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Message for the Students

Dr. Babasaheb Ambedkar Open (University is the only state Open University,
established by the Government of Gujarat by the Act No. 14 of 1994 passed
by the Gujarat State Legislature; in the memory of the creator of Indian
Constitution and Bharat Ratna Dr. Babasaheb Ambedkar. We Stand at the |
seventh position in terms of establishment of the Open Universities in the |
country. The University provides as many as 54 courses including various |
Certificate, Diploma, UG, PG as well as Doctoral to strengthen Higher
Education across the state.

On the occasion of the birth anniversary of Babasaheb Ambedkar, the Gujarat government secured a
quiet place with the latest convenience for University, and created a building with all the modern
amenities named ‘Jyotirmay’ Parisar. The Board of Management of the University has greatly contributed
to the making of the University and will continue to this by all the means.

Education is the perceived capital investment. Education can contribute more to improving the quality of
the people. Here | remember the educational philosophy laid down by Shri Swami Vivekananda:

“We want the education by which the character is formed, strength of mind is
Increased, the intellect is expand and by which one can stand on one’s own feet”.

In order to provide students with qualitative, skill and life oriented education at their threshold. Dr.
Babaasaheb Ambedkar Open University is dedicated to this very manifestation of education. The
university is incessantly working to provide higher education to the wider mass across the state of Gujarat
and prepare them to face day to day challenges and lead their lives with all the capacity for the upliftment
of the society in general and the nation in particular.

The university following the core motto ‘4<Tocool: URHHA ¢ dU: does believe in offering
enriched curriculum to the student. The university has come up with lucid material for the better
understanding of the students in their concerned subject. With this, the university has widened scope for
those students who

are not able to continue with their education in regular/conventional mode. In every subject a dedicated
term for Self Learning Material comprising of Programme advisory committee members, content writers
and content and language reviewers has been formed to cater the needs of the students.

Matching with the pace of the digital world, the university has its own digital platform Omkar-e to
provide education through ICT. Very soon, the University going to offer new online Certificate and
Diploma programme on various subjects like Yoga, Naturopathy, and Indian Classical Dance etc. would
be available as elective also.

With all these efforts, Dr. Babasaheb Ambedkar Open University is in the process of being core centre of
Knowledge and Education and we invite you to join hands to this pious Yajna and bring the dreams of Dr.
Babasaheb Ambedkar of Harmonious Society come true.

Prof. Ami Upadhyay

Vice Chancellor,

Dr. Babasaheb Ambedkar Open University,
Ahmedabad.
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1.1 Introduction

There is marketing everywhere, and it impacts our daily lives in every way.
People and organizations engage in a variety of actions, both formally and
informally, that fall under the umbrella of marketing. Any social and
management process that creates, offers, and exchanges valuable products to
help people and groups achieve their needs and desires is referred to as
marketing. There are two sides or parties in the marketing system. The industry
wants to maximize earnings and, eventually, wealth, while the market wants to
acquire goods and services. Dealing in this way helps both sides get what they
want. "Promotion" is the term for industry-side communication, and feedback is
typically how the industry gathers information. Effective marketing is the
consequence of careful preparation and performance. It is a science as well as an

art.



1.2 Definition of Marketing

The market is "a place and region where buyers and sellers are in free

competition with one another,” according to Pyle.

"A market is made up of all potential customers who share a certain need or want
and who might be willing and able to engage in exchange to satisfy that need or

want," according to Philip Kotler.

The American Marketing Association (AMA) states that marketing is the
execution of commercial operations that guides the movement of goods and

services from manufacturer to customer or user.

The focus is on the products. The American Marketing Association defined
marketing in 1985 as "the process of developing and implementing the creation,
pricing, marketing, and distribution of concepts, products, and services to create

relationships that meet the needs of the company and of the person.

"Marketing" refers to the activities a company does to persuade consumers to
buy or sell its products. Businesses use marketing, which frequently involves
advertising, to sell products and services to customers, other businesses, and

organizations.

Marketing management is the process of organizing and carrying out marketing
initiatives for a company. It includes establishing objectives, conducting market
research, developing campaigns, and overseeing content. By cultivating

relationships with customers, the objective is to boost sales and profits.

1.3 The five most significant ideas in marketing

The idea of "concepts of marketing" refers to a wide range of ideas or tactics

used to sell a good or service.

These concepts are the primary rules that marketers follow. They are the building

blocks for coming up with plans and actions to reach marketing goals.
Five main ideas make up the basis of marketing:

The idea of production



The idea behind the product
The idea of selling

The idea behind marketing
The idea of social marketing

Many believe that marketing is the same as selling or advertising. Indeed, these
are components of marketing. However, advertising encompasses much more
than simply advertising and selling. Marketing is a series of interconnected
activities, and decisions in one area affect those in another. The real process of
producing things or rendering services does not include these activities. Instead,
they are a component of marketing, which is a more extensive process. However,

let's first define the term "market" before talking about marketing.

Any individual, group, or organization with an established or prospective
exchange relationship is considered a market. Customers are at the center of both
the beginning and the conclusion. Creating exceptional value for customers and
providing excellent customer satisfaction levels are at the heart of modern
marketing. Businesses today need to know what their customers want, conduct a
lot of research, come up with exceptional products at a fair price, and make them
easy for people to find. At that moment, their products will only be in high
demand and will always sell out. The goal of marketing is to acquire customers.
It means making money while keeping customers satisfied. The two goals of
marketing are to bring in new customers by giving them a lot of value and to

keep current customers by making them satisfied.

Any social and management process that creates, offers, and exchanges valuable
products to help people and groups achieve their needs and desires is referred to
as marketing. In the marketing system, there are two parties or sides. The
market's goal is to obtain goods and services, but the industry's goal is to
maximize profits and, eventually, wealth. Both parties achieve their goals by
dealing in this manner. Promotion is the term for industry-side communication,

and feedback is typically how the industry gathers information.

The word "marketing"” involves several different ideas. From the creation of the
products to their consumption, it involves all activities. Marketing activities



include everything in between, including design, price, promotion, distribution,

transportation, and storage.

1.4 The Process of Exchange

The main idea behind marketing is exchange, which is getting the goods you

want from someone by giving them something in return. For

Five things must be true for there to be a chance of exchange:

1. There are at least two people involved.

2. Each side has something that the other side might want.

3. Each side can talk to and deliver to the other.

4. Each side can choose whether or not to accept the offer to exchange goods.
5. Each side thinks it is right or beneficial to work together.

The actual transaction will only happen if both sides can agree on terms that will
make them both better off than they were previously. Therefore, exchange is a
process that creates value. Exchange is a process, not an event. Negotiation is
seen as an exchange, where both parties try to find a mutually agreeable term.
We say that a transaction happens when this agreement is made. A transaction is

when two or more people trade something of value.

1.5 The Fundamental Concept of Marketing

A fundamental set of concepts supports an understanding of marketing
management principles and the development of a broad marketing approach. The
marketers need to know the basics, like what customers want and need, what the
market has to offer, what value and satisfaction indicate, and how sales and

relationships work.

e Customers Want, Need, and Demand

Human needs are the main idea behind all marketing initiatives. Needs are the
essential things that people need and are feelings of not having enough. To stay
alive, people need food, air, water, clothes, and a place to live. People also have
great needs for education, entertainment, and relaxation as well as these basic



demands. When these needs are directed toward specific things that might meet
them, they turn into wants. For example, a person in India needs food, but they
can want rice, roti, and vegetables. A person in another country, on the other
hand, needs nourishment but could desire a pizza. Thus, our society shapes what

we want. The goal of marketing is to meet people's needs and wants.

Demands are wants for certain things that people can afford. Many people want a
BMW for a car, but only a few are ready and able to afford one. Marketers need
to know not just how many people desire their product, but also how many

people would be willing and able to buy it.

e Product or Market provides

Companies or marketers meet the needs of consumers by offering a product.
People get what they need and want with goods or services. The offering is also
known as the value proposition, which is a list of benefits that they give to clients
to meet their needs. The product or service makes the intangible advantages
actual. Goods, services, experiences, events, and knowledge are the main

categories of things that people provide.

A brand is something that comes from a well-known source. People have a lot of
ideas about a brand name, like the fast-food chain that builds up their perception
of it. All businesses want to make sure that customers have a strong brand

picture in their minds.

e Value and satisfaction for customers

If the customer gets value and happiness from the product or service, it will be
successful. Value is the total of the perceived expenses and rewards, both real
and intangible, to the customers. The buyer decides which option to choose
based on how much worth he or she thinks it has. So, value is the ratio of what
the client gets to what he gives. Value is a key marketing concept that includes
things like quality, service, and price. The "customer value triad" is another name
for this. Satisfaction is how a person feels about how well a product meets their
expectations. The customer is happy if the performance meets their expectations.



The consumer is unhappy if the performance doesn't meet their expectations.

And when performance exceeds expectations, the customer is happy.

e The methods for marketing

A marketing Method is the way that marketers get to their target market. The
marketer uses three types of marketing channels to reach the target market:

communication channels, distribution channels, and service channels.

Communication channels are used to get messages from the people you want to
buy from. Some ways to talk to people are through newspapers, magazines,
radio, TV, the internet, billboards, posters, fliers, and so on. Marketers employ
distribution media to show, sell, or deliver the product or service to the customer.
These are distributors, wholesalers, agents, and retailers. The marketer also uses
service channels to do business with those who might want to buy anything.
Service channels are places like warehouses, banks, insurance companies,

transportation companies, and others that help with the transaction.

e Competition

Competition involves all the existing and future goods and services that a buyer
might think about as alternatives. More and more marketers are trying to make
their products more valuable to customers, which is making the competition

tougher.

e The marketing environment

There are two aspects to the marketing environment: the task, the atmosphere
and the big environment. The task environment includes all that goes into
manufacturing, selling, and promoting the offering. There are six parts to the
broad environment: the demographic environment, the economic environment,
the physical environment, the technological environment, the political-legal
environment, and the social-cultural environment. Marketers need to keep
updated on what's going on in these areas and change their marketing plans as
needed. From the Customer Feedback, they can get a clear-cut idea about the

market.



1.6. Selling and Marketing Concepts

Successful marketing management involves developing and carrying out
strategic marketing plans, processes, and initiatives that support larger business
objectives. To do this, it is necessary to use consumer information, analyse

metrics, and optimize internal processes.

The concept says that as long as a buyer can be convinced by effective
advertising, sales promotion, and marketing, they will typically not buy the
product. It indicates that without sales marketing, even the most outstanding
products cannot guarantee sales. Thus, a marketing concept implies that products
are not purchased but instead of sold using forceful marketing, strong marketing
for sale, and selling. The sales-oriented thinking of marketers is changed by this
idea.

It offers commercial interactions a human touch.
It increases the buyer's trust in the supplier.
It offers prospective purchasers of the product.

The concept is used in political parties, offices, college admissions, and non-
profit organizations.

This plan is all about figuring out what prospective customers want and then
making products that fit those wants. The concept highlights that understanding
the requirements, wants, and values of potential customers should be the main
objective of every business activity. The target market, client requirements, and
profits from multichannel marketing should all focus on enhancing customer
satisfaction. Many people who are constantly exposed to advertising and
personal selling come to associate marketing with sales or believe that marketing
activities begin after products and services are manufactured. Although selling
and advertising are undoubtedly part of marketing, they include a lot more. In
addition, marketing includes assessing client needs, gathering data required to
develop and manufacture products or services that meet buyer demands, and
creating and maintaining connections with suppliers and customers. This popular

consumer expression, "Don't tell me how excellent your product is, but tell me



how useful it will make me," represents the difference between marketing and

selling.

1.7 The Marketing Functions

Marketing is connected to the buying and selling of goods and services. Goods
and services are brought to people through marketing. The customers, in the end,

meet the demands and wants of consumers.

But marketing isn't just a simple exchange. There are a number of things that
happen throughout this exchange of goods and services. From the point of view

of management, marketing functions are as follows:

e Collecting and studying information on the market:

One of the most important things a marketer does is collect and evaluate market
data to figure out what customers want and make decisions that will help sell
products and services. Market knowledge not only tells the business what its
consumers want and need, but it also helps the organization believe what its
strengths and weaknesses are and what possibilities and hazards there are in the

environment.

e Planning for marketing:

Making marketing plans is another key job for a marketer. To reach the

organization's marketing goals, this is important.

e Product design and development:

Marketing also has the vital job of designing and developing products. The
product's design helps it look good, affects how well it works, and could provide
it with an edge over its competitors. Planning the design of the product needs to

take enough time.

e The establishment of standards and grading:

Standardization means making items to a set standard, and grading means putting
goods into groups based on certain important traits. Standardization is an

important aspect of marketing because it makes sure that items meet certain



quality, price, or packaging requirements. Grading makes sure that products are

of a certain quality and helps businesses get higher prices for better products.

e Packaging and labelling:

Packaging and labelling have become quite important in marketing. Packaging is
not only a way to protect things, but it is also a way to promote them. Most of the
time, buyers estimate the quality of a product based on its packaging and

labeling.

e Branding:

The person who sells the products must also choose whether to sell them under a
brand name or a generic name. The brand name sets the product apart from its
competitors and helps make it stand out.

e Support for consumer services:

One of the most significant parts of marketing is providing customer support
services such as after-sales service, technical assistance, addressing customer
complaints, maintenance services, and giving customers information. These
services assist in building brand loyalty and are also good at getting people to

buy from you again.

e Product price:

The pricing of a product is a big part of what makes it sell well. Advertisements
need to carefully think about all the parts when they establish the price of a

product.

e Promotion/Offers:

To promote a product or service, you need to tell customers about it and
convince them to buy it. A marketing manager has to make a lot of important

choices about things like the promotion mix and the promotion budget.

e Direct physical distributions:

Another important issue for marketing managers is how to handle the
distribution of the products. There are mainly two big decisions that need to be

made:
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(a) Choice about the channel of distribution

(b) Physical movement of the product from the site where it is made to the place

where it is eaten.

e Transportation costs:

Since the producers and consumers are in different places, the goods need to be
moved from one point to another. Organizations need to look at their mobility
needs and make decisions about things like the type of transportation, the cost of

transportation, and other related concerns.

e Storage space or warehousing:

To keep the flow of goods in the market going smoothly, the goods need to be
stored properly. Storage is also necessary to meet the needs of clients in the
market, which is why it is an important part of marketing. However, the job of
storage might be done by different organizations, such as manufacturers,

wholesalers, and sellers.

1.8 Importance of Marketing

Marketing is extremely important for both the company and society as a whole.
These points show how important marketing is:

1. It helps firms create more revenue, which is what they want most.
2. It helps companies figure out what they can offer in the marketplace.

3. It is a source and a way to get new ideas. Marketing helps you figure out what

customers want and create new items and services to meet their requirements.

4. 1t is a way to raise the level of living by making sure that the financial system
has a continuous supply of goods and services. It is not the only thing that affects
the standard of living, though. Marketing is a means to turn money and things

into something useful.

5. Marketing, through its different behaviours and tasks, offers a beneficial
offering to millions of people at work. Different people or agencies do each

marketing job, which creates a lot of jobs.



6. Marketing is an important connection between producers and consumers. It
connects the two wheels of a nation's economic tools. By knowing what

customers want, marketing keeps the economy secure.

1.9 The Marketing Concept & the Holistic Marketing Concept

The marketing concept came about in the 1950s. It says that the main job of a
business is to study and understand what potential customers need, want, and
desire, and then make things based on what you learn. So, businesses went from
a "make-and-sell" attitude to a "sense-and-respond” philosophy. The marketing
idea says that the only way to reach your business goals is to be better than your
competitors in creating, delivering, and communicating better value to your

target market.
The Holistic Marketing Concept

Over time, businesses have come to understand that the dynamics and trends are
constantly changing and that there is no one right way to solve challenges. The
top marketers today know that they need to go beyond standard marketing ideas
and have a more complete, thorough, and unified approach. The holistic
marketing concept is centered on creating, designing, and putting into action

marketing plans, processes, and activities.

Holistic marketing is a way of thinking about business that sees it as a whole and
gives everyone and everything associated with it a common goal. This is a way
to market that lets each and every department work hard to make sure that one
objective is achieved at a time. Every department or function, from research and
development to human resources to operations to sales, should have a single

objective.

Holistic marketing recognizes the importance of "all things™ in marketing and
emphasizes the need for a comprehensive, integrated approach to achieve
optimal results. The holistic approach to marketing posits that everything

transcends the mere amalgamation of individual components.
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1.10 Conclusion

The word "market™ means "a place in which business is done.” We know five
kinds of markets: government, business, consumer, global, and non-profit.
Marketing involves finding out what people and society need and then satisfying
those requirements. Exchange means getting a product you want from someone
by giving them something in return. The sale or purchase is the arrangement that
the buyer and seller make with each other. A need is a need or wish that can be
psychological, physical, or both for safety, for self-esteem, or for self-
actualization. Focusing needs on specific items that could satisfy them
transforms them into wants. When someone is interested in purchasing a thing
and has enough cash to do so, that is demand. Companies meet demands by
offering products or services, which are things that people want or need. Value is
the sum of the costs and benefits customers expect from a product or service.
Satisfaction is how a person feels about a product's performance compared to
what they expected. The marketing channel is the route that marketers use to get
to their target market. The manufacturing process is the path that goes from the
starting point to the parts to the finished product that the customer receives.

% Exercise
Descriptive Questions:
1) Explain the five most significant ideas in Marketing.
2) Explain the Fundamental Concept of Marketing.
3) Explain the Functions of Marketing.
4) Explain the Importance of Marketing.
5) Explain the Marketing Concept & the Holistic Marketing Concept.



UNIT-2 MARKETING STRATEGIES, PLAN AND
CUSTOMER ANALYSIS

2.1 Introduction

2.2 Meaning and Objectives of Marketing Strategy

2.3 Key Elements of Market strategies

2.4 Marketing Plan

2.5 Contents of a Marketing plan

2.6 From Marketing Plan to Marketing Action

2.7 Customer Analysis

2.8 Understanding of customers satisfaction and loyalty

2.9 Relationship between Marketing Strategies, Marketing Plan and

Customer Analysis
s Exercise

2.1 Introduction

In today’s highly competitive and dynamic business environment, companies
should not rely solely on insight or short-term promotional tactics; instead, they
should develop well-researched marketing strategies that guide their long-term
direction and establish a strong market position. A marketing strategy provides
the framework for achieving organizational objectives, such as increasing sales,
building brand loyalty, and driving sustainable growth for the company. These
strategies must translate into actionable marketing plans to make the strategies
more effective. It combines strategic vision with detailed planning. Due to this,
companies can allocate resources effectively, adapt to market changes and
measure performance effectively. Customer analysis is also important, which lies

at the heart of every successful marketing initiative.

13
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2.2 Meaning and Objectives of Marketing Strategy

For effectively targeting customers, marketing strategies refer to the
comprehensive plans and actions that companies might take to promote, sell, and
distribute their products and services. The main objective of designing these
strategies is to help a company gain a competitive edge, meet customer needs,
and achieve its overall goals.

In simple words, we can say that the process of formulating, implementing, and
evaluating plans that are aimed at achieving business goals with the help of
understanding customer needs and delivering value better than the competitors is
known as marketing strategy. The main task of marketing strategy is to create
effective marketing plans and tactics.

A marketing strategy is a long-term plan that is designed to achieve the
marketing and business objectives of companies. Creating value, increasing
brand awareness, and driving profitability are the main objectives of a marketing
strategy. The detailed discussion of various objectives of marketing strategies is

below:

(1) Increase in Sales and Revenue:

An increase in sales and revenue ensures the business's growth and
profitability. Thus, in order to maximise total sales and revenue, marketing
strategies concentrate on attracting potential customers, converting them into
buyers, and increasing average purchase value.

(2) Customer Acquisition:

To bring new customers into the business through advertising, promotions,
online marketing, referral programme, and other tactics is the primary goal of
any marketing strategy.

(3) Customer Retention:

Instead of acquiring new customers, it is more cost-effective to retain
customers. For this, the company should give more concentration on building
strong relationships with current customers with the help of personalized
communication, loyalty programs, after-sales service, etc. We have seen that
Amazon offers exclusive deals, faster shipping and free content to enhance
the loyalty of Prime customers.

(4) Market share growth:



Increasing the percentage of the total market or growth in market share is the
key objective for any company. Attracting new customers is not only
included in this, but also winning over customers from competitors is
included. Launching new products or services, aggressive pricing, targeting
new customer segments or entering new geographical markets are included in
the strategies for market share expansion. For this objective, a deep
understanding of the competitive landscape and a strong, differentiated value
proposition are essential. The company’s market share and its position
relative to key competitors are used to gauge the success of the business.

(5) Profit Maximization:

Marketing strategy is helpful to increase the overall profitability of the
company by improving the marketing efficiency, targeting profitable
segments, and reducing unnecessary expenses.

(6) Brand Positioning:

For the New companies and those who are entering into new markets, this is
a foundational objective. Making the target audience familiar with the brand,
its offerings, and its value proposition is the aim. An increase in brand
visibility and recognition is possible only through a well-executed strategy.
Various tactics like consistent content creation, public relations efforts, social
media campaigns, and partnerships are important for increasing the brand's
visibility and recognition. An increase in customer trust is the result of a

strong brand presence.

2.3 Key Elements of Market Strategies

To reach target customers, deliver value and achieve competitive advantage,
marketing strategies are structured approaches for businesses or companies. For
being a strong marketing strategy, it needs to align with the goals of the
companies and focus on the customer's needs better than competitors. For the
successful marketing execution, customer engagement and sustainable growth of
the company, understanding and application of the key elements of marketing
strategies is vital. The following are the key elements of Market strategies that

every company should consider for effectively targeting customers.

15



(1) Market research and Analysis:
First of all, the company must conduct market research to gather data about
the industry, its customers and its competitors. Understanding market size,
growth potential, and key trends is included in it. Customer analysis is an
important component, which includes market segmentation (Demographic,
Psychographic, Behavioural and Geographic). At the same time, a
competitive analysis is carried out to evaluate the strengths, weaknesses,
Strategies and market positioning of competitors. As a part of this process, a
SWOT analysis is often used to identify the company’s internal strengths and
weaknesses and external opportunities and threats. A company may develop
a plan that is based on reality and make well-informed decisions through
understanding.

(2) Goals and Objectives:
Setting specific, measurable, achievable and time-bound goals is included in
this element. These objectives give the team as a whole a clear focus and a
benchmark for success.

(3) Target Market Selection:
The target market means the selection of a specific group of customers that
the company wants to serve. It deals with identification and focuses on a
specific group of customers who are most likely to buy the products/services
of the companies. A company can provide better satisfaction to customers
and increase conversion rates by tailoring its marketing strategies to meet the
requirements of its target market.

(4) Marketing Mix:
Marketing Mix is a set of tactical tools that are used to implement the
marketing strategy. Crafting the right marketing mix ensures that the product
or service meets customer needs, is priced competitively, reaches the target
audience through effective promotions, and is available through appropriate
distribution channels. Marketing Mix is traditionally known as the 4Ps,
which are as follows:
Product: What Business/company will offer (Features, Quality, Design of
goods or services)
Price: How much the business/company will charge for products or services
(Pricing strategy, including discounts, payment terms)



Place: How and where the product of the business/company will be
distributed? (Distribution channels, locations, logistics)
Promotion: How the business/company will communicate to reach its

customers (advertising, PR, Sales Promotion, personal selling)

(5) Value Proposition:

The value proposition refers to the special feature or edge that makes the
brand unique for consumers. All marketing communications are built on a
strong value proposition, which also affects brand positioning and customer
perception.

(6) Positioning:

Positioning refers to developing a unique perception of the product in the
minds of the target market, in contrast to rivals. Marketing communication,
branding, and product features are important factors that shape the
positioning. To create or identify a distinct image, effective positioning is
important. Due to strong positioning, it becomes easier to understand the
brand’s promise, and it also encourages customer loyalty.

(7) Competitive Analysis:

Understanding the competitive environment is critical for any company.
Companies must examine both direct and indirect competitors to understand
their pricing strategies, market positioning, product offerings, and customer
attitudes. Through this, the company can easily identify opportunities for
differentiation and anticipate competitor moves.

(8) Marketing Channels and Tactics:

The specific platforms used to reach the target audience are known as
Marketing Channels. These are classified as Traditional (such as radio sports,
television commercials and event sponsorship) or digital (such as search
engine optimisation, social media marketing, email campaigns, and pay-per-
click advertising). The tactics are the specific actions taken within these
channels, such as running a specific ad campaign, publishing a series of blog

posts, or launching a viral social media challenge.
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(9) Budget:

Allocation of financial resources is a very crucial part of the strategy. The
budget reflects the amount that the company is going to spend on different
marketing activities to achieve the goals of the Company.

(10) Measurement and Analytics:

The nature of marketing strategy is not static. Measurement and analytics are
the final component of the marketing strategies. Setting key performance
indicators and regularly tracking them to evaluate the effectiveness of
marketing efforts are included in that. Through these data, marketers can
understand what is and is not working and why. Analysis of metrics like
conversion rates, website traffic, customer acquisition cost, and return on
investment is helpful to the company in making informed decisions. In order
to accomplish company objectives more effectively, this allows real-time
campaign optimization, the reallocation of budget to high-performing

channels, and ongoing strategy improvement.

2.4 Marketing Plan

One of the most crucial outputs of the marketing process is a marketing plan.
Product Managers create marketing plans for individual products, brands,
channels, lines or customer groups while adhering to the plans set up by the
positions above them. To achieve these objectives, every product level, whether
it’s a brand or a line-must develop a marketing plan. A marketing plan is a
written document that outlines the strategy of the company for achieving its
marketing goals, and it also provides a summary of what is learned by marketers
about the marketplace. It also describes the current position of a market and the
strategy of marketing for the period covered by the marketing plan. Usually, the
duration of a marketing plan is 1 to 5 years. Which steps that should be taken the
fulfill the objectives of marketing of the company are described in the marketing
plan. A marketing plan provides information about the product/services offered,
target market, pricing, competitors, marketing promotional mix and budget. A
marketing plan helps identify customers and also helps in selling products and
services to these customers. Financial allocations and guidelines for the

marketing programs throughout the planning period are included in it.



Although it is more limited than a business plan, the marketing plan outlines how
the company will use particular marketing strategies and techniques to
accomplish its strategic objectives, starting with the customer. Furthermore, it is
connected to other departments’ plans. For the success of the marketing plan, an
appropriate level of organisational support and resources is essential. Marketing
plans are getting more practical, well-reasoned and focused on the customer and
competitors. To adapt quickly to changes in market conditions, planning is
becoming an ongoing process. According to marketing executives, a lack of
realism, a short-term emphasis and inadequate competitor analysis are the most

commonly cited shortcomings of current marketing plans.

2.5 Contents of a Marketing Plan

Most marketing plans span one year and range in length between five to fifty

pages, though the precise format and duration differ from company to company.

While corporations often create highly structured documents, smaller businesses

may draft shorter or less formal marketing plans. Every component of the plan

must be explained in detail to guide implementation effectively. Typically, a

marketing plan includes the following sections.

(1) Executive Summary and Table of Contents:
This is a high-level summary of the whole marketing plan. Business goals,
marketing objectives, key strategies, and budget are summarized in it. Being
the first, and perhaps the only, section that busy executives and investors
read, it should be concise and compelling. The marketing plan should begin
with a table of contents and a concise summary of the primary objectives and
recommendations for the senior management.

(2) Situation Analysis:
Detailed information about the current state of the company and its
environment is covered in this section. This section is important to know
where the company. Relevant background information on sales expenses, the
market, competitors, and the different macroenvironmental forces is provided
in this section. What is the market, how large is it, and how quickly is it
expanding? What are the important issues and current trends? This kind of

information is needed by companies to perform a SWOT analysis.
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(3) Marketing Objectives and Goals:
The main goals of marketing plans are defined in this section. The Goals of
the company should be specific, measurable, achievable, relevant and time-
bound. For example, improve brand awareness by 20% within one year.

(4) Target Audience:
This is an important component that outlines the target audience of the
company. It builds through buyers’ personas that go beyond basic
demographics. Companies identify the most profitable customer segments
based on geographic, demographic, psychographic and buying behaviour.

(5) Marketing strategy:
The marketing manager outlines the market offering’s competitive
positioning, mission, marketing and financial goals, and needs it aims to
meet. All of this depends on input from other departments, including
purchase, production, sales, finance and human resources. It plays an
important role in bridging the gap between market analysis and action plans,
turning insights into practical, result-oriented approaches.

(6) Forecast Projections:
Forecast projection is a vital component of a marketing plan because it is
related to the estimation of future sales, market trends, and performance of
the company using historical data, market research, and strategic goals. A
sales forecast, an expense forecast, and a break-even analysis are included in
the financial projections. The estimated sales volume by month and product
type is shown on the revenue side, while on the expenditure side, the
anticipated marketing expenses, broken down into finer categories, are
shown. With the help of break-even analysis, the firm can know how many
units it should sell to cover its average variable cost per unit and monthly
fixed cost. Past sales volume, industry growth rates, competitors’ activities,
seasonality, and anticipated changes in customer preferences are important
factors for these projections. Risk analysis is one of the complex methods
for estimating profit. For every uncertain variable affecting the profitability
of a business or company, three estimations (optimistic, pessimistic, and
most likely) are derived under an assumed marketing environment and

marketing strategy for the planning period.



(7) Monitoring and Controlling:
The controls to monitor and modify the plan’s implementation are outlined
in the last section. It usually lays out the objectives and budget for every
month or quarter. Due to this, management can easily assess the outcomes
of each period and make any necessary corrections if needed. Since the
market is unpredictable, some backup strategies should also be included in
the marketing plan in the case of unforeseen events like economic
downturns, supply chain disruptions. Some business or companies has

contingency plans also.

A marketing plan’s contents offer a systematic framework for focusing
marketing efforts on accomplishing the goals of the company. Effective use of
resources, risk reduction and maximisation of opportunities are all guaranteed by

a well-crafted marketing plan.

2.6. From Marketing Plan to Marketing Action

One of the most important phases in the business strategy is the transition from a
marketing plan to marketing action. A marketing plan is a strategic blueprint that
outlines the goals, target market, positioning, and promotional strategies of the
company, but it is theoretical until its implementation. The execution phase is the
marketing action where all planned strategies are put into action to achieve
desired outcomes. The first step in a well-organized marketing plan is usually a
market analysis and customer segmentation. The majority of companies are
preparing a marketing plan every year. To enable time for marketing research,
analysis, management review, and departmental coordination, marketers begin
preparing well in advance of the implementation date. How progress towards the
objective of the company will be measured is also defined by the marketing plan.
To know whether the company is moving forward towards its goals, marketing
metrics monitor the actual results of the marketing program. As soon as each
action program begins, they keep an eye on the results, investigate any deviations
from the plans and take some steps to correct them. Continuous monitoring is
essential to measure how the marketing activity is effective. For monitoring and
evaluating results, managers typically use budgets, schedules, and marketing

metrics. A budget is a very important tool for comparing planned expenditure
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with actual expenditure for the given period. With budgets, they can compare
planned expenditures with actual expenditures for a given period. A schedule
gives management insight into when tasks are expected to be finished and when
they were. Marketers need to be prepared to update and modify their strategies at
any time; thus, some marketers prepare contingency plans. To bridge the gap
between planning and action, companies should convert strategic objectives into
specific, actionable tasks.

Moving further from the marketing plan to marketing action requires careful
coordination, resource management, accountability, and adaptability. For turning
a marketing vision into a tangible market impact, the well-execution of strategy

iS a must.

2.7 Customer Analysis

Customer analysis is one of the important components of the company and
marketing strategies, which focus on identifying, understanding, and evaluating
the company’s existing and potential customers to create products, services and
marketing approaches that meet their needs and expectations effectively.
Customer analysis is the process of studying who the customers are, what they
need, how they behave, and why they choose certain products or brands over
others. Finding the ideal market, forecasting the demand, designing he
appropriate goods and services and implementing the plans into action to build
long-term customer relationships are the objectives of customer analysis.
companies need to analyse their customers to understand them and make
informed decisions. It involves collecting and analysing the data on the
demographic, behaviour, psychographic, social and of customers. Companies can
develop more effective marketing strategies, improve their product and services,

and increase customer satisfaction and loyalty through customer analysis.

2.8 Understanding of Customer Satisfaction and Loyalty

For building strong and long-lasting relationships with customers, it is crucial to
understand customer satisfaction and loyalty. It is also helpful in improving

performance and fostering sustainable growth of the company.



Customer Satisfaction:

It reflects the degree to which a customer feels satisfied with a particular product,
service, or interaction. It is related to the satisfaction level of customers through
utilising the products and services of the company. Whether or not the
expectations of customers were met or exceeded during the particular experience
is generally indicated by this transactional, short-term metric. Customer
Satisfaction is a perception-based term because it is based on personal
experience, expectations and emotional response of the customers. Quality of
product, customer service experience, ease of purchase or use, price and value
and delivery times and returns policy are such factors that can influence the
satisfaction of customers.

Customer Loyalty:

Due to positive satisfaction level and perceived value, the willingness of
customers to frequently return to the company and make purchases is referred to
as customer loyalty. It is a deeper and long-term commitment of the customer to
the company. It is also beyond the level of satisfaction. Generally, it involves the
repeated purchase of a product or service by customers and choosing the brand
over competitors (emotional connection to the brand). It is based on trust,
consistent positive experiences and frequent emotional bonding. Rather than a
single transaction, the focus is given to long-term relationships. It takes time to
cultivate. Consistent positive experiences, strong customer service and support,
brand trust and reputation, loyalty programs and incentives, communication, etc.

are factors that influence the loyalty of customers.

2.9 Relationship between Marketing Strategies, Marketing Plan and
Customer Analysis

Marketing strategies, marketing plans, and customer analysis are independent
elements of the marketing process. Each of these elements plays a distinct but
connected role in the achievement of the objectives of the company. Customer
analysis forms the foundations, which enable identifying and understanding the
needs, preferences, demographics, behaviors, and motivations of the target
audience. By knowing about who the customers are, what they want, and how
they make purchase decisions, companies obtain the necessary information to

make well-informed strategic decisions.
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Building on these foundations, marketing strategies are game plans or
approaches that establish how the company will connect with and attract its
target market, differentiate itself from competitors, and gain a long-term
competitive edge. Aspects including market segmentation, positioning, cost
leadership, product differentiation, and promotional approaches could be the
focus of strategies.

Marketing strategies are converted into actionable steps by the marketing
plan, which is a comprehensive document. Specific objectives, target markets,
positioning statements, marketing mix decisions, budget allocations, timelines,
and performance metrics are outlined by the marketing plan. Direction is
provided by the marketing strategies, while the how and when of execution are
specified by the marketing plan. To make sure that every action, including
launching a new product, determining pricing, choosing distribution channels, or
running promotional campaigns, is in line with customer expectations and
market realities, the marketing plan also incorporates data from customer

analysis.

“ Exercise
e Long Questions:

(1) What is a Marketing plan? Explain the content of a marketing plan.
(2) Discuss the key component of Marketing Strategy.

e Short Questions:

(1) Discuss the objectives of the marketing strategy

(2) Write a note on From Marketing Plan to Marketing Action:
(3) Write a note on Marketing Plan.

(4) Discuss Customer analysis in brief.

(5) What is customer satisfaction?

(6) What is Customer Loyalty?

e Multiple Choice Questions (MCQs)
(1) From the following, is not a component of a marketing plan?

(a) Executive Summary (b) Target Market
(c) Financial Accounting ledger (d) Marketing strategies

Ans. — ( C) Financial Accounting ledger



(2) The goal of marketing planis
(@) Control the companies
(b) Increase in speed of production
(c) Eliminate the need for sales teams
(d) Guide marketing activities toward business objectives
Ans. — (d) Guide marketing activities toward business objectives

(3) In a Marketing plan, the “SWOT analysis” include
(a) Strengths, Weaknesses, Opportunities, Threats

(b) Sales, Work, Opportunities, Trends

(c) Strategy, Work, Opportunities, Targets

(d) Strength, Work, Operations, Threats

Ans. - (a) Strengths, Weaknesses, Opportunities, Threats

(4) ___ element of the marketing plan focuses on predicting future sales
and market trends.
(a) Forecasts and Projections (b) Executive Summary
(c) Competitive analysis (d) Marketing Objectives

Ans. — (a) Forecasts and Projections

(5) In marketing Strategy, 4P stands for:
(@) Product, Price, Place, Promotion
(b) Planning, people, Product, Price
(c) Planning, Process, Profit, Product
(d) Price, People, Promotion, Planning

Ans. — (a) Product, Price, Place, Promotion

(6) From the following, which one is the most likely long-term objective of a
marketing strategy?
(@) Selling stock in one month
(b) Change in the location of the office
(c) Reducing Packaging size
(d) Increase in brand loyalty

Ans. — (d) Increase in brand loyalty
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(7) In marketing plan, element explains how the product will be

promoted?
(a) Promotion strategy (b)Price Strategy
(c) Product strategy (d) Market Segmentation

Ans. - (a) Promotion strategy

(8) In marketing strategy, Market segmentation is done to
(@) Increase in Number of Employees
(b) Avoid advertising costs
(c) Reduce Price Automatically
(d) Divide the market into different customer groups

Ans. — (d) Divide the market into different customer groups

(9) In 4Ps, The Place components refer to
(a) Distribution channels and delivery methods
(b) Packaging design
(c) Geographical location of the office
(d) Office décor
Ans. — ( C) Distribution channels and delivery methods

(10) From the following,  best describes a “marketing strategy’.
(@) A long-term approach to achieving competitive advantage
(b) A list of products a company sells
(c) A financial budget for marketing expenses
(d) A detailed step-by-step plan of advertising activities only

Ans. — (a) A long-term approach to achieving competitive advantage

(11) From the following, is not part of the 4Ps of marketing.
(@) Price (b) Place (c)Product  (d) People
Ans. — (d) People

(12) Customer analysis primarily helps the company in
(a) Deciding Government Policies

(b) Identifying and satisfying the needs of customers



(c) Reducing the cost
(d) Understanding Competitors’ Cost Structure
Ans. — (b) Identifying and satisfying the needs of customers

(13) Customer Loyalty can be describedas .
(@) Repeated Customer behaviour
(b) Switching between brands frequently
(c) Strong Preference for a brand leading to repeat purchases

(d) Customers buying only during the discount period

(14) Customer Satisfaction can be defined as
(@) Meeting Company’s Sales Targets
(b) Providing Maximum discount to customers

(c) Customer’s Preference for Low-priced products

(&) Customer’s Comparison of expectations with actual performance

27



28

UNIT-3 MARKET RESEARCH

3.1 Introduction
3.2 Definition
3.3 Marketing research process

3.4 Market Research, Analysis, and Forecasting: An In-Depth
Explanation
3.4.1 What is Market Research?

3.4.1.1 Types of Market Research

3.4.1.2 Importance of Market Research
3.4.2 What is Market Analysis?

3.4.2.1 Key Components of Market Analysis

3.4.2.2 Importance of Market Analysis
3.4.3 What is Market Forecasting?

3.4.3.1 Methods of Market Forecasting

3.4.3.2 Types of Market Forecasting

3.4.3.3 Importance of Market Forecasting

3.5 Research planning
3.5.1 Importance of Research Planning

3.5.2 Key Steps in Research Planning
3.6 Types of Research Design
3.7 Data collection
3.7.1 Types of Data
3.7.2 Methods of Data Collection
3.7.3 Sources of Data
3.7.4 Data Collection Tools and Instruments
3.7.5 Ethical Considerations in Data Collection
3.7.6 Challenges in Data Collection

3.8 Sample Size Analysis: An Overview
3.8.1 Factors Affecting Sample Size



< Exercise

3.1 Introduction

systematically gathering, analyzing, and interpreting data related to a market.
This includes information about target customers, competitors, and the broader
industry environment. The insights gained through market research enable
businesses to make informed decisions, reduce risks, and strategically position
their products or services in the marketplace. By understanding market
dynamics, consumer preferences, and competitive forces, organizations can
enhance their marketing strategies, improve product development, and ensure a

better alignment with customer needs.

Marketing research has an important effect on comprehending the needs and
desires of consumers, helping businesses develop products or services that
resonate with their audience. It also enables companies to evaluate the
effectiveness of their current marketing efforts, track consumer responses, and

refine their strategies accordingly.

3.2 Definition

Philip Kotler:

o "Marketing research is the systematic design, collection, analysis, and
reporting of data and findings relevant to a specific marketing situation
facing the company."

Malhotra & Birks:

e "Marketing research is the process of gathering, analyzing, and
interpreting information about a market, about a product or service to be
offered for sale in that market, and about the past, present, and potential
customers for the product or service; the research also includes the study
of competitors and the industry as a whole."

Aaker, Kumar, and Day:

o "Marketing research is the function that links the consumer, customer,
and public to the marketer through information. It provides information
that can be used to identify and define marketing opportunities and
problems, monitor marketing performance, and improve understanding of

marketing as a process."
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3.3 Marketing research process

1. Defining the Problem and Research Objectives
The first step in the marketing research process is defining the problem or opportunity
that needs to be addressed. Without a clear understanding of the research problem, it’s
difficult to determine what data to collect and how to analyze it. This step involves
understanding the situation, identifying what is already known, and specifying the
knowledge gap that the research will fill.
This stage also involves setting clear research objectives. Research objectives are the
goals that the research aims to achieve. They should be specific, measurable, achievable,
relevant, and time-bound (SMART). For example, a company may want to determine
consumer preferences for a new product, evaluate brand awareness, or assess the
effectiveness of an advertising campaign.
Key activities in this stage include:
e Problem Definition: Clearly articulating the issue or opportunity to be
researched.
o Establishing Research Objectives: Setting clear goals for what the research
should accomplish.

2. Developing the Research Plan

Once the problem and objectives are defined, the next step is to create a research plan.
This involves outlining how the data will be collected, what tools will be used, and what
methods will be employed to answer the research questions.

The research plan is the blueprint for the study and includes:

e Research Design: Deciding on the type of research to conduct (descriptive,
exploratory, or causal). Descriptive research seeks to describe characteristics of
a population or phenomenon. Exploratory research is used to gain insights into a
problem or to explore new opportunities. Causal research is designed to identify
cause-and-effect relationships between variables.

e Data Sources: Determining whether the research will use primary data
(collected specifically for the research) or secondary data (already existing data
from previous studies, reports, or databases).

o Data Collection Methods: Choosing between qualitative and quantitative
methods. Qualitative methods, such as focus groups or in-depth interviews,

provide rich, detailed insights into consumer attitudes and opinions. Quantitative



methods, such as surveys or experiments, collect numerical data that can be
analyzed statistically.

e Sampling Plan: Deciding who to sample, how to sample (e.g., random,
stratified, or convenience sampling), and the sample size. The sampling plan
ensures that the research findings are generalizable to the larger population.

o Budget and Timeline: Establishing the resources (money and time) required for
the research. This step includes estimating costs for data collection, analysis,
and reporting.

3. Data Collection

The next step is the actual collection of data. Depending on the research design, this
stage can involve different methods and techniques for gathering information. The two
primary sources of data are:

e Primary Data: Information collected directly from the target audience through
various methods, such as surveys, focus groups, interviews, observations, and
experiments. Primary data is customized to the specific needs of the research,
but can be time-consuming and costly to gather.

e Secondary Data: Information that has already been collected and published by
other sources, such as industry reports, government publications, academic
journals, and previous studies. Secondary data is less costly and time-consuming

but may not be as tailored to the specific research problem.

