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UNI(T-(
INTRODUCTION

11 Nature Scope and (mportance of Marketing
Nature

ls marketing based on a scientific methoo of inquiry, or is it essentially about
an artistic process of creativity? Studies of marketing using the scientific
frameworts of the natural sciences have found favour with followers of the
positivist approach. This holds that, from observations of the real world, it is possible
to deduce models that are of general applicability. On this basis, models have been
developed to predict consumer behaviour, the profitabrlity of retar locations, and
price—volume relationships, amony many other phenomena. The great merit of the
scientific approach is ity claim to great objectivity, in that patterns and trends can
be identified with greater confidence than if they were bused on casual observation.
Many marketers have appreciated the value of this scientific approach. Most major
retarlers rely heavilly on models of retarl locationhefore deciding where to locate their
next outlet. Armed with trading statistics fiom therr existing network of stores and
background information about their locations (e.q. the number of people living
within 20 minutes' oriving time, passin Veéf'cg traffic per Ony, proximity to
competitors, etc.), a regression modelcan 6{ developed which shows the significance
of each specified fuctor in explaining sales success. To many people, marketing has
no credibrlity ff it doesnot adopt a rigorous, scientific method of inquiry. This method
of inquiry tmplies that research should be carried out in a systematic marner and
results should be replicable: a model of buyer behaviour should be able repeatedly to
predict congumers ‘actions correctly, based on a sound collection of duta and analysis.
Inthe scientific approach, duta are assessed using tests of significarce and models
are accepted or refected accordingly.

Marketing cannot possibly copy the natural sciences in its methodologres.
Positivist approaches have heen accused of seeking meaning from quantitative data
i a very subjective manner which i at variance with scientific principles (Brown,
1995). Experimental research in the natural sciences generallly involves



closed systems in which the researcher can hold all extraneous variables constant,

thereby isoluting the effects of changes in a variable that is of interest. For social
sciences, experimental frameworks generally consist of complex social systems over
which the researcher has no control: a researcher investiqating the effects ofa price
change i a product on demand from customers cannot realistically hold constant
all factors other than price. (ndeed, it may be Oifficult to dentify just what the
_other factors ‘are that should be controlled for in an experiment, but they may
typreally include the price of competitors J»‘oéact;, congamer confidence levels, the
effects of media reports ahout that product category, and changes in consumer
fashions arnd Tastes, to name some of the more obvious. Contrast thiy with a

plysicist s laboratory experiment, where heat, light, humidity, pressure, ard most
other extraneous variables carn be controlled, and the limitations of the scientific
methodology in the social sciences become apparent. Marketers are essertially
dealing with _open Systems, in contrast to the _closed Systems that are more typical
of the natural sciences. Fost-positivistsplace greater enmphasis on exploring in depth
the mearing of wdividual cage studies thar on seeking objectivity and reliabrity
through large sample sizes. Many would arque that suck inductive approaches are
much more castomer focused, in that they allow marketers to see the world from

congumers ‘overall perspective, rather than through the mediating device of a series
of troluted indicators. FPost-positivist approaches to marketing hold that the real
truth will never emerge in a research framework that is constrained by the need to
operationalize variahles in a watertight marner. n real-life marketing, the word
cannot be divided into clearly defined variables that are capable of oé«'ecfr’ve
measuremert. Constructy .rac/aJ congumers ‘attitudes and motivation may be very
difficult to measure and model objectivelly. Furthermore, it is often the interaction
between various phenomena that ig of interest to researchers, and it car he very
difficult to develop models that correspond to respondents folistic perceptions of
the worfd. There is another argument againgt the scientific a/:/;roac[; marketing,

which sees the process as essentially backward-looking. The scientific approach is
relutively good at making sense of historic trends, but less good at predicting what
will happen following periods of turbulent change. Creativity combined with a
scientific approach can be essential for innovation. The scientific approach to

marketing planning has a tendency to minimize rishs, yet many mafor business
successes have been based on entrepreneurs using theirown judgment, in preference
to that of their professional advisers. Marketing has



to be seen as a combination of art and science. Treating it excessively as ar art car
lead to decisions that are not sufficiently rgorows. Emphasizing the scientific
approach can lead a company to lose sight of the holistic perceptions of its
customers. Successful firms seek to use scientific and creative approaches in a
complementary manner.

Seope:

The scope of marketing car he wrderstood in terms of functions that an
entrepreneur has to perform. These include the following:

o Functions of exchange
Whict include buging and assembling and selling?
o Functions of physical supply:
(nclude transportation, storage and warehousing
o Functions of facilitation:
Proouct  Planning and  Development,  Marketing — Research,
Standardisation, Grading, Packaging, Brarding, Saé@ Promotion,

Financing.

(mportance:

Since marketing i conswmer oriented, it has a positive impact on the
business firms. (¢ enables the entreprencurs to improve the quality of their goodsard
services. Marketing helps in tmproving the standard of living of the people by
offering a wide vartety of goods and services with freedom of choice, and by treating
the customer ag the most important person. Marketing generates employgment
both in production and in distribution areas. Since a business firm generates
revenue ard earvs fﬂoﬁ’@ by carrging out marketing functions, it will engage in
exploiting more and more economic resources of the country to ears more profits.
A large scale business can have s own formal marketing network, media campaigns,

and sules force, but a small unit may have to depend totally onpersonal efforts and

resources, making it informal and flexible. Marketing makes or breaks a small
enterprise. An enterprise grows, stagnates, or perishes with thesuccess or farlure, as
the case may be, of marketing.

12 Functions

Marketing functions are the foundation for the work that marbketing
professionals do. Each furction comprises a set of responsibilities and tasks for a



marketing team to desigr, organize and execute a successful campaigr. There are
severe widelly accepted marketing functions that contribute to the overall work of
marketers. These furctions are:

Promotion

Selling

Product management

Fricing

Marketing information management
Financing

Distribution

® & & o o o o

The severn marketing functions are important since each of them representsa
category of activities that occurs in marketing. The goal of marketing is to promote
and sell products in a competitive marketpluce, and referving to the sevenmarketing
functions often while developing a campaign allows marketing teams to remain
focused on their gouls.

The sever marketing functions are important for understanding the purposeof
marketing strategies, processes and tools. These functions work cokesively to ﬁega
professionals develop consistent marketing strategies for several types of brands
and organizations. Here are the seven marketing functions, agny with their
benefits for marketing professionals:

L Promotion

Promotion fosters brand awareness while educating target audiences on a
brand s products or services. (t emphasizes introducing potential consumers to your
brand. This function of marketing varies in form, and marketing professionals
tarfor each form to relute to a particular product, brand or target audience.
Promotion may include any of the following strategies:

Emarl marketing

Soctal media advertisements
Public relations

Digital or privt advertising
Content marketing

Brard partnerships
(nfluencer marketing

@ & & & o o o



o Fvents

Each of these methods attempls to generate conversation and excitemerndt about a
proouct or service. However, the promotion iiself often requires the support of
other marketing functions to be successful.

2. Selling

Selling 1 a function of marketing that comprises commanicating with
potential customers and pursaing sales leads. [ty important for marketing
professionals to pursue sales leads with subitlety, which helps them build relationships
with potential customers. As communication with a potential customer progresses,
successful marketers may introduce their product andangwer questions customers
may have. Effective selling techniques can help you distinguish your brand from
competitors. Marketers and salespeople may collaborate to determine how to best
position their product within their market and sell it to potential customers.

3. Product management

Product management includes the development, design and improvement of
products or services. The role of a marketer in product management is to ensurethat a
finished product meets customer needs. This includes examining the overallvisual of
the product, ity usefulness and how ity delivered. Some product management
Strategies include:

*  Analyzing competitors:
Researching and analysing your competicors equips you with information
to develop a product that rivals or surpasses therrs.

o Communicating with customers:
This strategy provides helpful insight irto ways to improve your products
beffore they reach the market.

o (mplementing feedback:
[ty important for marketing professionals to gather feedback from
several aveas—hoth inside and outside their organization—to improve ther
production processes.

o  Conducting market research:
Researching similar Zméactr helps a marketing team determine what
customers want and how to satisfy them.



o Coordinating with other departments:

Collatorating with other teams in your organization prepares your entire

company to release a product, generate ideas for distribution anddeliver

prooucts seamlessly.
4. Pricing

Establishing a price for a product incorporates several factors of cost and

value. (deally, marketers find a price between customers’ perceptions of a product
value and the actual cost of producing it. Other factors include the price your
competitors set and the amount customers might pay for your product. Marketing
professionals consider these elements when deciding how to price a particular
product or service.

It can be challenging to determine a price for your product, but using in-
depth market research can help you make ar informed decigion. Whatever price
gou choase for your product, it s important for your promotions and hranding to
match i¢s price. For example, if you sell a handhag for $1,000, you might marketit
as a luxary rtem. This emphasizes your products value, which could convince
customers to purchase your ftem.

5. Marketing information maragement

You can optimize your maf*éeﬁfg Strategies when you focus on ata ard
tnformation. (¢ s important to collect and store duta, such as cugtomer preferences
and demographics. Often, this duta divectly relutes to Zoar target audience for your

products and services. This also can inform effective buginess decisions forthe entire
company, 0 consider sharing your duta and findings with otherdepartiments, as well.

You car gather relevart information from various marketing tools, such as:

o Surveys

o Online reviews

o Social medin engagements
o Market research reports

Each marketing tool provides unique data and feedback, so choosing the right
one depends on your specific needs. For example, if your team wants to



measure the effectiveness of your last social media campaigr, you could researchithe
number of followers that your brands accounts gained during the campaign. This
can help you determine whether your efforts succeeded in increasing socialmedia
engagement.

6. Financing

Financing iy a marketing function that involves securing funding—erther
nternally or externally—to create marketing campaigns. [t important for
marketing teams to secure enough avarability i their arnual hudget to improve
[revious marketing campargng and remain updated with industry trends.

A marketing team car demonstrate its added value to ity company if revenue
continues to increase due to high-quality marketing campaigns. This apward
trafectory might also allow that team to secare future funding, as they can
demonstrate a quandtifiable positive returs on their investment.

% Distribution
Distribution i3 the process of transporting your company 3 products ot services

to your customers. There are several physical and digital methods of distribution,
including:

Online stores

Cutalos or magazines
Sales calls
Retarlstores
Wholesalers

Marketers often choose the channel of distribution that best fits a particular
product, brand or target audrence. (€3 important to choose a location to sell your
product that gour target audience ofter visits. Distribution i a function of
marketing that requives collaboration across departments to ensure that each
[proouct reaches your consumers in iis intended fashion.

1.3 Marketing environment

The marketing envirorment refers to all internal ard exterval factors, which
directly or r’m’ff‘ec(é influence the organizations decisions reluted to marketing
activities. (nternal factors are within the control of an organization; whereas,
external fuctors do not fall within ity control The exterveal fuctors



include government, technological, economical, social, and competitive forces;
whereas, organization s strengths, weaknesses, and competencies form the part of
internal factors. Marketers try to predict the changes, which might take place in
future, by monitoring the marketing envirorment. These changes may create
threats and opportunities for the business. With these changes, marketers continueto
moorfy ther strategies and plans.

