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$dhat fs FtibÊicity ?

ln order to sell any products or services, your customers have to know that your business

exists. Publicity is the process of creating public awareness of your business, brand,

products, or services through media coverâge and other forms of communication.

Wfuæt ls the Differenee Between Psrb§Êeity and Marketimg?

While publicity may be a compoRent of your rnarketing strategy, it is riifferent frorn most

marketing because there often is no message beyond letting an audience know that the

product or service in question exists.

Marketing involves cornmunicating specific benefits and emotions to potentiai custonrers lrr

crder to persuade then, to make a purchase. Publicity, by contrast, is designed tc m;ke a

prclduct or i:rand more visible, This strarssy typically does not share or describe a prorluct's

specific irenefirs, .,....:. pui.s it iri irorrt (--Jt ê5 iaràrrv cÿes às pusr -.-.

Marketing is alrnost always directed at a bus!ness's target audience. Pubiicity may be

dir*cted gerierally at the public or more specifically ar your ideal custo,"ners.

Publicity campeigns often precede rnarketing campalgns that share more detailed

inforrnation,

ût§ter Types of Fublicity :

ln addition to being mentioned in the press, there are other types of publicity that your

business can pursue.

§oeial media" Platforms such as Facebook, lnstagram, and Twltter allow you to connect with

your potential custorners. A strong social media presence keeps yo_qr brand in your

followers' minds. Rather than trying to make a single post that goes viral, focus on berilcling

an interested audience in a slow and steady fashion.

L

As more people become eware of your business, the potential for turning those people into

customers also increases.



'Cuttunaâ r'eievance. À ciever suciai rrrerjia pusL, virai virjeo, catclry siogarr, pupuiar

comrnercial, on atter-rtion-grabb!rrg public cornrnent can p,ut yoitr buslness in the cultural

spotlight. When that happens, you get free prublicity anyi-inle sürneone references your

culturai mornent.

Frsduet plâeennent" Send free prodlrcts rlr offer free services to pui:lic figures. @ffi. o,

other nredia personalities. Your products may erici up being featured in their hlogs, social

media posts, or other public content.

Fart,terships. Working with other brands or businesses that have a larger audience can a![ov'r

you to get your brancJ in fi'ont of a ravider audience and generate publieil:y. Apprcach

potential pijrtnÊrs about collaboristions, proclur:*r- swaps, or ofFering your products an<j

services as a free [:onus to some of their customers.

Fnermotlona! swag. Branded iterns su*h as calendans, pens, notepads, tote bags, and ç:hone

cases can put yaur brand name anci iogo in frr,rnt o{ a wide ai:dienre. F{owev€:r, you halv* no

guarantee th;tt your târget auclience vuii! he tlre one seeing this swag, Think of slvag as êr frrn

l)ûnl,S :Or"{it:,,Onrer:, fâthei" il",ari a r.rr:,'ÊritêÉ:ii Uiay :n 1;er,,i,rêt* nrririir-itv- anei htrrics:

ar:cr:rdingly.

eharæeterËstÊcs of Fublieity:

l{ey *haracteristlcs of publicEty have been hriæfly described in following pa!'t:

1. Meaning / 2. Non-paid Fonm / 3. Vanious Media / 4. Ohjectives / 5. Control of Producer

6. Credibilitv/Social Significance / z. Part of Public Relations / 8. Costs / 9. Effect

1ü. Repetition

trz'epæntær'ece 0S FublicÈty:

l-ike adve:i"tising and saies promotion, s,âles cfiil be increased Lry publicity, tr:o. Publicity

carries nicre r-redihriiity comp.rred to eiovei'tisement, Ëuirlicity is c*st free; it doesn't irrvolve

direct e:,rst, i:ubiicity offers a lot of benefils to the prorJueers and distribLrtors.

lnrportance crf pr..rblicity can be nrade c{ear from ttre ireilooru stated poi:rts:

@



2. The credibiiity level of publicity is much higher than advertising and other means of

market promotion. People express more trust on what the third party independently says. lt

appears directly through newspapers, magazines, television, or radio by the third party. lt is

free from bias.

