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Advertising at Alphabet

Alphabet Company is a conglomerate of former Google assets and institutions. The success of Alphabet has been based on its ability to market itself and enhance its positioning within the market effectively.  Promotional activities undertaken by the company have resulted in increased sales and revenue which has consequently led to increased profits. The effective development and promotion of Google Home which is a personalized home assistant technology define the successful advertising strategies used by Alphabet. Promotional activities have been essential to informing the customers of the existing products and services thus increase sing attention and awareness that leads to increased sales. The efficiency of promotional activities is based on the return on investment. This paper will analyze the use of digital, traditional and tradigital platform sin adverting as they apply to Alphabet and the identification of the advertising type that generates a greater return on investment.

Traditional, tradigital and digital platforms

Alphabet has invested heavily in the development of consumer goods such as Google Glass, Chromecast as well as Google Home. Google Home is defined as an artificial intelligence home assistant that provides a variety of personalized services such as alarm, email organizations, and messaging services. Google Home has been the focus of the company’s marketing approaches due to increased competition from products such as Amazon Echo and the Home Pod that has been developed by Apple (Nicas, 2017). Due to increased rate of competition in the market for these smart speakers Alphabet has invested heavily in its marketing approaches to raise awareness of the product and increase customer interests. The company has used the application of traditional, digital and tradigital platforms for adverting.

Traditional platforms for advertising include the use of word of mouth as well as print media (Hollensen, 2015). Alphabet utilizes a traditional approach to advertising by publishing Google Home in various consumer magazines. The use of magazines to market Google Home as the main product has continued to reach consumers who do not use the digital platform more often (Armstrong, Kotler, Harker & Brennan, 2015). However, Google Home is a technological product designed for the younger and more technologically adept demographics, and thus the use of traditional platforms for marketing has not been effective due to low usage of these platforms. Alphabet has continued to showcase Google Home to customers during conferences and technology exhibitions.

A tradigital platform of advertising links the use of both traditional and digital promotional efforts to reach out to consumers who use both traditional and digital platforms at the same time. Alphabet, as noted by Nicas (2017), has focused on the use of persuasive and informational advertisements in tradigital platforms to design messages that align with their offerings. Customer value proposition is defined as the process in which the company communicates its offerings to the customers to identify the value it adds to the customers (Anderson, Narus & Van Rossum, n.d). Informative advertisements are placed on magazines and televisions with Google Home being advertised directly to consumers on the internet and in magazines.  An example of tradigital advertising is the invitation of consumers to technology expos and exhibitions through emails and social media platforms at which the customers get to view and interact with the gadget.  The direct interaction of the consumers with Google Home has led to increased awareness and support of the product accompanied by positive feedback (Nicas, 2017). The link between word of mouth as its predominant promotional strategy the company has also capitalized on the use of digital advertising. 

Digital platforms of advertising have been the cornerstone of Alphabet’s promotional strategy. Alphabet relies heavily on the referral of viral marketing. The application of viral marketing through the use of digital platforms such as the social networking sites, websites, blogs and its search engine has been essential to raising customer interest and developing increased sales (Kotler & Keller, 2016). Google uses the networking sites to generated interests and markets its products effectively. The company relies on referral on the digital platform in which the products are advertised to one consumer who advertises to their friends thus leading to global and viral trends in its adverts. 
The ability of Alphabet to use its advertising services such as Google AdWords. Google AdWords is defined as online advertising services that provide users with an opportunity to directly advertise their offerings to Google’s millions of users (Nicas, 2017). Google AdWords has been essential to providing links as well as customized advertisements such as pop ups that have been critical to promoting  Google Home on the digital platform. Internet advertising has been critical to the success of Alphabet. The use of viral marketing and internet advertising have been critical to the continued development of strong brand name and sales of Google Home and its services.