14 Factors influencing Marketing Environment
Types of Marketing Environment:

The sale of an organization depends on iy marketing activities, which in turs
deperds on the marketing envirorment. The marketing envirorment congists of
forces that are begord the control of an organization éf influences itsmarketing
activities. The marketing envirorment i dynamic in nature. Therefore, an
organization needs to keep itself upouted to mooify its marketing activities asper the
requivement of the marketing envirorment. Any change in  marketing
envirorment brings threats and opportunities for the orgarization. An analysis of
these changes is essential for the sarvival of the organization in the long run. A
marketing environment mostly comprises of the following types of environment:

®  Mricro Environment
®  Macro Environment

The discussion of these envirorments are given below:
1 Micro Environment:

Micro environment refers to the envirornment, which i closely linked to the
organization, and directly affects organizational activicies. (¢ car e divided into
supply side and demand side environment. Supply side envirorment includes the
suppliers, marketing intersmediaries, and competitors who offer raw materials or
supply products. On the other hand, demand side envirorument includes customers
who consume products. Let us discuss the micro environment forces in the following
pomnts:

i.Suppliers: (¢ provides raw material to produce goods and services. Suppliers
can influence the profit of an orgarization because the price of raw material
determines the final price of the product. Organizations need to monitor



suppliers on a regular hasis to know the supply shortages and change in the priceof
mputs.
”/)fi/"arée&'n lntermediaries: [t helps organizations in establishing a link with
cugtomers. They help in promoting, selling, ard distributing products. Marketing
tntermediaries include the following:

o Resellers:

(t purchases the products from the organizations and sell to the
customers. Examples of resellers are wholesalers and retarlers.

o Distribution Centers:

[t helps organizations to store the goods. A warehouse i ar example of
Oistrihution center.

o Marketing Agencies:

(t promotes the organization products by making the customers aware
ahout berefits of products. An advertising agency is arn example of
marketing agency.

o Financial lntermediaries:

(t provides finance for the business transactions. Examples of financial
wntermediaries are banks, credit organizations, and ingurance
orqanizations.

it Customers: Customers buy the product of the orgarization for final
congumption. The main goal of an organization i customer satisfaction. The
organization undertakes the research and development activities to analyze the
needs of customers and manufacture products according to those needs. iv.
Competitors: [t helps an organization to differentiate its product to maintarn
position i the market. Competition refers to a situation where various
organizations offer similar products and try to gain market share by adopting
Oifferent marketing strategres.

2. Macro Environment:

Macro envirorment involves a set of environmental factors that is hegond
the control of an orgarization. These factors influence the organizational activities
to a stgnificant extent. Macro envirorment i subject to constant change. The
changes in macro envirorment bring opportunities arnd threats in ar orgarization.
Let us discuss these factors in detarls:



t. Demographic Environment: Demographic envirorument is the scientific study
of human population in terms of elements, such as age, gender, education,
occupation, income, and location. (¢ also includes the increasing role of women and
technology. These elements are also called as demographic variables. Before
marketing a product, a marketer collects the information to find the suitable
market for the product. Demographic environment is responsthle for the variationin
the tastes and preferences and buging patterns of wdividuals. The changes in
demographic envirorment persuade ar organization to modify marketing strategies
to adoress the altering needs of customers.

ii. Economic Envirorment: Economic environment affects the organizations
costy stracture and customers’ purchasing power. The purchasing power of a
customer depends on the current income, prices of the product, savings, and credit
avarlability. The factors economic environment is as follows:

o (nflation:
t influences the customers’ demard for different products. For
example, higher petrol prices lead to a fall in demand for cars.

® (nterest Rates:
[t deterimines the borrowing activities of the organization. For example,
increase i interest rates for loar may lead organizations to cut their
important activities.

. Uneoza@vnwt*
[t leads to a no income state, which affects the purchasing power of an
wdividual.
o Customer ncome:
(¢ regulates the buying behaviour of a customer. The change in the
cugtomery income /eazg to changed spending patterns for the products,
such a food and clothing.
o  Monetary and Fiscal Policy:
lt affects all the organizations. The monetary policy stabrlizes the
economy by coutrolling the interest rates and money supply in an
economy; whereas, fiscal policy requlutes the goversument spending in
various areas by collecting the revenue from the citizens by taxing their
income.
iw. Natural Environment: Natural envirorument consists of natural resources,
which are needed as raw materials to manufacture products by the



organization. The marketing activities affect these natural resources, such as
depletion of ozone layer due to the use of chemicals. The corrosion of the nataral
envirorment i increasing day-hy-oay and is becoming a global problem. Following
natural factors affect the marketing activities of an organization i a great way:

a)  Natural Resources: [t serves us raw material for manafucturing various
products. Every organization consumes natural resources for the production of its
products. Organizations are realizing the problem of depletion of resources and
trying best to uge these resources fudrciously. Thus, some organizations have
:’m‘aéed i de-marketing their products. For example, diar Ol Corporation
(10C) tries to reduce the demard for ity products by promoting advertisements,
such ag Save Orf, Save (ndia.

6) Weather: (¢ leads to opportunities or threats for the organizations. For
example, in summer;, demand for water coolers, air conditioners, cotton clothes, and
water increases while in windter, the demand for woolen clothes and room heaters
riges. The marketing envirorment is greatly influenced by the weather conditions of
a country.

c) Pollution: (¢ includes air, water, and noise pollutior, which lead to
environmental  degradation. Now-a-days, organizations tend to promote
environment friendly products through ity maf‘zﬁny activities. For example, the
orqanizations promote the usage of fute and paper bags ingtead of plastic bags.

w. Socio-Cultural Environment: Socio-cultural envirorment comprises forces,
such as sociely busic values, attitudes, perception, and behavior. These forces éle
in determining that what type of products customers prefer, what influerces the
purchase attitude or decision, which brand they prefer, and at whattime they buy the
products. The socio-cultural envirorment explaing the characteristics of the societ,
i which the orgarization exists. The analysis of socio-cultaral environment /tef/!al;
an organization ine derntifiying the threats and opportunities in arn organization. For
example, the lifestyles of people are changing day-by—oay. Now, the women are
perceived ag an active earningmember of the famdly. (f all the members of a famid;
are working then the familyhas less time to spend for shopping. This has led to fze
development of shopping



mally and super markets, where individuals could get everything ander one roof to
save their time.

v. Tectmological Environment: Techrology contributes to the economic growth
of a country. [t has become an indigpensible part of our lives. Organizations that
farl to track ongoing techmological changes find it Orfficult to sarvive in todays
competitive envirorment. Technology acts as a rapidly changing force, which
creates new opportunities for the marketers to acquire the market share.
Marketers with the help of technology can create and deliver products matching the
life style of customers. Thus, marketers should observe the changing trends in
technology.

15 Market Segmentation

Market segmentation is one of the most efficient tools for marketers to
cater to their target group. [t makes it easier for them to personalise their
campaigs, focus on wﬁit} necessary, ard group similar consumers to target them
in are effective manner. The process is being practised by marketers since the late
1900s. Simple thougt it may be, it is of vital use to forming any marketingplan.

What (s Market Segmentation?

Market seqmentation i3 a process of oividing the market of potential
customers into smaller and more defined seqments on the basis of certain shared
characteristics ke demographics, interests, needs, o location.

The member of these groups share similar characteristics and ugually haveone
or more than one aspect common among them which makes it easier for the
marketer to craft marketing commanication messages for the entire group.

There are many reasons as to why market segmentation is done. One of the
major reasons markelers segment market is because they can create a custom
marketing mix for each seqment and cater them accordingly.



16 Need and basis of market segmentationNeed:

Companies often deal with customers who belong to Orfferent age groups,
have varied interests, and are motivated by oifferent triggers.

Seqimenting these potential customers into different groups -

> Makes it easier for the marketer to develop a different marketing mix for
each cugtomer segment which i more likely to bring results.

> (ncreases the results of the marketing efforts as each of the groups witness
personalised marketing messages according to what stimulates them to dothe
tesk. Page 9 of 15

For example, a chips brand can launch a party pack for $15 in cities where
teens are more likely to buy them for parties. Whereas, the same brard may lawnech
smadll packs in the country-sde where people don t spend a lot on chips.

Basis:
Seqmenting is Orviding a group into subgroups according to some set bases.

These bases range from age, gender, ete. to psychographic factors like attitude,
interest. values, ete.

Gender:

Gender is ome of the most simple get important bases of market
seqmentation. The interests, needs and wants of males and females differ at many
levels. Thus, marketers focus on different marketing and communication strategies
for both. This type of seqmentation is usually seen in the case of cosmetics, clothing,
and jewellery industry, ete.

Age Group:

Segrmenting market according to the age group of the audience is a great
Strateqy for personalized marketing. Most of the products in the market are not
untversal to be used by all the age groups. Hence, by segmenting the market
according to the target age group, marketers create hetter marketing and
commanication strategies and get better conversion rates.



(rncome:

lncome decides the purchasing power of the target audience. [t is also oneof
the key factors to decide whether to market the proouct as a need, want o a luxury.
Marketers usually seqment the market into three Orfferent groups considering ther
income. These are

> High lncome Group
> Mid lncome
> Low (ncome Group

This division also varies according to the product, its use, and the area the
buginess it operating in.

Place:

The place where the target audience (ives affect the buying decision the most.
A person iving in the mourdtains will have less or no demand for ice creamthan the
person living in a desert.

Occupation:
Occapation, fust like ncome, influences the purchage decision of the audience.
A need for an entreprencar might be a luxary for a goverrument sector emplogee.

There are ever many products which cater to an audrence engaged in a specific
occupation.

Usage:

Product usage also acts as a ,r?menﬁ&g basis. A wer can be labelled as heavy,
medium or light user of a product. The audience casn also be seqmented onthe basis of
their awareness of the product.

Lifestyle:
Other than physical factors, marketers alro segment the market on the basis

of lifestyle. Lifestyle includes subsets like marital status, interests, hobbres, religion,
values, and other psychographic factors which affect the decision making of an

woivioual.



17 Targeting and Positioning

Targeting:

Targeting i a follow on process fiom seqmentation, and is the process of
actually determining the select markets and planwing the advertising media usedto
make the seqment appealing. Targeting is a changing envirorment. Traditional
targeting practices of advertising through print and other media sources, has made
way for a social media presence, leading a much more web-connected’ focus.
Bethavioural targeting is a product of this change, and focuses on the optimization
of online advertising and data collection to send a message to potential segments.
This process is baged arourd the collection of ‘cookies, smallpieces of information
collected by a consumers browser and s0l0 to businesses to fentify potential
segments to appeal to. For example, someone consistently accessing photograph
based searches is likely to have advertisements for camera sales appear, due to the
cookie information they deliver showing an tnterest in this area. Whilst targeting a
market, there are three Oifferent market coverage choices to comzr -
undifferentiated, Orfferentiated and wnichemarketing. Choosing which targeting
chorce to pursue depends on the product orgervice being offered. Undifferentiated
marketing i the best option to focus on the market as a whole and to promote
products that have a wide target segment, whilst differentiated and niche marketing
are more specialized and focus on smaller, more selective seqrments.