3. lt provides more information as the valuable information is free from space and time

constraints. Similarly, publicity takes place immediately. No need to wait for time or space in

mass media. lt enjoys priCIrity"

&)

i. Ëubiicity is an eiiective r"nediunr Lu dissen'rirrate n'lessag,e Lu Lire rnass wittr nrore cictiii:iiity.

People have more trust on news given by publicity.
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cûnsrrn pr r e" 1 + C-' 
'Consun er Safisfaetion and Loyalfy -- 1

consumer satisfaction : refers t< the post service evaluative judgment of a product or an overalievaluation based an the totai p,rchi ;e and consumption experience u,'ith the good or service over time.
cür"umer loyalty: a torm used wl ;n tonsurner continues to purchase from a particuiar brand, companyc'r a busr^lêss' It results fi'om positir experienees and interactions with a business.

"a deeply he1cl cari:"'ritmemt to ; br-rilcl and te-patrcnize a preferreel producr or :çervice in the tuture
'lespite situational iufluences and n rk-eting eIfortq io ûror.lde the oppcL:lr-rnit1, of switclaimg behâvi{irs,,.

The f,nctors that aflect the consu rel satislacliol maÿ ditTbr from one inriustr-v ir:to anoiirer, Here aresûme general arrd c0û1r110n foctors suitabie in nlcst cil:ies:

{" Product qusli§: high quality pr:ci1r-rcts f;risir ; iiigli ccnsurnel sa.tisfactic:r .It reftïs to the; result ofthe comparison betra'een the oustome:s' expre;tation about tire s*rvice anrl their trlerr:eption of tireway the prodLrct has been perli-lrmed.
{' Perceiverl value: tire overall AssessmeHt ci the uiilitY oi.a product.t" Âvailability: goocl proditct must be availal-ile v,,hei: consumer requirc-s it.* Internal consurner satisfaction: ernpio-;,ees r.vi:r; irre sarisf,reci *..ith riiejt .li--bs tend to be morehelpfulin gaining ther r:onsumets' tnist. satisfied enrployees are likel1, rr,-, shi:ir.., hiÈher comniti:-ren.leveis anil ntake less mistakes.
{. Ease ef use: the easiness of r-rtilil,' rn;ry increase the cûr1rj'rirrers trnst esËe.iali,v ibr e1:cti:onicproducts and e-ser,rices.
4" cultural factors lepresent l\ol'tns ancl r,a.hirs cariieci tbr',*.;ird b.,,. gene,lation ù,fi one en-iir,,-- to th"*other' these values atlcipetc'+ptiorLs tha.l dellne c,ônsill;1er r,u.ants alcl beliavic;:s.* §ocial fact*rs' A perrion's beh;t,ic:r is inür-rçncecl -o3, 

ûrai]-r,, si:ra]i group-q lilie iàniilv, frieni,s,social netu,c;rtrrs, and su.rrounciing u,ho havr. ditïerert bu-,,ing beha'icrs.* Fe'sonal tlacttirs; 'fhis consutner belirl,ior iirch-ices person;:i facto's such as age, üccripatic,,ecronon:ic situation, arrl iitèst1.ie 
"t' Psychological I'aetor; h4ru:;r' ps-vcliologicnl lbciors liÀ:e nictirration, perception, iearning, anciattitüdes and beliefs pla}' a cnrcial role in purche.sing a i-ralicular produet arri.i s.,lyices,

clustomer satisfuctio0 is a ke5' element for el'er,v orgrinization rvi;;hirg to ir:creasc: cüst(rfi,er ioyaltv anijCreate A Better Busine_,is A*hievement.

§trategies of rncreasing custorner. §atisfaeti*n Anr] l.,*valtv

Froduci,g prociucts rvith high quatrifv a*d cc,nrpetitive price.
o
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I{ave the right employees: iraving skitlftri anC rveli trainecl -ürûrkors ilcreases the quality of
product so that the consumers lvi1l kre mcre satjsfled.
maanaging thc eustomer complaints and feedback: e\rerv busir,ess organi:r,aticn has to deal with
the unsatisfied cr ripset onstomer. The compâxy.xili reyfew,rhe issue (the p:olrlern) with the
customer and acceËt the chailerrge to turn into s;omothing comstruetive.