4. Data Analysis

Once the data is collected, the next step is to organize and analyze the data to draw
meaningful insights. Data analysis involves transforming raw data into useful
information that can guide decision-making. The techniques used for data analysis
depend on the type of data collected (qualitative or quantitative) and the objectives of
the research.

e Quantitative Data Analysis: Quantitative data (numerical data) is analyzed
using statistical tools and techniques. Descriptive statistics (e.g., mean, median,
mode, frequency distributions) summarize the data, while inferential statistics
(e.g., regression analysis, hypothesis testing, ANOVA) help to make predictions
or generalizations about the larger population based on the sample data.

e Qualitative Data Analysis: Qualitative data (non-numerical data) is analyzed
by identifying patterns, themes, or trends in the data. Techniques such as content
analysis, thematic analysis, or coding are used to categorize and interpret

responses from focus groups, interviews, or open-ended survey questions.
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5. Interpreting and Reporting the Findings
After analyzing the data, the next step is to interpret the results and prepare a report that
communicates the findings. The report should be clear, concise, and structured, allowing
decision-makers to understand the key insights and take actionable steps based on the
research findings.
Key components of a marketing research report typically include:
e Executive Summary: A brief overview of the key findings, conclusions, and
recommendations.
e Introduction: A description of the research objectives, methodology, and scope
of the study.
o Methodology: An explanation of the research design, data collection methods,
sampling strategy, and data analysis techniques used.
o Results: A presentation of the data findings, often with the aid of tables, charts,
graphs, and other visual aids.
e Conclusions and Recommendations: An analysis of the results in light of the
research objectives, with actionable insights and recommendations for the

business.

6. Making Decisions and Implementing Findings

The final step in the marketing research process is making decisions based on the
findings and implementing the recommendations. This involves translating the insights
gained from the research into actionable strategies and plans.

For example, if a research study reveals that consumers prefer a certain product feature,
the company may decide to enhance it in future product iterations or launch a targeted
marketing campaign highlighting it. Alternatively, if research indicates that a particular
marketing channel is ineffective, the company may shift its focus to other channels or

adjust its messaging.

3.4 Market Research, Analysis, and Forecasting: An In-Depth Explanation

3.4.1. What is Market Research?
Market Research is the systematic process of gathering, analyzing, and
interpreting data about a market, including information about the target audience,
competitors, and the overall industry environment. The primary goal of market
research is to understand market dynamics, identify consumer needs,

preferences, and behaviors, and evaluate the effectiveness of marketing efforts.



3.4.1.1 Types of Market Research
Market research can be divided into two main categories:

1. Primary Research: This involves the collection of new, original data

directly from sources such as customers, potential customers, and
competitors. Primary research methods include:
= Surveys: Structured questionnaires sent to a selected group of people to
gather quantitative data on opinions, behaviors, or preferences.
= Interviews: One-on-one conversations where detailed insights into
customer attitudes, needs, and motivations are gathered.
= Focus Groups: Small, facilitated discussions with a group of people
that provide qualitative insights into consumer behavior and attitudes.
= Observations: Directly observing consumer behavior in real-life
settings, such as in a retail environment or online.
Secondary Research: This involves analyzing existing data that has been
previously collected and published by other sources. Secondary research is often
less costly and time-consuming but may not be as specific to the current
research objectives. Sources include:
» Industry Reports: Data and analysis published by industry analysts,
consultants, or trade associations.
= Government Publications: Market data collected by governmental
bodies, such as census data or economic reports.
= Academic Studies: Research published in academic journals, providing

insights into consumer behavior or market trends.

3.4.1.2 Importance of Market Research

Informed Decision-Making: Market research provides businesses with the data
needed to make strategic decisions on product development, marketing, and
resource allocation.

Customer Insight: It helps companies understand customer needs, behaviors,
and preferences, allowing them to create products and services that meet those
needs.

Competitive Advantage: By understanding competitors’ strengths, weaknesses,
and strategies, businesses can differentiate themselves and improve their
positioning in the market.

Risk Reduction: Market research reduces uncertainty by providing insights that

help predict the outcomes of different business strategies and mitigate risks.
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3.4.2. What is Market Analysis?

Market Analysis is the process of interpreting the data gathered during market research

to evaluate the market conditions and understand the forces that influence a business’s

ability to succeed in the marketplace. Market analysis provides insights into various

aspects of the market, such as customer demographics, competition, market trends, and

external factors (e.g., economic conditions or technological advancements).

3.4.2.1 Key Components of Market Analysis

1.

Market Size and Growth: Market analysis helps determine the size of the
market (total revenue or volume) and its growth rate. Understanding whether the
market is expanding or contracting is critical for businesses to plan their
strategies.

Customer Segmentation: By dividing the market into distinct groups of
consumers with similar characteristics (such as age, income, interests, or
location), businesses can tailor their products, pricing, and marketing efforts to
meet the specific needs of each segment.

Competitive Landscape: Analyzing competitors is a vital part of market
analysis. It helps businesses understand their competitors’ strengths and
weaknesses, product offerings, pricing strategies, and market share.

External Factors: Factors such as economic conditions, political influences,
technological developments, and social trends can have a significant impact on
market dynamics. Understanding these external factors helps businesses
anticipate changes in the market environment.

Market Trends and Consumer Behavior: Understanding current trends (such
as sustainability, health consciousness, or digital transformation) and evolving

consumer behavior patterns enables businesses to adapt and stay relevant.

3.4.2.2 Importance of Market Analysis

Strategic Planning: Market analysis helps businesses understand the
competitive environment and develop strategies to gain a competitive
advantage.

Resource Allocation: By understanding market opportunities and threats,
businesses can allocate resources effectively to pursue the most promising
opportunities.

Product Development: Insights from market analysis help businesses identify

gaps in the market and develop products that meet consumer needs.

3.4.3. What is Market Forecasting?



Market Forecasting refers to the process of predicting future market conditions, trends,
and consumer behavior based on historical data, current trends, and other relevant
factors. Forecasting plays a critical role in long-term planning and strategic decision-
making, allowing businesses to prepare for future changes and challenges in the market.
3.4.3.1 Methods of Market Forecasting

1. Qualitative Forecasting: This method is often used when there is limited
historical data or when forecasting for new markets or products. It relies on
expert judgment, intuition, and qualitative insights rather than statistical data.
Methods include:

= Delphi Method: A group of experts provides their individual forecasts
and then refines their predictions based on feedback from other experts.

= Market Expert Interviews: Engaging industry experts or insiders to
provide their predictions about market conditions.

2. Quantitative Forecasting: This method uses historical data and statistical
models to predict future trends. It is particularly useful when sufficient past data
is available. Techniques include:

= Time Series Analysis: Analyzing historical data (such as sales figures)
to identify patterns and predict future outcomes.

= Causal Models: Using variables that are believed to influence the
market (e.g., advertising spend, economic indicators) to forecast future
outcomes.

3. Simulation Models: These models simulate different scenarios based on
various input variables and assumptions. They help businesses understand the
potential outcomes of different strategies and external factors.

= Example: A company might use a simulation model to predict how a
price increase will impact sales and profit margins.
3.4.3.2 Types of Market Forecasting

1. Short-Term Forecasting: This type of forecasting focuses on predicting market
trends in the immediate future (usually 1-2 years). It is often used for tactical
decisions, such as inventory management or sales promotions.

2. Long-Term Forecasting: Long-term forecasting looks at the broader picture
and aims to predict market conditions over a longer period (typically 5 years or
more). It helps businesses with strategic planning, resource allocation, and
major investments.

3. Demand Forecasting: This type of forecasting specifically predicts the future
demand for a product or service. It is essential for production planning,

inventory management, and capacity utilization.
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4. Sales Forecasting: Sales forecasting is a form of market forecasting that
focuses on predicting future sales volume and revenue. It helps businesses plan
marketing strategies, sales targets, and financial projections.

3.4.3.3 Importance of Market Forecasting

e Strategic Decision-Making: Forecasting helps businesses anticipate future
market trends, enabling them to make informed decisions about investments,
product launches, and marketing efforts.

e Resource Planning: Accurate forecasting ensures that businesses have the right
resources (such as inventory, staff, or finances) in place to meet future demand.

o Risk Management: By predicting potential changes in market conditions,
businesses can identify and mitigate risks before they affect operations.

3.5 Research planning

Research planning is a crucial step in the research process that involves laying out a
structured approach to gathering, analyzing, and interpreting data. It is essentially the
blueprint or roadmap that guides the entire research process, ensuring that the study is
focused, efficient, and capable of producing actionable insights. Whether for academic
research, market research, or any other type of research, planning is fundamental to
achieving reliable and valid results. Without proper planning, research can become

disorganized, inefficient, or fail to address the core research questions effectively.

3.5.1. Importance of Research Planning
Research planning serves several essential functions that significantly impact the quality
and effectiveness of the research. Here are some reasons why it is important:

e Focus and Clarity: A well-defined research plan helps researchers focus on the
key objectives and research questions, ensuring that the study stays on track and
relevant.

e Resource Optimization: Planning helps researchers determine the resources
required, such as time, budget, personnel, and tools. It enables efficient use of
these resources to prevent unnecessary expenditures or delays.

o Risk Management: A thorough research plan identifies potential challenges or
obstacles early on, enabling researchers to devise strategies to address them
before they affect the project.

e Consistency and Replicability: A structured research plan provides clear
guidelines for data collection and analysis, ensuring that the research can be

conducted consistently and that the results are replicable.



o Maximizing Reliability and Validity: Proper planning ensures that appropriate
methodologies and tools are chosen to yield reliable, valid, and meaningful data

that can be applied to solve real-world problems.

3.5.2. Key Steps in Research Planning

1: Define the Research Problem

The first step in research planning is to clearly define the research problem or objective.
Without a precise problem definition, the research process becomes unfocused and
inefficient. Defining the research problem involves identifying the key question that the
research aims to answer or the challenge it seeks to address.

e ldentify the Issue: Determine what specific problem or issue you want to
address. For example, if conducting market research, the problem could be
understanding why consumer demand for a product has decreased.

o State the Research Objectives: What do you hope to accomplish with this
research? Define the goals of your study clearly. Objectives should be SMART
(Specific, Measurable, Achievable, Relevant, Time-bound). For example, "To
assess the reasons for the decline in sales of product X over the past year."

e Contextualize the Problem: Understand the background and context in which
the problem exists. This helps in clarifying the scope of the research and
focusing on relevant factors.

2: Conduct a Literature Review

Before proceeding with data collection, a literature review is essential to understanding
what research already exists in the field. A literature review surveys published work,
previous studies, and existing knowledge about the research problem, which informs the
study's design and methodology.

e ldentify Existing Research: Look at academic papers, books, articles, or
reports that are relevant to your research topic.

e Analyze Gaps: Identify areas where there is a lack of information or where
current studies do not fully address the research problem. This can highlight
areas that need further investigation and help refine the focus of your own
research.

e Develop Hypotheses or Assumptions: The literature review can help generate
hypotheses (predictions or expectations) based on existing knowledge, which

you can test in your research.

37



38

3: Define the Research Methodology

The methodology defines how the research will be conducted, including the approaches,

methods, and tools used to collect and analyze data. This step is crucial because the

choice of methodology affects the quality and reliability of the results.

Qualitative vs. Quantitative Research: Decide whether qualitative or
quantitative research methods (or a combination of both) will best suit your
research objectives.
= Qualitative Research: Involves non-numerical data collection, such as
interviews, focus groups, or ethnographic studies. It provides in-depth
insights into people’s attitudes, opinions, and behaviors.
= Quantitative Research: Involves numerical data collection, such as
surveys or experiments, and focuses on measuring and analyzing
variables through statistical methods.
Data Collection Methods: Decide on the most appropriate methods for
gathering data. Common data collection methods include:
= Surveys (online, phone, or face-to-face)
= Interviews (structured or unstructured)
= Observations (natural or controlled settings)
= Experiments (controlled manipulation of variables)
Sampling Plan: Define the sample size and the method of selecting participants
(random sampling, stratified sampling, convenience sampling, etc.). The sample
should be representative of the target population to ensure that the findings are

generalizable.

4: Develop a Timeline and Budget

A research plan must outline how long the study will take and what resources (time,

money, personnel) are required to complete it. This stage is crucial to ensure the project

stays on schedule and within budget.

Timeline: Break down the research process into phases and set deadlines for
each phase (e.g., data collection, analysis, reporting). A clear timeline helps
ensure that research is completed promptly.

Budget: Estimate the costs involved, including expenses for data collection
tools, participant incentives, travel, software, and staff. Establishing a budget

ensures that the research does not exceed financial constraints.

5: Ethical Considerations and Approvals

Ethics are an essential part of any research plan, especially when human participants are

involved. It is important to ensure that the research is conducted ethically, adhering to

standards of honesty, integrity, and respect for participants.



Informed Consent: Ensure that all participants are fully informed about the
nature of the study and give their consent to participate.
Confidentiality: Protect the privacy of participants by ensuring that their
identities and personal information remain confidential.
Approval from Ethics Committees: If necessary, submit the research plan for
approval to an ethics board or review committee to ensure that it complies with

ethical standards.

6: Data Collection

Once the research plan is in place, the next step is to collect the data. This phase

involves executing the methodology defined earlier and gathering the required

information from participants or secondary sources.

Implement the Methods: Follow the data collection methods outlined in the
plan. This may involve distributing surveys, conducting interviews, or gathering
observational data.

Ensure Consistency: Ensure that data collection is consistent across different
participants or data points to maintain reliability.

Monitor Progress: Track the data collection process to ensure that it is

proceeding according to plan and that any issues are addressed promptly.

7: Data Analysis and Interpretation

After collecting the data, the next step is to analyze it. The analysis will depend on the

research methodology used and the type of data collected.

Quantitative Data: Use statistical tools and techniques to analyze numerical
data, identify patterns, and test hypotheses. Tools such as SPSS, Excel, or R can
be used to analyze large datasets.

Qualitative Data: Use techniques like coding, thematic analysis, or content
analysis to interpret qualitative data and identify key themes, patterns, or
insights.

Interpretation: Once the analysis is complete, interpret the results in the
context of the research problem. What do the findings mean, and how do they

address the research objectives?

8: Report Findings and Make Recommendations

The final step in the research planning process involves presenting the findings clearly

and comprehensively.

Prepare the Report: Create a detailed report that includes an introduction to
the research problem, the methodology, data analysis, conclusions, and

recommendations.
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e Presenting Findings: The report should be well-structured, including visual
aids such as charts, graphs, and tables to make the data easy to understand.
e Recommendations: Based on the findings, provide actionable

recommendations for decision-makers or stakeholders

3.6. Types of Research Design

Research design is a blueprint or plan that guides the researcher in collecting, analyzing,
and interpreting data. It serves as the framework for the entire research process, ensuring
that the study produces valid, reliable, and meaningful results. Research designs are
categorized based on the purpose of the research, the data collection methods, and the
data analysis techniques employed. Below are the main types of research designs used in
various fields of research.
1. Descriptive Research Design
Descriptive research design aims to provide an accurate and detailed description of a
phenomenon, population, or behavior. This type of research is not focused on explaining
causes or relationships but rather on documenting characteristics or trends as they exist
in a given situation.
e Purpose: To describe the current status or characteristics of the subject being
studied.
o Data Collection: Often involves surveys, questionnaires, observations, or case
studies.
e Strengths: Provides a comprehensive snapshot of the population or
phenomenon being studied. It is relatively straightforward.
2. Correlational Research Design
Correlational research examines the relationship or association between two or more
variables. This design helps determine if and how variables are related but does not
imply causation.
e Purpose: To assess whether a relationship exists between variables and to what
extent they are related.
e Data Collection: Often involves surveys, observational studies, or secondary
data analysis.
o Strengths: Useful for identifying patterns and relationships between variables.

It can be conducted relatively quickly.



3. Experimental Research Design
Experimental research design is a more rigorous approach used to investigate cause-and-
effect relationships. It involves manipulating one or more independent variables to
observe their effect on a dependent variable, while controlling other variables.
e Purpose: To establish causal relationships between variables.
o Data Collection: Controlled experiments where participants are randomly
assigned to different groups (e.g., treatment and control groups).
o Strengths: Allows researchers to control variables and establish causality. It is
highly reliable due to its structured approach.
4. Causal-Comparative (Quasi-Experimental) Research Design
Causal-comparative research (also known as quasi-experimental research) is similar to
experimental research but lacks the element of random assignment. It attempts to
identify cause-and-effect relationships by comparing different groups that already exist.
e Purpose: To determine if there is a cause-and-effect relationship between
independent and dependent variables.
o Data Collection: The researcher compares two or more pre-existing groups
(e.g., a group exposed to a particular treatment and a group not exposed).
e Strengths: It is useful when random assignment is not possible or ethical. It
allows researchers to study real-world scenarios.
5. Exploratory Research Design
An exploratory research design is used to explore a research problem or question when
there is little existing knowledge or when the subject is not well defined. It helps
researchers gain insights, develop ideas, and identify variables or factors that may be
worth studying further.
e Purpose: To explore new phenomena and gain a deeper understanding of an
issue that is not well defined.
o Data Collection: Typically involves qualitative methods such as interviews,
focus groups, literature reviews, or case studies.
e Strengths: It provides initial insights and ideas for further, more focused
research. It is flexible and can adapt to evolving findings.
6. Longitudinal Research Design
Longitudinal research design involves studying a particular group or phenomenon over
an extended period of time. This design allows researchers to observe changes, trends,
and developments in the subject matter.
e Purpose: To study changes over time and how variables evolve or interact over

a prolonged period.
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o Data Collection: Data is collected at multiple points in time, often through
surveys, interviews, or tests.

e Strengths: Provides insights into cause-and-effect relationships over time. It
can track changes and trends.

7. Cross-Sectional Research Design

A cross-sectional research design involves studying a phenomenon at one specific point
in time or within a limited time frame. Unlike longitudinal research, which tracks
changes over time, cross-sectional research provides a snapshot of a subject or
population.

e Purpose: To collect data from different groups or individuals at one point in
time to understand their characteristics or behavior.

o Data Collection: Surveys, questionnaires, or observational studies.

o Strengths: Less time-consuming and easier to execute than longitudinal studies.
It is a quick way to gather a broad range of data.

8. Phenomenological Research Design

Phenomenological research is a qualitative research design that seeks to understand and
interpret the lived experiences of individuals. This design focuses on exploring the
meanings and perceptions that people assign to their experiences.

e Purpose: To understand how individuals perceive and make sense of their
experiences in a particular context.

o Data Collection: In-depth interviews, personal stories, and observations.

e Strengths: Provides rich, detailed data and deep insights into human
experiences. It helps researchers understand personal perspectives and
meanings.

9. Case Study Research Design
Case study research involves a detailed, in-depth investigation of a single instance or
case within a real-world context. This type of research is commonly used in social
sciences, business, and education.

e Purpose: To explore a particular case or a small number of cases in-depth and
gain a thorough understanding of the underlying issues or phenomena.

e Data Collection: A combination of qualitative and quantitative methods,
including interviews, observations, and document analysis.

e Strengths: Provides deep insights into complex issues or unique cases. It can

highlight best practices or lessons learned.



3.7 Data collection

Data collection is a critical step in the research process, as it is the method through
which researchers gather the necessary information to answer their research questions,
test hypotheses, and conclude. The accuracy, reliability, and validity of the data
collected directly influence the quality and credibility of the research findings. Data
collection involves systematically gathering and measuring information on variables of
interest to address research problems. Researchers use various methods and tools
depending on the research design, the type of data needed, and the resources available.
Effective data collection ensures that the research study accurately reflects reality and
generates results that are meaningful and relevant to the research objectives.

3.7.1. Types of Data

e Primary Data: Data that is collected firsthand by the researcher through
original methods specifically designed for the study. This includes new data
gathered through surveys, interviews, experiments, and observations. Primary
data is tailored to address the specific research questions.

e Secondary Data: Data that has already been collected, published, or made
available by other researchers, organizations, or institutions. Secondary data
may include reports, academic papers, government publications, industry
statistics, and data repositories. Researchers use secondary data when they want
to analyze existing information or when primary data collection is impractical.

3.7.2. Methods of Data Collection

A. Quantitative Data Collection Methods

Quantitative research aims to measure and quantify data and often uses statistical
methods for analysis. Common data collection methods for quantitative research
include:

e Surveys and Questionnaires: These are the most common methods for
collecting quantitative data. Surveys involve asking respondents a set of
structured questions to gather information on specific variables. Questionnaires
can be administered in person, by phone, through email, or online. The data
gathered is typically numeric and can be easily analyzed using statistical
techniques.

e Experiments: Experiments are designed to test hypotheses by manipulating
variables in a controlled setting. Researchers assign participants randomly to
different conditions or groups (e.g., control vs. treatment groups) and measure

the outcomes.
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o Observations: In quantitative research, observations are often structured and
involve counting specific behaviors or events. The researcher may observe
participants in natural settings or controlled environments.

o Tests and Scales: Researchers often use pre-existing or specially designed tests,
scales, or instruments to measure specific variables (e.g., personality, 1Q,
customer satisfaction).

B. Qualitative Data Collection Methods

Qualitative research focuses on understanding phenomena, exploring experiences, and
interpreting meaning. It often involves data that is non-numeric and is analyzed using
thematic or content analysis. Common methods of qualitative data collection include:

e Interviews: Interviews are one-on-one conversations between the researcher
and participants. Interviews can be structured (with a set list of questions), semi-
structured (with some flexibility in questioning), or unstructured (with open-
ended questions to allow the conversation to unfold naturally).

e Focus Groups: Focus groups involve a small group of participants discussing a
topic or issue under the guidance of a moderator. The researcher collects data
through group interaction, listening for patterns, themes, and insights.

o Observations (Qualitative): In qualitative research, observations may be more
informal and unstructured. Researchers observe participants in natural settings
without controlling the situation. The aim is to gather rich, contextual data that
reflects real-life behaviors.

e Case Studies: A case study is an in-depth investigation of a particular
individual, group, or event. The researcher gathers qualitative data through
multiple sources, including interviews, documents, and observations, to
understand the subject from various perspectives.

C. Mixed-Methods Data Collection

Mixed-methods research combines both quantitative and qualitative data collection
techniques to provide a comprehensive understanding of a research problem. This
approach is particularly useful when a researcher wants to triangulate data to improve
the validity and depth of the findings.

3.7.3. Sources of Data

Data can be collected from different sources, which can broadly be classified as:

e Primary Data Sources: These are data sources directly from the participants or
subjects involved in the research. For example, data obtained through surveys,
experiments, and interviews.

o Secondary Data Sources: These are data that have already been collected by

other researchers, organizations, or agencies. Examples include reports,



academic articles, government publications, and previously collected survey
data.

3.7.4. Data Collection Tools and Instruments

To collect data effectively, researchers often use various tools and instruments. Some of

the common tools used in data collection include:

Surveys/Questionnaire Templates: Pre-designed templates that can be
distributed to respondents. They include a list of questions, which could be
multiple-choice, Likert scale, or open-ended questions.

Interview Guides: Structured or semi-structured interview guides to ensure
consistency across interviews.

Observation Checklists: Used in observational research to record specific
behaviors or events systematically.

Recording Equipment: Devices such as audio or video recorders may be used

to document interviews or focus group discussions.

3.7.5. Ethical Considerations in Data Collection

Data collection must adhere to ethical standards to ensure the rights and privacy of

participants are protected. Some key ethical considerations include:

Informed Consent: Participants must be fully informed about the purpose of
the research and voluntarily agree to participate.

Confidentiality: Researchers must ensure that personal information is kept
confidential and is not disclosed without the participant’s consent.

Anonymity: When possible, the identity of participants should be kept
anonymous to protect their privacy.

Avoiding Harm: Researchers must take steps to minimize any potential harm or
discomfort that participants may experience during the research process.
Honesty and Integrity: Researchers must be truthful in their methods,

reporting, and analysis of data, avoiding fabrication or manipulation.

3.7.6. Challenges in Data Collection

Data collection is not without its challenges. Some common difficulties researchers face

include:

Access to Participants: Gaining access to the target population may be
difficult, especially if the participants are hard to reach or reluctant to
participate.

Response Bias: Participants may not respond truthfully, leading to biased or
inaccurate data.

Non-Response: A low response rate in surveys or interviews can lead to

incomplete data and potential bias.
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Data Quality: Inaccurate or incomplete data can undermine the validity and
reliability of the study’s findings.
Time and Cost Constraints: Data collection can be time-consuming and

expensive, especially when it involves large sample sizes or fieldwork.

3.8 Sample Size Analysis: An Overview

Sample size refers to the number of individuals, items, or units selected from a

population for participation in a research study. The goal is to ensure that the sample is

representative of the larger population to allow for generalization of the results. Sample

size analysis is typically conducted before data collection, during the research planning

phase, to determine how many participants are needed to meet the research objectives

with statistical confidence.

3.8.1 Factors Affecting Sample Size

1.

Desired Confidence Level: The confidence level represents the probability that
the sample results will fall within a specified margin of error. Common
confidence levels include 90%, 95%, and 99%. Higher confidence levels require
larger sample sizes.

Margin of Error (Precision): The margin of error represents the amount of
uncertainty the researcher is willing to tolerate in the results. A smaller margin
of error requires a larger sample size to ensure greater precision.

Population Size: The total number of individuals in the population being
studied can affect the sample size. For very large populations, the sample size
may not increase substantially as the population grows. However, for small
populations, the sample size needs to be adjusted to ensure it is representative.
Expected Variability (Standard Deviation): The variability or spread of the
data impacts sample size. If the population is highly variable (i.e., there is a
wide range of responses), a larger sample size is needed to obtain accurate
estimates. If the population is relatively homogenous, a smaller sample may
suffice.

Effect Size: Effect size refers to the magnitude of the difference or relationship
you expect to observe in the population. If the expected effect size is small, a
larger sample size is needed to detect it with statistical significance.

Type of Statistical Analysis: Different statistical tests require different sample
sizes to achieve the desired power. For example, tests that compare means (e.g.,
t-tests) typically require a different sample size than tests that measure

correlation or regression.



7. Type of Research Design: Whether the study is observational, experimental,
cross-sectional, or longitudinal influences the sample size calculation.

Longitudinal studies, for example, may require a larger sample size to account
for attrition over time.

«» Exercise

X/

% Multiple Choice Questions:

1. What is the primary goal of market research?
A) To increase sales

B) To gather information about consumer preferences and market trends
C) To promote a brand

D) To forecast financial projections

2. Which of the following is an example of primary data in market research?
A) Government statistics
B) Customer feedback collected through surveys
C) Academic research articles

D) Industry reports

3. Which type of market research focuses on understanding the motivations,
opinions, and behaviors of consumers?
A) Quantitative research B) Secondary research

C) Qualitative research D) Forecasting

4. What is the main advantage of using secondary data in market research?
A) It provides the most up-to-date information
B) It is more expensive than primary data
C) Itis time-saving and cost-effective
D) It is more reliable than primary data

5. In market research, which of the following is an example of qualitative data?
A) Sales numbers for a product
B) Customer opinions from open-ended survey responses
C) Statistical analysis of customer demographics
D) Market share calculations
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6. Which of the following best describes a focus group in market research?
A) A method for gathering data from a large number of respondents using
guestionnaires
B) A group of consumers who provide feedback through in-depth discussions
C) A statistical analysis technique for measuring customer preferences
D) A tool for collecting data over long periods

7. What does "'sampling" refer to in market research?
A) Analyzing the entire population
B) The process of selecting a subset of individuals from a population for a study
C) Collecting data through secondary sources
D) The process of interpreting survey results

8. What is the role of a market research forecast?
A) To provide a past analysis of a company's performance
B) To predict future market trends, sales, and consumer behavior
C) To focus on customer satisfaction only

D) To collect demographic data

9. Which of the following is a key component of the market research process?
A) Implementation of marketing campaigns
B) Data analysis and interpretation
C) Product development

D) Financial planning

10. Which of the following sampling methods involves giving each participant an
equal chance of being selected?
A) Convenience sampling B) Stratified sampling

C) Random sampling D) Snowball sampling

Answer the following Question: -

What is Market Research?

Explain the Marketing Process in detail.

Give a brief note on Market research, analysis and forecasting.
How to do Research Planning?

What are the types of Research Design?

S

Explain data collection in detail.



UNIT-4 MARKET SEGMENTATION

4.1 Introduction

4.2 Brief Introduction about Segmentation, Targeting and Positioning
4.3 Definitions

4.4 Bases of Market Segmentation

4.5 Benefits of Market Segmentation

4.6 Challenges in Market Segmentation

% Exercise

4.1 Introduction

There are a number of customers in any market, and all customers differ in terms
of size, resources, geographical location, buying behavior or attitudes and
product requirements. Thus, for any organization, it is very difficult to serve all
the consumers in the market because the number of customers is too high in the
market, and every customer has heterogeneous buying requirements. Thus, the
companies/organizations should identify the particular group of customers or the
market that is the most attractive and that the organization can serve most
efficiently. In this way, the entire market is divided into specific subsets of
customers, which is basically known as market segmentation. Selection of the
right market requires a keen understanding of customer behavior. How is each
segment unique and different? It should be understood by the management to
develop the best marketing plans.

4.2 Brief Introduction about Segmentation, Targeting and
Positioning

1. Segmentation:

It is the process of dividing the whole market into smaller, more manageable
groups of consumers who have similar characteristics, and needs. Some

Common bases for segmentation are described below:
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(A) Geographic (Urban, Rural, Local, Regional and Country)

(B) Demographic (Age, Gender, Income, Education, Occupation, Family
Size and Life Cycle, Ethnicity & Culture, Religion)

(C) Behavioural (Purchase Occasions, Benefit Sought, Product Usage, User
Status, Usage Rate)

(D) Psychographic (Personality, Social Class, Life cycle, Values, Hobbies
and Interests)

2. Targeting:

After dividing the whole market into various segments, companies/business
units evaluate each one to determine which segment is the most attractive and
aligns best with the goals and resources of the Companies. After this, the
selection of one or more segments to target- that is, to focus their marketing

efforts on.
3. Positioning:

The goal of Positioning is to create a clear, unique, and appealing location in
the target consumer's thinking in relation to rival items. Usually, the
marketing mix, branding, and messaging are used to emphasise the product's

special value.

4.3Definition

e "Market segmentation is the process of dividing a market into distinct
subsets of customers with common needs or characteristics, who might
require separate products or marketing mixes." — Philip Kotler

e In simple words, it is dividing the prospective market into identifiable

groups that have similar wants.

4.4 Characteristics of Effective Market Segmentation

The Characteristics of Effective Market segmentation are as follows:

(1) Measurable: The market should be segmented in a way that is easily
identifiable and measurable. so that resources can be allocated effectively

and efficiently.



(2) Accessible: It is possible to assess that market with the help of marketing
channels and channels of communication.

(3) Substantial (Significant): It should not be so small because small
segments may not justify marketing efforts. Thus, the size of the market
should be large enough in terms of profitability and targeting.

(4) Differentiable: The segments should be easily distinguished from one
another and respond differently to marketing strategies. The needs,
preferences and behaviours of each segment should be totally different in
each segment.

(5) Stability: The Stability of the market is an important aspect. For long-
term effectiveness and to maintain a consistent marketing strategy,
segments should remain stable over time.

(6) Actionable insights: To create focused marketing campaigns and plans,

segmentation should yield actionable insights.

4.5 Bases of Market Segmentation

The market is segmented on the basis of geographical segmentation,
demographic segmentation, psychographic segmentation, and behavioural
segmentation. The detailed explanations of each of the segments are given as

follows:
4.5.1 Geographical Segmentation

Market segregation as per geographical factors, such as neighbourhoods,
cities, regions, states, and countries, is known as Geographical segmentation.
Depending upon the needs and desires of each region, A company may
choose to operate in one or a few areas or it may choose to operate in all
areas. This kind of segmentation helps the companies better target their
marketing campaigns, goods and services to the unique requirements, tastes

and traits of customers in various regions of the market.
(1) Location-based segmentation:

It is the first thing that comes to mind when companies want to segment the
market. It is related to grouping the customers based on where they live. Here

market is divided as per physical location, such as country, region, state or
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city, because each location might have distinct demands for products and
services. Not only this, but due to changes in cultural preferences, the
purchasing behaviour is also different for each location, which also affects

the demand for products.
(2) Segmentation based on climate:

The demand for products might be affected by the Climate and weather. For
shaping customer needs, climate plays an important role, especially in the
case of clothing and footwear. Businesses that offer weather-dependent
products and services have to use local weather conditions to market their
products. The demand for heavy winter coats is high in colder regions, while

summer apparel is mostly sold in warmer climates.
(3) Urban and Rural Segmentation:

People in urban and rural areas have different lifestyles, preferences for
products and services, and purchasing power. When we are talking about
urban people, they give preference to convenience, technology, and fashion,
while rural people focus on practicality and durability. A company should
consider these before selecting a segment for its products and services. Let’s
understand with one example: a manufacturer of cars is promoting a fuel-
efficient car in urban areas, while in rural areas, they are promoting larger

and more rugged vehicles.
(4) Country wise segmentation:

In the case of multinational companies, they often segment their markets by
countries or regions considering cultural, economic and legal differences of
country. Based on their local preferences, a company may use different
advertising strategies. For example, multinational beverage companies may
use culturally appropriate themes in advertising in Japan and may use a

different strategy in the United Nations.
(5) Local and Regional Preferences:

People of different religions have different tastes and preferences as per their

culture, history, or local events. In addition to influencing the product



offering, it shapes pricing strategies, promotional tactics, and packages. Let’s
understand with the example of Amazon. Amazon segments its marketing
strategy and campaigns and even product listings by region. At regional
festivals like Durga Pooja in West Bengal, Baisakhi in Punjab, or Onam in
Kerala, Amazon offers regionally specialized items like traditional clothes,

decorations, and sweets.
4.5.2 Demographic Segmentation

Market segmentation as per Demographic factors, such as age, gender,
education, income, family size, occupation, and ethnicity, is known as
Demographic Segmentation. All these factors are useful to provide insights
into the needs, preferences and behaviour of customers. Thus, organizations
can serve customers in the best and most efficient manner. It is one of the
powerful tools that help businesses and companies understand and target
customer groups, considering various factors like age, gender, income and
family structure. By using these data, companies can create effective

marketing campaigns that can meet customer needs.
(1) Age:

As per Age, the preferences and needs of customers are changing. For
example, an infant baby requires the demand of diapers, baby food products,
and baby essential items; children having the age group between 07 to 15
years are more required of books, stationary items, and school essential
items, and young people are often interested in buying new clothes and
fashion ornaments while old age people are needed of decent clothes and
medicines. Thus, this kind of segmentation helps the business organization to
tailor products and services. For example, a toy company can target children
while more focus is given to older age people by the retirement planning

service.
(2) Gender:

Men and Women both behave and think differently due to the combination of
genetics and socialisation. Generally, men are more expressive and goal-

oriented, while women are more communal-minded. For product categories
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like clothing, fashion accessories, hairstyling, and cosmetics, gender-based
differentiation has been applied. The shopping behaviour of men and women
is also different. This kind of segmentation helps the organization in the
identification of consumer behaviour and product preferences between males
and females. Thus, according to this, products must be designed, marketed
and sold to satisfy gender-specific needs and tastes. For example, motorcycle
companies are targeted at men, while TVS Scooty, Honda Activa, and

Kinetic Flyte are mainly focused on women.
(3) Income level:

It plays a vital role in market segmentation because it is related to the
purchasing power capacity of customers. It helps the business organization to
understand the affordability of different products or services for various
income groups. For example, Luxury brand companies target high-income
group people, while more discounts are given to low- and middle-class
people by retailers. The ideal customers for a certain product are not always
predicted by income. Even if the income of two people is the same, it may
be possible that both persons have different attitudes toward the purchase of a
product due to several factors, like lifestyle and values.

(4) Education:

Education plays an important role in shaping the preferences, needs and
buying behaviour of customers. The demand and preferences of people
having higher education are different from those of lower education groups.
People who have higher education demand new technology, books, or health-
related products. A higher level of education or professional qualifications is

targeted by the company that sells the educational software.
(5) Occupation:

The buying decision of customers is also influenced by a person’s job or
occupation. As per Occupation, the needs and preferences of people are also
changing. The person who is in a high profession often requires high-end
office supplies, while the durability of products is important for manual

labourers.



(6) Family Size and Life Cycle:

The buying decision of customers is also influenced by Family Size and Life
Cycle. A person’s major concerns, like purchasing a house, getting married,
taking care of older parents, sending a child to school, marrying off the
children, and retirement planning, are defined by the life cycle. As per the
life cycle, the demands of customers are changing. For example, when a
person is getting married and starting a family, at that time, there is a need

for kitchen appliances, furniture, and cooking gadgets.
(7) Ethnicity and Culture:

Cultural and ethnic background can also affect the demand, spending patterns
and preferences of people. Thus, businesses should create culturally sensitive
marketing campaigns and also offer products by considering this. A fashion
firm might introduce a particular clothing line to conform to ethnic customs,

while food companies might provide goods that serve local cuisines.
(8) Religion:

Religion is also an important factor as it influences the preferences related to
food, lifestyle and holidays. For example, for Hindus, Diwali is one of the
biggest festivals. Thus, the demand for new clothes, household items, sweets
etc., is increasing at a faster rate during this time; for Muslims, this demand
increases during the Idd and for Christians, during Christmas, these demands

are increasing at a faster rate.
4.5.3 Behavioural Segmentations:

In this segmentation, based on actions, behaviours, and decision-making
patterns related to products and services, buyers are divided into different
groups. This segmentation mainly involves understanding the interactions of
consumers with a particular product and brand, thereby helping to predict

future behaviour and in the creation of target marketing strategies.

(1) Purchase Occasions:

Occasions denote a specific day, week, month, year or other clearly defined

temporal aspects of a consumer’s life. Many people are fond of purchasing
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goods on specific occasions like birthdays, anniversaries, and festivals. These
occasions create special opportunities for the business units to expand the
sales of products. We know that during the festival, there is a huge demand
for Clothing, Furniture, Firecrackers, electronic appliances, gold etc. It is a
golden opportunity for the companies to expand their sales during this kind

of occasion.

(2) Benefit Sought:

Products are attractive to consumers for various reasons. When it comes to
toothpaste, customers choose their toothpaste considering various criteria like
preventing decay, brighter teeth, tasting excellent and low price. An attempt
is made to identify the psychographic and demographic traits associated with
every benefit category. Customers are categorised using benefits sought
segmentation according to the particular advantages they seek from a product
or service. It encompasses elements such as the perceived value proposition,
pinpointed address, and desired product features. By matching marketing
messaging to the benefits that customers want, companies may better satisfy
their demands and stand out from the competition.

(3) User Status:

There are first-time users, potential users, ex-users, and regular users. Why
people are not using the product or service is the key to attracting not only
the potential customers but also the probable non-users. It should be known
by the companies that due to which reason people are not using the product.
It may be due to a lack of knowledge about the product, or they have deeply
held beliefs and attitudes. The group of potential users includes the customers
who will use the service in connection with a stage of life. Examples of
potential users who will become heavy users are mothers-to-be. To capture a
future purchase, the manufacturers of baby products and services should
study their identities and flood them with products. In order to gain the most,
market leaders tend to concentrate on attracting new users.

(4) Usage Rate:

The market can be segregated into three categories: light, medium and heavy
product users. In spite of being a small number, heavy users constitute a large

portion of the total consumption. While calculating their average revenue per



user, it is found by the cellular phone service providers that heavy users make
up a significantly higher proportion of their revenue than casual users.
Instead of attracting light users, the market leader should focus on attracting
heavy users. However, a potential issue is that heavy users are either brand
loyal or never loyal to any brand; they are constantly searching for the lowest
price. This type of market segmentation also helps the market leaders in
framing the different marketing strategies to attract new heavy users.

(5) Product Usage:

Customers are divided based on how they utilise a product or service through
product usage segmentation. Variables like usage frequency, features used,
and satisfaction levels are among them. By knowing how customers use their
products, Companies find the opportunity for product improvement and

target marketing campaigns.
4.5.4 Psychographic Bases:

In this segmentation, based on social class, Beliefs, values, lifestyle and
Personality, buyers are divided into different groups. Individuals who belong
to the same demographic category might have different psychographic

characteristics.

(1) Personality:

The term personality is associated with the consistent emotional and
behavioural traits of individuals. Customers choose the brand of products
based on their personality. Both the personality of the brand and the
personality of the customers are strongly connected. This is the most possible
in the case of cars and garments. For example, a car brand like Jeep appeals

to risk-taking and adventurous consumers who seek outdoor experiences.

(2) Social Class:

Social class is mainly related to the position that people either hold or desire
to hold. When targeting a particular segment, psychographic segmentation
considers social hierarchy due to the varying levels of purchasing power of
every socioeconomic class. Targeting the wrong class of people can lead to

failure for the company because they will not be able to or willing to buy
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from you. This concept is equally applicable to account-based marketing.
Psychographic segmentation considers social hierarchy when setting or
targeting because of the different purchasing power. For example, if an
enterprise software company wants to reach C-suite executives, it needs to

segment and target higher authority employees.
(3) Lifestyle:

Lifestyle is related to the way individuals live their lives. It includes their
daily activities, hobbies and social interactions. In the market segmentation
process, companies form groups of people based on their activities, interests
and opinions. The companies generally find groups of people who share a
similar kind of lifestyle. A company that engages in lifestyle segmentation
links a brand to a particular lifestyle. For example, health-conscious
individuals, who value wellness and clean eating, are targeted by a fitness
brand.

(4) Values:

Family Upbringing and cultural background are important determinants in
determining the attitude to life of a person. This attitude can affect the
purchase behaviour of customers. Let us understand with one example, the
person who is raised in a conservative and low economic family will likely
invest his funds in low-risk projects and try to avoid risk. Thus, targeting
them for these kinds of projects is an automatic invitation to fail at
conversions. According to life values and background, the opinion of every
customer is different towards the product. Thus, marketers should consider

this variable at the time of segmenting the market.

(5) Hobbies and Interest:

Hobbies and interests reveal the liking and disliking of people and their
passions in life. It also defines the area where the people want to spend. Each
person has a different interest in sports, music, books, arts, media,

preferences, entertainment etc.



4.6 Benefits of Market segmentation

The benefits of market segmentation are discussed below:
(1) Effective marketing campaigns:

Market segmentation helps in making clarity about the market which needs to be
targeted and tailoring the message to that target market, which enables

companies to design marketing campaigns with a high level of engagement.
(2) Proper Utilization of resources:

By using market segmentation, management can focus on a specific group of
customers rather than the entire market. Thus, it is typically less expensive than a
broad-reach strategy.

(3) Higher success rate:

In market segmentation, the market is divided into subgroups of customers.
Through this, management can easily understand the needs of customers, which
reduces the risk of loss. In this way, it increases the success rate for the

management.
(4) Likelihood of Brand Loyalty is increasing:

Due to market segmentation, numerous opportunities are provided by the
companies for establishing a long-lasting connection with customers. Consumers
may react positively to more straightforward, individualised marketing tactics
that promote community, inclusivity, and a feeling of belonging. Not only this,
but market segmentation also increases the likelihood that businesses will

discover the ideal client that fits their product line and target demographic.
(5) Opportunity for new product development:

Market segmentation also helps in the identification of new opportunities for
innovation. By studying the needs of customers, management can easily
understand what customers are looking for from the brand. So that management
can design the products and services which can satisfy the needs of customers
fully.
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(6) Identifying Market opportunities:

Due to market segmentation, companies can easily understand the emerging
needs of customers which are not currently addressed. Thus, it becomes an
opportunity for the companies to serve the needs of customers and expand the

market.

