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Integrated Marketing Communications

Integrated Marketing Communications (IMC) is the

process of coordinating different communication tools—

such as advertising, public relations, sales promotion,
personal selling, direct marketing, digital media, and
social media—to deliver a consistent, clear, and

persuasive message to target customers (Belch & Belch,

2021; Kotler & Keller, 2016).

All communication tools should work towards a
common objective.

Messages should remain consistent across different
channels.

Communication should be target-customer centred.
IMC combines online and offline communication.

Its purpose is to build awareness, positive attitudes,
and purchase or service-use behaviour.
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Consistent core message: “Fresh, pure milk / truly natural goodness.”
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AIDA model

A - Attention: Capture attention

Customers become aware of the brand, product, or service.
Example: An advertisement with striking visuals, an eye-catching
headline, or an intriguing message.

| - Interest: Generate interest

Customers begin to want to learn more because the message connects
with their needs, wants, or problems.

Example: Content explaining product benefits, customer stories, or
demonstration videos.

D - Desire: Create desire

Customers begin to feel that the product or service is relevant to them
and want to own or experience it.

Example: Emphasising emotional benefits, distinctive value, or positive
customer reviews.

A - Action: Encourage action

Customers take the desired action, such as purchasing, registering,
downloading an app, providing contact details, or visiting a store.
Example: “Sign up now?”, a limited-time offer, or a free consultation.
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Steps in Designing a Marketing Communications Programme

|
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Audience: Who are you communicating with?

* Existing or potential customers?

* Buyer, user, or purchase influencer?
Example: Shampoo may be used by the whole family, but a woman in the
household may make the purchase decision. Infant formula is consumed by the
child, but purchased by the parents.

* Demographic characteristics: age, gender, income, occupation, and place of
residence.

* Psychographic characteristics: lifestyle, personal values, interests, and
motivations.

 Consumer behaviour: purchase frequency, level of loyalty, and preferred
information channels.

 Customer problems, needs, or wants: \What are they trying to solve, achieve, or
experience?



Luxury goods are sold to the rich, but their advertising is often
intended to be seen by the less affluent. Why is that?

If a US$20,000 Hermes bag were valued onl )(]wealthy buyers and the brand
|tself it would be little more than a piece of high-quality leather. It becomes truly
powerful”when its owner walks down the street and everyone around them—
even those who could never afford it—recognises how extraordinarily expensive

itis.

This is why luxur% brands need to be visible to a much wider, less affluent
audience. Only then can the wealthy owner experience the admiration that
comes from being seen with something that most people cannot attain.

The emotional value of luxury consumption, therefore, may come not only from
the productitself but also from the perceived status distance it creates. The
admiration, aspiration, and sometimes envy of others can reinforce the owner’s
sense of prestlge and social distinction.

This reflects both a basic logic of luxury marketing and an understanding of
human behaviour. In the age of social media, consumers are increasingly
surrounded by hl%hly curated and often extravagant standards of living
promoted through media and influencers.

Constant exposure to lifestyles and possessions that seem out of reach can
contribute to feelings of inadequacy and status anxiety. In more extreme cases,
it may encourage conspicuous consumption beyond one’s financial means—
borrowing or overspending on luxury goods in exchange for temporary social
recognition.

Troy University Resources
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Communication Objectives: Specific and Measurable

Increase brand awareness
Example: Increase awareness of TH true MILK among customers aged 18-25 from 40%
to 60% within three months.

Provide information about a new product or service .
Example: Ensure that 60% of the target audience understands that the product contains
natural ingredients and no preservatives.

Generate interest o _
Example: Increase the number of customers visiting the website to learn more about the
product by 30% after the campaign.

Change customer attitudes or perceptions .
Example: Increase the percentage of customers who perceive the brand as “trustworthy”
from 50% to 70%.

Build brand preference .
Example: Increase the percentage of customers who rank the brand among their top
three favourite dairy brands.

Encourage purchase, registration, or trial
Example: Increase the number of orders by 20% during the campaign period.

Increase customer loyalty and encourage repeat purchases



Message Design

What is the core customer benefit?
* Apple: “Think Different” > creativity and innovation
* Biti’s: “Nang niu ban chan Viét” > care and comfort for Viethamese consumers

Message structure
* Present a problem, then offer the solution
* Show before vs. after using the product
* Present rational benefits first, followed by emotional benefits
* Supportthe message with evidence, statistics, demonstrations, or customer reviews

Message format
* Visuals
* Colours
* Sound and music
* Language and tone
* Brand ambassadors or spokespersons
* Slogans
* Overall design style

Key requirements: The message should be clear, consistent, memorable, and relevant to the
target audience.

https://www.youtube.com/watch?v=DIx9Z0QcBds

Troy University Resources
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Media Selection: Where Is Your Target Audience?

* Mass Media _ . o
TV, radio, newspapers, magazines, billboards, and outdoor digital screens.
Best suited when a company wants to build broad market awareness.

- DigitalMedia | | | . |
Websites, email, social media, search engines, online advertising, and mobile
apps.

Useful for personalisation, interaction, targeting, and performance
measurement.

* Direct Communication
Personal selling, consultations, seminars, events, and customer service.
Particularly suitable for products or services that require detailed explanation or
involve high perceived risk.

* Word-of-Mouth and Community Communication
Customer reviews, KOLs/KOCs, online communities, discussion groups, and
user-generated content.
Useful for building credibility, social influence, and customer engagement.



Media schedule

* Campaign start and end dates
* Frequency of message exposure

* Peak periods when communication intensity should be
increased

* Coordination of different channels across campaign stages

* Consider seasonality, special events, holidays, and customers’
typical buying occasions.

roy University Resources
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Learning

Learning will be forgotten
rapidly in the short term
without review intervention.

Review 1

Learning is refreshed and the rate
at which it is forgotten is

reduced. This could be in the form
of questioning during the lesson or
exit tickets at the end

Review 2

Learning is refreshed and the
rate at which it is forgotten is
reduced. E.g. Summarizing the
Key Points from last lesson
using Cornell Notes

Review 3
This review should feed into a
rolling cycle of periodic review to

refresh the learning over time. Eg.
Regular recall and retrieval
practice

The Curve of Forgetting

Hermann Ebbinghaus
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1st Learning 1 Hour 1 Day 1 Week 1 Month

@3imBadded O~ 1st Learning -O- Review 1 -O-Review 2 -O-Review 3
SimonBaddeleyid wordpress com



Budget

Affordable Method
* The company spends what it believes it can afford on marketing communications.

* The communication budget is therefore determined by available financial resources rather than by specific
communication objectives.

Percentage-of-Sales Method: The communication budget is set as a percentage of current or forecast
sales revenue.