Fositioring:

Posttioning is the final stage in the STP' process and focuses on how the
customer ultimately views your product or service i comparison to your
competitors and i important in zmh:hy a competitive admntcéye i the market.
Therefore, customer perceptions have a huge impact on the brands positioning inthe
market. There are three types of positioning that are key in positioning the brard
to a competitive advantage; these are functional positioning, symbolic positioning,
and experiential positioning. Functional Posrtioning is focused on theaspects of the
products or gervices that can fulfill conswmers’ needs or desives. Symbolic
Posttioning i based on the characteristics of the brand that fulfill customers’
self-esteem. Experiential positioning is based around the characteristics of the
brands that stimulute the sensory or emotional connection with the customers. A
combination of the three is key to positioning the brard at



a competitive advantage to its inumediate competition. Overall, positioning should
provide better value thar competitors and communicate this orfferentiation i an
effective way to the consumer.



UNIT-U
CONSUMER BEHAVIOUR

Marketing is so much more thar creating a catchy phrase or a fingle people
will sing for days. Understanding consumer behaviowr is a vital aspect of marketing.
Congurmer behaviour is the study of how people make decisions about what they buy,
want, need, or act in reqards to a product, service, or compary. (t iy critical to
understand consumer hehaviour to know how potential customers wil respond to a
new product or service. [t also helps companies dentify opportunities that are not
currently met.

A recent example of a change in congumer behaviour i the eating habits of
consumers that dramatically increased the demard for gluten-free (GF) products.
The companies that monrtored the change in eating patterns of consumers created
GF products to fill a vod in the marketplace. However, many companies 0 not
monitor consumer behaviour ard were left bhehind in releasing GF products.
Understanding consumer betaviour allowed the pro-active companies to increase
their market share by andticipating the shift in consumer wands.

2.1 Factors influencing consumer behaviour
Consumer behaviour is influenced by many ifferent factors. A marketer shouldtry

to understand the factors that influence consumer behaviour. Here are 5 major
fuctors that influence consurmer behaviour:

> Paychological factors
> Social factors

> Cuftural factors

> Personal factors

» Economic factors

1 Psychological Factors:

Humare psychology is a mcé/'or determinant of consumer behaviour. These
factors are Oifficult to measure but are powerful enough to influence a buging
decision.



Some of the important psychological factors are:

Motivation @ Perception

Psychological Factors

Learning Attitude

and Beliefs

.. Motivatiorn

When a person iy motivated enough, it influences the buying behaviour ofthe
person. A person has many needs such as social needs, basic needs, security needs,
esteem needs, and self-actualization needs. Out of all these needs, the basicreeds and
security needs take a position above all other needs. Hence busic needsand security
needs have the power to motivate a consumer to huy products and services.

it. Perception
Consumer perception is a major factor that influences consumer behaviour.
Customer perception s a process where a customer collects information ahout a
product and interprets the information to make a meaningful image of a particular
prooduct.

When a castomer sees advertisements, promotions, customer reviews, soctal
media feedhack, ete. relating to a product, they develop ar impression about the
product. Hence consumer perception hecomes a great influence on the buying
decision of consumers.

i, Learsing
Wher a person buys a product, he/she gets to learn something more about
the product. Learning comes over a period of time through experience. A



consumer s learviing deperds on skills and knowledge. While skill can e garned
through practice, zfow/edye care be acquired only through experience.

Learning can be efther conditional or cognitive. ln conditional learning the
congumer iy exposed to a situation repeatedly, thereby making a consumer to
develop a response towards it. Whereas in coguitive learning, the consumer will
ap/;/y tis knowledge and skils to find satisfaction arnd a solution fiom the productthat
he buys.

w. Attitudes and Beliefy

Consumers have certain attitudes and beliefs which influence the buying
decisions of a consumer. Based on this attitude, the consumer behaves i a
particular way towards a product. This attitude plays a sigrficant role in definingthe
brand image of a product. Hence, marketers try hard to understard the atticudeof a
congumer to desigr therr marketing campaigns.

2. Social Factors:

Humans are social beings and they live around many people who influence
their buying behaviour. Humans try to imitate other humarns and also wish to be
soctally accepted in the society. Hence their buying behaviour is influenced by other
people arowd them. These factors are considered as social factors. Some of the
social factors are:

‘ me?’y

Family plays a significant role in shaping the buging behavior of a person. A
person develops preferences from his childhood by wch’ny fumily bay products

and continues to huy the same products ever when they grow up.

i. Reference Groups

A reference group is a group of people with whom a persor associates himself.
Gererally, all the people in the reference group have common buging hehavior and
influence eack other.

. Roles and status

A person is influenced by the role that he holds in the society. [f a person is in
a high position, s buying behavior will be influernced largely by tis status.A person
who i a Chief Executive Officer i a company will buy according to



tis status while a staff or an employee of the same company will have dfferent
buying pattern.

3. Cultural factors:

A group of people i associated with a set of values and ideologies that belong toa
particular community. When a person comes from a particalar commam’;’y,
tis/leer behavior iy highly influenced by the culture relating to that particular

commanity. Some of the cultural factors are:
¢ Calture
Cultaral Factors have a strong influence on consamer buying behavior.
Cultural Factors include the basic values, needs, wans, preferences, perceptions, arnd

behaviors that are observed and learned by a congumer from their near family
members and other importart people arournd them.

i, Subculture

Within a caltaral group, there exists many subcultures. These subeultural
qroups share the same set of belief; and values. Subcuftures can consist of people
from Oifferent religion, caste, geographies and nationalities. These subeultures by
itself form a castomer seqment.

i, Social Class

Each and every society across the globe has the form of social class. The
social class iy not /h;l’ Oeterimined by the income, hut also other factors such as the
occapation, family background, and education and residence location. Socialeluss i

important to predrct the consumer behavioar.

4. Personal Factors:

Factors that are personal to the consumers influence their buying behavior. These
personal factors differ from person to person, thereby producing oifferent
perceptions and consumer hehavior.



Some of the personal factors are:

t. Age
Age is a mafor factor that influences buying behavior. The buying choicesof
youth differ from that of middle-aged people. Elderly people have a totally differernt
buying bekavior. Teenagers will be more interested in buging colorful clothes and
beauty products. Mr’é&g—ajed are focused on house, property and vehicle for the

family.
. (rcome

lncome heg the ability to influence the buying behavior of a person. Higher
tncome gives higher purchaging power to congumers. When a consumer has higher
c)r,',v/)o,mée income, tt gives more opportunity for the congumer to spend on luxurious
products. Whereas low-income or middle-income group consumers spend most of
their income on basic needs such as groceries and cgtﬁe‘r.

i, Oceupation
Occupation of a consumer influences the buging behavior. A person terdsto
buy things that are appropriate to this/her profession. For example, a doctor would
buy clothes according to this profession while a professor will have drfferent buying
patters.

w. Lifestyle
Lifestyle is ane attitude, and a way ine which an individual stay in the society. The
fi?rhy behavior iy highly influenced by the lifestyle of a consumer. For example

er a congumer leads a healthy (ifestyle, then the products ke buys willrelute to
healthy altervnatives to junk fooo.

5. Economie Factors:

The consumer buying habits and decisions greatly depend on the economic
situation of a country or a market. When a nation is prosperous, the economy i
strong, which leads to the greater money supply in the market and higher
purchasing power for consumers. When consumers experience a positive economic
environment, they are more confident to gpend on buying products.

Whereas, a weak economy reflects a struggling market that i impacted by
unemployment and lower purchasing power.



Economic factors bear a significant influence on the buying decision of aconsumer.
Sowme of the important economic factors are:

i Personal (ncome

Wher a person has a higher disposable income, the /mrc/m;r’n; power
increases simultaneously. Disposable income refers to the money that i left after
spending towards the basic needs of a person.

When there i an increase in disposable income, it leads to higher expenditure on
various items. But when the disposable income reduces, parallelly the spending on
maltiple items also reduced.

. Fomily ncome

Family income 3 the total income from all the members of a fammily. When
more people are earning in the family, there is more income availahle for shopping
basic needs and luxuries. Higher family income influences the people in the famrly to
buy more. When there is a surplus income available for the family, the tendency is to
buy more luxury items which otherwise a person might not have beer able to buy.

i, Corgumer Credit

When a consumer is offered easy credit to purchase goods, it promotes higher
spending. Sellers are making it easy for the consumers to avarl credit in the form of
creort cards, easy installments, bank loans, hire purchase, and many such other
creoit options. When there iy higher credit avarlable to consumers, thepurchase of
comfort and luxury items increases.

wv. Liguid Assets

Consumers who have (iguid assets tend to spend more on comfort and
luxuries. Ligurd assets are those assets, which can be converted into cash very easly.
Cash in hand, bank savings and securities are some examples of liguid assets. When

a congumer has higher liguid assets, it gives him more confidence to buy luxary
40005,

v. Savings

A consumer is highly influenced by the amount of savings he/she wishes to
set agide from his mcome. [f a conswmer decided to save more, then his



expenditure on buying reduces. Whereas if a consumer i interested in savingmore,
then mogst of his income will go towards buying products.

2.2 General consumers

A consumer is a person or a group who fntends to order, or uses purchased
g000s, products, or services primardly for personal, social, famdly, household and
similar needs, who i not divectly reluted to entrepreneurial or business activities.

2.3 dustrial congumers

lndustrial consumer means the consumer who buys packaged commodities
directly from the manufacturer or from an importer or from wholesale dealer for
use by that industry ard the packages shall have declaration ,,not for retar sule".

2.4 Online corgumers

A consumer who shops online is an online consumer. This consumer shops
electronically on the lnternet using a web browser. Typically, they will make
purchases through online retarlers, although some may also use online auction sites.
Online Consumer means any natural person who is acting for purposes which are
outside fis or her business and who places an Order for the supply of Goods and/or
Services on the Suppliers wehsite.

2.5 Recent concepts in marketing
1 The production concept

Before a buginess car offer a product to consumers, they must manufactureor
produce said product first. This concept is based on the philosophy of the more
something is produced, the less it costs for consumers and if a business can figureout
how to produce a product on a mass seale (factories), it lessens the costs for them as
well. (f this concept could be described in ¥ words it would be: lncreaseprofits, reduce
cosls.

2. The product concept

No matter how high quality a product is, the consumer essentially weighs the
cost, accessibility, and efficierncy before deciding to purchase a product. (f a business
produces luxary goods that are pricey, then the number of consumers willing to, but
the product will possibly below, making it a niche product.



3. The sales concept

Dealing with the process of actually selling a product, this concept
emphagizes the importance of selling as much of the product as possible no matterif
the needs of the consumer are met or the quality of the product/service. Following
this concept alone does not lead to long-term consumer relutionships, satisfuction,
or congistent sules of a product.

4. The marketing concept

As stated earfier, the marketing concept places the consumer as the main
priovity for business operations. All motivations for creating a product and creating
a marketing strateqy to reach potential consumers is all for meeting theirwants and
needs to increase tédv satisfaction. This can lead to a business being the preferred
choice amonyg its competitors due to putting the consumers’ needs first.

5. Societal marketing concept

While similar to the marketing concept in prioritizing the needs of the
consumer, the concept also urges businesses to put in mind the overall welfare ofthe
congumer and socrety ag a whole. An example of this might be a business congidering
an eco-friendly way of producing iy products in order to reduce carhon emissions,
making the air healthier and improving breathing conditions for consumers.

