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ABSTRACT 

This research work is intended to establish the fact that effective marketing communication 

forms the basis of product success in the market. Products have a life cycle, undergo so 

metamorphosis such that at each stage, an appropriate method and strategy of communication 

needs to be adopted in order to create customer awareness and influence their buying decision 

process. All marketing policies and programs are successfully accomplished when there is a 

successful communication backing. 

This then requires skillful sales management. The process of acquiring developing and 

training, utilizing and motivating the sales personnel must be effectively managed to yield 

desired results. The task of sales making is quite challenging and gives employment to 

thousands of people in this country. It calls for special skills and proficiency to be able to 

create awareness of products or services in the minds of customers and convince them for 

eventual adaptation. Sales revenues are one of the primary sources of a firms income and all 

promotional activities ultimately result in to sales revenues for the organization. 

Critical policy issues in marketing communication such as the type and method of promotion 

to adopt, budgeting for promotion, and sales force management are usually the focus of the 

management of most organization. 

Mobil is one such marketing company with a owners' wealth and profit maximization 

motive. In the light of a very competitive environment, a successful product campaign 

program will ensure the eventual attainment of this objective. The importance of marketing 

communication to this organization is of primary concern to the management who have 

always devoted a good percentage of their resources to promotion activities. 
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Publicity is a non personal communication using mass media. Unlike advertising it is 

not paid for on a direct basis. One of its key components is "Public relations" (PR). 

(Pride and Ferrell, P. 334) 

It is worthy to mention here that of increasing usage and importance as a promotional 

tool is packaging). When used for promotion a package can be so designed just to attract 

attention and to inform customers about a product or service (Pride Ferrell P.334). 

Controllable promotion methods may be classified as "above-the-line" or "below-the-

line". Above-the-line methods comprises of mass media advertising (e.g. T.V, Newspapers) 

from which the advertising agency receives a commission (sometimes 15% of the value of the 

media time or space purchased). Below-the-line methods comprise of all media and 

promotional types from whose usage neither the company nor its agency receivers a 

commission (A.R. Morden, 1991, Pp. 410-425). 4 7 2 f l Q Q 

2.2.2 The Persuasion - Adoption Process ^ ^ " 1 7 0 

The persuation process involves the steps from the time of customers awareness to the 

time of there purchase decision (it can be positive or negative). For example the stages in 

AIDA are Attention to interest to Desire, and finally to Action; while the stages of DAGMAR 

involve (Defining, to Advertising). Goals for Measured Advertising Results) or start from the 

unawareness stage, to awareness, to comprehension, to conviction, and finally to action stage. 

The product adoption process follows a similar pattern staring from the awareness 

stage, to interest stage, to evaluation stage, to trial stage and finally to the adoption stage. 

Rejection of a product or service may occur at any stage. 

Product / Service Adoption Process: 

Awareness 
Stage 

to Interest 
Stage 

— t o Evaluation 
Stage 

— * Trial 
Stage 

»i Adoption 
Stage 

It is important to stress that promotional requirements vary with market size and 

segment. Indeed, the more clearly defined the segment, the more accurate may be the 

targeting of promotional mix, which in turn minimizes the necessary expenditure. The less 

clearly defined is the market, the more disparate and widespread must be the promotion and 
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Salespersons that will most effectively sell a firm's products must be chosen by a 

marketing manager when developing a sales force. Sales personal vary from one generation 

to another, but based on their functions they may be classified into three thus: 

1. Order-Getters. There salesman are out to increase a company's sales by selling to 

new customers and improving sales portion with current customers. This task is often 

called "creative selling" because the sales people must recognize a potential buyers's 

needs and then provide them with the necessary information. Order-getting may be 

classified into two: 

(a) Current customer sales. These salespeople seek repeated sales from current 

customers. It requires intensive follow-up on customers. 

(b) New business sales. These sales people by to locate prospecting for convert than 

to customers. Soliciting for new customers is common in real estate, insurance, 

furniture, appliances, heavy industrial machinery and automobiles. 

2. Order-Takers: These are sales people who seek repeated sales by performing 

routine tasks which are aimed at long-lasting, satisfying customer relationship. 

Their main objective is to provide for the customer adequate quantities of 

products where and when they are needed. There are two types of order takers. 

(a) Inside order-taker. These do not go out of the office to the field in order to meet 

customers. They sell from within the forms sales office and receive orders usually 

by mail or telephone. 

(b) Field order-takers. These salespeople usually travel out to the field to meet their 

clients or prospects. Their business involves interpersonal contact. 

Order takers are not passive functionaries. They are quite active and generate the bulk 

of many organisation's total sales. 

3. Support Personnel. These people only facilitate the selling function, they are not 

usually involved with sales making. Their activities include locating prospects, 
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educating customers, building goodwill, and providing services after the sale. The 

three common support personnel types include. 

a) Missionary sales persons. They are usually employed by manufacturers, 

assist the producer's customers by selling to the. 

b) Trade sales persons - sometimes perform order taking functions, but 

mostly help customers promote the products especially in a retail shop. 

c) Technical sales person. There sales support persons provide technical 

assistance to mostly current customers in dimensions such as appliance of 

the product, systems design, product characteristics, and installation 

procedures. 

The choice of sales personnel is influenced by several factors. A product's uses, 

characteristic, complexity, price, and the number of customers and their characteristics. All 

these factors influence the choice of sales personnel. Also, the kinds of marketing channels, 

the intensity and type of advertising is of much influence on the choice and selection of sales 

personnel. 

2.5.2 SALES PROMOTION 

Sales promotion is a promotional activity and/or material that acts as a direct 

inducement, offering added value or incentive for the product or service to resellers, 

salespersons, or customers. Marketers use sales promotion to identify and attract new 

customers, to introduce a new product, and to increase resellers inventories. Sales promotion 

techniques can be divided into two general categories: Consumer sales promotion techniques 

and Trade sales promotion techniques. 

Consumer sales promotion methods encourages consumers to trade at specific stores 

or to try and/or buy a specific product. Trade sales promotion techniques stimulate resellers to 

handle a manufacturer's products and to market these products aggressively. 

The choice of any technique depends on the objectives of the sales promotion, 

nevertheless, choice of technique is principally influenced by the product's size, weight, cost, 
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