Competitive-Parity Method

 The budget is based on competitors’ communication spending, media presence, and the firm’s desired
market share.

« Acommon assumption is that market share is related to share of voice (SOV).

* The firm therefore considers how frequently competing brands appear in the market and how much
communication pressure is needed to remain competitive.

Objective-and-Task Method

* Define specific objectives for awareness, trial, purchase, or market share.

* Estimate the total level of media exposure required, often expressed in GRPs (Gross Rating Points).
* Estimate the cost of achieving each GRP.

* Calculate the total communication budget needed to achieve the objectives.

In short: Objectives 2> Required exposure > Cost per exposure > Communication budget.

Troy University Resources
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Structure

* Budget allocation by product: Percentage of the communication budget
allocated to each product, brand, or model.

* Budget allocation by geographic area: Percentage of the budget
allocated to each region, city, or market area.

* Budget allocation by marketing communication tool: Percentage spent
on advertising, sales promotion, public relations, direct marketing, and
personal selling.

* Budget allocation by media: Percentage spent on TV and radio, print
advertising, out-of-home (OOH) media, online media, and other
channels.

* Budget allocation over time: Percentage of the budget allocated by
quarter, month, or week throughout the year.



Communication tools

* Advertising: builds broad awareness and gives the firm strong control over
the message.

* Public relations (PR): builds credibility, reputation, and trust.
* Sales promotion: encourages short-term customer action and purchase.

* Personal selling: provides consultation, persuasion, and handling of
customer objections.

* Direct marketing: delivers personalised messages to specific customers or
customer segments.

* Digital and social media: encourage interaction, sharing, rapid reach, and
real-time measurement.

* Events and experiential marketing: allow customers to interact directly
with and experience the brand.

Troy University Resources
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Mkt communication across the product life-cycle

=== Sales Promotion

w—=  Advertising, Public
Relations (PR) and
Direct Marketing

=== Personal Selling and
Customer Service

Effectiveness of Communication

Introduction Growth Maturity Decline
Stage Stage Stage Stage




Advertisement
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Advertisement

* Advertising is a paid form of communication in which a company
places a message or brand on a media channel to inform, persuade,
or remind customers (American Marketing Association).

* Applications:

* Launching a new product
Building brand awareness
Repositioning a brand
Reminding customers
Creating differentiation
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Advertisement design




Mission

* Behavioural objectives: sales volume, revenue

* Awareness and attitude objectives:
* Inform: unaware > aware
* Persuade: aware > interested > preference > convinced
* Remind: first purchase - repeat purchase

Troy University Resources
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Money (Budget)

* Bottom-up approach: The advertising
budget is built from specific
communication objectives and the
activities required to achieve them.

* Objective-and-task method

* Define specific advertising objectives.

* lIdentify the tasks needed to achieve those
objectives.

e Estimate the cost of performing those tasks.
* The total cost becomes the advertising budget.

Eg: A company wants to achieve 70%
brand awareness amon% universit
students. It determines that it needs TikTok
advertising, campus events, and influencer
content. The estimated cost of these
activities determines the budget.

Objectives > Tasks 2> Estimated costs >
Budget

This is generally considered the most
logical and strategically sound
approach, because spending is directly
linked to marketing objectives.

* Top-down ap{)roach: Management first determines how much
money is available for advertisin% usually based on financial or
competitive considerations. The budget is then allocated across
advertising activities.

* Affordable method: The company spends on advertising only
what it believes it can afford after covering other expenses.

- Limitation: Advertising is treated as a residual expense rather
than an investment linked to objectives.

* Percentage-of-sales method: The advertising budgetis setas a
fixed percentage of current or forecast sales revenue.

E%: If forecast sales are $10 million and the company allocates 5%
of sales to advertising, the advertising budget is $500,000.

- Limitation: It assumes sales determine advertising expenditure,
although advertising itself is intended to influence sales.

* Competitive-parity method: The company sets its advertising
expenditure based on competitors' spending or industry norms.

* Share of Voice (SOV) > Share of Market (SOM)

* Share of Voice: the brand's advertising presence relative to
total advertising in its market.

* Share of Market: the brand's sales as a percentage of total
market sales.

Eg: If a brand accounts for 20% of total advertising expenditure in
a category, its SOV is 20%. If it has 15% market share, then: SOV
20% >SOM 15%

= This is sometimes called Excess Share of Voice (ESOV). The
underlying idea is that maintaining SOV above current market share
may help a brand grow over time.



Bottom-up approach

Biti’s Hunter — “Di d€ tr& vé” campaign
https://www.brandsviethnam.com/campaign/209-biti-s-di-de-tro-ve

The Biti’s Hunter campaign was built around an insight that resonated strongly with young
Vietnamese consumers: young people want to travel, explore, and experience the world, but Tet is
still the time when they want to return home to their families. The “Di dé tré ve” (“Go to
Return”) campalgn connected the footwear product with the emotions of leaving and returning,

exploration and

amily, and the spirit of Tet.

Music videos featuring celebrities.

Storytelling content centred on the journey of going away and coming home.
Social media communication, PR, and online community discussions.

Out-of-home advertising, including buses, taxis, and point-of-sale displays, to reinforce the
message and encourage purchase.

Buzzmetrics noted that the campaign consistently applied the same consumer insight across
multiple channels, while offline touchpoints such as retail stores, OOH advertising, buses, and
taX|bslwere used to remind consumers of the campaign message and keep the product highly
visible

Troy University Resources
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e Under a bottom-up approach, the marketing team might begin by
asking:

“If we want young consumers to love Biti’s Hunter during Tet, what
activities do we need to carry out?”

* \We need an emotional message.
* \We need a music video with strong viral potential.

* \We need to select a singer or celebrity who resonates with young
consumers.

* \We need social media activities to generate discussion and
engagement.

* \We need PR to amplify the campaign story.

* \We need point-of-sale communication and out-of-home advertising
(OOH) to move consumers from brand preference to actual purchase.



Top-down approach

* The company starts with a large overall communications budget or target that has already been
set at the corporate or regional level, and then allocates that budget to specific activities.

 Shopee: major sales campaigns on special shopping dates such as 6.6, 7.7, 8.8, and 11.11.

* These are ﬁlatform-wide campaigns that are usually implemented simultaneously across
multiple channels, including TV commercials, YouTube, Facebook, TikTok, KOLs/KOCs, in-app

banners, vouchers, free-shipping offers, livestreaming, push notifications, and email, together with
promotional incentives.

* Under a top-down approach, senior management may first decide: “The company will allocate a
budget of X to increase traffic, generate more orders, and strengthen brand awareness.”

