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A retailer decided to launch a promotion, The o
o oD the campaign. They aéreez rtita”er hired 3 Public relqy;
ponus if the pfomotnon was a success, and the Stgt the PR firm would ; :ct\;ns
ria for measuring the promotion’s success woulg k:e 0}:N NEr agreed thay thevci'\itl
(cash register sales) recorded during the campaigne Tth'e “ther L tfansact‘\on:'
partial picture of t‘he promotion’s effects, however.. Pr()l,sncr|ﬁer|on
customers to buy items priced at or below cost; therefOr:th}?S 0
actions may or may not mean that the store is making moze \glh rfmumper of trans-
be breaking even, or possibly losing money. Transactions byyt‘hgmas(:\'v it néay only
give an accurate picture of financial success. Thus although the criterieosn c?f Tﬁtm.
ber of transactions met the PR firm’s needs, it may not have met the store owner's
needs. If the store owner’s objective was to grow the business, to increase profits,

or to build customer loyalty, the owner would not know whether the promotion
had met his objectives. Other criteria were needed.
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