Available online at www.scholarsresearchlibrary.com

vx",\‘\ed Scyg

é\A OO'»
. 12

Scholars Research Library g f @
= I
o N
Scholars Research Archives of Applied Science Research, 2012, 4 (4): 1670-1675 % (vﬁ
(http: //scholarsresearchlibrary.com/archive.html) C\"\-D

Library

| SSN 0975-508X
CODEN (USA) AASRCY

Prioritization of promotion tools based on AIDA mode by Analytic Hierarchy
processin production sector of sport industry

Sardar Mohammadi®, Ner ges Esmaeily?, Nasim Salehi?

'Faculty of Physical Education and Sport Sciences, University of Kurdistan, Sanandaj, Iran
2 Young researchers club, Department of sport management, science and research branch, Islamic Azad
University, Kurdistan, Iran

ABSTRACT

In order to choose a good promotional mix in production sector of sport industry, the comments of 30 marketing
managers of sport products companies were collected by responding to research-built questionnaires of
promotional mix and AIDA model. Validity [face and content validity] of the questionnaire was verified by the
related experts and their reliability was proved due to inconsistency ratio of the questionnaires that was less than
[0.1]. To analyze the data AHP method and [ Expert choice 11] software is used. According to the results at fourth
level, in advertisement tools, TV with weight [0.522], in public relations tools, seminar and conference [0.657], in
sale promotion tooals, gifts [0.260], in personal sale tools, face to face selling [0.841] were the most important
faction ors. Among 17 promotional mix tools [as choice] analyzed based on AIDA model, for customers awareness
and interest, TV commercials with the weight of [0.173] and [0.142] respectively had the highest importance. From
action aspect, personal selling with the weight [0.440] was at the first priority. In the second level, among AIDA
tools awareness and attracting the attention with the weight [0.437] was in the first priority. Considering the high
completion between the companies and rapid growth of markets and also rapid changes in consumers behaviors,
choosing a good promotional mix and prioritization of itstools help the promotion of marketing goals.

Keywords. promotional mix, Analytic Hierarchy process [AHRJDA model.

INTRODUCTION

Modern marketing is more than just producing goeoddpcts, suitable pricing and easy access to thgmir

addition to this producers require to communicaitt their customers. Producer of a commodity owisershould
combine carefully the communication tools in acdesachieve a regular combination of promotionaietnts, a
combination that is influensive in achieving comneative and marketing goals [2]. Marketing commutian

program of each organization is called promotion& [3]. In other words, promotion is having diremt indirect
relationship with people, groups or organizations &ttention and convincing them to purchase omgiun

products [5]. There are four main aspects of prasnat mix as: 1] Advertisement: Any non- personeggentation
and promotion of ideas, goods, or services by antifled sponsor and it requires spending moneylfbinarketing
integrated communications, advertisement has irapopposition in comparison with other elements gonduct
position. Most of the researches know advertisenasnthe most influence faction or in promotionak ras to
inform the market about the new commodity, expleamabf the commodity or service performance, cdingc
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wrong perceptions, convincing the customer to makpurchase, changing the customers attitudes abeut
characteristics of commodity or service, reminding consumer about his need to the commodity eicgeim near
future and reminding the purchase place to theoowst [6, 5, 4, 3, 2, 11, 10, 9, 8. 7]. Considetimgimportance of
increasing efficiency in advertisement, ranking tit®Ils is very important. Also, the researches lirs ffield,
recognize TV commercials as the most effectives@mlcomparison with the other advertisement t{@8, 8, 7, 6,
5, 3] and in another study the familiarity of thanketing managers with new communication toolsdvestisement
is necessary [12]. 2] personal selling: A procesisetping and persuading prospects to purchasend god giving
information about the product, service, idea arallitke 94]. The studies carried out in this fieldokv face to face
selling better than other personal selling todls, [8, 7, 3, 2] and this is due to this factiorcefdo face speeches
make the customers and sellers to match their needidehavior and through this they can observeukstomers
reaction ion to one specific selling method. 3]eSapromotion: different marketing communication I$oare
employed for a pre-determined, limited time to @ase consumer demand, stimulate market demandpoove
product availability [4]. The studies showed th#dtsgand rewards and lottery are more significdrant the other
sales promotion tools [18, 20, 8, 9, 7, 3]. Exhdritparticipation is effective as the other salesnpotion tools in
increase sale, information about rivals, new custenand products [14, 15].