2.6 Green marketing

Green  marketing (or  envirormerdtal marketing) s the promotion of
environmentally friendly products, services, and initiatives. More specifically, green

marketing refers a broad range of envirormentally friendly practices and strategres.
Some green marketing examples include:

>  Creating eco-fiendly products

Using eco-fiiendly product packaging made firom recycled materials
Reducing greenhouse gus emissions from production processes
Adopting sustainable business practices

Marketing efforts communicating a product s environmental benefits
Investing profits in renewable energy or carhon offset efforts
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Green marketing is becoming more popular as more people become
concerned with envirormental issues. lndeed, in 2020, more than three quarters
of consumers (F¥/) cited a brand s sustainability and envirormental responsibility
as very important or moderately important in their chorce of brands.

While greer marketing can be more expensive thar traditional marketing
messages and practices, but it can also be profitable due to increasing demand. For
example, products made locally ine North America tend to be more expensive than
those made overseas using cheap labor, but local sourcing and supply chainmeans
they have a much smaller carhon footprint thar goods flown in from overseas. For
some congumers and business owners, the environmental benefit outweighs the
price difference.

2.7 Digital marketing

The term Oigital marketing refers to the wse of digital charnels to market
producty and gervices it order o reach  comsumers.  Thip type of
marketing involves the use of websites, mobrle devices, social media, search engines,
and other similar channels. Digital marketing became popular with the advent of
the internet i the 19905,

Digital marketing tnvolves some of the same principles as traditional
marketing and is often congidered a new way for companies to approach consumers
and understand their behavior. Companies often combine tradritional and orgrtal
marketing technigues in therr strategies.

2.8 Relationship marketing

Relutionstip  Marketing iy a  strateqy of Customer  Relutionstp
Management (CRM) that emphasizes customer retention, satisfaction, and
lifetime customer value. (ts purpose is to market to current customers versus new
customer acquisition through sales arnd advertising.

A go0d relationstrip marketing strategy is rooted in building customer /oya/;y
and lasting, long—term engagement with your customer bhase. Benefits include
tnereased positive word-of-mouth, repeat husiness, and a willingress on the
customer s part to provide valuable feedback to the comparny and their peers.

Relutionship marketing i a facet of customer relationship management
(CRM) that focuses on customer loyalty and long-term castomer engagerment



rather than shorter—term goals ke customer acquisition and individual sales. The
goal of relationshp marketing (or customer relationshup marketing) i to create
strong, even emotional] customer connections to a brand that can lead to ongoing
business, free word-of-mouth promotion and information from customers that can
generate leads.



UN(T-ti
PRODUCT

31 Product definition

A product s the item offered for sale. A product can be a service or ar item.
(¢t can be physical o in virtual or cqber form. Every product is made at a cost and
each iy 30l0 at a price. The price that can be charged depends on the market, the
quality, the marketing and the seqment that is targeteo.

Philip Kotler: “A product is anything that car be offered to a market for attention,
acquisition, use or consumption. [t includes physical objects, services, personalities,
place, organizations and deas.”

3.2 levels of product

Customers will choose a product based on their perceived value of ft.
Satisfaction s the degree to which the actual use of a product matches the
perceived value at the time of the purchase. A customer is satisfied only if the actual
Va‘/:;e is the same or exceeds the perceived value. Kotler attributed five levels to
product
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The five product levels are:

> Core benefit:
The fundamental need or want that consumers satisfy by consuming the productor
service. For example, the need to process digrtal images.

> Generic product:

A version of the product containing only those attributes or characteristics
absolutely necessary for it to function. For example, the need to process oigrtal
tmages could be satisfied by a generic, low-end, personal computer using fiee image
processing software or a processing laboratory.

> Expected product:

The set of attributes or characteristics that buyers normally expect and agree to
when they purchase a product. For example, the computer is specified to deliverfast
tnage processing and has a high-resolution, accurate colour screen.

> Augmented product:

The inclusion of additional features, berefits, attributes or reluted services that
serve to differentinte the product from ity competitors. For example, the computer
comes pre-loaded with a high-end image processing software for no extra cost orat a
deeply discounted, incremental cost.

> Potential product:

This includes all the augmentations and transformations a product might udergoin
the future. To ensure future customer logalty, a business must aim to surprise and
delight customers in the future by continuing to augment products. For example,
the customer receives ongotng tmage processing software upgrades with new and
weful features.

3.3 classification of products

There are four types of products and each is classifred based on consumer habris price,
and product characteristics:

®  Convenience 4oods.
®  Shopping goods.
®  Specialty goods.
®  Unsought goods.



» Converience Goods

These are products that consumers purchase often and habitually, without
much thought giver. Convenience goods wsually are low-cost items with (itle
differentiation between brands, and therefore customers often pick a brand one
time and then remain with that brand without reconsidering. Examples include
toothpaste, ketchup, soap, and candy.

> Shopping Goods:

ln contrast, congumers looking to purchase shopping goods are more willing
to do research ard conzmre drfferent product options. The reason for thisis because
shopping goods are higher—priced or more important icems within a persons life and
therefore it i a more ecomomic use of comsumers’ time to compare producty.
Examples can include extremely large parchases like houses and cars or more
modest items (ike clothing. Take cars— people are willing to exert significant time
and resources looking online, visiting multiple dealerships, and test-oriving drfferent
vehicles to find the best car for the prce.

> Specialty Goods:

Specialty goods are products are so anigue or have such a loyal followingthat
corgumers will go to extensive lengths to seek them out. Rather than compating
branos looking for ar attractive value, buyers of specialty goods focuson seeking out
the one specific product they are looking for. Examples include Fervarss, GoPro

cameras, and (Fhones.
> Unsought Goods:

The final category of product is unsought goods—products that consumers
either do not know about or would) never think of buying. They are often items that
people buy out of a sense of fear or danger, ;acz as life mgurance or fire
extinguishers. Another example iy batteries; no one ever thinks to buy a battery
wretr their 0l0 ones dre and meed replacement.



3.4 Product Mix: Hierarchy, Classifications, M.
Product Hierarchy:

Each product is reluted to certain other products. The product hierarchy
stretehes from basic needs to particular iems that satisfy those needs. There are 7
levels of the product hierarchy:

1 Need family:

The core need that underlines the existence of a product faumdly. Let us
consider computation as one of neey.
2. Product family:

All the product classes that can satisfy a core need with reasonable
effectiveness. For example, all of the products like computer, calculutor or abacuscan
do computation.

3. Product clags:

A group of producty within the product family recogrised as having a certarn
functional coterence. For instance, personal computer (PC) s one productelass.

4. Product line:

A group of products within a product class that are closely reluted because
they perform a similar function, are s0l) to the same customer groups, are
marketed through the same channels or fall within given price range. For instance,
portable wire-less PC iy one product line.

5. Product type:

A group of items within a product line that share one of several possible
forms of the product. For instance, palm top is one product type.

6. Brano:

The name agsociated with one or more items in the product line that is usedto
dentify the source or character of the items. For example, Palm Pilot ig one brand

of palmtop.



% (tem/stock-keeping unit/product varsant:

A distinet anit within a brand or product line distinguishable by size, price,
appearance or some other attriputes. For ingtance, LCD, CD- ROM Orive and
Joystick are various itenss under palm top product type.

Product Mix:

An organisations product line is a group of closely reluted products that are
congidered a unit hecause of marketing, technical or end-use considerations. In
order to analyse each product (ine, product- line managers need to know two
factors. These are.

> Sules arnd profits
> Market profile

A product mix or assortment iy the set of all products and itemy that a particular
sefler offers for sale. A comparny 3 product-mix has some attributes such a.

1. Wioth:
This refers to how many orfferent product lines the company carvies.
2. Depth:

This refers to how many variants, shades, models, pack sizes ete. are offered ofeach
product in the line

3. Length:
This refers to the total number of rtems in the mix.
4. Consistency:

This refers to how closely the various product lines are reluted in end use,
production requirements, distribution channels or some other way.

Let us take example of partial product assortment of HLL in ity Home arnd
Personal Care (HPC) Oivision:
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Product-Line Length:

Product-(ine managers are concerned with length of product line. If adding
items to the product line can increase profits, then we can say that the product (ine
s too short. On the contrary, the line is too long if dropping items can increaseprofits.
They have to congider these two extremes of the product line and have tostrike a
balarece betweern them.

3.5 Product (ife cycle

The term product life cycle refers to the length of time a product is
introduced to consumers into the market wtil it removed from the shelves. This
concept iy used by management and by marketing professionals as a factor in
deciding when it is appropriate to increase advertising, reduce prices, expard to new
markets, or redesign packaging. The process of strategizing ways to continuously
support and maintain a product is called product life cycle management.

> A product life cycle iy the amoumnt of time a product qoes fiom being
introduced into the market anti( it taker off the shelves.

> A company often incars higher marketing costs when introducing a product
to the market but experiences higher sales as product adoption grows.

> Sales stabilize and peak when the products adoption matures, though
competition and obsolescence may cause its decline.



> The concept of product life cycle helps inform business decision-making,
from pricing and promotion to expansion or cost-cutting.

There are four generally accepted stages in the fife cycle of a product—

introduction, growth, maturity, and decline.
(ntroduction Stage

The introduction phase is the first time customers are introduced to the new
product. A company must generally includes a substantial investment in advertising
and a marketing campaign focused on making consumers aware of the product and
it benefits, especially if it broadly unbmonwn what the good willde.

During the introduction stage, there is often little to no competition for a
product as other competitors may be getting a first look at mval products.However,
companies still offter experience negative financial results at this stageas sales tend
to be lower, promotional pricing may be low to drive customer engagement, and the
sales strateqy is still being evaluateo.

Growth Stage

If the product is successful] it then moves to the qrowth stage. This i
characterized by growing demand, ar increase in production, and expargion in ris
avarlability. The amount of time spent in the introduction phase before a company s
product experiences strong growth will vary from between industriesand products.

During the qrowth phase, the product becomes more popular and
recogrizable. A company may still choose to invest heavily in advertising if the
proézfct faces heavy competition. However, marketing campaigns will likely be
geared towards differentiating their product from others as opposed to introducing
their gooos to the market. A company may also refine therr product by improving
functionality based on customer feedback.

Financially, the growth period of the product fife cycle results in increased
sales and higher revenue. As competition beging to offer rival products, competition
increases, potentially forcing the company to decrease prices and experience lower
marging.



Maturity Stage

The maturity stage of the product life cycle is the most profitable stage, while
the costs of producing and marketing decline. With the market saturated with the
proouct, competition now higher than at other stages, and profit marging starting
to shrink, some analysts refer to the maturity stage as when salesvolume is "maxed
out’.

Depending o the good, a comparny may begin deciding how to innovate their
product or introduce new ways to captare a larger market presence. This includes
getting more feedback fiom customers, their demographcs, and their needs.

Duting the maturity stage, competition is now the highest. Rival companies
have had enough time to introduce competing and mproved products, and
competition for cugtomers iy usually highest. Sales levels stabilize, and a company
strves to have their product exist in this maturity stage for as long as possible.