Customer serrice (Tnforrnation and cornnnunication techmologrl); §i:çial rae,l,ia is ari eflicti,,,c
charurel l'or lhe ûllstolilerb tù Lroulin-,r-rtii:i;r* ancl share 1he experiemces *,,llh tire icmpa.ni/ allcl can
be taken as the great opporiunity tc create a -qense of comnnunitr ri,,itir lhorn,
§hon'transparenr:y and resporosibitritl: ackr:ou.iedge your n:ir;tali* a.nd be hou*sr re,ith your
consumers. l)o not be defemsive or âglqressive" take resporrsibilit-v 1ïr -vour flarvs.

o

o

ô

o

o
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Exceed expectations: "business shorilcl rinciu'prorrise anci orrer deliyer"

Don't meglect e.xisting cûrlsrllnors: do not i'orget,vor,lr existing colisumors q,heil )-ou are trying to
reâch iter,r,ones.

Offer incentiYes: giving consllmors a roason to keep corning back. It coulcl be sometlling simple
like a discount on their next pruchase or f,"cr: gii!;.

Be reliahle: builcl a repntation ti;i br:ing eonsisfent" if you pion:ise to dcli--.ri a Lrloduct rvithin 24
hours, make sure tliat is a promise you can keep.

Àmticipate proh[ems: a goc,d bllsii:ess air,vays pl.edicts arr1. pss5ill[ç problem anrl make
precautioxl§ ,

-t-
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E-Ma rketins

E-Marketing:Alsoknown as Digital Marketing, or lnternet Marketing, or lnternet
Marketing, itincludes all methods and practices related to the world of lnternet
Marketing. : Online communication, improve e-commerce.

E-Marketing Tools

SEO search engines, electronicsearch engines such as Google, Yahoo and Bing

Search Engine: These engines are considered one of the most important and
largest sources that lead potentialcustomers to your site, and visitor sources
can beclassifiedintotwo main types, an original source (in English Traffic),
whichdependsmainly You have to match your site to the re§ult of the search
process sothat a certain site leads to the searchresults for certain keywords),
and this type isconsideredsomewhat free (sinceyoupay the programmer or the
specialist for hisworkonly, and youwill not pay on

everycustomerwhoaccessesyour site), unlike the second type, whichis the
source Paid Traffic thatallowsyou to lease This ispayable for
advertisementsthatappear at the beginning of the searchresult page

(itisclearthatitis an ad and not an original result), thisisusuallydone on certain
keywords, for example a tourist car rentalcompany in a country, it can create a

pa idca m pa ignsothata dvertisementsa ppea r for the com pa ny for a I I browse rs
from the country / countries The companyworkswhentheysearch for
wordssuch as "tourist cars for rent" or the like. In thisway, the
advertisingcompany pays the search engine for every click made on the ad.

.Marketing on social networks such as Facebook, Twitter, lnstagram and others

.Multimedia sites such as YouTube and Vidreo.

. Marketing engagement progra m.

. Newsletter and e-mail.

.Website to improve the productive workenvironment on the website pages

. Electron icadvertisi ng.

.Video Marketing.

.Blogging and micro blogging like WordPress and Tumblr.

a
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.Hacking Techniques.

.Marketing by urgingconsumers to participate in the promotional content
industrywhichisknown as (UGC) meaning user generated content

Advantages and disadvantages

E-marketing technologies allow the development of the
relationsh i pwithcustomers to a level not previouslyreached :conti n uous
interaction isnowavailable. lf thereissome,resistancefromsomecustomers,
consideringthis type of marketing intrusive, or vice versa, self-negativity.
However, the use of voluntaryreporting techniques, such as features of
i nterest, isbecom i ngincreasi nglypopu la ra mongusers,

especiallythosewhofrequent the commercial site. E-marketing isused to
getcustomers to get the mostbenefitfromselling a site and

earningcustomerloyalty. Use of modern meanswhilefallingunder a

legalrequirement, whichrequires the webmaster to authorizethat, according to
the Data Protection Act of 6 Janua ry 1978 (Article 34), users have the right to
access, correct, amend and delete data. And all mattersrelated to thatpersonal
data, or to exerciseitsrightsunder the data protection law, users must alsobe
able to discover a way to contact the site administrator. Consideringthat the
internet environment has nowbecomewidespread, and also due to the
tech nica ldevelopment a nd i ncreased browsi ng speed, itiseasy to geta ny .