4.7. Challenges in Market Segmentation

No doubt, market segmentation is a very powerful tool. It plays a vital role in
tailoring the business marketing strategies to specific customer groups. But still,
for implementing effective segmentation, business units are facing a number of

challenges. Some of the challenges are listed below:
(1) Costly:

Market segmentation is costly. A smaller batch size and the need for
customisation might result in a higher cost of manufacturing when products and
marketing initiatives are tailored for a particular segment. Not only this, but
modification of distribution channels is also required to meet various market

niches, which is also raising expenses for the business units.
(2) Selecting the right segment to focus on:

Market segmentation is not for choosing a bigger market opportunity. But
selecting the right segment which is a right fit for the products or services of the

companies. For this, research and data are very helpful.
(3) Lack of data:

For effective segmentation, plentiful, accurate and up-to-date data are required.
A decision taken based on inaccurate or outdated information can be harmful for
the companies because false information leads to targeting the wrong audience or

misinterpreting customer needs.



(4) Dynamic Market Behaviour:

Preferences of customers and market conditions are changing rapidly. Due to
this, market segmentation becomes outdated. Continuous monitoring is required

because segments that work today might not work tomorrow.
(5) Over Segmentation:

Sometimes, market segmentation results in several small segments, which leads
to market fragmentation. Thus, it becomes challenging to achieve a significant

impact in any single segment of the market.
(6) Privacy lIssues:

For the market segmentation, data are collected from the various groups of
customers, which raises ethical and privacy issues. Thus, data protection
regulations must be complied with by the companies. Not only this, but business

units should maintain transparency with customers about the usage of data, also.
(7) Stereotyping Risks:

In market segmentation, there is a possibility of stereotyping risks because the
assumption made based on demographic and psychographic data may not be true
for every customer in that segment. This type of condition can hurt a brand’s

reputation and turn off potential customers, also.
(8) Difficult to Implement:

For the effective implementation of a market segmentation strategy, there must
be coordination among various departments. It is a difficult task for any

company.
% Exercise
e Long Questions:
(1) Explain the various bases of Market segmentation in detail.

(2) What is Market Segmentation? Discuss the benefits and limitations of

Market Segmentation.
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e Short Notes:

(1) Benefits and Limitations of Market Segmentation
(2) Demographic Market Segmentation

(3) Geographic Market Segmentation

(4) Behavioural Market Segmentation

e Multiple Choice Questions (MCQs)
(1) From the following, which is not a common basis for market

segmentation?
A) Geographic B) Psychographic
C) Demographic D) Promotional
Answer: D) Promotional
(2) Market segmentation helps marketers in
A) Decreasing Marketing cost
B) increasing in product price
C) better satisfaction of customers’ needs
D) none of the above
Answer: C) better satisfaction of customers’ needs

3) related with the division of buyers into groups based on their

attitudes or responses to a product.
A) Behavioural Segmentation B) Psychographic Segmentation
C) Demographic Segmentation D) Geographical Segmentation

Answer: A) Behavioural Segmentation



(4) From the following, is the example of psychographic
segmentation?

A) Income B) Climate and region
C) Lifestyle and personality D) Religion
Answer: C) Lifestyle and personality

(5) Before beginning the market segmentation process, a firm should

A) ldentify bases for segmenting markets

B) Forecast total market potential

C) Selection for target market

D) Select target market segments

Answer: A) Identify bases for segmenting markets

6) From the following, is an example of behavioural Market
Segmentation.

A) Location B) Values
C) Benefit Sought D) Social Class

Answer: C) Benefit Sought

63



Authors’ Name:

Review (Subject):

Review (Language):

Editor’s Name:

Publisher’s Name:

Edition:
ISBN:

BBA SEMESTER-3
Marketing Management
BLOCK: 2

Dr. Khushbu Jadav, Assistant Professor, Dr.BAOU, Ahmedabad.
Mr. Ankit Joshi, Assistant Professor, Dr. BAOU, Ahmedabad.
Mr. Krunal Mistry, Assistant Professor, Dr.BAOU, Ahmedabad.
Ms. Mansi Khatik, Assistant Professor, Dr. BAOU, Ahmedabad

Dr. Jasmin Padiya, Associate Professor,
Faculty of Management, GLS University,Ahmedabad.

Dr. Abhijitsinh vala, Assistant Professor,
Christ College, Rajkot.

Mrs. Dipali Dave, Assistant Professor
The Department of English, Ganpat University, Kherva, North Gujarat

Prof. (Dr.) Manoj Shah,

Professor and Director,

School of Commerce and Management,

Dr. Babasaheb Ambedkar Open University, Ahmedabad.

Dr. Ajaysinh Jadeja,

Registrar,

Dr. Babasaheb Ambedkar Open University,

‘JyotirmayParisar’, opp. Shri Balaji Temple,Chharodi, Ahmedabad, 382481,
Guijarat, India.

2025-26 (First Edition)
978-93-5598-682-5

ISBN: 978-93-5598-682-5

=]

789355 986825

All rights reserved. No part of this work may be reproduced in any form, by mimeograph or any other
means without permission in writing from Dr. BabasahebAmbedkar Open University, Ahmedabad.




64

UNIT-5 PRODUCT AND PRICE

5.1 Introduction

5.2 Meaning and Concept of product

5.3 Types of products

5.4 Product line and product mix decisions
5.5 Product life cycle

5.6 Meaning and stages of product planning and product development
5.7 Concepts and meaning of Price

5.8 Importance of Price

5.9 Factor affecting price

5.10 Pricing strategies

5.11 Pricing and discounts

5.12 Pricing methods

5.13 Conclusion

< Exercise

5.1 Introduction

There are many factors that contribute to the development of products and
services. There are two very famous terms in marketing, 7P’s and 4P’s and they
include both product and price. A product is known as a physical copy of
tangible goods, whereas price is the value paid by customers for satisfaction.
When developing and launching the product, the choice of the product mix and
price combination was crucial. There are many factors that directly or indirectly

contribute to the product and price determination.



5.2 Meaning and Concept of Product

Definition: In the context of product marketing refers to the importance of
products in business. Products are essential to a company's business model,
representing the key offerings that fulfill the needs and wants of consumers.
Effective management of products, from conception to pricing, can drive the
success of a company. A product is any good or service that can be offered to the

market to meet consumer demands or needs.

Objectives: The objective is to plan or design the key aspects of product
development, including the concept of the product, types of products, life cycle,
pricing, and strategies. By understanding these areas, businesses can better meet
customer needs, optimize their product offerings, and remain competitive.
Products are the crucial part of any business because they serve as the solution to

a consumer's problem or desire.

5.3 Types of Products

There are two types of products, which are divided into two parts: (1) Consumer
Products (2) Industrial Products. Both types are briefly discussed below:

(1) Consumer Products: These are products bought by the final consumer for
personal use. Anything that can be purchased by a person and is consumed by
the same person is called a consumer product. Consumer Goods: These are
products bought by consumers for their personal use. Examples include food,

clothing, and electronics. They can be divided into four parts:

Convenience Goods: These are frequently purchased goods or items, usually
inexpensive and requiring minimal effort to buy. Examples include groceries,

toiletries, and snacks.

Shopping Goods: These products or goods require more time and effort to
compare before purchase. They are often higher-priced than convenience goods.

Examples include electronics, furniture, and clothing.

Specialty Goods: These are unique goods or products with special

characteristics, and consumers will put in extra effort to acquire them, often with

65



66

brand loyalty. Examples include luxury cars, high-end watches, and designer

clothing.

Unsought Goods: Products that consumers are not actively seeking out and do
not think about regularly. They typically require more aggressive marketing to
make consumers aware. Examples include life insurance, funeral services, and

emergency services.

(2) Industrial Products: These are products used in the production of other
goods or for business operations. Examples include raw materials, machinery,
and office supplies. Industrial Goods: These products are used in the production
of other goods or in the operation of a business. For example, a company may
purchase a machine to help produce more goods. These can be categorized into

three parts:

Materials and Parts: It is known as raw materials, like iron, and parts such as

screws used in manufacturing.

Capital Goods: It is known as machinery or large equipment that aids in

manufacturing, such as factory equipment.

Supplies and Services: those Items or goods used in business operations, such

as office supplies and cleaning services known as Supplies and Services.

5.4 Product Line and Product Mix Decisions

Product Line: This denotes a group of related products offered by a company
that are marketed under one single brand or name. A company may have
multiple product lines that target different customer needs. For example, a
company like Apple offers a product line of smartphones, computers, and
wearables. It includes product line length, which contains the number of products
in a line and product line depth, which contains the number of variations offered

within a product line.

Product Mix: The entire set of products that a company offers for sale. It

includes all product lines the company sells. For instance, a company like Coca-



Cola may have product mixes that include soft drinks, bottled water, juices, and

snacks.

Product Mix Decisions: Companies decide how many products to offer in each
product line (product line length) and how many variations of a product to
include (product line depth). Businesses also have to decide whether to broaden

(more product lines) or narrow (fewer product lines) their mix.

5.5 Product Life Cycle (PLC)

Meaning: The Product Life Cycle (PLC) is a marketing concept that describes
the stages a product goes through from its introduction to its decline.
Understanding these stages helps businesses plan their marketing strategies and

manage product performance.

Stages of Product Life Cycle (PLC):

Introduction: It is the initial stage of PLC. When a product is launched in the
market. Sales grow slowly, and costs are high. Marketing and promotional

efforts are focused on building awareness.

Growth: It is the second stage of PLC. Sales begin to rise rapidly as more
consumers adopt the product. Competitors may enter the market, and businesses

focus on differentiating their products.

Maturity: It is the third stage of PLC. The product’s growth slows down. The
market becomes saturated, and companies may need to introduce improvements

or new features to sustain sales.

Decline: It is the last stage of PLC. Sales and profits begin to fall as consumer
preferences shift or new products emerge. Companies may discontinue or

revamp the product.
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5.6 Meaning and Stages of Product Planning and Product
Development

Meaning and Concept: Product planning refers to the process of defining,
designing, and managing the entire lifecycle of a product. This is a strategic
process that guides the product’s development from idea generation to market
introduction and beyond. Product development is the process of taking a product
from an idea through to market introduction, including research, design, testing,

and marketing.
Stages of Product Planning and Product Development:

Idea Generation: Ideas are generated from both internal and external sources,
including research, customer feedback, and brainstorming. In other terms, it is
known as gathering ideas from various sources like employees, customers, and
competitors.

Idea Screening: The initial ideas are evaluated for feasibility, profitability, and
alignment with the company’s objectives. Narrowing down the ideas to those
that are most feasible and aligned with the company’s resources.

Concept Development and Testing: The selected ideas are developed into
product concepts, and prototypes or mockups are tested with consumers to gather
feedback. In other words, it is known as refining the product concept and
conducting market research to see if it resonates with potential customers.

Business Analysis: This stage involves analyzing the cost structure, pricing, and
potential profitability of the product. It is called analyzing market demand,

production costs, and potential profitability.

Product Design and Development: Once the product concept is refined, the
actual product is designed, developed, and tested. It is also known as designing

the final product and creating prototypes.

Market Testing: A limited launch of the product is done in specific markets to
evaluate customer response. It means introducing the product to a limited market

to test its viability.



Commercialization: The product is launched on a larger scale. Full-scale

production and distribution of the product.

5.7 Concept and Meaning of Price

Meaning and concept: Price is the amount of money a customer must pay to
acquire a product or service. It’s a critical element of the marketing mix as it
impacts sales, revenue, and profitability. Price helps in positioning the product in
the market, influences purchasing decisions, and plays a significant role in

achieving a business’s overall strategy and goals.

5.8 Importance of Price

1. Revenue Generation and Profit Margin: Pricing directly impacts a
company’s revenue. A high price can lead to higher revenue, but it may reduce
the number of customers. A low price may increase sales but reduce the profit
margin. The price of a product or service directly impacts how much revenue a
business can generate. Higher prices usually lead to higher revenue per unit sold,

though this can be offset by reduced sales volume.

2. Competitive Advantage: Competitive pricing helps a company differentiate
itself in the market. Pricing strategies such as value-based pricing or penetration
pricing can attract more customers and create market dominance. Market
Differentiation means Companies often use pricing strategies to differentiate

themselves from competitors.

3. Customer Perception and Value Perception: Price is often seen as an
indicator of quality. Higher-priced products can be perceived as more premium
or luxurious, while lower-priced products may attract budget-conscious buyers.
A high price may suggest premium quality, while a lower price could suggest

affordability or lower quality.

4. Market Segmentation and Targeting Different Demographics: By
adjusting pricing, companies can appeal to different customer segments. Luxury

brands use high pricing to target affluent consumers, while discount brands use
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lower prices to appeal to budget-conscious shoppers. Price Elasticity means
Businesses must consider how demand for a product change with price changes.
Some goods, like luxury items, are less price-sensitive, while others are more

elastic.

5. Psychological Impact and Price Anchoring: Consumers often compare
prices with an anchor, e.g., a regular price or a competitor’s price, when making
a decision. Discounts and promotions leverage this psychological effect to
influence purchasing decisions. Charm Pricing means the use of prices that end
in .99 or .95 is a common tactic because people tend to perceive 9.99 as
significantly cheaper than 10, even though the difference is minimal.

6. Brand Image, Positioning, and Premium Pricing: High prices can reinforce
a luxury or high-quality brand image. Apple, for example, uses premium pricing
to convey innovation and high-end quality. Economy Pricing means on the flip
side, brands that focus on mass-market appeal, such as Walmart, emphasize

lower prices to attract price-sensitive consumers.

7. Supply, Demand and Market Dynamics: In economics, the price of goods
and services tends to adjust based on supply and demand. When demand exceeds
supply, prices tend to rise, and when supply exceeds demand, prices tend to fall.

Businesses must be able to react to these shifts to maximize profit.

8. Long-Term Strategy and Pricing for Growth: Sometimes, businesses will
set a lower price initially to build a customer base or enter a new market. Over
time, they may raise prices once brand loyalty is established. Price as a Barrier to
Entry means A high price can act as a barrier to entry for new competitors,

especially in industries where initial investments are high.

5.9 Factors Affecting Price

it can be broadly categorized into internal factors (those controlled by the

business) and external factors (those outside the business's control).



Internal Factor:

1. Cost of Production: The price of raw materials, labor, manufacturing
processes, and distribution costs directly influence pricing decisions. If
demand for the product is high, the price can be set higher. Conversely,
lower demand may require lowering the price to increase sales. It

includes many costs such as:

Fixed Costs: These are costs that do not change with the level of
production, such as rent, salaries, and fixed utilities. A company must
price its products to cover these costs and ensure profitability.

Variable Costs: These costs fluctuate based on the quantity produced,
such as raw materials and labor. A higher production volume typically
reduces the per-unit cost, which could allow a company to lower its price

or increase margins.

Cost-Plus Pricing means that many businesses use cost-plus pricing,
which adds a markup on top of the production cost. The markup is often

determined based on desired profit margins.

2. Brand Positioning and Strategy

A brand's positioning heavily influences pricing. Luxury brands, such as
Rolex or Louis Vuitton, use high prices to maintain their exclusivity and
perceived value, while budget brands may focus on affordable pricing to
capture a larger market share.

Pricing Strategy means Companies may adopt different pricing strategies
based on their objectives. These strategies include Penetration Pricing,
which means setting a low initial price to attract customers and gain

market share.

3. Target Market

Income Levels of Consumers means Pricing is often adjusted based on

the target market's income levels. Luxury goods target affluent



consumers, while everyday products are priced to cater to a broader
audience. The location of the target market also affects price. For
instance, products may be priced higher in cities or affluent areas where

consumers have more disposable income.

4. Product Life Cycle

The Introduction Stage means new products typically have higher prices
to cover development costs and capitalize on early adopters who are
willing to pay a premium. Growth Stage means that as the product gains
popularity and competition enters the market, the price may decrease or
stabilize to capture a wider audience. Maturity Stage means that when a
product is widely available and competition is fierce, prices may drop
further, especially if the product becomes standardized. Decline Stage
means as the product reaches the end of its life cycle, prices may continue
to drop as demand decreases.

5. Perceived Quality and Brand Reputation
Brand Equity means Strong brands often command higher prices because
they have established trust, loyalty, and perceived value. Customers are
willing to pay more for a trusted brand, believing it offers superior
quality or service. Quality Perception means that if a company has built a

reputation for offering high-quality goods, it can charge higher prices.
External Factor

1. Demand and Consumer Behavior
The responsiveness of consumer demand to price changes is crucial. If a
product is price-sensitive, a small price change can lead to a large change
in quantity demanded. If demand is inelastic, price changes will have a
minimal effect on it. Consumers weigh the perceived value of a product
against its price. Products considered high quality or essential may justify
a higher price, while products perceived as less valuable may struggle at
higher price points.

2. Competitor Pricing and Competition: Companies must monitor

competitors' prices and adjust their own pricing accordingly.



Businesses must consider how competitors are pricing similar products.
In highly competitive markets, pricing can become a key differentiator. A
company may lower prices to gain market share or increase prices to
signal quality or exclusivity. In some markets, intense competition can
lead to price wars, where companies continually undercut each other to

attract customers.

Market Conditions

Economic Conditions: Broader economic factors, such as inflation,
recession, or economic growth, can influence the purchasing power of
consumers and businesses. During periods of economic hardship,
consumers may prioritize price over brand, leading companies to adjust

their prices to stay competitive.

Supply and Demand: Prices are often driven by the basic principle of
supply and demand. If demand exceeds supply, prices tend to rise.

Conversely, if supply exceeds demand, prices tend to fall.

Seasonality: Certain products may have higher prices during peak
seasons (e.g., airfares during holidays or ski resort packages in winter).
Businesses may adjust prices according to demand fluctuations based on

the time of year.

Economic Conditions: Inflation, recession, or economic growth can
affect consumers' purchasing power, influencing how much they are

willing to pay.

. Government Regulations and Taxes and Tariffs

Government Regulations mean Policies like price controls, taxes, tariffs,
or trade restrictions can directly influence the price. Taxes and Tariffs
mean Government policies, including taxes, tariffs, and subsidies, can
significantly affect prices. For example, an increase in tax on a product or

raw material can lead to higher prices for consumers.
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5. Supply Chain and Distribution Costs

The costs of transportation, warehousing, and distribution can influence
the final price of a product. For example, increased fuel prices or supply
chain disruptions such as those caused by natural disasters or pandemics
can drive up prices. Sourcing raw materials or products from different

parts of the world can impact costs.

6. Technological Advancements

Technological advancements can lead to more efficient production
processes, reducing the cost of manufacturing and potentially lowering
prices. However, new technology may also lead to higher prices for
cutting-edge products, as seen in the case of new smartphones or tech

gadgets.

7. Cultural and Social Factors
Cultural perceptions of value and pricing vary across regions and
societies. For example, some cultures may have an affinity for premium
products and be willing to pay more for status, while others might
prioritize practicality and low-cost goods. Changing social trends can also

affect price decisions.

5.10 Pricing strategies

Price Discrimination: Selling the same product at different prices to different
consumers or market segments. It’s commonly seen in airline tickets, where

prices vary based on demand or time of booking.

Price SKimming: Setting a high initial price for a new product to capture high-
margin customers before gradually lowering the price to attract a broader market.

It’s often used with new technology products.

Penetration Pricing: Setting a low initial price to quickly gain market share.
After establishing a customer base, companies may increase the price.



5.11 Pricing and Discounts

Pricing: The practice of determining the appropriate price for a product based on

various factors like production cost, demand, and competition.

Discounts: Temporary price reductions to encourage purchases or reward loyal
customers. Types of discounts include: Seasonal Discounts: Reduced prices
during off-peak seasons. Promotional Discounts: Temporary price reductions to
attract customers or promote a new product. Volume Discounts: Discounts given

for large orders.

5.12 Pricing Methods

Pricing methods are the approaches businesses use to set the price of their
products or services. Each method is based on different objectives, market

conditions, and business strategies.

1. Cost-Based Pricing

This method involves setting the price based on the cost of producing or
acquiring the product, plus a markup for profit. The business calculates the total
cost of production (fixed and variable costs) and adds a markup percentage to
determine the selling price. The markup may not reflect the product's value in the
market. This method involves adding a specific markup on top of the cost of
goods sold. The markup can be based on either a fixed dollar amount or a

percentage. A retailer buys a shirt for 25 and marks it up by 15 to sell at 40.

2. Value-Based Pricing

Value-based pricing sets prices primarily based on the perceived value of the
product or service to the customer, rather than the cost of production. Companies
determine how much value customers place on the product and set the price
accordingly, often using market research or customer surveys. The focus is on

delivering a product that solves a problem or satisfies a need.
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3. Competition-Based Pricing

In this method, prices are set based on what competitors are charging for similar
products or services. It involves either setting the price lower, the same, or higher
than the competition. A new coffee shop may price its coffee similarly to
Starbucks, whereas a value-focused café might price lower to attract budget-
conscious customers. Helps businesses remain competitive in the market,

especially when there’'s little differentiation between products.

4. Penetration Pricing

Penetration pricing involves setting a low initial price to attract customers and
gain market share quickly. Once the company establishes a customer base, the
price may be gradually increased. This strategy is often used when launching
new products or entering new markets. The goal is to build customer loyalty and

capture a large share of the market before competitors can respond.

5. Skimming Pricing

Skimming pricing involves setting a high initial price for a new product and
gradually lowering it over time as the product becomes more widely available or
as competition enters the market. Often used for innovative or high-demand
products. Early adopters, who are less price sensitive, are willing to pay a

premium price to be the first to experience the product.

6. Psychological Pricing

Psychological pricing leverages customer psychology to influence buying
decisions. It includes strategies that make the price appear lower or more
attractive than it actually. This pricing method includes tactics like pricing a
product at 9.99 instead of 10, or offering discounts that make customers feel they

are getting a better deal.

7. Dynamic Pricing

Dynamic pricing, also known as surge pricing, involves adjusting prices in real-

time based on market demand, supply, and other external factors. Prices change



based on demand fluctuations, availability, or competitor pricing. For instance,
during high demand times, like holidays or peak hours, prices might increase,

while prices may decrease when demand is low.

8. Freemium Pricing

Freemium pricing is often used by software and digital services companies. It
offers basic services for free, with the option to upgrade to premium features for
a price. The core service is free, but users can purchase additional features,
enhanced functionality, or other premium services. Spotify offers a free version
with ads and limited features, while the paid version removes ads and adds extra

features.

9. Geographical Pricing

Geographical pricing adjusts the price of a product based on the location where it
is being sold. This procedure is often influenced by factors like shipping costs,
local demand, and economic conditions. Prices are set based on the region,
country, or city in which the product is sold, considering factors like local taxes,
currency fluctuations, and market conditions. We can optimize pricing based on

local purchasing power and account for shipping costs or tariffs.

10. Promotional Pricing

Promotional pricing involves offering temporary discounts or offers to increase
short-term sales, often used in conjunction with advertising or marketing
campaigns. The price is temporarily reduced to encourage customers to make a
purchase. It can include offers like Buy One, Get One Free, seasonal sales, or
discounts for first-time buyers. A clothing store may offer a 50% off sale for a
limited time to clear inventory or boost foot traffic.

5.13 Conclusion

Price is much more than just the monetary cost of a product or service. It is a
strategic tool that businesses use to influence consumer behavior, position

themselves in the market, and maximize profitability. The right pricing strategy
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can lead to sustained growth, while the wrong one can damage a brand’s

reputation or hurt its bottom line.

«» Exercise

1. Multiple choice questions (MCQs)
1. The concept of product in marketing refers to:

a) A physical good only
b) Anything that can be offered to a market to satisfy a want or need
¢) Only tangible goods

d) A service provided to customers

Answer: b) Anything that can be offered to a market to satisfy a want or
need

2. Which of the following is not a product in marketing terms?

a) A car b) A mobile application

c) An idea d) A financial service

Answer: d) A financial service

3. In marketing, a product is defined as:

a) A physical item only

b) A bundle of physical and intangible attributes that offer value to
customers

c) Just the item available for sale

d) The advertising used to promote an item

Answer: b) A bundle of physical and intangible attributes that offer value

to customers



4. Which of the following is an example of an intangible product?

a) A book b) A consultation service
c) A laptop d) A bicycle

Answer: b) A consultation service
5. Which of the following is an example of a convenience product?

a) A luxury watch b) A can of soda

c) Acar d) A diamond ring
Answer: b) A can of soda
2. Short and long questions:

1. Explain the Meaning and Concept of product.

2. Explain the Types of products

3. Explain the Product line and product mix decisions.

4. Explain the Product life cycle.

5. Explain the Meaning and stages of product planning and product development.
6. Explain the Concepts and meaning of Price.

7. Explain the Importance of Price.

8. Explain the factors affecting price.

9. Explain the Pricing strategies, price discrimination, price skimming and

penetration.
10. Explain the Pricing and discounts.

11. Explain the Pricing methods.
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UNIT-6 PLACE

6.1 Introduction

6.2 Summary of the Four P’s

6.3 Meaning & Definition of ‘Place’ in the Marketing Mix
6.4 Importance of ‘Place’

6.5 key Elements of place

6.6 Key elements of a successful ‘Place’ strategy

6.7 Most Challenges of Place Strategy

<+ Exercise

6.1 Introduction,Definition & Meaning

In marketing management, it refers to one of the four key elements of the
marketing mix, commonly known as the 4Ps: product, price, place, and
promotion. The marketing mix involves the movement of products from
producers to users, involving intermediaries like distributors, wholesalers,

retailers, and the internet as a marketplace.

"Place" in the marketing mix is how and where a business sells a product. This
includes a company's distribution networks, methods of moving and storing
items, and the positioning of a product in a store. Place in the marketing mix
refers to the complete process of delivering a product from the producer to the
customer, which may involve all distributors and middlemen. Storefronts and
websites are examples of both physical and virtual locations. Place plays a
crucial role in a company's promotional strategy, influencing the ideal place to
sell products. It interacts with other marketing elements to meet demand, set

price, and raise awareness.



6.2 Summary of the Four P’s

The four Ps are one type of marketing mix and refer to: product, price, place and

promotion.

1. Product: Product is one of the components of the marketing mix. Products
include both goods and services. The product is a base for the entire marketing
program. Product means a complete product that can be sold to consumers. That
means branding, labeling, color, services, etc. It includes tangible and non-
tangible benefits or features. Every marketer who wants to know what benefits to
offer, how to position the product, and what a unique selling proposition is will

have a thorough understanding of the target market.

2. Price: Pricing is a crucial aspect of the marketing mix, influencing
purchasing decisions and determining the product's reputation and position. It
involves determining the economic value of the product, including its physical
form, promotion, services, brand image, and distribution, which significantly
impacts marketing choices. To effectively market a product or service, it's crucial
to choose a price that's both accessible to the target market and aligns with
business objectives. Overpricing can lead to low sales and potential loss of profit.
To determine a successful price, consider factors like competitors' price range,

the target audience's price range, and the best price that fits your target market.

3. Place: The concept of 'place’ is crucial for businesses to effectively market
their products, as it ensures they reach the most receptive audiences, aligning
their offerings with their preferred locations or buying habits. Place management
involves selecting the right location for products to be sold, ensuring availability
at the right time and place, and deciding on distribution channels and pricing for
wholesale and retail outlets.

4.  Promotion: Promotion, the fourth P in marketing, involves strategies like
advertising, public relations, social media, content, direct marketing, influencer
marketing, and discounts to promote products and convert prospects into buyers.
If you want your business to be successful, you must find ways to promote your
business effectively. Promotion involves promoting goods or services through

various methods, including word-of-mouth, newspaper ads, television
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commercials, social media, email, display ads, and content marketing, to appeal

to the target market and develop online marketing strategies.

6.3 Definition of ‘Place’ in the Marketing Mix by different
authors

» Philip Kotler: "Place includes the company’s activities that make the
product available to target consumers."

» Jerome McCarthy (originator of the 4Ps): "Place is concerned with all the
decisions involved in getting the right product to the right target market at the
right time."

» William D. Perreault & E. Jerome McCarthy: "Place decisions are
concerned with the physical distribution system and the selection of
marketing channels to be used."”

» Michael J. Baker: "Place in the marketing mix refers to the distribution
strategy, including channel structure, market coverage, and logistics."

> Pride and Ferrell: "Place is the set of activities that a firm uses to make its

products accessible and available to consumers."

6.4 Importance of ‘Place’

"Place in the marketing mix is not just about location—it’s about ensuring the

right product is in the right place at the right time, in the right quantity, and in a

cost-effective way." Let’s understand the importance of ‘Place’.

1. Enhancing customer Convenience: A well-planned distribution plan
ensures that buyers can access goods when and where they need them,
increasing customer satisfaction and encouraging repeat business.
Customers are more likely to purchase items that are easily accessible and
conveniently located. This can be achieved through strategically choosing
distribution channels, opening stores in prime locations, and offering online
ordering options. For example, availability in local stores or fast online
delivery options improves convenience.

2. Competitive Advantages: A well-structured distribution strategy can

differentiate a brand from competitors. a strategic location can offer a



competitive edge by being closer to key demographics or by being in high-
traffic areas.

3. Impacts on Sales and Revenue: Businesses can boost sales by putting
their products in easily accessible places and using efficient distribution
methods. This involves taking into account both online platforms and
physical stores.

4. Streamlined Operations: Place strategies can enhance operational
efficiency by optimizing distribution planning, reducing transportation and
warehousing costs, and ensuring efficient order processing.

5. Expanded Market Reach: Businesses can broaden their market reach and
customer base by utilizing diverse distribution channels and geographical
locations, targeting specific demographics or entering new markets. Proper
distribution channels help reach the target market effectively, whether

through physical stores, online platforms, or intermediaries.

6.5 key Elements of place

The place comprises two major components that can help a company meet its

distribution goals and business targets. They are as follows:

1. Physical Distribution
2. Channel Distribution

1. Distribution: Physical distribution involves the efficient movement of goods
from producers to consumers, encompassing order processing, transportation,
warehousing, and inventory control. It is a crucial aspect of marketing and

place. Let’s understand key components of physical distribution.

Inventory Management: Inventory management is the process of ordering, storing,
and using a company's inventory, including raw materials, components, and finished
products, to meet customer demand without overstock or shortages. The objective of
inventory management is to maintain optimal stock levels, minimize holding costs,
avoid stockouts, improve cash flow, and streamline production and distribution.
Common inventory management techniques include Just-in-Time (JIT), Economic

Order Quantity (EOQ), ABC Analysis, and Safety Stock. Inventory management is

83



84

crucial in marketing, balancing supply and demand, influencing pricing strategies,

and maintaining brand reputation.

Order Processing: Order processing, a crucial process from receipt to shipment,
requires efficient methods like real-time inventory tracking, automated

fulfillment, and quality packaging for timely and accurate deliveries.

Warehousing: The places where goods are kept for a while are called
warehouses. Therefore, warehouses store products temporarily before
distributing them as needed. Because production and delivery take a long time,

and because some goods are seasonal, warehouses are necessary.

In addition to storing goods, the warehouses also handle marketing and
assembly, among other duties. Consequently, storage warehouses and
distribution warehouses are the two types of warehouses. Storage warehouses
help keep supply and demand in balance by storing commodities over extended
periods of time. On the other hand, distribution warehouses facilitate the quick

reselling and assembly of goods.

Transportation: Since it makes it easier to move items from one location to
another, transportation is an essential component of physical distribution for the
business. Choosing a form of transportation, whether to buy or rent a car, how to
arrange delivery, and who will pay for it are all examples of transportation
decisions. Roadways, railroads, rivers, airways, and pipelines are among the
several modes of transportation. The cost of transportation and the mode's
availability, speed, frequency, safety, and suitability for the product's delivery are
some of the many aspects that affect the decision to use a specific mode.

Typically, a business selects a mix of modes of transportation.

2.Channel Distribution: Channels of distribution are crucial connections
between producers, middlemen, and customers in a company's distribution
network. They facilitate regular communication, product information, after-
sales services, and finance, with the organization assuming all risks associated

with distribution.



Manufacturer: Products are created by manufacturers, who use components
or raw materials to create them. They are in charge of guaranteeing product
quality, creativity, and market-driven adaptability. The basis for the entire
distribution process is laid by manufacturers who plan their distribution

channels according to the target market, product attributes, and target audience.

Wholesalers: Wholesalers function as a middleman between manufacturers and
retailers, providing services including bulk breaking, inventory management, and
transportation aggregation, and achieve economies of scale through bulk

purchases, which lowers the cost of products for retailers.

Retailers: Retailers deal directly with customers as the last link in the supply
chain. They provide individualized services, design eye-catching displays, and
curate merchandise. Retailers may operate physical stores, operate online, or do
both.

Agents and Brokers: Brokers and agents serve as middlemen who help buyers
and sellers complete transactions. They contribute their industry expertise,
market knowledge, and negotiating abilities.

» Types of Channels of Distribution

% Direct Channel: It's among the earliest ways to sell. This type of channel is
also known as a zero-level channel since the producer sells straight to the
final consumer, bypassing any middlemen. The manufacturer interacts with
customers directly and maintains total control over the product, its image,
and the user experience throughout the entire process. This distribution
channel is typically used by producers who sell costly, perishable, and
regionally focused items, such as bakeries, jewelers, and consulting firms.
There are several possible formats for this distribution route. The most often

utilized ones are:

Direct mail: It is among the most widely used direct distribution strategies.
It covers a wide range of mail, including newspapers, sales letters,
brochures, postcards, catalogs, and envelope mailers. Customers receive
direct mail at their addresses.
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Online Sale: Variously known as I-marketing, web-marketing, e-marketing,
or e-commerce, it is a component of the worldwide internet network. In this
scenario, a business sells its goods online and gets paid promptly. It has
become one of the most widely used sales channels and has eliminated the

need for middlemen.

Personal Selling: When a manufacturer and a customer communicate

directly about a product or service, this is known as personal selling.

Indirect Channels: here, middlemen, such as wholesalers, retailers, agents,
etc. are involved in the distribution of products. These middlemen are
usually wholesalers or merchants. Wholesalers purchase goods from
manufacturers and then resell them to retailers. In the last phase, retailers
sell the goods to final customers. There are four types of indirect channels:

I One level channel: Company- retailers-consumers

Il Two-level channel: Company-wholesalers and retailers- consumer

111 Three-level channel: Company- agents, wholesalers and retailers-

consumers

IV Multilevel channel: Company- number of middlemen- consumers

“ Network Marketing: Distributed goods through a network of members,
who act as both sellers and users, can earn commissions on their own
consumption and that of other members. This emerging option, like Modi
Care and Amway, allows access to quality products at low prices without
middlemen. However, it is only applicable to large multinational

companies.

6.6. Key elements of a successful ‘Place’ strategy

1. A successful place strategy ensures that products are available at the right

place, at the right time, and in the right quantity, helping maximize
customer satisfaction and sales. To optimize marketing efforts, consider the
location for displaying products to consumers, and use these tips to

determine the best method for delivering and distributing them.



Review the customer’s habit: Understanding customer behavior can aid in
selecting locations that align with their shopping habits, revealing frequent
shopping locations for product positioning and increasing sales. By
selecting distribution channels that customers frequent, businesses can
make it convenient for their target audience to purchase their products.

Analyze Product Type: When selecting a location to sell goods, consider
the product's attributes, prevent transit damage, and maintain its
appearance. If a product is perishable, choose a location with proper

infrastructure for storage and prominently display its main selling points.
Evaluate Different Distribution Channels: Companies can choose to

distribute their products in multiple locations or maintain an exclusive
brand identity, benefiting high-end brands. Channel segmentation, which
involves multiple distribution methods and multiple retailers and
distributors, can make products less exclusive but more accessible.

Select Strategic Partners: Partner with existing or potential customers,
establish common goals, coordinate promotional campaigns, and offer
training and assistance on products or services if needed.

Learn about customer needs: Understanding your target audience's needs
can help you choose the best retail location. For example, if customers lack
transportation, online distribution methods may be the best option. If
affordable products are needed, choose methods with few intermediaries to
reduce outsourcing costs. These top priorities can guide you in making
critical decisions about where to place items for customers.

Learn about your competitors: Learn about your competitors selling
similar products and their distribution channels. Study their sales and
marketing strategies for each location and distribution method. Find unique
selling locations where your products can stand out and leverage their
successful strategies.

Determine the costs of the channel: Evaluate each channel's expenses in
relation to its advantages. Commission fees and other expenses are
frequently incurred when distribution is outsourced to outside middlemen
and merchants. There may be additional expenses associated with handling
products internally through direct distribution, such as those associated

with website maintenance and inventory management. Determining which
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location is appropriate for your marketing mix can be made easier if you

are aware of the different costs associated with each.

6.7 Most Challenges of Place Strategy

Implementing a place strategy can present various challenges—some of them
internal, some external. Regardless of their source, they are challenges that need
to be addressed. Understand the below to find out about the challenges and
possible solutions.
1. Changing consumer behaviour and market trends:
Consumer behavior and market trends are constantly evolving, making it
challenging to keep up. To adapt marketing strategies, it's essential to
continuously monitor and analyze these changes. Extend consumer research
to anticipate future trends and customer needs, rather than focusing on past
activities. This will help businesses understand their position in the market

and adapt accordingly.

2. Adapting to technological Advancement:
The rapid pace of technological advancements and digital disruption in
marketing can pose challenges in implementing a Place strategy. Keeping up
with new technologies and tools can be challenging. A strong and flexible
strategy is necessary for navigating international marketplaces and

competing with well-established firms.

3. Inadequate Resources:
A strong place strategy may not be successfully implemented and supported

if there is insufficient infrastructure, money, or staff.

4. Ineffective Leadership & Poor Communication:
Leaders need to be able to motivate and guide their teams and effectively
execute the place strategy. Lack of clear and consistent communication
within the organization can lead to confusion, misaligned efforts and

ultimately failure to execute the strategy effectively.



«» Exercise

» Answer the following questions.

1. Write the Meaning & Definition of ‘Place’ in the Marketing Mix.

2. Discuss the Importance of ‘Place’.

3. Explain the key Elements of place in detail.

4. Write about the successful ‘Place’ strategy.

» Write the Multiple-choice Questions.

1.

What is the prime purpose of the distribution channel?
A. To market to avoid channel conflict

B. Tointermediaries

C. Launched into new markets

D. To the right place at the right time

Distribution is a decision primarily regarding
A. Price B.Product
C.Promotion D.Place

The 4 Ps of Marketing are:

A. Purpose, Product, Price, Promotion
B. Plan, Purpose, Product, Price

C. Purpose, Plan, Product, Promotion
D

. Product, Place, Promotion, Price

Which of the following is not a component of place (distribution)?
A. Warehousing B. Logistics
C.Advertising D.Retailing

Which of these is an example of a direct distribution channel?
A. Manufacture — Wholesaler- Retailer-consumer

B. Manufacture-Retailer-consumer

C. Manufacture-consumer
D

. Manufacturer- Agent- Retailer- Consumer

Which of the following is not a type of marketing channel?
A. Intensive distribution B.Selective distribution

C. Exclusive distribution D.Aggressive distribution
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UNIT-7 PROMOTION

7.1 Introduction

7.2 Promotion: Meaning and Importance

7.3 Promotion Mix: Advertising — Definition, Features and Functions;
Advertising Media; Legal and Ethical Aspects of Advertising

7.4 Personal Selling: Meaning, Functions and Steps; Role of a Salesman in
Selling Process; Characteristics of a Good Salesman

7.5 Publicity, Public Relations and Sales Promotion: Meaning, Nature and

Functions; Types of Sales Promotion; Sales Promotion Techniques

< Exercise

7.1. Introduction

In the field of marketing, the ultimate goal of any business is to deliver value to
customers while achieving organizational objectives such as profitability,
growth, and brand loyalty. However, even the best product or service requires
customer awareness and understanding of its value to succeed in the

marketplace. This is where promotion becomes essential.

What is promotion?

Promotion refers to the various communication techniques used by marketers to
inform, persuade, and influence potential buyers to purchase a product or service.
It is one of the core elements of the marketing mix, often referred to as the 4Ps
(Product, Price, Place, Promotion). While the other elements focus on what the
company offers, promotion is about how the company communicates that

offering to its target audience.



The Importance of Promotion in Modern Marketing

In today’s competitive business environment, where customers are bombarded
with numerous brand messages daily, effective promotion helps businesses stand
out. It is not just about selling; it is about creating a brand identity, building
customer relationships, and ensuring long-term loyalty. With the rise of
globalization and digital technology, companies now have access to a wider
audience but also face greater competition. Therefore, strategic promotion is

more important than ever.

> Elements of the Promotional Mix

Promotion is not limited to advertising. It comprises several elements,
collectively known as the promotional mix. Each element has its own role,
advantages, and limitations. The main tools include:

1 Advertising — Paid, non-personal communication through various media
(TV, radio, newspapers, online platforms).

2 Sales Promotion — Short-term incentives such as discounts, coupons,
contests, and free samples to encourage immediate purchase.

3 Personal Selling — Direct interaction between a sales representative and
a potential customer to influence buying decisions.

4 Public Relations (PR) — Building a positive image and maintaining
good relations with the public, media, and stakeholders.

5 Direct Marketing — Communicating directly with individual consumers
through emails, SMS, catalogues, and telemarketing.

6 Digital and Social Media Marketing — Using online platforms,
influencers, content marketing, and data-driven campaigns to connect
with tech-savvy audiences.

Each of these tools can be used individually or in combination, depending

on the target market, marketing objectives, and budget.

» Emerging Trends in Promotion
With rapid advancements in technology, consumer behavior is constantly
evolving. Marketers are adapting by using:
« Social media influencers to reach niche markets.

« Interactive content to increase engagement.
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« Al-driven personalized messages to offer tailored experiences.
o Omni-channel marketing to provide a seamless brand experience across
all touch points.

Understanding these trends is critical for students who aspire to build

successful careers in marketing.

7.2

Promotion: Meaning and Importance

In marketing, promotion refers to all the activities a company undertakes to

inform, persuade, and influence potential customers to buy its products or

servi

ces. It is the communication aspect of the marketing mix (4Ps) and plays

a crucial role in connecting the product to its target audience.

Promotion is not just about advertising; it involves a combination of

techniques, including:

Advertising

Sales Promotion

Personal Selling

Public Relations

Direct Marketing

Digital and Social Media Marketing

These techniques are collectively called the promotional mix, and they help

in creating awareness, building interest, generating sales, and fostering brand

loyalty.
> Definition

“Promotion is the coordinated self-initiated effort by a firm to set up channels

of information and persuasion to facilitate the sale of a good or service, or the

acceptance of an idea.” — Philip Kotler

» Objectives of Promotion

1. To Inform — Educate customers about a product’s features, benefits, and

availability.

2. To Persuade — Convince potential buyers why they should prefer a

particular brand over competitors.



To Remind — Keep the product in the minds of customers to encourage
repeat purchases.

To Build Brand Image — Develop a strong, positive identity for the
brand in the marketplace.

