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 Abstract:
 This report is to consider Marketing Communication Mix embedded and to observe the role and characteristics of blend Advertising, Personal Selling, Sales Promotion, and Direct Marketing. Furthermore this report will discuss about the changes in marketing field due to internet influence. These all mixes are related to each other, sometimes they are doing different duties, but there aim is to follow AIDA through which they can enhance productivity. Internet has enhanced its approaches and it is growing in importance if compare with typical traditional media like TV, Radio, and etc. Use of internet is way easier, it is possible to get feedbacks in short interval of time, and customers are getting aware about products even faster now. Companies like Marmite Cereal Bars have launched their bar on Facebook that was a new and innovative way of direct marketing. This report will also emphasize on some recommendations like Marketers should start communication mix after examining affordable methods, sales percentage, etc. Proper way is to spend what they can afford not what they have, analyzing how much competitors are spending on the mix. Consider PLC and Push/Pull effects in order to propagate the entire progress.
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 INTRODUCTION:
 One of the foremost concepts of Modern Marketing is Marketing mix which is the mixture of basic, tactical and controllable marketing tool; these tools stimulate the response in the target audiences (Armstrong and Kotler, 2009). Basically these tools could be everything that enhances the demand of the product (Dibb, Simkin, 2004). Marketing mix contains the 4 P’s which are Product, Place, Price and Place. As Neil Border described it further more with tools such as Physical Evidence, People and Process (Baker, 2001). Following diagram relates to Marketing Mix for the Services including 7 P’s.
 Communication mix is another name of Promotion Mix that consists of a blend of tools which helps the marketers to communicate, motivate and promote the product in the target market (Dibb, Simkin, 2004) (Waterschoot, Bulte, 2002).
 UDDIN ZAIN- 28001574 Page 4 of 23
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 Communication:
 If the customer relationships are superior, this call for good promotion and first-class communication mix, so good communications always build and sustain good relationships (Armstrong, Kotler, Wong, Saunders, 2008). Critically it is the most vital element which improves organization’s efforts to enhance profitable customer relationship, since marketing is directly proportional to the communication (Baker, 2001). The marketers have to communicate not only with customers but also staff, sales personnel, publics and intermediaries etc (Lamb, Hair, McDaniel, 2008).
 ‘’Without the proper promotional mix, you may squander your limited resources by taking a scattershot approach. Promotion must advance your overall marketing plan and
 reinforce the dialogue you want to establish with the segments of the marketplace you covet most.’’
 (Esmalloffice, 2010)
 In interest of understanding and examining Communication mix, there should be an appropriate answer of these questions: Whether to communicate but rather what to say, how often and to whom. While examining the following diagram which shows effective communication model, marketers would be able to explicate how intricate communication is (Pawelzik, 2005).
 UDDIN ZAIN- 28001574 Page 5 of 23
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 Communication Mix:
 Organization’s communication mix is also known as Promotion Mix which contains precise blend of adverting, Sales Promotion, Personal Selling, Public relation and Direct-Marketing (Kotler, 2008). Marketers utilize these tools to credibly communicate and maintain customer relationships (Kotler, Armstrong, Wong, Saunders, 2008), which therefore bring more profitability and develop brand loyalty (Cliffe, Motion, 2005).
 Role of communication Mix:
 Communications can Inform, Persuade, Remind, Reassure and eventually differentiate one product from another (Lamb, Hair, McDaniel, 2008).
 It can change the stages of Awareness, views and attitudes of customers. Consistently it can change behaviour of customer i.e. buying behaviour which
 could be a trial purchase, full purchase or repurchases, in other words Brand Loyalty (Pawelzik, 2005).
 It is the key component which develops conscious and unconscious relationships with customers (Baker, 2001).
 It informs and increase awareness of potential customers about the new offers, fastidious features or Unique Selling Point i.e. USP (Armstrong, Kotler, 2009), which persuade them to change their attitude or start considering products i.e. Buy or not.
 It reminds people of their needs at the right time and right place. It also can assure customer about the product that what they have purchased is
 right for them (MMC Learning, 2010). Sometimes it differentiate one product from another, especially in mature markets
 where companies might have competitors (Fill, 2005), for example Tesco and Dunnes, LIDL and ALDI, etc.
 Effective Communication Mix:An effective communication mix will be developed after examining the following
 elements (Armstrong, Kotler, 2009). Marketers might put attention on following steps.
