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Abstract: The international promotion of products and business is a complex process, without 
which any attempt to penetrate the foreign market is unthinkable. This is done by calling upon 
a communication system that incorporates into its structure the following elements: the issuer, 
the message, the encoding, the communication channel, the disturbing factors, the decoding, 
the receiver and the feedback. The Issuer is the company that promotes its external offer 
(business), its internal or external distributor, or an advertising agency in the country or 
outside that assumes the role of editing and transmitting the promotional message to external 
recipients. The message is the central element of the system that contains all the necessary 
information for the promotional communication with the external audience - consisting of: 
title, content, illustration and slogan. Communication channels are the means by which 
messages are transmitted using certain media from the issuer to the receivers. The receiver 
(the recipient) of the message is the person or external public to whom the promotional 
message is directed. Feedback is the set of verbal and nonverbal messages that the receivers 
send back to the transmitters. 
Keywords: promotion, communication, message, title, slogan, illustration, issuer, encoding, 
channel, receiver, decoding, feed-back 

 
Introduction 

As in internal communication, international marketing communication is accomplished by a model 
that includes in its structure the following components: the issuer, the message, the encoding, the 
communication channel, the disturbing factors, the decoding, the receiver and the feedback. 

 
1. The Issuer 

The issuer of the message is either the company that promotes its external offer (if it has the necessary 
staff and means) or its external distributor or an internal or external advertising agency, its role being 
to write and transmit the promotional message to the receivers external (consumers or intermediaries). 
Regardless of the form it takes, it is the one who plans, coordinates and carries out all the international 
promotional activity, which is why it is necessary: to clearly define the objectives pursued; to identify 
correctly the particularities of the external public concerned and to know well not only the target 
receptor, but also the answer that would be expected from it; to write or select the message best suited 
to the targeted external public; to encode the message according to the decoding mode of the receiver 
(coding and decoding must be consistent so that the message is understood by both communication 
partners); to establish the entire promotional mix; to dimension the corresponding promotional budget; 
to choose the most effective channels of communication outside; receive feed-back etc. 
 

2. The Message 
The message is the core of the communicative system, which is why it must be the result of a creative 
process that takes into account, on the one hand, the characteristics of the public to which it is 
addressed (both common - age, gender, income, level of education - and the specific ones - nationality, 
religion, consumption habits, musical preferences) and, on the other hand, the objectives it has to 
achieve (be relevant, attractive and credible, to stimulate interest and willingness to buy, determine the 
decision to buy, etc.). Therefore, it has to focus on: the differences between the promoted product and 
the competitors' offer, the main advantage of the product (price, quality), the positioning of the mark, 
the buyer's self-identity, on elements that make it easy encoded, received, decoded and understood. 
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For a message to be effective, it must go through 4 steps (AIDA), through which: 
 Draw attention (A); 
 Raise interest (I); 
 Awaken the desire (D); 
 Generate purchase action (A). 

 
In addition, the promotional message must be designed in such a way that it does not tell people what 
to believe, but rather allows them to form their own opinion on its meaning. 
 
The main components of the message are: the title, the content (text), the illustration and the slogan. 
 
a) The title of the message (which is only for the written ones) is presented, as is well known, as a 
word (rarely encountered) or a group of words preceding the text, having two main roles: to draws 
attention (by the size, shape and colour of the letters - or tone and sound intensity - the form, content, 
element or event to which they refer, etc.) and stimulates interest in the text (providing only essential 
information about the content thereof). In other words, it has to synthesize the content of the message 
and capture the interest. In addition, he must: 

 To formulate a promise (as firm as possible), a benefit of target external customers, 
 Highlight the strengths of the promoted offer; 
 Not require too much intellectual effort in the auditor (in which case it will be overlooked) etc. 

 
If the text of the message is longer (for catalogues, leaflets etc.), it is recommended to use the subtitles 
(subheadings) in order to maintain its attractiveness. 
 
b) The content of the message is the most important component of the communication mix, and it can 
be presented in the form of a written text to be read (transmitted via newspapers or magazines, posters, 
leaflets, catalogues, letters, emails etc.); or of a spoken text (transmitted directly - face to face with the 
receivers - by phone, radio, television, etc. - through promotional films etc.). Communication 
specialists are of the opinion that, in order to be effective, it must first being sufficiently 
comprehensive (providing the necessary information to the recipients) and, at the same time, be 
sufficiently concise do not become repulsive even before it's over, uninteresting, boring or tiring). It is 
said that it must transmit as much information as possible with a minimum of words. In addition, the 
content of the message should be as clear as possible, clear, attractive, suggestive, credible, exciting, 
and mobilizing. 

