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P
r
omotion
) (
P
r
omotion
 
is
 
the
 
a
t
t
em
p
t,
 
th
r
ough
 
v
arious
 
f
orms
 
of
 
media,
 
t
o
 
d
r
a
w
 
a
t
t
e
n
tion
 
t
o
 
a
 
p
r
oduct
and
 
the
r
e
b
y
 
g
ain
 
and
 
r
e
t
ain
 
cu
s
t
ome
r
s.
 
All
 
types
 
of
 
p
r
omotion
 
t
r
y
 
t
o
 
c
ommuni
c
a
t
e
 
with
the
 
public
 
in
 
an
 
a
t
t
em
p
t
 
t
o
 
en
c
ou
r
a
g
e
 
them
 
t
o
 
pu
r
chase
 
a
 
business
’
s
 
p
r
oducts
 
or
 
se
r
vices.
As
 
c
onsume
r
s
 
w
e
 
a
r
e
 
sur
r
ounded
 
b
y
 
p
r
omotion.
 
W
e
 
c
annot
 
g
e
t
 
a
w
a
y
 
f
r
om
 
it
 
–
 
wh
e
ther
it
 
is
 
on
 
T
V
,
 
on
 
buses,
 
on
 
the
 
pac
k
aging
 
of
 
f
ood
 
w
e
 
e
a
t,
 
or
 
in
 
the
 
mail
 
w
e
 
r
ecei
v
e
 
almo
s
t
e
v
e
r
y
 
d
a
y
.
 
P
r
omotion
 
allo
w
s
 
us
 
t
o
 
find
 
out
 
about
 
p
r
oducts
 
and
 
p
r
o
vides
 
us
 
with
 
up-
t
o-
d
a
t
e
 
i
n
f
orm
a
tion
 
about
 
those
 
p
r
oducts.
 
It
 
also
 
allo
w
s
 
us
 
t
o
 
ma
k
e
 
edu
c
a
t
ed
 
choices
 
about
the
 
g
oods
 
w
e
 
c
onsume,
 
p
r
o
vides
 
f
r
ee-
t
o
-
vi
e
w
 
TV
 
and
 
i
n
t
ern
e
t
 
and
 
k
ee
p
s
 
thousands
 
of
people
 
empl
o
y
ed.
 
H
o
w
e
v
e
r
,
 
it
 
c
an
 
en
c
ou
r
a
g
e
 
a
 
w
a
s
t
e
 
of
 
r
esou
r
ces,
 
pushing
 
up
 
prices
 
and
en
c
ou
r
aging
 
g
r
eed
 
and
 
e
n
v
y
 
when
 
w
a
n
ts
 
c
annot
 
be
 
s
a
ti
s
fied.
) (
Objecti
v
es
 
of
 
p
r
omotion
) (
The
 
g
ene
r
al
 
descri
p
tion
 
of
 
the
 
o
v
e
r
all
 
objecti
v
e
 
of
 
p
r
omotion
 
t
o
 
g
ain
 
and
 
r
e
t
ain
 
cu
s
t
ome
r
s
c
an
 
be
 
e
x
t
ended
 
t
o
 
include
 
the
 
f
oll
o
wing
 
specific
 
objecti
v
es:
) (
•
) (
T
o
 
p
r
o
vide
 
po
t
e
n
tial
 
cu
s
t
ome
r
s
 
with
 
r
eadily
 
a
v
ailable
 
i
n
f
orm
a
tion
 
about
the
 
p
r
oduct
 
so
 
th
a
t
 
the
 
c
onsumer
 
kn
o
w
s
 
the
 
ben
e
fits
 
of
 
using
 
the
 
p
r
oduct
and
 
whe
r
e
 
t
o
 
access
 
the
 
p
r
oduct.
 
This
 
is
 
of
t
en
 
the
 
objecti
v
e
 
f
or
 
n
e
w
p
r
oduct
 
launches.
T
o
 
inc
r
ease
 
sales
 
or
 
mar
k
e
t
 
sha
r
e
 
b
y
 
t
a
r
g
e
ting
 
both
 
e
xi
s
ting
 
cu
s
t
ome
r
s
 
and
n
e
w
 
cu
s
t
ome
r
s.
T
o
 
gi
v
e
 
the
 
p
r
oducts
 
an
 
ima
g
e,
 
or
 
t
o
 
e
s
t
ablish
 
a
 
b
r
and
 
ide
n
tit
y
.
 
