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The three sales promotion strategies are trade promotion that deals in bulk sales and is based on business to business selling. This is where wholesalers are actively participating and often deal in fast moving consumer goods such canned food items or beverages. The second is the consumer promotion strategy this often seen in the retail outlets and offers smaller discounts for the direct consumers like coupons or buy one get one free offers this practice is most suitable for the long shelf life products such sanitary and healthcare products a shampoo can be the best example for such products. Finally we have the sales promotion strategy that is based on short terms aspects and offers consumers with values added products examples can new launch products that seek competitive edge on the competition (Ogden, & Ogden 2014).
[bookmark: _GoBack]In the business to business trading the trade promotion strategy will be the best option as it can give a sudden rise in sales volume. The retail selling can use the consumer sales promotion strategy where the direct consumers are already looking for the value added products. The telemarketing sales may use both trade promotion and or consumer promotion as the telemarketers are directly getting in contact with the potential buyers. The e-marketing strategy may be focused on the target clientele and must be objected to the sales targets if the products are fast moving consumer goods then the consumer promotion strategy may be well suited here. However, there are no hard rules on which promotion to follow and marketers often work on providing a mix of the sales promotion strategies to get the ideal results in sales volume (Prendergast & Thompson, 2008). 
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