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The Communications Mix.. 

Notes are taken from Marketing Communication Blythe, J (chapter 2) 

1 Elements in the communication mix. 

1.1 The central role of communication. 

Marketers communicate with customers.  In the 4P classification of marketing this has 

been taken to be "Promotion".  Within the 4Ps, promotion is understood to consist of four 

elements. These are(i) advertising, (ii) public relations, (iii) sales promotion and 

(iv) personal selling.  This taxonomy states the case but not the whole case. The 

promotion mix is the set of ways that messages are connected to various publics of 

receivers (e.g. customers, employers, pressure group etc.)  

The essential problem is this "How do the marketer and customer communicate with each 

other?"  Indeed some products may be communicated and distributed through he same 

medium.  

An example of this is computer software - particularly versions of web browsers. Users 

can communicate with others via their browser, the web  and associated websites. At the 

same time suppliers may distribute software, such as the next version of the browser, via 

the same communication medium. Thus the communication system and the distribution 

system are one and the same thing. 

1.2 Elements in the communication mix. 

If we widen our thinking about the promotion mix to include all communication elements 

a much more complex  picture emerges. Elements in the communication mix with an 

explanation are given in the table below. (The elements in the promotion mix are shown 

in bold.) 

 Element Explanation 

1 Advertising A paid insertion of a message in a medium. 

2 Ambient advertising Messages placed on items such as bust tickets, stamp franking, till receipts 

and petrol pump nozzles. Any message that forms part of the environment 

around the point of sale. 

3 Press advertising Any paid message that appears in a publication. 

4 Television advertising Commercial messages shown in the breaks during and between TV progs. 

5 Radio advertising Sound only adverts broadcast on radio. 

6 Outdoor advertising. Billboards, bus shelters, flyposters. 

7 Transport advertising. Posters in stations, buses and trains 

8 Outside transport adv. Posters on buses and taxis. 

9 Press releases News stories about a company and/or its products. 

10 Public relations The planned and sustained effort to establish and maintain goodwill and 

mutual understanding between an organisation and its publics. 

11 Sponsorship Funding of arts events, sporting events in exchange for publicity & prestige. 

12 Sales promotion Activities designed to a temporary boost to sales such as money-off 

coupons, free samples, two for the price of one. 
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13 Personal selling Face-to-face communications between buyers and sellers to ascertain need 

(e.g. insurance selling) 

14 Database marketing Profiling customers onto a database and sending out personal mailings. 

15 Telemarketing Inbound (teleordering) or outbound (teleselling) telephone calls. 

16 Internet marketing Use of websites to promote and /or sell products. 

17 Off-the-screen selling Using television adverts linked to inbound telephone operations to sell 

goods. Home shopping channels (like QVC). 

18 Exhibitions Companies take stands at  trade fairs to display new products to customers 

thereby raising their profile with the public. 

19 Corporate identity The overall image that the company projects: the company's personality 

20 Branding The mechanism by which marketing communications are co-ordinated. 

These various communications interact with each other. The methods used to combine 

them depends on the approaches, the product and the potential receivers.  On page 31 of 

Marketing Communications, Blythe gives a diagram - called A taxonomy of marketing 

communications - showing how these elements relate and interconnect. The diagram 

shows the Promotion Mix of (i) advertising, (ii) public relations, (iii) sales promotion and 

(iv) personal selling across the top. [Note: the word taxonomy means 

taxonomy (noun) the practice of classifying things  

from The Concise Oxford dictionary] 

1.3 Structuring the communication mix. 

Developing effective marketing communications follows a six step process. 

1 Identify the target 

audience 

Decide who the message should get to. 

2 Determine the 

response sought 

What would the marketer like the  audience 

to do on receiving the message. 

3 Choose the message Write the copy or produce the an 

appropriate image. 

4 Choose the channel Decide which newspaper, television  station 

or other medium appeals most to the 

audience. 

5 Select the source's 

attributes 

Decide what it is about the product or 

company that needs to be communicated. 

6 Collect feedback Carry out market research to find out how 

successful the message was. 

Communication is expensive. A full page insertion in Sunday colour supplements run at 

around £10,000 whereas a thirty second commercial at peak time costs around £30,000 - 

three times as much.  