 Identify the Target Market: the region of marketing should boost up with the market segmentation keeping target audiences in mind (Armstrong, Kotler, Wong, Saunders, 2008). Brown Thomas is attracting affluent and brand-focused customer whereas Penney’s target audiences through sales and lower prices.
 UDDIN ZAIN- 28001574 Page 6 of 23
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 Brown Thomas: http://traveldk.com/dkimages/dublin057sousho001_attrlarge.jpgPenneys: http://kildare.ie/community/notices/images/penneys-lg.jpg
 Communication Objectives: As soon as objectives are situated, next step would be to enhance the audiences from present condition to a higher condition of willingness to purchase (Dibb, Simkin, 2004). Objective should be SMART i.e. Specific, Measurable, Achievable, Realistic and Time Related (Gallagher, 2010).
 There are numerous of models discovered to estimate these elements:
 --(Fill, 2005)
 Designing the message: It should be effective and there should be a Moral Appeal (Armstrong, Kotler, 2009): What to say? How to say in logical manner? How to say it symbolically? What should be the source?
 Selection of Communication Channels: Personal communication channels absorb two or more people talking directly with each other, Non personal
 UDDIN ZAIN- 28001574 Page 7 of 23
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 communication channels involve message without the contact or interaction (Pawelzik, 2005).
 Feedback: It helps Marketers to monitor and control customer reactions after communication (Armstrong and Kotler, 2007). It is the imperative component in the marketing field, although in current markets it is not a common practice (Gallagher, 2010)
 Establishment of Budget: It is essential an important to conclude the budget of the promotion expenses while considering
 Set up Promotion Mix: After settling of budget, distribute it into 5 promotional tools of Advertising, Sales promotion, Public Relations, Personal Selling and Direct Marketing.
 Advertising:
 ‘’Advertising is the means by which goods and services are promoted to the public to increase the sales.’’
 -- (Petley, 2004)
 The institution of Practitioners in Advertising says:
 ‘’Advertising presents the most persuasive possible selling message to the right prospects for the product or service at the lowest possible cost’’
 -- (Jefkins, Yadin, Ordman, 2000)
 These definitions are portraying the right picture of advertising excluding the factor of brand awareness, advertisement is not just for profits and revenues, and it also motivates the brand name so the customers are well aware of the brand. It is also affirmative that an advertiser should plan and conduct campaign to attain desired goals within a given budget.
 Advertising Strategies:
 The strategy which assists company to accomplish its objectives in terms of advertising is called Advertising strategy. It includes two components: creating Messages and Selecting Media (Dibb, Simkin, 2004). While planning strategies to launch product marketers tend to use both of these components together, which means there is a nearer harmony among Messages and the media now (Scott, 2007). For instance, BMW generated a colossal buzz for its eccentric, artistic British Model Mini car with a message of campaign: Let’s Motor USA. (Armstrong and Kotler, 2007, pg 393) This company used different aspects of Advertising such as driving these cars in 22 major cities,
 UDDIN ZAIN- 28001574 Page 8 of 23
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 displayed ‘MINI RIDE’ outside stores and in airport terminals, another messages including ‘’Makes everything else seem a little too big’’, ads on the internet, mini games, booklets etc. these all integrated strategies were designed to get aesthetic outcome (smash success) with the help of media-creative incentives (Armstrong and Kotler, 2007). DAGMAR (Defining Advertising Goals for Measured Advertising Results) approach of advertising also describes the target audiences along with desired percentage change (Lamb, Hair, McDaniel, 2008, pg 419)
 These strategies also consist of following facets:
 Communicate : it is to deliver certain information about a new product or it could be a new name of the existing product. For Example Snickers has given its chocolate a new name for a limited time, ‘More Nuts’.
 Highlight : It is like differentiating of the product from other products or competitor’s products i.e. USP. For Example Mountain Dew (PEPSI product) is a different product than 7up (PEPSI product) or even Sprite (Coca Cola Product).
 Generating Enquires : it could be the Beta versions of the product such as coming soon products IPAD, or Microsoft Office Professional 2010. So that the consumers can get the beta versions or book the product in advance.
 Creating a muscular Brand Name is also a quintessential strategy of advertising.