Decline Stage

As the product takes on fncreased competition as other companies emaluters
success, the product may lose market share and begin ity decline. Product sales
begine to decline due to market saturation arnd alternative products, and the
company may choose to not pursue additional marketing efforts as customers may
already have detersmined themselves loyal to the company s products o+ not.

Should a product be entively retived, the company will stop gemeratin
support for the good and entirely phase out marketing endeavors. Alternatively, the
company may decide to revamp the product or introduce it with a next generatior,
completely overhauled item. [f the upgrade is substantial enough, thecomparny may
choose to re-enter the product ife cycle by introducing the new version to the
market.

The stage of u product life cycle impacts the way in which it i marketedto
congumers. A new product needs to be explained, while a mature product needs to be
differentiated from ity competitors.



3.6 The Concept and its Strategic Implications
Marketing strategies used in the introduction stages include:

| 2

|

>

|

Raprd skimuming - lnunchring the product at a high price and high
promotional level

Slow skimming - laurching the product at a high price and low
promotional level

Raprd penetration - launching the product at a low price with significant
promotion

Slow penetration - launching the product at a low price and minimal
promotion

Dauring the introduction stage, you should aim to:

| 2

>
>
>

Establish a clear brand dentity

Connect with the right partuers to promote your product

Set up consumer tests, or provide samples or trials to key target markets
Price the product or service as high as you believe you can sell it and to
reflect the quality level you are providing

You could alro try to limit the product or service to a specific type of consumer -being
selective carn boost demarnd.

Product growth strategies

Marketing strategies used in the growth stage mainly aim to increage profits. Some
of the common strategies to try are:

>
>
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tmproving product quality

adding mew product features or support services to grow your market
Share

entering new markets seqmendts

keeping pricing as high as i reasonable to keep demand and profits high
increasing distribution channels to cope with growing demarnd

Shifting marketing messages  from product awareness o product
preference
Skinuming product prices if your profits are too low



The growth stage iy when gou should see rapidly rising sales, profits and your
market share. Your strategies should seek to maximise these opportunities.

Product maturity strategies

When your sales peak, your product will enter the maturity stage. This often
means that your market will be saturated and you may find that you need tochange
your marketing tactics to prolong the (ife cycg of your product. Commonstrategies
that car help o{m'&ry this stage fall under one of two categores:

> market modification - thiy includes entering new market segments,
redefining target markets, winning over competitor’s customers,
converting non-users

> product modification - for example, adjusting or improving your product s
features, quality, pricing and differentiating it from other products in the
marking

Product decline strategies

During the end stages of your product, you will see declining sales and profits.
This can be caused by changes in consumer preferences, technological advances and
alternatives on the market. At this stage, you will have to decide what strategres to
take. [f you want to save money, you car:

> reduce your promotional experditure on the products

reduce the namber of distribution outlets that sell them

tmplement price cuts to get the customers to buy the product

find another use for the product
maintain the product and warit for competitors to withoraw from the
market first

> farvest the product or service before discontinuing it
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Another option is for gour business to discontinue the product from gour offering. You
may choose to:

> sell the brand to another business
> significantly reduce the price to get rid of all the inventory

Many businesses find that the best strateqy is to modify their product in the
maturity stage to avord entering the decline stage.



3.7 Significance of branding

Branding has been around for cernturies as a means to distinguish the goodsof

one producer from those of another. A brand is a specific term fZ’:t may nclude a
name, sigrn, Symbol, design or a combination of these, with an intention to wentify
§000s o gervices of a particular seller.

lne fuct, the word Yrand’ is derived from the O Norse word brander, which
meany ‘to hum. Branding kelps to develop customer loyalty and it is advertised b
sellers under their own name. A go0d brand develops a corporate image. U,;aa/g
customers prefer brands as they can easily differentiate the quality.

Thus, branding facilitates product differentintion. Marnaging a brand iy a
mafor task i marketing. The battle in the market takes place not between
companies but hetweern brands, and every firm tries best to develop its brand image.

Branding provides benefits to buyers and sellers.
To Buyer:

> A brand helps bugers in dentifying the product that they like/dislike.

> [t dentifies the marketer.

> (¢t helps reduce the time needed for purchase.

> [t helps buyers evaluate quality of products, especiallly if they are unable
to fudge a product s characteristics.

To Seller:

> A brand differentiates product offering from competitors.

> [t helps seqment market by creating tarlored images.

> [t dentifies the companies’ products making repeat purchases easier for
customers.

> [t reduces price comparisons.

> [t helps the firm introduce a new product that carries the name of one or
more of ity existing products.

> [t promotes easier cooperation with intermediaries with well-knonndbrands

> [t facilitates promotional efforts.



> [t helps in fostering brand loyalty, thus helping to stabilize market share.
> Firmns may be able to charge a premium for the brand.

3.8 New Product development Process

New product development refers to the process that goes into bringing a new
proouct to market, fiom braingtorming ar dea to understanding (f it fits into the
market, iroring it out to prototyping to final commercialization.

Although it can be a rather lengthy process that sometimes requiresiteration,
it 3 all done to ensure that your product is the best it can be before it reaches your
customers and solves their needs in the best possible way.

The 7 stages of the new product development process are:
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(Dea Generatiorn
Research

P/anm'ﬂg

Frototyping

T&fﬁﬂf

Product Development

Comumercialization

1 (dea Generation

The new product development process beging with idea generation, where you
braingtorm an dea (or deas) that will hefp gou solve an existing customer problem
i a new and innovative way. As youre coming up with ideas that will help gou solve
customer needs, ity important to have a robust understanding of your target
market and the pain points they have that you want to solve.
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Your initial idea generation stage car be as simple as saging “What if we 0idthis?”
and then they become more ROBUST during the research stage.

2. Research

Once you've developed a product idea, the next step is conducting research to
FLESH (T OUT. There are various steps you car take to do ths, like:

o Market research to understand the current sentiment in your industry andif
there are any holes that your product will fit into, and if there will even be
demardd for it.



o Competitor analysis to wderstand if customers think there are things your
com/;eﬁfor,;’ /iméact; OF fervices /acé that you can r’ncor/)omte mto your
product to better fit your target market s needs.

During this stage, you can also get early feedback from customers ahout
what they think of your ideas before coming up with a final definition for your
product. One of the best ways to get this p‘"eec)gacé i through surveys, where youcan
easily and quickly collect information fiom existing customers. A high- quality tool
like Lucky Orange can help you create these surveys, and with it you can ask
multiple chorce questions about types of products they may be interestedin, or more
open-ended questions that give you more ingight into cugtomer opinions.

This stage may include a bit of iteration because your research may tell you
that gou need to refine your original deas and adjust your research scope before
moving on to the next stage.

3. Plarning

The third stage iy planning, where gou formulate a final product
1dea/definition based on your initial dea and research arnd begin coming up with
your plans to hring it to life.

When you define your finalproduct, you llwart to begin planning for whatyou’
[l need in order to create it. For example, if you're creating a /J@;rt'a/;méact, youll
need to source the necessary materials or find production partnersthat will assist in
manufacturing.

Planning also involves coming up with a marketing strategy that will helpyou
effectively market when gour product is completed, pricing models that makesense
for your product, and that your customers will pay.

lts also critical to dentify the teams that will be involved in your product
development process that will help bring it to market, from the marketing teams
that will promote gour product to ary possible external partners that will assist with
production.

4. Prototyping

The prototyping phase is wher you come up with a sample product that isa
mock-up of what will be created during mass production.



This prototype is ofter referred to as a miimam viable product (MVP),
which i a bastc version of your tool, still similar to your final product that will elp
you get a gense of how it functions and dentify any areas that need to be improveo.

You may make multiple prototypes and go back and forth between this stage
and the testing stage before you have a finalized prototype.

5 Testing

Before launching your product you need to test it to ensure it will work as
advertised and effectively solve your customer needs. So, during this stage, you llshare
your prototypes with target audiences and ask for actionable feedback on how the
product works.

Essentially, gou wart your product to be used in situations that are simiar to real-
worl) uge cases so you know exact/g what works and what doesn't. Sometimes the
results of your testing will require you to go hack and make changes to your
prototype, as mentioned above.

Once gyou feel as thou iﬁ your prototype is finished and ready to solve your
customer needs, you ll hegin product development.

6. Product Development

This stage involves creating the final product that will be commercializedonce
completed. Youll use the ingights gained from testing your MVP to make final
touches to your prototype, and begin mass production.

Deperding on your type of business, gou U likely have a different processfor
product development. For example, if youre a SuaS business, your internal
software development or programming teams will likely work to finalize code. (fyou
create a physical product, you may outsource labhour for certain componentsand
assemble final products in your warehouse.

Whichever your process is, your plarwing stage shouldve helped you dentify
how your product development will go.

% Commercialization
The final J’thye of your wnew product Oevelopment process is

commercialization, where you introduce your products to market. This i the



culmination of your brainstorming, research, iteration, where your audiences can
finally matke use of what you createo.

You'll enact your marketing plans to make your audiences aware of your
new product, arnd enact campaigns that will entice them to become customers.

Although this is the final stage, marny businesses laench their producty and,
over time, return to make tmprovements to their products based on customer
feedback and market changes to ensure theyre always providing the best possible
customer experience.
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PRICING AND PHYSICAL DISTRBUTION

41 Price

Price is the amount that corsumers will be willing to pay for a product. Marketers
must link the price to the products real arnd perceived value, while also considering
supply costs, seasonal discounts, competitors’ prices, and retailmarkup.

A price is the (usually not negative) quantity of pagment or compensation given by
one party to another in returs for goods ok services.

4.2 Pricing obfectives

Pricing objectives are essential to consider when pinning down an deal price
potnt. You don't wart to choose what you charge for a product or service atrandom.
Without an objective, you e throwing prices at the wall and seeing what sticks.
That s no way to o business.

But landing on a pricing objective isn't always straightforward. Ano the one
gou go with typically rests on a variely of factors. Elements like timing, broader
business goals, market position, and financial circamstances can all impact your
decitions.

Pricing objectives are a framework. They can help you decide the primary
motivation for your pricing decisions.

Types of pricing objectives:
> lmproving Retention
> Maximizing Profit
> (ncreasing Sales Volume
>  Competing With Similar Companres
> Shifting Brand lmage

1 Improving Retention



Customer retention is the sum of a company s efforts to keep its existing customers
on board. (ts an essential, cost-effective process that any growing business needs to
priotitize. And implementing a strateqy to improve yours oftenthas a ot of layers.

Doing the practice right involves aspects like:

> Offering exemplary customer service
> (nvesting in a solid customer success team
> Creating customer loyalty programs

But the avenues you can take to improve castomer retention arent limited to
service — and the impact pricing can have on retention is a testament to that.

Maximizing retention is a popular pricing objective. [f you choose to go this road, you
may want to tailor your prices to retain the prestige of your product. At the same
time, you don't want to raise prices to the point of alienating current customers.
That generally translates to keeping prices relutively consistent.

2. Maximizing Profit

Maximizing profit is one of the most popular, conventional pricing o?ecmfeg.
And that makes sense — it 3 not revolutionary to point out that businesses that don 't
make money rarely survive.

Bugsinesses that price for profit often do so by raising prices and cutting costs
wherever possible. (Deallly, they want to see significant improvements in returs on
investment (ROI). Pursuing this particular pricing objective often comes at the
expense of sales volume or general revenue.