To Support Sales Efforts — Assist salespeople with materials, demos,

and events that help close deals.

» Importance of Promotion

Creates Awareness

Promotion helps introduce new products and brands to the market. It
informs potential customers about the existence, features, and advantages
of a product or service.

Example: When a new smartphone is launched, ads and social media
promotions help spread awareness about its features.

Stimulates Demand

Through persuasive messages and attractive offers, promotion influences
consumer attitudes and buying behavior, thereby increasing demand for
the product.

Example: A discount or “Buy One Get One Free” offer can push a
customer to make an immediate purchase.

Helps Differentiate the Product

Promotion communicates the unique selling proposition (USP) of a
product. This helps a business stand out in a crowded marketplace.
Example: A toothpaste brand might promote itself as the only one with
herbal ingredients and cavity protection.

Builds Brand Loyalty

Regular and consistent promotion helps build a strong emotional
connection with consumers, leading to brand recall and loyalty over
time.

Example: Cadbury’s emotional advertisements during festivals help
reinforce customer loyalty.

Supports Personal Selling
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Promotion activities such as brochures, demo videos, and brand
awareness campaigns make the job of personal selling easier by pre-
educating customers.

Example: Before meeting a sales executive, a customer may already be

familiar with the product due to earlier promotions.

e Enhances Company Image
Public relations and well-crafted promotional campaigns help build a
favourable reputation for the business in the eyes of customers, investors,
and society.
Example: CSR-based promotions showing a brand’s involvement in
social causes enhance public perception.

e Helps in Competitive Advantage
In competitive markets, aggressive and creative promotional strategies
can give a brand an edge over its competitors.
Example: Zomato and Swiggy use witty ads and social media marketing
to remain at the top of the customer’s mind.

e Aids in Market Penetration and Expansion
Promotion helps in entering new markets or targeting new customer
segments by communicating the product's benefits effectively.
Example: When an Indian FMCG company expands into rural markets, it

may use promotional vans, local events, and radio ads.

7.3 Promotion Mix: Advertising - Definition, Features and
Functions; Advertising Media; Legal and Ethical Aspects of
Advertising

» Definition of Advertising

Advertising is a paid, non-personal form of communication that aims to
promote a product, service, idea, or brand to a target audience. It is sponsored by
an identified organization or individual and is typically delivered through

media such as TV, newspapers, radio, or digital platforms.

Example: When Coca-Cola launches a new flavor, it creates TV ads, online

campaigns, and billboards to promote it to consumers.



> Kotler’s Definition:

“Advertising is any paid form of non-personal presentation and promotion of

ideas, goods, or services by an identified sponsor.”

> Features of Advertising

1.

(o3}

Paid Communication

o The advertiser pays to place the ad in various media.

« This payment gives them control over content, timing, and placement.
Example: A company pays for a 30-second commercial on TV.

Non-Personal Presentation

o Advertising communicates to a mass audience, not to an individual.

e There’s no direct interaction between the advertiser and the
consumer.
Unlike personal selling, you can’t ask a question during an ad.

Identified Sponsor

e The identity of the advertiser (company, brand, or individual) is
always mentioned clearly.

o This builds brand recognition and accountability.
Example: “Sponsored by LIC” in an insurance advertisement.

Mass Communication Tool

e Advertising can reach millions of people at the same time, across
geographies and cultures.
Example: A viral ad on YouTube can reach a global audience within
hours.

Persuasive in Nature

e The goal is to influence buying decisions by highlighting benefits,
offers, or emotional appeal.
Example: Fair & Lovely ads promising skin-lightening results.

. Standardized Message

o All viewers receive the same message, regardless of their personal
preferences.

A print ad in a newspaper shows the same content to everyone.
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Creative and Visual Appeal

o Uses images, slogans, jingles, celebrity endorsements, and
storytelling.

o Creativity helps capture attention and improves recall.

Example: Amul ads with catchy taglines and current event references.

Functions of Advertising

1.

Creating Awareness: Informing potential customers about the existence
of a product or service.

Generating Interest: Through visual appeal, humour, music, or
storytelling, ads make the audience curious.

Stimulating Demand: Encourages customers to purchase by offering
discounts, benefits, or showing problem-solving features.

Reinforcing Brand Loyalty: Consistent advertising helps people
remember and trust a brand over time.

Providing Information: Tells customers about price, features, usage,
availability, and more.

Supporting Other Promotions: Ads can support sales promotions,
events, or personal selling.

Improving Brand Image: Creative, socially responsible ads can enhance
public opinion.

Creating Competitive Advantage: Helps differentiate from rivals by

showing why your product is better.

Types of Advertising Media

Advertising media are the platforms or channels used to convey the ad

message. They include:
A. Traditional Media

1. Print Media
e Newspapers and magazines.
o Used for detailed messages and local/national outreach.

Example: Real estate or bank ads in newspapers.



2. Broadcast Media
e Television: Combines visuals, sound, and motion. High cost but
wide reach.
« Radio: Cost-effective. Good for local audiences.
Example: Radio jingles like “Vicco Turmeric — Ayurvedic
Cream.”
3. Outdoor Media
« Billboards, posters, bus ads, transit ads.
o Ideal for repeated exposure and public visibility.
Example: IPL team sponsors on hoardings.
B. Digital Media
1. Social Media Ads
o Platforms like Facebook, Instagram, and YouTube.
o Targeted, interactive, measurable.
Example: Myntra ads appearing while scrolling on Instagram.
2. Search Engine Ads
o Google Ads based on search keywords.
Example: “Buy Laptops” showing sponsored Lenovo ads.
3. Email & App Ads
o Personalized messages, promotional notifications.
Example: Zomato push notifications.
C. Other Media
« Cinema Ads
e In-store promotions
e Event sponsorships

Example: Pepsi sponsoring cricket events.

» Legal Aspects of Advertising in India
Advertising is regulated to protect consumers from deceptive, offensive, or
harmful content. Key laws include:
1. Consumer Protection Act, 2019
« Prohibits false or misleading advertisements.
e Punishes advertisers who make false claims (e.g., fake health
benefits).

2. Drugs and Magic Remedies Act, 1954
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e Bans ads for products claiming to cure serious diseases miraculously.

Example: “This oil cures cancer in 7 days” is illegal.

3. Cable Television Networks Regulation Act, 1995

o Ensures advertisements on TV are appropriate and not misleading.

4. ASCI — Advertising Standards Council of India

e A self-regulatory body.
o Advertisements must follow the Code of Conduct — truthful, non-
offensive, and fair.

ASCI can ban ads that promote stereotypes or vulgar content.

5. Trademark & Copyright Laws

« Prevent the unauthorized use of logos, brand names, taglines, or

music.

» Ethical Aspects of Advertising

Ethical advertising means promoting in a truthful, respectful, and socially

responsible manner.

Common Ethical Issues:

1. Misleading Claims: Exaggerating benefits or lying about the product.

Example: Slimming belts claiming instant weight loss.

2. False Comparisons: Criticizing competitors unfairly.

Example: “Our detergent is 5x better than Brand X without proof.

Stereotyping: Gender, race, or social class misrepresentation.
Example: Showing women only in cooking roles.

Harmful Products: Promoting tobacco, alcohol, or fast food
irresponsibly.
Manipulative Tactics: Creating fear or insecurity to sell products.

Example: You won’t get a job if your skin isn’t fair.
Targeting Children: Using cartoons or free toys to influence kids.

Example: Candy ads during cartoon shows.

» Importance of Ethics in Advertising:

Builds consumer trust.

Enhances brand reputation.

Prevents legal penalties.

Ensures social responsibility.
Contributes to long-term brand success.



7.4 Personal Selling: Meaning, Functions and Steps; Role of a

Salesman in Selling Process; Characteristics of a Good
Salesman

Personal Selling is a direct and face-to-face form of communication between a

salesperson and a potential customer. It involves persuading the customer to

purchase a product or service through personal interaction.

» Definition
Personal selling is the process of assisting and persuading a prospective

customer to buy a product or service through face-to-face interaction.

» Example

A sales representative demonstrating a washing machine in a retail

showroom or a medical representative convincing a doctor to prescribe a

pharmaceutical product.

» Functions of Personal Selling

1.

Creating Awareness and Interest: Salespersons introduce the product to
customers, explain its features, and generate interest.

Providing Information: Detailed product explanations are given:
features, benefits, comparisons, usage, warranty, etc.

Identifying Customer Needs: Salespersons ask questions to understand
the buyer’s needs and problems.

Persuading Customers: The salesperson highlights how the product
meets the customer’s needs better than alternatives.

Handling Objections: Customers may raise concerns (price, quality and
brand). The salesperson resolves them confidently.

Closing the Sale: The salesperson asks for the order, negotiates terms,
and finalizes the sale.

Providing After-Sales Service: Ensuring delivery, installation, and

satisfaction after purchase.
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» Steps in the Personal Selling Process

Step 1:

Step 2:

Step 3:

Step 4:

Step 5:

Step 6:

Step 7:

Prospecting

Identifying potential customers (prospects) who are likely to buy the
product.

For example, A real estate agent makes a list of potential
homebuyers.

Pre-approach

Researching the customer’s needs, preferences, financial status, etc.,
before making contact.

The salesman learns the prospect’s past purchases.

Approach

Making the first contact with the customer through a visit, call, or
email.

Building rapport is key.

Greet the customer with a smile and a polite introduction.
Presentation and Demonstration

Explaining the product’s features, benefits, and how it meets
customer needs.

May include a live demo.

Showing how a vacuum cleaner works on the spot.

Handling Objections

Listening to customer concerns and resolving doubts patiently and
logically.

Yes, it’s costlier, but it has a 3-year warranty and free servicing.
Closing the Sale

Asking the customer to place the order.

Includes offering payment options, delivery dates, discounts, etc.

Can we process your order now?

Follow-up

Ensuring customer satisfaction, resolving issues, and building long-
term relationships.

Calling after 2 days: “Is the machine working properly?



» Role of a Salesman in the Selling Process

A salesman plays a crucial role in bridging the gap between the company

and the customer.

Roles Include:

1.

Brand Ambassador: Represents the company’s values, mission, and
product image.

Customer Educator: Explains product features and usage in simple
language.

Need Identifier: Understands and interprets customer requirements
accurately.

Problem Solver: Suggests the best solution/product for customer issues.
Persuader: Influences customer decisions using effective communication
and presentation.

Negotiator: Handles price, delivery, and terms to suit both company and
customer.

Relationship Builder: Maintains long-term customer connections for
repeat business.

Information Provider: Acts as a feedback channel between customer

and company (e.g., market trends, customer preferences).

» Characteristics of a Good Salesman

To succeed in personal selling, a salesperson must possess certain personal,

professional, and interpersonal qualities.

1.

Good Communication Skills: Able to speak clearly, listen actively, and
convey information effectively. E.g., explains product features in easy-
to-understand language.

Product Knowledge: Knows everything about the product: features,
advantages, usage, price, and competitors. E.g., @ mobile phone salesman
can compare features of all major brands.

Confidence: Believes in himself and the product, which builds trust in
customers. E.g., this AC is our best-selling model and perfect for your

room size.
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Empathy: Understands and relates to the customer's feelings and needs.
E.Q., [ understand you 're concerned about cost. Let me show you a more
affordable option.

Patience and Persistence: Doesn’t give up easily, handles rejection
professionally, and keeps following up. E.g., follow up on a lead after a
week with new offers.

Honesty: Does not make false claims or hide facts. Builds long-term
trust. E.Q., this phone doesn’t support wireless charging, but it has fast

charging.

. Adaptability: Can adjust tone and approach based on customer

personality and situation. E.g., approaches a young buyer differently than
an elderly customer.
Goal-Oriented: Motivated to meet sales targets and performance

benchmarks. E.qg., tracks daily, weekly, and monthly goals.

7.5 Publicity, Public Relations and Sales Promotion: Meaning,

Nature and Functions; Types of Sales Promotion; Sales
Promotion Techniques

» Publicity — Meaning, Nature, and Functions
Meaning:

Publicity is a non-paid form of promotion where the media or the
public highlights a company, product, or service, often without the
company's direct control.

Example: A news article praising a new eco-friendly car model launched

by Tata Motors.

Nature of Publicity:

e Unpaid: Companies do not pay for the media space.

e Uncontrollable: The Company cannot fully control the message or
timing.

e Credible: Messages in newspapers or TV reports are often seen as
more trustworthy.

e Wide Reach: Can quickly spread awareness.

Functions of Publicity:

o Creates awareness at no cost.



Builds credibility as it’s not perceived as advertising.
Influences public opinion quickly.
Can be positive or negative (e.g., product success vs. product

recall).

» Public Relations (PR) — Meaning, Nature, and Functions

Meaning:

Public Relations is the planned and sustained effort to build a positive

image of a company or brand among the public, customers, employees,

and stakeholders.

Definition:

“Public Relations is the management function which evaluates public

attitudes, identifies policies and procedures of an organization with the

public interest, and executes programs to earn public understanding and

acceptance.” — Institute of Public Relations
Nature of PR:

Two-way communication: Between the company and its public.
Planned activity: Includes campaigns, press releases, events, etc.
Image-building tool: Focuses on long-term goodwill.

Non-commercial tone: More informative than persuasive.

Functions of PR:

Maintains positive public image

Manages crisis (e.g., during product failures or legal issues)
Improves media relations

Handles internal communication with employees

Engages in community relations (CSR, charity events)

Example: Infosys is conducting a press conference to announce hiring plans
and CSR activities.

» Sales Promotion — Meaning, Nature, and Functions

Meaning:

Sales Promotion refers to short-term incentives or techniques used to

encourage the purchase or sale of a product or service.
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Definition:
Sales Promotion includes marketing activities that stimulate consumer
purchasing and dealer effectiveness, such as displays, shows, demonstrations,
and various non-recurrent selling efforts.
Nature of Sales Promotion:
e Short-term: Limited-time offers and incentives.
e Action-oriented: Aims at quick customer response.
o Complementary to advertising and personal selling.
o Flexible and easily changeable.
Functions of Sales Promotion:
e Increase immediate sales
e Attract new customers
e Clear old inventory
e Encourage repeat purchases
e Support dealers and retailers
o Stimulate trial of new products
Example: “Buy 1 Get 1 Free” on cold drinks during summer.
» Types of Sales Promotion
Sales promotions can be broadly divided into three types:
1. Consumer Promotion (B2C)

Aimed at end-users to boost buying.

o Coupons
e Samples
o Discounts
o Contests

e Loyalty points
2. Trade Promotion (B2B)
Targeted at intermediaries like wholesalers, retailers.
e Trade discounts
o Display allowances
o Free goods
e Credit terms
3. Sales Force Promotion
Incentives to motivate the company's sales staff.
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« Bonuses

o Sales contests

« Recognition awards

o Travel incentives

» Sales Promotion Techniques

For Consumers:

Technique

Description

Example

Coupons

Discount vouchers

%50 off on next purchase

Free Samples

Trial before purchase

Face cream sachets

Contests and Sweepstakes | Win prizes by entry

"Scratch & Win"

Loyalty Programs

Points for repeat

Myntra Insider Points

purchases

Price Packs Extra quantity at the same 20% extra in the shampoo
price bottle

Buy One Get One(BOGO) | Buy one, get the second Pizza Hut BOGO offer

free

For Trade Partners (Wholesalers/Retailers):

Technique

Description

Example

Trade Allowance

Extra discount on bulk

5% extra discount for 500 units

purchase
Dealer Gifts Free merchandise Free microwave on crossing
targets
Display Money for in-store display FMCG shelf space incentives
Allowances
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For Sales Force:

Technique Description Example
Sales Contests Competitions to achieve targets “Top Seller of the
Month”
Incentives Cash or reward based on %2000 bonus per 100
performance units sold
Recognition Awards, certificates, or public "Star Performer Award"
Programs praise

«» Exercise

» Answer the following questions in detail:

1.

Define Promotion. Explain its importance and the components of the
promotional mix.

What is advertising? Discuss its key features and functions in
marketing.

Describe different advertising media used by companies and their
advantages.

Explain the meaning, functions, and steps involved in Personal
Selling.

Discuss the role of a salesman in the selling process and explain the
characteristics of a good salesman.

Define Publicity and Public Relations. Explain their nature and
functions.

What is Sales Promotion? Discuss its nature, functions, and various
types.

Explain the different sales promotion techniques used for

consumers, trade, and sales force.

> Answer the following questions in short:

1.
2.
3.

What are the elements of the promotional mix?
List any three features of advertising.

Name four types of advertising media.




4
5
6.
.
8
9

10. Give two examples of sales promotion techniques targeted at

. What are the main functions of personal selling?

Give four characteristics of a good salesman.

What is the difference between publicity and advertising?

Name two functions of public relations.

consumers.

. What are the two main types of sales promotion?

. Define a “coupon” and “free sample” as sales promotion tools.

Multiple Choice Questions (MCQs)

1.

Which of the following is NOT a part of the promotional mix?

a) Advertising b) Public Relations

¢) Product Design d) Sales Promotion

Answer: ¢) Product Design

Advertising is mainly used to:
a) Personalize communication

c) Sell directly

b) Create mass awareness

d) Manage internal communication

Answer: b) Create mass awareness

Which of the following is an example of advertising media?

a) Newspaper b) Sales contest

c) Personal selling d) Publicity

Answer: a) Newspaper

Personal selling involves:
a) Mass communication

c) One-way communication only

b) Face-to-face interaction
d) Only advertising

Answer: b) Face-to-face interaction

The first step in the personal selling process is:

a) Closing the sale
¢) Presentation
Answer: b) Prospecting

b) Prospecting
d) Handling objections
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10.

11.

12.

Which is NOT a characteristic of a good salesman?
a) Good communication skills b) Patience
c) Dishonesty d) Confidence

Answer: c¢) Dishonesty

Publicity is:
a) Paid promotion b) Unpaid promotion
c) Personal selling d) Sales promotion

Answer: b) Unpaid promotion

Public relations primarily focuses on:
a) Short-term sales boost b) Building a positive image
c) Offering discounts d) Personal selling

Answer: b) Building a positive image

Sales promotion is mainly used to:
a) Build long-term customer loyalty b) Increase short-term sales
c) Replace advertising d) Manage public relations

Answer: b) Increase short-term sales

Which of the following is a consumer sales promotion technique?
a) Trade allowance b) Free samples
c) Sales contest d) Dealer incentives

Answer: b) Free samples

Trade promotion targets:
a) Final consumers b) Wholesalers and retailers
¢) Media houses d) Company employees

Answer: b) Wholesalers and retailers

A sales contest is designed to:

a) Reward customers b) Motivate the sales force
¢) Build company image d) Generate publicity
Answer: b) Motivate the sales force



13.

14.

15.

Which of the following is NOT an advertising medium?
a) Television b) Radio
c) Personal selling d) Billboards

Answer: ¢) Personal selling

Which of the following statements about personal selling is true?
a) It involves one-way communication only

b) It is suitable for complex products

c) It cannot be used to build relationships

d) It is less effective than advertising

Answer: b) It is suitable for complex products

A coupon is:
a) A free product sample b) A voucher offering a discount
c) A contest for customers d) A type of advertising

Answer: b) A voucher offering a discount
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UNIT-8 DISTRIBUTION

8.1 Meaning

8.2 Importance of Distribution
8.3 Channels of Distribution
8.4 Functions of Distribution
8.5 Role of Intermediaries

8.6 Different formats: organized and unorganized stores, Department

Stores, Supermarkets, Hyper Markets, Chain Stores

< Exercise

8.1. Meaning

The distribution of the product is a major element of the marketing mix. A
product priced correctly will have no value if it is not available in the right
location. Distribution is the process of moving the product from the producer to
the ultimate consumer. It provides a place of utility for the product. The
increasing complexity of the modern production process has created a wide gap
between the manufacturer and the ultimate consumer. At the same time, mass
production, decentralization of the market, and small consumer buying
requirements have made it difficult for the manufacturer to deal directly with the
customers. A channel of distribution helps in bridging the gap between the
manufacturer and consumer. It includes several intermediaries like wholesalers,

retailers, brokers, sales agents, etc.

Distribution refers to the process of spreading a product throughout the
marketplace to ensure that a large number of consumers can buy it. This involves
several key components that work together to facilitate the movement of goods

from producers to consumers.



8.2 Importance of Distribution

Distribution channels have a very efficient role in the smooth functioning of

businesses. Some of the importance is discussed below:
1. Timely Delivery of Products

This is one of the important functions of distribution channels. A distribution
channel helps in the delivery of products to customers at the right time. If
products are not available at the right time to customers, it may disappoint him. It
has removed all distance barriers for businesses while performing their
operations. Distribution channels have made it possible for businesses to serve

customers even in far distant places.
2. Maintain Stock of Products

The distribution channel has an efficient role in maintaining sufficient stocks of
goods. It helps in maintaining the supply of goods as per the demands in the
economy. Distribution channels perform functions of storing the products in
warehouses & supplying them according to demand in the market. It avoids all

cases of a shortage of supply of goods in the market.
3. Provides Market Information

The distribution channel serves as the medium through which businesses acquire
all the required information from the market. It takes all information like demand,
price & nature of competition in the market from its different intermediaries
involved in its distribution channel. Also, customers provide information &
various suggestions to producers through these channels. It helps in formulating

strategies according to that.
4. Promotion of Goods

Distribution channels help in marketing & promotion of products. There are
several middlemen who are involved in the distribution system of businesses.
These intermediaries inform the customers about the product. They introduce
them with new products & explain them to their specifications. Customers are
induced & motivated to buy these products by intermediaries. Hence, the
distribution channel has an efficient role in the promotion & marketing of goods.
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5. Provide Finance

Business gets financial assistance from the distribution channel. Intermediaries
involved in the distribution channel buy goods in bulk from producers. These
intermediaries give payment to producers while purchasing. Then these
middlemen sell these goods to customers in quantities demanded by them. They
even provide credit facilities to the customers. However, producers get timely
payment & are saved from blocking of their funds through credit selling.

Therefore, distribution channel regulation regulates the movement of businesses.
6. Generates Employment

A distribution channel generates employment in the economy. There are a huge
number of people who are involved in the distribution system of businesses.
These people are wholesalers, retailers & different agents. All these people earn
their livelihood through working in these distribution channels. Therefore,

distribution channels are creating employment opportunities for people.
7. Distribution of Risk

Risk is something that is associated with each & every business. Distribution
channels save the producers from the risk of delivering products to customers
safely & timely. It becomes the duty of intermediaries that are involved in the
channel to deliver it to customers timely. Producers focus only on their

production activities & don’t need to consider issues about delivering products.

8.3 Channels of Distribution

Distribution has two main important aspects, i.e. Channels of distribution and
Physical distribution. A channel of distribution refers to the pathway through
which the goods move from the producers to the consumer. This is done through
several intermediaries. Physical distribution, on the other hand, is concerned with
the physical movement of the product to the target market so as to provide time
and place utility to it. The physical distribution activities include transportation,

warehouse, inventory maintenance, order processing, etc.

Channels of distribution have been defined in different ways by different authors.



e According to Philip Kotler, “Every producer seeks to link together the set of
marketing intermediaries that best fulfil the firm’s objective. This set of
marketing intermediaries is called the marketing channel also trade channel
and the channel of distribution.”

e According to William J. Stanton, “A channel of distribution for a product is
the route taken by the title of the goods as they move from the producer to the
ultimate consumer or the industrial user.”

e According to the American Marketing Association,” The structure of intra-
company organisation units and extra company agents and dealers,
wholesalers and retailers, through which a commaodity, product or service is

marketed.”

In other words, a channel of distribution is a pathway directing the flow of goods and
services from producer to consumer, consisting of a number of intermediaries. It is an
organised network that performs all the activities required to link producers with users

to accomplish the marketing task.

Channels of distribution refer to all the steps and intermediaries involved in moving a
product from the manufacturer to the customer. These include direct sales, retailers,
wholesalers, agents, and digital platforms. Choosing the right channel can increase

sales and reduce costs, which is vital for success in Commerce exams and business.
Types and Levels of Distribution Channels

A set of middlemen or intermediaries who help an organisation in the flow of goods
and services from the manufacturers to the consumers is known as the Channels of
Distribution. The intermediaries, along with the help in the physical movement of
goods, also help in the movement of title or the transfer of ownership. The two types
of channels of distribution or distribution level are the Direct Channel and the Indirect
Channel. Indirect channels can have one, two, or three levels, depending on the

number of intermediaries.
Levels of Distribution Channels
e Zero-Level (Direct): Producer — Consumer

e One-Level: Producer — Retailer — Consumer
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e Two-Level: Producer — Wholesaler — Retailer — Consumer
e Three-Level: Producer — Agent — Wholesaler — Retailer — Consumer

1. Direct Channel (Zero Level)

As the name suggests, a direct channel, or zero level, is a distribution level
through which an organization directly sells its products to customers without
the involvement of any intermediaries. For example, jewelers use direct
channels, Apple sells its products directly to the customers through its stores,
Amazon sells directly to consumers, etc. Some of the most common types of
direct channels of distribution are direct sales by appointing salesmen, through

the Internet, teleshopping, mail order houses, etc.
2. Indirect Channels

When a middleman or intermediary is involved in the distribution process, it
means the organisation is using Indirect Channels of Distribution. The indirect
channels of distribution can be classified into three categories; viz., One Level
Channel, Two Level Channel, and Three Level Channel.

i) One-Level Channel

One-level channel means that there is only one intermediary involved between
the manufacturer and the customer to sell the goods. This intermediary is known
as a retailer. In simple terms, under one level channel, the organisations supply
their products to the retailers who sell them to the customers directly. For
example, goods like clothes, shoes, accessories, etc., are sold by companies with

the help of a retailer.
i) Two-Level Channel

A two-level channel is a commonly used distribution method that involves two
intermediaries for selling products. The intermediaries involved are
wholesalers and retailers. The producer sells their products to wholesalers in
bulk quantities, who sell them to small retailers, who ultimately supply the
products to the customers. This channel is generally used to sell convenience

goods like soaps, milk, milk products, soft drinks, etc. For example, Hindustan
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Unilever Limited sells its goods, like detergents, tea leaves, etc., through

wholesalers and retailers.
iii) A three-Level Channel

A three-level channel means that there are three intermediaries involved
between the manufacturer and the customer for the sale of products. The three
intermediaries involved are agent distribution, wholesalers, and retailers. It is
usually used when the goods are distributed across the country and for that,
different distributors are appointed for different areas. For example,
wholesalers purchase goods from different distributors, like North India
Distributors and then pass the goods to the retailers, who ultimately sell the

goods to customers.

8.4 Functions of Distribution channel

A distribution channel simply refers to the path or route through which a product
moves from producer to ultimate customer. It is through distribution channels that
businesses are able to deliver their products to customers. The place of production
and consumption of products is not the same; therefore, the distribution channel
has an efficient role in overcoming this problem. The distribution channel
overcomes the place barrier in delivering the products. If customers are not able to
get their products at the right time and in proper condition from businesses, they
will definitely look for other options in the market. Businesses should therefore
carefully decide their distribution channel for serving their customers better and
winning their loyalty. There are basically 2 types of distribution channels
available for businesses. The first one is the direct channel or zero-level channel.
In this channel, the producer directly delivers its products to customers with no
intermediaries involved in between. The second one is the indirect channel, in
which there is involvement of different intermediaries and middlemen between
producer and customers. These middlemen help the producers in delivering their
products. These intermediaries or middlemen are known as wholesalers, retailers,
and agents. The distribution channel performs a wide range of functions and
facilitates the business in its operations. Some of the functions of the distribution

channel are discussed below:
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1. Movement of Goods

Products must move from producers to customers smoothly. Distribution
channels are the ones through which businesses are able to deliver their
products. The place of production and consumption of products is not the
same. It is critical that products move on time and properly to their ultimate
customers. If there is no proper distribution network, these products will
remain unused. Companies will also incur losses no matter how efficiently
they are working. The distribution channel plays a crucial role in the

movement of goods between manufacturers and customers.

2. Information Provider

Distribution channels are like communication networks between companies
and customers. It serves as the medium through which customers acquire
information about companies. Companies also collect the required
information from the market and its customers through their distribution
network. They receive all suggestions and complaints from their customers
through this. All this collected information helps businesses in better
understanding the market needs. They will implement the information

collected in their strategies and will aim to improve their service quality.

3. Negotiation

The distribution channel does the work of negotiating with customers to arrive
at a fair deal. Companies do not interact directly with their customers. It is the
intermediaries involved in the distribution network that reach out to customers
and meet them physically. They give all detailed information about quality,
price, and various terms and conditions to customers. Customers interact with
these intermediaries and negotiate for a fair deal. This helps in making the

customer happy and improving their loyalty towards the business.

4. Contacting Customers

Companies depend on distribution channels for selling their products. They use
various intermediaries for distributing their products among largely scattered
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people. It is the role of intermediaries involved in the selling process to find
and contact prospective customers. Intermediaries meet them personally and
try to match the buyer's needs with their product. They motivate the buyer to
buy the products. This way, they contact a large number of people and aim to

increase the sales of companies.

5. Storing and Distributing Products

Storing goods and delivering them according to need is an important role played
by the distribution channels. Intermediaries involved in the distribution network
buy goods in large quantities from the producers. These large quantities of goods
are held and stored by them safely in warehouses. They divide these large stocks
by assorting and grading as per customer requirements. It helps businesses in
regulating the proper supply of goods in the market as per the demand. This will

increase the customer base and revenue for the business.

6. Financing

The distribution channel provides proper financing to the businesses for carrying
out these activities smoothly. They ensure a regular flow of funds to the
producers. Intermediaries buy the products from producers in large quantities
and make payment for their purchases. This saves the producers from blocking
of funds in goods until the sale of goods. When funds are provided promptly, the
company is saved from facing any financial crisis. Additionally, the distribution
channel strives to lower the effective cost of distribution, thereby minimizing the

total cost of the product.

7. Risk-Taking

A distribution channel helps to distribute the risk associated with the business
over a large number of people. Intermediaries perform all functions related to
stockholding and delivering products to the ultimate customers. Stocks are
accumulated in large amounts by intermediaries and stored safely in warehouses.
They handle these products safely until their final delivery to customers. If any
adverse conditions arise in the market, intermediaries also share in the risks

associated with selling goods. It is their duty to sell these products to people by
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motivating and urging them with their skills. Companies are not involved
directly in the selling process. At the time of buying goods in bulk from
producers, intermediaries make payment for their purchases. They take the risk

of holding their money in stock until their final sale to customers.
8. Marketing of Products

Marketing products is essential to increasing sales for companies. It helps the
customers become aware of the company's presence and its products' features.
Efficient marketing strategies help businesses win competition and, ultimately,
customer loyalty. Intermediaries are the ones that interact with the customers.
They understand the customer's needs and accordingly introduce them to the
products. Intermediaries explain customers’ features of products properly and
motivate them to buy them. They also introduce different products to companies.
This way, they help companies in marketing their products in the market.

8.5 Role of Intermediaries

Basic functions performed by an intermediary in the distribution channel are as

under:

1. Transactional functions: This function involves adding value to the
distribution channel by bringing in the intermediary’s resources to establish
market linkages and customer contacts. The intermediary either directly
undertakes the marketing and sales function or helps to establish buyer-seller

relationships by serving as a link between manufacturer and retailer

2. Logistical functions: This function involves the physical distribution of goods.
It involves sorting and storing supplies at locations within the reach of the end
customer. It also breaks up the bulk production of the manufacturer into smaller
portions and may include the transportation of smaller shipments to intermediaries

or retailers further down the channel of distribution

3. Facilitating functions: Although often confused with logistics, the facilitating
functions of intermediaries supplement the entire marketing flow of the product
and are separate from logistics. The facilitating functions include financially
supporting the marketing chain by investing in storage capabilities. They may



include facilitating sales by helping the consumer buy even when he or she does

not have cash (through financing plans, purchase agreements, etc.

4. Arrangement: An Intermediary receives the supply of goods from various
sources. He then sorts these goods into homogeneous groups based on their

characteristics such as size, quality etc.

5. Collection: An intermediary maintains a large stock of the goods to ensure the

easy flow of supply.

6. Allocation and Packing: These functions include breaking the larger stock into

smaller units.

7. Bearing risk: Intermediaries acquire goods from the producers and keep them
in their possession till the final sale. In this process, they bear the risk of

fluctuations in demand, price, spoilage, etc.

8.6. Different formats: organized and unorganized stores, Department
Stores, Supermarkets, hypermarkets, Chain Stores

When it comes to retail shopping, there are various formats available, each

catering to different needs and preferences.

% Organized and unorganized stores

Local kirana shops, convenience stores, handcarts, and pavement vendors are
examples of unorganized retail stores. Organized retail stores, on the other hand,
refer to licensed retailers, who are registered for sales tax, income tax, etc.,
including corporate-backed hypermarkets. In the organized retail sector,
businesses are merged with the appropriate government and authority and follow
the rules and regulations. On the other hand, the unorganized sector is
incorporated with government authority. Therefore, it does not follow any rules
and regulations. Organized businesses are associated with government entities,
large-scale industries, and formal business operations, while unorganized
businesses pertain to petty trade, small-scale operations, and informal private
enterprises. The organized sector is registered with the government. Therefore, it
is called an organized sector. In this sector, the work of people is assured, and

they get regular and fixed salaries. Organizations like schools, enterprises, and
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hospitals fall under the organized sector. It is difficult to become a part of the
organized sector, as it requires proper registration of the business, which is a
very difficult process. The government regulates the organized sector and applies

appropriate taxes to it.

% Department Stores

A departmental store is a retail establishment that offers a wide range of products
across different departments or categories. Each department within the store
specializes in specific merchandise, such as clothing, cosmetics, home
appliances, furniture, and more. Departmental stores are known for their
organized layout, attractive displays, and emphasis on creating a unique

shopping experience.

Example of Departmental Store: Lifestyle: Lifestyle is a popular departmental
store chain that provides a wide range of fashion apparel, accessories, beauty
products, and home decor items. They have stores in major cities across the

country.
Benefits:

e Extensive Product Range: Departmental stores offer a diverse product
range, catering to various needs and preferences. From clothing and
accessories to home goods and electronics, departmental stores provide a
comprehensive shopping experience.

e Brand Variety: Departmental stores often host multiple brands within each
department, allowing customers to compare and choose from a wide range
of options. This variety gives shoppers the opportunity to explore different
brands and make informed decisions.

e Shopping Experience: Departmental stores focus on creating a pleasant
and immersive shopping experience. They invest in visually appealing
displays, attractive layouts, and excellent customer service to engage

shoppers and make their visit enjoyable.



% Supermarkets

A supermarket is a smaller-scale retail store that primarily focuses on selling
groceries and daily essentials. It offers a wide range of food products, including
fresh produce, packaged goods, dairy products, and household items.
Supermarkets are designed for convenient and quick shopping, with a layout that

allows easy navigation and shorter checkout queues.

Example of a Supermarket: Reliance Fresh: Reliance Fresh is a well-known
supermarket chain in India, offering a wide assortment of fresh produce, groceries,
dairy products, snacks, and household items. They have a presence in multiple cities
across the country.

Benefits:

e Convenience and Accessibility: Supermarkets are typically located in
residential areas, making them easily accessible for regular grocery shopping.
They offer a convenient shopping experience due to their smaller size and
focused product range.

e Freshness and Quality: Supermarkets prioritize the availability of fresh
produce, ensuring high-quality fruits, vegetables, meats, and dairy products.
This emphasis on freshness appeals to customers looking for quality food
items.

e Personalized Service: With a smaller footprint, supermarkets often provide a
more personalized shopping experience. Staff members are readily available
to assist customers and provide recommendations, creating a friendly and
personalized atmosphere.

s Hyper Markets

A hypermarket is a large-scale retail store that combines a supermarket and a
department store. It offers a wide range of products, including groceries, household
items, electronics, clothing, furniture, and more. Hypermarkets are known for their
extensive product selection and the convenience of finding everything under one roof.
They typically have a spacious layout and ample parking space to accommodate a
large number of shoppers.
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Example of Hypermarket: Big Bazaar: Big Bazaar is one of the largest hypermarket
chains in India, offering a wide range of products including groceries, electronics,
apparel, kitchenware, and more. They have numerous outlets across the country.

Benefits:

e Variety and Convenience: Hypermarkets provide a vast selection of
products, making it convenient for shoppers to find everything they need
in one location. From groceries to electronics and clothing, hypermarkets
offer a wide range of options.

e Competitive Pricing: Due to their large-scale operations and purchasing
power, hypermarkets can offer competitive prices. They often run
promotional offers and discounts, providing cost savings for shoppers.

e Bulk Purchases: Hypermarkets are ideal for bulk purchases, as they offer
larger quantities and packaging options. This is particularly beneficial for

families or businesses looking to buy in bulk.

% Chain Store:

A chain store is a retail outlet that is part of a larger company and sells the same
or similar products as other outlets in the company. Chain stores usually have
standardized store layouts, signage, and product offerings. They are often found
in malls and shopping centers. Chain stores, often known as retail chains, are a
style of retail facility that is run by central management. They have the same
brand and standard business methods and practices, plus they might be branches
or franchises owned by local people or firms and operated under contract with

the parent firm.

A chain store is defined as a retail outlet of a larger firm that sells the same or
comparable goods as other retail outlets of the same company. All chain stores
of a parent company or brand have a central management system as well as a

standardized store layout, product offerings, and signage.
Several characteristics are often found in chain stores, which include:

e A standardized store layout and design

e The same or similar products are offered at all locations
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e The same or similar signage at all locations
e A central management system

e Economies of scale that come with mass production and distribution
Types of Chain Stores

1. Business Chains- Business chains are retail outlets that are owned by the same

company. For example, Gap Inc. owns Old Navy, Banana Republic, and Athleta.

2. Franchises- A franchise is a type of chain store that is owned by an individual but
operated under the name of a larger company. For example, 7-Eleven is a franchise
chain store. A franchise is a business whereby the owner licenses its operations along
with its products, branding, and knowledge in exchange for a franchise fee.The
franchisor is the business that grants licenses to franchisees. The Franchise Rule
requires franchisors to disclose key operating information to prospective franchisees.

On-going royalties paid to franchisors vary by industry
3. Licensees

A licensee is an individual or company that has been granted the right to use a
company’s name, logo, and/or trademark. For example, Warner Bros. licenses its

name and characters to companies that produce Warner Bros.-branded products.
4. Restaurant chains

Chain restaurants are a type of chain store that specializes in food service. They all
will have shared corporate ownership, and a standard menu, plus they will be present
at many different locations. Some examples of popular chain restaurants include
McDonald’s, Burger King, Wendy’s, Dairy Queen, and KFC. Chain restaurants are

often found in malls, shopping centers, and highway rest stops.
5. Grocery chains

A grocery chain is a type of food retailer that sells packaged food and household
items. Chain stores are often part of a larger retail corporation, such as Walmart or
Kroger. These stores generally have standardized operations and procedures, and they

sell products from the same manufacturer.
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Advantages

Chain stores offer convenience because they are often located in high-
traffic areas such as malls and shopping centers.

Chain stores usually have extended hours and are open on weekends,
making them accessible to shoppers.

Chain stores offer a wide variety of products and brands under one roof,
which is convenient for shoppers.

Chain stores often run promotions and sales, which can save shoppers
money.

Chain stores provide jobs for millions of people across the globe.

Disadvantages

Chain stores can cause local shops or independent businesses to go out of
business because they cannot compete with the lower prices and extended
hours of chain stores.

Chain stores can contribute to the decline of downtown areas because they
are often located in suburban areas.

Chain stores can harm the local economy because they often source their
products from other countries.

Chain stores can be repetitive and boring because they all look the same

and sell the same products.

Some of the most popular chain stores around the world are as under:

Zara- A Spanish clothing and accessories retailer that is known for its trendy
and affordable fashion.

H&M- A Swedish clothing retailer that offers fashion and quality at the best
price in a sustainable way.

Forever 21- An American fast-fashion retailer that offers the latest trends
and styles for women, men, kids, and teens.

Gap- An American clothing and accessories retailer that offers classic
American style for the whole family.

Old Navy- An American clothing and accessories retailer that offers

fashionable, yet affordable clothes for the entire family.



e Banana Republic- An American clothing and accessories retailer that offers
sophisticated, yet casual apparel for men and women.

e Athleta- An American sportswear retailer that offers stylish and functional
athletic clothing for women.

e 7-Eleven- A convenience store chain that offers a wide variety of food and
household items.

e McDonald’s- A fast food restaurant chain that offers burgers, fries, and
shakes.

e Burger King- A fast food restaurant chain that offers burgers, fries, and
milkshakes.

e Wendy’s- A fast food restaurant chain that offers hamburgers, chicken
sandwiches, and salads.

e Dairy Queen- An ice cream store chain that offers soft serve ice cream,
Blizzards, sundaes, and more.

e KFC- A fast food restaurant chain that specializes in fried chicken.

e The Body Shop- A cosmetics retailer that offers natural, ethically-sourced
beauty products.

e Sephora- A cosmetics retailer that offers a wide variety of beauty products
from popular brands.

e Ulta Beauty- A cosmetics retailer that offers a wide range of beauty products,

salon services, and more.

Chain Stores have become a popular option for shoppers looking for convenience,
variety, and quality. These stores are typically part of a larger chain of stores, which
gives them the ability to offer discounts and promotional offers. Chain stores have
many advantages and disadvantages. Some people love the convenience and variety
that chain stores offer, while others prefer to support local businesses. It is important

to weigh the pros and cons before deciding where to shop.
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«» Exercise

1) Give the meaning of Distribution.

2) Write the importance of Distribution.

3) Explain the channels of Distribution.

4) Describe the functions of Distribution.

5) Explain the role of Intermediaries.

6) What are organized and unorganized stores?

7) Write a note on the following:

Department Stores

Supermarkets

Hyper Markets

Chain Stores
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UNIT-9 TECHNOLOGY AND MARKETING
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9.7 Trustin internet marketing, Ethical and legal issues.
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9.1.Introduction to Technology and Marketing

In today's modern era, technology plays a vital role in marketing. The use of
technology in marketing has changed how businesses interact with customers,
promote products, and build brand awareness. Marketing increases sales and
revenues through the use of technology. Businesses can leverage the relationship
between technology and marketing to drive growth, build strong customer

relationships, and stay ahead in a rapidly evolving market landscape.

9.2 Meaning of Technology and Marketing

9.2.1 Meaning of Technology: Technology is defined as the application of
newly invented tech products or services for practical purposes, including the use
of tools, machines, and methods to solve problems, improve efficiency, and
enhance human life. In the context of business and marketing, technology
encompasses a wide range of tools and platforms, such as software and
hardware, digital platforms, websites, mobile apps, social media platforms,

marketing automation tools, computers, smartphones, and other devices.

9.2.2 Meaning of Marketing: Marketing is the process of promoting and selling
products and services to meet the needs and wants of customers. It involves
understanding customer behavior, creating value propositions, and
communicating with target audiences through various channels. It starts from
market research, customer understanding, identifying their needs and
preferences, product manufacturing and development, and promotion. Using
various channels, such as advertising, social media, and content marketing, to
reach and engage target audiences, and getting products or services to customers

through various channels.