 While processing advertising campaign, marketers endeavor to shift the target audiences through an influential sequences i.e. AIDA (Armstrong, Kotler, 2008). There should be a monitoring route during and after the ongoing campaign. Generally advertising is organized in union with Communication mix (Petley, 2004). Nowadays companies have enlarged their use of Communication ingredients in the mainstream of advertising. (Dibb, Simkin, 2004, pg 112).
 ‘’Marketers adopt a push, pull policies or combination. Push is promotion to only the next stage in the marketing channel, whereas pull is promotion directly to the intended
 ultimate customer. Advertising is an example of Pull Effects.’’
 --(Dibb, Simkin, 2004)
 Sales Promotion:
 It is a process which induces sales through incentives or added values for the product to the stakeholders such as customer, sales people or resellers (Armstrong, Kotler, Wong, 2008). That means it encourages consumers to make more purchases of particular product and stimulates wholesalers, traders and retailers to market a manufacturer’s products (Yeshin, 2006). Sales promotions are usually utilize to sustain
 UDDIN ZAIN- 28001574 Page 9 of 23

Page 10
                        

2MIT4120 MARKETINGASSIGNMENT 2
 the processes of communication mix such as advertising and sales forces. (Dibb, Simkin, 2004)
 ‘’Sales Promotion is an increasingly important tool within the overall armoury of marketing communication.’’
 -- (Yeshin, 2006)
 Sales Promotions do not enhance the market actually; they bring forward the acquisition of the regular or infrequent consumer to obtain advantage of the promotion such as lowering the price or buy two in the price of one etc (Lamb, Hair, McDaniel, 2008). Though they are costly processes but they bring forward more profits. One of the complexities of the sales promotions faced by marketers is that of allocating the actual value of the expenditure unlike advertising (Yeshin, 2006). Furthermore they are organized in isolation of communication mix ingredients.
 Sales Promotions lean to be short-term, ad hoc and uneven. In a critical scenario, while contrasting this promotion with other communication mix ingredients it has no long lasting impact on the product brand. Consequently it increases the sales, but has no focus on brand building (Yeshin, 2006, pg 24).
 Recent activities of frequent-user incentives such as Tesco Club Card as a reward has enhanced the worth of sales promotions, although sometimes these sorts of rewards are assisting marketers to segment target marketers (Dibb, Simkin, 2004, pg 130).
 --Source- (Yeshin, 2006 pg, 11)
 UDDIN ZAIN- 28001574 Page 10 of 23
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 Classification of Sales Promotion:
 Consumers Promotions: Direct or Indirect Hypothetical Advantages such as Samples, Coupons, Rebates, Cash refund, etc.
 Trade Promotions: They are for retailers or wholesalers to persuade them to keep the brand, more units than usual, feature the brand, display the brand, Push the product to their outlet.
 Commercial Promotions: They are aligned by distributers and they normally use financial support prearranged by manufacturers.
 Sales forces: It is to motivate all the associates involved in the selling activities through individual activities (Yeshin, 2006, pg 11) such as bonuses or competition between staff.
 --Source- (Yeshin, 2006 pg, 11)
 Tesco recently started to sell Pringles® Crisps of several flavors to clear the stock and enhance profits, first they tried to use buy one get one free which could not really boom up sales as it was expensive for customers. Therefore they started selling it in a half price, fortunately it increased the sales and promoted the product thoroughly, however there were low net profits.
 http://www.pleasantmorningbuzz.com/pics/pringles.gifhttp://francisanderson.files.wordpress.com/2009/10/tesco_1.jpg
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 Public Relations:
 It is the communication tool that identifies and sustains mutual understanding and relationships between a company and a range of publics on whom it triumph and disappointment relies (Lages, Simkin, 2003, pg 299). In simple terms it is the management of communication mix between a company and its publics.
 ‘’The marketing function that evaluates public attitudes; identifies areas within the organization the public may be interested in, and executes a program of action to earn
 public understanding and acceptance.’’