3. (ncreasing Sales Volume

Some companies set and change their pricing strategies to maximize
conversions. These businesses set prices specificalll to foster immediate, mearningful
growth. ln some cages, the endgame is getting a business off the ground — carving
out a piece of a market and settling in.

ln other cages, ar already-established business might want to claim or
maindatn a jpecific share of ity competitive landscape. They strategically adjust
their prices to account for shifts and fluctuations that could alter their place in the
market,



And sometimes, companies might adfust their prices to make concentrated
plushes to maximize their market share. (n these cases, their pricing objectives arestill
set with intention — but are a bit more indiscriminate than they d be otherwise.

4. Competing With Similar Companies

Sometimes a business needs to make a product or service more competitive
within ity broader market. Maybe, the sales volume that the comparny i raking in
int what they 0 (ike it to be. Therr company could also be losing out to lower or
higher-priced options.

Competitor-based pricing is common in saturated or competitive industries.
(t s also typical wher a product doese’t have many anique features.

Timing is essential with competitor pricing objectives. You'll also wart access
to real-time data so that you can adfust your pricing in aligrment with your top
competr’tof‘;.

Competitor—focused /m’c:’y objectives can help pull customers away firom a
competitor. They car also help a new business get traction with new cugtomers.

5. Shifting Brand mage

Pricing has a significant impact on how consumers perceive a business.
(Oeally, higher prices create an atr of prestige and luxary, while lower ones signalvalue.
But public perception doesn't always shake out how companies want it to.

If your pricing objectives centre on brand equrty, creating a long-term
strateqy &g important. While some pricing approaches can fluctuate, consistency
matters. Brand-focused pricing needs to appeal to your target audrence.

Certain prices or pricing models might leave a business with ar image it snot
particularly happy with. (n those instances, companies might look to raise orlower
prices to capture and project fresh brand dentities. That might mean changing to
brarding that your target consumers will be receptive to.

%3 Pricing policies
A pricing policy is a comparny s approach to determmining the price at whichit

offers a good or service to the market. Pricing policies help companies make sure
they remain profitable ard give them the flexibrlity to price separate products



differently. Your company might value having a well-defined pricing policy so itcan
make price adjustments quickly and take advantage of products’ strengths inone or

more markets.

Considerations for pricing policies
Companies often have different priovities when determining how to price

their products. Your new comparny might need to introduce rly services while
offering good value to consumers, or it might be a well-established and highly

profitable company that selly in a market willing to pay higher prices. The most

tmportant congiderations for pricing policies are:

. tition: Your business likely understands who its competitors are and
at they charge consumers. Pricing policies heavily congider competition
with other firms in the market.

o Profit goals: You might choose a pricing policy to meet a specific profit goal for
your company.

« Sales totaly: Pricing policies directly affect how many people buy gyour
company  product and how much they purchage.

o Fitm health: The financial circamstances of gour comparny may enable it to
priotitize market strateqy over immedrate profic, or you may need to earn
revenue as soon a3 possible to remain in business.

o Flexibility: Companies often react to market shifts by changing prices. Your
company might consider if your wnitial price enables you to respord to the
market without losing profitability.

« Government regulation: To protect consumers, the government regulutes the
pricing of certain goods and services. Depending on your industry, thismay be
irvelevant or a central concern in pricing policy.

« Method of price adjustment: (ncreasingly, comparies that sell vast amounts of
g000s may automate pricing with specialized software. Pricing policies
congider how your company tntends to change prices.

o Sales vene: [f your company sells the same product in wholesale, retar or
other venues, pricing policies may differ for eact one.



44 Methos of pricing

There are many Oifferent pricing strategres, but Competitive Pricing, Cost-
plus Pricing, Markup Pricing and Demand Pricing are four common methods for
small usiness owners to use.

L Competitive Pricing
If you are in the business of selling readily-avarluble products, then pricing
that iy similar to your competitors can be an option. (¢ iy always a good idea to

distinguish your business on something other than a competitive price, in case you
cannot maintain the volume a vendor requires, or if costs sprke suddendy.

2. Cost-Plus Pricing

ln terms of small businesses, Cost-plus Pricing is often used when the
marufacturer or creator of a product also selly at retar. Cost-plus is adding the
materials, lahor and overhead to a set profit margin to deterimine the final or total

cost of the product.
3 Mar&a/) Pricing
Markup Pricing can be considered a variation on Competitive Pricing. This

method i when a set percentage, the markap, is added to the wholesale product cost.
(t may vary by product or category.

4. Demand Pricing

Demand pricing is a more Hsky and complicated method sometimes krownas
customer-based pricing. ln this method, a retarler iy uging is or her knowledge of
congumer demard ard perceived value to create the maximam price that someone

mrght be willing to pay.

These product pricing methods should help you determine which one willwork
best for your business. Kegstone Pricing definrtely ranks as one of the easiest arnd
fastest methods. Just remember that giving attention to providing thebest customer
service can make any pricing strateqy more effective.

4.5 Distribution channe( - (levels, advartages and digadvantages)

“Chaveels of distribution refer to the different businesses or intermediaries
lined up in a chain. Through this pipeline, various goods and services of the



company will pass before reaching the customer. These charnels are retarlers,
distributors, wholesalers, and many more.”

Chanrels of distribution are also knowr as distribution charrelf.

The channels and patlways of business transmit a product or service through rt
before reaching the final user.

These charels often congist of distributors, wholesalers, retarlers, online stores,and
F0 on.

Distribution Channel Overview

Company Ecosystem

Key
Customer

Company Consumers Hardware Software

Chanuels of distribution are of three types. Each type of distribution consists
of « mixtare of the four tracks, namely wholesaler, retailer, manufacturer, and the
final customer.

The first type consists of all four channels, and it is considered the longest
among the three. For example, an alcoholic beverage manufacturer must first sellthe
product to a wholesaler who will later sell it to a retarler



i the second type, you exclude the wholesaler. Hence, the product drrectlygoes
from the manufacturer to the retarler. For example, car dealerships typically buy
cars from the manufacturer and sell them to the final customer.

The last stage is where the wholesaler, as well as the retailer, i excludeo. For
example, you can buy Apple products drrectly firom the manufacturer s retarstores.

Types of Distribution Channels

Direct
Channel
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There are three modes of distribution hased or the number of mcluded
intermedraries.

The Level One

At this level, onlly one distributor is involved. This is the typical level where
producer to retarler to the castomer is the distribution chain—{for example, clothing
(ines.



The Level Two

Level two includes producers, wholesalers, and retarlers. The product
distribution chain qoes like this: Manufacturers to wholesalers to retarlers to
customers—for example, supermarkets.

The Level Three

ln level three, the product qoes from producers to agents/brokers to
wholesalers, retarlers, and customers, for example poultry industry.

4.6 Factors to be considered in selecting a channel

Sowme of the factors that should be considered while selecting channels of
oistribution are as follows:

()  Product

W)  Market

(i) Midolermert

() Company

)  Marketing Envirormert
(vi)  Competitors

i)  Cugtomer Characteristics
(viip)  Charel Compensation.

We have to consider the following factors for the selection of channel of
distrivution:
¢ Product
Perishable goods need speedy movement and shorter route of distribution. For
durable and standardized oods, longer and drversified channel may be necessary.

Whereas, for custom made product, divect distribution to conseuner orindustrial user
may be desirable.

Also, for technical product requiring specialized selling and serving talent, we
have the shortest charnel, Froducts of high unit value are 5000 directly é travelling
sales force and not through middlemen.

. Market:

o For conswmer market, retarler it essential whereas in buginess market we
can eliminate retarling.



o For large market size, we have many channels, whereas, for small market
size Orvect selling may be proficable.

o For highly concentrated market, direct selling is preferred whereas for widely
;catterec)yané drffused markets, we have many channels of distribution.

o Size and average frequency of customers orders also influence the chanme(
decision. (n the sale of food products, we need hoth wholesaler and retarler.

Customer and dealer analysis will provide informatiorn on the number, type,
location, buying habits of consumers and dealers in this cage car also influence the
chorce of channels. For example, desire for credit, demand for personal service,
amount and time and efforts a customer is willing to sperd-areall important factors
in channels chorce.

i, Middlemer:

o Middlermer who can provide wanted marketing services will be giver first
preference.

o The middlemern who can offer maximum co-operation in promotional
services are also preferreo.

o  The channel generating the lurgest sales volume at lower wnit cost is givertop
priority.
w. Company:
o The company s size determines the size of the market, the size of ris larger

accounts and its ability to set middlemens co-operation. A large company
may have shorter charnel.

o The company s product-mix influences the pattern of channels. The broader
the product- line, the shorter will be the channel. If the product- mix has
greater gpecialization, the company can favour selective or exclusive

o‘ea/em’/n?;.

o A comparny with substandtial financialresources may not rely on middlemenand
can afford to reduce the levels of distribution. A financially weak company
has to deperd on middlemen.



o New companies rely heavily on middlemen due to lack of experience.

o A company desiving to exercise greater control over channel will prefer a
shorter charwel as it will facilitate better co-ordinatiorn, conmuricatior and
control,

o Heavy advertising and sale promotion can motivate middlemen in the
promotional campatgn. (i such cages, a longer chain of distribution i
profitable. Téa;,{;amﬁfy and quality of marketing services provided by the

company can influence the channe( choice directly.
v. Marketing Environment:

During recession or depression, shorter and cheaper charvel is preferreo.
During progperity, we have a wider choice of channel afternatives. The distribution
of perishable goods even in distant markets hecomes a reality due to cold storage
facilities in trangport and warehousing. Hence, this leads to exparndeo role of
tntermediaries in the distribution of perishable goods.

vi. Competitors:

Marketers closely watch the channels used by rivals. Many a time, similar
channely may be desirables to bring about distribution of a companyy products.
Sometimes, marketers a\eﬁ'éemteg avoid channely wsed by competitors. For
example, company may by—pass retad store channel (used by rivals) and adopt door-
to-door sales (where there is no competition).

vit, Cegtomer Characteristics:

This refers to geographical distribution, frequency of parchase, average
quantity of purchase and numbers of prospective customers.

viti,  Chernel Compensation:
This involves cost-benefit analysis. Major elements of distriution cost apart
from channel compensation are transportation, warehousing, storage insurarnce,
material handling distribution personnels compensation and interest on inventory

carried at oifferent selling points. Distribution Cost Analysis is a fast /mm'ny ard
pertaps the most rewarding area in marketing cost analysis andeontrol.



4. Charnnel conflicts (causes and overcoming conflicts)

Chavanel conflict occurs whern brards interfere with their partuers’ ability to
sefl and distribute products to castomers. It typically occurs when a brand beging
selling ity products divectly to consumers, disrupting channel partnerships with
distributors, retarlers, and agents who typically serve as intermediaries.

This happens wher channel partners, who supply a particular product or
service (manufacturers), disintermediate their current channel partners. Since
channel partners are acting as their retarlers, distributors, sales represerntatives,
and dealers, it is but right that they give the agreed compensation, especially if the
channel partners were :Mmmenfazo the closing of the deal or sale.