9.3 Social media marketing and digital marketing channels

Social media marketing involves promoting products, services, or brands through
social media platforms. It includes various aspects such as firstly select the
correct social media platforms, e.g., Facebook, Instagram, Twitter, and LinkedIn,
then creating engaging content, i.e., posts, videos, stories, and ads, through
comments, messages, and interactions, and also using paid social media ads to

reach a larger audience, increase brand awareness, and drive website traffic or



conversions. Social media marketing provides benefits to businesses such as
increased engagement and brand awareness, improved customer service and

support, and targeted advertising and lead generation.

Digital marketing channels are platforms or media used to promote products,
services, or brands online. It includes Search Engine Optimization (SEO) means
optimizing website content to rank higher in search engine results pages. Pay-
Per-Click (PPC) Advertising means running paid ads on search engines or social
media platforms, where you pay for each ad click. Email marketing means
sending targeted messages to your email list to nurture leads or promote
products. Content marketing means creating and distributing valuable, relevant
content to attract and engage your target audience. Affiliate marketing means
partnering with affiliates who promote your products or services in exchange for

a commission.

9.4 Digital marketing channels or platforms

Many platforms are helpful in effective marketing. Digital marketing channels
are very useful because they help in attracting a greater number of the target
audience in less time with a lower per-unit cost. By leveraging social media
marketing and digital marketing channels, businesses can effectively reach and
engage their target audience, drive conversions, and achieve their marketing
goals. It includes:

. E-marketing

. Search engine optimization (SEO)

. Email marketing

. Display advertising

. Pay per click

. Blogging and podcasting

. Social and business networking

. Product opinion site

© 00 N o o B~ W N e

. Affiliate marketing and syndication on the internet
10. Running an internet marketing services business
11. Global internet marketing

12. Localization and customization
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Each one of the above is discussed below:

9.4.1 E-marketing:

E-marketing, also called electronic marketing or digital marketing, includes the
promotion of products and services and brands using digital channels such as
search engines, social media, email, and websites. E-marketing allows businesses
to reach a worldwide customer, to know about customer behavior, and to
measure campaign effectiveness. It is a broad concept that involves many
platforms that help promote the products and services in front of customers.
Nowadays, there is a tremendous increase in the use of e-marketing in every
business or company. It starts with the selection of a perfect platform according
to the target customer and company status, such as websites, social media, email,
search engines, and mobile apps, and, as per the needs, preferences, and
behaviors, develops engaging and relevant content to attract and retain

customers. Finally, track and analyze campaign performance to optimize results.

9.4.2 Search Engine Optimization (SEO): It is a trending one or widely used
by new businesses or companies to reach potential customers. Search engine
optimization is the process of optimizing website content, structure, and coding
to improve its visibility and ranking on search engine results pages. The main
objective of this is to increase the quality and quantity of website traffic by
ranking higher in search engines for specific keywords or phrases. It involves
optimizing website content, structure, and coding to improve search engine
rankings. E.g., when we search for the best educational institution in Gujarat,
then web developers set these keywords through coding, such as "Dr. Babasaheb
Ambedkar Open University is the best university in Gujarat." Then whenever
any person searches the same on a search engine, at the top, Dr. Babasaheb
Ambedkar Open University will come. Firstly, identifying relevant keywords
and phrases to target in front of the customer. Then, optimizing website content,
structure, and meta tags, and building high-quality backlinks from other
websites, while also ensuring website technical performance and crawlability. It
helps businesses in many ways, like increased visibility and credibility, organic

traffic and lead generation, and long-term results and ROI.



9.4.3 Email Marketing: It's a very low-cost platform and highly effective in
terms of getting noticed by customers because of its wide acceptance and use in
communication. Email marketing involves sending targeted messages to
customers or potential customers using email communication. It is commonly
used to build relationships, promote products, and drive conversions. Effective
email marketing always needs to build an email list, create engaging content, and
segment audiences. The process of email marketing starts with building and
segmenting email lists. After that, more emphasis is given to developing
engaging and relevant content, then personalizing email content and subject
lines, and tracking and analyzing email campaign performance. Email marketing
provides various benefits to businesses, such as nurturing leads and driving
conversions, building customer relationships and loyalty, and personalized

communication and messaging.

9.4.4 Display Advertising: The 21st generation is full of IT-friendly generations
who have spent most of their time on social media. Display advertising involves
placing visual ads, such as images, videos, or interactive elements, on websites,
social media, or mobile apps. Display ads can be targeted to specific audiences
based on demographics, interests, or behaviors, and can be used to build brand
awareness, drive website traffic, or generate leads. The process of display
advertising starts from creating images, videos, and interactive ad formats, then
targeting specific audiences based on demographics, interests, or behaviors,
placing ads on relevant websites or platforms, and tracking and analyzing ad

performance.

9.4.5 Pay Per Click (PPC): It is a new buzzword in digital marketing. it is a
form of digital advertising where advertisers pay each time a user clicks on their
ad. Many times, we open some websites and apps then we see that ad pages and
videos can be displayed on search engines, social media, or other websites, and
can be targeted to specific customers based on keywords, demographics, or
interests. That’s called Pay Per Click. PPC involves paying for each ad click. The
process starts with identifying the relevant audience and writing compelling ad
copy, then setting bids for ad placement tracking and analyzing campaign
performance. It gives numerous benefits to businesses, such as Targeted
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advertising and measurable results, increased conversions and ROI, and
Flexibility and control over ad spend.

9.4.6 Blogging and Podcasting: It is a recently developed or charming digital
platform. Blogging involves creating and publishing written content on a website
or blog, while podcasting involves creating and publishing audio content. Both
can be used to build brand awareness, establish thought leadership, and drive
website traffic. Blogging and podcasting involve creating and publishing content
to attract and engage audiences. The majority it is depends upon Content creation
or developing high-quality and relevant content that followed by promoting
content through social media, email, and other channels. It creates a bridge or
builds relationships with readers or listeners in compensation or consideration,

and they get Money through advertising, sponsorships, or affiliate marketing.

9.4.7 Social and Business Networking: We are all aware of the many social
media platforms through which many people are connecting personally or
professionally. It helps them to build a network of Social and business
networking and involves building relationships and connections with others on
social media or professional networks. This can be used to build brand
awareness, generate leads, and establish partnerships or collaborations. It starts
from choosing a correct and relevant social media or professional networks
through valuable Content, and relevant content sharing can be possible after that,
engaging with others through comments, messages, and posts, and mainly
building relationships and connections that help to grow the business. It provides
the benefits to the business, such as Building trust and establishing thought
leadership, driving long-term results and ROI, and improving brand awareness

and credibility.

9.4.8 Product Opinion Site: A product opinion site is a website that provides
reviews, ratings, and comparisons of products or services. These sites can be
used to build trust with potential customers, drive website traffic, and generate
revenue through affiliate marketing. A product opinion site provides reviews,
ratings, and comparisons of products or services. The initial level of Product
Opinion Site is Product research and testing the products that help in developing
high-quality, informative content with the objective of Monetizing content



through affiliate marketing, advertising, or sponsorships for Building trust and
credibility with readers.

9.4.9 Affiliate Marketing and Syndication: It is a way of promoting others'
products and services to generate extra revenue. Affiliate marketing involves
promoting other people's products or services and earning a commission on sales
or referrals. Syndication involves republishing content or products on other
websites or platforms. Both can be used to generate revenue and build brand
awareness. It includes Product selection or choosing relevant products or
services that can be promoted in our platform, then developing proper
promotional and creative content, joining and managing affiliate programs, can

tracking sales and commissions.

9.4.10 Running an Internet Marketing Services Business: Running an internet
marketing services business involves providing services such as SEO, PPC,
email marketing, and content creation to clients. This job can be done as a
freelancer or agency and requires expertise in digital marketing and business
management. It involves providing services to clients in exchange for money. Its
major work includes service offerings such as SEO, PPC and content creation to
the business or company, or acquiring new and retaining old clients through
delivering high-quality services, tracking, and analyzing campaign performance.

9.4.11 Global Internet Marketing: Global internet marketing involves
marketing products or services to a global customer using digital channels. This
endeavor requires understanding different cultures, languages, and regulations
and adapting marketing strategies accordingly. Global internet marketing
involves serving the product or services in front of the global customer. It
includes market research and understanding target markets for content
localization with the adaptation of local languages and cultures to content and
placing content through the correctly selected platform or choosing relevant

platforms and channels for measuring and analyzing the performance.

9.4.12 Localization and Customization: It is also known as selling quality-
oriented Gl-tagged products or services to specific customers. Localization
involves adapting products, services, or marketing campaigns to specific
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geographic regions or cultures. Customization involves tailoring products or
services to individual customers' needs or preferences. Both can be used to
improve customer experience and increase conversions. The process of
localization and customization includes market research to find out the correct
market and correct products for specific customers. Next, the process involves
content adaptation, which means adjusting content to fit local languages and
cultures; followed by customizing products or services to address specific needs;
and finally, tracking and analyzing campaign performance. With these concepts,
businesses can create effective online marketing campaigns that drive growth

and revenue.

9.5 Advantages and benefits of Digital marketing channels or
platforms

Digital marketing channels and platforms offer numerous benefits, including:
1. Increased brand awareness: Digital marketing allows businesses to reach a
wide customer base, breaking geographical barriers. Digital marketing helps to

build brand awareness and establish thought leadership.

2. Targeted advertising: Digital marketing allows specific targeting based on
demographics, interests, and behaviors. It helps to reach the targeted potential

customer.

3. Improved website traffic: Continuously measure and optimize digital
marketing campaigns for improved results. It provides access to numerous

customers with constant traffic through various platforms repeatedly.

4. Lead generation: Digital marketing can generate high-quality leads and drive
conversions. It provides a potential customer who can easily be converted into
sales by marketing personnel. It provides half chances that can be converted into

full. Digital marketing can drive sales and revenue growth.

5. Enhanced customer engagement: Digital marketing facilitates two-way
communication and engagement with customers, building brand loyalty and
advocacy. It builds a relationship with potential customers that helps generate

more loyal customers.



6. Measurable ROI or results: Digital marketing provides measurable results,
allowing for data-driven decision making and allowing businesses to track
campaign performance. It provides an impact of the digital marketing channel in

terms of results or profit.

7. Cost-effective: Digital marketing can be more cost-effective than traditional
marketing methods. with lower costs per impression and conversion. In a real
sense, the digital marketing channels are more effective in terms of targeting
customers and generating results. It provides a low-cost and effective marketing

solution for businesses.

8. Flexibility: Digital marketing allows for quick adjustments and optimizations.
It enables businesses to respond to changing market conditions. It is a necessity
or need that business wants to change their digital marketing platform when the
market environment and customer preferences change, because businesses can

only survive with the market change.

9. Personalization: Digital marketing enables personalized communication with
customers for improving engagement and conversion rates. Stay up-to-date with

the latest digital marketing trends and best practices.

10. Competitive advantage: Digital marketing can provide a competitive
advantage in crowded markets. Digital marketing is essential for businesses to

remain competitive and reach their target audience.

9.6 Disadvantages of Digital marketing channels or platforms

There are several disadvantages of digital marketing platforms because they fully
depend on the internet. Here, we discussed some of them with a detailed

description.

1. High Competition: Digital marketing has a low barrier to entry, making it
accessible to nearly every business. While that’s beneficial, it also means that

Many businesses compete for the same audience, especially in saturated
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industries. The Use of Keywords in search engines and ad spaces is highly
competitive and expensive. Standing out requires significant investment in
branding, creativity, and strategy. Example: A small online clothing store may
struggle to compete with big brands like Zara or H&M on Google Ads due to

budget limitations.

2. Ad Fatigue: Consumers are exposed to hundreds of ads every day across social
media, search engines, emails, and websites. Over time, they develop Banner
blindness, where they ignore ad placements altogether and also decrease
engagement with repetitive or irrelevant ads. It reduces Lower ROI for
marketers, requiring more creative and personalized ad content. This means
marketers need to constantly refresh their content and creatives, which can be a

resource-intensive process.

3. Dependence on Technology: Digital marketing is completely reliant on digital
infrastructure, such as Internet connection, devices, and platforms, and
Marketing tools like email platforms, automation software, and analytics tools. If
any of this fails, e.g., server crash, platform outage, campaigns can be paused or
disrupted, resulting in Lost leads or revenue and Damage to brand reputation if

users encounter broken links or errors.

4. Constant Algorithm Changes: Search engines like Google and social media
platforms like Instagram or Facebook frequently change how content is ranked
or displayed. These changes can drastically reduce the visibility of your content.
It affects traffic and engagement without any action from your side and forcing

businesses to continually adjust SEO and social media strategies.

5. Security and Privacy Issues: Digital marketing requires handling customer
data emails, behavior, and demographics. This exposes businesses to Legal risks
violating GDPR, CCPA, or other privacy laws, Security threats such as data
breaches, phishing, or cyber-attacks, and Loss of consumer trust if sensitive data
is compromised. Compliance is essential, but failure can lead to fines, lawsuits,

and loss of credibility.



6. Ad Blocking Software: Many users install ad blockers on their browsers or
mobile devices, which prevents digital ads displayed, videos, and search results
from being shown. It reduces reach for campaigns even when targeting is
accurate, and Wastes ad spend when impressions are lost to blockers. As per
some reports, over 40% of internet users in some regions use ad blockers,

especially younger audiences.

7. Skills and Expertise Required: Digital marketing is not just about posting
online. It involves SEO, PPC, content strategy, UX, data analytics, A/B testing,
and Constant updates as platforms evolve. For smaller businesses, it's
challenging to hire or train professionals with expertise across all channels. It is
very risky when poorly executed campaigns can waste budget and even harm

your brand image.

8. Time-Consuming: While digital marketing is cost-effective compared to
traditional media, it demands time for Building content blogs, videos, emails,
and social posts. Managing campaigns for monitoring performance, optimizing,
reporting, and engaging with users for responding to comments, and managing
communities. Its results, especially from organic efforts like SEO or social
media, often take months to show. Impatient businesses may abandon strategies

too soon.

9. Negative Feedback and Reviews: Online platforms allow users to publicly
post complaints on social media, Google, or review sites, and share negative
experiences widely and quickly. These reviews are often permanent and can be
difficult to remove. It is Negative comments can damage trust and discourage

new customers, even if the business eventually resolves the issue.

9.7 Trustin Internet Marketing, Ethical and Legal Issues

In today’s digital age, trust plays a crucial role in the effectiveness of internet
marketing. Consumers are more informed and cautious than ever before, and
they expect transparency, security, and authenticity from brands they engage
with online. When businesses use misleading advertisements, exaggerate product

claims, or hide important terms and conditions, it erodes consumer confidence.
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Ethical issues are equally important in digital marketing, as businesses are not
only expected to follow the law but also to behave responsibly. Common ethical
concerns include deceptive advertising, manipulative techniques like fake
urgency or dark patterns, and overcollection of personal data without clear
consent. Marketers may also engage in unethical influencer partnerships, where
sponsored content is not disclosed or fake reviews are posted to mislead

customers.

Legal issues in internet marketing are increasingly complex, especially with
growing concerns around privacy and consumer protection. Failure to comply
with these laws can result in hefty fines and legal actions. Furthermore, email
marketing must follow anti-spam regulations requiring marketers to obtain
consent and provide clear unsubscribe options. Using copyrighted materials,
such as images, music, or logos, without permission can also lead to legal
consequences. Marketers must ensure all claims in their advertising are truthful,

substantiated, and do not mislead consumers.

«» Exercise

1. Multiple choice questions (MCQs)

1. Which of the following best describes the role of technology in
marketing?
a) Limiting communication channels
b) Enhancing customer reach and personalization
¢) Reducing global market opportunities
d) Eliminating the need for creativity

Answer: b

2. Technology in marketing primarily helps in:

a) Increasing manual efforts b) Data-driven decision making
c) Ignoring consumer behavior d) Limiting brand presence
Answer: b



Localization in digital marketing means:

a) Global strategy without adaptation

b) Adapting marketing to local language & culture
¢) Reducing content variety

d) Ignoring customer needs

Answer: b

. Social media marketing mainly focuses on:

a) Broadcasting TV ads

b) Engaging customers through online platforms
c) Offline exhibitions

d) Direct postal mail

Answer: b

. Which is NOT a digital marketing channel?

a) Instagram b) Search Engine Optimization
¢) Radio broadcasting d) Email marketing
Answer: c

E-marketing refers to:

a) Buying and selling products online
b) Street marketing

c) Cold calling

d) Personal interviews

Answer: a

. The main goal of SEO is to:

a) Increase website visibility in search engines
b) Create offline leads

c) Block competitors’ ads

d) Send spam mails

Answer: a

139



140

8.

10.

11.

12.

13.

Which of the following is a low-cost digital marketing tool?

a) Billboard advertising b) Email marketing
c) TV advertising d) Newspaper marketing
Answer: b

Display advertising usually appears in:

a) Magazines b) Online banners & pop-ups
c) Handbills d) Road shows

Answer: b

PPC stands for:

a) Pay per Customer b) Pay per Click

c) Pay per Channel d) Pay per Conversion
Answer: b

Blogging and podcasting mainly help in:

a) Building thought leadership and brand authority
b) Offline networking

c) Direct sales without content

d) Eliminating content creation

Answer: a

LinkedIn is best categorized as:

a) Entertainment app b) Social and business networking platform
¢) E-commerce platform d) Search engine
Answer: b

Earning commissions by promoting others’ products is called:

a) PPC b) Affiliate marketing
¢) Blogging d) Display advertising
Answer: b



© 00 N o O B~ 0N P DN

N e O e o o
~N o O A W N B O

18.
19.

14. Running an internet marketing services business involves:
a) Helping brands manage campaigns online
b) Offline store promotions
c) Traditional TV ads
d) Public rallies

Answer: a

15. Global internet marketing allows:
a) Only local reach
b) Reaching worldwide customers
¢) Limiting content to one city
d) Eliminating language barriers

Answer: b

. Short and long-term questions.

. Define technology and marketing.

. Explain the Meaning of Technology and marketing.
. Explain the Social media marketing and digital marketing channels in detail.
. Explain the different types of Digital marketing channels or platforms.
. Write a short note on E-marketing.

. Write a short note on Search Engine Optimization (SEO).

. Write a short note on email marketing.

. Write a short note on Display advertising.

. Write a short note on Pay-per-click.

. Write a short note on Blogging and podcasting.
. Write a short note on Social and business networking.
. Write a short note on the Product opinion site.

. Write a short note on Affiliate marketing and syndication on the internet.

. Write a short note on running an internet marketing services business.
. Write a short note on Global internet marketing.

. Write a short note on Localization and customization.

. Explain the Advantages and benefits of Digital marketing channels or
platforms.

Explain the Disadvantages of Digital marketing channels or platforms.

Explain the Trust in internet marketing, Ethical and legal issues.
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UNIT-10 INTEGRATED MARKETING

COMMUNICATION

10.1

10.2

10.3

10.4

10.5

10.6

Introduction

Advertising

10.2.1. The Role of Advertising in IMC

10.2.2. Types of Advertising in IMC

10.2.3. Benefits of Advertising in IMC

Public relations and publicity

10.3.1. Public Relations

10.3.2. Publicity in IMC

Direct and interactive marketing

10.4.1. Direct Marketing in IMC

10.4.2. Interactive Marketing in IMC
Word-of-mouth marketing

10.5.1. How Word-of-Mouth Marketing Works
10.5.2. Types of Word-of-Mouth Marketing

10.5.3. Why Word-of-Mouth Marketing Is Powerful
10.5.4. Strategies to Encourage Word-of-Mouth Marketing
Personal Selling

10.6.1. The Process of Personal Selling

10.6.2. Characteristics of Personal Selling

10.6.3. Benefits of Personal Selling



10.7 Direct Marketing
10.7.1. Key Features of Direct Marketing
10.7.2. Common Channels Used in Direct Marketing
10.7.3. Benefits of Direct Marketing
10.8 Brand Equity
10.8.1. Components of Brand Equity
10.8.2. The Importance of Brand Equity
10.8.3. Building and Maintaining Brand Equity
10.9 Positioning and Competition
10.9.1. The Concept of Positioning
10.9.2. Key Elements of Positioning
10.9.3. Positioning and Competition
10.10 Brand ldentity: A Comprehensive Explanation
10.10.1. Key Components of Brand ldentity
10.10.2. The Importance of Brand Identity
10.11 Brand Strength
10.11.1. Key Elements of Brand Strength
10.11.2. The Importance of Brand Strength
10.11.3. How to Build Brand Strength
10.12 Product Life Cycle and Positioning
10.12.1. Stages of the Product Life Cycle
10.12.2. The Role of Positioning Throughout the Product Life Cycle
10.13 Brand Awareness

10.13.1. Importance of Brand Awareness

143



144

10.13.2. How to Build Brand Awareness
10.14 Brand Image
10.14.1. Importance of Brand Image
10.14.2. Elements That Shape Brand Image
10.14.3. How to Build and Maintain a Strong Brand Image
10.15 Steps of Effective Communication
10.16 Sales Promotion
10.16.1. Purpose of Sales Promotion
10.16.2. Types of Sales Promotion
10.17 Personal Form of Communication: An Explanation
10.17.1 Characteristics of Personal Communication
10.17.2. Types of Personal Communication
10.17.3. Advantages of Personal Communication
10.18 The Sales Force: An Overview
10.18.1 The Role and Responsibilities of the Sales Force
10.18.2. Types of Sales Forces
10.18.3. Key Skills and Qualities of an Effective Sales Force

K/

< Exercise

10.1. Introduction

Integrated Marketing Communication (IMC) refers to the strategic coordination
of various marketing communication tools, techniques, and channels to deliver a
consistent and compelling message to the target audience. The goal of IMC is to
ensure that all marketing messages and communications are aligned and unified
across different platforms, providing a seamless experience for consumers. It
integrates elements such as advertising, public relations, sales promotions, direct

marketing, social media, and personal selling to reinforce the brand’s message.



10.2. Advertising

Advertising is a key component of Integrated Marketing Communication (IMC)

and plays a vital role in communicating a brand's message.

This involves effectively communicating a brand's message to a target audience.
In the context of IMC, advertising is not an isolated activity; rather, it works in
harmony with other marketing communication tools such as public relations,
sales promotions, personal selling, and digital marketing to ensure a consistent
and unified message. Advertising within IMC is designed to reinforce the overall
brand strategy and create a coherent and persuasive communication effort that

resonates with consumers across various platforms.

10.2.1: The Role of Advertising in IMC

The primary goal of advertising in IMC is to build and maintain brand
awareness, convey brand values, and influence consumer behavior. In today’s
marketing landscape, where consumers are bombarded with countless messages
every day, advertising must stand out and capture attention while staying
consistent with the overall marketing strategy.

10.2.2 Types of Advertising in IMC

1. Traditional Advertising: This category includes mediums such as
television, radio, newspapers, and magazines. Despite the rise of digital
channels, traditional advertising still plays a crucial role in building brand
recognition and reaching a broad audience. In IMC, these traditional channels
should complement digital strategies, ensuring a seamless brand experience.

2. Digital Advertising: With the rise of the internet and mobile technologies,
digital advertising has become a significant part of any IMC strategy. Digital
platforms like Google Ads, social media (Facebook, Instagram, and Twitter),
search engine marketing (SEM), and display ads enable brands to reach a
targeted audience with tailored messages. Digital advertising is highly
measurable, making it easy to assess performance and adjust strategies in real
time.

3. Social Media Advertising: Social media is a powerful tool for engaging

with consumers directly and raising brand awareness. Advertisers can run
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paid campaigns on platforms like Instagram, Facebook, and TikTok to target
specific audience segments. Social media also allows for real-time
interaction, which helps to humanize the brand and foster deeper connections

with consumers.

. Native Advertising: Native ads are designed to blend in with the content of

the platform on which they appear, making them less intrusive and more
engaging. For instance, brands create and pay for sponsored content on news
websites or promoted posts on Instagram, which feels like organic content.
Native advertising is particularly effective when integrated into a broader
content marketing strategy, helping to drive consumer engagement without

interrupting the user experience.

10.2.3 Benefits of Advertising in IMC

1.

Building Brand Awareness: Advertising plays a significant role in getting the
word out about a brand and its offerings. In an IMC context, advertising
contributes to making the brand recognizable across different touchpoints, such
as TV, print, and online platforms.

Reinforcing Key Messages: The integration of advertising with other
marketing communications ensures that the key messages remain consistent
across all platforms. Repeated exposure to the same message strengthens
brand recall and influences purchase decisions.

Targeted Reach: Advertising allows brands to target specific segments of the
audience through media selection and ad placement. In digital advertising,
tools like programmatic ads and social media targeting enable precise
targeting based on user data, behaviors, and demographics.

Cost Efficiency: When advertising is part of an integrated strategy, there are
cost efficiencies that arise from coordinating efforts. For instance, creative
content can be repurposed across multiple channels, reducing the need for

producing new ads for each platform.



10.3 Public relations and publicity

Public relations (PR) and publicity are two essential components of Integrated
Marketing Communication (IMC) that play a crucial role in shaping a brand's

image, reputation, and relationship with the public. \

10.3.1 Public Relations

Public relations is the practice of managing and improving a brand’s relationship
with its key stakeholders, including customers, employees, investors, media, and
the general public. The primary objective of PR is to build and maintain a
positive reputation for the brand by managing communication, fostering

goodwill, and addressing any issues or crises that may arise.

PR efforts in IMC can involve several strategies, including:

1.Media Relations: Building and maintaining strong relationships with
journalists and media outlets is one of the core aspects of PR. In an IMC
context, media relations ensure that the brand’s story is told consistently in the
media, whether through press releases, media interviews, or news coverage. By
positioning the brand in a positive light through earned media, PR can
complement paid advertising and digital campaigns.

2.Crisis Management: Every brand faces challenges at some point, whether it’s
a product recall, a negative review, or a public relations crisis. PR professionals
play an essential role in addressing these issues and mitigating any damage to
the brand’s reputation. In IMC, crisis communication strategies are coordinated
with other marketing efforts to manage the narrative and maintain consistency
across all messaging.

3.Content Creation: PR teams often create content that supports the brand’s
overall communication strategy, such as blog posts, articles, case studies, and
newsletters. This content helps to educate the audience, provide value, and
strengthen the brand’s positioning. In an IMC strategy, this content aligns with
other marketing materials, creating a cohesive message for the audience.

4.Community Engagement and Corporate Social Responsibility (CSR):
Many brands invest in initiatives that contribute positively to society, whether
through charitable donations, environmental sustainability efforts, or

community engagement programs. PR ensures that these initiatives are
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communicated effectively to the public, strengthening the brand’s reputation

and trustworthiness.

10.3.2 Publicity in IMC

Publicity is a form of communication that aims to create public awareness and attention
for a brand, event, product, or individual, often through media coverage. Unlike
advertising, publicity is not paid for; rather, it relies on media outlets and third-party
endorsements to generate exposure. Publicity is an important tool within IMC because
it can build credibility and generate a higher level of trust compared to paid advertising.

Publicity is usually earned through:

1. Press Releases: A press release is a formal written statement distributed to the
media to inform them about a brand’s news, product launches, events, or other
developments. In IMC, press releases are carefully crafted to align with the brand’s
overall message and are shared with relevant media outlets to generate publicity.

2. Media Coverage: Media coverage refers to the unpaid exposure a brand receives
when it is featured in news articles, television reports, or online blogs. In IMC,
media coverage is leveraged to build the brand’s credibility and reach a broader
audience.

3. Event Publicity: Hosting or sponsoring events can generate significant publicity
for a brand. Whether it’s a product launch, press conference, or charity event, these
events often attract media attention and provide an opportunity to generate buzz
around the brand. In IMC, event publicity is integrated with other marketing
activities to ensure consistent messaging before, during, and after the event.

4. Celebrity Endorsements and Influencer Partnerships: While not always free,
celebrity endorsements and influencer partnerships are often considered a form of
earned publicity. In IMC, these partnerships align with the brand’s voice and

values, creating a cohesive message across all marketing channels.

10.4 Direct and interactive marketing

Direct and interactive marketing are two key strategies within Integrated
Marketing Communication (IMC) that focus on engaging the target audience in a

personalized and interactive manner. These approaches involve a direct



connection between the brand and consumers to create a two-way communication

channel, building relationships, and encouraging immediate responses.

10.4.1 Direct Marketing in IMC

Direct marketing refers to a type of advertising that allows businesses to
communicate directly with potential customers without intermediaries like retailers
or brokers.

In the context of IMC, direct marketing is integrated with other communication

strategies to ensure that messages are consistent, relevant, and personalized. Here
are some key components of direct marketing within an IMC framework:

1. Targeted Communication: One of the most significant advantages of direct
marketing is its ability to target specific segments of the market. Businesses can
use customer data, such as demographic information, purchase history, and
online behavior, to create tailored messages that appeal to individual needs and
preferences. This targeted approach helps increase the likelihood of a positive
response.

2. Personalization: Direct marketing allows for a high level of personalization. For
example, a direct mail campaign might include the recipient's name or be
customized based on their previous interactions with the brand. Personalized
communication increases engagement and makes the consumer feel valued,
which can strengthen the relationship between the brand and the customer.

3. Measurability and Tracking: Direct marketing campaigns are highly
measurable. Marketers can track responses, such as click-through rates for
emails or response rates for direct mail, to assess the effectiveness of the
campaign. This data-driven approach allows for real-time adjustments, ensuring
that campaigns remain relevant and efficient.

4. Call to Action: Direct marketing often includes a clear call to action (CTA),
prompting the consumer to take immediate action. Whether it's making a
purchase, requesting more information, or signing up for an offer, the CTA is
designed to generate quick results. This immediacy is a key feature of direct
marketing.
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10.4.2 Interactive Marketing in IMC

Interactive marketing, on the other hand, is a strategy that emphasizes real-time

engagement and communication between the brand and its consumers. It

leverages digital channels, such as social media, websites, mobile apps, and

online ads, to create interactive experiences that encourage consumer

participation.

Here are some key elements of interactive marketing:

1.

Two-Way Communication: Unlike traditional forms of advertising that
push messages to the consumer, interactive marketing fosters a two-way
communication flow. Through platforms like social media, live chat on
websites, and customer service interactions, brands can respond to consumer
inquiries, listen to feedback, and address concerns in real time. This creates
a more engaging and responsive brand experience.

Engagement and Personalization: Interactive marketing often relies on
personalization to create unique experiences for each consumer. For
example, brands might use retargeting ads based on a consumer’s browsing
history or offer product recommendations based on past purchases. By
providing content that is relevant and specific to the consumer, brands can
enhance engagement and encourage further interaction.

Social Media and User-Generated Content: Social media platforms are a
major component of interactive marketing. Brands use these platforms not
only to promote products and services but also to interact with customers
through comments, polls, contests, and live streams. User-generated content
(UGC), such as customer reviews, social media posts, or videos, is also an
important aspect of interactive marketing, as it encourages consumers to
participate in the brand conversation and share their experiences.
Gamification and Experiences: Interactive marketing often involves
gamification elements or interactive experiences that encourage consumers
to actively participate in the brand's story. For example, a brand might create
a quiz or a game that educates consumers about its products while also
offering rewards or discounts. These engaging experiences create a deeper

connection with the brand and increase customer loyalty.



5. Real-Time Feedback and Adaptation: With interactive marketing,
businesses can receive instant feedback from customers. Whether it's a
comment on a social media post or a review of a product, this feedback
allows brands to adjust their approach quickly. Real-time interaction not
only helps build relationships but also enables brands to improve their

offerings and communication strategies based on consumer input.

10.5 Word-of-mouth marketing

Word-of-mouth marketing (WOMM) is a marketing strategy that relies on
consumers spreading information, recommendations, and opinions about a
product, service, or brand to others. This type of marketing takes place naturally
when customers share their personal experiences with friends, family, or even
strangers, and it can happen both in person and digitally through social media,

reviews, and online discussions.

10.5.1 How Word-of-Mouth Marketing Works

At its core, WOMM is based on the idea that consumers trust recommendations
from people they know (or from individuals they consider trustworthy, like
influencers) much more than they trust advertising messages. When a person has
a positive experience with a brand, they may share that experience with others,
sparking conversations and influencing purchasing decisions. Conversely,
negative experiences can also spread through word-of-mouth, sometimes

harming a brand’s reputation.

10.5.2 Types of Word-of-Mouth Marketing

1. Organic Word-of-Mouth: Organic WOMM occurs naturally without any
effort or encouragement from the brand. This happens when customers are
so satisfied (or dissatisfied) with a product or service that they feel
compelled to share their opinions with others. Organic WOMM often
happens through conversations, social media posts, or reviews on third-
party websites. It is genuine and unprompted, making it especially powerful.

2. Amplified Word-of-Mouth: Amplified WOMM happens when a company
deliberately encourages consumers to share their experiences or provide

recommendations. Brands can incentivize customers to refer friends or
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share their positive experiences through programs like referral bonuses,
discounts, or contests. This form of WOMM is often more targeted and
strategic than organic WOMM, but it still relies on the trust and credibility

of the consumer’s voice.

10.5.3 Why Word-of-Mouth Marketing Is Powerful

1.Credibility and Trust: One of the main reasons WOMM is so effective is
that it is perceived as more authentic and trustworthy than traditional
advertising. Consumers often view recommendations from friends, family, or
other customers as unbiased and more reliable than messages from
companies themselves.

2.Cost-Effective: WOMM can be incredibly cost-efficient for businesses.
Instead of investing heavily in paid advertising, companies can leverage the
organic conversations happening about their brand..

3.Increased Conversions: Recommendations from trusted individuals often
lead to higher conversion rates. When people hear about a product or service
through a friend or peer, they are more likely to make a purchase.

4.Brand Advocacy and Loyalty: Word-of-mouth marketing fosters strong
customer relationships and brand loyalty. Satisfied customers who share their
experiences help create a network of brand advocates who feel a sense of
connection with the brand. These advocates are more likely to remain loyal

customers, continue purchasing, and recommend the brand to others.

10.5.3 Strategies to Encourage Word-of-Mouth Marketing

1.Deliver Exceptional Customer Experiences: The most effective way to

generate positive word-of-mouth is to provide excellent products and services
that exceed customer expectations. Happy customers are more likely to
recommend a brand that they feel has provided them with great value.

2.Referral Programs: Businesses can encourage WOMM by offering incentives

for customers who refer others to the brand. Referral programs are a common
way to amplify word-of-mouth, as they motivate customers to share their
experiences with friends or family in exchange for rewards, such as discounts

or free products.



3.Leverage Social Media: Social media platforms are perfect for facilitating
word-of-mouth marketing. Encouraging customers to share their experiences
online, post reviews, or engage with branded content can expand the reach of
WOMM significantly. Companies can incentivize social sharing or create
campaigns designed to get people talking about their products.

4.Encourage User-Generated Content: Brands can encourage customers to
create content about their products, whether it’s through reviews, photos, or
videos. This type of content not only generates buzz but also provides social
proof that the product or service is valuable. Platforms like Instagram or
YouTube allow users to showcase their experiences with the brand, which can
influence others’ purchasing decisions.

5.Create Memorable Experiences: Companies can also encourage WOMM by
creating memorable experiences that customers will feel compelled to share.
This might include hosting an event, offering exceptional customer service, or

launching an innovative product that sparks excitement and conversations.

10.6 Personal Selling

Personal selling is a sales strategy that involves direct interaction between a
salesperson and a potential customer to persuade the customer to make a
purchase.

10.6.1 The Process of Personal Selling

The process of personal selling typically follows a series of steps aimed at
developing a relationship with the customer and guiding them toward making a
purchase. These steps include:

1. Prospecting: This is the initial step in personal selling, where
salespeople identify potential customers or leads. Prospecting involves
researching and gathering information to determine which individuals or
businesses are most likely to benefit from the product or service.
Effective prospecting ensures that the salesperson focuses on high-
quality leads that have a higher chance of converting into sales.

2. Pre-approach: Before reaching out to the prospect, the salesperson
prepares by gathering information about the potential customer. This

might involve learning about the prospect’s industry, challenges, needs,
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and preferences. The goal of this stage is to tailor the sales approach and

make the interaction as relevant as possible.

. Approach: The salesperson makes initial contact with the prospect. This

step could happen via phone, email, social media, or in person. The
approach is critical because it sets the tone for the relationship. During
this phase, the salesperson must capture the prospect's attention, build
rapport, and establish credibility.

Needs Assessment: In this step, the salesperson engages in a
conversation with the prospect to identify their needs, concerns, and
goals. The salesperson asks questions and listens carefully to understand
what the customer is looking for in a solution. By understanding the
customer’s unique needs, the salesperson can better position the product
or service as a solution.

Presentation: Once the salesperson has a clear understanding of the
customer’s needs, they present a solution. This could involve a detailed
product demonstration, highlighting features, benefits, and how the
product can address the customer’s specific challenges. The goal is to
show the prospect how the product or service can fulfill their needs and
add value to their life or business.

Handling Objections: It is common for prospects to raise concerns or
objections before making a purchase decision. These objections could be
related to price, product features, or competition. A skilled salesperson
listens to these concerns and provides thoughtful, persuasive responses to
overcome them. Addressing objections is crucial to building trust and
guiding the customer toward a decision.

Closing the Sale: Closing the sale is the stage where the salesperson asks
the prospect to make a final commitment to purchase. This can take
various forms, such as asking for the order directly, offering a special
deal, or providing additional incentives. The key is to ensure that the
customer feels confident in their decision and is ready to move forward.
Follow-Up: After the sale, the salesperson continues to maintain the
relationship with the customer. Follow-up is essential to ensure that the

customer is satisfied with their purchase and to address any post-sale



10.6.2

10.6.3

concerns. This helps build long-term customer loyalty and can lead to

repeat sales, referrals, and positive word-of-mouth.

Characteristics of Personal Selling

Two-Way Communication: Personal selling is a highly interactive
process. Unlike other forms of marketing that deliver a one-way
message, personal selling allows for two-way communication, where the
salesperson listens to the customer’s needs and adjusts their approach
accordingly.

Customization: One of the main advantages of personal selling is its
ability to be customized. Salespeople can tailor their sales pitch to
address the specific needs, preferences, and concerns of each customer,
making the sales experience more relevant and personal.

Relationship Building: Personal selling is not just about making a one-
time sale; it focuses on building long-term relationships with customers.
This relationship can lead to customer loyalty, repeat business, and
referrals, which are valuable for sustaining long-term success.

Flexibility: Salespeople have the flexibility to adapt their approach based
on the prospect's reactions and objections. They can change their
message, demonstrate alternative products, or offer personalized
solutions to meet the customer’s evolving needs.

High Engagement: Personal selling typically involves high engagement
with customers, making it a highly effective strategy for selling complex

products or services that require a deeper understanding and explanation.

Benefits of Personal Selling

Personalized Attention: Customers receive individualized attention,
which makes them feel valued and understood. This personalized
experience can lead to stronger emotional connections with the brand.
Building Trust and Credibility: Through face-to-face interactions,
salespeople can build trust with customers by answering questions,
addressing concerns, and offering solutions. This trust is vital for long-

term business success.
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10.7

Direct Marketing

Direct marketing is a type of marketing strategy where businesses communicate

directly with potential customers to generate a response or transaction. Unlike

traditional marketing, which often relies on mass media like television, radio, or

print ads, direct marketing targets specific individuals or groups through

personalized messages using various channels.

10.7.1
1.

10.7.2

Key Features of Direct Marketing

Targeted Communication: One of the most significant advantages of
direct marketing is its focus on highly targeted communication. Rather
than reaching out to a broad audience, businesses use data to select
individuals who are most likely to be interested in their offerings.
Personalization: Direct marketing often involves personalized messages,
which make the communication feel more relevant to the recipient.
Personalization might include addressing the customer by name, tailoring
the content of the message to the customer's interests, or providing special
offers based on previous purchases.

Measurability: One of the defining features of direct marketing is its
ability to be measured. Businesses can track the success of their
campaigns in real-time by monitoring responses, conversions, or sales that
result directly from their marketing efforts.

Clear Call to Action (CTA): Direct marketing campaigns typically
include a strong call to action. Whether it's asking customers to purchase a
product, sign up for a newsletter, call a toll-free number, or visit a
website, the CTA is designed to drive immediate action.

Common Channels Used in Direct Marketing

Direct Mail: Direct mail is one of the oldest forms of direct marketing. It
involves sending physical promotional materials like catalogs, brochures,
postcards, or coupons to a targeted list of recipients. While many people
associate direct mail with traditional advertising, it remains an effective
strategy, especially when the content is highly personalized and relevant.
Email Marketing: Email marketing is a cost-effective and highly
efficient form of direct marketing. It involves sending emails, often

personalized, to a list of subscribers or potential customers. Email



10.7.3

marketing campaigns can include newsletters, special offers, product
announcements, or event invitations.

Telemarketing: Telemarketing involves reaching out to potential
customers via phone calls. It can be either inbound (where customers call
in) or outbound (where businesses initiate calls to customers). Although
telemarketing is often seen as intrusive, it can be an effective tool for
selling high-ticket items or conducting surveys.

Text Message Marketing (SMS Marketing): Text message marketing is
increasingly popular as smartphones have become ubiquitous. With high
open rates and quick response times, SMS marketing allows businesses to
send time-sensitive offers, updates, or reminders directly to consumers’
mobile phones.

Digital Advertising: Direct digital marketing includes tactics like pay-
per-click (PPC) ads, display ads, and retargeting. These ads are often

highly targeted based on user behavior, demographics, or interests.

Benefits of Direct Marketing

Cost-Effectiveness: Direct marketing can be more cost-effective
compared to traditional advertising channels. By targeting specific
audiences and using digital channels like email or social media,
businesses can reduce wasted advertising spend and reach those most
likely to convert.

Personalized Approach: Personalized marketing is a key advantage.
Since direct marketing often involves communicating directly with the
customer, it can provide a more personal experience, which helps build
stronger customer relationships and increases the likelihood of repeat
purchases.

Immediate Response: One of the unique features of direct marketing is
its focus on generating an immediate response. Whether it's making a
purchase, signing up for a service, or taking advantage of a limited-time
offer, direct marketing aims to encourage quick action, resulting in faster
sales cycles.

Flexibility: Direct marketing offers businesses flexibility in how they
reach their audience. Marketers can choose the most appropriate channel
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based on the target audience, the message, and the desired outcome. For
example, a B2B company may prefer email campaigns or telemarketing,
while a consumer-facing brand might opt for SMS marketing or direct
mail.

5. Trackable Results: Direct marketing campaigns are highly measurable.
Marketers can track the performance of their campaigns through metrics
such as response rates, sales conversions, and customer engagement. This
allows businesses to optimize campaigns in real-time and adjust strategies
to maximize effectiveness.

6. Improved Customer Understanding: Salespeople gain valuable insights
into customer needs, preferences, and behaviors, which can help the
company refine its products, services, and overall marketing strategy.

7. Immediate Feedback: Personal selling allows salespeople to receive
immediate feedback from customers, which can be used to adjust their
approach or offer better solutions during the sales process.

8. Higher Conversion Rates: Because personal selling focuses on building
relationships and addressing specific customer needs, it often leads to

higher conversion rates compared to other types of marketing.

10.8 Brand Equity

Brand equity refers to the value that a brand adds to a product or service, based

on the perception, reputation, and experiences of customers.

10.8.1 Components of Brand Equity

1. Brand Awareness: The foundation of brand equity is brand awareness. It
refers to how easily consumers can recognize or recall a brand. When a
brand has high awareness, it becomes the go-to choice for consumers
when making purchasing decisions.

2. Brand Loyalty: Brand loyalty is a key indicator of strong brand equity.
Loyal customers are repeat buyers who consistently choose the same
brand over competitors, even if alternatives are available at a lower price
or offer additional features.

