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Abstract: This article provides a comprehensive examination of above-the-line (ATL) and below-the-line
(BTL) marketing, exploring their historical context, contemporary applications, and the challenges and
opportunities presented by integrating these approaches in the modern marketing landscape. We will
analyze the strengths and weaknesses of each strategy and offer practical advice for businesses looking to

optimize their marketing ROL

1. Introduction: Understanding Above the Line and Below the Line
Marketing

The terms "above the line" (ATL) and "below the line" (BTL) marketing represent a fundamental
dichotomy in advertising and promotional strategies. While the lines have become increasingly blurred in
the digital age, understanding the distinction remains crucial for developing effective integrated marketing

communications (IMC) plans.

Traditionally, above-the-line marketing refers to mass-market advertising channels, employing broad reach
strategies to reach a large and undifferentiated audience. This typically involves mass media such as
television, radio, print (newspapers and magazines), and outdoor advertising (billboards). ATL marketing

campaigns are usually characterized by high media spending and a focus on brand building through



impactful creative messaging. The key here is to generate broad awareness and establish a strong brand
identity. Measuring the impact of ATL campaigns can, however, be challenging, relying on indirect

metrics such as brand recall and awareness studies.

Below-the-line marketing, in contrast, focuses on targeted, direct marketing efforts aimed at specific
customer segments. This includes activities like direct mail marketing, email marketing, social media
marketing, content marketing, search engine optimization (SEO), public relations, sponsorships, events, and
sales promotions. BTL marketing emphasizes measurability and direct response, allowing marketers to
track the effectiveness of individual campaigns and optimize future efforts based on concrete data. While
reach may be narrower than ATL, BTL offers greater control over the messaging and audience

engagement.

2. The Evolution of ATL and BTL Marketing in the Digital Age

The digital revolution has profoundly impacted the landscape of above the line below the line marketing.
The rise of digital channels has blurred the traditional lines between ATL and BTL. For example, social
media marketing can be considered both ATL (when employing broad reach strategies) and BTL (when
targeting specific demographics or interest groups). Similarly, search engine marketing (SEM) can be
categorized as BTL due to its targeted nature, although large-scale SEM campaigns can reach a wide

audience, borrowing some characteristics of ATL.

This convergence necessitates a more nuanced understanding of above the line below the line marketing.
The key is not to consider them as mutually exclusive but rather as complementary elements within a
comprehensive IMC strategy. Businesses must now develop integrated approaches that leverage the

strengths of both ATL and BTL to maximize their impact.

3. Challenges in Implementing Above the Line Below the Line
Marketing Strategies

Despite the potential synergy, integrating ATL and BTL marketing presents several challenges:

Measurement and Attribution: Accurately measuring the ROI of integrated campaigns can be complex.
Determining the contribution of each ATL and BTL element to overall sales or brand awareness requires

sophisticated analytical tools and methodologies.

Budget Allocation: Balancing the budget across ATL and BTL activities requires careful planning and
consideration of the overall marketing objectives. Over-reliance on either approach can limit the

effectiveness of the overall strategy.

Maintaining Brand Consistency: Ensuring consistent messaging and brand identity across diverse ATL and

BTL channels is crucial for building a strong brand image. Discrepancies in messaging can confuse



consumers and damage brand equity.

Data Integration and Analysis: Integrating data from various ATL and BTL sources (e.g., website analytics,
CRM data, sales figures) is essential for gaining a comprehensive understanding of campaign performance.

This requires robust data management systems and analytical capabilities.

Coordination and Collaboration: Effective integration of ATL and BTL requires seamless collaboration
between different marketing teams and agencies. Poor coordination can lead to duplicated efforts, wasted

resources, and inconsistent messaging.

4. Opportunities Presented by Integrated Above the Line Below the Line
Marketing

Despite the challenges, integrated above the line below the line marketing strategies offer significant

opportunities:

Enhanced Reach and Impact: Combining ATL and BTL approaches expands the reach of marketing
campaigns and increases their impact on target audiences. ATL generates broad awareness, while BTL

fosters engagement and conversion.

Improved Targeting and Personalization: Integrating ATL and BTL allows for more precise targeting and
personalization of marketing messages. ATL can build general brand awareness, while BTL can nurture

leads and personalize communications based on individual customer preferences and behaviors.

Increased ROI: A well-integrated strategy can significantly enhance marketing ROI by optimizing
resource allocation and improving the efficiency of marketing efforts. Tracking specific channels and

tailoring spending allows for better allocation and higher returns.
Strengthened Brand Building: Consistent messaging across ATL and BTL channels reinforces brand
identity and builds stronger brand equity. This increases brand recall, recognition, and ultimately, customer

loyalty.

Improved Customer Experience: Integrating ATL and BTL facilitates a more cohesive and engaging

customer experience. This contributes to improved customer satisfaction and loyalty.

5. Developing a Successful Integrated ATL/BTL Strategy

Creating a successful integrated above the line below the line marketing strategy requires a strategic

approach:



1. Define clear marketing objectives: What do you want to achieve with your marketing efforts?

Define specific, measurable, achievable, relevant, and time-bound (SMART) goals.

1. Identify your target audience: Who are you trying to reach? Develop detailed buyer personas to

guide your targeting efforts.

1. Choose the right channels: Select a mix of ATL and BTL channels that align with your target

audience and marketing objectives.

1. Develop consistent messaging: Ensure that your messaging is consistent across all channels to

maintain brand identity.