4] Public relations: It is non-personal persuasidrdemand for a product, service or business uyiplanting
significant and positive commercial news withoutigg any money by the related company [4]. Theifigd here
know the attention of managers to public relatioesessary and referred to the effective role ofipublations to
promote organization goals [16]. Also in the pti@dtion of public relations tools, participating seminars and
conference is very important [8, 3, 9, 6, 5]. Cdesing all the items discussed about the importafigeomotional
mix and as the customer's behavior and consumerlaviously influenced by promotional action iormslaas
considering the shortage of financial resourcesth@ companies and increasing completion betweem,the
promotion and ranking of the related tools are ssagy in the organization.

Thus, choosing the right, consistent and effecteenmunication model to direct consumers and custene
achieve shot-term and long-term goals of markesSr@ycomplex and important topic.

In this research, to evaluate promotional mix imduction sector of sport industry, AIDA model a% thest
scientific models was used. There are some reseatohevaluate this model that most of them reaaghthe first
part- Attention and attracting the attention- asittost effective component in this model [14, 9,8]. This model
uses four stage method including attention, intedesire and action ion to lead the customer tchmase.

MATERIALSAND METHODS

In this research descriptive-field method is used for determination of hierarchical decision trefeoices,
interview with experts and reviewing books andteslgournals are used. To collect the commentgareser-built
questionnaire was used [promotional mix based dbAAIodel]. As it was evaluated by the researchesgarch
statistical population is including 122 managersspbrt products companies all over Iran. These conies
information was collected through official site ioflustry ministry, trade ministry and sport databas 2010. As
AHP method is used for the data analysis, the nusnbé samples are not important, so for this rede&@0
marketing managers of sport products companies sglected randomly and questionnaire were givetihea.
Considering the topic and purpose of this resedrigharchical decision tree method was identifiedree best data
analysis method. This method begins by providiregdrichical decision tree. This tree shows the comgdaction
ors and the analyzed competing choices in decisiaking and a series of paired comparisons are dbmese
comparisons define the weight of each of the comgethoices and finally matrices of paired compants are
combined with each other to take the best decisi@nthe data analysis is done based on AHP moddirsa ,
inconsistency ratio of paired comparisons of eadpondents is controlled and after being assurextoéptable
inconsistency ratio 2[ less than 0.1], the commefitsespondents are combined and paired comparisbeach
group is obtained. Consistency ratio indicates ¢basistency ratio of the comparisons with eachemntiBy
determination of inconsistency ratio we can trusthe determined prioritization accepted as expemiadly. If
inconsistency ratio is less than 0.1, we can acceptparisons consistency. Hierarchical decisionintpls a tree
with various levels of the object of decision. Tiret level indicates the decision making goal dhd final level
indicates some choices that are going to be cordpdiee middle level indicates some criterions oricivlthoices
are compared [23]. The main goal is consideredhagight promotional mix for sport products companand in
the second level of hierarchical tree, AIDA toote aised for attention audiences, interest and el@sid making
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them to purchase the products and at the third fmeenotional mix tools including public relationasgvertisement,
sales promotion and personal selling. The fortlell@f advertisement choices [TV, newspaper, magadirternet
and Radio], personal selling [face-to — face sglland call selling], sales promotion [coupons, sgifin-store
demonstrations, trade fairs] and public relatigenjinars and conferences, book, brochure, pulditati scientific
articles and charitable contributions [Figure 1].
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Figure 1: hierar chical decision tree with the final weight of indices and choices
RESULTS

As it is seen in table [1] , integrated matricesalf weight and inconsistency ratio of advertisettenls, public
relations, sales promotion and personal sellingoAgadvertisement tools, TV with the final weighit[0.522],
among public relations tools, seminar and conferemith the final weight of [0.657], among salesmption tools,
gifts with the final weight [0.260] and among perabselling tools, face-to —face selling with theaf weight
[0.841] are more important.

Table [2] shows the final weight of 17 promotiongik choices based on AIDA model. As it is showreation the
audiences comment, advertisement In TV with thalfimeight of [0.173], from interest TV advertisenevith the
final weight of [0.142] is important but from aatiaspect, face-to face selling with the final weigh[0.189] is
very important.

Table 3 shows integrated matrices, final weightpirsistency ratio of promotional mix tools based®DA model.
As it is seen among promotional mix tools, in terfisttention audiences, advertisement with thalfimeight of
[0.391] is very significant while in terms of intmt, sales promotion with the final weight of [(®B3s very
significant and in terms of action to purchasespeal selling with the final weight of [0.440]vsry significant.
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Table 1: Integrated matrices of paired comparisonsand final weight of promotional mix choices