3. Brand Associations: Brand associations refer to the mental connections

consumers make with a brand. These associations can be positive or



10.8.2

negative and may relate to the brand’s values, quality, features, or
personality.

Perceived Quality: Perceived quality refers to the consumer's judgment
about the overall quality or superiority of a brand in comparison to others.
A high perceived quality can allow a brand to charge premium prices,
while a lower perceived quality may result in reduced demand

Brand Differentiation: Brand differentiation is the unique qualities that
set a brand apart from its competitors. It’s what makes a brand distinct and
gives consumers a reason to prefer it over others. Strong differentiation

can create a competitive edge, which leads to greater brand equity.

The Importance of Brand Equity

Customer Loyalty and Retention: Brands with high equity can create
stronger customer loyalty. Consumers are more likely to continue
purchasing from brands they trust, and this loyalty leads to repeat sales,
greater retention, and a higher customer lifetime value.

Price Premium: A brand with strong equity can command higher prices
for its products or services. Consumers are often willing to pay a premium
for brands they associate with quality, reliability, or prestige. This pricing
power helps increase profitability and the brand's overall market value.
Competitive Advantage: Strong brand equity provides a significant
competitive advantage. It helps brands stand out in crowded markets, and
companies with established brands face less competition in terms of
consumer preference. For example, Nike’s brand equity enables it to
dominate the athletic wear market despite the presence of other competing
brands.

Increased Market Share: Brands with high equity often enjoy increased
market share because consumers are more likely to choose them over
competitors. A strong brand presence can drive market expansion, as
consumers gravitate toward products from brands they trust, helping
companies capture a larger audience.

Brand Extension Opportunities: Brands with strong equity can leverage
their reputation to introduce new products or services more successfully.

For instance, when Apple released the iPhone, it benefited from its strong
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10.8.3

brand equity in the tech industry. Consumers were more willing to try the

iPhone because they trusted the Apple brand.

Building and Maintaining Brand Equity

Consistency: Consistent messaging and brand experience are crucial to
building strong brand equity. Consumers need to have a consistent
understanding of what the brand stands for. Brands must maintain
uniformity across marketing materials, customer service, and product
offerings.

Customer Experience: Delivering exceptional customer experiences at
every touchpoint is vital for building and maintaining brand equity. This
involves providing high-quality products, addressing customer concerns
promptly, and creating positive emotional connections with consumers.
Emotional Connection: Brands that can connect with consumers on an
emotional level often have stronger equity. Emotional branding helps
consumers feel a deeper connection with the brand, which fosters loyalty
and positive associations. For example, brands like Nike inspire
consumers through motivational messaging, creating emotional bonds that
extend beyond just the product.

Innovative Marketing: Effective, creative marketing campaigns can
elevate a brand’s equity by capturing consumer attention and reinforcing
positive associations. Brands must continue to innovate and evolve to stay
relevant in the market, ensuring that their messaging aligns with shifting

consumer preferences and trends.

10.9 Positioning and Competition

Positioning refers to the strategic process by which a brand or product is placed

in the market and in the minds of consumers relative to competitors. It is about

creating a unique identity that sets a brand apart from others in the market,

ensuring that it resonates with a specific target audience.

10.9.1 The Concept of Positioning

Positioning begins with understanding the target audience, their needs,

preferences, and behaviors. This insight allows a company to identify where its

product or service fits within the market and how it can address the specific



needs of consumers better than its competitors. The goal of positioning is to
create a distinct perception that appeals to the target market and aligns with their

values, emotions, and desires.

10.9.2 Key Elements of Positioning

1. Target Market: The first step in positioning is to identify and
understand the target audience. Businesses need to clearly define the
demographic, geographic, psychographic, and behavioral characteristics
of the consumers they wish to serve. This helps in tailoring the
positioning strategy to appeal directly to the needs and desires of that
specific group.

2. Differentiation: To stand out in a crowded market, a brand must offer
something unique that sets it apart from competitors. This could be a
unique product feature, a specific benefit, or an emotional connection
that competitors fail to provide. Differentiation is crucial because it
enables a brand to occupy a distinct place in the minds of consumers.

3. Value Proposition: A value proposition clearly communicates the reason
why consumers should choose a specific product or brand over
alternatives. It articulates the benefits the consumer will get, whether it’s
better quality, better service, or lower cost. The value proposition helps
to reinforce the brand’s competitive advantage.

4. Brand ldentity and Messaging: Positioning involves crafting a brand
identity that resonates with the target audience. This includes visual
elements like logos, colors, and design, as well as the messaging tone and
style. Consistency in these elements reinforces the positioning strategy

and builds a strong, coherent brand image.

10.9.3 Positioning and Competition
Positioning is deeply linked to competition, as the ultimate goal is to carve out a
space in the marketplace where a brand can outperform or differentiate itself

from its rivals.
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In competitive markets, businesses need to continuously monitor their
competitors and adjust their positioning strategies accordingly. This can involve:
1. Competitive Advantage: Positioning helps businesses identify and
emphasize their competitive advantages. Whether it’s superior product
quality, more affordable pricing, or innovative features, positioning
ensures that a brand’s advantages are clearly communicated and
recognized by the target audience. This gives a brand an edge over its
competitors.

2. Market Segmentation: Positioning often relies on identifying market
segments that are underserved or overlooked by competitors. By focusing
on a specific group with distinct needs, a brand can position itself as the
preferred choice for that segment, leading to a more loyal and targeted
customer base.

3. Responding to Competitor Moves: The competitive landscape is
always changing. Competitors may launch new products, change their
pricing strategies, or shift their marketing tactics. Brands need to be
flexible in their positioning and respond to these changes. For example, if
a competitor launches a high-quality product at a lower price point, a
brand may emphasize its premium quality and customer service to
maintain its market position.

4. Repositioning: In some cases, brands need to adjust their positioning to
respond to changes in the competitive landscape or market dynamics.
This is known as repositioning. A company may shift its target audience,
change its messaging, or redefine its brand identity to address new

market conditions or to better compete with emerging competitors.

10.10 Brand Identity: A Comprehensive Explanation

Brand identity is the unique combination of elements that a company uses to
represent itself to consumers. It is the visual, verbal, and experiential expression
of a brand, shaping how the company is perceived and recognized in the
marketplace. Brand identity is more than just a logo or a name; it includes the
tone of voice, design elements, messaging, and overall consumer experience that

together create a distinct and lasting impression of the brand.



10.10.1Key Components of Brand Identity

1.

Logo: The logo is often the first element that comes to mind when
considering brand identity. It serves as a visual representation of the
brand, encapsulating its essence in a single graphic. A logo should be
simple, memorable, and easily recognizable. For example, the Nike
swoosh or the Apple logo immediately triggers associations with the
brand's values and attributes.

Color Palette: Colors play a significant role in shaping perceptions of a
brand. Different colors evoke specific emotions and associations. For
instance, blue is often linked to trust and professionalism, while red
signifies energy and excitement. A consistent color palette helps maintain
brand recognition and consistency across all touchpoints, whether on
packaging, websites, or advertisements.

Typography: The choice of fonts used in marketing materials, websites,
and products also contributes to brand identity. Typography can convey
the personality of a brand—whether it is formal, playful, elegant, or
modern. For example, luxury brands often use sleek, serif fonts to
communicate sophistication, while brands targeting younger audiences
may opt for more playful and casual typefaces.

Tagline and Messaging: The words a brand uses—its tagline, mission
statement, and overall messaging—are crucial to defining its identity. A
tagline should encapsulate the brand’s core promise or value proposition
in a brief and impactful way. For instance, “Just Do It” (Nike) inspires
motivation and action, while “Think Different” (Apple) conveys
innovation and individuality.

Brand Voice and Tone: Brand identity extends to the way a company
communicates with its audience, referred to as its brand voice. This is the
personality that shines through in every interaction, whether through
customer service, marketing campaigns, or social media.

Packaging and Product Design: The physical appearance of a product
and its packaging are crucial elements of brand identity. A well-designed
product that aligns with the brand’s values creates a cohesive experience

for the consumer.
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10.10.2The Importance of Brand Identity

1.

Differentiation: In a crowded market, brand identity is essential for
distinguishing a company from its competitors. A strong, unique brand
identity makes it easier for consumers to identify and choose the brand
over others. For instance, luxury brands like Louis Vuitton or Gucci
stand out because their brand identity communicates exclusivity,
sophistication, and quality.

Brand Recognition and Consistency: A cohesive brand identity ensures
that consumers easily recognize a brand wherever they encounter it, from
social media posts to in-store experiences. Consistency in design,
messaging, and tone helps reinforce the brand's values and promises,
creating a trustworthy image in the eyes of consumers.

Building Emotional Connections: A strong brand identity fosters
emotional connections with consumers. By aligning with consumer
values and creating experiences that resonate emotionally, brands can
build lasting loyalty. For example, Patagonia’s brand identity focuses on
environmental sustainability, appealing to eco-conscious consumers and
creating a sense of community among them.

Trust and Credibility: A professional and consistent brand identity
helps build trust and credibility with consumers. A brand that presents
itself clearly and consistently across all platforms is seen as reliable and
authentic. Consumers are more likely to trust and purchase from a brand
they can recognize and relate to.

Brand Loyalty: When a brand identity resonates with consumers, it
leads to a deeper emotional connection and fosters loyalty. This loyalty
translates into repeat purchases, brand advocacy, and long-term success.
Consumers often choose brands they identify with, whether because of

shared values or a sense of belonging to the brand’s community.

10.11 Brand Strength

Brand strength refers to the overall power and impact a brand has in the

marketplace. It is the measure of how well a brand performs relative to its

competitors in terms of consumer perception, loyalty, market share, and financial

performance.



10.11.1Key Elements of Brand Strength

1.

Brand Recognition and Awareness: One of the foundational
components of brand strength is brand recognition. A brand that is easily
recognized by consumers is likely to be top of mind when making
purchasing decisions.

Brand Loyalty: Strong brands are characterized by a loyal customer base.
Brand loyalty refers to the tendency of consumers to repeatedly choose
the same brand, often regardless of price or competing products.
Perceived Quality: A key factor in determining brand strength is
perceived quality—the consumer's perception of the overall quality of a
brand’s products or services in comparison to competitors. A brand that
consistently delivers high-quality products or services builds a reputation
of reliability and excellence, which strengthens its position in the market.
Brand Associations: The associations consumers have with a brand are a
critical element in its strength. Strong brands evoke positive, unique, and
clear associations that align with consumer needs and desires. These
associations might relate to emotions, status, innovation, or functionality.
Market Position and Differentiation: A strong brand occupies a unique
position in the market, often due to effective differentiation strategies.
Differentiation is about offering something that competitors do not or
cannot, whether it’s a unique product feature, superior customer service,
or a strong brand message.

Consistency and Coherence: A strong brand is consistent across all
touchpoints, from its advertising and product packaging to its customer
service and online presence. Consistency builds trust, which is a critical

component of brand strength.

10.11.2The Importance of Brand Strength

1.

Competitive Advantage: Brands with strong equity enjoy a significant
competitive advantage. Strong brand recognition, loyalty, and
differentiation make it easier for these brands to retain customers, enter

new markets, and withstand competitive pressures. A strong brand can
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often command a premium price, as customers are willing to pay more for
a brand they trust.

Customer Retention and Advocacy: Strong brands often enjoy high
customer retention, meaning that customers are more likely to continue
buying from them over time. These customers may also become brand
advocates, spreading positive word-of-mouth and helping to attract new
customers. This organic growth is an invaluable asset for any company.
Premium Pricing and Profitability: Brands with high strength can
charge premium prices for their products or services, which directly
impacts profitability. Consumers often associate stronger brands with
higher quality or better experiences, justifying a higher price point.
Additionally, strong brands can weather economic downturns or market
disruptions more effectively because their loyal customer base remains
steady.

Market Expansion and Brand Extensions: Strong brands have more
opportunities for market expansion or brand extensions. Because
consumers already trust and recognize the brand, they are more likely to
try new products or services offered by the same brand. This allows
companies to diversify their offerings and tap into new markets with
reduced risk.

10.11.3How to Build Brand Strength
1. Deliver Consistent Value: To build brand strength, a company must

consistently deliver value to its customers. This involves offering high-
quality products or services, maintaining excellent customer service, and
consistently meeting customer expectations. Over time, this consistent
performance helps build consumer trust and strengthens the brand.
Understand and Engage Your Audience: A strong brand understands its
target audience deeply and engages with them in meaningful ways. This
means developing customer personas, engaging with customers through
social media, addressing their concerns, and providing personalized
experiences that make them feel valued.

Innovate and Stay Relevant: The marketplace is always changing, and
brand strength requires continuous innovation. Successful brands adapt to



new trends, technologies, and consumer needs. By staying relevant and
ahead of the curve, brands can reinforce their position and ensure
continued success.

Be Authentic and Transparent: Authenticity is an essential component
of brand strength. Consumers are increasingly looking for brands that
align with their values and act with integrity. Strong brands are
transparent about their processes, values, and missions, which fosters a

deeper connection with consumers and builds trust over time.

10.12 Product Life Cycle and Positioning: A Comprehensive

Explanation

The Product Life Cycle (PLC) is a concept that describes the stages a product

goes through from its introduction to its eventual decline in the market. It’s a

valuable framework for businesses to understand the dynamics of product

performance over time, guiding decisions related to marketing, pricing, and

positioning strategies.

10.12.1 Stages of the Product Life Cycle

1.

Introduction Stage: This is the phase where the product is launched into
the market. At this stage, the focus is on building awareness and
educating consumers about the product. Sales tend to be slow due to the
lack of brand recognition and consumer reluctance to adopt something
new. The costs are often high due to marketing, research, and
development expenses. Companies may offer introductory pricing to
encourage trial and early adoption.

Growth Stage: In the growth phase, sales begin to increase rapidly as
consumer awareness spreads and more people start to adopt the product.
The product is gaining market acceptance, and the company may expand
distribution to reach a larger audience.

Maturity Stage: The maturity stage marks the peak of sales and market
penetration. The product is well-established, and most potential
customers who are going to buy it have already done so. As a result, sales
growth begins to slow down. Competition is fierce, with many brands

offering similar products.
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4.

Decline Stage: In the decline stage, sales and profits begin to fall as
market saturation occurs, and consumer interest wanes. Newer, more
innovative products or technologies might replace the existing product.
Companies may reduce marketing expenses or even discontinue the

product, especially if it is no longer profitable.

10.12.2 The Role of Positioning Throughout the Product Life Cycle

Positioning plays a crucial role in every stage of the product life cycle by helping

the product stay relevant, differentiate it from competitors, and maintain

consumer interest. Here’s how positioning evolves across the different stages:

1.

Introduction Stage: At this point, positioning focuses on awareness and
differentiation. The goal is to communicate the unique value proposition
of the product and establish a strong brand identity. Messaging should
address the target market's unmet needs, showing how the product can
solve a problem or improve their lives.

Growth Stage: As the product gains traction, positioning should shift to
emphasize the product’s advantages over competitors and reinforce brand
loyalty. The goal is to consolidate the market position and establish a
strong, recognizable identity. Positioning might focus on expanding the
product’s appeal, such as showcasing more product features, offering
superior quality, or addressing additional consumer needs.

Maturity Stage: Positioning during maturity must work to sustain
interest, counteract competition, and highlight product features that
maintain the brand’s relevance. The product has already gained
widespread awareness, so now the focus may be on maintaining
customer loyalty, introducing product line extensions, or offering
enhanced services.

Decline Stage: Positioning in the decline stage often involves targeting
niche markets or specific customer segments who still value the product.
For example, if a product is in decline, its positioning may shift to a
lower price point, a focus on nostalgia, or a renewed emphasis on
specific consumer needs that have been overlooked by newer
competitors. The company may also reposition the product for a new use

or market to extend its lifecycle.



10.13 Brand Awareness

Brand awareness is a fundamental concept in marketing, referring to the degree

to which consumers are able to recognize or recall a brand. It is the first step in

the consumer decision-making process and a crucial aspect of building brand

equity.

10.13.1Importance of Brand Awareness

1.

4.

Top-of-Mind Recall: When consumers are faced with a purchasing
decision, the brands that come to mind first are more likely to be chosen.
High brand awareness increases the chances of your brand being in this
“top-0f-mind” position.

Building Trust and Credibility: Consumers are more likely to trust and
purchase from brands they recognize. Familiarity with a brand creates a
sense of comfort and trust. The more a consumer is exposed to a brand,
the more likely they are to feel confident in its quality and reliability.
Creating Differentiation: Brand awareness helps differentiate a
company’s offerings from its competitors. A brand that stands out and is
easily recognizable can be perceived as unique or superior in the
marketplace. For example, when consumers think of high-end
smartphones, Apple’s iPhone immediately comes to mind due to its
strong brand identity and awareness.

A Foundation for Brand Loyalty: Awareness is the first step in
building brand loyalty. When consumers are familiar with a brand, they
are more likely to explore its products and services, potentially leading to
repeat purchases. Over time, this fosters a deeper emotional connection
and loyalty. A brand with strong awareness has a higher chance of
turning first-time buyers into long-term customers.

Increased Market Share and Sales: Higher brand awareness typically
correlates with a larger customer base and increased market share. If a
brand is well-known, it is more likely to be chosen by a wider group of
consumers. As a result, the brand experiences higher sales volumes and

gains a competitive edge in the marketplace.
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10.13.2How to Build Brand Awareness

1.

Consistent Branding: Consistency is key when it comes to building
brand awareness. This involves using the same logo, color palette,
typography, and messaging across all marketing channels. A unified
brand identity helps reinforce the brand in the consumer’s mind, making
it more recognizable and memorable.

Effective Advertising: Advertising is one of the most powerful tools for
increasing brand awareness. Whether through TV, radio, print ads, or
digital platforms like social media, advertising exposes the brand to a
large audience and encourages recognition. Successful advertising
campaigns make the brand memorable by focusing on emotional appeal,
humor, or clear messaging.

Social Media Engagement: In today’s digital world, social media
platforms like Instagram, Facebook, and Twitter provide excellent
opportunities to build brand awareness. Consistent posting, engaging
with followers, and running targeted ads on these platforms can increase
brand visibility and foster connections with potential customers.
Influencer Marketing: Partnering with influencers who have a large and
relevant following can help boost brand awareness. Influencers can
introduce your brand to their audience and lend credibility, especially if
the influencer's values align with the brand. This approach is particularly
effective for targeting specific demographics or market segments.

Public Relations and Media Coverage: Media coverage through news
outlets, blogs, or podcasts is another way to build brand awareness. By
generating positive publicity or securing media placements, a brand can
increase its exposure and reach a broader audience. PR efforts that
highlight a brand’s story, mission, or unique selling proposition (USP)
can also create emotional connections with consumers.

Sponsorships and Events: Sponsoring events, sports teams, or charity
functions can provide a platform to increase brand visibility. This
strategy works well for reaching a large audience while associating the
brand with positive experiences. For example, Red Bull sponsors
extreme sports events, which aligns with its brand identity of adventure

and energy.



7. Content Marketing: Offering valuable content, such as blogs, videos, or
podcasts, can enhance brand awareness by positioning your brand as an
expert in a specific field. Content marketing also helps with SEO (search
engine optimization), making it easier for potential customers to find

your brand online when searching for related topics.

10.14 Brand Image

Brand image refers to the perception and associations that consumers have with
a particular brand. It is the mental picture or set of beliefs that individuals hold
about a brand, which shapes their feelings, thoughts, and attitudes toward it.
Brand image is created through a combination of factors, including the brand's
identity, marketing communications, customer experiences, product quality, and
reputation. Over time, a well-crafted brand image can influence consumer
behavior, build loyalty, and contribute significantly to a brand’s success in the

marketplace.

10.14.1Importance of Brand Image

1. Consumer Perception and Trust: Brand image plays a crucial role in
shaping how consumers perceive a brand. A positive brand image leads
to greater consumer trust, which can drive purchasing decisions.
Consumers are more likely to buy products from brands they perceive as
trustworthy, reliable, and aligned with their values.

2. Differentiation in the Market: A unique and positive brand image helps
a company differentiate itself from its competitors. In crowded markets,
where many products offer similar features and benefits, a strong brand
image can set a brand apart and make it the preferred choice.

3. Emotional Connection: A strong brand image creates an emotional
connection with consumers, which is vital for fostering brand loyalty.
Consumers are often willing to pay a premium for a brand they
emotionally connect with, as the brand represents something beyond just
a product or service—it embodies a set of values, ideals, or aspirations.

4. Influence on Purchasing Decisions: Brand image can heavily influence
consumer purchasing behavior. Consumers often make purchase

decisions based on the brand’s image and the emotional response it
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elicits. A strong brand image can also lead to higher perceived value,
allowing companies to charge premium prices for their products.

Brand Loyalty: Over time, a positive and consistent brand image can
foster customer loyalty, where consumers repeatedly choose a brand over
its competitors. Loyal customers are more likely to make repeat
purchases, spread positive word-of-mouth, and become brand advocates,

all of which contribute to the brand’s long-term success.

10.14.2Elements That Shape Brand Image

1.

Brand Identity: Brand identity includes visual elements such as logos,
colors, typography, and design, which all contribute to how the brand is
perceived. These visual elements help to create a memorable and
recognizable brand image. Consistency in using these elements across all
touchpoints—advertising, packaging, website, and social media—
reinforces the brand's image.

Brand Messaging: The way a brand communicates with its audience—
through advertising, social media, content marketing, and other
channels—shapes its image. The tone of voice, values, and messages a
brand conveys influence how it is perceived.

Customer Experience: The overall experience a customer has with a
brand—from the quality of the product or service to customer support
and post-purchase service—significantly impacts the brand’s image. A
positive experience strengthens the brand image, while a negative
experience can damage it. Brands that deliver excellent customer service,
quality products, and a seamless user experience are more likely to have
a favorable brand image.

Social Responsibility and Values: In today’s socially conscious world,
many consumers are drawn to brands that align with their personal
values. A brand that demonstrates social responsibility, ethical business
practices, and a commitment to sustainability can build a strong image
based on these values.

Public Relations and Reputation: A brand’s image is also shaped by
how it is perceived in the media and by the public. Positive media
coverage, effective public relations strategies, and managing a good



reputation all contribute to building a strong brand image. Conversely,
negative publicity, scandals, or controversies can severely damage a
brand’s image and consumer trust.

6. Brand Consistency: Maintaining a consistent message and experience
across all touchpoints is key to building a strong brand image.
Inconsistent messaging, visual elements, or customer experiences can
confuse consumers and dilute the brand’s image. Brands that are
consistent in their messaging, values, and customer experience are more

likely to create a clear, cohesive image that resonates with consumers.

10.14.3How to Build and Maintain a Strong Brand Image

1. Define Clear Brand Values: A strong brand image is grounded in clear,
authentic values that resonate with the target audience. Brands should
articulate their core values, whether it's sustainability, innovation, or
customer-centricity, and ensure that these values are consistently
reflected in their products, messaging, and customer interactions.

2. Deliver Consistent Brand Experiences: Every touchpoint with the
brand—whether it’s the website, product packaging, customer service, or
advertising—should offer a consistent experience. Consistency helps
reinforce the brand’s image and ensures that consumers can easily
recognize and connect with the brand across different channels.

3. Engage with Your Audience: Building a strong brand image involves
understanding and engaging with your target audience. By creating
meaningful  connections  through social media, personalized
communication, and customer feedback, brands can build a more positive
and relatable image. Engaging with customers also allows brands to
reinforce their image and values in real-time.

4. Monitor and Adapt: Brand image is not static; it evolves. Regularly
monitoring consumer perceptions through surveys, social media
listening, and brand audits allows companies to assess how their image is
being received and make adjustments when necessary. Being adaptable
and responsive to changes in consumer expectations can help brands

maintain a positive image.
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5. Emphasize Storytelling: Storytelling is a powerful tool in shaping brand
image. By telling authentic, compelling stories that highlight the brand’s
history, mission, or customer impact, brands can create deeper emotional
connections with their audience. Stories allow consumers to see the

human side of a brand, making it more relatable and memorable.

10.15 Steps of Effective Communication

Effective communication is crucial in both personal and professional settings. It
ensures that messages are conveyed clearly and understood by the recipient,
leading to successful outcomes. Whether you’re sending a simple message or
delivering complex information, following a structured process can improve the
likelihood of effective communication. The steps of effective communication
help streamline interactions, avoid misunderstandings, and foster better
relationships.

1. Sender’s Idea or Message

The communication process begins with the sender, who has an idea or message
they wish to communicate. The sender identifies the message they want to
convey, which could be a piece of information, an emotion, a request, or any
other content. The sender must be clear about the purpose of their
communication to ensure that the message is focused and relevant.

2. Encoding the Message

Once the sender has clarified their message, they need to encode it in a way that
is suitable for the recipient to understand. Encoding involves converting the idea
or message into a format that can be effectively transmitted. This can include
language, symbols, gestures, tone of voice, or any other form of expression.

The complexity of the encoding process depends on the nature of the message. A
simple message might be encoded with minimal effort, while a more complex
one may require careful wording or supporting materials such as charts,
diagrams, or presentations to enhance understanding.

3. Choosing the Communication Channel

The sender must choose an appropriate channel through which to convey the
message. The communication channel can vary depending on the context, the
urgency of the message, and the preferences of the recipient. Common channels



include face-to-face meetings, phone calls, emails, video conferences, text
messages, and even social media.

4. Receiver’s Role (Decoding the Message)

Once the message is transmitted through the chosen channel, it reaches the
receiver, who must decode or interpret the message. Decoding involves
translating the sender’s encoded message into meaningful information. The
receiver brings their own understanding, experiences, and perspectives to the
decoding process, which can influence how they interpret the message.

5. Receiver’s Feedback

After receiving and decoding the message, the receiver’s response, or feedback,
is an essential part of effective communication. Feedback provides the sender
with a sense of how well the message was understood and whether it was
received as intended. Feedback can be verbal or non-verbal and can take the
form of a question, comment, gesture, or even an action.

6. Addressing Noise or Barriers

Throughout the communication process, there may be “noise” or barriers that
can distort or disrupt the message. Noise refers to any factor that interferes with
the clarity of the message. This could be physical noise, such as background
sounds during a conversation, or psychological noise, such as preconceived
notions, distractions, or emotional states that affect how the message is received.
7. Clarity and Confirmation

To ensure that the message has been correctly understood, both the sender and
receiver should strive for clarity and confirm comprehension. The sender should
avoid ambiguity and use clear, concise language, while the receiver should seek
confirmation if they are unsure about any part of the message. This could be
through asking questions or summarizing the message back to the sender.

8. Effective Communication in Practice

Effective communication is not just about transmitting information; it is about
ensuring that the message is understood and the intended outcome is achieved.
The process requires active engagement, mutual respect, and clarity from both
the sender and the receiver. Additionally, the feedback loop is an essential aspect
of improving communication, as it helps both parties adjust and improve their

approach in future interactions.
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10.16 Sales Promotion

Sales promotion is a short-term strategy used to increase consumer interest,
encourage product trials, and stimulate purchases. Unlike other marketing tactics
that focus on long-term brand building, sales promotions aim to generate

immediate action and measurable results.

10.16.1 Purpose of Sales Promotion

The main goal of sales promotion is to influence immediate buying behavior.
This is achieved by offering consumers temporary incentives, which create a
sense of urgency or exclusivity. By motivating customers to act right away, sales
promotions can increase brand visibility, expand customer bases, and drive sales.
While advertising is designed to create brand awareness over time, sales
promotion drives instant results by compelling consumers to take immediate

action.

10.16.2 Types of Sales Promotion

Sales promotions can be broadly categorized based on their target audience:
consumer-oriented promotions, trade-oriented promotions, and employee-
oriented promotions. Each serves a different purpose in the overall marketing
strategy.

1. Consumer-Oriented Sales Promotions These promotions are designed to
directly encourage consumers to purchase a product. Some common types
include:

e Coupons: Discount vouchers that allow consumers to save money on a
specific product. They can be distributed through print, digital platforms,
or social media.

e Samples: Free samples or trial sizes that give consumers a chance to try
a product before committing to a full purchase. This is particularly
effective for new products or for brands seeking to build trust.

e Contests and Sweepstakes: Competitions where participants can win
prizes. These promotions often engage consumers by making them feel

like they could win something valuable, encouraging participation.



e Price-Off Deals: Temporary price reductions, often advertised through
sales or "buy one, get one free" offers, which drive impulse buying
behavior.

e Loyalty Programs: Reward systems where customers earn points or
incentives for repeated purchases, encouraging them to continue buying
from the brand.

2. Trade-Oriented Sales Promotions These promotions target channel
partners, such as retailers or wholesalers, to encourage them to stock or
promote a product more heavily. Common trade promotions include:

e Trade Discounts: Special pricing offered to retailers or wholesalers to
incentivize bulk purchasing or product placement.

e Point-of-Purchase Displays: Eye-catching displays set up in retail
environments to draw attention to a product and encourage consumer
purchases.

e Co-Operative Advertising: Shared costs between manufacturers and
retailers for advertising to promote specific products.

3. Employee-Oriented Sales Promotions These promotions aim to motivate
sales staff and other employees. Examples include:

e Sales Contests: Employees are incentivized to meet or exceed sales
targets through rewards such as cash prizes or vacations.

e Incentive Programs: Bonuses, commissions, or rewards offered to

employees for achieving specific sales goals.

10.17 Personal Form of Communication: An Explanation

Personal communication refers to any form of interaction where the message is
conveyed directly between individuals or small groups, typically with an
emphasis on personal relationships, trust, and direct feedback. Unlike mass
communication, which addresses a large audience through channels like
television, radio, or print, personal communication is more intimate and
personalized. It can be face-to-face, via phone, email, or even through informal
digital platforms. This form of communication is critical for building strong
relationships, sharing detailed feedback, and resolving conflicts. It plays an
essential role in both personal and professional environments, fostering trust and

understanding.
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10.17.1 Characteristics of Personal Communication

Personal communication is defined by several key characteristics that
differentiate it from other forms of communication, such as mass communication
or corporate messaging. These include:

1. Direct Interaction: Personal communication is usually a one-on-one or
small-group interaction. The direct involvement of both parties makes it
highly effective in transmitting feelings, opinions, or sensitive
information..

2. Two-Way Dialogue: Unlike some forms of communication where the
flow of information is one-sided (e.g., advertising or public speeches),
personal communication is inherently two-way. Both parties can share
information, ask questions, provide feedback, and clarify
misunderstandings

3. Emotional and Social Context: Personal communication often occurs
within an emotional and social context. For example, family members or
friends share personal experiences, concerns, and advice through
personal communication.

4. Informality and Flexibility: Personal communication is typically
informal, offering more flexibility in terms of language and structure. For
example, a phone call to a friend can include casual language, humor,
and spontaneous exchanges, while a formal email to a client would

require more polished language and a professional tone.

10.17.2 Types of Personal Communication
Personal communication can take many forms, each suited for different
situations or communication needs:

1. Face-to-Face Communication: This is the most personal and direct
form of communication. It allows for the exchange of verbal and non-
verbal cues, such as facial expressions, body language, and tone of voice,
which significantly enhance understanding. This form of communication
is ideal for conveying sensitive information, resolving conflicts, or
building strong interpersonal relationships.

2. Telephone and Video Calls: While not physically in person, phone and

video calls still allow for real-time, two-way communication. Video
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calls, especially with platforms like Zoom or Skype, enable participants
to interact with both visual and verbal cues, simulating face-to-face
interaction. Telephone calls, on the other hand, can be more informal and
are often used for personal catch-ups or quick inquiries.

Emails and Text Messages: While these forms of communication may
not have the immediacy or physical presence of face-to-face or voice
interactions, they are still personal forms of communication. Emails and
texts allow individuals to express thoughts, provide information, and ask
questions in a more flexible, time-shifted manner. The tone of these
communications can be tailored based on the relationship between the
sender and receiver.

Social Media and Messaging Apps: In today's digital world, social
media and messaging apps have become common platforms for personal
communication. Platforms like Facebook, WhatsApp, or Instagram allow
for instant text-based communication, often enhanced by images, videos,
and emoticons to express emotion. These channels are especially useful
for staying connected with friends, family, and colleagues, offering a

blend of personal and social interaction.

10.17.3Advantages of Personal Communication

1.

Immediate Feedback: One of the most significant benefits of personal
communication is the opportunity for immediate feedback. The recipient
can respond right away, asking for clarification or providing their input,
which helps minimize misunderstandings and fosters effective dialogue.
Building Trust and Relationships: Personal communication allows
individuals to build trust through face-to-face interaction or personalized
exchanges. This is especially important in professional settings, where
strong relationships can be the foundation of collaboration and success.
In personal relationships, communication helps people connect
emotionally, strengthen bonds, and offer mutual support.

Flexibility and Customization: Because personal communication is
usually informal and direct, it allows individuals to tailor their message
to the specific needs of the recipient. A manager might adjust their tone

when providing feedback to an employee depending on the person’s
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communication style or emotional state. In contrast, an email or mass
communication would be less flexible.

4. Effective Conflict Resolution: When misunderstandings or
disagreements arise, personal communication is often the best way to
resolve them. The ability to discuss issues face-to-face allows for more
nuanced discussions, where both parties can express their emotions and

reach a solution that feels mutually understood.

10.18 The Sales Force: An Overview

The sales force is a crucial component of a company’s marketing strategy and
plays a key role in driving revenue and building relationships with customers.
The sales force consists of individuals or teams responsible for promoting and
selling a company’s products or services to customers, as well as maintaining
long-term client relationships. These individuals are responsible for
comprehending customer needs, convincing them to make purchases, and
cultivating brand loyalty. Depending on the type of business, the market, and the
sales goals, sales forces can take on various structures. They typically operate in
both business-to-business (B2B) and business-to-consumer (B2C) environments,

utilizing a range of strategies to reach potential customers.

10.18.1 The Role and Responsibilities of the Sales Force

The primary responsibility of the sales force is to generate sales and increase
revenue. However, their role extends beyond simply closing deals; they serve as
the direct link between the company and its customers. The following are key
responsibilities of the sales force:

1. Customer Relationship Management: Building and maintaining strong
relationships with customers is a core function of the sales force. Sales
representatives are often the first point of contact for customers, which
means they are responsible for cultivating trust and ensuring customer
satisfaction. A strong relationship with customers can lead to repeat
business, referrals, and long-term loyalty.

2. Product Knowledge and Consultation: Salespeople must have in-depth
knowledge of the products or services they are selling. They need to
understand the features, benefits, and advantages of the product and how

it can meet the specific needs of the customer. In some industries,



salespeople also act as consultants, helping clients make informed
decisions based on their unique requirements.

3. Lead Generation and Prospecting: Sales representatives are tasked
with identifying potential customers, known as leads or prospects. This
can involve research, cold calling, networking, attending events, or
utilizing digital marketing tools. Generating high-quality leads is
essential for ensuring a consistent pipeline of business opportunities.

4. Sales Presentations and Negotiation: Once a lead has been identified,
the sales force often conducts presentations or meetings to showcase the
product or service. This may involve tailored pitches, product
demonstrations, or discussions about pricing and terms. Effective
negotiation skills are vital to persuade potential customers to make a
purchase while achieving a win-win outcome for both parties.

5. Closing Sales: The ultimate goal of the sales force is to close deals. This
involves guiding customers through the final steps of the sales process,
addressing any objections they may have, and securing the commitment
to make a purchase.

6. Follow-Up and After-Sales Service: After closing a sale, the sales team
may continue to engage with customers to ensure they are satisfied with
their purchase. Providing excellent after-sales service can help with
customer retention and may lead to additional opportunities, such as

repeat sales or referrals.

10.18.2 Types of Sales Forces
There are several types of sales forces that companies can choose from,
depending on their specific needs and market conditions. These include:

1. Inside Sales Force: Inside salespeople typically work from the
company’s office or remotely, engaging with customers via phone, email,
or online platforms. They do not typically meet customers face-to-face
but are highly skilled in digital communication and lead generation.
Inside sales teams are often used in industries where the products or
services are complex but can be explained over the phone or online.

2. Field Sales Force: Field salespeople, or outside salespeople, spend most

of their time meeting customers in person. They are more involved in
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face-to-face interactions, making presentations, and negotiating deals
directly with clients. Field sales are common in industries where the sale
requires a personal touch, such as in real estate, pharmaceuticals, and
high-value B2B products.

Hybrid Sales Force: Some companies use a combination of inside and
outside sales teams, depending on the situation. For example, an inside
sales force may handle initial lead generation and qualification, while the
field sales team takes over for more complex negotiations and final
closing.

Direct Sales Force: Direct sales forces are employed by companies that
sell their products or services directly to consumers, such as insurance,
real estate, or network marketing companies. These representatives

typically work independently and have a high degree of autonomy.

10.18.3 Key Skills and Qualities of an Effective Sales Force
An effective sales force requires a blend of skills, qualities, and strategies to

succeed. Some key attributes of successful salespeople include:

1.

Communication Skills: Salespeople must be excellent communicators,
both verbally and in writing. Clear, persuasive communication helps
them engage customers, address objections, and convey the value of the
product or service.

Product Knowledge: An in-depth understanding of the products or
services being sold is essential for gaining customer trust. Salespeople
need to be able to explain the features, benefits, and advantages of a
product compellingly.

Active Listening: Effective salespeople listen to customers’ needs and
concerns, allowing them to tailor their pitch accordingly. Active listening
also helps salespeople anticipate objections and address them before they
become deal-breakers.

Problem-Solving Abilities: Salespeople often act as problem-solvers,
helping customers identify solutions to their challenges. Being able to
think on their feet and offer creative solutions is crucial to closing sales

and satisfying customers.



5. Persistence and Resilience: Sales can be a challenging profession, with
many rejections before achieving success. A good salesperson is
persistent and resilient, staying motivated even when faced with
setbacks.

6. Negotiation Skills: Salespeople often need to negotiate terms, pricing, or
timelines with customers. Effective negotiation skills help balance the

customer’s needs with the company’s objectives.

10.19 Conclusion

In today's dynamic and highly competitive business environment, understanding
the integrated nature of marketing communication is essential for future managers
and marketers. This chapter provided a comprehensive overview of key tools and
strategies that make up the Integrated Marketing Communication (IMC)
framework. From advertising and public relations to direct marketing,
personal selling, and digital engagement, each element plays a distinct yet

interconnected role in delivering a unified brand message.

Through an exploration of concepts like brand equity, brand identity,
positioning, and brand strength, students gain insights into how companies
build lasting connections with their target audiences. The chapter further
elaborated on communication strategies, sales promotions, the role of the sales
force, and the personal dimension of communication, all of which are critical

in shaping consumer perceptions and driving purchase decisions.

Moreover, emphasis on word-of-mouth marketing, interactive platforms, and
direct-to-consumer engagement reflects the evolving landscape of modern
marketing—where consumer trust, real-time communication, and brand

authenticity hold the key to competitive advantage.

As students reflect on the diverse components discussed in this chapter, it
becomes evident that successful brand communication requires consistency,
creativity, customer-centricity, and adaptability. Mastery of IMC tools not
only strengthens brand presence but also helps organizations to sustain relevance
throughout the product life cycle and across competitive markets.
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In conclusion, this chapter equips students with a well-rounded understanding of
how integrated communication strategies and brand-building activities work
in unison to influence consumer behavior and ensure long-term business success.
As aspiring professionals, students must now apply these concepts with strategic

insight and ethical responsibility in real-world marketing scenarios.

«» Exercise

1. Multiple choice questions (MCQs)

1. What is the main goal of Integrated Marketing Communication (IMC)?
A) To focus on traditional advertising only
B) To create consistent messaging across all marketing channels
C) To increase the price of products

D) To use one marketing channel exclusively

2. Which of the following is NOT a component of IMC?
A) Advertising B) Public Relations

C) Sales Promotion D) Inventory Management

3. Which type of marketing communication is directly aimed at influencing
the purchase decisions of customers through incentives or discounts?
A) Personal Selling B) Public Relations
C) Sales Promotion D) Advertising

4. Which of the following is a key benefit of IMC?
A) It helps to keep marketing messages isolated across different channels.
B) It allows for a unified and coordinated approach to communication.
C) It eliminates the need for market research.

D) It focuses on a single marketing tactic for a long-term period.



5. Which of the following is a characteristic of direct marketing?
A) It involves one-way communication with a broad audience.
B) It uses mass media to reach a wide audience.
C) It involves direct communication with the target audience, often
personalized.

D) It relies solely on face-to-face interactions.

6. What does ""brand awareness' refer to in the context of IMC?
A) The loyalty customers have to a brand
B) The ability of consumers to recognize or recall a brand
C) The discounts offered by a brand

D) The amount of revenue generated by a brand

7. Which of the following is the primary function of personal selling in IMC?
A) To create mass awareness through television ads
B) To provide personalized interaction and build customer relationships
C) To conduct market research

D) To increase product prices

8. Which of the following is a method of communication that involves third-
party endorsement and media relations, such as press releases and events?
A) Advertising B) Public Relations
C) Direct Marketing D) Sales Promotion

9. In IMC, which of the following best defines “positioning”?
A) The process of setting the price for a product

B) The process of establishing a unique place in the market for a brand or
product

C) The process of designing a product’s packaging

D) The process of selecting sales channels
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10. Which of the following is an example of a personal form of
communication in IMC?
A) Social media ads B) Television commercials

C) Direct mail or personalized emails D) Radio advertisements

Answer the following Question
What is Integrated Marketing Communication? Explain in detail.
Explain Brand Equity and Brand Image.
Write about personal selling and Direct marketing.
What is Branch Strength and Branch Identity?

Positioning and Competition explain.

1
2
3
4
5. Explain Advertising.
6
7 Explain the Steps of effective communication
8

What is a Personal form of communication?



UNIT-11 RURAL MARKETING

11.1 Introduction

11.2 Meaning, Definition

11.3 Strategies of Rural Marketing

11.4 Importance of Rural Marketing

11.5 Comparison of Rural and Urban Markets
11.6 Developing Rural-Specific Products

11.7 Distribution Challenges in Rural Markets
11.8 Socio-economic Changes in rural India

11.9 Four A’s of Rural Marketing

«» Exercise

11.1. Introduction

"Rural marketing" used to be an umbrella term for those who dealt with rural
people in one way or another. It got a separate meaning and importance in India
after 1990. Rural marketing refers to the process of developing, pricing,
promoting, and distributing rural-specific products and services, leading to an
exchange between rural and urban markets that satisfies consumer demand and

also achieves organizational objectives.

11.2. Meaning, Definition

Meaning:

Rural marketing is the practice of applying the various principles and strategies
of marketing to rural markets. Rural marketing is pretty similar to conventional

marketing; however, what differs here is the buyers, i.e., rural customers.
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Rural marketing is the process of undertaking marketing activities for the rural
segments of the population. The marketers encourage people living in rural areas
to effectively convert their purchasing power into demand for goods and
services. By making these available to the rural sector, marketers attempt to

improve the standard of living of the rural sector.
Definition:

Rural marketing is defined as managing all the activities involved in assessing,
stimulating, and converting the Purchasing power of the rural customers into
Effective demand for specific products and services and moving them to the
people living in rural areas. To create satisfaction and a better standard of living
and thus achieve organizational objectives. It involves the Planning &

implementation of marketing functions for rural areas.