Because the publics receiving the message are getting it from different sources it seems 

inevitable advertising, sales promotion, personal selling and public relations all feed into 
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each other. In a campaign it is vital that all transmitters speak the same message and 'sing 

from the same hymn sheet.' 

2. Formulating a strategy 

Strategic decisions concern the overall direction of the organisation. Strategy is about 

where we want to be, tactics are about how to get there. Strategy is difficult to change, 

tactics are relatively easy to change. 

Strategic decisions Tactical decisions 

Concern overall direction Concern methods of achievement 

Difficult to reverse Relatively easy to change 

Involve rejection of alternatives Allow combinations of 

alternatives 

Strategy must be integrated across the whole organisation's marketing activities. Strategy 

involves making changes and taking risks. 

2.1 Push versus pull strategies. 

A push strategy involves promoting heavily to members of a distribution channel (e.g. 

wholesalers, retailers ) hoping that they in turn will promote heavily to their customers. In 

this way products are pushed through the distribution channel. 

A pull strategy involves promoting heavily to end users so that customers create a 

demand by asking for the newly promoted product. This demand on retailers will pull 

products and services through the distribution channel. 

Push strategies place the emphasis on personal selling whereas pull strategies place the 

emphasis on mass advertising. The two strategies do not exclude each other: most 

campaigns contain elements of both. 

Communication planning functions for carrying out a communications campaign is given 

on p34-35 of Blythe and is given in the table below. 
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Planning function Explanation 

Situation analysis 1 Demand factors. These include consumer needs and decision 

making processes, cultural and social influences on demand, product 

category and brand attitudes, individual differences between consumers. 

2 Identify the target. It is better to deal with a small market 

segment. 

3 Assess competition and other products. 

4 Examine legal and regulatory restrictions on strategy. 

Defining the objectives  Decide what the communications will try to achieve. All 

agencies (PR, advertising, sales force) must have a clear brief. Use 

SMART (specific, measurable, attainable, realistic, targeted). 

Setting the budget There are four ways this may be done: 

1 The objective and task approach. Specific sums are set aside for 

specific objectives. 

2 Percentage of sales approach. Sales creates advertising: but 

decreasing sales decreases advertising and that depresses sales further. 

3 Competition matching. The budget is set to correspond with 

competitors. Problem is the competition is setting the agenda. 

4 Arbitrary approach. Finance director announces the budget by 

fiat. Not open to persuasion. 

Managing the elements of the 

mix 

Media planning decides which media channels should be used within 

budget. Two main considerations are reach (no of customers) and 

frequency (no of times each consumer is exposed to the communication). 

Briefing the sales force. Will the campaign be push or pull? What PR 

will be used? 

Creating the platform Identify the selling points to be communicated. This clarifies ad agency 

briefings and thereby the thinking that produces the campaign 

In practice, marketers use a combination of strategies to planning a campaign and 

allocating its budget 

3. Planning the campaign. 

3.1 Image building and product differentiation. 

Once the budget is known the campaign can be planned in detail. The purpose of the 

campaign is to (i) enhance the product's image and (ii) differentiate the product from 

competitors. In the latter there are three main ideas for differentiation: 

Unique selling proposition: this is the one feature that makes the product stand out from 

its competitors - the unique differentiator. e.g. 'The VOLVO is the safest car money can 

buy.' Here safety is the unique selling proposition. 

Positioning strategies: these are concerned with the way customers perceive the product 

or service. Example:  At the Fengi restaurant we strictly enforce the dress code and a 

minimum charge of £20. This gives people the message "hoi-polloi are not required", 

"don't mess if you can't dress", "we despise people who cannot pay their way". 

McDonalds it is not. Strictly for the well-heeled middle-class middle-aged types.  
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Direct response campaigns: these seek an immediate response from a customer such as a 

brochure request or make telephone call to a call-centre at which details of an interested 

customer are captured in a database. 

3.2 Fitting it all together. 

Fitting together the disparate campaign elements take skill, art and administrative ability. 

The factors to be blended together as the campaign is implemented are: 

a size of budget 

b order value 

c number of potential buyers 

d geodemographical spread of potential buyers 

e product category 

f the firm's purposes 

It is a rare that everything happens at once (think of a typical teaser campaign). However, 

Blythe gives an indicative calendar for a food new-product launch on p37. 

Month Activity 

May Press releases to the trade. 

June Campaign by sales force to persuade retailers to stock the 

new product. Start a teaser campaign. 

