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Abstract: Audiovisual product is characterised first of all by „innovation”, by discovering new creation ideas, with the occasion of each new product, the premise for the three strategies criterions: novelty, diversity and quality.
Obviously, marketing strategies depend on organisation types (financial statute, dimensions, distribution area, organisation type, content philosophy etc), but they are based on the same principles. In audiovisual, as in all other areas, marketing strategies elaboration is based on marketing mix elements. 

A successful strategy is one that manage, with the lowest costs, to produce or to buy programmes that can raise or maintain audience interest all over the consumption process, to attract investors in publicity in order to distribute the product so that with the lowest cost will reach the target audience.  
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1. PRODUCT PROMOTION STRATEGY
Audiovisual product is characterised first of all by „innovation”, by discovering new creation ideas, with the occasion of each new product, the premise for the three strategies criterions: novelty, diversity and quality. Obviously, marketing strategies depend on organisation types (financial statute, dimensions, distribution area, organisation type, content philosophy etc), but they are based on the same principles. In audiovisual, as in all other areas, marketing strategies elaboration is based on marketing mix elements. A successful strategy is one that manage, with the lowest costs, to produce or to buy programmes that can raise or maintain audience interest all over the consumption process, to attract investors in publicity in order to distribute the product so that with the lowest cost will reach the target audience.  (Pricop, 2004).
One of the most used strategy, especially for the audiovisual product (TV, Radio) is product promotion strategy. It is used by the programmes’ managers and supposes:

· Head to head: on the same time gaps, there are similar productions like on the other competitor’s channels (news-news, show-show, movie- movie etc.).
· Counter-programming: a program that aims a totally different audience than competition (adults- children, women-men, etc.); it’s a defensive strategy that can reach good market segments when the competition monopolize successful programmes broadcasting (for example, comedy programmes or women programmes when the competition broadcasts football games). 

· Stripping: organising some programmes series, Monday until Friday, at the same time, encouraging fidelity and creating audience custom („Teo Show"); it’s the kind of strategy more often developed by the local stations, for creating familiarity with that show/programme and for griping at a particular hour.
· Checkerboard: offering series of similar shows, at the same time, but each day different one (as Pro TV was doing few years ago, with the half hour comedy „package”, in the evening, at 22.30: Seinfeld, Susan, Crazy about you, Friends); it is an expensive „ether situation”, difficult to promote, and in addition it’s hard to quantify if there really is created the custom. 
· Audience flow: more shows/programmes with similar audiences, one after the other and that try to create audience flow. It is also called „ vertical programming”. For the manager this mean programmes with the same logic, offered one after the other in during a time unit, so that the viewer maintain the same disposition type. For example, ABC, the American  station has a flow strong audience only with comedy (Popa, 2002)

In addition we can talk about special event programming, that imply creating special events for television, meant to destroy any competition. It can be considered a success if, for example, it is captivated a person attention, a person that wished to see something else, but he changed her mind on the way and stayed on the event type programme. Programming movies generates special problems, because some are better, some are worse. Generally, promotion has an important role in reaching audience for a movie. In addition to these strategies, a successful programming can depend also on applying those 10 prime programming principles, described by the vice president and the general manager of Marketron Inc., Philip F. von Ladau:
1. Attack the equal audience rates: it’s easier to take bits from each competition channels than rocking the audience of a strong programme. 
2. Create a strong programme followed by another strong programme and then another at least as strong: it’s easier to sustain audience that creating a new one.
3. Clearly target audience after demographic criterions: don’t fight to reach audience that obviously you don’t have any chance to reach it.
4. If you need to change programme and target audience, this must be realised as slow as possible: it’s easier to try to keep a big part of the programme audience than convincing another audience, with other demographic profile and characteristics.
5. Placing new programmes in the interval time with „fans” of the channel or of the programme that must be replaced. 
6. Keeping a successful programme exactly in the position that brings the success: changes must be done only if the competition makes extremely serious changes: otherwise, if the programme has success, it must be kept the way it is. 
6. Offer a reasonable alternative those who don’t want competition’s programmes: is desired that, if there are resources, not to double the programme type offered by the competition; rather a different alternative than imitation or a bad programme. 
7. Programme so you reach all the audience available at that hour: most of the mistakes are because of this: programmers believe that all age, sex, etc. categories watch TV. Nothing more wrong: what stays after consuming successful programmes is the available audience anytime and however. 
8. When you buy something, you must ask what if you were buying exactly the opposite programme: this can be a trial to buy a programme, different than the rest of the content with low costs, than to produce with high costs and without any chances to win a programme in accordance with the programmes table. 

9. You need not to place, under no circumstances, an expensive programme in an interval where there is no sufficient audience or economic potential (Balasescu, 2003).
Organising the programme table suppose researcher and trader qualities. A conservative way to think in programming terms is to analyse some programmes after their broadcast; the best strategy is the capacity of being flexible in understanding and applying market changes, in adaptation and innovation. Actually programming is not a science, but you can say that it has its rules: imply defining audience, the demand that programmes to have personality, identity so they can be identified in the everyday „ocean” with information.  