1. Track and measure results: Monitor the performance of your campaigns closely and adjust your

strategy based on data. This helps in optimizing your future campaigns.

1. Foster Collaboration: Ensure all marketing teams are working collaboratively to achieve the same

objectives.

6. Conclusion

Above the line below the line marketing, when implemented strategically, offers a powerful approach to
reaching and engaging target audiences. The key lies in understanding the strengths and weaknesses of
each approach and integrating them seamlessly within a broader IMC strategy. By embracing the
opportunities presented by this integrated approach and addressing the inherent challenges, businesses can
significantly enhance their marketing effectiveness and achieve a higher ROI. The future of successful
marketing is increasingly intertwined with a sophisticated understanding and implementation of this

blended strategy.



FAQs

1. What is the difference between ATL and BTL marketing? ATL uses mass media for broad reach,
while BTL employs targeted, direct marketing efforts.

1. Which is more effective, ATL or BTL marketing? Neither is inherently superior. Effectiveness
depends on the marketing objectives and target audience. An integrated approach is often most

effective.

1. How can I measure the ROI of an integrated ATL/BTL campaign? Utilize marketing analytics

dashboards and attribution modeling techniques to track performance across different channels.

1. What are some examples of ATL and BTL marketing tactics? ATL examples include TV ads, radio
ads, and print ads. BTL examples include email marketing, social media marketing, and influencer

marketing.

1. How can I ensure brand consistency across ATL and BTL channels? Develop a comprehensive brand

style guide and ensure consistent messaging across all channels.

1. What are the key challenges in integrating ATL and BTL marketing? Challenges include budget

allocation, measurement, and maintaining brand consistency.

1. How can I improve collaboration between ATL and BTL teams? Implement collaborative project

management tools and encourage regular communication between teams.



1. What is the role of data analytics in integrated ATL/BTL marketing? Data analytics is crucial for
measuring campaign performance, optimizing resource allocation, and personalizing marketing

messages.

1. How can [ adapt my ATL/BTL strategy for the digital age? Embrace digital channels, leverage data-

driven insights, and focus on personalized marketing experiences.

Related Articles:

1. The Power of Integrated Marketing Communications: This article explores the benefits of

integrating all marketing communications for a cohesive brand message.

1. Measuring the ROI of Digital Marketing Campaigns: This article provides practical guidance on
measuring the return on investment of digital marketing initiatives, crucial for optimizing both ATL

and BTL strategies.

1. Developing Effective Buyer Personas for Targeted Marketing: This article details the creation of
detailed buyer personas to inform strategic targeting decisions for both ATL and BTL efforts.

1. Content Marketing Strategies for Lead Generation and Conversion: This article explains how to use
content marketing to attract and engage potential customers, a key component of a successful BTL

strategy.

1. The Impact of Social Media Marketing on Brand Awareness and Engagement: This article analyzes
how social media can be leveraged for both ATL (broad reach) and BTL (targeted engagement)

marketing.



1. Email Marketing Best Practices for Improved Conversion Rates: This focuses on optimizing email

marketing campaigns, a crucial BTL strategy for nurturing leads and driving sales.

1. The Role of Public Relations in Building Brand Reputation: This article explores how PR contributes

to brand image and overall marketing strategy, often falling under the BTL umbrella.

1. How to Optimize Your Website for Search Engines (SEO): This article provides a guide to SEO best

practices, a critical element of BTL marketing for attracting organic traffic.

1. Event Marketing Strategies for Lead Generation and Brand Building: This article explores the value
of event marketing in building brand awareness and generating leads, another important aspect of a

comprehensive BTL approach.

above the line below the line marketing: Marketing Communications Paul Russell Smith,

Jonathan Taylor, 2004 Marketing Communications rapidly established itself as an international
best-seller and has been listed as a marketing classic by the Marketing Society and as a marketing
major by the Chartered Institute of Marketing. The book is recommended reading for the CIM's
Marketing Communications module in the new Professional Diploma in Marketing. The authors' real
business understanding of marketing communications is universally acclaimed and has proved
popular with students and practitioners alike. In addition, the unique SOSTAC® Planning System is
applied throughout the book.This latest edition has been completely updated with new cases,
statistics and communications techniques, fresh shock stories and a new e theme on each
communication tool. New illustrations and full-colour photographs all combine to bring the book
right up to date with the current international business scene.A free CD-ROM containing video clips
of some of the world's leading marketing experts, pictures, documents and prepared Power Point
lectures is available to lecturers from the publisher on request.

above the line below the line marketing: Selling Above and Below the Line William
Miller, 2015-02-11 Most salespeople work hard to become proficient in reaching the frontline
managers in their markets. However, a salesperson who wishes to achieve long-lasting success with
a client will learn how to also appeal to top-level executives from an “above the line” perspective.
Master sales trainer Skip Miller shows how to simultaneously sell to both the frontline manager as
well as the executive who is more concerned with profit/loss indicators such as ROI, time saved, risk
lowered, and productivity improved - a strategy used by Google, Apple, Cisco WebEx, and other
powerhouses. In Selling Above and Below the Line, you will learn how to: Create energy by including



executives early in the sales process. Ask the right questions and pinpoint big-picture financial
needs. Keep “below the line” managers from feeling bypassed. Uncover value propositions that
target each set of decision-makers. Sales that seem locked in will stall or go dark. Customers who
have been loyal to you suddenly back out of the relationship due to decisions made above the
manager’s head. This often could have been avoided had the salesperson been intentional to sell
both the technical and financial fit. In Selling Above and Below the Line, learn to effectively
communicate both, leading to more successful and lucrative deals than ever before.