 
As for the content of the message, there are a series of recommendations in support of those who write 
those. We'll just stop at some of them. If the text of the message is longer (for catalogues, leaflets etc.), 
it is recommended to use the subtitles to maintain its attractiveness. 
 
1. Identify and (then) capitalize what generates people's emotions! It's about what they most love 
(babies, grandparents, pets, flowers), about what pity and compassion (orphans, sufferers) causes them 
to, what their most powerful life has marked them (the birth of a child, family conflicts, friends or 
between countries, natural disasters) etc. For this, the message must contain: 

 Elements of rational attractiveness (increasing consumer confidence in the product); 
 Elements of emotional attractiveness (generating positive or negative states, capable of 

stimulating or inhibiting the desire to buy); 
 Elements of moral attraction (which highlight the norms and behave 

2. Appeal to the fascination of music and stories! Their impact on purchasing decisions of children or 
young people is almost unwarranted. 
3. Put some of the receptor's momentum in the foreground! Thirsty people are very sensitive to 
messages about the availability of refreshments, airport travellers bored with endless expectations 
resonate quickly with messages about newspaper and magazine offerings, pedestrians alerted by the 
imminence of heavy rains will be very interested in messages about bids umbrellas and so on. 
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These recommendations can be added to others, such as: 
 The message is drawn from the perspective of customer problems, not from the firm's 

(replacing "me" with "you"); 
 Contain short sentences and words that are easy to understand; 
 Combine reason with emotion as harmoniously as possible; 
 Use verbs at present or future, as well as active diathesis (always calling for action); 
 Focusing on the benefits to the buyers of the promoted offer; 
 To avoid verbal clichés (like "best price / quality"), etc. 

 
Such recommendations have to be respected because the impact of the message depends not only on 
what is said, but also on how it is said. 
 
Communication specialists propose several styles for writing messages, such as those based on: 

 Life scenarios in which the promoted product (Omo detergent) is used in a real environment; 
 Lifestyle - when the focus falls on how the product fits a certain lifestyle (as in the case of 

Suchardine candy ads); 
 Fantasy - when trying to present fantastic scenes around the product; 
 Mood or image - such as beauty or good mood, without making any clear reference to the 

product, but only a slight allusion (as in the case of Timothy Shampoo, which benefits from a 
simple and natural image); 

 Music - the core of the message being a well-known success song (see Coca-Cola or Pepsi-
Cola refreshments); 

 Famous characters (cartoon or real) that recommend (or use) certain products; 
 The technical experience in manufacturing the product (the case of advertising on Compaq 

computers - based on the slogan: "Everything is under control"); 
 Scientific evidence or testimony - when the results of studies that confirm that the promoted 

mark (Colgate toothpaste, for example) is recommended by specialists (dentists), etc., are 
invoked. 

 
In designing a promotional message, it is necessary to consider not only its content but also its shape 
and structure. 
 
The form of the message should be one that will help to attract consumers to the promoted offer, being 
different from one type of media to another. In its choice, elements with national and local specificities 
must be in a more favourable position than standardized ones. 
 
The structure of the message is important especially for those with more content (when required by 
subtitles, for example). 
 
c) Illustration proves to be (more often than not) more important than the text, it embraces shapes 
(photographs, figures, maps, drawings, melodies, natural noises, famous voices, video animation etc.). 
It is said that a simple photo can replace whole pages of text. This is because the illustration can play 
(surprisingly easy) all the roles of the message (to attract attention, to excite, to convince, to embellish 
etc.) 

 
The colour in which the illustration is depicted (as well as that of the letters or the different parts of the 
written text) is the element that most depends on the beauty and attractiveness of the message. A black 
and white landscape (a sunset, let's say) has an almost null effect on a beautifully coloured one. It can 
even irritate people's eyes. In addition, colouring undoubtedly causes certain associations (and 
psychological effects) on the buyer. Especially in the case of the colours encountered on the largest 
scale in nature, people generally do the same kinds of associations (green with nature and freshness of 
vegetation, yellow with sunlight and heat of fire, red with blood, blue with serenity of the sky, black 
with sadness etc.). However, the international marketer will necessarily have to realize that the 
significance of colours (even those mentioned here) can be very different from one country (culture) to 
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another. For example, if green is very popular in Ireland and Muslim countries, white, red and black 
are very popular with Europeans, Africans and Asians, but have different meanings. In European 
countries, black is the symbol of evil and dilation, generating a state of sadness. In contrast, in African 
countries (with a majority black population), this colour signifies the spirit of good. In the same 
African countries, evil is suggested by the white colour (in European countries this suggests purity and 
cleanliness. 
 
d) The slogan is a basic component of the message, expressed by an appealing linguistic formula (by 
calling to play, to words with multiple meanings, to contrasts, to jargon vocabulary etc.), which 
quickly draws attention to its essence (as well as the title). 
 