A
 
g
r
e
a
t
deal
 
of
 
p
r
omotional
 
activity
 
which
 
t
a
k
es
 
place
 
is
 
done
 
t
o
 
k
eep
 
the
 
p
r
oduct
in
 
c
onsume
r
s’
 
minds.
 
This
 
r
eminds
 
c
onsume
r
s
 
w
h
y
 
th
e
y
 
boug
h
t
 
the
p
r
oduct
 
and
 
w
h
y
 
th
e
y
 
should
 
c
o
n
tinue
 
using
 
it
 
o
v
er
 
ri
v
al
 
b
r
ands.
T
o
 
e
s
t
ablish
 
a
 
c
orpo
r
a
t
e
 
ima
g
e
.
 
Some
 
ad
v
ertising
 
does
 
not
 
sell
 
a
 
specific
p
r
oduct
 
or
 
r
an
g
e
 
of
 
p
r
oducts;
 
in
s
t
ead
 
the
 
objecti
v
e
 
is
 
t
o
 
e
s
t
ablish
 
the
 
rig
h
t
ima
g
e
 
of
 
the
 
p
r
oducer
 
or
 
r
e
t
ailer
 
within
 
the
 
mind
 
of
 
the
 
c
onsume
r
.
T
o
 
enable
 
long-
t
erm
 
business
 
planning
 
t
o
 
t
a
k
e
 
place.
 
P
r
omotion
 
is
 
part
 
of
the
 
whole
 
p
r
ocess
 
of
 
bringing
 
a
 
p
r
oduct
 
or
 
se
r
vice
 
t
o
 
mar
k
e
t.
 
E
f
f
ecti
v
e
p
r
omotion
 
allo
w
s
 
li
f
e
 
c
y
cles
 
t
o
 
be
 
d
e
v
eloped
 
and
 
p
r
olon
g
ed.
 
This
 
then
enables
 
p
r
oduction
 
and
 
i
n
v
e
s
tme
n
t
 
t
o
 
occur
 
with
 
g
r
e
a
t
er
 
c
o
n
fidence.
) (
•
) (
•
) (
•
) (
•
) (
It
 
mu
s
t
 
be
 
r
emembe
r
ed
 
th
a
t
 
mo
s
t
 
p
r
oducts
 
a
r
e
 
not
 
pu
r
chased
 
on
 
impulse:
 
b
e
f
o
r
e
pu
r
chases
 
a
r
e
 
made
 
the
 
c
onsumer
 
m
o
v
es
 
th
r
ough
 
a
 
series
 
of
 
phases
 
or
 
l
e
v
els
 
of
c
ommitme
n
t
 
t
o
 
the
 
p
r
oduct.
 
These
 
phases
 
c
an
 
be
 
outlined
 
as:
)
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E
s
t
ablishing
 
a
liking
 
f
o
r
,
or
c
ommitme
n
t
t
o
,
 
the
 
p
r
oduct
) (
Being
un
a
w
a
r
e
 
of
the
 
p
r
oduc
t
’
s
e
xi
s
t
ence
) (
A
w
a
r
eness
of
 
the
 
p
r
od-
uc
t
’
s
 
e
xi
s
t
ence
) (
Unde
r
s
t
anding
of
 
the
 
ben
e
fits
of
 
the
 
p
r
oduct
) (
Finally
 
–
 
the
pu
r
chase
 
of
the
 
p
r
oduct
) (
T
ypes
 
of
 
p
r
omotion
) (
P
r
omotion
 
c
an
 
be
 
ab
o
v
e-the-line,
 
or
 
bel
o
w
-the-line.
) (
Ab
o
v
e-the-line
 
p
r
omotion
) (
Ab
o
v
e-the-line
 
p
r
omotion
 
is
 
wh
a
t
 
is
 
g
ene
r
ally
 
c
alled
 
ad
v
ertising
.
 
It
 
is
 
used
 
t
o
 
r
each
 
a
 
mass
audience.
 
It
 
is
 
w
orth
 
noting
 
th
a
t
 
ad
v
ertising
 
and
 
p
r
omotion
 
a
r
e
 
not
 
the
 
same.
 