 -- (Lamb, Hair, McDaniel, 2008, pg 397)
 So marketers exploit PR to enhance the sustainability as a positive figure and moreover to educate the public about the organization’s objectives, initiate new product and assist the sales forces (Clow and Baack, 2007). PR is alarmed with strategies and marketing-orientated PR is based on marketing strategies. Marketers have identified that when PR is merely deployed with communication mix, it reduces to a short-term, and non –strategic technical task (Lages, Simkin, 2003, pg 299). Various PR departments perform following functions:
 -- (Armstrong and Kotler, 2007, pg 407)
 UDDIN ZAIN- 28001574 Page 12 of 23
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 Coca Cola in Public Relations:
 Soft drinks like coca cola have been criticized immensely in account of obesity and unhealthy products. Subsequently company introduced PR campaigns such as Beverage Institute for health and Wellness, in interest of health and science researches and education, although Managers said that company will not publicize coke. It also started ‘Live it’ fitness sports campaign in schools, here as well marketers said they will not print company’s logo. Several prizes were given to talented children. These PR strategies help them to educate people about coca cola, and that the organization cares about people. Thus Public sectors and Publicity tools were used in promotion.
 Public Relations Tools:
 Although PR is said to be unpaid promotional mix, as sometimes companies do not pay directly, it costs (Lamb, Hair, McDaniel, 2008, pg 397). Respectively some of the following processes might cost but they are related to other communication mix tools:
 News: PR marketers design attractive news through different medium of communication.
 Speeches: This also creates publicity. Special Events: Seminars, openings, educational exhibitions also target publics. Written Material: PR people develop material to manipulate their markets. Audiovisual Material: These are strong influential tools such as DVDs, Online
 videos, YOUTUBE. Corporate Identity Material: Logos, brochures, business cards, Fabrics with
 companies name, etc. could attract publics. Public Services Activities: These tools are sometimes expensive but enhance
 publicity. Social Networking Processes: This process is media based which includes
 Internet, TV and Radio to explore Brand awareness. Companies Webpage is also vital process to increase publicity (Armstrong and Kotler, 2007, pg 409).
 Personal Selling:
 Communication Mix includes Personal Selling which is the practice person to person communication between sales person and customer, satisfied customers will make purchases. PS is hence a human medium and said to be best communication tool for sustaining Customer Relationship Management (Cant, Heerden, 2005, pg 3). This interpersonal communication could take place with telephone, virtual communication or face-to-face processes.
 ‘’Personal Selling is the process of informing customers and persuading them to purchase the products through personal communication in an exchange position.’’
 -- (Dibb, Simkin, 2003, pg 124)
 UDDIN ZAIN- 28001574 Page 13 of 23
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 Sales message modifies the need of customers, so the duties of sales person would be to remind, inform and/or persuade and then construct relationships, converse benefits and illustrates to purchasers how to solve problems. PS is more efficient as compare to other tools of communication mix such as advertising which is a one way communication, it does not provide feedback that how customer feels? There is no CRM involved. Contrary PS increases the understanding about the product and demonstration is easier about the product, and there is feedback as well, guaranteeing marketers that effective communication has occurred (Weitz, Bradford, 1999). Following is the effective process of sales which is based on AIDA:
 Sales person should be intrinsicly motivated and highly good communicators, companies invest colossal amount in training and development of sales management team. The sales management communication requires Support Material, Sales Bulletins and sales meeting/conferences (Armstrong and Kotler, 2007). As PS is a dyadic communication, marketers need to allocate and examine the strategies to attain effective communication. The following strategy would suit most the marketers to achieve their goal (Cant, Heerden, 2005, pg 4). This process of promotion is expensive because of high standard staff and reward system in interest of maintaining and building sales with extrinsic and intrinsic motivations (tutor2u.net, 2010).
 UDDIN ZAIN- 28001574 Page 14 of 23
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 Direct Marketing:
 Direct Marketing is the interactive utilization of communication mix to stimulate a direct behaviour modification. Direct Marketing is more than Communication mix activity because it involves the decision-making to evade and minimize the role of marketers (Nowak, Phelps, 2006). So DM is inherently an action based discipline comprises of different decision, on the basis of these decision action takes places through several mediums such as such as mail, telemarketing, door-to-door, Internet Marketing and Personal Selling (Stone, Jacobs, 2007, pg 19). DM mirrors customer’s expectations, buying patterns, feedbacks, brand positioning, etc. which helps marketers to do segmentation and target audiences easily (Dibb, Simkin, 2004). The accurate planning and strategies will let marketers to take advantage of direct marketing, these plans will follow up with long-term goals, also they provide to establish short-term goals i.e. Benchmarks. DM is basically a database of following tools:
 Interactive: it is one-to-one communication between marketer and communication.
