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| Year MBA —II Semester L T/P C
4 0 4
A92002: MARKETING MANAGEMENT
Unit — I: Introduction to Marketing: Importance and Scope of Marketing, Core Marketing

Concepts, Market Place, Marketing in Practice, Marketing Environment, Marketing Strategies and
Plans, The NewMarketing Realities, Marketing Analytics: An Introduction.

Market Research, Marketing Research Process, Marketing Information Systems. Marketing
Research and Ethics, International Marketing Research.

Unit — Il Analyzing Marketing Opportunities, Customer Value and Marketing Mix: Consumer
Decision-making, Building Customer Value, Analyzing Consumer Markets, Consumer Behavior,
Cultural, Social & Personal Factors, Developing Products & Brands, Product Levels; Classifying
Products, Product Range, Product Line & Product Mix, Product Life Cycles, New Product
Development, New Service Development, Stages of Product/ Service innovation development, The
Process of Adoption, Branding.

Unit — lll: Designing a Customer Driven Strategy: Market Segmentation, Targeting, Positioning
Process, Segmentation of Consumer Market, Business Market, Requirement for Effective
Segmentation, Market Targeting, Evaluating Market Segmentation, Selecting Target Market
Segmentation, Positioning and Repositioning, Positioning Maps, Product Positioning Strategies.

Unit — IV: Distribution Decisions, Promotion & Communication Strategies: Marketing
Channels, Channel Intermediates and Functions, Channel Structure, Channel for Consumer
Products, Business and Industrial Products, Alternative Channel, Channel Strategy Decisions. The
Promotional Mix, Advertising, Public Relations, Sales Promotion, Personal Selling, Direct and
Online Marketing. Marketing Communication: Communication Process, Communication Promotion
Mix, Factors Affectingthe Promotion Mix.

Unit — V: Pricing Decisions & Personal Communication: Importance of Price, Cost Determinant
of Price, Markup Pricing, Profit Maximization Pricing, Break-even Pricing, Pricing Strategies, Ethics
of Pricing Strategy, Product Line Pricing, Word of Mouth, Rural Marketing, Bottom of the Pyramid,
Relationship Marketing, Retail Marketing, Digital marketing, social media and Mobile Marketing,
MarketSustainability and Ethics, Global marketing, Green Marketing.

Suggested Readings:
= Rosalind Masterson, Nichola Phillips, David Pickton, Marketing: An Introduction,
SagePublications, 5e, 2021.
» G.Shainesh Philip Kotler, Kevin lane Keller, Alexander Chernev, Jagdish N. Sheth, Marketing

= Management, Pearson, 16e, 2022.

» Philip Kotler, Gray Armstrong, Prafulla Agnihotri, Principles of Marketing, 18e,
PearsonEducation, 2020.

» Ramaswamy, Nama Kumari, Marketing Management, Sage Publications, 6e, 2018.

» Lamb, Hair, Sharma, Mc Daniel, Principles of Marketing, A South Asian Perspective
Cengagelearning, 2016.
» Arun Kumar & N. Meenakshi, Marketing Management, Vikas Publications, 3e, 2016.
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Timetable

| M.B.A. Il Semester —Financial M anagement

Day/Hour 9.30- 10.20- 11.20- 12.10- 1.00- 1.40- 2.25- 3.15-
10.20 11.10 12.10 1.00 1.40 2.25 3.10 4.00
Monday MM FM
Tuesday MM
Wednesday MM
Thursday MM
Friday MM
Saturday
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Vison of the Institute

To be a premier Institute in the country and region for the study of Engineering, Technology and
Management by maintaining high academic standards which promotes the analytical thinking and
independent judgment among the prime stakeholders, enabling them to function responsibly in the
globalized society.

Mission of thelnstitute

To be aworld-class Institute, achieving excellence in teaching, research and consultancy in cutting-edge
Technologies and be in the service of society in promoting continued education in Engineering,
Technology and Management.