advertisement tools 11 2] 3] [4] 5] 6] final might '”csvnesiggf”cy
TV [1] 1 4.65559| 5.6235 6.117 6.84723 6.93833 0.522
Newspaper [Z 0.2147¢ 1 1.13¢ 1.4772. | 3.8964¢ | 3.392: 0.14¢
radio [3 0.177¢ 0.882: 1 0.1 0.8827 | 4.2111¢ 0.137 0.03
advertisementg environment [40 0.16347 0.6769 1 1 2.82977  3.7606 119 '
magazine [5] 0.4604| 0.25664 0.26421 0.35388 1 9259 0.046
internet [6] 0.1441 0.2947 0.2374  0.2659 0.7987 1 .04D
public relations tools [1] [2] [3] [4] final weight
public Seminar and conferen[1] 1 5.0132: | 7.395: 7.94¢ 0.657
relations publication of scientific article[2] 0.1352: 1 2.4338. | 5.414¢ 0.19¢ 0.06
pamphlet, brochure and book [3] 0.13522 0.41087 1 .85089 0.097
charitable contributions [4] 0.1258 0.18468 0.35079 1 0.048
sales promotion tools [1] [2] [3] [4] [5] final weint
gifts and awards [1] 1 1.1069 1.1456 1.10757 2.2353 0.260
sales in-store display 0.9034 1 1.0211 1.1245 1.18p3 .21 0.03
promotion coupong3] 0.872¢ 0.979: 1 1.829: 1.845¢ 0.191 '
exhibition [4] 0.9028 | 0.8892 0.5466 1 1.3580 0.167
sale force award [5] 0.4473 0.8458 0.3588 0.7363 1 0.165
personal personal selling tools [1] [2] final weight
selling face-to —face selling [1] 1 5.2851 0.841 0.00
call selling 0.1892 1 0.159
Table[2] final weight of promotional mix choicesin AIDA model
No. promotional mix choices attention Interest action
final weight | Priority | final weight | Priority | final weigh | Priority
1 TV 0.173 1 0.142 1 0.087 2
2 Newspaper 0.129 2 0.060 8 0.040 12
3 environment 0.094 3 0.033 11 0.043 11
4 | seminars and conferences 0.074 4 0.053 9 0.060 8
5 | gifts 0.066 5 0.102 2 0.072 4
6 | pamphlet and brochures 0.055 6 0.016 17 0.016 17
7 | radio 0.051 7 0.037 10 0.044 10
8 | coupon 0.049 8 0.085 5 0.061 7
9 | face-t o —face selling 0.044 9 0.084 6 0.189 1
10 | publication of scientific articleg 0.043 10 0.031 13 0.029 15
11 | exhibitions 0.042 11 0.065 7 0.067 6
12 | internet 0.040 12 0.032 12 0.038 13
13 | magazines 0.048 13 0.023 15 0.032 14
14 | in-store display 0.034 14 0.095 4 0.071 5
15 | awarding sale force 0.028 15 0.100 3 0.081 3
16 | charitable contributions 0.026 16 0.029 14 0.021 16
17 | call selling 0.014 17 0.020 16 0.048 9

Table[3]: Integrated matrices and final weight of promotional mix tools

Attention tools [1] [2] [3] [4] Final weight| incorstency weight
Advertisements [1] 1 17056 3.0034 1.67p3 0.391
Attention audiencesg public relations [2] | 0.5863 1 3.2008 1.4461 0.293 0.08

Sales promotion [3] 0.3029 0.3124 1 1.5499 0.150 ’
personal selling [4]| 0.5969 0.6915 0.6452 1] 0.166
interest tools [1] [2] [3] [4] final weight
sales promotiof[1] 1 2.503¢ | 3.003¢ | 1.675:¢ 0.35¢

interest advertisements [2] 0.58638 1 3.2008 1.4461 0.262 0.02
public relations [3] | 0.3029 0.3124 1 1.5499 0.165
personal selling [4]| 0.6959 0.6915 0.6452 1 0.214
action tools [1] [2] [3] [4] final weight
personal selling [1] 1 3.961y 1.5638 2.14p1 0.440

action sales promotio[2] | 0.509: 1 1.333¢ | 0.7382 0.20¢ 0.04
advertisements [3] 0.6394 0.7499 1 1.2311 0.190
public relations [4] | 0.4672 1.5499 0.8122 1 0.166
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Table 4 shows integrated matrices, final weight arednsistency ratio of AIDA tools. Results shovattlattention
with final weight of [0.437] is more significantah other AIDA tools.

Table 4: Integrated matrices of AIDA tools

AIDA tools [1] [2] [3] final weight | inconsistency ratio
attention [1] 1 1.4177| 1.8543 0.437

interest [2] | 0.7053 1 2.098 0.361 0.02
action ion [3] | 0.5392 | 0.4766 1 0.201

DISCUSSION AND CONCLUSION

As it was said in the different parts of the agjdhe current research aim is to prioritize praora! mix tools
based on AIDA model by hierarchal analysis andrésailts and prioritization of each tools are shduniefly in the
followings.