* The total budget is then allocated across specific activities, for example:
* how much for TV commercials and YouTube;
* how much for KOLs/KOCs;
* how much for social media advertising;
* how much for vouchers and free shipping;
* how much for in-app banners;
* how much for livestreaming and affiliate marketing.

Troy University Resources
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1. Start with a strong consumer insight: The

MessageZ appeal Strategies message should connect with a real need,

tension, desire, fear, aspiration, or experience of
the target audience.

Creative A
. Heiﬁéi(en 2. Chopsg the right.advertisi.ng appeal: An
* Noticable Y advertising appeal is the basic approach used to
, ¥ DAUONG RUCUBIA |} attract attention and influence the audience.
* Relating L

- ”“KH NGLAIXE © 3. Make the value proposition clear: The
audience can quickly understand.

Memoriable

Responsive 4. Make it relevant (meaningful to the target
customer ) and distinctive (different enough to

stand out from competitors)

HOBBY RAZOR BLADE 5. Tell a story: Storytelling makes advertising
' e T more engaging because consumers can identify
Exmsmuv SHAHP b . .
with: a character 2> a problem 2 an experience
2> a resolution.

6. Use strong creative execution: The same
message can be communicated through different
execution styles, such as lifestyle, fantasy,
mood or image, music, celebrity endorsement,
demonstration, testimonial, humour, storytelling

7. Create emotional and brand linkage

8. End with the desired response




Message content example

Warning / Fear Appeal
(Problem-Agitation-Solution)

UV is there every day > UV damages your skin
> protect yourself every day with SPF 50+

e Headline (Hook): [WARNING]
This mistake is damaging your
skin every day!

e Content: Clearly explain the
negative consequences of the

problem or bad habit > intensify gﬁ E‘Eﬁ

the concern - introduce an urgent %

solution through the product or ssto+
service.

e CTA (Call to Action): Message
us how to receive a free
personalised treatment plan!

Troy University Resources
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Message content example

Benefit-Focused Appeal

e Headline: Say goodbye to

Horo'blem] with just [X minutes] a
ay!

e Content: Use trending phrases or

viral expressions from social media to

make the message humorous,

relatable, and engaging, then connect

them back to the product’s core
benefit.

* CTA: Click the link to get [ X% off]
today!

Dyson cordless vacuum

A cleqner homein
less time.

Powerful cordless
suction helps you
move quickly from
r%om to rocim without
changing plugs or
dealing wﬁh a cable.

Discover the Dyson
cordless range
today.

¥'d start think about
Hiristmas shopping early
if | were yOu...




Message content example

Scarcity / Limited-Availability
Appeal

* Formula: Scarcity > Urgency > Action

e Headline / Hook:
Only [quantity/time] left to claim this offer!

e Content:

Emphasise that the quantity is limited, the offer
is available for a limited time, or the benefitis
reserved for the first group of customers.

Troy University Resources

Only 20 places left for our Digital
Marketing Programme!

Want to build practical skills in social media,
content marketing, digital advertising, and
marketing analytics?

Our Digital Marketing Programme is now
accepting applications for the next intake, but
places are limited.

Register before 15 September to receive:
* 10% early-bird tuition discount

* Free accessto anindustry workshop

* Personalised career consultation

After the deadline, the programme will return
to the regular tuition fee.

Apply now to secure your place before the
offer ends.
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Chién lwg'c sang tao: 12 phong cach sang tao trong trién khai y twéng
(execution styles)

Chao hang truc tiép Khoa hoc-Ky thuat

(Straight sell) (Scientific/Technical) Trinh dién (Demonstration) So sanh (Comparison)

Van dé thuc té trong cudc
Chuirng thuc (Testimonial) song Hoat hinh (Animation)
(Slice of life)

Bi€u tugng ca nhan
(Personal symbol)

Hinh anh chung (Imagery) Dién kich (Dramatization) Hai hudc (humour) Két hgp (combination)




TV channels

* Reach: High / broad

* Audience selectivity: Low to moderate

* Impact / attention-grabbing ability: High

* Information retention: Limited

* Ability to build credibility/trust: Limited to moderate
* Timeliness: High

* Viral potential: Low

* Absolute cost: High

* CPM (cost per thousand impressions): Relatively low

* Typical target audience: More effective for middle-aged and older
consumers, especially those who spend more time watching television.

Troy University Resources
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How social
media compare
as advertising
platforms
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GET YDUR CONTENT DISCOVERED.
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Monthly active users

Average cost of
advertising — cost per
1,000 impressions
(CPM}"

Percentage of users
who log in daily
Percentage of o
platform users who ? 5 - {} ‘
are millennials

$12 16

36%
23.8%

18-34-year-olds

The biggest of the social
networks, and the one with the
most options for targeting.

F'EUDIE like to tweet while
i watching TV so advertisers are
able to create ‘two-screen”
campaigns combining TV and
Twitter.

Adverhsmg is bemmmg more
expansive.

E!ecause users do nm need to
use real names or reveal much
about themselves, does not
allow as much targeting as
Facebook.

Cons

.(-}p-‘l-‘iuns ar;j |;;;51 Twc ophons for ads as a

Three ophons for ad vertising:

developments sponsored post in Facebook’s promoted tweets, promoted
news stream, or on the accounts and promoted trend
right-hand column.
Twitter ads can be targeted
Allows advertisers to target based on what users search for |
users based on past purchases and what they reveal in their
T - and demographics, even profiles.

outside Facebook.

to what users have done onlme
outside Twitter.

Rumoured to be creating a
video hub to make it easier to
find and view video content.

FT graphic. Sources: eMarketer: InSites Consulting: Pew Research Centre; Malja Palmer: FT researche * CPM can vary greatly according to different carmpaigns. Figures should be considered indicative anlby

i generation who view Facebook
i as their parents’ socdial network.

wWorks well for brands that have |
i strong wvisuals,

i Onlya limited number of bran 5 i
i allowed to advertise at the :
i moment.

i Lack of links on the site makes
{ it hard to direct customers to
products.

i ago with selected partners.

! Recently started allowing
i marketers to include links to

i websites from posts,

Also allows targeting according | i

Linkedin Pinterest

i

BEE ?w e

70m

of which 20m-30m are
esﬂmared to be active

49/2.

4 3. 1

18-34-year-olds

15-34- vear-elds

Access to a professional
i audience with acourate

i information about people's

¢ professional lives: people can b
i targeted by job title, employer,
i industry and even skills.

Appeals to a younger
mood receptive to shopping.
Many are creating boards
around life events such as
weddings, childbirth and
redecorating, which advertisers
are keen to tap into.

i LinkedIn members have twice
¢ the buying power of the

i average web audience,
accordlng to Comscore.

ust one adve rhsmg format:
Promoted Pins.