Quiality Policy
To ensure high standards in imparting professional education by providing world-class infrastructure,
top-quality-faculty and decent work culture to sculpt the students into Socially Responsible

Professionals through creative team-work, innovation and research.

Vision of the Department:

To achieve academic excellence and managerial relevance through interaction with the corporate world.

Mission of the Department
To provide students with excellent professional skills by cooperating closely with corporate partners

and by exposing them to a dynamic and intercultural business environment.
Quiality Policy:

To pursue global standards of excellence in all our endeavors namely teaching, research, consultancy
and continuing education to remain accountable in our core and support functions through processes of

self evaluation and continuous improvement.
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Program Educational Objectives (M.B A)

Post Graduates will be ableto

PEO1: To teach the fundamental key elements of a business organization and providing theoretical
knowledge and practical approach to various functional areas of management.

PEO2: To develop analytical skills to identify the link between the management practices in the
functional areas of an organization and research culture in business environment.

PEOS: To provide insights on latest technology, business communication, management concepts to
build team work and leadership skills within them and aimed at self- actualization and realization of
ethical practices.

Program Outcomes (M.B.A)

At the end of the Program, a post graduate will have the ability to
PO 1: To Gain The Knowledge On Various Concepts Of Business Management And Approaches.

PO 2: To understand and analyze the interconnections between the development of key functional areas
of business organization and the management thought process.

PO 3: To recognize and adapt to the opportunities available and face the challenges in the national and
global business.

PO 4. To possess analytical skillsto carry out research in the field of management.

PO 5: To acquire team management skills to become a competent leader, who possesses complex and
integrated real world skills.

PO 6: To be ethically conscious and socially responsible managers, capable of contributing to the
development of the nation and quality of life.

PO 7: To develop a systematic understanding of changes in business environment.

PO 8: To understand professional integrity.

PO 9: An ability to use information and knowledge effectively.

PO 10: To analyze a problem and use the appropriate managerial skills for obtaining its solution.

PO 11: To understand a various legal acts in business.

PO 12: To build a successful career and immediate placement
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COURSE OBJECTIVES

On completion of this Subject/Course the student shall be able to:

S.No. Objectives
To enable understanding of the basic concepts and applications of Marketing and
1 | Marketing Research.

To educate on thé!aspects of analyzing Market Opportunities and Customer Value
2 | and Marketing Mix.

To elucidate ont designing a customer driven strategy through Marketing
3 | Segmentation, Targeting and Positioning.

To clarify the significance of Distribution decisions, Promotion & Communication
strategies.

5 | To highlight the importance of pricing decisions & personal communication.

COURSE OUTCOMES

The expected outcomes of the Course/Subject are:

S.No. Outcomes

1. | Understand the important concepts and principles of Marketing Management and
Marketing Research.
2. | Learn about the analysis of Market Opportunities and Customer Value with the help

of Marketing Mix Elements.

3. | Learnthe significance of designing a customer driven strategy through Marketing

Segmentation, Targeting and Positioning.

4. | Assess Global marketing, green marketing strategies for sustainable development.

5. | Gaininsights of the key aspects of pricing decisions and the role of communication

Signature of faculty

Note: Please refer to Bloom’s Taxonomy, to know the illustrative verbs that can be used to state the outcomes.
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GUIDELINESTO STUDY THE COURSE / SUBJECT

Course Design and Delivery System (CDD):

e The Course syllabus is written into number of learning objectives and outcomes.
e Every student will be given an assessment plan, criteria for assessment, scheme of evaluation

and grading method.

e The Learning Process will be carried out through assessments of Knowledge, Skills and Attitude
by various methods and the students will be given guidance to refer to the text books, reference
books, journals, etc.

The faculty be ableto —
e Understand the principles of Learning

e Understand the psychology of students

e Develop instructional objectives for a given topic

e Prepare course, unit and lesson plans

e Understand different methods of teaching and learning

e Use appropriate teaching and learning aids

e Plan and deliver lectures effectively

e Provide feedback to students using various methods of Assessments and tools of Evaluation

e Act asaguide, advisor, counselor, facilitator, motivator and not just as ateacher alone

BERACS, =

Signature of HOD
Signature of faculty

Date: Date:
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S. No.

