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The article deals with the problems of modern marketing. The author pays special attention to promotion and its fuctions. 

          Why online promotions work. There are actually two parts to this answer: At first why promotions work in the first place and second why promotions work extremely well over the Internet. The second part will be addressed in detail later, but now I'd like to address why promotions work in the first place. Promo​tions are, by their very nature, action oriented. While advertising agencies build brands, promotions agencies get people to do stuff. All the various promotional tac​tics discussed in the previous chapter get people to take action and not be passive. Through advertising, you may be able to create an impression on a passive con​sumer (that is, generate awareness), but a promotion will either convert this pas​sive consumer into an active one or it will leave him or her behind. Not everyone will respond to promotional tactics, but those who do are in an "active" state when they participate in the promotion, and companies catch them at a great time for conversion to sales.

          Direct marketing firms and promotions agencies often approach the same objec​tive with a different strategy and tactics. In fact, direct marketing firms and pro​motions agencies often work together in the pursuit of satisfying a client's objec​tive. A direct marketing agency will help its client create a compelling offer that will encourage a consumer to "take action" by calhng a toll-free number, sending in a business reply card, or accessing a particular Web site. The promotion agency will usually find a way to provide additional reasons to take action beyond the compelling offer that the direct marketing agency recommends.

         At the end of the day, promotions work because they are an effective way to get a consumer to take action. The desired action to be taken will depend entirely on the objective of the promotion or marketing campaign. In Marketing 101, we learn that there are 4 Ps to marketing: Product, Price, Place, and Promotion. If you have a good product at the right price available at the right places, then all you need is an effective promotion to close the marketing loop and make the sale. This is why promotions work. Now, let's talk about why promotions work online.

          The Internet is a medium just like print, radio, or television. As with any medium, there are inherent advantages and disadvantages. Unlike other mediums, how​ever, the obvious disadvantages of the Internet are being addressed every day. While there is no such thing as "the perfect medium," the Internet is on course to come really close to perfection. A few years ago, you could complain that, "Yeah, the Internet is great and all, but the audience isn't there, it's too slow, and it will never take the place of television." Perhaps these arguments still hold true today, but things are changing at an extremely rapid pace.

          Every 6 months, technology improves drastically. Computer processing power becomes better, access to the Internet is faster, and more people get online. At the same time, more content is delivered via streaming audio and visual media and new devices are becoming Web enabled. Now you can access the Internet via your cell phone and a host of other mobile devices. Many futurists further predict that even our home appliances such as refrigerators and toasters will have access to the Internet.

Table 1 summarizes the advantages of online and offline promotions.

          While the disadvantages of the Internet continue to shrink, there are many advantages that marketers can trigger right now, especially in the field of promo​tions. The following are very specific advantages to utilizing the Internet for pro​motional marketing:

Speed. Less time needed to create, launch, and manage an online promotion.

Research. Immediate feedback and response (quantitative and qualitative).

Technology. Ability to create tools and promotions that were never before possible.

Immediacy. Post immediate results in the form of a leader board, faster con​version to sales.

Viral. Spreading word-of-mouth has never been easier.

Environmental. Less paper and other waste on noninterested consumers.

Control. Ability to change creative and marketing messages on the fly.

Permission. Consumers determine their own level of involvement and man​age their own profiles.

Data and Information. Collect more data and information and use both more effectively over time.

Fun. Online promotions and games have brought the fun back into promotions.

Costs. Can be more cost-effective than other mediums.

Success. Meet and exceed clearly defined marketing objectives over time.

Participation. Audience is already engaged in a two-way medium (more likely to participate).

Email. Fast and effective follow-up marketing when consumers have given permission.

Integration. Can easily integrate into existing (or previous) promotional mar​keting efforts.

New. Constantly changing with new consumers, new technology, and new ideas.

Evolution, Continue success with small additions and changes based on research and feedback.

Mobility. New online devices allow consumers to participate from virtually anywhere.

Ongoing. Easier to keep consumers coming back to participate in daily pro​grams.

Ideal. Most often the best medium to attract consumer participation

Table 1    Advantages of Online and Offline Promotions

PROS OF ONLINE 
PROMOTIONS 
Cheaper than traditional/ offline promos

Real-time reporting

Can make creative changes on the fly

Frequency costs are much lower

Higher degree of control

No additional key punching required

Faster (less time for implementation)

More highly targeted

Can easily move 

consumers through the sales cycle (aware​ness, interest, desire, action)

Easy for consumers to participate

More likely to get repeat visitors/ entries

Technology allows for further innovations


PROS OF OFFLINE PROMOTIONS

Larger reach than online promotions/media

Less risk of technology failures

Less need for customer service/ support specifically for the promotion

Easier to predict results (via past experience)

More research/case histories

May be ideal for target audience (who may not yet have Internet access)

Tried and true results

Capture more sensory areas (for example, touch, smell, and taste)

Can allow for face-to-face contact
