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XI. PROMOTION

A. Sales Promotion
Promotion activities are used to inform, persuade, and remind customers about a business' goods and services.  The
school store, like other business, should utilize promotional activities that will communicate messages effectively
within the limited financial resources and available media.

All promotional efforts should be coordinated with the merchandise and services available in the store and aimed at
the appropriate target audiences, such as students, clubs, school staff, athletes, and parents.  In addition,
promotional campaigns should be timely.  Throughout the school year, there are many occasions that provide
opportunities for promotional themes.

The promotional mix may vary considerably, depending on the type of business.  For most school stores, major
promotional activities may include visual merchandising, advertising, publicity and special events/promotions.
Assigning a promotional department manager to oversee the promotional activities provides valuable assistance to
the store operator as well as providing an ideal learning opportunity.  Department workers can be assigned to work
with specific promotional activities as needed by your business.

B. Visual Merchandising/Display
Visual merchandising consists of exterior window displays, interior displays, and counter displays.  Students
should have an active role in planning, building, maintaining, and dismantling displays.  These jobs may be
assigned to a group of students in a promotion department, or to individual students on a rotating basis.

Visual merchandising addresses a number of goals for a school store.  They include:
• Attracting the attention of shoppers
• Stimulating interest in a product or service
• Showing ways in which a product can be used
• Helping consumers make selections
• Identifying and promoting newly arrived merchandise
• Suggesting additional merchandise to purchase

The store’s product mix and the amount of service you will provide will be a determining factor in the type of floor
layout you will design, the fixtures you will incorporate, and how you arrange the merchandise for effective visual
merchandising. Products that can be sold as impulse items are often displayed near a check-out area. These point-of-
purchase displays, or POP’s, are very effective in promoting many items sold in a school store. Products that are
not normally considered impulse items would be more effectively promoted in a window display or on the sales
floor.  Any well-planned display can help to increase sales for just about every business.

The ultimate purpose of visual merchandising is to create in the customer, either directly or indirectly, a desire to
buy the store’s merchandise.  The main focus of your visual merchandising efforts will be promotional, or directly
geared toward selling specific merchandise that you display.  Indirectly, some of a school store’s visual
merchandising can be institutional in nature (designed to sell the business’ name or service rather than specific
merchandise or services for sale).  Promoting the store’s commitment to serving the customer, stressing the quality
of the merchandise, or highlighting the brand names you carry can promote the institutional image of your business.

C. Advertising
Advertising is essential to almost every business.  This form of promotion will be directed toward a mass audience.
Advertising requires the use of media, or channels used to communicate your message.  Advertising must be
directed to a specific target market in order for the ad’s message to be received.

Some specific promotional goals of advertising might include the following:
• increasing sales volume
• increasing the number of customers
• attracting new customers
• reinforcing user satisfaction
• establishing the image of the store
• reinforcing user satisfaction
• announcing locations where products will be sold
• introducing new products
• leveling out sales volume
• clearing out merchandise at the end of the season



36

Advertising activities which students can carry out as part of the school store’s promotional campaign may include:
• School newspaper ads
• Morning announcements - audio or video
• Banners - inside or outside of school
• Local cablevision - taped video or audio commercials
• Electronic signs in the store or cafeteria
• Direct mail targeted to specific groups
• Ads in yearbooks, programs, or other specialty publications
• Flyers
• Hallway posters
• Sandwich boards
• E-commerce Web sites
• Catalogs

Just as in visual merchandising, advertising may take one of two forms.  The majority of advertising can be
promotional, presenting specific products or services offered for sale by your store.  In addition, some forms of
advertising may be institutional, presenting your store’s image, an event, or theme of public interest, rather than the
merchandise.