Users do n01 Iag on to
Linkedln as often as other
natworks.

'I'wo ophcms ads that appear
i the sidebar, or sponsored

i updates that appear in the

i news feed.

Rep-cn‘ed fo b-e planmng to
ntroduce a ‘buy” button that
would make it easier for users
to make purchases directly from
he platform.

L_.aunched adverhsmg a year

i Recently launched a tool simila
¢ to Facebook's Atlas, which

i allows advertisers to target

i LinkedIn users outside the

i platform.

their own products and

Offers advertisers access to the
Finstitute’, a programme that
teaches users how to create
successful ‘Pins”,

Adweek repnrred that
advertising on a 'my story' could
cost brands $750,000 a day.

This is unconfirmed by Snapchat. i
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asha

RECENT UPDATES

t Benjamin

!J Sampepper
100m

could be close to 200m now
but this is unconfirmed

Users are highly engaged, and
need to actively press a button
to view a story, so advertisers
can be sure attention is not
wawvering.

Sforues and assomated ads
disappear after 24 hours,

Ads are not shareable and
there are no cutbound links,

Adver‘hsers spansor ‘stories’,
or collections of many people’s
pictures, often around specific
events,

Snapchat also recently
launched Discover, where
publishers such as the Daily
Mail, Vice, Yahoo, CHNM and
ESPM display stories.
Companies can buy ad space
around this content.

YoulTTD

YouTube

R |
B

Braadcast Yourse® ™

Holds users' attention for a Iong

i time: they can spend hours
iwatching videos.

i A familiar advertising medium,
iwery similar to creating material
Hfor TV

i Vnewers do not like pre-roll

: adverts and often skip them.

{ Brands cannot request a

i specific slot, so there is a risk
: the ad will be playing just

i befare something unpleasant.

FUur ophons dlsplay ads next

i to or below the YouTube

i player; semi-transparent

: overlay ads that appear over

i the bottom 20 per cent of a

i video; skippable video ads that
: can be inserted before, in the

i middle or after a video and

i non-skippable ads that must

i be viewed before the video is

§ shown.

Experimenting with a paid-for,
i ad-free service.



OOH (Out-of-Home)
advertising

* Advertising displayed in
public spaces outside
consumers’ homes.

* The value of an OOH
advertising location can be
assessed based on the
size of the advertising
space, traffic volume,
quality of audience-reach
data, and the ability to
optimise campaign
performance in real time.

* Key planning decisions
include where the
advertisement is placed,
when and how often itis
displayed, and how the
advertising budget is
allocated.
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Ads schedule

Macro schedule: year and month
Micro schedule: week, day, hour

Schedule should match with type of
target customers and their
behaviours.

Concentrated

Continuous

Intermittent

Level
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Media Selection: Factors to Consider

* When selecting advertising media, marketers should consider:

* Target audience: Who are we trying to reach, and which media do they use most?

* Reach: How many people in the target market can the medium reach?

* Frequency: How often will the target audience be exposed to the message?

* Impact: How strongly can the medium attract attention and create an impression?

* Audience selectivity: How precisely can the medium reach a specific customer segment?
* Media habits: Where, when, and how does the target audience consume media?

* Nature of the product: Some products need visual demonstration, detailed information, or repeated
exposure.

* Nature of the message: Complex messages may require media that allow more explanation, while
simple messages may work well in short-form media.

* Cost and CPM: What is the total cost, and how much does it cost to reach 1,000 people?

* Timing and flexibility: How quickly can the advertisement be launched, changed, or updated?

* Geographic coverage: Is the campaign local, regional, national, or international?

* Engagement and interaction: Can consumers respond, click, share, comment, or purchase directly?
* Measurability: How accurately can campaign performance be tracked and evaluated?

Troy University Resources
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Measurement: Evaluation of Marketing Communication
Effectiveness

1. Communication impact measures

Awareness rate: the percentage of the target audience who are aware of the brand,
product, or campaign.

Comprehension rate: the percentage who correctly understand the intended message.

Liking: the extent to which consumers like the product, advertising message, or
campaign.

Purchase intention: the degree to which consumers are willing or likely to purchase the
product.

2. Sales performance measures

Sales volume: the number of units sold.

Sales revenue: revenue measured before, during, and after the campaign to identify
possible changes associated with the marketlng communication programme.

3. Evaluation methods: pre- and post-campaign surveys, brand-awareness and recall
tests, message comprehension tests, attitude and purchase-intention surveys, sales
analyS|s web and social-media analytlcs conversion tracking, and
experimental/control-group comparisons.



Public
Relations
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* Public Relations (PR) refers to activities aimed at building and maintaining a positive
image, reputation, and trust between an organisation and its key publics, including
customers, the media, local communities, government agencies, investors, and

PR employees.

* Common applications: brand launches, corporate social responsibility communication,
crisis management, leadership reputation building, and internal communication.

« Common PR tools and activities: press releases, events, CSR programmes, community
sponsorships, media relations, crisis communication, and thought leadership.



LEGO Manufacturing Vietham - Building Reputation

* |In April 2025, LEGO officially opened its US$1 billion manufacturing facility in
Vietham, its sixth factory globally and second in Asia. The opening ceremony
involved senior Vietnamese government officials, LEGO executives, business

artners, and community representatives, making the event not simply a factory
aunch but a major corporate PR occasion.

* Instead of communicating only about production capacity, LEGO built the PR
story around sustainability, responsible investment, employees, and local
communities. The company described the Vietham facility as its most
environmentally sustainable factory at the time of opening. It installed around
12,400 rooftop solar panels, introduced paper-based packaging, obtained
LEED Platinum and Gold certifications for its buildings, and developed
renewable-energy infrastructure.

 LEGO also linked the investment to its broader social purpose. Through
partnerships with government agencies, NGOs and educational organisations,
Its programmes included LEGO Braille Bricks, Build the Change, and Girls
Unstoppable. LEGO stated that these community initiatives were expected to
benefit more than 60,000 children in Vietham by the end of 2025.
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Event sponsorship / sponsorship PR

* Tiger Cup is probably the clearest example. Tiger Beer was the title
sponsor of the ASEAN football championship from its launch in 1996
through the 2004 edition, which is why the tournament became widely
known as the Tiger Cup. Asia Pacific Breweries explicitly described the
purpose as associating Tiger Beer with football and increasing brand
mindshare

* Monsoon Music Festival is also an excellent Vietham-based case, but
here | would teach it as event sponsorship and cultural PR rather than
saying “Monsoon itself is PR.” For example, Tuborg became the
principal sponsor of Monsoon Music Festival from 2016, and the event
was officially branded “Monsoon Music Festival by Tuborg.” Tuborg
committed to a multi-year partnership and connected the brand with
music, youth culture and social messages such as responsible drinking
and traffic safety



Heineken x James Bond 007

Heineken has partnered with the James Bond film

franchise since 1997, beginninﬁwith Tomorrow
Never Dies. By No Time to Die, t
covered eight Bond films.