above the line below the line marketing: The Marketing Book Michael Baker, Susan Hart,
2016-04-14 The Marketing Book is everything you need to know but were afraid to ask about
marketing. Divided into 25 chapters, each written by an expert in their field, it's a crash course in
marketing theory and practice. From planning, strategy and research through to getting the
marketing mix right, branding, promotions and even marketing for small to medium enterprises.
This classic reference from renowned professors Michael Baker and Susan Hart was designed for
student use, especially for professionals taking their CIM qualifications. Nevertheless, it is also
invaluable for practitioners due to its modular approach. Each chapter is set out in a clean and
concise way with plenty of diagrams and examples, so that you don't have to dig for the information
you need. Much of this long-awaited seventh edition contains brand new chapters and a new
selection of experts to bring you bang up to date with the latest in marketing thought. Also included
are brand new content in direct, data and digital marketing, and social marketing. If you're a
marketing student or practitioner with a question, this book should be the first place you look.

above the line below the line marketing: What Business Leaders Should Know But They
Don't Festo M. Kambarangwe, 2009-10

above the line below the line marketing: Introduction to Travel and Tourism Marketing J. Alf
Bennett, Johan Wilhelm Strydom, 2001 South Africa is well positioned to capture an increasingly
large share of the international travel and tourism market. This book provides an introduction to the
marketing of travel strategy market segmentation, marketing research and marketing planning.

above the line below the line marketing: Above the Line Stephen Klemich, Mara Klemich,
2020-01-07 A leadership consultant and neuropsychologist identify the universal habits of the heart
and mind—the keys to unlocking our true potential, creating our best selves and eliminating
behavior patterns that hold us back. Why is it so hard for leaders to coach employees who are
struggling? Why do we repeat the same mistakes and negative behaviors? Common wisdom says you
always have a choice in how you react or respond. But, as corporate consultant Stephen Klemich and
clinical psychologist Mara Klemich contend, until you recognize why you make choices, and how the
heart and the brain work together to shape your behavior, you can’t change long-ingrained patterns
and discover your best self. The Klemichs have developed a model backed by extensive research and
data, and paired it with character-led personal development, to help you answer the Why? and
eliminate behavior that is “below the line.” In Above the Line, they argue that that the quality of
your life flows from the attitudes of your heart. Offering wise, compassionate, and practical advice,
this book explores the deep, fundamental drivers of human behavior that exist within your
heart—the seat of your character. It reveals that all of these behaviors can be explained by four
principles—humility, love, pride, and fear—which influence every facet of your life, for better or for
worse. We are all designed for greatness, but so often our best self is pitted against our worst. The
pressures of life are pulling our character below the line while our authentic self is drawing us to
live above the line. When you fully understand that the four principles are at the root of your
behavior, you can begin the journey to become your best self and navigate life more effectively and
successfully. Filled with proven strategies, Above the Line will create lasting changes in your
behavior and improve your life personally and professionally—so you can make a positive impact on
the world around you.

above the line below the line marketing: Essential Business Studies A Level: AS Student
Book for AQA Jonathan Sutherland, Diane Canwell, 2008-05-25 Essential Business Studies features
a thematic approach with a vibrant and accessible format to fully engage students. Activities and



guidance on exam preparation, summary mindmaps and up-to-date, dynamic case studies are just
some of the features helping to deliver the key course content. Whiteboard and Teacher Support
CD-ROMs also available.

above the line below the line marketing: The Fundamentals of Advertising John Wilmshurst,
Adrian Mackay, 1999 Here, advertising is viewed from the perspective of advertisers, advertising
agencies and the media. With the emphasis on practical application in the current marketing scene,
this book includes examples, guidelines and checklists.

above the line below the line marketing: Marketing Michael Baker, 1998 Marketing:
Managerial Foundations provides students with a sound understanding of marketing theory and
practice, and does so in an Australian and New Zealand context. It is an introductory text that goes
beyond the prescriptive approach. It seeks to meet the needs of a discipline that is now accepted as
a fundamental aspect of business and one which needs and deserves an academic base of context,
concept and application. No theoretical stone is left unturned as good practice is supported by
essential theoretical frameworks. Students will find more discussion of the various arguments that
provide views on the foundations and application of marketing. Concepts such as relationship
marketing are traced and explored. The book provides a strong foundation for the study of
marketing and is essential reading for the newcomer to marketing as well as being a valuable
reference for the marketing professional.

above the line below the line marketing: Conscious Leadership John Mackey, Steve
Mcintosh, Carter Phipps, 2020-09-15 A WALL STREET JOURNAL BESTSELLER! From Whole Foods
CEO John Mackey and his coauthors, a follow-up to groundbreaking bestseller Conscious
Capitalism—revealing what it takes to lead a purpose-driven, sustainable business. John Mackey
started a movement when he founded Whole Foods, bringing natural, organic food to the masses and
not only changing the market, but breaking the mold. Now, for the first time, Conscious Leadership
closely explores the vision, virtues, and mindset that have informed Mackey’s own leadership
journey, providing a roadmap for innovative, value-based leadership—in business and in society.
Conscious Leadership demystifies strategies that have helped Mackey shepherd Whole Foods
through four decades of incredible growth and innovation, including its recent sale to Amazon. Each
chapter will challenge you to rethink conventional business wisdom through anecdotes, case studies,
profiles of conscious leaders, and innovative techniques for self-development, culminating in an
empowering call to action for entrepreneurs and trailblazers—to step up as leaders who see beyond
the bottom line.