Description

Duration (Date)

From

To

Total No.
of Periods

Unit — I: Introduction to Marketing: Importance and
Scope of Marketing, Core Marketing Concepts, Market
Place, Marketing in Practice, Marketing Environment,
Marketing Strategies and Plans, The New Marketing
Realities, Marketing Analytics: An Introduction.

Market Research, Marketing Research Process,
Marketing Information Systems. Marketing Research
and Ethics, International Marketing Research.

06-3-24

23-3-2024

11

Unit — 1l Analyzing Marketing Opportunities,
Customer Value and Marketing Mix: Consumer
Decision-making, Building Customer Value, Analyzing
Consumer Markets, Consumer Behavior, Cultural,
Social & Personal Factors, Developing Products &
Brands, Product Levels; Classifying Products, Product
Range, Product Line & Product Mix, Product Life
Cycles, New Product Development, New Service
Development, Stages of Product/ Service innovation
development, The Process of Adoption, Branding.

26-3-24

16-4-2024

10

Unit — [11: Designing a Customer Driven Strategy:
Market Segmentation, Targeting, Positioning Process,
Segmentation of Consumer Market, Business Market,
Requirement for Effective Segmentation, Market
Targeting, Evaluating Market Segmentation, Selecting
Target Market Segmentation, Positioning and
Repositioning, Positioning Maps, Product Positioning
Strategies.

19-4-24

10-5-24

12

Unit — IV: Distribution Decisions, Promotion &
Communication Strategies:. Marketing Channels,
Channel Intermediates and Functions, Channel
Structure, Channel for Consumer Products, Business
and Industrial Products, Alternative Channel, Channel
Strategy Decisions. The Promotional Mix, Advertising,

02-6-24

22-6-24

13
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Public Relations, Sales Promotion, Personal Selling,
Direct and Online  Marketing. Marketing
Communication: Communication Process,
Communication Promotion Mix, Factors Affecting the
Promotion Mix.

Unit - V: Pricing Decisions &  Personal
Communication: Importance of Price, Cost Determinant
of Price, Markup Pricing, Profit Maximization Pricing,
Break-even Pricing, Pricing Strategies, Ethics of Pricing
Strategy, Product Line Pricing, Word of Mouth, Rura
> Marketing, Bottom of the Pyramid, Relationship 24-6-24 12-7-24 14
Marketing, Retail Marketing, Digital marketing, social
media and Mobile Marketing, Market Sustainability and
Ethics, Global marketing, Green Marketing.