information related to a product or service on this network, and

thatcommodity can beacquired and obtained in a short time, sothatany
marketer can Prornote and sellhiscommodity, bypassing the regionallimits of
hiswhereabouts, and to introduceintohiscommodity global limitsthatguarantee
at least more popularity of that good or service. ln short, e-marketing has made
it possible to obtain a good or service withoutbeingbound by time or space. E-

marketing contributes to opening the door for everyone to markettheirgoods
or expertise withoutdistinguishingbetween the giantcompanywithhuge capital
and the ordinaryindividual or smallcompanywithlimitedresources. E-marketing
mechanisms and methods are characterized by lowcost and ease of
implementation, compared to traditional marketing mechanisms, and wewill
not forget, of course, the possibility of adapting the expenses of the e-store
design and advertising and advertisingit for free or for a financialfeeaccording
to the budget set for it, whileitseemsdifficult to applysuchmechanisms to the
commercial activityTraditional. Through the use of software technologies



accompanying the e-marketing environment and the advertisingprocesses in

this digital environment, itissimply possible to evaluate and measure the
success of anyadvertisingcampaign and identifyweaknesses and strengths in it,
and can alsobedirected to determine the geographical distribution of the
intended segments of thesecampaigns and other goals thatseemdifficult to
ach ievewhenusi ngTrad itiona I mea ns.

The differencebetweenelectron ic a nd trad itiona I ma rketi ng

E-Marketing allowsyou to see the exact number of people whoviewedyoursite's
home page in real time, using the digital analysis software available on

marketing platforms such as "Happy Spot".

You can alsosee the number of pages theyvisited, the type of devicesthey use,

wherethey came from the site, and manyotheranalytical data. This information
helpsyouprioritize certain marketing channels, basèd on the number of people

who come fromthem to visityour site.

For exa m p le, if 1,0% of yo u rtraff icco mesf ro m orga ni csea rch, yous ho u I d pay

àttention to SEO optimization to increasethat percentagè. ln the case ôf
traditional marketing, knowing how many people inieractwithyour brand

isverydifficuJtbeforethey contact the sales representative or make the
purchase.

But with e-marketing, you can learn about custômer trends and behavior
patterns beforethevreach the final stage of the buyingjourney. ln otherwords,
e-marketing allowsyou to makedecisionsbased on data and information on how
to attractcustomers to yourwebsite

Types of e-marketing

E-marketing has become one of the most important necessities in the life of
institutions, factories and commercial companies in the local and global

communities. Hundreds of millions have becomeconnected to the lnternet

C5)



dailyfrom all parts of the world, and fromthisstandpointonly the lnternet has

turnedinto a large marketing channel and e-marketing has become the best

toolsused to open new markets for companies So thatyoutakeadvantage of
thatopportunity and turn the lnternet into an open market, whether local or
international diversified public to promotegoods and services, and achieve the
goals of businessmen and companiesfrom e-marketing plans to achieve the
highest return from profits.

Online marketing through free advertising sites on the lnternet.

E-Marketing via smart phone applications,

Online marketing throughgeneral and specialized forums.

E-marketing through the evidence and indexes websites.

E-marketing through the website pages.

E-marketing through social networking sites.

E-ma rketi ng th roughvideos sites.

Online marketing by advertising by clicking on search engines

E-marketing by clicking on social media.

Email marketing via email campaigns.

Ba n ner e-ma rketi ng th rough pa idadvertisi ng sites.

Online Shopping Through Blog spots.

Media e-marketing in magazines and newspapers

1
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