 Use of Advertising Media: DM depends not only on one media; it plays around different media in various mediums such as Magazines, TV, radio, Magazines and crucially internet (Nash, 2000, pg 20)
 Track, Record and Analyze: It is truly easy to track; record and analyze in DM is measureable, therefore it is possible to identify and segment target audiences.
 Determining the criteria to select Appropriate Communication Mix:
 IMC (Integrated Marketing Communications) describes communication is the coordinated promotion mix (Armstrong, Kotler, Wong, Saunders, 2008). It means organizations tend to replace one communication mix with another. However companies relating to same industry may follow different mixes (Dibb, Simkin, 2004), Hewlett-Packard uses advertising and promotions through retailers, whereas Dell mostly uses Direct Marketing (Armstrong, Kotler, 2009). Companies always put many factors into consideration while selecting the criteria to use mix tools in marketing, some of these factors are (Armstrong, Kotler, Wong, Saunders, 2008):
 Type of Product/Market:
 Communication mix differ into two factors customer and business markets, when there is a Business-To-consumer (B2B) situation company often uses ‘pull’ strategies such as advertising followed by sales promotion, Personal Selling and Public Relation (Armstrong, Kotler, 2009). Contrary, Business-to-Business (B2B) marketers tend to use ‘push’ more, hence investing more money in Personal selling, followed by Sales promotion, advertising and Public relations. Though Personal selling is usually used to sell risky and expensive products it is widely used by marketers to sell products (Petley, 2004).
 UDDIN ZAIN- 28001574 Page 15 of 23
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 Buyer-Readiness Stage:
 Communication mix tools vary in all different stages of this process, Advertising and Public relation pay attention in Awareness and Knowledge, often more sometimes such as Sales People (Madura, 2009). Whereas personal liking, preference or conviction are more caused by personal selling such as Door to Door sales job, mostly people don’t even want to open door. But Purchase, a final stage, is done by sales promotion. Advertising and PR are repeatedly costly in the starting stages (Lages, Simkin, 2003), so personal selling which is also high focuses on the further stages.
 --(Armstrong, Kotler, Wong, Saunders, 2008)
 Product Life Cycle:
 In earlier stages of PLC huge advertising and PB is required to generate awareness, then later on sales promotion is usually appropriate for a little assessment. Personal Selling will be used when the distributions and trade start (Dibb, Simkin, 2004). As soon as product is grown up, advertisement and PR should grow as well in order to explore brand awareness and target potential customer. Sales promotion might be low at the growing stage as low incentives are required (Armstrong, Kotler, Wong, Saunders, 2008). In mature stage advertising, PR and sales promotion stay together with different duties, because now publics are aware about brand so keep reminding them. In declined stage in PLC, advertising is usually used to remind customer about product, PB is stopped, and Personal selling department put lower attention now on the product (Cant, Heerden, 2008). Sales promotion might be helpful for stock clearance (Yeshin, 2006).
 Legal and Ethical Issues:
 As Armstrong and Kotler discussed in their book about selecting right communication mix, they have suggested companies to be aware of legal and ethical issues which surround communication. Marketers should know all the legal and ethics of the country.
 UDDIN ZAIN- 28001574 Page 16 of 23
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 Impact of Media/Changing Technologies on Marketing:
 ‘’Internet and related technologies are having a profound impact on marketing communication including communication mix.’’
 -- (Lamb, Hair, McDaniel, 2009, pg 404)
 The rise of social networks and blogging has changed the image and presented a new picture in front of marketers, connection with consumers, generation of interest, etc. internet continues with these opportunities for marketers to access huge customer circle (Stone, Jacobs, 2007).
 ‘’There were 28.4 Million Blogs online in 2006, and the numbers were doubling every month.’’
 --(Stone and Jacobs, 2007)
 Companies are using internet widely with the theories of advertising, sales or even distribution medium (Clarke, 2005).
 Cinemas like Cineworld are selling online tickets, advertising upcoming movies, advance booking is available, trailers of the movies are also available for which they are charging money from Producers.
 www.cineworld.com
 Airlines are now selling online tickets, easy for a customer, inexpensive as they are mailing them back their bought ticket electronically. Online ticket agencies have hugely increased now, they are mostly cheaper and easy to use for a consumer. For example Cheapflights company operating in the UK and Ireland. They can also alert customer easily if there is changing flight timings or arrival.
 www.cheapflights.com
 UDDIN ZAIN- 28001574 Page 17 of 23
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 Telecommunication companies such as Vodafone, Three, O2 and etc. are using internet as marketing tool, online buying is available, also one can compare different mobile phones or even different service provider. Customer is also saving money while purchasing online.
