SACICT : Top of the Line..From hand to a sale for a better live
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Promotion: From Hand to a sale
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Vision
Top of the Line : Production
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Vision

From Hand to a Sale : Promotion
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Technology push vs. Market pull

Tech nology DUSh “Taking the product to the customer”
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| ﬁ | = Trade show promotion
L) %/ = Direct selling to customers
R . . .
= Negotiation with retailer
: = Efficient supply chain
Production = Point of sale displays

Market pull “Getting the customer to come to SACICT”

Express
X ( Promotional Ma rket
Jewelry campaigns) Advertising and mass N eed
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= Word of mouth referrals
= Customer relationship
management
= Sales nromotions
Interactive
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