Ab
o
v
e-the-
line
 
p
r
omotion
 
(ad
v
ertising)
 
is
 
c
arried
 
out
 
th
r
ough
 
v
arious
 
independe
n
t
 
media
 
–
 
the
 
mo
s
t
impor
t
a
n
t
 
being
 
T
V
,
 
ma
g
azines,
 
n
e
w
spape
r
s,
 
r
adi
o
,
 
po
s
t
e
r
s
 
and,
 
of
 
inc
r
easing
 
impor
t
ance,
the
 
i
n
t
ern
e
t.
) (
The
 
choice
 
of
 
media
 
used
 
depends
 
on
 
a
 
number
 
of
 
f
ac
t
o
r
s:
) (
•
•
) (
T
a
r
g
e
t
 
mar
k
e
t
 
–
 
who
 
is
 
the
 
business
 
t
r
ying
 
t
o
 
sell
 
t
o?
Wh
e
ther
 
the
 
objecti
v
e
 
is
 
t
o
 
c
o
n
v
e
y
 
i
n
f
orm
a
tion
 
or
 
another
 
type
 
of
 
mes
sa
g
e
 
–
 
will
 
the
 
p
r
oduct
 
sell
 
only
 
when
 
c
onsume
r
s
 
fully
 
unde
r
s
t
and
 
its
 
func
tion
,
 
or
 
do
 
people
 
buy
 
on
 
impulse?
Co
s
t
 
–
 
f
or
 
ma
n
y
 
small
 
businesses
 
this
 
is
 
the
 
fi
r
s
t
 
que
s
tion
 
th
e
y
 
ask
 
about
a
n
y
 
f
orm
 
of
 
p
r
omoti
on.
The
 
r
each
 
of
 
the
 
media
 
–
 
who
 
r
eads
 
the
 
ma
g
azine
 
or
 
w
a
t
ches
 
the
 
ad
v
erts?
) (
•
) (
•
)
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A
r
e
 
th
e
y
 
li
k
ely
 
t
o
 
buy
 
the
 
p
r
oduct?
•
 
 
The
 
p
r
oduct
 
itself
 
–
 
is
 
the
 
p
r
oduct
 
sui
t
ed
 
t
o
 
a
 
cer
t
ain
 
type
 
of
 
p
r
omotion?
F
or
 
e
x
ample,
 
is
 
the
 
be
s
t
 
w
a
y
 
t
o
 
p
r
omo
t
e
 
pla
s
tic
 
f
ood
 
c
o
n
t
aine
r
s
 
th
r
ough
pe
r
sonal
 
selling
 
do
o
r
 
t
o
 
door
 
or
 
b
y
 
an
 
ad
v
ert
 
in
 
the
 
lo
c
al
 
paper?
) (
F
or
 
mo
s
t
 
mass
 
mar
k
e
t
 
p
r
oducts
 
a
 
c
ombin
a
tion
 
of
 
the
 
ab
o
v
e
 
media
 
will
 
be
 
used,
 
each
 
of
which
 
will
 
be
 
used
 
t
o
 
deli
v
er
 
a
 
dif
f
e
r
e
n
t
 
messa
g
e
 
about
 
the
 
p
r
oduct.
 
F
or
 
e
x
ample,
 
when
p
r
omoting
 
a
 
c
a
r
,
 
the
 
manu
f
actu
r
er
 
m
a
y
 
use
 
n
a
tional
 
t
el
e
vision
 
ad
v
erts
 
t
o
 
p
r
oject
 
the
 
ima
g
e
of
 
the
 
c
ar
 
t
o
 
a
 
wide
 
mar
k
e
t
 
and
 
appeal
 
t
o
 
the
 
aspi
r
a
tions
 
of
 
the
 
po
t
e
n
tial
 
bu
y
e
r
s.
 
Ma
g
azines
m
a
y
 
be
 
used
 
t
o
 
r
ei
n
f
o
r
ce
 
this
 
ima
g
e,
 
whil
s
t
 
lo
c
al
 
r
adio
 
mig
h
t
 
be
 
used
 
t
o
 
t
ell
 
cu
s
t
ome
r
s
about
 
lo
c
al
 
price
 
and
 
finance
 
deals
 
and
 
which
 
g
a
r
a
g
es
 
in
 
the
 
a
r
ea
 
s
t
ock
 
the
 
c
a
r
.
 
In
 
this
e
x
ample
 
of
 
p
r
omoting
 
the
 
c
a
r
,
 
w
e
 
c
an
 
see
 
a
 
division
 
of
 
the
 
type
 
of
 
ad
v
ertising
 
messa
g
e.
 
One
type
 
of
 
messa
g
e
 
sells
 
the
 
p
r
oduct
 
th
r
ough
 
ima
g
e,
 
s
tyle
 
and
 
the
 
aspi
r
a
tions
 
of
 
the
 
po
t
e
n
tial
bu
y
er
 
–
 
this
 
is
 
kn
o
wn
 
as
 
pe
r
suasi
v
e
 
ad
v
ertising.
 