above the line below the line marketing: Careers in Marketing, Advertising and Public
Relations Adela Stanley, 2003 Complete with top tips for getting in, advice on how the industry is
changing and is likely to change, useful names, addresses, web sites and contact points, this book is
the ideal starting point for a successful career in this exciting field.

above the line below the line marketing: Scenarios in Marketing Gill Ringland, Laurie
Young, 2007-02-06 You've chosen this book. Which probably means you're a marketer, you've heard
of scenarios and you want to know what they can do for you. Can they help with everyday marketing
issues like brands, channels and relationships? The answer is yes. Rooted in customer needs,
scenarios bridge the gap between corporate strategy and marketing tactics. They are a weapon for
perceiving the unseen and a framework for thinking the unthinkable. This book's wealth of case
studies will show you how they've helped top companies like Pfizer, Nestle and Courvoisier to do just
that, and its practical lessons will show how they can do exactly the same for you. Gill Ringland and
Laurie Young have gathered top-flight contributors to offer the first straightforward account of
scenario planning for marketers. In readable chapters they show how, by integrating scenarios into
the wider marketing toolkit, you can make your organization more customer-driven and consider a
wider range of possibilities than your competitors. They explore how scenarios have driven creativity
in a range of consumer marketing applications - even in FMCG sectors - and define their role in
distribution, channel management, brand management and customer management strategy. Finally,
they show how marketing scenarios can help to promote wider corporate innovation. The rich




pictures painted by scenarios have made business strategy more visionary and creative, and they're
set to do the same with marketing strategy. Read this book, and make sure it's your organization
holding the brush.

above the line below the line marketing: Marketing Cases Dr. Malay Ghosh,

above the line below the line marketing: A Dictionary of Marketing Charles Doyle,
2011-03-24 Covers traditional marketing techniques and theories alongside the latest concepts, and
acknowledges the increased importance of marketing in the customer-oriented environment.

above the line below the line marketing: The New Integrated Direct Marketing Mike
Berry, 1998 The author makes the case for direct marketing progressively dominating all marketing
communications, not in terms of execution, but in attitude of mind and overall strategic viewpoint.

above the line below the line marketing: Relationship Marketing Helen Peck, Martin
Christopher, Moira Clark, Adrian Payne, 2013-06-17 Arranged in 6 sections, this title gives
marketing practitioners and students critical examples of best practice from a variety of companies.
Alongside 'Relationship Marketing: bringing quality, customer service and marketing together' and
'Relationship Marketing for Competitive Advantage: winning and keeping customers' this new title
provides readers with insights into marketing in the 21st century.

above the line below the line marketing: H] Heinz and HP Foods Great Britain:
Competition Commission, 2006-05-22 Dated March 2006.

above the line below the line marketing: Conversion Marketing Bryan Heathman,
2014-04-23 In today's business climate, transacting eCommerce on the Internet represents the
fastest growing marketplace in the world - but few people really understand how to make it sing!
Harness the online money making potential of your business with trade secrets from this acclaimed
industry insider, veteran of more than 150 marketing campaigns in the corporate Big Leagues. From
creating hefty mailing lists to launching powerful viral marketing campaigns, you'll learn the tricks
of turning the noise of the digital realm into a chorus of eCommerce for your business. Let this
eBook show you how to make money while you sleep!

above the line below the line marketing: Marketing Management, 2nd Edition Arun Kumar &
N. Meenakshi, 2011 Marketing is a way of doing business. It is all pervasive, a part of everyone’s job
description. Marketing is an expression of a company’s character, and is a responsibility that
necessarily belongs to the whole company and everyone in it.

above the line below the line marketing: SALES MANAGEMENT: Key to Effective Sales
Pundrik Mishra, 2009-12 Sales is the most important part in a company's growth and managing the
sales is also an uphill task. This book focuses on some of the important aspects of sales management.
After the introductory chapter on sales management, this book further traces important topics like
importance of sales promotion, global dimension of sales promotion, key promotional concepts,
managing sales, current trends in sales, management of direct selling and marketing, personal
selling, etc. Proper examples have been given where necessary which will help readers in
understandingthe topics. Simple language throughout the book will also help students in
understanding the subject easily.

above the line below the line marketing: English in Business Jacek Gordon, 2023-10-10
ENGLISH IN BUSINESS to angielsko-polski stownik i leksykon definicji z zakresu szeroko
rozumianego stownictwa z dziedziny finanséw, bankowosci oraz terminéw ekonomicznych i
uzywanych w ubezpieczeniach. Catos¢ liczy ponad 12 tysiecy haset stownikowych oraz 6725 definicji
opisowych. Publikacja jest takze podrecznikiem dla 0s6b uczacych sie Business English i jest
przeznaczona na komputery i tablety.

above the line below the line marketing: Culture Eats Strategy for Lunch Curt W.
Coffman, Kathie Sorensen, 2013-09-01 Creating a high performance culture

above the line below the line marketing: Marketing Destinations and Venues for
Conferences, Conventions and Business Events Rob Davidson, Tony Rogers, 2012-05-31
Marketing Destinations and Venues for Conferences, Conventions and Business Events covers key
areas in marketing and promotion, such as: * Trends and issues in destination and venue marketing



