give consumers a short-term incentive to make a purchase. Sales promotions are 

also activities that change the price and value relationship of a product as perceived by the target 

audience with the possible effect of generating immediate sales. It is possible that a sales 

promotion can also alter the long term value of the brand by making what might be a premium 

product more affordable. 

So, we can say that sales promotion is of two types. First one is the Customer Oriented Sales 

Promotion that deals with the customer and second is the Trade oriented Sales promotion that 

deals with the Retailers, Distributors, and Wholesalers. 

Publicity: 

Publicity is the important part of promotional mix. In publicity no payment is made to the 

publisher. Basically publicity is done in the form of:  

1. Product Reviews 

2. Discussions about the product in different forums In local Events  

3. News and Editorials  

Publicity is actually the type of non-personal communication regarding the product or the 

service. Publicities do an important role to make the decisions of the people about any product 

because the one who is publicizing a product is not directly involved with the company. In 

publicity the product is directly criticized and/or appreciated. 

Consumer Behavior  

Consumer Behavior is basically the process of influencing the behavior of the consumer towards 

the purchase of the product. The good knowledge of the behavior of the consumer makes the 

product sell.  

There are different channels for sales promotions, which include consumer promotions and trade 

promotions. 

Consumer Promotions: Consumer promotions are geared toward getting consumers to try a 

company’s products. Some examples of consumer promotion activities include coupons, rebates, 

sampling, sweepstakes, point-of-purchase displays, and special packs. 

Coupons: Whether we’re cutting them from newspapers and magazines or getting them in the 

mail, coupons are a very popular form of sales promotion. They are very effective, especially in 

economic downturns, for luring people into restaurants or causing them to make repeat purchases 

of products. E-coupons are another popular form of sales promotion; they are extremely effective 
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for luring in customers and are redeemed by 57 percent of the people who click on them. The 

most popular uses of e-coupons are for sales of groceries, books, and health and music products. 

The disadvantage of coupons is that they do not encourage brand loyalty; most consumers who 

use coupons regularly are willing to switch brands if there is a better discount available. 

Point-of-Purchase Displays: Point-of-purchase (POP) promotional materials are displays that 

are set up in stores in order to prominently display products. At a grocery store a POP is usually 

placed in the front of the store, at the end of an aisle, in the aisle, or on the shelf. POP displays 

are very successful due to the fact that many people make last-minute purchasing decisions. 

Bundling: Sometimes companies bundle products together in order to promote a new product or 

to encourage consumers to try a complementary product, such as a free small conditioner 

bundled with a shampoo purchase, or a free disposable razor with a shaving cream purchase. A 

company may also offer a bonus pack or a special pack with 20 percent more in order to 

encourage a customer to purchase a product. 

Trade Promotions: Trade promotions are geared toward marketing intermediaries as opposed to 

consumers. A snack food manufacturer, for example, may offer a discounted price to a retailer 

who buys a large quantity of a product. These types of promotions are most successful when they 

offer financial incentives and serve to effectively reduce the cost of the product. Another form of 

trade promotion is paying for shelf space. On the shelf at the grocery store, product placement is 

very important. Items placed at eye level on higher shelves have proven to sell much better than 

products placed on lower shelves. Knowing this, manufacturers often pay a “slotting fee” in 

order to have their products prominently displayed on the desired shelf or in a preferred position 

within a retail store. 

Personal Selling: 

In personal selling there is a direct contact between the buyer of the product and the seller of the 

product. Feedback is received very quickly and the seller can change the message according to 

the needs of the consumer. This is basically used in Business to Business models. 

CONCLUSION: 

There are many methods used by marketers to attract customers to their brands and products. A 

successful integrated marketing campaign will deliver a consistent message that is brought to the 

target audience through different mediums of the marketing mix. Advertising and promotional 

messages should be consistent and repeated often in order to create a clear image in the mind of 

consumers. Ideally, these promotional efforts will result in influencing consumers to either try 

new products, switch from their preferred products, or purchase more products from a company 

or brand. The end goal of all promotional efforts is to increase the company’s product sales and 

profits through gaining or stealing market share. The study concluded that Promotion activities 

induce customers to consume products on the market thus increasing consumption rate and the 
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sales volume. There is a strong relationship between sales promotion and the customers buying 

behaviour. 
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