D. Publicity
Publicity is used along with your promotional activities to build a positive image for your business.  Since school
store advertising budgets are typically very limited, the store operator should encourage students assigned to this
function to identify and capitalize on all publicity opportunities to supplement paid forms of promotion.  Publicity
attempts to place newsworthy items about a business or product in the media without cost.  Sponsoring various
activities, events, or clubs in school and having these events reported in the school or local media, would be a great
way to receive publicity.  Some store-based publicity activities might include:

• Sponsoring a club activity
• Sponsoring school based scholarship
• Awarding employee excellence
• Donating products for school activities
• Carrying a unique product or service
• Sponsoring a team
• Conducting an open house
• Making donations to charities
• Sponsoring a fashion show
• Sponsoring an environmental or beautification program

For any publicity activity, you need to be prepared to call attention to your business.  The media may be unaware of
your activities, so you may be required to write a news release, submit an article or photo, or even call a press
conference to get the word out about your positive activities.

E. Personal Selling
All personnel are important sellers to the customer.  Poor selling techniques can diminish much of the effectiveness
of the store’s promotional efforts by sales personnel.  The store’s selling policies need to be coordinated with the
promotional efforts in order to create continuity between the promotional and personal selling activities.  Obviously
for low-priced convenience goods, selling is not really necessary, but for any of the store’s shopping and/or
specialty goods, selling will be essential.

Students should be involved from beginning to end in the creation and development of visual merchandising,
advertising, publicity, and special promotions.  The promotion function provides an excellent opportunity for
students to identify their talents and display their creativity.  For those with special talents and abilities, it is an
opportunity to further develop their potential.

F. Promotion Planning
Does promotion work?  What are my options when promoting my school based enterprise?  Can I afford it?  Can I
afford not to promote it?

Just like businesses in the real world, we must develop a promotional mix that will effectively promote our SBEs.
Each of us teaches promotion as part of our marketing curriculum.  Let's allow our students to put into practice
what we preach.
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Initially, there are several questions that you may want to address relating to promotion.  Some of these may
include:

• Who are my customers?
• What are my promotional goals and objectives?
• What is my budget?
• What should I include in my promotional mix?
• What support can I obtain from the business community?
• How do I measure the effectiveness of the promotional activity?

Customers (target market) – Many of our stores are unique and appeal to different markets.  Do you target students,
faculty, staff, parents, and members of your local community?  Your promotional activities will vary depending
upon your target market.

Goals and Objectives – If you don't know where you are going, how will you know if you have arrived?  Develop
practical and obtainable goals and objectives for your SBE.  Do you elect to develop a promotional or an
institutional campaign?  Are you introducing a new product or service?  Are you in a new location?  There should
always be a purpose and objective when developing your promotional campaign.

Budget – How much should I spend on this campaign?  How do I determine my budget?  Are cooperative
advertising dollars available?  Did I get the "biggest bang for the buck?" These questions can often be difficult to
answer but are necessary because they offer realistic situations that relate to our programs.

Promotional Mix – What are the promotional options that we may choose to include in the promotional campaign?
How do we coordinate these efforts?  Many (if not all) of the following elements of promotion may be included in
your campaign:

• Advertising
• Visual Merchandising
• Publicity
• Sales Promotion
• Salesmanship

Each of the above elements of promotion will directly complement your curriculum.  They will provide meaningful
applications to these units of study.

Business/Community Support – There is little doubt that incorporating the business community into your
promotional campaign will generate many positive results.  Who are your resources to call upon for support?  How
will you utilize these resources?

Evaluating the Campaign – If you established goals for your campaign, measuring the effectiveness should be
obtainable.  Are you measuring any increases in sales or customer acceptance of new products?   Did the new
displays and point-of-sale materials help to meet our goals?  Did the students have the opportunity to apply specific
skills and knowledge to the campaign?  Did we establish new and improved relations with the business
community?  Are the administration, faculty, and student body appreciative or receptive of your efforts to operate an
effective SBE?

One activity that may be used for promotion is the publication of a catalog of items carried in your school store
(i.e., Christmas).  This catalog may be circulated throughout the district and sent home to parents.