Total No. of Instructional periods available for the course: 60Hours.
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SCHEDULE OF INSTRUCTIONS - COURSE PLAN
Objectives
Unit | Lesson No. of : : & References
No. | No. Date Periods Topics/ Sub-Topics Outcomes | (Textbook, Journal)
Nos.
Marketing
Management By Philip
1 6-3-24 1 Introduction to Marketing 1 Kotler - 15Th Edition
Marketing
A I mportance and Scope of 1 Management By Philip
2 11-3-24 1 Marketing 1 Kotler - 15Th Edition
. Marketing
Core Marketing Concepts, 1 -
-3- Management By Philip
3 12-3-24 1 Market Place 1 Kotler - 15Th Edition
Marketing in Practice Marketing
4 13-3-24 1 1 Management By Ehilip
1 Kotler - 15Th Edition
Marketing environment Marketing
5 15-3-24 1 1 Management By Ehilip
1 Kotler - 15Th Edition
L Marketing Strategies and Plans Marketing
. 1 Management By Philip
6 16-3-24 1 1 Kotler - 15Th Edition
The New Marketing Realities Marketing
. 1 Management By Philip
! 18-3-24 1 1 Kotler - 15Th Edition
Marketing Analytics: An Marketing
. I ntroduction 1 Management By Philip
8 19-3-24 1 1 Kotler - 15Th Edition
Market Research, Marketing Marketing
. Research Process 1 Management By Philip
9 20-3-24 1 1 Kotler - 15Th Edition
Marketing Information Systems, Marketing
1 Management By Philip
10 22-3-24 1 1 Kotler - 15Th Edition
Marketing Research and Ethics, 1 Marketing
n 23-3-24 1 International Marketing 1 Management By Philip
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Research Kotler - 15Th Edition
. . Marketing
Analyzing Marketing -
1 26-3-24 Opportunities, Customer Value g '&AaTageT?rLBE);Ph llip
and Marketing Mix otler - Ition
Marketing
2 27.3-94 Consumer Decision-making, 2 Management By Philip
Building Customer Value 2 Kotler - 15Th Edition
Marketing
3 30-3-24 Analyzing Consumer Markets, 2 Management By Philip
Consumer Behavior 2 Kotler - 15Th Edition
Marketing
Cultural, Social & Personal 2 Management By Philip
4 01-4-24 Factors 2 Katler - 15Th Edition
Marketing
5 02-4-24 Developing Products & Brands, 2 Management By Philip
Product Levels; 2 Katler - 15Th Edition
2. .
Classifying Products, Product 5 m:rnkd;:?mt Bv Phili
6 03-4-24 Range, Product Line & Product > 0 y -ip
Mix Kotler - 15Th Edition
Marketing
7 6-4.24 Product Life Cycles, New 2 Management By Philip
Product Devel opment, 2 Kotler - 15Th Edition
Marketing
8 8-4.24 Stages of Product/ Service 2 Management By Philip
innovation devel opment, 2 Koatler - 15Th Edition
Marketing
" . 2 Management By Philip
9 10-4-24 New Service Development > Kotler - 15Th Edition
2 Marketing
L The Process of Adoption, 2 Management By Philip
10 16-4-24 Branding Kotler - 15Th Edition
Marketing
1 19-4-24 Designing a Customer Driven 3 Management By Philip
Strategy 3 Kotler - 15Th Edition
Marketing
3. L . 3 Management By Philip
2 20-4-24 Market Segmentation 3 Kotler - 15Th Edition
3 22-4-24 Targeting, Positioning P 3 Marketing
-4- argeting, Positioning Process 3 Management By Philip
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Kotler - 15Th Edition
Marketing
4 23.4.24 Segmentation of Consumer 3 Management By Philip
Market 3 Kotler - 15Th Edition
Segmentation of Consumer Marketing
5 24-4-24 Market 3 Management By Philip
3 Kotler - 15Th Edition
Marketing
6 26-4-24 Segmentation of Consumer 3 Management By Philip
Market 3 Kotler - 15Th Edition
Marketing
7 27-4-24 Business Market, Requirement 3 Management By Philip
for Effective Segmentation 3 Katler - 15Th Edition
Marketing
i 3 Management By Philip
8 29-4-24 Business Market, Requirement 3 Kotler - 15Th Edition
for Effective Segmentation
Marketing
. Management By Philip
° 30-4-24 Market Targeting, Evaluating 3 Kotler - 15Th Edition
Market Segmentation
Marketing
10 6-5-24 Selecting Target Market 3 Management By Philip
Segmentation 3 Katler - 15Th Edition
Marketing
11 7.5.294 Positioning and Repositioning, 3 Management By Philip
Paositioning Maps 3 Koatler - 15Th Edition
Marketing
12 8-5.24 Positioning and Repositioning, 3 Management By Philip
Paositioning Maps 3 Kotler - 15Th Edition
Marketing
= Product Positioning Strategies. 3 Management By Philip
13 10-5-24 3 Koatler - 15Th Edition
Distribution Decisions, 4 m:rnketgﬁmt Bv Phili
1 3-6-24 Promotion & Communication 4 Koterg 15Th E):jitionp
Strategies i
4 Marketing
A . 4 Management By Philip
2 4-6-24 Marketing Channels 4 Kotler - 15Th Edition
3 6-6.24 Channel Intermediates and 4 Marketing
Functions 4 Management By Philip
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Kotler - 15Th Edition
Marketing
4 7.6-24 Channel Structure, Channel for 4 Management By Philip
Consumer Products 4 Kotler - 15Th Edition
Marketing
_6- 4 Management By Philip
° 8-6-24 4 Kotler - 15Th Edition
Business and Industrial Products
Marketing
" . . 4 Management By Philip
6 10-6-24 Business and Industrial Products 4 Kotler - 15Th Edition
Marketing
7 11-6-24 Alternative Channel, Channel 4 Management By Philip
Strategy Decisions 4 Kotler - 15Th Edition
Marketing
8 19-6-24 The Promotional Mix, 4 Management By Philip
Advertising, Public Relations 4 Kotler - 15Th Edition
Marketing
9 14.-6-24 The Promotional Mix, 4 Management By Philip
Advertising, Public Reations 4 Katler - 15Th Edition
Sales Promotion, Personal 4 m:rnkd;:?mt Bv Phili
10 15-6-24 Sdlling, Direct and Online 4 Kol 0 15Th E):j' i P
Marketing - ion
Marketing
1 18-6-24 Marketing Communication: 4 Management By Philip
Communication Process 4 Kotler - 15Th Edition
Marketing
" - . . 4 Management By Philip
12 19-6-24 Communication Promotion Mix 4 Kotler - 15Th Edition
Marketing
Factors Affecting the 4 Management By Philip
13 20-6-24 Promotion Mix 4 Kotler - 15Th Edition
Marketing
5 Management By Philip
1 24-6-24 Pricing Decisions & Personal 5 Kotler - 15Th Edition
Communication
Marketing
5 e : 5 Management By Philip
2 25-6-24 I mportance of Price 5 Kotler - 15Th Edition
3 26-6-24 Cost Determinant of Pi S Marketing
-6- ost Determinant of Price Management By Philip
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Kotler - 15Th Edition