Among the most successful slogans used on international markets are the following: 

 Beanz Meanz Heinz (Beans means Heinz) - an inspired word game used by Heinz, which tells 
customers that if they want bean beans, the best choice is Heinz; 

 I'm Lovin 'It - one of McDonalds's most popular and long-lasting slogans; 
 Finger Lickin 'Good - reflecting KFC's values; 
 Eat Fresh - where Metro, in competition with fast food, promotes its fresh food; 
 Have a Break, Have a Kit Kat (You have a break, you have a Kit Kat) - which shows how easy 

and fast you can keep your hunger with Kit Kate sticks. 
 
Regarding how a message should be written, the specialists make some recommendations: 

 Builds a positive, enthusiastic mood; 
 Start with an inspired headline from which the promise (the most important benefit of the 

product) is clear; 
 The first paragraph is the one that must keep the customer's interest sparked by the headline; 

everything is centred on the most important customer problem (money, safety, health etc.); 
 Fragment the message in paragraphs of up to 7 rows (subtitles that summarize what is contained 

in the paragraph as customer benefits); 
 The main character is the client, not the bidder; 
 Write plainly and clearly, as if you were addressing a friend who has no idea of your offer; 
 Mention the price only after all the benefits of the offer have been presented; 
 Sells the offer, not just the product; 
 Do not use footnotes or abbreviations; 
 Provide proof that what you claim is true; 
 Do not miss what you want the recipient to do after reading it (custom-made call) etc. 

 
The types of messages used in international promotional communication are the same as those found 
on the national market. [1, 128-129] 
 
Message coding is the operation by which words, images, facial or body expressions, signals or 
gestures are transformed into symbols capable of expressing its meaning. In international marketing, 
the most important form of coding the message is that of language (translated into the meaning of the 
recipients - avoiding the language barriers we have already referred to). In connection with this, it is 
good to know that there are: languages that use accents (French, German); languages that do not use 
the Latin alphabet (Russian); languages without alphabet (Chinese, Japanese); text messages (audio or 
images) etc. 
 

3. Communication Channels 
Communication channels are ways (public or private, personal or impersonal) through which 
messages are transmitted, using various media, from the issuer to the receivers. They can be dealt with 
in two ways: the physical connection and the social connection (between communicators). 
 
From a physical point of view, the channel is viewed from the perspective of information media 
(products, labels, logos, packaging, posters, distribution channels etc.) and their means of transmission 
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(classic post, e-mail, newspapers, magazines, leaflets, telephone, radio, television, internet etc.). Their 
choice must be made taking into account: the nature of the product (if it is suitable for the chosen 
channel); the complexity of the message; consumer habits regarding the use of available media; the 
urgency of sending the message; the scope of communication, the costs involved etc. 
 
From the social point of view, the channel is defined by the human contacts between individuals, the 
communicative relation assuming a social relationship where each participant considers and reacts to 
the other's behaviour, the social communication being realized by: the employees of the company, 
family members, friends, neighbours, colleagues, etc. (which relates to people in the target audience). 
 
International marketing calls for two major categories of channels: personal and non-personal. [2, 
771]. 
 
Personal channels are the ones that allow direct communication between the broadcaster and the 
receiver, through direct talk, phone, postal services etc. 
 
Non-personal channels are used to transmit messages through the media, prints, display, promotional 
events, electronic media (CDs) etc. 
 
Before the promotional message reaches the recipients, it must be subjected to the de-coding 
operation. This is absolutely necessary for the receptors to understand and to react positively to its 
contents. 
 

4. The Receiver 
The receiver (recipient) of the message is either a person or (typically) a group of people targeted by 
the promotional message, from which some reactions are expected. For efficient communication, it is 
more than necessary for the message emitter to anticipate its decoding capability by the receiver (since 
it - efficiency - depends on the receiver rather than the transmitter). Whenever the receiver decodes the 
message in a manner other than that anticipated by the issuer, communication is compromised. 
 
Usually, when a message is conceived and transmitted, the issuer wants the receiver to give him the 
meaning they consider. Often, however, inconsistencies may occur between the two senses. The 
higher they are, the higher the communication failure risks. Among the causes of a faulty reception of 
international promotional messages are: 

 Poor knowledge (by the receiver) of the product or lack of experience in how it is used (which 
is why it must translate both the instructions for use and all other elements related to the product 
mix into the language of the buyer and the user ) 

 Lack of motivation to receive the message (a recipient not interested in a given offer being more 
insensitive to the message that targets it); 

 Weak relations between transmitter and receiver; 
 High heterogeneity (in terms of educational, economic, political, etc.) among the receptors 

(which makes it necessary to adapt the content of the message to the specifics of each 
individual); 

