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Sales promotions are the best way to engage the consumers and sell the products at the same time. There are many ways by which this can be achieved however the trade promotions is one way to gain maximum benefit of the promotions by the business and the consumers combined. The trade promotion is actually the business to business selling practice that can be done in the wholesale environment and the products are sold in bulk on very low prices so they can be sold again directly to the consumers. This promotion practice provides the fastest way to assure sales of the products and creates massive product awareness as the business buying the products will be reselling them to the consumers so the total outreach of the manufacturer is amplified (Ogden, & Ogden 2014). 
If we compare the trade promotion with the consumer promotion we can say that the benefit will remain there but the volume of the sales may not reach to that ceiling level. The consumer promotion is actually smaller discounts given in the form of coupons or buys one get one free sort of practice. It will be registered by the consumers but the sales will still remain slower and take time to reach the level of the trade promotions that focuses on bulk sales only. Just as the information published has to be of quality, it will always be better to promote fewer channels that are properly attended and where one reaches potentially interesting public for our business, which on the contrary, has several open channels that do not contribute anything or your brand or your promotion strategy (Clow, & Baack 2012).
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