what is Publicity ?

In 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 coverage and other forms of communication.

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

customers also increases.
What is the Difference Between Publicity and Marketing?

While publicity may be a component of your marketing strategy, it is different from most
marketing because there often is no message beyond letting an audience know that the

product or service in guestion exists.

Marketing involves communicating specific benefits and emotions to potential customers in
order to persuade them to make a purchase. Publicity, by contrast, is designed to meke a
product or brand more visible. This strategy typically does not share or describe a product’s

specific benefits, o o pulsitin ront o1 as maiy eyes as posti....

Marketing is almost always directed at a husiness's target audience. Publicity may be

directed generally at the public or more specifically at your ideal customers.

Publicity campaigns often precede marketing campaigns that share more detailed

information.
Other Types of Publicity :

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

business can pursue.

Social media. Platforms such as Facebook, Instagram, and Twitter aliow you to connect with
your potential customers. A strong social media presence keeps your brand in your
followers' minds. Rather than trying to make a single post that goes viral, focus on building

an interested audience in a slow and steady fashion.

o



“Cuiturai relevance. A clever social media post, virai video, catchy siogan, popular
commercial, or attention-grabbing public comment can put your business in the cultural

spotlight. When that happens, you get free publicity anytime someone references your

culturai moment.

Product placement. Send free products or offer free services to public figures,

other media personalities. Your products may end up being featured in their blogs, social

media posts, or other public content.

Partnerships. Working with other brands or businesses that have a larger audience can allow
vou to get your brand in front of a wider audience and generate publicity. Approach
potential partners about collaborations, product swaps, or offering your products and

services as a free bonus to some of their customers.

Promotional swag. Branded items such as calendars, pens, notepads, tote bags, and phone
cases can put your brand name and logo in front of 3 wide audience. However, you have no
guarantee that your target audience will be the one seeing this swag. Think of swag as 2 fun
honus “or customers, rather than a enz-anteed way "o gererate publicity, and bucles?

accordingly.
Characteristics of Publicity:
Key characteristics of publicity have been briefly described in following part:
1. Meaning/ 2. Non-paid Form / 3. Various Media / 4. Objectives / 5. Control of Producer
6. Credibility/Social Significance / 7. Part of Public Relations / 8. Costs / 9. Effect

10. Repetition
importance of Publicity:

Like advertising and sales promotion, sales can be increased by publicity, too. Publicity
carries more credibility compared to advertisement. Publicity is cost free; it doesn’t involve

direct cost. Publicity offers a lot of benefits to the producers and distributors.

Importance of publicity can be made clear from the below stated points:



1. Publicity is an effective medium to disseminate message o the mass with more credibility.

People have more trust on news given by publicity.

2. The credibility 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. It
appears directly through newspapers, magazines, television, or radio by the third party. It is

free from bias.

3. It 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. It enjoys priority.
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Consup er Satisfaction and Loyalty

Consumer satisfaction : refers « the post service evaluative judgment of a product or an overall
svaluation based on the total purch: ¢ and consumption experience with the good or service over time,

Con-umer loyalty: a term used wl n consumer continues to purchase from a particular brand, company
or a busieess. It results from positis experiences and interactions with a business.

"a deeply held eorzmitment to 1 build and re-patronize a preferred product or service in the future
despite situational influences and n rketing efforts to provide the opportunity of switching behaviors”,

The factors that affect the consu wer satisfaction may differ from one industry into another, Here are
some general and common factors suitable in most cases:
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Product quality: high quality products ensure high consumer satisfaction Tt refers to the result of
the comparison between the customers’ expectation about the service and their perception of the
way the product has been performed.

Perceived value: the overall assessment of the utility of a product.

Availability: good product must be available when consumer requires it,

Internal consumer satisfaction: employees who are satisfied with their jobs tend to be more
helpful in gaining the consumers’ trust. Satisfied employees are likely to show higher commitment
levels and make less mistakes.