* Strategic marketing planning, ROI and strategy evaluation * Destination and venue selling
strategies * Future challenges, opportunities and supply-side developments

above the line below the line marketing: Marketing the Church: How to Communicate Your
Church's Purpose and Passion in a Modern Context Michael Daehn, 2011-05 This book by Michael
Daehn, author of the Seven Keys to Marketing Genius, shows churches how to effectively
communicate their purpose and passion in a modern context and sell the Gospel without selling out.
Marketing the Church shows you how to use marketing to become more effective at communicating
with people. The stakes are high for churches because the product is a message of hope. That
message brings people into relationship with God, grows His kingdom, and enables the Christian to
be faithful to the great commission. Learn more at MichaelDaehn.com/books.

above the line below the line marketing: Mastering the Case Interview, 9th Edition
Alexander Chernev, 2018-03-22 Mastering the Case Interview offers detailed advice on how to ace
the case interview. This book outlines the general principles of managing the case interview,
delineates the most common types of cases, and outlines a framework for approaching each type of
case. The discussion of the basic principles of case analysis is complemented by an extensive array
of interview examples that includes 20 sample case discussions and 200 practice questions.

above the line below the line marketing: The Economist: Marketing for Growth Iain Ellwood,
2014-01-09 Marketing for Growth is a guide to how the marketing function within a business can
and should become its most important driver of growth. Marketers play a crucial role in generating
revenue and they can play an equally important role in how revenues translate into profit. Growth is
also about becoming a better business by being smarter or more efficient, and growing in a
sustainable way. This involves developing and improving products, processes and standard of
service. Marketers have their ear to the ground and therefore are often the first to pick up on
changing customer needs and behaviour and the forces at play in markets. This increases the impact
marketing should have on all those aspects of a business. The book is in three parts: the first part
explores who are the most valuable customers, the second the most effective ways to drive revenue
growth and the third the best ways to improve profitability. It combines insight and practical
guidance, and is supported by a wealth of hard data and anecdotal evidence based on the
experiences of a wide range of business in Britain, America, Europe and Asia. Among the firms
featured are Amazon, China Mobile, Dove, Goldman Sachs, Haier, ING Direct, Lenovo, Mini, Procter
& Gamble, Red Bull, Target, Twitter, Virgin and Zara.

above the line below the line marketing: Modern Marketing Communications Frank Jefkins,
2012-12-06 Marketing communications is a subject which has become popular in both marketing
and public relations circles, but sometimes with different parameters. There are those who prefer to
confine marketing communications to promotional activities, which is mostly an academic point of
view, and there are those who see the subject in broader terms, embracing every form of
communication used in marketing, which is how the subject is practised in the business world. While
the author has long experience as a teacher and examiner, he also continues to be a professional
practitioner. Consequently, the book aims to serve those concerned with both the academic and the
professional in terpreta tions of marketing comm unica tions. I t is of course hoped that those who
adopt the academic approach to the subject will eventually acknowledge that there is more to
marketing communi cations than advertising, sales promotion, selling, marketing research and
public relations. It is also necessary to realise that public relations embraces much more than the
‘publicity' in the 4Ps promotion box. Without wishing to be contentious, this broad approach is
proposed so that communications of all kinds throughout the marketing strategy can have maximum
effect. Very little has been published on this subject, and the book is therefore a pioneer attempt to
establish the practical parameters of modern marketing communications. There are so many broad
and narrow interpretations of marketing communications, but it is hoped that this book will be
useful to teachers, students and practitioners of the subject.

above the line below the line marketing: Management Mumbo-Jumbo A. Furnham,
2006-01-24 Bestselling author and psychologist, Adrian Furnham, takes a critical view of the jargon



and fads in management contained in manifestos and mission statements and shows how these often
obscure and mystify. He considers atmospherics, compulsory training, fundamentalist gurus,
integrity tests, personality of organizations and uncertainty avoidance.

above the line below the line marketing: Developments in Information and Knowledge
Management Systems for Business Applications Natalia Kryvinska, Michal Gregus, Solomiia
Fedushko, 2023-03-18 This book presents a combination of chapters assembled in different fields of
expertise. The book examines different aspects of business knowledge from a philosophical and
practical standpoint. This data helps modern organizations by providing valuable insights and
suggestions for future research and results. The increasing number of business disciplines studied
necessitates implementing effective analytics practices within organizations. This book explores
disciplinary and multidisciplinary concepts and practical techniques to help analyze the evolving
field.

above the line below the line marketing: Project Management Ofer Zwikael, John R.
Smyrk, 2019-03-19 Winner of 2020 PMI David I. Cleland Project Management Literature Award This
book is a complete project management toolkit for project leaders in business, research and
industry. Projects are approved and financed to generate benefits. Project Management: A Benefit
Realisation Approach proposes a complete framework that supports this objective - from project
selection and definition, through execution, and beyond implementation of deliverables until benefits
are secured. The book is the first to explain the creation of organisational value by suggesting a
complete, internally-consistent and theoretically rigorous benefit-focused project management
methodology, supported with an analytical technique: benefit engineering. Benefit engineering
offers a practical approach to the design and maintenance of an organisation’s project portfolio.
Building upon the authors’ earlier successful book, Project Management for the Creation of
Organisational Value, this comprehensively revised and expanded new book contains the addition of
new chapters on project realisation. The book offers a rigorous explanation of how benefits emerge
from a project. This approach is developed and strengthened — resulting in a completely
client-oriented view of a project. Senior executives, practitioners, students and academics will find in
this book a comprehensive guide to the conduct of projects, which includes robust models, a set of
consistent principles, an integrated glossary, enabling tools, illustrative examples and case studies.