Unfortunately, charnel conflict car arise when manufacturing channel
partners sell their products or services directly to consumers over the lnternet or
other marketing methods. ln the end, this kind of action creates clash or grievance
among the participating channel partners and hinders harmonious cooperation
with each charnel partuer. Without a doubt, managing channel conflict must be
done ag soon ag it i discovered,

WHAT ARE THE CAUSES OF CONFLICT?

Managing charnel conflict requires you to determine the actual causes. Here are
two possible causes:

DIRECT SALES

ln the cage of direct channel conflict, you maust anderstand and determine
the cause of the conflict. Alse, know what type of channel conflict it fally under.
This way, you determine the root of the problem and the channel partners involved
in this. As a result, you know who to talk to and mediate with to resolvethe channel
conflict at hravd.

INDIRECT SALES NETWORK

On the other hand, there are a lot of unique problems fnvolving this channel
conflict cause. To prevent further damage, the channel captain must inumediately
adoress any conflict and resolve it as soon as possible.

Here are the most usual causes of charueel conflict in relation to indirect sales:



1L  MIXING DIRECT SALES WITH INDIRECT SALES

In simple terms, any charnel vendor who tries to sell drectly to the publicard
sells to channel partners as well as a channel conflict in the making. As such, it is
understandable that many channel partners will go against working with such (T
vendors. Though there are some exceptions to this, there are many more that will
end up in a conflict. So why bother to mix both, right?

2. FPROVIDING CHANNEL PARTNERS TOO MUCH CONTROL IN
PRICING

Tempting though it can be to be lax in pricing, this has to be avoideo,
especially if there are too many (T vendors and channel partners involved. What
can happer i that partners may undercat each other or sell below the agreed
pricing so they car close the deal. What do they get from such a loss? They recoupthe
loss using the value-added services. To auorﬂytér;r reason for channel conflict, you
must make it a point to know the pricing your channel partners put on your
products or services. Set rules on discounts so all verdors car price yours at the
same value and you never have to worry about being de-valueo.

3. MARKETING OR STRATEGY BLUNDERS

This channel conflict happens when the [T vendor and some channel

riners have Oiverse visions for a product or service or even the kind of market it

should be offered to. Each vendor or channel partner gives a drfferent pitch onwho

can uge the product or service and the scope that it will have. As a result, confusion

and,/or negative brard perception on your product or service i evertually formeo.

However, with clever marketing, thiy conflict can turn to your advantage ff you
successfully resolve the confusion and its resulting conflict.

4.  MORE CHANNEL PARTNERS SERVING FEWER CLIENTS

This cause of conflict happens when an [T verdor has bad geographic or
demographic targeting. ln this case, one possible thing that can happen i that the
vendors lose interest in promoting or selling your product as there arent’ that
mary clients. On the other hand, vendors themselves compete divectly wich one
another to sell your product or service. This direct rivalry can result in a bad
channel conflict and ever to you as charnel captain since they can reflect as
chanwnel mismanagement.



5. STRUGGLE TOADAPT TO CHANGE

OB procedures have been effective and have brought you this much success.
So, why bother to change? Why should you innovate yoar product or services or
how to implement policies and procedures? Charnel conflict will ariseif some charnel
partners ingist on sticking to the old ways while others follow the adaptations. As a
result, huyers are confused about who to believe and gour hrandis viewed negatively
since there & no wnity i your chawel partrers. The solution? Proactive
commuanicatiorn S0 everyone Wi;ayﬂee and o the same Jw/eJ/w'tcé.

HOW DO YOU OVERCOME CHANNEL CONFLICT?

To overcome channel conflicts when you participate in direct to consumer sales
without clushing with your distributors, you car offer the following:

1 Exclusive Products: Take advantage of products or services that are exclusively
yr'mn to you. Exclugive rtemys or gervices generate Stores, imcrease demartd for your
prooucts or services, and showease yoar brard. This way, gou avord channel
conflicty with retarlers and other resellers. Since ity exclusive to you, you aren't
competing divectly with them nor are you selling at a loss. Simplyput, you offer a
unique product ot service and you sell directly but still allow others to sell. i the end,

providing a personalized product or service requires creativity so that you can
provide ftems that are urnigue and exclusive to gou.

2. Product Giveaways: Who doesn’t (ke froehies, right? Having product
giveaways can create value for your consumers. This can encourage them to choose
your product or services, especiallly if what you offer is at par with the others in the
market. While some will go after your freebie, once the product or service is tested
and they (ike i¢, they will buy more even if the ficebie is not avarlable anymore. As a
result, you sell your product, your verdor sells your product, and your consumers
are happy with your product. Evergone s happy! Asa result, you manage charnel

conflict,

3. Kits and/or Bundle Set: This is very appealing to your customers so it almost
always works. Combining products or services at a reasonable price allows your
partners to sell these kits and sets and allows your consumers to havemore of your
product or service.



To conclude, how you overcome channel conflicts can vary from case to case. But
what i tmportandt is that you mast be fair and open in your dealings. Flus, there has
to be a sincere commitment to further the success of your channel partners’
businesses and not fust yours. After all] this is what a commanity is all about. For it
members to help eact other out to attain success together.
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PROMOTION

5.1 Elements of the Promotion Mix:
A promotional mix i an allocation of resources among five primary elements:

1. Advertising

2. Public relations or pablicity

3. Sales promotion

4. Direct martketing

5. Personal selling
L Advertising.

Advertising i any paid form of media communication. This includes printads

. magazines, trade journaly and newspapers, radio and TV anouncements,
Web-based visibrlity-buiding, and billhoards. Advertising is a nonpersonal

promotional activity because the seller has no direct contact with the potential
customer duting the commanrcation process.

2. Sales Promotions.

ln-store demonstrations, displays, contests and price incentives (50 off,
buy-one-get-one-fiee) are sales promotion techniques.

3. Public Relations.

These activities promote a positive image, generate publicity and foster
gooowill with the intent of increasing sales. Generating favorable media coverage,
hosting special eventy and sponsoring charitable campaigns are examnples of public
relutions.

4. Direct Marketing.

A form of advertising aimed drrectly at target customers (wsually i their
homes or offices) that asks the receiver to take action, such ag ordering a product,



clipping a coupor, phoning a toll-free number or visiting a store. Catalogs,
coupon madlers and letters are common forms of direct marketing.

5. Personal Selling.
Face-to-face communication between buyer and seller.
5.2 Basics of Advertising (5M%)

During the advertising process, each part of marketing and advertising canbe
tmportant to anderstand in the marketing department. The 5 M of advertisingare
elements of advertising that can felp show the tmportance of advertising, including
how an advertisement works and what limetations or extensions it might have. By
learning more about these five principles, you can el teack your departmert how
to best improve the effectiveness of your advertising effort.

The five M can all help a department wnderstand how to develop brands,
market toward a target market and burld a strateqy for future profits. The five Msof
advertising are as follows:

Mission

The marketing mission is what a department wants to complete with an . [t
can be to sell a product, promote a service, and develop a brand or more company
objectives. [t could inform the customers of the defivery stages of a product, such as
one that &g still in development. Ever if a product is unreleased, advertisements can
still promote the product through a dual mission goal. Advertisements that both
promote and give detary abhout a product accomplish two mission goals: to describe
the product to customers and to garner interest in the product for potential buyers.

Both of these qoals serve similar objectives but complete Orfferent
requirements. A mission car alfo persuade cugtomers to aim for a particular hrandin
the product. This could be, for example, used in an advertisement for a popularbrand,
when it mentions another hrand within the same company. Companies canuse one
product to advertise another to fulfill a specific migsion. A mission can also be
simply to keep customers informed ahout the product, to keep them thinking about
it in a repeated patters.



Money in the five M of advertising concerns all the 6“%6(&' for collective
advertising. This can apply to the media used, the geography of the advertising and
the demographics the agfeﬂtr;vrhy targets. This can also concers how long the
advertisements run, and with what products they associate with. Depending on

mary of these factors, ar advertisement could he more or less expensive and effect
the overall buoget.

Message

The message of an advertisement i the medium from which the
advertisement speaks or delivers to the target audience. Messages generate wrthin
departments in different ways before the chome avarlable to the carrent audierce.

(nductive message generation allows z{;!he;; leaders and department heads to
brainstorm before ﬁ@r@ on a final message. Deductive reasoning in message
creation attributes message purposes to rational, sensory and socral values of
customer. Both of these methods acknowledge and rely on message executior, which
i the format in which a message delivers to a customer.

Media

Media is the medium through which advertising conveys. When choosinghow
to convey an advertisement, members of the department focus on the reach,impact
and frequency of the medin while considering the advertisement itself. They also
determine the mode of media by what is avarluble to the company, including what
resources they have to develop and mass produce the medva, if necessary. Once they
congider these factors, they choose the media veficle and the media vehricle s timing,
or frow long the media add projects to the audience.

Measurement

Measurement iy a post advertisement st of activities that measures how
effective arn advertisement was to the target audience and for the product. Using
research and analysis tools, a team can determine the problems and improvement
potentialy that they car accomplish to encourage advertisement development. This
step helps increase overall profitabrlity of an advertisement arnd can hefp improve
advertisemerds i the future.



5.3 Sales Promotion

A sales promotion i a marketing strateqy where a business will use short-
terim campargns €0 spark interest and create demand for a product, service or other
offers.

Sales promotions car have many objectives and deal outcomes, which wewill
explore in detarl throughout this article.

Primarily, sales promotions are used to motivate huying behavior or triggeran
uptick in purchases in the short term, in order to reach a benclmark or goal.
Although the immediate purpose of a sales promotion is an uptick in sales, thereare
plenty of other benefits to building out a strategic sales promotion technigue with
your marketing team.

5.4 Events & Experiences

Event marketing describes the process of developing a themed extibic, display,
or presentation to promote a /)ﬂoéact, Jervice, cauge, or orgaruzation. [t ézuemye,;
rh—per;on engagement to connect with customers.

Events can occur ondine or offline. You can participate in, sponsor or hostan
event yourself. Using events as a marketing channel gives potential customers a
unique, first thar dinter action with your company, giving them a true sense ofits
focus, perspective and personality.

Event marketing can benefit your business in a variety of ways:

Build brand presence before, during or after ar event
Generate leads

Raise brand value

Create new opportunities

Promote a specific product or feature

(ncrease customer engagement, satisfaction, and retention

Planning events can also give your partners and sponsors a tactical and
visible engagement poiut to enforce therr own returs on investment (RO().

Bugers now go about making purchesing decisions at their own rate, after
careful consideration. As a marketer, you must be ready to seize every



opportunily to start a relationship, generate goodwrl, and earst the trust of
prospective cugtomers.

Whle there are less time-consuming and costly methods of marketing out there,
incorporating event marketing into your overall strateqy can pay dividends when
connecting with buyers on a meardngful level.

55 Public Relations & Publicity

Public relations (PR) is the process of maintaining a favourable image and
burlding beneficial relutionstips between an  organization and the public
communities, groups, am}/eop/e it gerves. Unlike advertising, which tries to create
favourable impressions through paid messages, public relutions does not pay for
attention arnd publicity. lnstead, PR strives to earn a favourable image bydrawing
attention to newsworthy arnd attention-worthy activities of the organization and
ity customers. For this reason, PR is often referred to as “free advertising.”