The
 
lo
c
al
 
r
adio
 
p
r
omotion
 
is
 
much
 
mo
r
e
i
n
f
orm
a
ti
v
e
.
) (
Mo
s
t
 
p
r
oducts
 
will
 
use
 
a
 
c
ombin
a
tion
 
of
 
the
 
t
w
o
 
types
 
of
 
ad
v
ertising.
 
The
 
type
 
of
 
media
used
 
in
 
ad
v
ertising
 
will,
 
t
o
 
a
 
la
r
g
e
 
e
x
t
e
n
t,
 
d
e
t
ermine
 
wh
e
ther
 
the
 
emphasis
 
is
 
on
 
pe
r
suasion
or
 
i
n
f
orm
a
tion.
 
Also
 
cer
t
ain
 
p
r
oducts
 
lend
 
themsel
v
es
 
t
o
 
one
 
or
 
the
 
other
 
type.
 
F
or
e
x
ample,
 
the
 
p
r
omotion
 
of
 
ice
 
c
r
eam
 
b
r
ands
 
will
 
t
end
 
t
o
 
be
 
mo
r
e
 
pe
r
suasi
v
e,
 
while
 
the
p
r
omotion
 
of
 
c
ompu
t
e
r
s
 
will
 
t
end
 
t
o
 
be
 
mo
r
e
 
i
n
f
orm
a
ti
v
e.
) (
Bel
o
w
-the-line
 
p
r
omotion
) (
Bel
o
w
-the-line
 
p
r
omotion
 
of
f
e
r
s
 
a
 
wide
 
r
an
g
e
 
of
 
al
t
ern
a
ti
v
e
 
p
r
omotional
 
s
t
r
a
t
egies
 
and
these
 
a
r
e
 
of
t
en
 
used
 
t
o
 
support
 
ab
o
v
e-the-line
 
p
r
omotion.
 
Belo
w
-the-line
 
p
r
omotion
t
a
r
g
e
ts
 
c
onsume
r
s
 
di
r
ectl
y
.
 
E
x
amples
 
of
 
bel
o
w
-the-line
 
p
r
omotion
 
a
r
e:
) (
•
•
•
•
•
•
) (
pe
r
sonal
 
selling;
pac
k
aging;
sales
 
p
r
omotions;
di
r
ect
 
mailing;
e
xhibitio
n
s
 
and
 
t
r
ade
 
f
ai
r
s;
public
 
r
el
a
tions.
) (
F
or
 
ma
n
y
 
c
onsumer
 
p
r
oducts,
 
bel
o
w
-the-line
 
p
r
omotion
 
is
 
used
 
only
 
f
or
 
shor
t
-
t
erm
 
periods.
Of
f
e
r
s
 
and
 
p
r
omotions
 
c
ome
 
and
 
g
o
 
qui
t
e
 
quickl
y
.
 
H
o
w
e
v
e
r
,
 
f
or
 
other
 
p
r
oducts,
 
such
 
as
indu
s
trial
 
g
oods,
 
p
r
oducer
 
g
oods
 
and
 
financial
 
se
r
vices,
 
pe
r
sonal
 
selling
 
pl
a
y
s
 
a
 
long-
t
erm
s
t
r
a
t
egic
 
r
ole
 
in
 
e
s
t
ablishing
 
a
 
r
el
a
tionship
 
with
 
the
 
cu
s
t
ome
r
.
) (
P
r
omotion
 
is
 
a
 
c
ompl
e
x
 
issue.
 
The
 
type
 
of
 
p
r
omotion
 
used
 
will
 
dif
f
er
 
b
e
t
w
een
 
p
r
oducts,
 
the
mar
k
e
ts
 
t
a
r
g
e
t
ed
 
and
 
th
r
oughout
 
the
 
v
arious
 
s
t
a
g
es
 
of
 
a
 
p
r
oduc
t
’
s
 
li
f
e
 
c
y
cle.
)
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F
ac
t
o
r
s
 
impacting
 
on
 
the
 
p
r
omotional
 
s
t
r
a
t
egy
) (
•
) (
P
r
oduct
 
dif
f
e
r
e
n
ti
a
tion
 
–
 
ma
n
y
 
mar
k
e
ts
 
a
r
e
 
highly
 
c
omp
e
titi
v
e.
 
