
PROMOTION

tells customers
that the product is
available and
persuades them to
buy

NIVEA's
promotional
strategies

reflect
the lifestyle of its audience

the range of media available

no
above-the-line
promotion

"one way" message is not effective

talking directly to its target group

consumer-led /
below-the-line

product
samples

2008 - 1 million

touch/feel/smell/try

through the website

in stores

in "goody bags" at roadshows

FYI
(Fun, Young

& Independent)

interactive online magazine

to raise awareness of the brand

to give teenage
girls confidence

to become
young women

to enjoy their
independence

original and engaging
communication channels

to identify
with the
product

"first time" experience in skin care

promoted with
Hit40UK chart show

TMF digital TV channel

social network sites

to grow awareness
among the target
audience

MySpace

Facebook

Bebo

below-the-line
other
promotional
methods

events/trade fairs

launch product
to a wide
audience

events - B2C

trade fairs - B2B

direct mail

reaches large
number of
people

not easy to
target specific
consumers
cost-effectively

public
relations

communication
with the
stakeholders -
press releases

sponsorships

donations

participation in
charity events

brandingbrand identity

differentiates
the product

helps to
understand
and trust the
product

aims to keep
consumers
buying the
product
long-term

sales
promotions

competition

sampling

encourage
consumers to
buy products
short-term

above-the-lineis directly paid for
TV and radio

newspaper ads ...

PROMOTION.mmap - 11.01.2010 -


