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2.2 PROMOTIONAL PRACTICES 
 
 
Aims and Objectives 
�x�� To enable students to acquire a sound working knowledge of promotional practices and how to choose and use 

appropriate promotional elements to meet specific marketing objectives. 
�x�� To understand the theoretical basis for promotional practices and the potential gains of using promotional and 

communication models. 
�x�� To be able to evaluate the advantages, disadvantages, relative effectiveness and costs of all elements of the promotional 

mix. 
�x�� To be able to suggest the basis of a promotional budget and how the various elements can be combined into to produce 

an effective and integrated promotional plan. 
 
 
Indicative Content and Weighting 
 
 
2.2.1 Promotional Perspectives and Organization (15%) 
�x�� A broad appreciation of the history and development of promotional practices. 
�x�� An understanding of the current structure and relationships of the promotional industry. 
�x�� Knowledge of the organization and practices of agencies, media owners and supporting services. 
�x�� An understanding of the working and legal relationships between agencies and clients. 
 
 
2.2.2 Theories and Models of Promotion (15%) 
�x�� An understanding of the need for a theoretical basis for planning and evaluating promotion. 
�x�� An awareness of early models of promotion and communication. 
�x�� An appreciation of consumer behaviour models and their application to promotional practices. 
�x�� An appreciation of organizational behaviour models and their application to promotional practices. 
 
 
2.2.3 Promotional Techniques (50%) 
�x�� An awareness of the complete range and variety of promotional techniques. 
�x�� A broad awareness of the advantages, disadvantages, costs and contributions of promotional techniques including the 

following: 
�x�� Advertising techniques and media planning 
�x�� Television 
�x��  Press 
�x�� Radio 
�x�� Outdoor 
�x�� Cinema 
�x�� Electronic 
�x�� Sales promotional techniques 
�x�� Public relations techniques 
�x�� Direct marketing techniques 
�x�� Sponsorship techniques 
�x�� Packaging and merchandising techniques 
�x�� Managing internal marketing 
�x�� Personal selling techniques 
 

�x�� An understanding of how promotional techniques contribute to the brand building process. 
 
 
2.2.4 Integration, Implementation and Evaluation (10%) 
�x�� An understanding of how promotional budgets are negotiated and decided. 
�x�� An understanding of how promotional campaigns are implemented and controlled. 
�x�� An understanding of how promotional campaigns are measured for their effectiveness. 
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 2.2.5 Current and Future Issues (10%) 
�x�� An appreciation of the voluntary controls and legal restraints on promotion. 
�x�� An understanding of the market forces, both structural and economic, shaping the promotions industry. 
�x�� Appreciating consumer and environmental issues. 
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