It
 
is
 
impor
t
a
n
t
th
a
t
 
p
r
omotion
 
p
r
o
vides
 
a
 
m
e
thod
 
of
 
p
r
oduct
 
dif
f
e
r
e
n
ti
a
tion.
 
The
 
r
ole
 
of
 
p
r
omotion
is
 
t
o
 
dif
f
e
r
e
n
ti
a
t
e
 
its
 
p
r
oduct
 
in
 
the
 
mar
k
e
t
 
and
 
ma
k
e
 
it
 
s
t
and
 
out
 
f
r
om
 
the
 
c
r
o
w
d.
The
 
f
ocus
 
he
r
e
 
r
emains
 
on
 
those
 
f
e
a
tu
r
es,
 
functions
 
or
 
ben
e
fits
 
th
a
t
 
m
a
y
 
not
 
be
of
f
e
r
ed
 
b
y
 
a
 
c
omp
e
ti
t
or
 
or
 
m
a
y
 
not
 
be
 
of
f
e
r
ed
 
so
 
w
ell.
 
P
r
oducts,
 
li
k
e
 
Innoce
n
t
smoothies,
 
dif
f
e
r
e
n
ti
a
t
e
 
th
r
ough
 
an
 
e
thi
c
al
 
app
r
oach
 
t
o
 
their
 
p
r
oducts.
 
Cof
f
ee
 
b
r
ands
c
an
 
be
 
dif
f
e
r
e
n
ti
a
t
ed
 
th
r
ough
 
types
 
of
 
user
 
–
 
v
alue
 
f
or
 
mon
e
y
 
or
 
lu
x
uriously
e
xpensi
v
e.
The
 
mar
k
e
ting
 
bud
g
e
t
 
a
v
ailable
 
–
 
it
 
is
 
normal
 
t
o
 
s
e
t
 
a
 
t
o
t
al
 
bud
g
e
t
 
f
or
 
p
r
omoti
onal
activities
 
based
 
on
 
the
 
objecti
v
es
 
of
 
the
 
business,
 
the
 
a
v
ailability
 
of
 
c
ash
 
and
 
actions
of
 
c
omp
e
ti
t
o
r
s.
The
 
s
t
a
g
e
 
in
 
the
 
p
r
oduct
 
li
f
e
 
c
y
cle
 
–
 
during
 
the
 
i
n
t
r
oduction
 
and
 
g
r
o
w
th
 
s
t
a
g
es
 
of
 
the
p
r
oduct
 
li
f
e
 
c
y
cle
 
the
r
e
 
m
a
y
 
be
 
a
 
mo
r
e
 
i
n
f
orm
a
ti
v
e
 
app
r
oach,
 
in
 
o
r
der
 
t
o
 
r
aise
cu
s
t
omer
 
a
w
a
r
eness.
 
During
 
the
 
m
a
turity
 
and
 
s
a
tu
r
a
tion
 
s
t
a
g
es
 
a
 
mo
r
e
 
pe
r
suasi
v
e
app
r
oach
 
m
a
y
 
be
 
ado
p
t
ed
 
t
o
 
r
ei
n
f
o
r
ce
 
cu
s
t
ome
r
s’
 
allegiance.
Cultu
r
al
 
sensitivity
 
–
 
if
 
a
 
p
r
oduct
 
is
 
t
o
 
be
 
launched
 
in
 
a
 
n
e
w
 
i
n
t
ern
a
tional
 
mar
k
e
t
 
or
t
r
ansl
a
t
ed
 
ac
r
oss
 
mar
k
e
ts,
 
it
 
be
c
omes
 
impe
r
a
ti
v
e
 
t
o
 
t
a
k
e
 
i
n
t
o
 
c
onside
r
a
tion
 
lo
c
al
a
ffili
a
tion
s
 
and
 
sens
itivities.
 
These
 
include
 
both
 
cultu
r
al
 
and
 
r
eligious
 
c
onside
r
a
tions.
Of
t
en,
 
these
 
issues
 
m
a
y
 
e
v
en
 
p
r
ese
n
t
 
themsel
v
es
 
within
 
one
 
c
ou
n
t
r
y
.
The
 
t
a
r
g
e
t
 
mar
k
e
t
 
–
 
the
 
people
 
who
 
ma
k
e
 
up
 
the
 
t
a
r
g
e
t
 
mar
k
e
t
 
need
 
t
o
 
be
c
onside
r
ed
 
b
e
f
o
r
e
 
c
ommitting
 
t
o
 
a
 
p
r
omoti
onal
 
s
t
r
a
t
eg
y
.
 