* For Skyfall (2012), Heineken created the global

campaign “The Express”, featuring Daniel Craig as
James Bond. The campaiFn was activated through
media and interactive

television, cinema, digita
consumer activities in more than 50 markets.
Heineken reported more than 22 million online

e partnership had

TOMORROW NEVER DIES CASINO ROYALE
(1997) (2006)

*
.-
(4 /s

=a
F i
\/

The beginning of a
legendary partnership.

Heineken appears in

Heinekeri

—THE=

iconic Bond moments,

SKYFALL SPECTRE NO TIME TO DIE
(2012) (2021)

" .

& ;

“The Express” campaign “The Chase" ad & global Final Daniel Craig film
reaches 50+ markets. premiere events. & new global campaign.

views of the campaign at the time. EXPRESS . £

* For Spectre (2015), Heineken produced another /—' e o .. ¥ Heinekeri ¥
Bond-themed commercial, “The Chase,” launched Aidle ICEEN |
through Facebook before appearing on television S HEC T RE

and cinema screens. It also released special-
edition packaging, exclusive Bond content and
organised premiere events, including a Spectre
premiere in Vietham.

- PR/Sponsorship objective: Strengthen Heineken's
premium and international brand image by associating the
brand with the iconic James Bond franchise. The 007
partnership gives Heineken access to an existing cultural
property, story, celebrity, fan community, events and
media attention, which can then generate PR and brand

associations across many channels.

* For No Time to Die, the campaign again featured
Daniel Craig and included TV, online and social
media communication, consumer promotions and
limited-edition 007 packaging. In Vietham,
Heineken released Bond-themed bottles and cans
and offered Bond-related consumer experiences
and prizes
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PR Objectives

Support the launch of a new product

Support the repositioning of an existing
brand

Generate interest in a new product
category

Influence specific target publics or
stakeholder groups

Protect a product, brand, or corporate
reputation during crises or negative
incidents

Build a positive corporate brand image
that, in turn, creates favourable attitudes
toward the company’s products
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PR Tools
@ ©

5. Management

6. Community

1. Publications 3. Sponsorshi 4. PR News el
P P Speeches Activities
|
\
e Brochures, e Newproduct | e Cultural events e PR editorials * Speeches by e Charity activities
catalogues, launch events managers or
flyers * Sports events * Advertorials executives in e Environmental
e Customer .
| B | ' front of the activities
e Books and appreciation * Business events media
stories e . e Other community-
o * Seminarsand | ° Political events * Talks and oriented
* Films, vu?eos, panel —— presentations activities
and music ~ discussions il by managers or
sponsored executives
- * Trade fairs and activities
 exhibitions
o A k > . e AG > S 8
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PR editorial

sounding like direct
advertising.

* |sintegrated naturally with
regular editorial content,
rather than being placed in a
separate advertising section.

* The brand or product name is

A PR article written in an
editorial style, often using an
inspiring story and providing
more in-depth content.

* Uses neutral language and an
objective tone, rather than

Ban tay chua_

hang triéu mam bén

Théi quen khong rira tay sach bing xa phéng trwéc khi an, sau khi dai, tiéu tién, hoic
sau khi tiép xtc véi méi trwong kém vé sinh sé khién ching ta c6 nguy co céc bénh
tiéu chay, ta, ly, giun san...

Chién dich vi sirc khée cdng ddng

Vira qua, Bd Y Té cung Quy
Unilever Vigt Nam da phat déng
chién dich Riva tay bdng xa phéng
ndm trong khudn khd dy 4n Nang
Cao Strc Khoé Céng Ddng trén
pham vi toan quéc. V6i théng diép
“TRAO YEU THUONG, DUNG
TRAO VI KHUAN”, muyc dich cia
chién djch nh3m tuyén truyén,
néng cao nhan thirc cua nguoi
dan vé tAm quan trong cla vigc
rira tay thwdng xuyén bing xa
phdng. Viéc rira tay bidng xa
phéng da dwge chirng minh cé
thé 1am gidm nguy co méc céac
bénh lay truydn phd bién nhw
viém dwong hé hép, ta, ly, thwong
han, viém gan A, bénh chan-tay-
migng... va déc biét 1a dich cim A
(H5N1). Day 12 né lyc rét1on tir BS
Y té va Quy Unilever Viét Nam véi
s hd tree clia nhan hang Lifebuoy
nhdm nang cao sirc khoé cdng
ddng.

Nguén bénh di dong

Ban tay con nguwdi c6 thé dwoc vi
nhw mét ngudn lay bénh di déng;
Ban tay la cong cu da nang nh

trong lao déng va céc sinh hoat
hang ngay cia con ngwdi nhwng
ddng thél né ciing 12 phwong tién
dé phat tin mam bénh. Vi thé, viéc
gilr gin cho ban tay luén sach
khuédn théng qua viéc rira tay
bing xa phong c6é vai trd rét I16n
trong viéc phéng chéng lay nhiém
bénh tat. Cac nha khoa hoc da xac
dinh, trén 1cm’ da clia ngwdi binh
thwdng chira téi 40.000 vi khuén.
Dic biét s6 lwgng nay con nhidu
hon & trén da ban tay, vén la noi
thwéng xuyén tiép xdc véi di moi
vittrong cudc séng thudng ngay.
Vai tré cta phy nir trong viéc gitr
vé sinh ban tay

Nguéi phu nie ludn cé anh hwéng
nhét dinh t&i siec khde ciia céc
thanh vién trong gia dinh. Ho 1a
nguwdi trye tiép lam viée, vé sinh
nha cira, ndu nwéng, cham séc
céc thanh vién trong gia dinh... vi
vy ciing thwéng xuyén tiép xuac
trire tiép véi céc ngu nh. Tuy
nhién, qua didu tra, hdu hét cic ba
me, dic biét 1a nhitng ba me &
néng thén, chi nhén thirc dwoc
rang, vi khuén 1a cac vét ban nhin
thdy dwoc bing méat thwong. Do
vy, ho chi rira tay v&i xa phong
khi nhin thdy tay ban, dinh ddu mé&
hodc c6 mui khé chju. Trong thwe

té, du tay tréng sach nhung vin
c6 rét nhidu vi khuén gay bénh
bam trén tay, sdn sang xam nhép
tAn céng co thé. Didu nay dic bigt
nguy hiém vé&i phy nir mang thai,
cham séc con nho, hodc cho con
bii. Mt khi tay ho :;nhiém khuan

va khong rira tay bang xa phong,
tay ho sé vo tinh 12 nguén bgnh
lay nhiém sang cho tré so sinh -
thoi ky tré nhé rat dé nhiém bénh
vistrc dé khang conyéu.