 Poor intellectual and sensory capacity of the receptors (due to their psychological and 
physiological peculiarities); 

 The language used (which, although it is the receptor, may have different meanings from one 
culture to another); 

 Uninspired encoding of the message, as well as its incorrect decoding by the receivers; 
 The use of inadequate communication channels and means (such as television or the Internet in 

countries where the population does not have such means); 
 The credibility of the source (which, when questioned by the receiver, can block the message 

from reaching its destination - a block that can be prevented by additional receiver information 
to improve the bidder's image and offer, and the credibility of the communication means used); 
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mistrust (especially that caused by preconceived ideas), such as in Made-in-China or OTV-like 
TV, can only be eliminated through huge communications efforts; 

 The manifestation of certain disturbing factors of physical nature (noise, darkness, electric 
feathers), competition or other etc. 

 
In general, the reception of any message by the target audience is subject to three main factors: 
selective attention, selective distortion and selective retention. 
 
a) Selective attention is the one that protects the individual in front of the notion of promotional 
messages that come from all sides and in all ways, forcing him to adopt a selection attitude, being (to 
some extent) careful only the messages that -1 interests (who meet their needs and desires 
hierarchically in a natural order), to those that contain information about deeds or events that deviate 
from normal, those presented in very attractive forms, etc. This is a basic element in making 
purchasing decisions (at least) on two levels: the implication of people in the perception of the 
message and the perception of the risk of its reception. 

1. With regard to the first plan (the implication), specialists are of the opinion that there would be 
a sort of "mythologies of objects", according to which, in order for a product to be accepted by 
an individual, he must have the ability to differentiation from others) - which means that, in 
addition to the utilitarian function, it must also have a symbolic-social function. 

2. In connection with the second plan, it must be taken into account that the purchasing decision is 
influenced by the three types of risks involved: financial risks, physical risks and psychosocial 
risks. 

b) Selective distortion occurs when the receiver adapts the meaning of the message to the pre-existing 
image in its mind at reception, by adding other meanings, or by simplifying its content (according to 
its own beliefs and convictions). The effect of this phenomenon can be alleviated (or even cancelled) 
by using simple, clear, appealing messages and transmitted at a certain frequency. 
c) Selective retention causes people invaded by messages of all kinds to retain only some of them 
(primarily those that support receptors' attitudes or beliefs, those that are expressed not only by words 
and figures but by. [1, 131] In fact, printing the message into the receiver's memory is the first 
objective of any communication campaign. A message addressed to some individuals whose initial 
attitude towards the promoted product is positive, will be retained in memory more easily than when 
their original attitude to the product was negative. Then the retention may be different from one person 
to another, and depending on the ability of each decodes and understands the transmitted message and 
the culture it possesses. If the message is encoded in a particular culture and de-codifies the difference 
between them increases the likelihood that the message is not correctly received, understood, and 
memorized. 
 

Conclusions 
To be truly effective, promotional communication must be bidirectional (and not one-way), running in 
a circular system that makes self-regulation possible. The element that makes self-regulation possible 
is represented by what has become Romanian (but not only) under the name of feed-back (defined by 
TK Gamble as being composed of "all the verbal and nonverbal messages that a person transmits in 
conscious or unconscious in response to the communication of another person.” Being necessary to 
determine the extent to which the message was understood, believed, and accepted, it implies an 
exchange of roles between the transmitter and receiver (the latter becoming the transmitter and vice 
versa) proving to be the only component of the communication system that allows the issuer to find 
out whether the message has reached the recipient, whether it has been correctly understood and what 
impact it has on it. In its absence, communication is nothing but a "transfer "(single sense) of 
information; the receptor's reactions to the messages sent to them remain unknown. 
 
In order not to be confused with the effect of communication or the receiver's reaction to the 
promotional actions of the firm, it is important to underline that the feed-back is only the part of the 
reaction to the message (from the effect of the communication) that the receiver transmits in turn , the 
emitter. More precisely, through it can be found whether: 1) the message has not reached the 
destination (and why); 2) even if it has reached receptors, the message has not been received (and 
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why); 3) Although received, the message is not understood (and why); 4) Although received and 
understood, the message does not elicit any reaction (and what); 5) the message generated the 
expected positive reactions; 6) the message has triggered negative reactions (and why); 7) the message 
has not been memorized (requiring retransmission - usually in modified form) etc. 
 
The response to a message can be of a perceptual nature (the consumer is making or modifying certain 
opinions about a company, product or brand) or behavioural (the consumer buying the product). 
 
Feedback can occur to the sender by printed forms, telephone, telegraph, mail, etc. via informal events 
and other ways, and should be followed by immediate measures to improve promotional 
communication. 
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