At the second level of hierarchal tree as the isliare compared as paired, the results showethtAHDA factors,
attention has the highest weight in comparison witlrest and action that is compatible with theuhes of most of
the researchers [8, 13, 7, 3, 2]. For a long tithe,main interest of managers is concentrated ptomubut in the
recent decades, informing and giving right inforimratand attracting the attention of customers aogendifficult
than producing the product itself. Also by incregsiproduction, gradually the gap between productoial
consumption will increase. Thus, we should convale snessage to near and far markets and introchaie t
products and advantages. Different studies knoweasing the information of customers about theisesvand
products in the market to price, various productd their performance direct and modify perceptiodiges of
customers, creating a good image of the companystatthg its presence and alarming rivals, modificaand
removing the negative effects, reduction of anxigtyconsumers and creating a good mental imagghdrthird
level, advertisement was significant in comparisdath public relations, personal sale and face-tacefselling,
respectively and the other researchers also v#ri$yresult [18, 20, 17, 13, 8, 7, 7. 6, 5, 3, e importance of
most of the advertisements in comparison with ofitemotional tools is due to the effective roleadf/ertisement
to inform the market about the good and new sesyiexplanation of the commodity or service perfaroe
correcting wrong perceptions, convincing the custoto make a purchase, changing the customersdasitabout
the characteristics of commodity or service, renmigdhe consumer about his need to the commodigeorice in
near future and reminding the purchase place touktomer .

Considering the researches, we can say that asiewrtint in the current era is of great importanpedally after
the extensive growth of technology and advent af meedia and applying them have special position iahas
increased the people information about new goodk services. So it is recommended to the sport mtsdu
company's authorities to apply new advertisemerdlstoand new media and attributing more credit for
advertisement help the promotion of marketing goa&lso at third level, in terms of attention of &emce,
advertisement was significant but from interesteagpsales promotion and from action aspect, pats®iling was

in the first priority.

At fourth level, among advertisement choices, aisement by TV was significant in comparisons wither
advertisement tools [including newspaper, envirammeagazine, internet and radio] that are comfaatibth the
results of other researchers [20, 17, 13, 8, B, B, 3, 2, 18]. Although TV advertisement is veostly, its great
importance in comparisons with other promotionak wan be due to its extensive coverage, messaga\ainge
frequency, and its influence method, voice, image motion combination n and the possible use dfrctal make
especial attraction ion for senses, high access ttracting new customers, increasing marketresteand also
fixation of commercial sign at the audience mindsdAin public relation tools, seminar and confeeerare
significant in comparisons with pamphlet, brochaed book, publication of scientific articles andagtable
contributions and specific event. High significaméeseminar and conference is due to its effeatble in attracting
the attention, changing the attitude of customemsating a positive image of the company in audiemind and
introduction of new products in comparison witheattools.

Here in sales promotion tools, giving gifts and aeds were significant in comparison with other sgleomotion
tools [including coupons, exhibition, in-store degpand awarding sale force] that are compatiblé wie results of
other researchers [13, 9, 8, 2, 7]. Among faceate fsale tools, personal selling was significartaimparison with
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call selling and the studies prove this result [938, 2, 7]. As in personal selling the communarais direct and
face-to —face, information exchange about the prhdwervice and the like to the customers for cocivig them for
purchase is done easily.

Among 17 evaluated tools, promotional mix for atitem interest in the audience of TV advertisemeas the most
effective tools. But in action to purchase, faceface selling is significant among 17 promotiotwall choices.

Generally we can say that choosing a good and dignpromotional mix to promote communicative goalshe
organization and promotion of organization produats one of the main challenges of marketing masage
Although communicative and promotional goals of ¢tihganization require much attempts, it has mamwaathges.
Competitive advantage is including, selling inceeasid benefit, saving money, work time and presancthigh
loyalty of the customers. Considering the prioatian of promotional mix tools based on AIDA modél,is
recommended that mangers of sport products compaig attention to the tools with high final weighiring
arranging promotional programs. It is worth to ni@mthat during planning for promotion of companmggucts, the
planning managers shouldn’t have the mistake ofldbk of planning about media that are in the lopegority.
Because it is possible that the lower priority ofne of the media is due to the lack of investmedtg@ood planning
in this regard.

Finally, it should be said that the important thinghe promotion of different products is using@od promotional
mix. So it is recommended to marketing authoriZethese companies to use good promotional mix basefihal
weight of each choices and prioritization of thes#s and internal conditions of the company arellibdget.
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