above the line below the line marketing: Advertising Media Planning Larry D. Kelley, Kim
Bartel Sheehan, 2015-03-27 The planning and placement of advertising media is a multibillion dollar
business that critically impacts advertising effectiveness. The new edition of this acclaimed and
widely adopted text offers practical guidance for those who practice media planning on a daily basis,
as well as those who must ultimately approve strategic media decisions. Full of current brand
examples, the book is a must-read for all who will be involved in the media decision process on both
the agency and client side. Its easy-to-read style and logical format make it ideal for classroom
adoption, and students will benefit from the down-to-earth approach, and real-world business
examples. Several new chapters have been added to the fourth edition, including: International
advertising Campaign evaluation The changing role of media planning in agencies, to give the
reader a better grounding in the role of media in an advertising and marketing plan today
Evaluating media vehicles, filled with up-to-date examples Search engine marketing, and a thorough
revision of the chapter on online display advertising to address the increased emphasis on digital
media Gaming, and many new examples of the latest digital media with an emphasis on social media,
and a new framework for analyzing current and future social media Increased coverage of
communication planning Added focus on the importance of media strategy early on in the book
Separate chapters for video and audio media (instead of lumping them together in broadcast). This
creates a more in-depth discussion of radio in particular An online instructor's manual with
PowerPoint slides and sample test questions is available to adopters.

above the line below the line marketing: The Marketing Book Michael Baker, 2012-05-04
This fifth edition of the best-selling Marketing Book has been extensively updated to reflect changes
and trends in current marketing thinking and practice. Taking into account the emergence of new



subjects and new authorities, Michael Baker has overhauled the contents and contributor lists of the
previous edition to ensure this volume addresses all the necessary themes for the modern marketer.
In particular, the '"Marketing Book' now broaches the following 'new' topics: * Channel management
- management of the supply chain * Customer Relationship Management * Direct marketing *
E-marketing * Integrated marketing communications * measurement of marketing effectiveness *
Postmodern and retro-marketing * Relationship marketing * Retailing Like its predecessors, the
'‘Marketing Book 5th edition' is bursting with salient articles from some of the best known academics
in the field. It amounts to an all-embracing one-volume companion to modern marketing thought,
ideal for all students of marketing.

above the line below the line marketing: Mastering the Case Interview, 10th Edition
Alexander Chernev, 2023-10-25 Mastering the Case Interview (10th edition) offers detailed advice
on how to ace the case interview. This book outlines the general principles of managing the case
interview, delineates the most common types of cases, and outlines a framework for approaching
each type of case. The discussion of the basic principles of case analysis is complemented by an
extensive array of interview examples that includes 20 sample case discussions and 200 practice
questions.

above the line below the line marketing: Fundamentals of Marketing W. G. Leader, N.
Kyritsis, 1994

above the line below the line marketing: Hospitality Marketing David Bowie, Francis
Buttle, 2013-06-17 This introductory textbook shows you how to apply the principles of marketing
within the hospitality industry. Written specifically for students taking marketing modules within a
hospitality course it contains examples and case studies that show how ideas and concepts can be
successfully applied to a real-life work situation. It emphasises topical issues such as sustainable
marketing, corporate social responsibility and relationship marketing. It also describes the impact
that the internet has had on both marketing and hospitality, using a variety of tools including a wide
range of internet learning activities.

above the line below the line marketing: The Advanced Dictionary of Marketing Scott
Dacko, 2008 This advanced dictionary of marketing focuses on leading-edge terminology for use by
people who are serious about the theory and practice of marketing. With over 1,000 entries ranging
in length and depth, it is the ideal reference guide for researchers, directors, managers, and anyone
studying marketing for a professional or academic qualification.

above the line below the line marketing: Marketing for Tourism J. Christopher Holloway,
2004 This book is designed to be read by students and other starting out their careers in the travel
and tourism business. It is ideally suited to those studying for General National Vocational
Qualifications in Leisure and Tourism at levels 3 and 4, as well as those on Higher National Diploma
(HND) courses.

above the line below the line marketing: CIM Coursebook: Delivering Customer Value
through Marketing Ray Donnelly, 2010-09-08 Butterworth-Heinemann’s CIM Coursebooks have
been designed to match the syllabus and learning outcomes of our new qualifications and should be
useful aids in helping students understand the complexities of marketing. The discussion and
practical application of theories and concepts, with relevant examples and case studies, should help
readers make immediate use of their knowledge and skills gained from the qualifications.” Professor
Keith Fletcher, Director of Education, The Chartered Institute of Marketing ‘Here in Dubai, we have
used the Butterworth-Heinemann Coursebooks in their various forms since the very beginning and
have found them most useful as a source of recommended reading material as well as examination
preparation.” Alun Epps, CIM Centre Co-ordinator, Dubai University College, United Arab Emirates
Butterworth-Heinemann's official CIM Coursebooks are the definitive companions to the CIM
professional marketing qualifications. The only study materials to be endorsed by The Chartered
Institute of Marketing (CIM), all content is carefully structured to match the syllabus and is written
in collaboration with the CIM faculty. Each chapter is packed full of case studies, study tips and
activities to test your learning and understanding as you go along. *The coursebooks are the only