27-6-24

Markup Pricing

Marketing
Management By Philip
Kotler - 15Th Edition

28-6-24

Profit Maximization Pricing

Marketing
Management By Philip
Kotler - 15Th Edition

29-6-24

Break-even Pricing, Pricing
Strategies

Marketing
Management By Philip
Kotler - 15Th Edition

01-7-24

Ethics of Pricing Strategy

Marketing
Management By Philip
Kotler - 15Th Edition

02-7-24

Product Line Pricing

Marketing
Management By Philip
Kotler - 15Th Edition

03-7-24

Word of Mouth, Rura
Marketing

Marketing
Management By Philip
Kotler - 15Th Edition

10

05-7-24

Bottom of the Pyramid

Marketing
Management By Philip
Kotler - 15Th Edition

11

06-724

Relationship Marketing, Retail
Marketing, Digital marketing

Marketing
Management By Philip
Kotler - 15Th Edition

12

08-7-24

social media and Mobile
Marketing

Marketing
Management By Philip
Kotler - 15Th Edition

13

09-7-24

Market Sustainability and Ethics

Marketing
Management By Philip
Kotler - 15Th Edition

14

09-7-24

Global marketing, Green
Marketing.

Marketing
Management By Philip
Kotler - 15Th Edition

Signature of HOD

Date
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Note:
1. Ensurethat al topics specified in the course are mentioned.
2. Additiona topics covered, if any, may also be specified in bold.
3. Mention the corresponding course objective and outcome numbers againgt each topic.

LESSON PLAN (U-1)

Lesson No: Unitl/ 1-11 Duration of Lesson: 11
hrs.

Lesson Title: Introduction to Marketing

Instructional / Lesson Objectives:

To make students understand Nature and Scope of Marketing
To familiarize students on Goals of Marketing.

To understand students the marketing environment

To provide Knowledge on marketing information system.