Cén thay déi hanh vi

Rira tay bing xa phéng, nhét 12
céc loal xa phéng diét khudn tin
cdy nhw Lifebuoy dwoce coi 1a
cach phong bénh cé chi phi thip
nhét nhung lai mang lai hidu qua
cao. Théi quen rira tay bang xa
phong tréee khi an va sau khi dai,
tiéu tién gitp loal bd mam bénh tir
tay ban vao thirc &n, nwéc ubng,
rdi vao co thé gy ra nhitng bénh
nguy hiém cho con nguwéi.

DIEU NGOC

usually not prominently
featured in the headline.

Hay ludn trao yéu thuong vai ddi tay sach,

va tay chi thye sy sach khi dugc rira bang xa phong diét khuén.
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Endorsements and Statements by Influential Figures and Senior Leaders

The presence and public image of a
manager or senior executive at an event
can serve as an important form of
endorsement and brand communication.

Short remarks to the media can also have
strong PR value.

Such remarks may be either planned or
spontaneous.

Even a brief comment can reveal the
manager’s personality, opinions,
perspective, and emotions at that
moment.

Managers therefore need to be careful
when speaking to the media, as unclear or
inappropriate comments may create
misunderstanding or negative impressions
of the brand.

Formal speeches and presentations at
events are another important PR tool.

These speeches should be carefully
planned and prepared, both in content and

delivery, to create the strongest possible o o o
pOS|t|ve impression of the brand. Elon Musk, nha sang lap kiém CEO SpaceX, phat biéu tai cudc thi SpaceX Hyperloop Pod Competition Il &

Hawthorne, California, ngay 27/8/2017. Anh: Reuters
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Sales Promotion

* Promotional activities that provide short-term incentives or
additional benefits to customers or channel intermediaries in
order to encourage purchase, product trial, repeat purchase, or
higher sales within a specific period.

* Sales Promotion vs. Advertising

* Advertising: mainly aims to build awareness, brand/product
preference, and reminder

* Sales promotion: gives customers an immediate reason to act

e Sales promotion can encourage customers to:
* Buy now

Try the product

Switch brands/products

Buy more

Buy earlier than they otherwise would

* Role in the AIDA Model: Sales promotion is particularly
iImportant in moving customers from: Attention / Interest »
Desire / Action




Advantages

Stimulate short-term demand

Increase seasonal sales or clear excess
inventory

Encourage customers to try a new
product, especially when they perceive
some risk in switching or trying something
unfamiliar

Increase purchase frequency or average
order value, for example through bundles,
package deals, or loyalty points

Support distribution channels by
encouraging retailers to stock more
products, provide better displays, or
actively promote the brand

Easy to measure, because results such as
redemption rates, sales uplift, trial rates,
and repeat purchases can be tracked
relatively quickly

Troy University Resources

Disadvantages

Usually has only a short-term effect

If overused, customers may wait for
discounts before buying

The company may simply bring future
sales forward, rather than create
genuinely new demand

Sales volume may increase, but profit
may not necessarily increase

Frequent promotions can reduce the
perceived value of the brand

Promotions may attract deal-prone,
less loyal customers

Heavy discounting may create a
perception of lower product quality
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Objectives

A sales promotion programme should not be designed simply because the company
“wants to sell more.” It should be linked to a specific marketing objective.

Increase awareness and trial of a new product _
Example: free samples of laundry detergent, cosmetics, or instant coffee.

Increase short-term sales
Example: 20% discount during a grand opening, Tet holiday, or Black Friday.

Increase the quantity purchased per transaction .
Example: buy three items and receive 15% off, or offer a bundle at a lower price than
buying the items separately.

Encourage repeat purchase _
Example: loyalty points, coupons for the next purchase, or membership programmes.

Retain existing customers o . _
Example: birthday offers, appreciation gifts, or exclusive vouchers for loyal customers.

Support distributors and retailers
Example: trade discounts, sales incentives, or merchandising/display support.



Pull strategy: focus on consumers

* Direct price discounts

Example: 50% off selected products.
* Coupons /vouchers / discount codes ~

Customers receive a price reduction on the currefJymn
Example: Shopee — discount codes, free-shippi THU 2
double-date campaigns such as 8.8 and 11.11. m%ﬁ@

* Buy-one-get-one / Multi-buy offers ST
Example: buy one get one free, buy two get one free, or buy a bundle at a lower total
price.

* Free samples / Product trials
Particularly suitable for cosmetics, food, beverages, and personal-care products.

* Free gifts / Premiums _ _ 0att e
Example: Vinamilk — promotional gifts such as toys, cups, mugs, or AN LOCMAVEY,

* Loyalty programmes and reward points R
Example: collect points to redeem rewards, move up membership tigy
exclusive benefits.

* Contests, sweepstakes, lucky draws, and mini-games . . 2=
Used to encourage participation, engagement, and social-media shaps

same size

Troy University Resources
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Push strategy: focus on intermediaries

The objective is to encourage distributors and retailers to stock
more products, provide better in-store displays, and give the
brand greater selling priority at the point of sale.

Trade discounts o .
The company offers distributors or retailers a lower purchase

. —

price when they order larger quantities. 'e'«'-’_-;r?z:
Sales incentives / Sales bonuses o 8 ol
Dealers, retailers, or sales staff receive rewards for achieving g A

specified sales targets.

In-store display support
Examples: sponsored shelves, posters, booths, standees, and
other POSM materials.

Sales support

The company provides promotional staff such as PGs/PBs,
organises product sampling, or conducts product
demonstrations in supermarkets.

Sales contests . .
Dealers or retail stores compete to achieve the highest sales
performance and receive rewards.




Discussion:
* Programme A:
A 20% price discount lasting for 15 days.

* Programme B:
A 30-day lucky draw promotion. For every purchase of VND
500,000, customers receive one entry into the prize draw.

* There are 3,000 prizes with a total prize value of VND 2 billion. The
top prize is a car worth VND 1 billion.

* Discussion Question
* Which programme is better? Discuss and justify your opinion.

roy University Resources
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Discussion

* If the objective is to increase sales immediately in the short term,
Programme A may be more effective.

* If the objective is to protect the brand image and avoid price erosion,
Programme B may be more suitable.

* If the objective is to increase average order value, Programme B may
perform better because customers need to spend at least VND 500,000
to receive an entry.