study guide reviewed and approved by CIM (The Chartered Institute of Marketing). *Each book is
crammed with a range of learning objectives, cases, questions, activities, definitions, study tips and
summaries to support and test your understanding of the theory. *Past examination papers and
examiners’ reports are available online to enable you to practise what has been learned and help
prepare for the exam and pass first time. *Extensive online materials support students and tutors at
every stage. Based on an understanding of student and tutor needs gained in extensive research,
online materials have been designed specifically for CIM students and created exclusively for
Butterworth-Heinemann. Check out exam dates on the Online Calendar, see syllabus links for each
course, and access extra mini case studies to cement your understanding. Explore
marketingonline.co.uk and access online versions of the coursebooks and further reading from
Elsevier and Butterworth-Heinemann. INTERACTIVE, FLEXIBLE, ACCESSIBLE ANY TIME, ANY
PLACE www.marketingonline.co.uk

above the line below the line marketing: The Marketing Plan Handbook, 5th Edition
Alexander Chernev, 2018-03-22 The Marketing Plan Handbook can benefit managers in all types of
organizations. For startups and companies considering bringing new products to the market, this
book outlines a process for developing a marketing plan to launch a new offering. For established
companies with existing portfolios of products, this book presents a structured approach to
developing an action plan to manage their offerings and product lines. Whether you manage a small
business seeking to formalize the planning process, a startup seeking venture-capital financing, a
fast-growth company considering an initial public offering, or a large multinational corporation, you
can gain competitive advantage by translating the marketing planning process outlined in this book
into a streamlined strategic document that informs your actions and helps avoid costly missteps.

above the line below the line marketing: MBA in Marketing - City of London College of
Economics - 10 months - 100% online / self-paced City of London College of Economics, Overview An
MBA in Marketing (or Master of Business Administration) is a degree that will prepare you for
leading positions in marketing such as Chief Marketing Officer. Content - What is Marketing? -
Marketing Management - Marketing Management Philosophies - Marketing Challenges into the Next
Century - Marketing and Society: Social Responsibility and Marketing Ethics - Social Criticisms of
Marketing - Citizen and Public Actions to Regulate - Business Actions Towards Socially Responsible -
Principles for Public Policy Towards Marketing - Strategic Marketing Planning - The Global Market
Place - Business Markets and Business Buyer Behaviour - Market Information and Marketing
Research - Core Strategy - Digital Marketing Strategy - Customer Relationship Management -
E-Commerce - Fundamentals of Management - And many more Duration 10 months Assessment The
assessment will take place on the basis of one assignment at the end of the course. Tell us when you
feel ready to take the exam and we’ll send you the assignment questions. Study material The study
material will be provided in separate files by email / download link.

Additional Resources

A complete Marketing Mix Modeling - LatentView Analytics

1. BTL (Below-the-Line) marketing: Below-the-line advertising consists of very specific, memorable

and direct advertising activities focused on targeted groups of consumers. Often ...

Marketing Mix Lesson 5: Promotions - Wharton Global Youth ...

In this lesson students are given an overview of promotional strategies, and introduced to the various



elements of the promotional mix — both above the line and below the line.

TOURISM - eccurriculum.co.za
6.1.1 Above-the-line and below-the-line marketing involves the use of different types of promotional

techniques or media tools. Redraw and complete the table below in the ...

IMPACT OF BTL ACTIVITY ON BRAND AWARE - [JCRT
Through the Line (TTL) marketing activities help marketers use an integrated approach to advertise

products to both mass and focused markets simultaneously. Above the Line (ATL) ...

AS Business Promotion - WJEC
Above-the-line Promotion Definition: Above-the-line promotion is through independent, mass media,

which is indirect and allows a business to reach a wide/large audience. Methods: * ...

yashomanthan.co.in
The simple and most common definition for Above the Line promotions is that ATL refers to all

promotional activities done by companies through mass media. In common parlance ...

Atl Btl In Marketing - exa.nobel.edu.mx
Atl Btl In Marketing ATL & BTL in Marketing: A Comprehensive Guide to Reaching Your Target

Audience In today's dynamic marketing landscape, brands need a multi-faceted approach to ...

BTL ADVERTISING TOOLS AND MARKETING ...
thus value is leveraged which has three parts of Above the Line (ATL), Below the Line (BTL) and the

recent, Through the Line (TTL). Loosely, Communication involving the four major media ...

below the line - ResearchGate
Below the line indicates all forms of marketing activities that employ non-traditional or unconventional

advertising or communication, such as PR, sales promotions, direct and event...

Creating value through the marketing mix An Aldi case study
Place — Aldi outlets are expanding globally. Promotions — Aldi uses a combination of above-the-line and

below-the-line promotions with a focus on its ‘Like Brands’ and ‘Swap & Save’ ...

PENERAPAN STRATEGI P ERIKLANAN BEL.OW THE LINE (BTL) ...

Adapun tujuan penelitian ini adalah untuk mengetahui bagaimana strategi marketing communication The

Park Mall dalam meningkatkan traffic pengunjung. Hasil dari penelitian ini ...

Introduction 12 Above and Below-the-1 - Springer
In a sense all marketing communication activity is a form of promotion that in one way or another is

attempting to promote the interest of the brand, product range and/or company. What ...

PENGARUH MEDIA IKLAN (ABOVE THE LINE & BELOW THE ...



penelitian menunjukan bahwa media iklan (above the line & below the line) berpengaruh signifikan

terhadap keputusan pembelian sebesar 0,195, artinya media promosi ...

ATL & BTL Advertisement & Sales Promotion Effectiveness
There are two kinds of marketing strategies that can be used to promote any product: "above-the- line"

(ATL, essentially advertising in the mass media) and "below-the-line" (BTL). These

Atl Btl In Marketing - app.pulsar.uba.ar
Atl Btl In Marketing ATL & BTL in Marketing: A Comprehensive Guide to Reaching Your Target

Audience In today's dynamic marketing landscape, brands need a multi-faceted approach to ...

