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After reading this topic, you will understand: 
· the role of advertising in business marketing strategy
· the decisions that must be made when forming a business advertising program
· the business media options, including the powerful role of online advertising
· ways to measure business advertising effectiveness. 

Introduction
An organization interacts with its many audiences through the management process of marketing communications. Organizations aim to create and deliver messages for their designated stakeholder groups by comprehending their communications environment, after which they assess and take appropriate action based on the feedback they receive. 
Marketing communications are those techniques that the company uses to convey promotional messages about their products and services. Experts of marketing communication design different types of persuasive communication and send it to the target audience. There are different tools used to attract the target audience. However, the tool to use depends on various factors such as geographical location of your target audience and popularity of your products.
Compared to consumer items, industrial products are more technical in nature and have a much smaller markets. This forces industrial marketers to alter their approach to promoting industrial products and services. The industrial marketer uses a promotional mix that includes, public relations, advertising, sales promotion, publicity, and personal selling.  Through the development of their brand, awareness, and knowledge of product features, these tools aid in the expansion of sales for the company's sales staff as well as other intermediaries.
Industrial goods and services need to be sold through effective communications to everyone from users to influencers to decision makers.
Due to...
· Product complexities (technical)
· The small number of buyers
· The high price products/services
· Extensive negotiation process

The primary communications vehicle for selling Industrial/Business products/services is the sales Person.
There is a need for other non-personal options such as:
· Advertising
· Catalogs
· Internet presence 
· Trade shows 
· Promotional spending 
· Combining advertising and personal selling makes the selling job easier and more efficient.
Marketing Communications is the intertwining of all communication methods to include:
· Advertising
· Sales Promotion 
· Online Media
· Public Relations
· Personal Selling

Advertising
Advertising is a form of communication used to persuade an audience to take some action towards a product, service, or idea. It includes the use of various media, such as television, radio, print, out of home, and digital, to deliver a message to a target audience.

Role of Advertising
· Be an integral part of an integrated communication programs
· Enhance sales effectiveness 
· Increase sales efficiency 
· Create awareness 
· Create preferences for company, products, etc. 
· Facilitate interactive marketing communications

Advertising in B2B
Industrial advertising creates: 
· Awareness
· Brand preference
· Conviction that a brand will meet their requirements
· Facilitate purchase



Limitations to using Advertising
Effective B2B communication needs to be integrated among all media methods; however, it does have its limitations.
· It cannot create product preference for many products. 
· Cannot close a sale
· Cannot substitute for personal selling
· Can supplement personal selling but not replace it

Developing Business-to-Business Advertising Program
Step 1: Develop communication objectives and define target market
Advertising objectives must be:
· realistic, 
· measurable and specific 
SMART Objectives must be developed to:
· Create awareness
· Provide information
· Remind buyers about product and company
· Influence attitudes
Defining the target market 
One objective of advertising is to reach influentials who are often difficult to contact via personal selling. Influentials are interested in specific features and attributes that solve certain problems. 
Marketers must understand who the target market is and how to reach them for an advertising campaign to be effective

Step 2: Develop an advertising Budget
The advertising budget of a company is based on the following factors:
· Type of advertising campaign that it intends to run
· Selection of target audience
· Type of advertising media
· Company’s objective of advertising
Step 3: Develop the message
Three Considerations:
· Perception 
· Benefits focus
· Understanding buyer motivations
Effective ads are:
· Logical
· Rational
· Provide a clear description of the product 
· Present product benefits clearly 
· Details product quality
· Provide performance measures

Step 4: Select Advertising Media
B2B media are selected by target audiences
Should we use trade publications, direct mail, Internet or all of them?


Step 5: Measuring effectiveness
· Evaluation measures include
· Knowledge
· Recognition
· Recall
· Awareness 
· Preference

SALES PROMOTIONS

Sales promotions are a set of marketing activities undertaken to boost sales of the product or service.
Sales promotions are push strategies. A push strategy is one in which the goods are heavily promoted to distributors rather than to the end customer: the theory is that the distributor will, in turn, promote the product heavily, thus pushing the goods through the distribution chain
Sales promotions in the business to business environment fall into three categories: 
· Promotions aimed at the sales team, 
· Promotions aimed at middlemen, 
· Promotions aimed at the customer.
Promotions aimed at the sales force are part of the motivational program. Prizes, cash rewards, and extra benefits such as “sales man of the month” status all come under this category, and can be considered as sales promotions since they are aimed at gaining a short- term increase in sales.
Sales promotions aimed at channel intermediaries form part of a push strategy. Early in the product lifecycle, incentives to middlemen may be necessary to gain acceptance of new products by channel members. 
This can be an important consideration for the customer, since onward sales of the goods needs to be assured. Incentives to encourage distributors to carry the product will also help in shut ting out competition.
Promotions aimed at customers might be used to shift the time of purchase, stimulate trial, or encourage continued use of a product.
Sales promotion tools for B2B marketers are done through trade fairs and exhibitions.

a) Trade Fairs
These are temporary markets organized to promote trade, where buyers and sellers gather to transact business and to explore business opportunities.

b) Exhibitions
These are public events in which businesses gather together at convention centers to set up booths and advertise their goods and services to the crowds who come streaming through over a several-day period. Exhibitions occupy a key role in b2b marketing since they allow contact with buyers who otherwise might never meet due to geographical or time constraints. Exhibitions offer an opportunity for the relationship between the buying company and selling company to develop more fully. Many exhibition visitors are technical people or administrators rather than buyers, there are many opportunities for establishing contacts at all levels of the organization.
c) Roadshows
A road show is a travelling exhibition which takes the product to the buyer rather than the other way round. Road shows are useful in cases where large numbers of buyers are concentrated in particular geographical areas, and where many of them would not make the journey to visit a national exhibition. Road shows allow the exhibitor to control the environment to a large extent and can be run with other firms, which reduces the cost and increases the interest level for the visitors.

Business-to-business marketers develop integrated marketing communications strategies that align strategic business objectives with creative execution across a variety of media to achieve desired results. A carefully planned and executed strategy is needed to secure promising returns on marketing communications investments
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