* If the target customers are highly price-sensitive, Programme A is likely
to be more attractive.

* If the objective is to generate attention, excitement, and publicity,
Programme B may be more effective.

* If the objective is to control the promotion budget, Programme B has an
advantage because the total prize value is capped at VND 2 billion, while
the cost of Programme A’s 20% discount increases as sales volume rises.



Digital e
Marketing/ EPaaEs

Direct

Marketing
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Digital/ Direct Marketing

* Digital marketing refers to marketing activities that use digital
devices, platforms, and channels—such as websites, search
engines, social media, emalil, video platforms, and mobile apps—
to reach, communicate with, and engage customers.

* Direct marketing is a form of marketing in which a company
communicates directly with specific target customers and
enables them to respond or take immediate action.



Digital vs. Traditional Marketing Communications

Digital Mkt

 Tools: Search, social media, websites,
email, apps

* |nteractive communication

* Precise audience targeting

* High personalization

* Real-time and measurable data
* Flexible and easy to optimise

Key 1 Key limitations:1

advantages: :
Data privacy concerns
Measurable ) ) .
information overload and ad fatigue
Targetable
Interact Dependence on platforms and
nteractive algorithms
Flexible

Require continuous monitoring and
Scalable optimisation

Troy University Resources

Traditional Mkt

Tools: TV, radio, newspapers, billboards
Mainly one-way communication

Broad audience targeting

Limited personalization

Difficult to track individual responses
High cost of modification

Digital mkt does not replace
traditional mkt:

Our consumers still live in both
digital and physical worlds
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Digital Marketing channels

« SEO (Search Engine Optimisation): t6i vu dé khach hang tim thay
doanh nghiép trén Google.

 SEM (Search Engine Marketing): quang cao tra phitrén coéng cu tim
kiém

= Landing Active users New users Average Key events
page online All events ~
engagement
Event count = Key events = Purchases ACTIVE USERS IN LAST 30 MINUTES
g &3 @ : : @ e 297,538 173,313 144,116 m 22s 381,144.00
otal
1.7M 104K 2.4K 40 ‘
128 1214 T1.1 1 8 142,146 (47.77%) 103,119 (59.¢ 83,765 (58.12 Ima8s  230,827.00 (60.56
ACTIVE USERS PER MINUTE 2 outj 3,716 (1.25%) 2,450 (1.41%) 433 (0.3 1m 49s 9,487.00 (2.49
d III 3 /shop/new 23,941 (8.05 17,320 (9.99 8,364 (5.8 1m 34s 38,452.00 (10.09
-==20 lll“l I "I.‘I I"‘ 4 [/Shop(spparsi/m 3,578 (1.2 2,572 (1.48° 1123(0.78 1m 35s 6,836.00 (1.79
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COUNTRY +~ ACTIVE US - 5  /shop/clearance 2,145 (0.72 1,540 (0.89%) 385 (0.2 Tm 46s 4,548.00 (1.19
Morocco 6  /shop/apparel 4,753 (1.6%) 4,051 (2.34 2,585 (1.79 1m 52s 8,746.00 (2.29
United States 6 7  /shop/lifestyle 895 (0.3%) 665 (( 232 (0.16 1m27s 1,172.00 (0
India S 8 /canada 5,032 (1.69 4,432 (2.5¢ 1,548 (1.07 42s 2,678.00 (¢
= /product/chrome-

— Last 28 days = = Previous period Peer median and range: Shopping Portals China Y 9 dino-festive-frost- 1812 (0.61 1.358 (0 232 (0.51 5% 1.761.00 (0.46
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ggoegxxx2514
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* Social Search Optimisation means optimising content so that customers can find a brand more easily when
searching on platforms such as TikTok, Instagram, Facebook, YouTube, and LinkedIn.

« Example search: “Best sunscreen for sensitive skin review”

* Businesses may optimise:
* captions
* hashtags
* keywords used in the video
* video titles
* review content
* comments and community discussion
* content formats such as how-to guides, reviews, comparisons, and real-user experiences

* YouTube Search Optimisation (Video SEO) means optimising video content so that it appears more prominently
when users search for tutorials, product reviews, real experiences, how-to content, or case studies.

 Example search: “How to use sunscreen effectively”

* Businesses should optimise:
* video title
* description
* thumbnail
* subtitles/captions
* keywords
* video content structure

* Social Search Optimisation: Help customers discover the brand throu%}h social-platform search.
Video SEO: Help videos rank and get discovered through YouTube search.

Troy University Resources
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* Marketplace Search Optimisation means optimising product listings so
that customers can find products more easily when searching directly on e-
commerce marketplaces such as Shopee, Tiki, or Amazon.

* Example search: “Acne facial cleanser”

* Businesses should optimise:
* product titles
* productimages
* keywords in product descriptions
* star ratings
* number of customer reviews
* chatresponse rate
* selling price
* vouchers and promotional offers
* store ranking and seller performance
* livestream content
 affiliate and KOC reviews



« Affiliate / KOL / KOC Marketing: Selling or Building Trust Through Third Parties

* This group of channels relies on other people talking about the brand rather than the company speaking
about itself. Its main strength is that customers often trust the experiences, reviews, and recommendations
of third parties more than direct advertising from the company.

« KOL (Key Opinion Leader): a person who has influence or recognised expertise in a particular field.
Examples: a dermatologist recommending skincare products, a financial expert discussing banking
services, a well-known lecturer talking about education, or a singer promoting a fashion product.

« KOC (Key Opinion Consumer): an influential consumer who typically shares personal experiences of using a
Eroduct or service.
xamples: someone reviewing a lipstick on TikTok after trying it themselves, a mother sharing her experience
of using a particular milk product for her child, a student reviewing an English language centre, or a customer
posting a video such as “l tried this restaurant on ... Street.”

* KOCs can create a sense of authenticity, relatability, and trust, helping other customers imagine the real-
life product or service experience more easily.

* Common KPIs:
* Reach/Impressions: level of audience exposure
 Engagement: likes, comments, shares, saves
* Clicks/ Link clicks: number of clicks on a link
* Conversions / Sales: number of orders or registrations
* CPA/CPL: cost per acquisition / cost per lead
* Revenue / GMV: revenue or gross merchandise value generated
* ROAS / ROI: return on advertising spend / return on investment
* Sentiment: positive or negative attitudes expressed in comments
* Affiliate code usage: number of orders using each KOL/KOC'’s code

Troy University Resources
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* Local Search / Google
Maps Optimisation:
Location-Based Search

« Examples: “Café near
me,” “restaurants near
HUST” “English language
centre in Bach Khoa.”