Teaching AIDS : PPTs, Digital Board
Time Management of Class

5 min for taking attendance
40 min for the lecture delivery
5 min for doubts session

Assignment / Questions:
Refer assignment — | & tutorial-l sheets

AY:2023-24 IM.B.A Il Sem MARKETING MANAGEMMENT
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LESSON PLAN (U-I1)

Lesson No: Unit 2/-10 Duration of Lesson: 9.16 hrs.
Lesson Title: Analyzing Marketing Opportunities, Customer Value and Marketing Mix

Instructional / Lesson Objectives:

To make students Consumer Decision-making

To familiarize students on Analyzing Consumer Markets.
To understand students the concept of Product Levels.
To provide information on New Product Development.

Teaching AIDS :  PPTs, Digital Board
Time Management of Class

5 min for taking attendance
40 min for lecture delivery
5 min for doubts session

Assignment / Questions:

Refer assignment — | & tutorial-l sheets

o
A S

'gnature of faculty
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LESSON PLAN (U-111)

Lesson No: Unit-3/ 1-13 Duration of Lesson: 10.hrs.
Lesson Title: Designing a Customer Driven Strategy.

Instructional / Lesson Objectives:

To make students understand the concept of Market Segmentation.
To familiarize students on Business Market.

To understand students Market Targeting.

To provide knowledge on Positioning and Repositioning.

Teaching AIDS : PPTs, Digital Board
Time Management of Class

5 min for taking attendance
40 min for the lecture delivery
5 min for doubts session

Assignment / Questions:
Refer assignment — | & tutorial-1 sheets

Signature of faculty
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LESSON PLAN (U-1V)

Lesson No: Unit-4/ 1-13 Duration of Lesson: 9.3
hrs

Lesson Title: Distribution Decisions, Promotion & Communication Strategies

Instructional / Lesson Objectives:

To make students understand Marketing Channels

To familiarize students Channel Strategy Decisions.

To understand students Promotional Mix.

To provide knowledge on Communication Promaotion Mix

Teaching AIDS : PPTs, Digital Board
Time Management of Class

5 min for taking attendance
40 min for the lecture delivery
5 min for doubts session

Assignment / Questions:
Refer assignment — | & tutorial-1 sheets

VLI

Sigﬁu of faculty
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LESSON PLAN (U-V)

Lesson No: Unit/1-14 Duration of Lesson: 10.5
hrs.

Lesson Title: Pricing Decisions & Personal Communication.

Instructional / Lesson Objectives:

To make students understand I mportance of Price.
To familiarize students on Pricing Strategies

To understand students Digital marketing..

To provide knowledge on Global marketing

e Teaching AIDS : PPTs, Digital Board
Time Management of Class

5 min for taking attendance
40 min for the lecture delivery
5 min for doubts session

Assignment / Questions:
Refer assignment — | & tutorial-l sheets

=27/,
Signature of faculty
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ASSIGNMENT -1

This Assignment corresponds to Unit No. 1

ous Institution)

uestion : Objective | Outcome
° No. Question {\Io. No.
Explain Importance and Scope of Marketing?
1 1 1
Explain the concept of , Marketing Research Process.
2 1 1

Signature of HOD

Date:

AY:2023-24
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Signature of faculty

Date:
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ASSIGNMENT -2

This Assignment corresponds to Unit No. 2

A, Anurag
ATS\A

(An Autonom

Department of Master s of Business Administration

ous Institution)

Question : Objective | Outcome
No. Question No. No.
1 Discuss Analyzing Consumer Markets. 2 2
2 Explain the Product Life Cycles. 2 2

Signature of HOD

Date:

AY:2023-24

IM.B.A Il Sem

Signature of faculty

Date:
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ASSIGNMENT -3

This Assignment corresponds to Unit No. 3

ous Institution)

Question : Objective | Outcome
No. Question No. No.
1 Explain Market Segmentation. 3 3
2 What are the Requirement for Effective Segmentation. 3 3

Signature of HOD

Date:

AY:2023-24

IM.B.A Il Sem

Signature of faculty

Date:
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ASSIGNMENT -4

This Assignment corresponds to Unit No. 4

sssssss itution

Question : Objective | Outcome
No. Question No. No.
1 Explain the Channel Intermediates and Functions.? 4 4
2 Write about Sales Promotion.? 4 4