Promotion - IGCSE Business
* Above the line promotion — Advertising which involves the use of media such as television, radio,

newspapers, posters etc * Below the line promotion — Promotional methods which do not use ...

Engaging consumers through word of mouth marketing
Red Bull’s above-the-line promotion primarily helps to increase top of mind brand awareness amongst

consumers. Below-the-line promotions encompass all other forms of

PENGARUH EFEKTIVITAS PROMOSI ABOVE THE I INE DAN ...
Penelitian ini bertujuan untuk mengetahui apakah ada pengaruh antara efektifitas promosi media lini atas

dan media lini bawah terhadap daya tarik pengunjung Taman Mini Indonesia Indah. ...

TOURISM - eccurriculum.co.za
Above-the-line promotions use mass media methods of advertising and are paid-for communications. * This

type of promotion focuses on advertising to a large audience. (2) ...

Above the Line / Below the Line - media.pacer.org
Ask the students to brainstorm ideas of what behaviors might be above and below the line in a bullying

situation, filling out their own personal handouts. Share a few examples such as:

A complete Marketing Mix Modeling - LatentView Analytics

1. BTL (Below-the-Line) marketing: Below-the-line advertising consists of very specific, memorable

and direct advertising activities focused on targeted groups of consumers. Often ...

Marketing Mix Lesson 5: Promotions - Wharton Global ...
In this lesson students are given an overview of promotional strategies, and introduced to the various

elements of the promotional mix — both above the line and below the line.

TOURISM - eccurriculum.co.za

6.1.1 Above-the-line and below-the-line marketing involves the use of different types of promotional



techniques or media tools. Redraw and complete the table below in the ...

IMPACT OF BTL ACTIVITY ON BRAND AWARE - [JCRT
Through the Line (TTL) marketing activities help marketers use an integrated approach to advertise

products to both mass and focused markets simultaneously. Above the Line (ATL) ...

AS Busi p ion - WIEC
Above-the-line Promotion Definition: Above-the-line promotion is through independent, mass media,

which is indirect and allows a business to reach a wide/large audience. Methods: * ...

yashomanthan.co.in
The simple and most common definition for Above the Line promotions is that ATL refers to all

promotional activities done by companies through mass media. In common parlance ...

Atl Btl In Marketing - exa.nobel.edu.mx
Atl Btl In Marketing ATL & BTL in Marketing: A Comprehensive Guide to Reaching Your Target

Audience In today's dynamic marketing landscape, brands need a multi-faceted approach to ...

BTL ADVERTISING TOOLS AND MARKETING ...
thus value is leveraged which has three parts of Above the Line (ATL), Below the Line (BTL) and the

recent, Through the Line (TTL). Loosely, Communication involving the four major media ...

below the line - ResearchGate
Below the line indicates all forms of marketing activities that employ non-traditional or unconventional

advertising or communication, such as PR, sales promotions, direct and event...

Creating value through the marketing mix An Aldi case study
Place — Aldi outlets are expanding globally. Promotions — Aldi uses a combination of above-the-line and

below-the-line promotions with a focus on its ‘Like Brands’ and ‘Swap & Save’ ...

PENERAPAN STRATEGI P ERIKLANAN BELOW THE LINE (B ...

Adapun tujuan penelitian ini adalah untuk mengetahui bagaimana strategi marketing communication The

Park Mall dalam meningkatkan traffic pengunjung. Hasil dari penelitian ini ...

In a sense all marketing communication activity is a form of promotion that in one way or another is

attempting to promote the interest of the brand, product range and/or company. What ...

PENGARUH MEDIA IKLAN (ABOVE THE LINE & BELOW ...
penelitian menunjukan bahwa media iklan (above the line & below the line) berpengaruh signifikan

terhadap keputusan pembelian sebesar 0,195, artinya media promosi ...

ATL & BTL Advertisement & Sales Promotion Effectiveness



There are two kinds of marketing strategies that can be used to promote any product: "above-the- line"

(ATL, essentially advertising in the mass media) and "below-the-line" (BTL). These

Atl Btl In Marketing - app.pulsar.uba.ar
Atl Btl In Marketing ATL & BTL in Marketing: A Comprehensive Guide to Reaching Your Target

Audience In today's dynamic marketing landscape, brands need a multi-faceted approach to ...

Promotion - IGCSE Business
* Above the line promotion — Advertising which involves the use of media such as television, radio,

newspapers, posters etc * Below the line promotion — Promotional methods which do not use ...

Engaging consumers through word of mouth marketing
Red Bull’s above-the-line promotion primarily helps to increase top of mind brand awareness amongst

consumers. Below-the-line promotions encompass all other forms of

PENGARUH EFEKTIVITAS PROMOSI ABOVE THE LINE DAN ..
Penelitian ini bertujuan untuk mengetahui apakah ada pengaruh antara efektifitas promosi media lini atas

dan media lini bawah terhadap daya tarik pengunjung Taman Mini Indonesia Indah. ...

TOURISM - eccurriculum.co.za
Above-the-line promotions use mass media methods of advertising and are paid-for communications. ¢ This

type of promotion focuses on advertising to a large audience. (2) ...
Above the Line / Below the Line - media.pacer.org

Ask the students to brainstorm ideas of what behaviors might be above and below the line in a bullying

situation, filling out their own personal handouts. Share a few examples such as:

Above The Line Below The Line Marketing

Above The Line Below The Line Marketing
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