Another activity may be to offer samples of specials or promotional items. An example would be a balloon(s) with
candy attached for a quick gift for birthdays, anniversaries, get well, etc.  Also, you may display pre-wrapped gifts
to further show that you may accommodate gift needs.

Teachers may want to offer small seminars to students to introduce new items or new product lines that are
unfamiliar to the student.  Such departmental examples would include clothing (understanding size ranges and
fabrications), giftware (understanding the difference between china, resin and plastic and the usefulness of the gift).
These seminars will enhance the student’s product knowledge and enable the item to better sales people.

G. Special Events
A. Opening day of school

1. “Apple for the Teacher”—Marketing students place an apple on each teacher’s desk the day before school
begins.  This should be accompanied by a handout, the theme of which might be:  “Welcome back to
School!  Please visit the school store for all of your class and personal needs.”  Faculty discount cards
would be an item for consideration.

2. If permissible, a rock band might be hired to play at your store’s grand opening.
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3. A school-wide contest to name the school store (if not done prior to opening day) with the prize being a
gift certificate or merchandise from the store.

4. Using the customer receipt as an entry blank, a weekly drawing might be held for only store patrons.
5. Offer free merchandise donated by local merchants.  A good school spirit item is pencils with "Marketing,

DECA," or your high school name on them.
6. A grab bag idea — have a combination of gift items in a specially priced package for the first week of

business.

B. Holidays and Special Events
1. Build activities and events around your local holidays
2. Gift certificates for all of the special holidays
3. A school spirit week
4. DECA week
5. Professional/Technical week

Also, Consider These Other Promotional and Merchandising Ideas:
• The school store becomes a specialty shop, offering items such as porcelain, pottery, beanie babies, and

other collectibles.  A mini-mall concept, with a number of small specialty items can be another approach.
Community members may also be interested in purchasing some of these specialty items.

• Silk screening presses for T-shirts, sweatshirts, and other spirit items.
• To encourage the notion that the school store is available to everyone you will need to open the door of

opportunity for clubs, faculty and other groups to be able to sell their product through your store.  This can
be a profitable adventure for the school store by charging a service or handling fee for selling the different
items.   Some examples would be selling the P.E. uniform, flowers from the horticulture program, and
creative gifts as jewelry/pottery from the Art department, and spirit items from ASB.

• Spirit items with the high school name and emblem can be sold at the middle and elementary schools.
This will provide the instructor with a recruiting opportunity for the marketing program.

• To help clear old inventory, you might offer items in grab bags at a discounted rate. Be sure to keep track
of the items you discounted for accounting purposes by adding them to your spoilage form.

• A good way to get faculty to frequent your store is to offer to “host” the faculty coffeepot in the store.
You may also consider subsidizing the expense of the coffee so substitute teachers can have a free cup of
coffee, when needed.

• Consider the possibility of E-commerce by having your students develop a Web site.  When the students
determine the distribution system, this will become a much-used service, both on campus and off campus.

• Offer a tax service, short form, to the students and local community as a fund-raiser.  This would be an
activity that would require a partnership with the accounting department at your school or the local
community college.  If you have a local strip mall or mall in your area, you might consider procuring a
vacant spot/location to do the tax preparation.

• Special sales promotion, such as:  games, sidewalk sales, fashion shows, rebates, raffles, grab bags,
contests, frequent purchase programs, coupons, or free sample/giveaways.

H. Learning Activities
Numerous activities will complement your promotional campaign and offer pragmatic applications to your units of
study.  Some of these may include:
1. Guest speakers
2. Field trips (newspapers, advertising agencies, businesses, etc.)
3. Sales representatives/vendors to discuss specific programs
4. Sales contests
5. Developing sales promotion activities
6. Obtaining manufacturer support (POP, POS, cooperative advertising dollars, promotional products, etc.)
7. Creating displays
8. Preparing advertisements
9. Visit other SBEs
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