 Businesses should

optimise their Google
Business Profile,
including:

 address

* opening hours

* photos

e customer reviews

* frequently asked
questions

* phone number
* website
* directions / map location
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* Al Search: Customers increasingly search through tools such as ChatGPT, Gemini, and Al
Overviews.

 “Recommend five reputable IELTS centres in Hanoi.”
* “Compare banks that offer good credit cards for students.”
* “Which sunscreen is suitable for oily skin in a hot and humid climate?”

* Businesses therefore need to make their online information clear, trustworthy, well-structured, and
easy for Al systems to identify and cite. This approach is often referred to as GEO - Generative
Engine Optimisation or Al Search Optimisation.

* Content should include:

e consistent brand information
* clear product descriptions

* FAQs

* in-depth articles

* credible reviews

* structured data

* reputable cited sources

* up-to-date information
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* Email/ SMS / Zalo Marketing: These channels are used to nurture, remind,
and activate customers whose contact information is already available.

* Their key strength is that the company does not simply wait for customers to
search for or return to the brand. Instead, it can proactively:
* send reminders
* maintain customer relationships
* deliver personalised offers
* encourage immediate purchase or other actions
* These channels can be highly effective, but they can also create a negative

reaction if messages are sent too frequently, are irrelevant to the
customer, or use customer data without sufficient transparency.



* Content marketing: articles, videos, infographics, e-books, and podcasts.

* Marketing analytics is the process of collecting, measuring, analysin%, and interpreting marketing data
to understand whether a campaign is effective, where customers come from, how they behave, and what
needs to be optimised.

. Custohryer sources: Do customers come from Google, Facebook, TikTok, email, Zalo, affiliates, or organic
search?

 Customer behaviour: Which pages do customers visit? How long do they stay? What do they click on? At
which stage do they drop out?

* Conversions: Do customers register, make a purchase, complete a form, call, or send a message?
 Costs: How much does each click, lead, or order cost?

 Customer value: Revenue, profit, customer lifetime value, and repeat-purchase rate.

* Common Tools

 Google Analytics 4: analyses website/app traffic, customer behaviour, and conversions.

 Google Ads / Meta Ads / TikTok Ads Manager: measures the performance of paid advertising campaigns.

* Meta Pixel / Conversions API: sends event data from websites, apps, or servers to Meta to support
advertising measurement and optimisation. Meta describes the Conversions API as a way of creating a
connection between an advertiser’s marketing data and Meta’s systems.

« CRM OIsystems: store customer information, consultation history, purchase history, and customer-service
records.

 Email/ Zalo / SMS platforms: measure metrics such as open rate, click-through rate, and conversion rate.
* Power Bl: combines and visualises data from multiple sources for reporting and analysis.
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A lead is a potential customer who has shown some level of interest in a product or service,
but has not necessarily made a purchase yet.

Someone who sees an advertisement is not necessarily a lead.
Someone who likes a post is also not necessarily a lead.

A person is usually considered a lead when they take an action that shows clearer purchase
interest, such as providing contact information, sending an enquiry, requesting a
consultation, or registering for an offer.

Example:

An [ELTS centre runs an advertisement. 500 people see the ad, and 60 people complete a
forrrll aréd leave their phone numbers to receive a consultation. In this case, the 60 people
are leads.

Other examples of leads include:

A customer leaves a phone number to request a consultation.

A customer completes a form to request a quotation.

A customer sends a message on Facebook or Zalo to ask about the price.

A customer registers for a free trial class.

A customer downloads a report or e-book and provides an email address.

A customer adds a product to the shopping cart but does not complete the purchase.



Direct Sales
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* Direct sales refers to selling products or services directly to
customers through personal interaction, without relying mainly on
mass-media communication or independent retail intermediaries.

* The salesperson identifies customer needs, explains the offer, answers
questions, handles objections, and tries to close the sale.

* Typical direct sales activities include:
* face-to-face selling
* sales calls
 product demonstrations
* consultation and needs assessment
e quotation and proposal
* negotiation
* follow-up
* closing the sale
* after-sales relationship management



Common KPlIs for Direct Sales

* Number of leads: potential customers generated

* Number of qualified leads: leads with a realistic purchase potential
 Contact rate: percentage of leads successfully contacted
 Appointment rate: percentage of prospects who agree to a meeting or consultation
 Conversion rate: percentage of prospects who become customers

* Sales volume: number of units or contracts sold

* Sales revenue: total revenue generated

* Average order value: average value of each transaction

* Sales per salesperson: revenue or units generated by each salesperson
* Sales cycle length: average time from first contact to purchase
 Customer acquisition cost (CAC): cost of acquiring one new customer
* Repeat purchase rate: percentage of customers who buy again
 Customer retention rate: percentage of customers retained over time
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Role of direct sales:

* Useful for high-value, complex, customised, or high-involvement
products and services such as B2B solutions, banking, insurance,
real estate, education, automobiles, and professional services.

* Advantages: highly personalised communication, immediate
feedback, easier objection handling, relationship building, and
strong potential for closing complex sales.

* Disadvantages: expensive per customer, difficult to scale,
dependent on salesperson quality, and vulnerable to inconsistent
service or aggressive selling.



Ethics selling

* Helping customers make a decision that is in their interests as well as the company’s. Problems
arl?e vlvhen the salesperson has more information than the customer and uses that advantage
unfairly.

* The main ethical risks include:

Misleadigg claims: exaggerating product performance, hiding limitations, or making claims that cannot be
supported. . _ . .
Exadmple: telling a customer that a skincare product “will completely remove acne in seven days” without
evidence.

Pressure selling: creating excessive psychological pressure so that the customer feels unable to say no.
Example: “You must sign today or you will lose this opportunity forever,” when the offer is not genuinely limited.

Hidden conditions or fees: highli%ht]ng attractive benefits but not clearly explaining important restrictions,
charges, contract terms, or cancellation conditions. o o . .
Example: promoting a “0% instalment plan” without clearly explaining administrative fees or penalties.

Selling unsuitable products: recommending what generates the highest commission rather than what actually
fits the customer’s needs. . o . o .
Eﬁample: a bank employee encouraging a student to take an expensive financial product that is inappropriate for
their situation.

Misuse of customer data: collecting or using phone numbers, emails, purchase history, or personal information
without proper consent or for purposes the customer did not expect.

False scarcity: pretending that stock, places, or promotional time is limited when it is not.
Example: “Only two places left!” when there is no real capacity limit.

Manipulating vulnerable customers: taking advantage of customers who may have limited knowledge, financial
difficulties, age-related vulnerability, or emotional distress.

Conflicts of interest: failing to disclose that the salesperson receives a higher commission for recommending
one product over another.
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