According to the National Commission on Agriculture, “Rural Marketing is a
process that starts with a decision to produce a saleable farm commodity and it
involves all the aspects of the market structure or system, both functional and
institutional, that are based on technical and economic considerations. It includes
pre- and post-harvest operations, assembling, grading, storage, transportation,

and distribution.”

According to Thomsen, “The study of Rural Marketing comprises all the
operations involved in the movement of agricultural food and products, raw
materials, and their derivations, such as textiles, from the farms to the final
consumers and the effects of such operations on producers, middlemen, and

consumers.”

In the words of T.P. Gopalaswamy, “Rural Marketing is a two-way process
which encompasses the discharge of business activities that direct the flow of
goods from urban to rural area (manufactured goods) and vice versa (agricultural

products) as also within the rural areas.”

11.3 Strategies of Rural Marketing

Companies are following various strategies to serve rural markets.



1. Customizing products for rural needs

Rural consumers have different needs and preferences compared to their urban
counterparts. Products that work well in cities may not be suitable for rural
areas. Therefore, customizing products to fit rural needs is crucial. For

example:

e Smaller packaging: Rural consumers often prefer smaller, more
affordable packaging due to budget constraints.

¢ Durability: Products need to be durable and robust to withstand the rural
environment.

e Local preferences: Understanding and incorporating local tastes,

preferences, and cultural nuances can make a product more appealing.
2. Setting affordable prices

Price sensitivity is a significant factor in rural markets. Rural consumers
are often on a tight budget, making affordability a key consideration. To set

the right prices:

e Competitive pricing: Ensure that your prices are competitive with local
alternatives.

e Value for money: Highlight the value and benefits of your product to
justify the price.

o Flexible payment options: Offer flexible payment options such as

installment plans or micro-financing to make products more accessible.
3. Ensuring distribution reach

One of the biggest challenges in rural marketing is ensuring that your
products are available in remote areas. Effective distribution strategies

include:

e Partnering with local distributors: Collaborate with local distributors
who understand the terrain and have established networks.
e Using technology: Leverage technology to streamline logistics and

track inventory in rural areas.
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e Innovative distribution channels: Explore innovative distribution
channels such as mobile vans, rural malls, and e-commerce platforms

to reach remote consumers.

4. Effective promotion methods

Promoting products in rural markets requires a different approach

compared to urban areas. Effective promotion methods include:

e Word-of-mouth: Word-of-mouth is a powerful tool in rural areas.
Satisfied customers can become brand ambassadors and spread the word
about your product.

e Local media: Utilize local media channels such as community radio,
local newspapers, and regional TV channels to reach rural audiences.

e Traditional and cultural events: Participate in local fairs, festivals, and
cultural events to increase brand visibility and connect with the
community.

e Demonstrations and trials: Organize product demonstrations and trials to

educate rural consumers about the benefits and usage of your product.
These various strategies are described as follows:
1. Product strategies
2. Pricing strategies
3. Cost strategies
4. Distribution strategies
5. Promotion strategies
1. Product Strategies:

This article describes some of the common product strategies that
companies have used to penetrate rural markets. These range from selling
small packs, innovative product design, sturdy products and giving names

that are more acceptable in rural India.



i. Small Units:

Keeping affordability in view, products have been made available in small
packaging in rural India, which also results in a low cost. Offered at a
conveni-ent price point, such packs also encourage trial purchases.
However, this strategy also necessitates a change in supply chains as
retailers have to be serviced more often and sup-plied in very small lots,
say, six or ten sachets at a time. This strategy has been used in the case of
shampoos and biscuits. However, in products not bought in villages, large
packs are preferred as they help in reducing trips to the town to buy them.

Ii. Product Design:

Designs need to be modified to suit rural habits and lifestyles. Electric
gadgets, for example, must sustain irregular voltage and long periods of
electricity cuts. The Godrej ChotuKool is an example of a complete
product redesign for rural areas. “Rural consumers show a distinct
preference for bright colours,” write Kotler et al. (2009), which is used by
products such as Lifebuoy and Tiger biscuits. They give the example of
Hindustan Latex Ltd, which found in a survey in Uttar Pradesh that rural
households preferred bright colours. It then decided to relaunch its Rakshak
condoms in bright yellow and red colours as these were considered the

colours of festivity.
iii. Sturdy Products:

Products need to be redesigned for ruggedness, which are more suit-able
for rural markets. They must not only be sturdy but also look capable of
withstand-ing rough transportation and usage. Very often, products are
required to be transported in carts over bad roads so that they survive the

ordeal. They must also withstand usage by several family members.
iv. Brand Name:

People in rural areas now show brand-name awareness. However,
com-panies need to use a name that strikes a chord with rural audiences.
For example, Shaw Wallace named brands as Shabnam, Josh, Janeman and
Rangeela to capture rural mar-kets. Jha (2014) writes that the portrayal of

191



192

recognizable logos on the package assists in brand recognition and recall.
These widely understood symbols help rural customers in making brand
associations and generating recall.

2. Pricing Strategies:

Pricing for rural areas requires innovative approaches. The price points
have to be kept in mind while, at the same time, not compromising with the
utility and sturdiness of the product. While it is true that rural preference
for branded products is increasing, companies must avoid the tendency to
introduce frills and increase the price. Very often, rural consumers prefer

basic products at good prices.
Some of the pricing strategies that can be followed are given below:
I. Low-Unit Packs:

Companies have to avoid unnecessary frills as affordable packs have a
better chance of trials and gaining acceptance. Many rural consumers at the
lower end of the economic lifestyle, such as small and marginal farmers
and labourers, do not purchase large packs. Cavinkare’s Chik shampoo
became the trendsetter some years ago when it introduced shampoo sachets
priced at Rs 0.50.

This helped the product succeed in rural and BoP markets. Godrej sold its
Expert hair colour and Nupur henna at Rs 5 and Rs 10 price points. HUL
introduced Pepsodent toothpaste in a sachet of Rs. 4, while Pepsico
introduced its Kurkure brand in packs of Rs. 3 and Rs 5. Uninor, VVodafone
and Tata Docomo provide daily recharges of as little as Rs. 5. Such low-
unit packaging is convenient for rural customers and results in high levels

of trial purchase.
ii. Packaging:

Rural users reuse packaging for storage and price in the advantage gained
from it. Reusable packaging is very popular as the boxes are used as
containers to store goods. That is why, packaging must be rugged. Another



reason for it is that products are required to be transported over long

distances, over bad roads.

iii. Value Engineering:

Value engineering refers to the technique in which costly raw material is
substituted with the cheaper materials, without sacrificing the quality or
functional efficiency of the product. Companies follow this technique to
create prod-ucts that serve the purpose they are meant for, but at

considerably lesser costs.
3. Cost Strategies:

Cost is a major deterrent for a rural marketing plan. Marketing managers
struggle to control costs in serving rural markets, with large distances,
small orders, lack of economical transportation, non-availability of
warehouses, excessive spoilage, and damage. Each of these adds to the
cost. It would not be wrong to compare the cost model for rural India to
organizing an Indian wedding budget, which can quickly go out of control
and unforeseen expenses may arise suddenly. Rural marketing also needs
long-term interventions and their results are difficult to measure in the short
term. Managers who are accustomed to serving urban markets find it
difficult to anticipate the various costs associated with reaching rural

villages.

Identifying consumer clusters calls for heavy expenses, as data is not
available and has to be collected personally. Rural India does not have data
such as the Indian Readership Survey (IRS) or Broadcast Audience
Research Council (BARC), which can provide some basis for a marketing

manager to work with.

Apart from information cost, logistical costs are a major component of
rural marketing costs. The cost of acquiring customers is also high,

according to The Economic Times (2015). If the cost of acquiring an urban
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consumer is Rs. 100, the acquisition cost comes to Rs. 180-200 in a rural
market, since BTL techniques must be used. This becomes uneconomical if
the company is selling a low-cost stock keeping unit (SKU) since profits do

not justify the cost. This is the reason that most rural marketing plans fail.

Several strategies are suggested to keep costs under control in rural

marketing:
i. Target one district at a time:

Instead of rolling out an all-India rural plan, companies should approach
one district at a time. These initiatives require full commitment from the
company. Since each district is different, it is important to focus energies
on one district before adding more areas.

Ii. Avoid dependence on third parties:

A company must build its own dedicated team to tackle rural marketing. A
third party can be involved only when the company wants to scale up. In

this way, it can create benchmarks for costs and potential benefits.
lii. Do not extend urban strategies:

The common mistake made by many companies is to replicate urban
strategies in rural areas. This does not work. Rural areas require their own
pitch, advertising, and distribution. These must be worked out for each

specific area. That is why it is important to treat each area as distinct.
iv. Find data for each village:

A lot of factors will have to be considered to assess market potential.
Factors to consider in each village include the penetration of TV and
mobile devices, the number of school-going children, the state of the
economy, social exclusion, and connectivity to the highway. Consumer
behavior also has to be looked at closely. For instance, if the objective is to
introduce cleaning products in a village, it would be important to see how
many people use ash for cleaning dishes and then progress to those using

counterfeit bars.



v. Use BTL Techniques:

Instead of looking for advertising media, which is difficult to find in
villages, companies must demonstrate products via live skits or kiosks in
fairs, haats (weekly markets), and gatherings. For example, Godrej
Consumer Products monitors brand awareness levels pre- and post-activity
to determine whether to scale it up or not. Keeping track of the cost per

contact and keeping a targeted payback period helps as well.
vi. Work with local people:

Companies should work with local people who can help provide reach and
service. For example, after struggling to increase penetration in rural areas
for three years, Tata Sky started identifying local repairmen with whom
they could partner. The local repairman became the company's local
contact. The repairmen were volunteers and not permanent hires with Tata
SKy, so the distribution worked on a variable cost model. The company
trains the repairmen but saves on infrastructure costs because it does not
have to set up offices in villages. This type of arrangement is a good way of

keeping costs in check.
4. Distribution strategies:

Distribution to villages requires new and innovative approaches.
Companies have to figure out how to reach villages through existing

wholesalers or establishing dedicated channels.

In doing so, it will have to consider various options as described in the

following:
i. Direct distribution or appointing sub-dealers:

One of the major decisions a company has to take is whether to distribute
through existing channels and wholesalers or establish a direct rural
channel. Though extending the reach of existing dealers is much cheaper,
the company is limited in terms of penetration dealers will only supply at
places where they incur minimal cost. On the other hand, direct channels

will help reach the most remote regions but call for very high investments.
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ii. Depots:

To ease distribution, a company must establish its depots at places from
where villages can be served easily in the manner of hub and spoke models.
Identifying such places and getting adequate space in backward areas is a
difficult task. Usually ware-houses are not available in rural areas.

iii. Seasonal Demand:

Annual events like melas provide buying opportunities to villagers.
Accenture (2013) finds that about half of a rural household’s purchasing
takes place during these annual events. Supply chains have to be geared to
meet such seasonal demand even while the demand is minimal in the rest of
the year. Annual events provide a very good platform for sales because

people visit these events to make purchases.

It is estimated that there are about 8,000 melas that are held in rural India
every year. By making products available in these annual melas, mandis
and agricul-tural markets, a firm can cover a large section of the rural

population. This does not include haats and melas.
iv. Logistical Challenges:

Companies venturing into rural markets face great logistical challenges
such as scattered markets, poor roads and infrastructure, lack of financial

intermediaries, and so on.
5. Promotion Strategies:

Communication is important in marketing. Promotion plays a major role in
changing behaviour and product adoption among rural consumers.
However, it is difficult to find communication channels that are favoured
by rural consumers since the reach of mass media is limited. Moreover,
messages have to be tailor-made for each region. A number of issues, like
illiteracy and socio-cultural values, pose challenges in developing
communication strategies for the rural markets. Experience marketing and
BTL techniques are more effective than media in villages, but organizing

such activities for lakhs of villages is an arduous and costly task.



11.4 Importance of Rural Marketing

1. Socio-economic changes in rural India

The socio-economic changes can be linked to an increase in productivity in the
farm sector. Following agricultural revolutions, green or white, the yield per
acre or animal increased substantially. This is largely due to the application of
technology to the farm sector and modern farming methods. Cooperatives in
India helped the farmers to increase farm productivity.

2. Market Growth

Urban markets are becoming competitive and even getting saturated. Consider
the case of toiletries, packaged tea, dry cell batteries and even electronic

entertainment products.

The demand has reached the saturation point. In such a situation, one has to
find a strategy to find a new market for the existing products. Rural markets are

the new markets that are opening up for most of these packaged goods.
3. Higher Purchasing Capacity

According to National Council for Applied Economic Research (NCAER)
study, there are many middle income and above households in the rural areas,
as there are in the urban areas. There are almost twice as many lower middle-
income households in rural areas as in urban areas. Because of this purchasing

power of rural people is on the rise.
4. Changes in the Buying Behaviour

Changes in the land tenure system are causing a structural change in the
ownership pattern and consequent changes in the buying behaviour. The
general rise in the level of prosperity appears to have resulted in two dominant
shifts in the rural consumption of consumer durables by almost all segments of

rural consumers, and the obvious preference for branded.
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11.5 Comparison of Rural and Urban Markets

Particulars Urban Market Rural Market
Marketing Product and Value- Relationship-
Framework Based Marketing based marketing

Competition levels

Mostly from the

organised Sector

Mostly from the

unorganised

Sector
Consumer location Highly Widely dispersed
concentrated
Literacy levels High Low to medium

Expenditure of

planning

Mostly planned

and predictable

Unplanned with a
high  level of

seasonal variation

Adoption of change

and Innovation

Faster

Relatively slower

Price Sensitivity Price and value High price
Sensitive

Preference of High Moderate to low

Quality

Publicity High Low

Opportunities

11.6 Developing Rural-Specific Products

Rural areas are often overlooked when it comes to product design, but they
present a unique set of challenges and opportunities that designers can leverage
to create innovative and impactful products. Rural areas are often characterized
by their lack of infrastructure, low population density, and limited access to
resources. These challenges make it difficult for designers to create products that
are suitable for rural areas. However, rural areas also present opportunities for

designers to create products that can address specific needs and challenges.
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Understanding Rural Needs

Before designing products for rural areas, it is essential to understand the unique
needs of these communities. Rural areas typically lack access to basic services,
such as healthcare, education, and transportation. Products that can address these
needs would be highly valuable in rural areas.

e Healthcare
Healthcare is a critical need in rural areas. These areas often lack access to
medical facilities and healthcare professionals. Products that can address this

need include telemedicine tools, mobile clinics, and portable medical devices.

e Education
Access to education is also limited in rural areas. Products that can address this
need include e-learning tools, educational apps, and low-cost tablets.

e Transportation
Transportation is another significant challenge in rural areas. Public
transportation is limited, and private transportation can be expensive. Products

that can address this need include bicycles, electric scooters, and ride-sharing
apps.

Some examples of products designed specifically for rural areas.

e Solar-powered lanterns and phone chargers

e Low-tech irrigation systems

e Affordable and accessible healthcare products, such as portable
diagnostic equipment

e Agricultural equipment adapted for small-scale farming

e Rural communities often have different needs and challenges
compared to urban areas

e Products designed for rural areas can have a significant impact on
improving the lives and livelihoods of individuals in rural

communities

By considering the needs of rural communities, designers can create

more effective and sustainable products
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e  Products must be compatible with limited or outdated technology

e  Products may not rely heavily on internet connectivity

e Alternative forms of communication, such as radio or SMS, may
need to be utilized

e Some examples of sustainable and environmentally-friendly products
for rural areas are Biodegradable packaging and materials

e Products that utilize renewable energy sources, such as solar or wind
power

e  Water filtration systems that do not harm the environment

11.7 Distribution Challenges in Rural Markets

The rural markets have become a great opportunity for many companies to
expand sales. However, many of them back out as they find distribution as a
major problem. They try the same tricks in rural markets as they have tried in
urban markets e.g., extensive retailing and sustained pull generation through
mass media advertising. As a result, they fail and blame the less developed
infrastructure of the rural markets. Creative companies like HLL, have been

experimenting to find innovative ways of reaching the rural consumers.
The major Problems in rural distribution are as follows:

(i) Difficulty in reaching rural consumers:

The major problems are a lack of adequate transport facilities, large distances
between villages, a lack of pucca roads connecting villages to the nearest
townships, a lack of proper retail outlets, and the low density of population and
inaccessibility that make the problem of servicing these villages individually
difficult and often uneconomical. Direct delivery of goods to even the top one
percent of villages costs twice as much as servicing urban markets. Therefore, in
the initial stage, it may be better to concentrate only on the larger villages and
towns with large agricultural hinterlands that act as foci for distribution. The
semi-wholesalers and retailers servicing smaller villages can obtain stocks from

these places, or the villagers themselves can buy the necessary items.



(if) multiple tiers, higher costs, and administrative problems:

In the first place, the rural distribution chain requires a larger number of tiers
compared to the urban one. The long distances to be covered from the product
points and the scattered locations of the consuming households cause this
situation. At a minimum, the rural distribution chain needs the village-level
shopkeeper, the mandi-level distributor, and the wholesaler/stockist in the town.
And on top of them are the manufacturers’ own warehouses/branch office
operations at selected centers in the marketing territory. Such multiple tiers and
scattered outfits push up costs and make channel management a major problem.
The scope for manufacturers’ direct outlets, such as showrooms or depots, is

quite limited in the rural market, unlike in urban areas.
(ii1) Non-availability of Dealers:

Many firms recognize that there is a limited number of suitable dealers. Even if
the firm is willing to start from scratch and consider inexperienced newcomers,

the number of suitable candidates remains quite limited.
(iv) poor viability of retail outlets:

Retail sales outlets in the rural market suffer from poor viability. A familiar
paradox in rural distribution is that the manufacturer incurs additional expenses
on distribution; still the retail outlets find that the business is unremunerative.
The scattered nature of the market and the multiplicity of tiers in the chain use up
the additional funds the manufacturer is prepared to part with.

(v) inadequate credit facilities:

Inadequacy of institutional/bank credit is another constraint. Rural outlets are
unable to carry adequate stocks due to lack of credit facilities. They are unable to
extend credit to their customers. Thus there is a vicious circle of lack of credit
facilities leading to inadequate stocking and loss of business, finally resulting in
poor viability of outlets.

11.8 Socio-economic Changes in Rural India

India is basically a land of villages. The rural society is considered as backbone

of India. Rural society means that people live in villages and are dependent on
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the natural environment. It is characterized by a low population density, and
primary reliance on agriculture and natural resources for livelihood, and a strong
emphasis on traditional customs and social structures. Hence, various socio-

economic factors play a dominant role in the rural development of India.
1) Agricultural transformation:

The traditional field of agriculture has undergone tremendous change in the post-
independence period. In the village area, agriculture is shifting from subsistence
farming to more commercial, productive and off form focused agriculture, often
through technological advancement and market integration. Traditional small-
scale practices that focus on self-sufficiency are replaced by commercial
farming, aiming to produce agricultural products for domestic consumption and
also for export. Modern agricultural inputs, technologies and practices are used
to increase yields and improve the overall efficiency of farming operations.
Farmers become more integrated into the broader market system by accessing
inputs, selling their products and benefiting from market opportunities. Now the
farmers are moving beyond traditional crops and diversifying into high-value

crops, which in turn enhance their income and resilience.
2) Employment:

In rural society, more than 70% of the people are engaged in agriculture. But
excess to education in rural India has resulted in shifting the employment
opportunities from the primary sector to the secondary and tertiary sectors like
industry, transport and others. Many non-farming activities provide employment
opportunities to the landless workers. Dairy activities, the packing industry, oil
mills, retail trading, and transport services are some of the activities where rural
people are engaged. The government has also taken initiatives to provide
employment opportunities in rural India. Assets created under MGNREG have a
positive impact on agricultural productivity and household income, thereby
reducing migration and indebtedness of rural folk. Under the scheme, 5.6 crore
households availed employment and 225.8 crore person days of employment
have been generated as of January 2023. National Rural Livelihood Mission
(NRLM), another initiative of the central govt. aims at enabling economically

weak households to access skill-based employment opportunities.



3) Health and sanitation:

Many rural areas face challenges in accessing clean drinking water and safe
sanitation facilities, leading to the spread of water-borne diseases. Open
defecation remains a significant problem in some rural areas, posing a major
health risk and contributing to environmental pollution. The Government of
India has implemented the Swachh Bharat Mission for the period 2021- 25,
aiming at transforming all villages to ODF plus with a solid waste management
system. India achieved ODF status in all villages on 2nd October 2019. 102419
Villages have been declared as ODF plus villages till November 2022. Jal Jeevan
Mission was announced on 15th August 2019 to provide tap water connection to
every rural household and public institutions in villages like schools, Anganwadi
centers, tribal residential schools and health centers. This scheme is under
implementation with the partnership of state governments.

4) Social Challenges:

In a rapidly changing India, rising awareness about social evils like poverty,
illiteracy, dowry, and gender inequality is crucial for building a just and
equitable society. Using social media to raise awareness about social issues and
how they impact people can encourage users to make changes in their own lives.
Spreading awareness about such evils can be achieved through various means,

such as organizing workshops, seminars, and awareness campaigns.
5) Infrastructure development:

Rural infrastructure plays a very important role in supporting the nation's
economic growth. It covers rural roads, dams, and canal works for irrigation and
drainage. Rural water supply, housing electrification and telecommunication
connectivity are also basic requirements of rural infrastructure. The government
of India has launched Grameen Sadak Yojana for the development of roads,
Pradhana Mantri Awas Yojana for rural housing, Pradhana Mantri Ujwal Yojana
for connecting LPG connections, Pradhan Mantri Bijli Sabghar Yojana for
household electrification in rural areas are implemented by the government to

provide rural infrastructure in villages.
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6) Technological advancement:

Technological advancement is transforming rural India. Initiatives like
Technological Advancement for rural areas (TARA) and the spread of digital
literacy among the rural youth are leading to improved access to services,
economic opportunities and overall development. The skill enhancement
education and development (SEED) program of TARA is providing support to
science-based voluntary organizations and field institutions in rural areas.
Widespread network facilities and broadband connectivity are also made
available and the rural youth are now able to access Al technology.

% Exercise

0-1 Answer the following Questions:

1) Give the meaning and definition of rural marketing.
2) Write strategies of rural marketing.
3) Explain the importance of rural marketing.
4) Compare rural and urban markets in detail.
5) Describe developing rural-specific products.
6) What are the distribution challenges in rural markets?
7) What are the socio-economic Changes in rural India?
8) Explain the Four A’s of Rural Marketing.

Q-2 MCQ:
1) Pradhan Mantri Gramin Awaas Yojana is a programme under the

Government of India to provide:

a. Internet connectivity to rural areas b. Electricity in all the villages

c. Housing for the rural poor d. Tap water to every household
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2) Which of the following is the quality certification mark for agricultural
produce?
a. BIS b. AGMARK c. 1ISO 2000 d. ISl

3) The Census of India defines rural as any habitation
a. where at least 55% of the male working population is engaged in agriculture
b. where at least 65% of the male working population is engaged in agriculture
c. where at least 75% of the male working population is engaged in
agriculture

d. none of the above

4) Overall efficiency in rural marketing is required to pass on benefits to:

a. Retailers b. Wholesalers ¢. Consumers d. Marketers
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UNIT-12 MARKETING ETHICS

12.1 Meaning and Definition

12.2 Fundamentals issues in Marketing Ethics

12.3 Principles of Ethical Marketing

12.4 Ethical issues in Political and Social marketing
12.5 Marketing in Synchronization

12.6 Responsibilities of the Marketer

< Exercise

12.1. Meaning and Definition

Meaning: Marketing ethics is a set of moral norms that regulate the actions of
persons and organizations involved in promotional activities and the sale of
goods and services. Marketing ethics are often included in research on business
ethics due to their importance in most firms. Marketing ethics comprises making
moral decisions throughout the marketing process, from product development to
advertising and sales. Organizations that establish and use marketing ethics
frequently strive to respect customers' rights, desires, and expectations. While
firm leaders strive to generate operational income and profits, they may also

prioritize values such as integrity, honesty, and fairness.

Definition: Marketing ethics refers to the moral principles and standards that
guide the behavior and decision-making process in marketing. It involves
ensuring honesty, fairness, and responsibility in all marketing practices, such as

advertising, product promotion, pricing, and distribution.

12.2. Fundamental Issues in Marketing Ethics

With time, our economic system has become sufficient for providing the wants
and needs of the public. This has shifted the main focus of the market with an

inclination towards ethical values while serving the needs of customers. This is



primarily due to two reasons: When there is ethical behavior from the
organization’s side, there is a more significant positive public attitude to the
variety of services and goods they offer. They have to adhere to specific

marketing standards to render their efforts valid to the general public.

In addition to this, ethical bodies and organizations tend to pressurize and hold
organizations and companies accountable for their actions. There is a lot of
questioning and sets of guidelines, which have to be strictly followed. Ethics in
marketing plays a key role in ethical decision-making, which is crucial for the
optimized presence of a product or service in its target niche. An ethical
marketing strategy is responsible for paying heed to different factors such as
organizational factors such as culture, norms, values, and opportunity; individual
factors such as moral philosophies and values; stakeholder interests and
concerns; the intensity of ethical issues in marketing and organizational setup;

ethical decision-making; and evaluation of ethical outcomes.

There are some disagreements and conflicts that give rise to ethical issues in
many companies concerning marketing. There is a fixed set of expectations
regarding the business and its transactions and how they have to be carried out.
The following domains have ethical issues concerning their functioning:

1. Market Research

It revolves around the collection and analysis of information about consumers as
well as competitors and the effectiveness of marketing campaigns. Ethical issues

that might arise during the process are an invasion of privacy and stereotyping.
2. Market Audience

Excluding potential market sectors like LGBTSs, ethnic minorities, etc., are some
of the ethical marketing issues associated with the market audience. Also,
targeting vulnerable audiences with a marketing campaign is also an ethical

marketing issue.
3. Advertising and Promotion

Shaming rivals’ products or services is considered unethical in advertising and

promotion. Other ethical issues in advertising and marketing campaigns may be
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the mistreatment of women or any human being, misleading advertising, and
issues related to trust, honesty, violence, profanity, sex, taste, and controversy
that may lead to the ethical decline of society.

4. Pricing Ethics

Different unethical pricing strategies that are considered issues in ethical
marketing campaigns are bid rigging, dumping (pricing policy), predatory
pricing, price gouging, price fixing, competitive pricing, price discrimination,

price skimming, price wars, and variable pricing.

Thus, marketing ethics is an area of applied ethics that is associated with the
moral principles behind the operation and regulation of marketing that ethical
companies use to differentiate between right and wrong marketing decisions and
their implementations. Many companies that use unethical marketing strategies
do not care what is right and wrong on ethical grounds and ultimately lose the
trust of their audiences. Therefore, opting for unethical practices is never

suggested by market leaders.

12.3 Principles of Ethical Marketing

When it comes to ethical marketing, the rules may vary depending on a
business’s values and overall objectives. Here are some of the most common

ethical marketing principles explained below.
1) Honesty

Honesty is paramount in ethical marketing, and it is the responsibility of
company leaders and marketers to ensure they are being forthright when
communicating about their products or services. As one of the core ethical
principles, it protects consumers by safeguarding their health, well-being, and
rights.

2) Transparency

Transparency is an integral part of marketing ethics, especially the notion of
disclosing the elements behind company activities and practices. Furthermore, it

necessitates maintaining frank conversations about ethical behavior.



3) Health and Safety

Consumer safety is paramount for any ethical marketing team. As marketers, we
must take it upon ourselves to not only educate and inform customers about their
rights and privacy but also demonstrate respect towards them to uphold this
principle.

4) Legality

Adhering to environmental regulations, industry standards, and governmental
laws is an integral part of ethical marketing; it shows customers that a company

is committed to cultivating the highest quality products and services.
5) Conscious practices

Companies can choose to make conscious decisions that benefit both the
surrounding community and the environment. Popular initiatives include fair

wages as well as eco-friendly production processes.
6) Personal behavior

Each member of a marketing team must adhere to strong moral principles.
Although these may be somewhat subjective, companies must establish stringent
guidelines mandating respect for the rights and autonomy of others. Such

standards represent an integral part of ethical marketing practices.

12.4 Ethical issues in Political and Social marketing

Social marketing, as a discipline, has made enormous strides since its distinction
in the early 1970s. It is an approach that draws on social sciences, social policy,
and traditional commercial marketing techniques to influence behavior and has
rapidly evolved into a well-established discipline during the past four decades.
Various reform groups and government agencies have applied social marketing
to such causes as family planning, energy conservation, improved nutrition,
antismoking, prevention of alcohol and drug abuse, safer driving, environmental
issues, and many other causes. The social marketing approach became
increasingly important when it became evident that it is not only enough to raise

awareness about a certain issue but also to follow an integrated strategy to

209



210

change behaviors in the long term. Thus, social marketing is now recognized as a
bona fide subset of marketing. People who view a social marketing campaign as
unethical are likely to reject both the campaign itself and the campaign message.
The result would be worse than doing nothing. If a social idea is seen as
unethical, like gay rights, it can reflect on the social marketer, even if the
marketing techniques are ethical. Similarly, if the marketing techniques are seen
as unethical, such as offering misleading or incomplete information, the
perception can hurt the public’s response to a social idea, which itself is ethical.
When promoting social causes, social marketers must uphold the highest ethical
standards. There is considerable potential for harm if social marketing practices
are unethical. Ethical practice can be achieved by asking a few simple questions
before proceeding with a campaign and keeping them in mind throughout the
campaign’s life. The questions are designed to alert marketers to issues relating

to basic, shared ideas about what is held to be right, fair, and just in our society.

Political advertising plays a crucial role in modern elections, shaping public
opinion and influencing voter behavior. However, it also raises numerous ethical
concerns that merit serious discussion. Political advertising is a powerful tool
because it leverages the reach and influence of various media platforms.
Television, radio, print, and digital media are all utilized to disseminate
campaign messages. This broad reach ensures that political ads can sway a
significant portion of the electorate. Political ads aim to inform, persuade, and
mobilize voters. They often highlight a candidate’s strengths, critique opponents,
and address key issues. However, the methods used to achieve these goals can

sometimes cross ethical lines.
Ethical Issues in Political Advertising
Misinformation and Deception

One of the most significant ethical concerns in political advertising is the
dissemination of misinformation. Ads may present false or misleading
information about a candidate or issue, intentionally deceiving voters. This
practice undermines the democratic process by preventing voters from making

informed decisions.



Negative Advertising

Negative advertising, or attack ads, focuses on criticizing an opponent rather
than promoting the candidate’s own platform. While some argue that negative
ads are a legitimate part of political discourse, others believe they contribute to

voter cynicism and disengagement.
Targeting and Privacy Concerns

With the advent of digital advertising, campaigns can now target specific
demographics with tailored messages. While this can be an effective strategy, it
raises privacy concerns. The collection and use of personal data without consent

can be considered an invasion of privacy.
Transparency

Transparency is crucial in ensuring ethical political advertising. Campaigns
should disclose the sources of their funding and the intentions behind their ads.
This openness helps to build trust with voters and promotes a more informed
electorate. Transparency not only enhances accountability but also deters
unethical practices such as misinformation and deception. By being transparent,
political campaigns can foster a healthier democratic process where voters can
make decisions based on accurate and honest information.

12.5 Marketing in Synchronization

Synchronized marketing is the art and science of aligning all your marketing

efforts across every channel, platform, and touchpoint into one unified strategy.

It’s about ensuring that every piece of content, every campaign, and every
interaction with your audience works together in harmony to amplify your
brand’s message. Think of it like an orchestra. If each musician plays
independently, the result is noise, but when they play in sync, the result is a
symphony. That’s the power of synchronized marketing, turning your marketing
efforts from a series of disconnected actions into a unified, impactful experience

that resonates with your audience.
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Importance of Synchronization in Marketing

1. Amplifies Your Brand Message: When your marketing channels are
synchronized, your message is reinforced at every touch point. Whether a
customer sees your ad on social media, visits your website, or receives an
email, they’re receiving a consistent, clear message that strengthens their

perception of your brand.

2. Drives Meaningful Engagement: In a world saturated with content,
businesses need more than just visibility; they need engagement.
Synchronized marketing ensures that your audience experiences a
seamless journey, where each interaction feels like a natural extension of

the last, encouraging deeper connection and engagement.

3. Accelerates Growth: Growth doesn’t just happen; it’s driven by
strategy. Synchronized marketing aligns your efforts with a common
goal, reducing wasted resources and maximizing impact. By creating a
cohesive strategy, you can accelerate your growth trajectory and achieve
your business goals faster.

Key steps to achieve marketing synchronization:

i. Define Your Brand ldentity: Start by clearly articulating your brand's
values, voice, and visual identity. This foundation will guide all your
marketing efforts across channels.

ii. Set Clear Goals: Establish specific, measurable objectives for your
marketing efforts. These goals should align with your overall business
strategy.

iii. Map Your Customer Journey: Understand how your customers interact
with your brand across different touch points. This insight will help you
create a seamless experience across channels.

iv. Develop a Content Strategy: Create a comprehensive content plan that
addresses different stages of the customer journey and can be adapted
across various platforms.

v. Integrate Your Marketing Tools: Utilize marketing technology that
allows for seamless integration across channels. This might include

CRM systems, marketing automation tools, and analytics platforms.



Coordinate Your Teams: Ensure that all marketing teams (social media,
content, email, etc.) are in agreement on campaign goals, messaging, and
timing.

vi. Create a Consistent Visual Language: Develop a cohesive visual style
that can be applied across all marketing materials, from social media
posts to email campaigns.

vii. Implement Cross-Channel Campaigns:Design campaigns that work
across multiple channels simultaneously, reinforcing your message at
various touch points.

viii. Monitor and Analyze Performance: Regularly review the performance of
synchronized efforts. Use data to identify what's working and where
improvements can be made.

ix. Iterate and Optimize: Based on analysis, continuously refine strategy. Be
prepared to adapt quickly to changing market conditions or customer

preferences.

Thus, synchronized marketing is an ongoing process. It requires constant
attention, adjustment, and alignment to ensure all elements of your marketing

strategy are working together effectively to drive your brand forward.

12.6 Responsibilities of the Marketer

The marketer will be responsible for developing and executing marketing
strategies to promote our products or services, attract new customers, and drive
revenue growth. The marketer must have a strong understanding of marketing
principles, excellent communication skills, and a passion for driving measurable

results.

Responsibilities:

o Develop and execute marketing strategies and campaigns to promote

products or services.

e Conduct market research to identify customer needs, preferences, and

trends.
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Create compelling content for marketing materials, including websites,

blogs, social media, and advertisements.

Manage digital marketing channels, including email marketing, social

media, and search engine optimization (SEO).

Monitor and analyze key performance metrics to measure the
effectiveness of marketing efforts.

Collaborate with cross-functional teams to ensure alignment of marketing

strategies with business goals.

Identify and pursue opportunities for partnership and collaboration with

other organizations.

Stay updated on marketing trends, tools, and best practices to optimize

marketing strategies.

Test and optimize marketing tactics to improve performance and ROI.
Develop and manage marketing budgets and expenditures.
Coordinate marketing events, trade shows, and sponsorships.

Provide regular reports and updates to senior management on marketing

performance and ROI.

Conduct competitor analysis to identify strengths, weaknesses, and

opportunities for differentiation.
Support the sales team with marketing materials and collateral as needed.

Foster a positive and engaging brand image through all marketing

channels.



«» Exercise

1. Give the meaning and definition of marketing ethics.
2. Discuss the fundamental issues in marketing ethics.

3. Write the principles of ethical marketing.

4. Explain ethical issues in political and social marketing.

5. Write a note on: marketing in synchronization

6. Describe the responsibilities of the marketer.
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UNIT-13 MARKETING AUDIT AND CONTROL

13.1 Introduction to Marketing Audit and Control
13.1.1. Marketing Audit
13.1.2. Marketing Control
13.2 Meaning and Definition
13.2.1. Meaning of Marketing Audit
13.2.2. Meaning of Marketing Control
13.3 Components
13.3.1. Components of a Marketing Audit
13.3.2. Components of a Marketing Control
13.4 Types of marketing control
13.5 Measures/Evaluation Tools to Control

13.6 Key Elements of Marketing Profitability Analysis

< Exercise

13.1. Introduction to Marketing Audit and Control

Marketing audit and marketing control are essential components of the
marketing management process. Both functions are designed to evaluate the
effectiveness of a company's marketing strategies and to ensure that its
marketing activities are aligned with overall business objectives. While they are
closely related, they serve different purposes and focus on distinct aspects of

marketing management.

216



13.1.1 Marketing Audit

A marketing audit is a comprehensive, systematic, and independent review of a
company’s marketing environment, objectives, strategies, and activities. The
primary purpose of a marketing audit is to identify problems and opportunities in
the marketing efforts of a company. It helps in assessing the effectiveness of the
current marketing strategy and provides insights for future improvements.

13.1.2 Marketing Control

Marketing control refers to the process of monitoring and evaluating the
performance of marketing strategies and activities to ensure that objectives are
achieved. It involves comparing actual performance against planned performance

and making necessary adjustments to improve results.

13.2. Meaning and Definition

13.2.1 Meaning of Marketing Audit

A Marketing Audit is a comprehensive, systematic, and independent
examination of a company's marketing environment, strategies, objectives, and
activities. It is a critical tool used by businesses to assess the performance and
effectiveness of their marketing efforts. The audit helps businesses evaluate
whether their marketing strategies are working, identify any issues, and

determine opportunities for improvement or growth.

The marketing audit covers a broad range of factors that impact the marketing
activities of a company, such as the internal and external environment, the
company's marketing strategy, the marketing mix (product, price, place,

promotion), and the performance of past marketing campaigns.
Key Features of a Marketing Audit

1. Comprehensive:
A marketing audit involves a thorough examination of all aspects of the
marketing process. This includes analyzing the company's current market
environment, internal capabilities, competition, marketing strategies, and

results. The audit does not only focus on one element of marketing; it
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evaluates the entire marketing framework to identify areas that need

attention.

2. Systematic:
The audit follows a structured process, typically broken down into
specific steps or stages, such as data collection, analysis, and
recommendations. This approach ensures that no critical aspect of the

marketing function is overlooked.

3. Independent:
A marketing audit is ideally conducted by external consultants or an
impartial team within the organization to provide an unbiased, objective
evaluation. This independence ensures that the findings are not
influenced by internal politics or biases, giving the company a clearer
picture of its marketing performance.

4. Periodic:
Marketing audits are usually carried out at regular intervals, often
annually or biannually. This periodic approach allows companies to
monitor their marketing effectiveness over time, adapt to changes in the

market, and keep their strategies aligned with evolving business goals.

Objectives of a Marketing Audit

The primary goal of a marketing audit is to evaluate the effectiveness of a
company's marketing strategy and to ensure that its marketing efforts are aligned
with the company's overall business objectives. Some specific objectives of a

marketing audit include:

1. Assessing Marketing Effectiveness: A marketing audit helps determine
whether the current marketing strategies are achieving the desired results,
such as increasing sales, market share, or customer loyalty. It evaluates

the success of the company’s marketing efforts against its stated goals.

2. ldentifying Strengths and Weaknesses: The audit provides a detailed
analysis of the company's strengths (e.g., brand recognition, customer
loyalty) and weaknesses (e.g., ineffective promotional tactics, poor



product-market fit). Identifying these helps the company improve its

strategies and take corrective actions.

3. Spotting Opportunities and Threats: A marketing audit also identifies
potential opportunities in the market, such as new customer segments or
emerging trends, and any external threats, such as increased competition

or regulatory changes, which may affect the company’s performance.

4. Ensuring Alignment with Business Goals: The audit checks whether
the marketing activities are in sync with the company's overall business
objectives and vision. This ensures that the marketing function

contributes to the company's long-term growth and success.

5. Improving Marketing Efficiency: By identifying areas where resources
are being wasted or underutilized, the marketing audit helps improve the
efficiency of marketing activities. It ensures that the marketing budget is
being spent wisely and that efforts are focused on the most impactful

strategies.
Definition:-
Philip Kotler (1994):

e "A marketing audit is a comprehensive, systematic, independent, and
periodic examination of a company’s marketing environment, objectives,
strategies, and activities. The purpose is to identify problem areas and
opportunities, and recommend changes to improve the company’s

marketing performance."

Horace H. W. (1967):

e "A marketing audit is an evaluation and review of the marketing
environment, strategies, and activities of a business, conducted to
discover problems and opportunities in the marketing area, to improve

marketing performance."

J. Davidow (1986):

"A marketing audit is a detailed, systematic evaluation of a company's

marketing activities, including a review of its markets, products,
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promotional efforts, and competitive standing. It is conducted
periodically to ensure that the company is meeting its marketing
objectives."”

13.2.2 Meaning of Marketing Control

Marketing Control refers to the process of monitoring, evaluating, and
adjusting marketing strategies and activities to ensure that marketing objectives
are achieved efficiently and effectively. It is a crucial aspect of marketing
management that ensures marketing efforts stay on track, align with business

goals, and deliver the desired results.

Marketing control involves measuring marketing performance against
predetermined goals, comparing actual outcomes with expected results, and
taking corrective actions if necessary. Essentially, it ensures that the marketing
plan is being executed as intended and is achieving its targets.

Definition:
Philip Kotler (1997):

« "Marketing control is the process of measuring and evaluating the results
of marketing strategies and activities and taking corrective actions when

necessary to ensure that marketing objectives are achieved."

David A. Aaker and Kevin Lane Keller (2002):

o "Marketing control refers to the process of monitoring and adjusting
marketing strategies, objectives, and activities based on performance
evaluations, ensuring that marketing efforts are on track to meet company

goals."

William M. Pride and O.C. Ferrell (2003):

o "Marketing control is the process of evaluating and adjusting marketing
strategies and plans based on performance data and feedback to ensure

that marketing goals are achieved."



13.3 Components

13.3.1 Components of a Marketing Audit

1. External Environment Analysis

The external environment refers to the factors outside the organization that affect

marketing activities. Understanding these factors is crucial for identifying

opportunities and threats that could impact a company’s marketing performance.

This analysis typically includes the following elements:

a. Market Environment:

Trends and Consumer Behavior: The audit examines shifts in
consumer preferences, purchasing patterns, and attitudes. This includes
understanding evolving needs, values, and behaviors that could affect

product demand or the effectiveness of marketing strategies.

Economic Conditions: Market audits evaluate broader economic factors,
such as inflation, recession, income levels, and employment rates, that

influence consumer spending and business operations.

Technological Advances: Identifying technological trends and
innovations that might impact the industry, such as new communication

platforms, automation tools, or product innovations.

Social and Cultural Changes: Analyzing how societal shifts, such as
changes in demographics, cultural values, or lifestyle trends, affect the

target market.

Political and Legal Environment: Changes in regulations, government
policies, taxation, and trade agreements can impact marketing strategies,

particularly in industries that are highly regulated.

b. Competitive Environment:

Competitive Analysis: The audit identifies key competitors and their
marketing strategies, strengths, weaknesses, and market positions. This
helps a company understand its relative position in the market and

identify competitive advantages or threats.
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e Market Share and Positioning: A company’s position in the market
relative to competitors is evaluated. This includes reviewing its market
share, competitive differentiation, and any shifts in the competitive

landscape.
c. Industry Analysis:

e Industry Trends: Understanding the overall dynamics of the industry—
such as growth, technological advancements, or regulatory changes—is

essential to assess the company's market potential.

e Porter’s Five Forces: This model assesses the competitive forces in the
industry—threat of new entrants, bargaining power of suppliers,
bargaining power of buyers, threat of substitute products, and competitive

rivalry—that influence the market.