In audiovisual, marketing strategies according to the moment of their application, they can be divided into three large categories (of course that there are particularities/features- these strategies can be applied only to certain audiovisual products, like TV/radio programmes (with exceptions) or to cinematographic products: 

· Sales agent strategy wherewith he is going to act on the market in order to put the product in buyers- distributors management;
· Distributor strategy wherewith he conceive methods and instruments in positioning the product on the market- for offering it to consumers;

· User strategy which is the add-on to distributors’ efforts in audiovisual product promotion, in order to product flow improving by the consumers and their needs fulfilment (Coman, 1999).
Each step in product completion has a stage in the market conquest strategy so the marketing strategy can be structured in more market approach levels, wherefrom three levels serve the sales agent.  Step by step, his activity, as the activity completes, attends to be replaced by the distributor strategy and by the user strategy as product’s users and consumers. 

2. SALES AGENT STRATEGY
The marketing strategy first approach is in the context of sales agent that represents the first exponent of the outlet and the first portal of product entry on the market. What is a sales agent? Realising an audiovisual masterpiece by the producer is the most important problem in finding financing funds. To this end there were developed financing mechanisms sequence, and the most common is using a selling company, also called „sales agent”, who sells or better said „licence”, that is gives the right to use the licence of distributing audiovisual products national or international. In practice, the international selling agent is known as international distributor. There are two types of sales: before and after finishing the masterpiece, known as „pre-sale” and that after finishing the masterpiece and its opening presentation, respectively direct sale or real selling. 
The persuasion act of the producer of one company specialised in selling audiovisual masterpiece for representing his rights in domestic or international broadcast, is unanimous considered the first marketing action. This is the first market attack of the producers- the difficult and determinant it is the high number of international selling agents is limited compared with the hard competition among producers.

Marketing strategy in this stage of product conception has a special meaning in audiovisual. Thus, as a change process, this is the force that directs on one hand not the product but its idea from the producer towards the consumers, and on the other hand not towards the direct consumers but their middlemen’s. From this perspective marketing acts only with the promotion function and as a utility creator process, performing roles practised before ending the product production (movie), when this is only in project or conception phase. His mission is the more important in this phase when the audiovisual product life depends on studying the market potential and the potential consumers. We are talking of course about the perfect situation where the marketing functions must operate on the audiovisual market, because it can be applied with the most probable results and after the movie production has ended. Therefore by convincing the sale agent sight developing his positive attitude towards the product at the end that he is going to send, in its turn, the favourable changes in the buyers and consumers mentality (Lefter, 2006).

The sales agent (also called distributor) starts with analysing how the opposite plan of realising the product with all its steps (pre- production, production and post-production) work in with national distributors’ programmes as outlet agents, in order to choose the right moment and the adequate marketing strategy.  The aim is building the stronger and the quicken appeal/interest around the new product, culminating with the moment of its launching, in the premiere day. 

3. NATIONAL DISTRIBUTOR MARKETING STRATEGIES 
After selling the product, the agent’s role (international agent) is replaced by the area distributors that sold the product, respectively local distributors, and the marketing strategy will continue on one hand by deepening and perfection the already used instruments, and on the other hand by applying new techniques to sensitise the public about the product existence (the movie), then determinate them to see the product. At the end, this strategy will transform him in a promotional agent, determining the tendency to report to the others his behaviour by „word of mouth” (inter-personal communication). This mechanism (sending personal opinions about the product and a potential influence by word of mouth) is considered very important (if not the most important) in the product destiny during its broadcast. 

Distributor’s most important duty is positioning the product related to the potential audience and according to product features (even as the agent duty was to place the product related to its distributors- potential buyers)
In its strategy for broadcasting the product, the distributor must answer to the next questions:

How must be positioned?

What are the product elements with marketing potential?

Who is the target audience?

What is the optimum term for broadcasting?

What are the budget spend limits for publicity/run copies? (Marinescu, 2003)
4. MARKETING STRATEGY IN EXPLOITATION
The campaign for product imposition on the market, for high public consumption, continues with the exploiter activities. This habit continues the distributor’s strategy- of which main objective is product imposition on the market, with realising the link between the product and the audience as direct consumer in order to incite and to consume. Marketing strategy applied by the exploiter- for directly promoting the product to consumers stands on:
· Specific objectives of the product offer (like first watching inciting and increasing the medium number of viewers or the attitude towards competition) – the exploiter will always differentiate the strategy according to product nature and category (commercial or art)

· The target audience that is a reflexion of the first objective, the exploiters attention being turned to that category – usually to occasional consumers- marketing strategy in this case must be more violent and using more promotional instruments;

· Media channels and materials used where the exploiter will use the promotional tools considered adequate according to product nature and the consumer segment. (Drăgan, 1996).
Generally, the marketing strategy used by the exploiter is elaborated with the distributor, that in most of the cases negotiates also the materials production (in countries like Switzerland, exploiter pays 50% of the run and promotional costs), as a general rule the duty of broadcasting consist in using some marketing instruments like:

· Buying advertising time;

· Making promotional materials – brochures, flyers for product and programme popularization; 

· Organising festivities like film weeks or festivals – in the case of movie product (don’t confound with the festivals that internationally promote movies);
· Using trailer – used in movie promotion- movie projections add (trailer) has an essential role in product promotion.

Promotional strategy encounters some problems (especially at international level) for marketing strategy creators from the cultural point of view and the media tools used.  Promotional materials are designed again and adapted to local characteristics of the market, to audience customs and preferences. 
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