Ease of use: the easiness of utility may increase the consumers trust especially for electronic
products and e-services, |

Cultural factors represent Norms and values carried forward by generation from one entity to the
other. these values and perceptions that define consumer wants and behaviors.

Social factors. A person’s behavior is influenced by many small groups like family, friends,
social networks, and surrounding who have different buying behaviors.

Personal factors: This consumer behavior includes personal factors such as age, occupation,
economic situation, and lifestyle.

Psychological factor: Many psychological factors like motivation perception, learning, and

5 Ml

attitudes and beliefs play a crucial role in purchasing a particular product and services.

Customer satisfaction is a key element for every organization wishing to increase customer loyalty and
Create A Better Business Achievement.

Strategies Of Increasing Customer Satisfaction And Loyalty

Producing products with high quality and competitive price.



Have the right employees: having skillful and well trained workers increases the quality of
product so that the consumers will be more satisfied.

managing the customer complaints and feedback: every business organization has to deal with
the unsatisfied or upset customer. The company will review the issue (the problem) with the
customer and accept the challenge to turn into something constructive.

Customer service (Information and communication technology): Social media is an effective
channel for the customers to communicate and share the experiences with the company and can
be taken as the great opportunity to create a sense of community with them,

Show transparency and respensibility: acknowledge your mistake and be honest with your
consumers. Do not be defensive or aggressive. take responsibility for your flaws,

Exceed expectations: “business should under promise and over deliver”,

Don’t neglect existing consumers: do not forget your existing consumers when you are trying to
reach new ones.

Offer incentives: giving consumers a reason to keep coming back. It could be something simple
like a discount on their next purchase or free gifs

LA,
o

Be reliable: build a reputation for being consistent. if you promise to deliver a product within 24
hours, make sure that is a promise you can keep.

Anticipate problems: a good business always predicts any possible problem and make
precautions .
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E-Marketing

E-Marketing:Alsoknown as Digital Marketing, or Internet Marketing, or Internet
Marketing, itincludes all methods and practices related to the world of Internet
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 result 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 is payable 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
paidcampaignsothatadvertisementsappear for the company for all browsers
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, Instagram and others.
.Multimedia sites such as YouTube and Video.

.Marketing engagement program.

.Newsletter and e-mail.

.Website to improve the productive workenvironment on the website pages.
.Electronicadvertising.

.Video Marketing.

.Blogging and micro blogging like WordPress and Tumblr.



.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
relationshipwithcustomers to a level not previouslyreached:continuous
interaction isnowavailable. If thereissomeresistancefromsomecustomers,
consideringthis type of marketing intrusive, or vice versa, self-negativity.
However, the use of voluntaryreporting techniques, such as features of
interest, isbecomingincreasinglypopularamongusers,
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 January 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
technicaldevelopment and increasedbrowsing speed, itiseasy to getany
information related to a product or service on this network, and
thatcommodity can beacquired and obtained in a short time, sothatany
marketer can Promote and sellhiscommaodity, bypassing the regionallimits of
hiswhereabouts, and to introduceintohiscommodity global limitsthatguarantee
at least more popularity of that good or service. In 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
achievewhenusingTraditionalmeans.

The differencebetweenelectronic and traditional marketing

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, based on the number of people
who come fromthem to visityour site.

For example, if 10% of yourtrafficcomesfromorganicsearch, youshouldpay
attention to SEO optimization to increasethat percentage. In the case of
traditional marketing, knowing how many people interactwithyour brand
isverydifficultbeforethey contact the sales representative or make the
purchase. '

But with e-marketing, you can learn about customer trends and behavior
patterns beforetheyreach the final stage of the buyingjourney. In 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 Internet



dailyfrom all parts of the world, and fromthisstandpointonly the Internet 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 Internet 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 Internet.
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-marketing throughvideos sites.

Online marketing by advertising by clicking on search engines.
E-marketing by clicking on social media.

Email marketing via email campaigns.

Banner e-marketing throughpaidadvertising sites.

Online Shopping Through Blog spots.

Media e-marketing in magazines and newspapers
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