2. Internal Environment Analysis

This component evaluates the company’s internal marketing processes,
strategies, resources, and capabilities. It focuses on understanding the internal
strengths and weaknesses that impact the marketing efforts.

a. Organizational Structure and Culture:

e Marketing Department Structure: The audit assesses whether the
marketing department has the right structure, resources, and skills to
execute the marketing plan effectively. This includes evaluating

leadership, communication flows, and coordination between departments.

e Company Culture: A company’s culture affects how marketing
strategies are developed and implemented. The audit examines whether
the company’s culture fosters innovation, customer focus, and alignment

with marketing objectives.
b. Marketing Resources:

o Budget Allocation: The marketing audit reviews the allocation of
resources, including the marketing budget, and assesses whether the

budget is being used effectively across various marketing activities.
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Personnel and Skills: This includes an evaluation of the marketing
team’s capabilities, including the skill sets and experience needed to

execute the marketing strategies.

c. Marketing Strategy:

Target Market: The audit reviews the company's understanding of its
target market, including its segmentation strategy. This involves
analyzing whether the company is targeting the right audience and

whether the segmentation is effective.

Positioning Strategy: The audit assesses how the company is positioning
its products or services in the market and whether the positioning aligns

with consumer perceptions and needs.

3. Marketing Strategy and Objectives

A marketing audit examines whether the company’s marketing strategy is

effective in achieving its overall business objectives and responding to market

conditions.

a. Marketing Goals and Objectives:

The audit assesses whether the marketing goals are clear, measurable, and
aligned with the company's business objectives. These goals could
include increasing market share, customer acquisition, brand awareness,

or customer loyalty.

The audit checks if the company has specific and realistic targets, such as
increasing sales by a certain percentage or improving customer

satisfaction.

b. Strategy Evaluation:

Marketing Mix (4Ps): The audit evaluates the company’s marketing
mix, which includes the product, price, place (distribution), and
promotion strategies. This ensures that each element of the mix is
optimized to meet the needs of the target audience and to create a

competitive advantage.
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Product Strategy: Is the product portfolio aligned with consumer

needs? Is there a need for innovation or improvement?

Price Strategy: Is the pricing strategy competitive, and does it

reflect the perceived value to the customer?

Place Strategy: Are distribution channels effective in reaching

the target market?

Promotion Strategy: Are promotional efforts (advertising, public
relations, sales promotions) being used effectively to

communicate with the target audience?

4. Marketing Programs Evaluation

This component involves reviewing the specific marketing activities and

campaigns the company has implemented and analyzing their effectiveness.

a. Advertising and Communication:

The audit reviews the company’s advertising campaigns, promotional
efforts, and public relations activities. It evaluates whether the message is
consistent, whether it resonates with the target audience, and whether the

communication channels are appropriate.

The effectiveness of digital marketing, including social media, search

engine optimization (SEO), and email marketing, is also evaluated.

b. Sales and Distribution:

The audit examines the company's sales strategies, including direct sales,
retail, e-commerce, and distribution partnerships. It looks at how
effectively the sales team is executing the marketing plan and whether the

distribution channels are aligned with customer preferences.

c. Customer Relationship Management (CRM):

The audit assesses the company’s CRM strategies to measure customer
loyalty, retention, and satisfaction. It reviews tools and practices for
managing customer relationships and whether the company is leveraging

data and technology to improve customer engagement.



5. Performance Evaluation and Measurement

This component focuses on assessing the outcomes of the company’s marketing

efforts.
a. Sales and Revenue Performance:

e The audit evaluates sales performance data, revenue growth, and market
share against the targets and industry benchmarks. It helps identify
whether marketing strategies are translating into tangible financial

results.

b. Customer Metrics:

e The audit reviews customer-related metrics, such as customer
satisfaction, retention, and lifetime value (CLV). These metrics are
critical to understanding the impact of marketing strategies on customer

loyalty and long-term profitability.

c. Return on Investment (ROI):

e The audit evaluates the return on investment for marketing campaigns
and activities. It analyzes whether marketing expenditures are producing
a positive ROI and which marketing channels or initiatives are delivering

the best results.
6. Strategic and Tactical Adjustments

Based on the findings from the audit, the final component involves making
recommendations for adjustments to the marketing strategies and tactics. This

includes:

e Strategic Adjustments: Identifying areas where the overall marketing
strategy needs to be refined to better align with market realities or
business goals. This could involve repositioning a product, targeting a

new segment, or entering a new market.

e Tactical Adjustments: Suggesting changes to marketing campaigns or

specific activities. This may involve optimizing digital marketing efforts,
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adjusting the media mix, or shifting resources between various

promotional activities.

13.3.2 Components of a Marketing Control

1. Setting Marketing Objectives and Standards

Before marketing control can be implemented, the company must define clear,

measurable marketing objectives and standards. These goals act as benchmarks

for performance evaluation.

a. Marketing Objectives:

Specific: Objectives should be clear and precise (e.g., increase sales by

10% in one year).

Measurable: Goals need to be measurable using key performance
indicators (KPIs).

Achievable: Objectives should be realistic and attainable based on

available resources and market conditions.

Relevant: Objectives must align with the overall business goals of the

company.

Time-bound: A timeline should be set to track progress (e.g., monthly,

quarterly, or annually).

Example: An objective might be to increase customer acquisition by 15% over

the next six months through online campaigns.

b. Marketing Standards:

Performance Standards: These are specific criteria used to assess the
success of marketing activities. Standards could include sales volume,

market share, customer satisfaction, or brand awareness.

Benchmarking: This involves comparing marketing performance to
industry standards, competitor performance, or historical data to assess if

objectives are being met.



Example: A standard might be that the company aims to have a customer

retention rate of 85%, based on industry benchmarks.
2. Measuring Marketing Performance

Once objectives and standards are set, companies need to continuously measure
their marketing performance to ensure that strategies are on track. Performance

measurement is done through various metrics and tools.
a. Key Performance Indicators (KPIs):

o Sales Metrics: Sales figures are a fundamental measure of marketing
success. This could include overall revenue, sales growth, or sales per

customer.

e Market Share: The company's share of the total market in comparison to

competitors.

e Customer Metrics: Customer-related KPIs like customer acquisition,
retention rates, customer lifetime value (CLV), and customer satisfaction.

e Return on Investment (ROI): Measures the profitability of marketing

activities in relation to the costs incurred.

b. Marketing Analytics Tools:

o Data Analytics Software: Tools like Google Analytics, customer
relationship management (CRM) systems, and social media analytics

help track the effectiveness of marketing activities.

e Surveys and Feedback: Customer satisfaction surveys, market research,
and feedback forms provide direct insights into customer perceptions and

experiences.

Example: Measuring the increase in website traffic and conversion rates to

evaluate the effectiveness of an online marketing campaign.
3. Comparing Actual Performance with Planned Performance

This component involves comparing the actual results of marketing efforts

against the set objectives and standards.
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a. Performance Analysis:

Deviation Analysis: This analysis identifies any discrepancies between
the planned and actual performance. If actual performance is below
expectations, this helps pinpoint areas where corrective actions are
needed.

Trend Analysis: Examining the performance over time to identify
patterns, such as whether the sales trend is moving in the right direction.

b. Gap Analysis:

This involves identifying the gaps between the expected results (from
objectives) and actual performance. Once the gaps are identified,
managers can better understand where the marketing strategy or

execution failed.

Example: If a company set an objective of increasing sales by 15% but only

achieved 10%, then a gap analysis would identify the reason for the shortfall and

what corrective actions are required.

4. Identifying Problems and Deviations

When performance does not align with expectations, it’s essential to identify the

underlying causes of the deviations. This process allows businesses to take

corrective actions to improve performance.

a. Internal Factors:

Marketing Strategy Issues: Problems with the marketing strategy, such

as ineffective targeting, poor messaging, or weak product differentiation.

Operational Issues: Problems within the company, such as lack of
coordination between marketing and sales teams, insufficient budget

allocation, or staffing issues.



b. External Factors:

Competitive Actions: The actions of competitors can impact marketing
performance, such as a competitor’s launch of a superior product,

aggressive pricing strategies, or more effective marketing campaigns.

Market Conditions: External factors like changes in consumer
preferences, economic downturns, or regulatory changes may affect

marketing performance.

c. Environmental Factors:

Technological Changes: New technologies may affect marketing tactics

(e.g., digital transformation, automation).

Cultural or Social Shifts: Changes in cultural trends or societal attitudes

that can influence customer behavior.

Example: A competitor’s price drop may cause a deviation in sales, or a new

regulation could affect marketing channels.

5. Taking Corrective Actions

Once problems and deviations are identified, the next step is to take corrective

actions to address them and bring marketing efforts back on track. Corrective

actions can include adjustments to strategy, tactics, or resource allocation.

a. Strategic Adjustments:

Revising the Marketing Strategy: If the strategy is not delivering the
expected results, a change in direction may be required. This could
involve revisiting the marketing mix (product, price, place, promotion) or

targeting a new audience segment.

Shifting Marketing Focus: Sometimes, marketing focus may need to be
shifted from one product line or market to another, based on changing

priorities or market conditions.
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b. Tactical Adjustments:

Changing Advertising Channels: If a particular advertising channel
(e.g., TV or print ads) is not working effectively, a shift to digital or

social media channels might be necessary.

Improving Customer Engagement: Adjusting customer engagement
strategies such as enhancing customer support or offering loyalty

programs to improve retention.

c. Resource Allocation:

Reallocating Budget: If certain marketing campaigns or channels are
underperforming, the marketing budget may need to be reallocated to

more successful areas.

Optimizing Resources: Adjusting the number of people, tools, or

technologies used to ensure resources are being efficiently utilized.

Example: If an online campaign is underperforming, the company may decide to

adjust its ad targeting or switch to a more successful platform like social media

ads.

6. Feedback and Continuous Improvement

Marketing control is a continuous process that requires regular feedback to

improve strategies over time. Marketing managers must ensure that the company

is responsive to changes and always seeks ways to enhance its marketing efforts.

a. Ongoing Monitoring:

Real-Time Data: Continuously monitor real-time performance metrics
and make immediate adjustments if needed. For example, tracking social
media engagement or website traffic in real time allows marketers to

react quickly to trends.

b. Learning from Past Experiences:

Post-Campaign Analysis: After completing marketing campaigns, it's
important to analyze what worked and what didn’t. This can lead to

valuable insights that improve future campaigns.



o Customer Feedback: Gathering customer feedback regularly ensures the
company stays aligned with customer expectations and can make quick

adjustments when necessary.

c. Adaptation to Market Changes:

o Market Adaptation: Regular marketing control allows businesses to
stay agile in the face of market shifts. For example, if a new competitor
emerges, the company can adjust its pricing or product offering to remain

competitive.

Example: If a company learns from a past campaign that a particular messaging
strategy led to higher engagement, it can refine future messaging based on that

knowledge.

13.4 Types of marketing control

1. Strategic Control

Strategic control focuses on assessing and adjusting the marketing strategy to
ensure it aligns with the overall business strategy. It helps ensure that the

organization is moving in the right direction in terms of long-term objectives.
Key Elements:

o Evaluation of Long-Term Objectives: It involves reviewing the
company’s marketing strategy to ensure it aligns with the overall business
mission and vision. Strategic control monitors the company’s progress
toward achieving broader objectives, such as market expansion, brand

positioning, or long-term profitability.

e Market Environment Changes: It considers external factors, such as
changes in market conditions, competitive dynamics, or technological
advancements, to determine if the current strategy needs to be revised or

adapted.

Methods of Strategic Control:

e SWOT Analysis (Strengths, Weaknesses, Opportunities, Threats):
Regularly assessing the company’s position in the market based on

internal and external factors.
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o Competitor Analysis: Keeping track of competitor strategies and
determining if the company’s strategy still gives it a competitive

advantage.

Example: A company may conduct a strategic review every quarter to ensure its
marketing strategies are effective given shifts in consumer behavior or the
competitive landscape. If necessary, they may adjust their marketing strategy to

better capitalize on new opportunities or address emerging threats.
2. Annual Plan Control

Annual plan control focuses on evaluating whether the marketing plan for the
year is being executed as intended and whether the marketing objectives set for
the year are being achieved. It involves the day-to-day management of the

marketing budget, campaigns, and resource allocation.
Key Elements:

e Tracking Marketing Objectives: This control focuses on monitoring
progress against the specific, measurable objectives set for the year, such

as sales targets, brand awareness goals, or customer acquisition.

« Budget Control: Ensures that marketing expenditures stay within the
approved budget and that funds are allocated efficiently across various

activities like promotions, advertising, and sales.

Methods of Annual Plan Control:

e Performance Reviews: Comparing actual performance with planned
objectives (e.g., sales figures, website traffic, etc.) on a monthly or

quarterly basis.

« Variance Analysis: Identifying and analyzing the differences between
planned results and actual performance. If there are discrepancies,

corrective actions are taken to bring performance back on track.

Example: A company set a goal to increase sales by 10% within the year.
Through annual plan control, the marketing team tracks monthly sales figures,
adjusting promotional strategies or reallocating resources if sales are behind
target.



3. Operating Control

Operating control focuses on the immediate, day-to-day activities of marketing
operations. It ensures that the marketing team is executing the marketing

strategies efficiently and effectively at the operational level.
Key Elements:

e Monitoring of Marketing Campaigns: The marketing team regularly
monitors and evaluates the performance of ongoing marketing campaigns
(advertising, promotions, digital marketing) to ensure they are achieving

the desired results.

e Short-Term Performance Indicators: Operating control typically uses
short-term metrics to evaluate campaign effectiveness, such as click-

through rates, conversion rates, or customer engagement.
Methods of Operating Control:

o Sales Tracking: Monitoring daily, weekly, or monthly sales performance

against specific targets.

e Customer Feedback: Regular surveys, focus groups, or reviews to
gauge customer satisfaction and adjust campaigns as needed.

e Marketing Dashboards: Real-time data visualizations that help
managers monitor key performance indicators (KPIs) on a daily or

weekly basis.

Example: If a company is running a special promotion to drive sales, the
marketing team would use operating control to track how well the promotion is
performing in real time, making changes as needed (such as tweaking the offer or

changing the ad copy) to improve results.
4. Profitability Control

Profitability control assesses the return on investment (ROI) for different
marketing activities. The focus is on ensuring that the marketing expenditures

result in profitable outcomes for the company.
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Key Elements:

o Evaluation of Marketing ROI: Profitability control measures how
effectively marketing investments generate profits. This includes tracking
the direct impact of marketing activities on revenues and comparing costs

against profits.

o Cost Efficiency: Ensures that marketing activities are cost-effective and
that resources are being used optimally to achieve the desired financial

outcomes.

Methods of Profitability Control:

e Cost-Volume-Profit (CVP) Analysis: This analysis helps determine
how changes in marketing expenditures affect overall profits, allowing

businesses to assess which activities are most profitable.

o Break-even Analysis: Helps to determine the point at which the
revenues from marketing activities cover the costs, signalling when a

marketing campaign becomes profitable.

Example: A company spends a certain amount on a digital advertising
campaign. Profitability control will assess whether the revenues generated from
the campaign exceed the costs incurred, ensuring the campaign’s success in

terms of profit.
5. Communication Control

Communication control focuses on evaluating the effectiveness of marketing
communication efforts, such as advertising, public relations, and digital
marketing campaigns. The goal is to ensure that the company's messaging is

consistent and impactful.
Key Elements:

e« Message Consistency: Ensures that the marketing messages across
different channels (TV, radio, digital ads, social media) are consistent and

align with the brand’s values.



e Media Effectiveness: Evaluates the performance of various
communication channels and determines whether the marketing messages

are reaching the target audience effectively.

Methods of Communication Control:

e Advertising Monitoring: Reviewing advertising campaigns to ensure
that the message is communicated correctly and effectively to the target

market.

o Customer Feedback and Engagement: Analyzing customer responses
to marketing communications to ensure that the message resonates with
the audience and leads to desired outcomes (e.g., increased brand

awareness, higher engagement).

Example: A company launches a new TV commercial and a digital ad
campaign. Communication control would involve assessing how well these
messages are being received by consumers, using metrics such as viewership
data, social media engagement, and customer feedback to evaluate the success of

the communication.
6. Behavioral Control

Behavioral control is about managing the behavior of employees, teams, and
partners involved in executing the marketing plan. It ensures that all stakeholders
align with the overall marketing objectives and follow established procedures for

marketing activities.
Key Elements:

e« Employee Performance: Ensures that marketing staff members and
teams are adhering to company policies and procedures, and are

performing according to expectations.

e Partner Alignment: Ensures that third-party partners (e.g., advertising
agencies, distributors) align with the company’s marketing strategies and

objectives.

Methods of Behavioral Control:
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o Setting Performance Standards: Defining clear roles, responsibilities,

and expectations for marketing employees and partners.

e Regular Training and Development: Ensuring that marketing staff and
external partners are well-trained in the latest marketing strategies and

tools, and aligning their actions with organizational goals.

Example: A marketing manager ensures that all sales representatives and
external partners are trained on the latest marketing strategies and sales scripts,
ensuring consistency in customer interactions and maximizing campaign

effectiveness.

13.5 Measures/Evaluation Tools to Control

1. Key Performance Indicators (KPIs)

KPIs are measurable values that help organizations assess how well they are
achieving their marketing objectives. KPIs can be set at different levels (overall
business, departmental, or campaign-specific) to track the performance of

marketing activities.
Examples of Marketing KPlIs:

« Sales Revenue: Total revenue generated from marketing activities.

o Customer Acquisition Cost (CAC): The cost associated with acquiring

a new customer through marketing efforts.

e Customer Lifetime Value (CLV): The projected net profit from the

entire relationship with a customer.

o Conversion Rate: The percentage of visitors or leads that take the
desired action (e.g., purchasing a product).

o Brand Awareness: Measured by the number of people who are aware of
the brand and how it is recognized in the market.

o Customer Retention Rate: The percentage of customers who continue

to engage with the brand over time.

e Market Share: The company’s sales or revenue as a percentage of the

total market in which it operates.



2. Sales Analysis

Sales analysis is a critical evaluation tool that measures the effectiveness of
marketing activities by focusing on sales performance. It helps businesses

determine if their marketing campaigns are leading to the desired sales outcomes.
Sales Analysis Techniques:

o Sales Growth Analysis: Measures changes in sales over a defined
period, comparing sales results against the previous period or against set

targets.

o Sales Trend Analysis: Identifies patterns in sales performance, which
can be seasonal or based on external factors like promotions or economic

conditions.

e Product/Category Sales Analysis: Evaluates the performance of
specific products or product categories to determine if they meet expected

targets.

Example: A company runs a digital marketing campaign aimed at increasing
sales for a specific product. Through sales analysis, they can track if the
campaign resulted in an increase in sales for that product compared to the same

period in the previous year.
3. Return on Investment (ROI)

ROI measures the profitability of marketing activities by comparing the returns
generated to the cost of those activities. It helps businesses understand which

marketing strategies are generating a positive financial return.
4. Market Share Analysis

Market share analysis helps determine a company’s position within the industry.
By tracking the company’s market share, marketers can assess how their

strategies are performing relative to competitors.
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5. Customer Satisfaction and Loyalty Metrics

Customer satisfaction and loyalty are critical for long-term success. Companies
can use various metrics to evaluate how well their marketing activities are

fostering customer satisfaction and loyalty.
Tools for Measuring Customer Satisfaction and Loyalty:

e Net Promoter Score (NPS): Measures customer loyalty by asking how
likely customers are to recommend the company to others. A higher NPS

indicates greater customer loyalty and satisfaction.

o Customer Satisfaction Surveys: Regular surveys to measure how

satisfied customers are with products, services, or experiences.

o Customer Retention Rate: Measures the percentage of customers who

continue to make purchases from the company over a period of time.
6. Customer Acquisition Cost (CAC)

CAC measures the cost involved in acquiring a new customer. It is a critical
metric to determine the effectiveness and cost-efficiency of marketing campaigns

and activities.
7. Conversion Rate Optimization (CRO)

Conversion Rate Optimization focuses on improving the percentage of website
visitors, leads, or prospects who take a desired action (such as completing a

purchase, signing up for a newsletter, or downloading content).

Conversion rate optimization tools and techniques help identify areas for
improvement, such as improving user experience, enhancing call-to-action

buttons, or refining messaging.
8. Market Research and Feedback Tools

Regular market research helps companies stay informed about changes in
customer preferences, competitors, and market conditions. Feedback tools allow
businesses to gather direct insights from customers to assess the effectiveness of

marketing strategies.



Market Research Methods:

e Surveys and Questionnaires: Conducting surveys to gather feedback on

customer needs, product satisfaction, and brand perception.

e Focus Groups: Small groups of customers or prospects who provide in-

depth feedback on products, services, or marketing campaigns.

o Social Media Listening: Monitoring social media channels to understand

customer sentiments, conversations, and emerging trends.

9. Advertising and Promotion Effectiveness

Evaluating the effectiveness of advertising and promotional campaigns is critical
in understanding whether marketing efforts are reaching the right audience and

delivering the expected results.
Tools for Measuring Effectiveness:

e Ad Impressions and Click-through Rates (CTR): Measures how many

people see or click on an advertisement.

e« Brand Lift Studies: Surveys that measure the change in brand
perception, awareness, or purchasing intent before and after an

advertising campaign.

e A/B Testing: Testing two versions of an advertisement or promotion to

determine which one is more effective.

10. Balanced Scorecard (BSC)

The Balanced Scorecard is a strategic planning and management tool that
measures performance from multiple perspectives, such as financial, customer,
internal processes, and learning and growth. It provides a comprehensive view of
marketing performance and helps align marketing activities with organizational

goals.
Components of the Balanced Scorecard:

e Financial: Measures financial outcomes, such as ROI, profitability, and

cost efficiency.
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Customer: Assesses customer satisfaction, retention, and acquisition.

Internal Processes: Evaluates the efficiency of internal marketing

processes.

Learning and Growth: Tracks employee skills, innovation, and
knowledge growth.

13.6 Key Elements of Marketing Profitability Analysis

1.

Revenue Generation vs. Marketing Costs

o The analysis compares the revenue generated by marketing
activities with the costs incurred to execute them. This helps
determine if the marketing campaigns are generating enough

revenue to cover their costs and contribute to profit.

o Marketing expenses might include advertising costs, promotion
budgets, marketing staff salaries, and technology tools.

Customer Profitability

Marketing profitability analysis also examines the profitability of
individual customers or customer segments. It assesses how much profit a
company earns from each customer or group of customers after

accounting for marketing costs.

It helps identify high-value customers who contribute more to
profitability and enables businesses to tailor their marketing efforts to

retain or acquire similar customers.
Contribution Margin

The contribution margin is the difference between the sales revenue and
variable costs directly associated with producing and marketing the

product.

It helps assess how much of the revenue generated by marketing

activities contributes to covering fixed costs and generating profits.

Break-even analysis helps businesses determine the level of sales

needed to cover the costs of marketing and production. This tool is useful



in evaluating the profitability of a marketing initiative by showing the
minimum sales required to avoid losses.

5. Customer Lifetime Value represents the total profit a business expects
to earn from a customer over the entire duration of their relationship.
CLV is essential for understanding how much a company should invest in
acquiring and retaining customers.

A higher CLV indicates that the company is earning significant profits
over time from each customer, making the marketing investment

worthwhile.

«» Exercise

Q.1 Multiple choice question:
1. What is the primary purpose of a marketing audit?

a) To evaluate the success of a marketing team
b) To analyze the effectiveness of marketing campaigns
c) To assess the performance of the sales department

d) To monitor competitors' strategies
2. Which of the following is a key component of a marketing audit?

a) Marketing team structure b) Marketing plan

c¢) Customer behavior analysis d) All of the above
3. What does marketing control primarily focus on?

a) Monitoring and regulating marketing activities
b) Setting marketing budgets
¢) Establishing sales targets

d) Understanding customer preferences

4. Which tool is commonly used to measure the effectiveness of marketing

strategies?

a) SWOT Analysis b) Marketing profitability analysis
¢) ROI (Return on Investment) d) Marketing budget allocation
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5. A marketing control system evaluates the performance of marketing
activities against:

a) The competition b) Customer satisfaction surveys

c) Marketing objectives and goal d) Sales department targets

6. What is the Break-even analysis used for in marketing control?

a) Measuring the return on investment of marketing activities
b) Determining the point at which marketing revenues cover costs
c) Evaluating customer retention strategies

d) Setting sales quotas for the marketing team

7. A company runs an ad campaign and wants to determine its effectiveness.

Which of the following metrics would be most useful?

a) Customer acquisition cost b) Conversion rate

c) Customer lifetime value d) Marketing ROI
8. In marketing profitability analysis, what is the key focus?

a) Measuring the contribution of various marketing activities to sales
revenue

b) Measuring the satisfaction of customers
c) Evaluating competitors’ strategies
d) Analyzing the quality of marketing content

9. Which of the following is NOT a common tool for marketing control?

a) Sales analysis b) Customer satisfaction surveys

¢) Financial statement analysis  d) Profitability analysis

10. In the context of marketing audit, what is meant by the *"external
environment analysis**?

a) Evaluating the internal marketing team

b) Assessing the effectiveness of promotional strategies
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¢) Studying factors like competition, market trends, and regulations

d) Analyzing the sales force performance
Answer the following Questions:-

1. Explain Marketing audit and control.

2. What are the components of Marketing Audit ?

3. What are the components of marketing Control ?
4. Write a note on types of Marketing Control.

5. Explain Marketing with key features and definition
6. What are the tools for evaluation ?

7. How to do analysis on marketing?
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UNIT-14 CURRENT TRENDS IN MARKETING
MANAGEMENT

14.1 Introduction

14.2 Is Al boost effectiveness and efficiency?

14.3 UGC- User Generated Content for Brand Awareness
144 SEO

14.5 Chatbots

«» Exercise

14.1. Introduction to Marketing Audit and Control

In today’s fast-changing world, businesses must stay ahead by embracing the
latest marketing trends. Below are the various key trends shaping marketing

management.
1. Al-Powered Marketing

Al is revolutionizing marketing with automation, predictive analytics, and
smarter customer interactions. From chatbots to content generation, Al makes

processes faster and more effective.

For Example, Al tools like ChatGPT streamline customer support and content

creation.
Ways to use Al in Marketing:

e Ad optimization

e Content Inspiration

e Sentiment Analysis

e Campaign Translation

e Intelligent chatbots



2. Personalization Matters

Today’s customers demand tailored experiences. Personalization boosts
engagement, loyalty, and conversion rates by delivering relevant content at the

right time.

For Example, use CRM tools to analyze customer behavior and create unique
offers.

3. Digital-First Approach

The shift to digital is unstoppable. Brands are using SEO, e-commerce, and
social media to connect directly with customers. Various Types of digital
marketing are email marketing, Content Marketing, Influencer marketing, Viral
Marketing, Mobile Marketing, Social Media Marketing, pay-per-click, radio and
TV ads, Electronic billboards, SEO, etc....The current trend is that Short-form
videos on platforms like Instagram Reels or YouTube Shorts drive massive

engagement.
4. Social Selling

Social media platforms like LinkedIn are now powerful tools for sales. Building
relationships online drives trust and conversions. The fact to know is that 78% of

social sellers outperform peers who don’t use social platforms.
5. Ethical Marketing & Data Privacy

With regulations like GDPR, transparency in how customer data is used is

crucial. Ethical marketing builds trust and long-term loyalty.
6. Short-Form Video Content

Bite-sized videos are trending, thanks to platforms like Instagram Reels and
YouTube Shorts. These videos are engaging, memorable and shareable. For this,

you can showcase your products or services in less than 60 seconds!
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7. Customer-Centric Marketing

The focus is shifting from products to customers. Building trust and providing
value ensures better retention and higher lifetime value. So ask the Question that

IS your marketing strategy customer-first?

14.2. Is Al boosting effectiveness and efficiency?

Employees are burdened with a pile of administrative paperwork; customer
service departments are backlogged with calls and time-consuming work
deciphering data. These common grumbles are things of the past with a
business's adoption of artificial intelligence (AI). An efficient business isn’t just
a long-term goal or a single momentary accomplishment; efficiency is a
continual effort for all areas of a business. Becoming more efficient through Al
systems improves customer service, can provide cost savings, increases sales and

helps boost loyalty.

To reach this level of efficiency, organizations must lean on other employees to
ideate, strategize, and learn how to work with Al. Technology has always been a
driving force of efficiency, but Al is fundamentally reshaping the way we work.
Use of Al is ushering in a new era of efficiency by automating repetitive tasks,
analyzing large datasets to identify patterns and predict trends, optimizing
complex processes, and providing insights that enable better decision-making.
Ultimately, Al, conversational Al, generative Al, and agentic Al are augmenting
the efforts of the human workforce, freeing them up to focus on strategic and

creative work and removing potential bottlenecks.

We have hardly heard much discussion about how artificial intelligence (Al) is
enhancing our world. But at the same time, we also come to know, as time goes
on, how Al is specifically improving efficiency and productivity across various
industries. Healthcare, transportation, and manufacturing industries innovatively
leverage Al applications to streamline workflows, boost output, and drive
efficiency gains that elevate performance. We will understand these concepts
with the help of examples showcasing how Al is transforming core sectors by
optimizing processes and empowering organizations to do more with less,
effectively demonstrating Al's power to augment human potential and positively
impact bottom lines when implemented judiciously with oversight.



Artificial intelligence has experienced tremendous growth recently and is
increasingly important to our modern, technology-driven society. As more data
and computational power become available, Al is expanding into new
applications that touch nearly every industry. Estimates suggest Al will
contribute over $15 trillion annually to the global economy by 2030, highlighting
its rising economic significance. Advanced analytics and machine learning are
helping solve complex problems in fields like healthcare, transportation,
education, and more by automating dull, repetitive tasks and surfacing insightful
patterns in vast datasets. As Al capabilities continue advancing rapidly, experts
agree it will radically change the nature of many jobs while simultaneously
creating new types of employment as well. Looking ahead, fostering responsible
Al development stands to deliver groundbreaking benefits to businesses and
consumers if implemented judiciously with oversight ensuring ethical, secure,

and inclusive progress.

14.3 UGC- User Generated Content for Brand Awareness

The most important thing for brands & businesses is reaching out to audiences,
engaging with them, interacting, building relationships & communities,
promoting their brand, and turning the users into customers. To achieve these
objectives, there is a need to create marketing campaigns that enable the
necessary communication and exchange of information among brands & users,
but the challenge is that marketing campaigns lately have seen diminishing
returns on their investments due to distrust among consumers for brands,
spammy promotional content, disregard for user privacy, non-engaging
campaigns, inauthentic messaging, etc. Marketing campaigns are a necessity for
any brand, but they don’t seem to be productive & fruitful, leading to a waste of

resources.

A UGC marketing campaign focuses on leveraging user-generated content to
promote a brand or product. This includes content created and shared by
customers related to the brand, such as product reviews, social media posts, or
video content, as well as repurposing or reposting that content as part of the
marketing plan. A UGC campaign can create brand awareness, drive
conversions, and boost engagement on various marketing touchpoints. A brand

initiates a user-generated content campaign, enabling different opportunities and
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pathways for the users to contribute, engage, participate, and act in the campaign,
which means users are the highlight & forerunners of a UGC campaign. Having
a UGC marketing campaign for your brand doesn’t require huge investments,
and the potential to generate beneficial returns is way more than basic marketing

campaigns.
14.3.1 Reasons to Create Brand Awareness

A UGC campaign is a marketing strategy that invites your customers to get
involved by creating content about your brand. Instead of polished ads made by
the company, we get real photos, videos, reviews, or posts shared by real people
who actually use the product. Whether it’s someone tagging in an Instagram
post, joining a TikTok challenge, or leaving a thoughtful review, this kind of
content feels more original, and that’s exactly why it works. It builds trust,
sparks engagement, and helps your brand feel more human. A UGC campaign
lets the audience share their own stories. It helps promote the brand in a real and

relatable way.

1. Trust & Authenticity: Content created by real customers feels original. When
people see others like them using and praising a product, trust grows naturally.
This kind of social proof makes your brand feel more authentic and relatable.
Showcasing real customer stories and reviews helps build that connection faster
than traditional ads ever could.

2. Increased Engagement: People tend to engage more with content that looks
real. UGC posts usually get more likes, comments, and shares than branded
content. Even social ads that feature user-generated content perform better, with
higher click-through rates. More engagement means your content spreads further
and social platforms take notice, showing it to even more people.

3. Higher Conversions: Featuring UGC campaigns can help turn browsers into
buyers. When shoppers see real photos and honest reviews, they feel more
confident in their purchase. Adding user-generated content to your website or ads

can boost sales by making your product more trustworthy and appealing.

4. Cost-Effectiveness & SEO: UGC campaigns deliver fresh content without a

big price tag. Instead of hiring photographers or creating all your content in-



house, you tap into a steady stream of customer contributions. This saves budget
and keeps your website and social media channels updated with new material.
Plus, search engines love fresh content, so user reviews and posts can help
improve your SEO. UGC campaigns create powerful social proof and build
community. They turn customers into enthusiastic promoters who share
relatable, authentic content. This can lead to organic growth and viral moments

without extra ad spend.
Benefits and Limitations:
Benefits:

e A steady stream of user-created photos, videos, and reviews,
e Expanded reach at little to no cost,

e Increased sharing when fans see themselves or friends featured,

Limitations:

e Less control over what gets posted,

Some content may be off-brand or negative and needs moderation.

e You will need to review submissions and manage campaign rules.

e Potential copyright concerns,

e Hidden costs (e.g., prizes or discounts to encourage participation),

e Risk of low engagement if not promoted well. Despite these challenges,
with clear guidelines and proper management, most brands find the

benefits of UGC campaigns far outweigh the risks.

14.4 SEO

Al SEO tools are digital platforms and software that harness Al and large
language models (LLMs) to help you perform various SEO tasks. Al SEO
(Artificial Intelligence Search Engine Optimization) integrates machine learning,
natural language processing (NLP), and large language models (LLMS) into

search optimization strategies. This technology-driven approach enhances and

249



250

automates key SEO components, including keyword research, content creation,

on-page optimization, technical SEO analysis, and performance analysis and

monitoring. Traditional SEO relies on reactive strategies, where practitioners

would study algorithms, implement changes, and wait to see results. Al for SEO

changes this approach by using predictive analysis, real-time data processing,

and continuous optimization that adapts to both search engine updates and user

behavior shifts. Common use cases for Al SEO tools are as under. Al SEO tools

can be used in a variety of ways. Some of the most common ones include the

following:

Keyword research: Al tools can be good for helping you identify keywords
to target in your content. Al keyword generators can pinpoint search terms
that have the most potential for improving your traffic and visibility.
Content optimization: Al can analyze content on your website and
recommend improvements. Implementing those suggestions will help you
rank higher in search results. Al content tools can help create and refine
content that aligns with user intent and search engine guidelines:

Al-powered content creation: Modern Al content tools go far beyond
simple text generation to provide comprehensive content development.
Research synthesis: Al can analyze hundreds of top-ranking pages,
extracting key points, statistics, and consensus viewpoints to inform
content creation.

Competitive content analysis: Advanced Al tools can identify content
gaps, differentiation opportunities, and potential unique angles by
analyzing competitor content at scale.

Structured outlining: Al outline generators can create comprehensive
topic structures that ensure complete topic coverage.

Content improvement: Al excels at optimizing existing content through:
Semantic enhancement: Al tools analyze top-performing content to
identify semantically relevant terms, entities, and concepts missing from
your content.

Readability optimization: Advanced language models can revise content
for optimal reading level, sentence structure, and paragraph length based
on what performs best in your niche and best accessibility practices.

Performance tracking: To improve your SEO campaigns, it’s important to

monitor their performance and see what’s doing well. Al tools are great for



analyzing your performance data and giving you insights quickly.

Traditional analytics relied on manual review of data, often resulting in

delayed responses to critical changes. Al systems now provide:

o Automated alert systems: Machine-learning algorithms establish
performance baselines across hundreds of metrics and automatically
detect statistically significant deviations.

o Natural language alerts: Advanced systems not only detect issues but
also communicate them in plain language with contextual information
about potential causes and recommended actions.

e A/B testing: One way to improve your SEO is to run A/B tests, where you
test out two different versions of a page and see which one works better. Al

SEO tools can help you run those tests quickly and implement your findings.

® |nternal linking: Using internal links is important for connecting the disparate
pages across your website, and Al tools can help. With the right Al tool, you
can identify ideal linking opportunities and tie your site together, keeping site

visitors there longer.

s Why Al SEO matters

Modern search algorithms have grown exponentially more complex, with Google
now using over 200 ranking factors and making thousands of algorithm
adjustments annually. At the same time, Al-driven interfaces like Google’s Al
Overviews and ChatGPT web browsing are changing how people discover
content. This new search ecosystem, from featured snippets to Al summaries,
demands more sophisticated and adaptive SEO approaches. Al and SEO go hand
in hand, and an SEO strategy that successfully incorporates Al provides real
competitive advantages like With better data processing capability, Al systems
can analyze millions of data points in seconds, identifying patterns and

opportunities invisible to manual analysis.

User intent precision: Natural language processing has advanced to better
distinguish between various types of search intent, allowing marketers to
optimize content that addresses specific user needs rather than simply matching

keywords.
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Workflow automation: Approximately 51% of marketers use Al tools to
optimize their content for search engine optimization, allowing teams to focus

more on strategy and creative development.

Algorithmic adaptation: Al systems can detect subtle shifts in search engine
behavior within hours rather than days or weeks, allowing for proactive rather

than reactive optimization.

Cross-platform optimization: Modern Al SEO tools can help simultaneously
optimize content for traditional search results, featured snippets, voice search,

and Al-generated responses, ensuring visibility across all discovery channels.

14.5 Chatbots

A chatbot is a computer program that simulates human conversation with an end
user. Not all chatbots are equipped with artificial intelligence (Al), but modern
chatbots increasingly use conversational Al techniques such as natural language

processing (NLP) to understand user questions and automate responses to them.

Chatbots can make it easy for users to find information by instantaneously
responding to questions and requests through text input, audio input, or both,
without the need for human intervention or manual research. Chatbot technology
is now commonplace, found everywhere from smart speakers at home and
consumer-facing instances of SMS, WhatsApp, and Facebook Messenger to
workplace messaging applications including Slack. The latest evolution of Al
chatbots, often referred to as “intelligent virtual assistants” or “virtual agents,”
can not only understand free-flowing conversation through the use of
sophisticated language models but even automate relevant tasks. Alongside well-
known consumer-facing intelligent virtual assistants such as Apple's Siri,
Amazon Alexa, and Google’s Gemini, OpenAl’s ChatGPT virtual agents are also

increasingly used in an enterprise context to assist customers and employees.

To increase the power of apps already in use, well-designed chatbots can be
integrated into the software an organization is already using. For example, a
chatbot can be added to Microsoft Teams to create and customize a productive
hub where content, tools, and members come together to chat, meet, and

collaborate. To get the most from an organization’s existing data, enterprise-



grade chatbots can be integrated with critical systems and orchestrate workflows
inside and outside of a CRM system. Chatbots can handle real-time actions as
routine as a password change, all the way through a complex multi-step
workflow spanning multiple applications. In addition, conversational analytics
can analyze and extract insights from natural language conversations, typically
between customers interacting with businesses through chatbots and virtual

assistants.

Artificial intelligence can also be a powerful tool for developing conversational
marketing strategies. Al chatbots are available to deliver customer care 24/7 and
can discover insights into your customer’s engagement and buying patterns to
drive more compelling conversations and deliver more consistent and

personalized digital experiences across your web and messaging channels.
How chatbots work

The earliest chatbots were essentially interactive FAQ programs, which relied on
a limited set of common questions with pre-written answers. Unable to interpret
natural language, these FAQs generally required users to select from simple
keywords and phrases to move the conversation forward. Such rudimentary,
traditional chatbots are unable to process complex questions or answer simple

questions that haven’t been predicted by developers.

Over time, chatbot algorithms became capable of more complex rules-based
programming and even natural language processing, enabling customer queries
to be expressed in a conversational way. This gave rise to a new type of chatbot,
contextually aware and armed with machine learning to continuously optimize its
ability to correctly process and predict queries through exposure to more and
more human language. Modern Al chatbots now use natural language
understanding (NLU) to discern the meaning of open-ended user input,
overcoming anything from typos to translation issues. Advanced Al tools then
map that meaning to the specific “intent” the user wants the chatbotto act upon
and use conversational Al to formulate an appropriate response. These Al
technologies leverage both machine learninganddeep learning, different
elements of AI, with some nuanced differences to develop an increasingly

granular knowledge base of questions and responses informed by user
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interactions. This sophistication, drawing upon recent advancements in large
language models (LLMs), has led to increased customer satisfaction and more

versatile chatbotapplications.

The time it takes to build an Al chatbotcan vary based on the technology stack
and development tools being used, the complexity of the chatbot, the desired
features, data availability, and whether it needs to be integrated with other
systems, databases, or platforms. With a user-friendly, no-code/low-code

platform, Al chatbots can be built even faster.
Chatbots versus Al chatbots versus virtual agents

The terms "chatbot,” "Al chatbot,” and "virtual agent" are often used
interchangeably, which can cause confusion. While the technologies these terms
refer to are closely related, subtle distinctions yield important differences in their

respective capabilities.

"Chatbot" is the most inclusive, catch-all term. Any software simulating human
conversation, whether powered by traditional, rigid decision tree-style menu
navigation or cutting-edge conversational Al, is a chatbot. Chatbots can be found
across nearly any communication channel, from phone trees to social media to

specific apps and websites.

Al chatbots are chatbots that employ a variety of Al technologies, from machine
learning comprised of algorithms, features, and data sets that optimize responses
over time, to natural language processing (NLP) and natural language
understanding (NLU) that accurately interpret user questions and match them to
specific intents. Deep learning capabilities enable Al chatbots to become more
accurate over time, which in turn enables humans to interact with Al chatbots in

a more natural, free-flowing way without being misunderstood.

Virtual agents are a further evolution of Al chatbot software that not only use
conversational Al to conduct dialogue and deep learning to self-improve over
time, but also often pair those Al technologies with robotic process automation
(RPA) in a single interface to act directly upon the user’s intent without further

human intervention.



s Exercise
Q-1 Answer the following:

1) Is Al boosting effectiveness and efficiency? Give your views.

2) Write a note on UGC- User Generated Content for Brand Awareness.
3) Describe SEO in detail.

4) What are Chatbots? Explain its advantages and disadvantages.

Q-2 MCQ:
1) E-marketing is a part of which of the following?
a) E-payment b) E-commerce
c) E-mail marketing d) Traditional marketing

Answer: B) E-commerce

2) Who used the term Meta Marketing for the first time?
a) Philip Kotler b) Eugene J Kelly

c) Robert Kiyosaki d) None of the above

Answer: B) Eugene J Kelly

3) In general political campaigns are examples of ?
a) Digital marketing b) Social marketing

c) Personal marketing d) Conventional marketing

Answer: C) Personal marketing

4) What do you understand by Marketing buzz?
a) Social marketing b) Traditional marketing
c) Digital marketing d) Viral marketing

Answer: D) Viral marketing
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