July/August Denouement of teaser campaign. Promotion staff appear in 

retail outlets. Product 'placed' in a daytime cookery 

programme. 

September/October Once 50% retailer penetration has occurred start the TV 

campaign. Ad agency briefed to maximise brand awareness. 

January/February Money-off sales linked to new-product and the post-

Christmas reduced spending power. 

Even from this example it is clear that a mix of different skills are needed: the buying of 

air time at the right slots, energising the sales force, using contacts to place a product in a 

TV programme, use of PR to give the media the correct message about the new product, 

the creatives who come up with the catchy yet enduring ideas.  

Finally, a website may be built giving information about the product and Delia Smith 

recipes specially created for the new product. [This is done increasingly with modern 

textbooks. Publishers are creating a website to supplement a best selling book. By 

monitoring the website publishers gain much needed information on which topics are 

popular and thereby where demand will increase.]   

But, as with all communication between people, the marketing team must sing from the 

same hymn sheet and not negate each others efforts. 

4. International marketing communications. 

Single communications strategies rarely work for firms in the global arena. Those that do 

owe their success and influence to Hollywood exporting a world wide culture. We 

understand the 'image' behind the American cowboy than we would a gaucho or a 

samurai. Strategies are expensive and television commercials are by far the most 
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expensive of all communication elements within a strategy. Any opportunity to 

standardise a television commercial should be taken since the cost savings will be great. 

This does not apply to lower cost press advertising. 

4.1 Strategic considerations. 

Four basic strategies for international communications are: 

Strategy Explanation 

Same product, same 

communication. 

Can be used where the need for the product and its use are the same as in 

its home market. 

Same product, different 

communication. 

The differences here may be cultural and social. Wine in England may 

be sold as a luxury whereas in France no meal would be complete 

without it. 

Different product, same 

communication. 

Due to local regulations the content of a product may change (e.g. E 

additives levels must be below certain dosages) but the message is the 

same across countries: "X is good for you". 

Different product, different 

communication. 

Applies to markets with different needs and different product use. 

Electrical gadgets are best bought at home and not abroad due to 

differences in wiring, voltage and current. 

A universally recognisable icon is a great asset in promoting and communicating a 

product across cultures and languages. Example: Think of the Apple icon - now can you 

think of one for the pc, the personal computer or even IBM? 

4.2 Tactical considerations. 

Most tactics involve creativity. Consequently, it is difficult to lay down hard and fast 

rules. However, some guidelines are: (a) doing something the competition has not 

thought of yet, (b) make sure everybody is aware of current plans, (c) while recognising 

that results are rarely instant, all marketing efforts should be monitored, (d) the message 

given to all recipients should be consistent and (e) since competitors are likely to make a 

response to marketing communications this should be anticipated and a possible response 

prepared. 

4.3 Bringing strategy and tactics together. 

There are nine items that make a useful checklist for bringing ideas together in the 

strategic and tactical arena for marketing communications. Cryptically, they are known as 

SOSTT + 4Ms. These are outlined in the table below: 
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Element Description 

Situation Current position of the firm in terms of its resources, product range and 

markets. 

Objectives What the company hopes to achieve in both the long term and the short term. 

Strategy Decisions about the correctness of the objectives and their suitability. 

Tactics How to achieve strategic objectives. 

Targets Formalised objectives leads to identified targets. (e.g. 18-25 year olds in USA 

and Europe for integrated walkman and personal organiser and mobile 

telephone called the All-in-One.) 

Men Decisions about the people you have got and their suitability to do the job. 

Money Allocating the budget to resources in the most effective way. 

Minutes Time-scales and deadlines. Planning and booking space on air and in the press. 

Measurement Monitoring and evaluating results. Vital market research opportunities should 

not be missed both before and after a campaign. 

Direct marketing has grown world-wide. If you have a store card and analysis of 

cardholders purchases reveals they buy dresses and perfume then such people may be 

targeted at a special 'promotion event' in a department store. This is called 

direct marketing (and is not cold-calling.)  Such cardholders are invited to a special 

evening event (it may be held in the store after closing hours), with champagne and 

nibbles, for a private fashion show of a popular range of dresses as the seasons change in 

conjunction with a new perfume launch. Cardholders are given exclusivity and 

prior purchasing opportunity. 
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