In fact, FR is not a costless form of promotion. [t requires salaries to be pard
to people who oversee and execute PR strateqy. [t also involves expenses associated
with events, sponsorships and other PR-reluted activities.

The Purpose of Public Relations

Like advertising, public reluations seeks to promote organizations, products,
services, and brands. But PR activities also play an important role in dentifying
and building relutionships with influential ndividuals and groups responsible for
shaping market perceptions in the industry or product category where an
organization operates. Public relations efforts strive to do the following:

o Build and maintain a positive image
Inform target audiences about positive associations with a product, service,
brand, or organization

o Maintain good relationships wich influencers—the people who strongly
influence the opinions of target audrences

o Generate goodwrll among consumers, the media, and other target
audiences by raising the organization s profile

o Stimulate demand for a product, service, dea, or organization

o Head off critical or unfavourable media coverage



5.6 Direct Marketing

Direct marketing is a type of advertising that seeks to achieve a specific
action among a selected group of consumers (such as placing an order, visitinga
welsite, or requesting information). The method of communication by the
advertiser or marketer can take many Oifferent formats, like Oirect mar
telemarketing, or through social ads. One of the most interesting methods i direct
emar marketing.

An essential agpect of direct marketing is that the consumer response i
measarable. For example, if you offer a discount for an online store, you should
include some kind of cookie or pixel to let you know if the user hag used the code.

Segmentation and Upgraded Loyalty
Targeting Strategies

Direct Marketing

Tested and

Incraased Sales Analyzed Results

Direct marketing allows you to promote your product or service divectly te
your target audience and measure the results quickly, but the benefits go far beyord
the 6 outlined below.

L High seqmentation and targeting:

You can reach gour specific audrence seqments with personalized messages.
To be successful, you should invest time in researching and entifying the
congumers who are mogt likely to convert.

2. Optimize your marketing budget:



Targeting online direct marketing to a pecific audience allows gou to set
realistic goals and improve sales on a tight budget. (f you properly optimizeyour
direct marketing campatgr, you will actieve results w:’tz only a small percentage of
the cost of traditional advertising.

3. Increase your sales with curvent and former clients:

Direct marketing lets you commanicate with your current customers tokeep
the relutionstp alive while continuing to bring value. (¢ also allows youto get back
tne touch with old customers and generate new sales opportunities.

4. Upgrade your loyalty strategies:
Direct contact with your cugtomers allows you to cuftonuze your promotions
and email content to their needs. To maximize results, you can combine your direct

marketing methoos with your loyalty program.

5. Create new business opportunities:

Direct marketing allows gou to adapt to market demands at all times and
respond more effectively.

6. Tests and analyses the results:

Direct marketing campaigns give you the opportunity to measure your results
and make decisions in real-time.

5.7 Interactive Marketing

lnteractive marketing is a one—to-one marketing practice that centers on
moividual customer and progpects’ actions. Interactive marketing involves
marketing initiatives that are triggered by customers’ bekaviors and preferences; for
this reason, i€ i a major Sift from traditional campaign-based marketing efforts.
A customer-centric strateqy, mnteractive marketing imvolves reacting to customer
actions and striving to meet their expectations and demands.

Types of Interactive Marketing

Interactive marketing includes many types of initiatives. Marketers may
interact with customers via Oynamic content such as visual storytelling,
personalized content, layered information, and two-way interaction. No matter
which type of interactive marketing initiative you implement, the qoal is to make
content engaging and relevant for customers.



o (nteractive Storytelling — Marketers can seize opportunities to be asdynamic
with content as possible; this may mean adding an animation ortnfographic
to a blog post or creating native ads rooted in storytelling thatincorporated
mixed media elements. Break up long-form posts cm; advanced landing
pages with text oivisions, video and audio clips, and interactive components
that allow shating and discovering moreinformation.

o Personalized Content — Use advanced technology to gain ingights into
customers’ demographics, geographic data, lifecycle information, ard more
to deliver personalized, relevant content and offers. When you knowas much
as you car about your customers as wmdividuals, you can create the most
meaningful experiences for them. Customers will relute to the content more
fully when it iy personalized appropriately, and they will be more apt to
interact with the content by shaving .

o Layered Information — Educating customers has become a top priority for
marketers, and interactive marketing iy a smart way to layer in tnformation
for consumers by delivering detailed content in increments. Marketers have
the ability to tell brand stories by providing snippets of information in
easy—-to-read quick takes and then delivering more Oetarled, informative
content in other layers to audience members who want to know as much
about a topre as possitle.

o Two-Way (nteraction — Two-way interaction initiatives are at the heart of
interactive marketing because they give consumers a vehicle for active
participation. For example, interactive tooly such as quizzes, calculators,
branching content, games, and interactive videos provide a more powerful
experience for the audience.

5.8 Word of Mouth Marketing and Personal SellingWord
of mouth marketing:

Word-of-mouth marketing (o+ WOM marketing) is when a consumery
tnterest fn a companys product or gervice i reflected in their darly dialogues.
Essentially, it is free advertising triggered by customer experiences—and usually,
something that goes heyond what they expecteo.



Word-of-mouth marketing can be encouraged through Oifferent publicity
activities set up by companies or by having opportunities to encourage consumerto-
consumer and consumer-to-marketer communications. Alo referred to af
‘word-of-mouth advertising,” WOM marketing includes buzz, viral, hlog,

emotional and social medin marketing.

o Word-of-mouth marketing (WOM marketing) happens wher consumers talk
about a company 3 product or service to their friends, family, and to others
with whom they have close relations/ips.

o WOM marketing is one of the most powerful forms of advertising ag 88%of

congamers tragt their friends’ recommendutions over traditional medva.

° Compam’e; can encourage wom maréeﬁr«ry @ exceedr’ny exyiectatrbm on a
product, providing good customer service, and grving exclugive information
to congumery.

o The Word of Mouth Marketing Association (WOMMA) cites the best
word-of-mouth marketing strategies af being honest, credible, social,
repeatable, measurable, ano respectful.

o WOM maf‘éetr?y includes various marketing technigues, such as buzz, blogs,
and social media marketing.

Eighty-eight percent of people arownd the world said they trast
recommendations from fiiends and family (earned media) above all other forms of
advertising. This shows fust how effective word-of-mouth marketing casn be.1

Consumers are more emotionally honded to a company when they feel they
are (istened to by the company. That is why many comparies will have sales
7@9&:@(&/@ discuss their products and services with consumers personally or
through a feedback phone line. This kind of interaction, as well as promotional
events, can stimulate conversations about a compcmy.’; /deact.

There i a significant temptation to fabricate word-of-mouth marketing.
Accordingly, the Word of Mouth Marketing Association (WOMMA) crafted a
code of ethics checklist for the industry, advising that the best word-of-mouth
marketing strategies are credibtle, social, repeatable, measuarable, and respectful
and there is no excuse for dishonesty.2



WOM marketing expert Andy Sernovitz has boded down WOMMA s code
of ethics into three key rules to avoid issues:

o Say who you are representing (always disclose a relationship)

o Say only what you believe (be honest with an opinion)

o Never lie about who you are (he honest about your dentity)
Personal Selling:

Personal selling is also kuown as the act of convincing a customer to huya
giver product or device. [t i alo congidered to be one of the most costly and
effective promotional methods that are ever seen. [t is effective as there is a face-
to-face interaction observed between the seller and the buger whict helps the seller
to change their promotional technigues used as the situation asks for. (f you have
been wanting to know more about Personal Sefling - Concept, lmportance,
Advardages, and Limitations then now you can check out thiy article through
Vedaretu to get a detarled view on personal selling and the concepts that are involveo.

Personal Selling is yet another type of selling initiative by the business
companies, a way to persuade the local people to try their products. Fersonal
Selling i sarely one of the distinctive methods which are used by the selling
strategists to achieve their goal of selling a destined quantity of sales.

Personal selling is face-to-face selling where one person who is the salesman
tries to convince the customer to buy a product assigned by the company. [t s a
promotional activity by which the salesperson uses s or her skills and abilities to
persuade people to huy the product therehy in an attempt tomake a sale.

Here, the salesperson tries to highlight the features of the product to
convince the customer that the product will hold benefits in the long term. However,
getting a customer to buy a product i not always the motive betind personal selling,
this personal selling is also done to make the customers aware of new products in the
market.



5.9 Factors affecting the promotion mix.

The management must consider the following factors in determining the
promotion mix, these are:

1 Nature of Product:

The orfferent type of product requires different promotional tools. Such as,
for the industrial products Viz. Machinery, equipment or lard personal sellingis more
appropriate as a great deal of pre-sale and after-sale services is required to sell and
install such products. On the other hand, advertising and publicity aremore suitable
for the consumer goods, especially the convenience goods.

2. Nature of Market:

The number and location of customers greatly influence the promotion mix.
ln case the group of potential customers is small and are concentrated in a
particular locality, then personal selling is more likely to be effective. Whereas, if
the customer base is large and widespread, then the blend of advertising, personal
selling, and the sales promotion is required to sell the product.



Also, the type of customers influences the managerial decisions of the
promotion mix. The type of promotion for the arbar, educated and insticutional
customers would he Oifferent as compared to the raral illiterate and household
customery.

3. Stage of Products Life:

The promotion mix changes as the product moves along it life cycle.
During the introduction stage, the principal objective of the promotion is to create
the primary demand by emphasizing the product s features, utility, ete. therefore,
the blend of advertising and publicity is required. As the product reaches ity
maturity stage the advertising and personal selling is required to marntain the
demard of the customers.

And finally, during the decline stage the expenses on other promotional
activities are cut, and more emphasis is laid on sales promotion with the intent to

push up the declining sales.
4. Avedability of Funds:

The marketing 6«?# also decides the promotion mix. (f the funds avadlable
for the promotion are large, then the blend of promotional tools can be used,
whereas in the case the funds are limited then the management must choose the
promotional tool wisely.

5. WNature of Technigue:

Eacth element of the promotional mix has unique features that significantly
influences the purpose of promotion. Such as, the advertising is are tmpersonal
mode of commaunication that reaches a large group of customers. [t expression can
be amplified with the use of colors and sound that helps in developing the long lasting
brand image in the minds of the customer.

The Personal selling involves face to face interaction that hefps in developing
cordial arnd personal relations with the customers. Likewise, the sales promotion is
short-term incentives giver to the customers with the itent to boost sales for a
shorter period of time.



6. Promotional Strategy:

The promotion mix largely depends on the company s promotional strategy, i
e. whether it accepts the Push Strategy or a Pull Strateqy. (n a Pushstrateqy, the
manufacturer forces the dealers to carry the product and promote ft to the
customet, i.e. convince the potential buyers to buy it. Here, personal sellingand trade

promotion are likely to be more effective.

ln the case of a Pull Strateqy, the consumers ask the dealers to carry the
product, ie. customers themgselves purchase the product. Here, advertising and
consumer promotion are more appropriate.

% Readiness of Buyer:

Different promotional tools are required at Oifferent stages of bugyer
readiness. Such as, at the comprehension stage, the blend of advertising and
personal selling plays a vital role. Whereas at the conviction stage, personal sefling is
more effective. At the time of sales closure, the blend of sales promotionand personal
selling is likely to be more effective.