If
 
a
 
mar
k
e
t
 
is
 
not
 
t
ech-s
a
v
v
y
(
t
echni
c
ally
 
a
w
a
r
e),
 
then
 
mo
r
e
 
t
r
aditional
 
m
eans
 
m
a
y
 
need
 
t
o
 
be
 
empl
o
y
ed.
Co
n
v
e
r
sel
y
,
 
the
 
y
oun
g
er
 
g
ene
r
a
tion,
 
used
 
t
o
 
accessing
 
i
n
f
orm
a
tion
 
on
 
a
 
daily
 
basis
 
via
their
 
iPhones,
 
m
a
y
 
be
 
t
a
r
g
e
t
ed
 
via
 
the
 
i
n
t
ern
e
t.
Comp
e
ti
t
or
 
actions
 
–
 
the
 
p
r
omotional
 
s
t
r
a
t
egies
 
a
 
c
omp
e
ti
t
or
 
uses
 
need
 
t
o
 
be
 
t
a
k
en
i
n
t
o
 
ac
c
ou
n
t
 
as
 
w
ell.
 
If
 
a
 
c
omp
e
ti
t
or
 
is
 
abo
u
t
 
t
o
 
launch
 
a
 
c
ampaign
 
which
 
t
a
r
g
e
ts
 
a
segme
n
t
 
of
 
the
 
pop
u
l
a
tion
 
not
 
p
r
e
viously
 
t
a
r
g
e
t
ed,
 
then
 
perha
p
s
 
a
 
business
 
needs
 
t
o
r
eact
 
in
 
o
r
der
 
t
o
 
p
r
o
t
ect
 
mar
k
e
t
 
sha
r
e.
) (
•
) (
•
) (
•
) (
•
) (
•
)

 (
Cha
p
t
er
 
5
 
–
 
P
r
omotion
) (
©
 
W
J
E
C
 
|
 
C
B
A
C
) (
Discussion
 
themes
) (
The
 
fi
v
e
 
mo
s
t
 
c
ommon
 
ad
v
ertising
 
t
echniques
 
h
ttp:/
/
smallbusiness.ch
r
on.
c
om/5-
c
ommon-ad
v
ertising-
t
echniques-15273.
h
tml
) (
Explain
 
how
 
p
r
omotion
 
c
an
 
be
 
al
t
e
r
ed
 
t
o
 
appeal
 
t
o
 
dif
f
e
r
e
n
t
 
t
a
r
g
e
t
 
mar
k
e
ts.
 
Video
 
sh
o
wing
 
a
 
r
an
g
e
 
of
 
p
r
omotion
 
m
e
thods
 
h
tt
p
s://
w
w
w
.
y
outube.
c
om/
w
a
t
ch?v=MmQndanKkRI
) (
Wh
a
t
 
is
 
guerrilla
 
mar
k
e
ting
 
and
 
w
h
y
 
is
 
it
 
used
 
b
y
 
small
 
and
 
la
r
g
e
 
businesses?
 
Inn
o
v
a
ti
v
e
 
e
x
amples
 
of
 
‘
guerrilla
 
mar
k
e
tin
g
’
 
h
tt
p
s://
w
w
w
.
y
outube.
c
om/
w
a
t
ch?v=nJ4u
C
O
JjDF8
) (
The
 
t
op
 
t
en
 
misleading
 
mar
k
e
ting
 
t
actics
 
h
tt
p
s://
w
w
w
.
y
outube.
c
om/
w
a
t
ch?v=M-Hr
T
C8QCbM
) (
Explain
 
the
 
dif
f
e
r
ence
 
b
e
t
w
een
 
ab
o
v
e-the-line
 
p
r
omotion
 
and
 
belo
w
-the-line
 
p
r
omotion.
) (
'P
r
omotion
 
is
 
the
 
mo
s
t
 
impor
t
a
n
t
 
aspect
 
of
 
the
 
mar
k
e
ting
 
mix'.
 
T
o
 
wh
a
t
 
e
x
t
e
n
t
 
do
 
y
ou
 
ag
r
ee
 
with
 
this
 
s
t
a
t
eme
n
t?
) (
'Businesses
 
th
a
t
 
use
 
pe
r
suasi
v
e
 
ad
v
ertising
 
a
r
e
 
un
e
thi
c
al'.
 
Discuss
 
this
 
s
t
a
t
eme
n
t.
)
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