Advertising type that creates the best return on investment

The success of promotional strategies is the defined by its high rate of rate of investment. The advertising type that has the greatest return on investment for Alphabet is the tradigital platform for advertising. Tradigital marketing has been critical to enabling Alphabet to reach out to its target market in the global environment (Cader & Al Tenaiji, 2013). Tradigital advertising has been critical to understanding the interest of the customers. The art of blending digital and traditional media is essential to successful advertising (Kaur, 2016).  Alphabet has integrated the use of radio and television which are traditional marketing alongside digital platform such social networking sites, websites, blogs and search engines. Since the television screen does not command enough attention from the public but provides a way to market to customers who are not active users of digital platforms. 
Additionally, the use of digital platforms is not effective to reach out to all consumers within the market. The use of tradigital advertising platforms at Alphabet has been critical to increasing brand awareness frequency. Alphabet has invested over $1.2 billion in marketing the Google Home and has seen sales of over 11 million devices being sold in the last quarter of 2016 (Vega, 2017). The company also averaged sales of about 10.5 million units of Google Home that have been sold in the first three-quarters of the year. The sale of Google Home has surpassed that of Amazon echo as the revenue generated by the competitors is about $2.4 billion.  The sale of Google Home has generated over $6 billion for Alphabet, and this identifies a high rate of return as compared to the $1.2 billion spent on marketing (Stern, J 2016). 
The rate of return on advertising is defined in this case based the range of profits made, the profits generated from the advertising efforts as well as the range of sales taking place in the market.  The increase in sales of Google Home has generated over 5.9 million sales within the first few months of the year noting that promotional activities are essential to the increased sales evidenced. The main challenge to effectively advertising Google Home is that many consumers are not yet convinced of the need for such a product, and thus the effective implementation of promotional activities through the use of tradigital platform will be essential to promoting a strong customer value proposition that shows customers why the product will address their needs.

Room for improvement

Alphabet successful growth has been due to viral marketing and internet marketing strategies but can enhance its tradigital platforms in marketing. There is a need for Alphabet to invest heavily in the digital platform as this is where most of the target markets are found while reducing the need for more traditional media. For instance, Google can extend its internal marketing to social networking sites that provide it an opportunity to effectively engage with their customers (Wilson & Gilligan, 2012). For instance, Facebook and Twitter can be used to promote a more viral approach to marketing enabling the company to market its offerings to the services effectively. Social media marketing is an example of a digital platform that could be used to enhance market positioning and brand awareness of the products (Tuten & Solomon, 2014). The use of product ambassadors who command great attention in the social media world especially those with more followers. Marketing its products directly to Google users in the platform such as emails and web searches can be used to expand the reach of the company. Traditional mediums such as radio and televisions can then be used to reinforce the efforts of the digital platforms to get the customer value proposition message across to a broader audience. 

Conclusion 

Promotional strategies are essential to raising brand awareness and interest of the customers. Alphabet has used its promotional efforts to increase awareness, generate sales and profit margins. Alphabet has effectively implemented promotional strategies through the use of traditional, tradigital and digital platforms. Traditional platforms provide access to the threat market through the use of television, print media and radio. Digital platform provides Alphabet with an opportunity to advertise its products such as Google Home on the internet and social networking sites. The use of internet marketing and viral marketing has been essential to the continued success of Alphabet. A tradigital platform in advertising is essential to the success of Alphabet enabling it to reach out to a broader audience, enhance sales and profits thus providing its high rate of return on investment. The use of social networking to promote aggressive marketing is essential to the sustainability of Alphabet’s promotional strategies.
References

Anderson, J., Narus, J., & Van Rossum, W. (n.d). Customer value propositions in business markets. Harvard Business Review, 84(3), 90-+.
Armstrong, G., Kotler, P., Harker, M., & Brennan, R. (2015). Marketing: an introduction. Pearson Education.
Barney, J. B. (2014). Gaining and sustaining competitive advantage. Pearson Higher Ed.
Cader, Y., & Al Tenaiji, A. A. (2013). Social media marketing. International Journal of Social Entrepreneurship and Innovation, 2(6), 546-560.
Hollensen, S. (2015). Marketing management: A relationship approach. Pearson E

Kotler, P. & Keller, K. (2016). A framework for marketing management. Upper Saddle River, N.J.: Pearson Education.

Kaur, G. (2016). Social Media Marketing. Asian Journal of Multidisciplinary Studies, 4(7).
Nicas, J. (2017). Google Uses Its Search Engine to Hawk Its Products. Wall Street Journal. Retrieved from https://www.wsj.com/articles/google-uses-its-search-engine-to-hawk-its-products-1484827203
Stern, J. (2016). Google Home vs. Amazon Echo: Which Robot Do You Let Into Your Life. Wall Street Journal. Retrieved from https://www.wsj.com/articles/google-home-vs-amazon-echo-which-robot-do-you-let-into-your-life-1478544438
Tuten, T. L., & Solomon, M. R. (2014). Social media marketing. Sage.
Vega, N. (2017). Amazon's Echo Dot is outselling Google Home — but many consumers aren't convinced they need a voice assistant. Retrieved from http://www.plive.co.ke/bi/tech/tech-amazons-echo-dot-is-outselling-google-home-but-many-consumers-arent-convinced-they-need-a-voice-assistant-id6921307.html
Wilson, R. M., & Gilligan, C. (2012). Strategic marketing management. Routledge