 EBay for Auctions is another innovative idea of marketing different products at competitive prices, whereas Amazon has enlightened thousands of books on their webpage.
 Blogs are another way to advertise the product electronically, this hype is generally scene in Actors, Model, Stars, Different Companies, and they have totally changed the face of marketing world. Bollywood superstars and producers are now twitting through which they are publicizing their movies and getting feedback as well, they are illustrating stories and replying to the feedbacks from the fans on Twitter.
 www.twitter.com
 Marmite is the first FMCG brand to launch their new Bar on Facebook with the strong message ‘Love it or Hate it’. According to Denyard, the marketing manager of Marmite, ‘’Marmite already has a huge followings on Facebook and this new ad format provides us with another great way to really engage with and hear from all the Marmite lover and haters out there.’’ Therefore internet has really given communication mix a new sole which can transport more responses and more sales (Durani, 2010).
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 www.facebook.com/Marmitebars
 Bollywood film 3 idiots is now huge success and has broken all records by almost 100 %, after 12 weeks of release the production company has announced to officially release on YouTube, this brought huge hype. This idea can bring more business in terms of credibility and more revenues.
 www.youtube.com
 Viral Marketing:
 On the internet, it is a marketing procedure that consists of websites, blogs, chatrooms, etc (Chaffey, 2009). In other words it is the medium of communication through internet, one of the good examples of VM is HOTMAIL, a free emailing powered by Microsoft. This way is not only good for marketers but also profitable for the Protocol Providers (Lee, 2001). This Diverse Promotion technique is now appropriate for all kinds of business (Clarke, Flaherty, 2005). Even in Mobile phones, people are using 3G technology fast internet, whenever a person start using mobile WAP it shows some advertisement such as THREE is presenting ads for SKY HD on their Mobile WAP. Some social websites like Facebook, Twitter, etc are influenced toward VM in a colossal way (Forbes, 2010). Critically this sort of communication mix is sometime beneficial in terms of random access, fast feedbacks, chat rooms and etc. Contrary, there are people who are spammer, who are just making fun of a product, who might be irritating other members, who might be insulting and trying to reduce the publicity of product. Hacking is another intimidation in these marketing. These changes have inclined all the companies to start and grasp this portal firmly (Lamb, Hair, McDaniel, 2009).
 Internet Empowerment:
 Internet has increased faster than any other medium of communication mix ingredient (Stone, Jacobs, 2007). The significant change in the media and internet has
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 exaggerated market and it gave opportunity to industries to deploy more deeply and use communication tools more easily and follow up target audiences.
 ‘’The web has transformed the rules, and you must transform your marketing to make the most of the web enabled marketplace of ideas.’’
 --(Scott, 2007)
 There are lot of facilities through which marketers can easily get back to customers such as: Auto responders, Email Notifications, Callback Facilities, online chat, Co-browsing, Frequently asked Questions, Onsite search engines, Product selection tools, virtual assistants, etc. (Chaffey, 2009). These things push marketers to embrace Internet rather than going for a TV or radio now.
 CONCLUSION:
 After grasping the whole idea of communication mix ingredients, consisting the blend of advertising, sales promotion, public relation, personal selling and direct marketing, with different mediums and examples, the report described and highlighted the role and landscape of communication mix. In order to identify the right criteria from these ingredients, marketers have to look forward with Product life Cycle. While describing the effects of these tools on each and another it was cleared that they are all evolved in each other. These communication mix tools are to measure, identify, examine, commence, target, segment, understand market value, and enhance profit, proper use of limited resources, motivated schemes of marketing. Advertising consists of nonpersonal promotional ideas, whereas Public Relations focuses on developing relations i.e. CRM. Personal selling is the personal promotion uses to increase sales forces. For immediate responses direct marketing plays vital role through communications with customer entirely. Companies can use push and pull strategies to pursue promotional strategies, or sometimes both of them. The authentic and best combination of communication mix tools depend on the specification of the product and the product life cycle. Report clarifies that how the companies are utilizing communication mix tools? Which is the right tool mature product like Coca cola or McDonalds? What changes have media put on marketing mix and communication mix.
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