Signature of HOD

Date:
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Signature of faculty
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ASSIGNMENT -5

This Assignment corresponds to Unit No. 5

A, Anurag
ATS\A

(An Autonom

Department of Master s of Business Administration

sssssss itution

uestion . Objective | Outcome
0 No. Question {\Io. No.
1 Discuss about Cost Determinant of Price. 5 5
) o
5 Write about Rural Marketing.~ 5 5

Signature of HOD

Date:
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Signature of faculty

Date:
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TUTORIAL -1

This tutorial correspondsto Unit No. 1 (Objective Nos.: 1, Outcome Nos.: 1)

Q1. What isthe primary goal of marketing?

A) To sell products

B) To satisfy customer needs
C) To promote brand image
D) To conduct market research

Q. 2which of the following best definesthe scope of marketing?

A) Production and distribution

B) Selling and advertising

C) ldentifying, anticipating, and satisfying customer needs
D) Pricing and promotion

Q.3 which of thefollowing describes a marketplace?

A) A physical or virtual space where transactions occur
B) A financial institution

C) A company’s internal supply chain

D) An advertising agency

Q.4 which of thefollowing isNOT a part of marketing strategy?

A) Segmentation

B) Targeting

C) Positioning

D) Financial auditing

=75 OF

Signature of HOD Signature of _flty

Date: Date:

AY:2023-24 IM.B.A Il Sem MARKETING MANAGEMMENT



C se File ANURAG Anurag
ou ||
A‘ () ‘.‘ ENGINEERING COLLEGE

(An Autonomous Institution)

Department of Masters of Business Administration

TUTORIAL -2

1. Which of thefollowing isa primary step in analyzing marketing
opportunities?

A) Developing marketing tactics
B) Conducting a SWOT analysis
C) Setting prices

D) Creating advertisements

2. What isthe primary focus of the marketing mix?

A) Price

B) Promotion

C) Product, price, place, promotion
D) Place

3. What iscustomer value?

A) The difference between total customer benefit and total customer cost
B) The cog of acquiring a new customer

C) The price of a product

D) The sum of all promotional expenses

4. What isa common method to segment consumer markets?

A) Geographic segmentation
B) Production segmentation
C) Supplier segmentation

D) Market share segmentation
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TUTORIAL SHEET -3

1. What isthefirst step in designing a customer -driven marketing strategy?

A) Market targeting

B) Market segmentation
C) Positioning

D) Repositioning

2. What doesthe positioning process involve?

A) ldentifying and evaluating different segments

B) Creating a distinct image for the product in the consumer's mind
C) Selecting which segments to serve

D) Developing a marketing mix for each segment
3. What isthe primary objective of market targeting?

A) ldentifying potential customers

B) Selecting one or more market segments to enter
C) Developing a marketing mix

D) Conducting market research

4. Which factor isimportant when evaluating market segments?

A) Segment size and growth
B) Product price
C) Distribution channels
D) Advertising budget
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TUTORIAL -4

1. What isthe primary purpose of distribution channels?

A) To increase product price
B) To ensure the availability of productsto consumers
C) To create new products
D) To conduct market research
2. Who are channel intermediaries?
A) Producers who creste products
B) End consumers who purchase products
C) Firms or individuals such as wholesalers, distributors, and retailers who help move products
from producersto consumers
D) Competitors in the market
3. What is an alternative channel of distribution?
A) A traditional retail outlet

B) A method other than the primary distribution channel, such as online or direct marketing
C) A channel that only uses wholesalers

D) A distribution channel used exclusively for seasonal products
4. What is the main goal of channel strategy decisions?

A) To increase product costs

B) To optimize the flow of goods from producer to consumer
C) To limit product availability

D) To decrease promotional efforts

= ‘.!MF' KL =
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TUTORIAL SHEET -5

1. Why isprice considered an important element in the marketing mix?
A) It directly affects the product quality

B) It generates revenue for the company

C) It determines the production process

D) Itisirrelevant to marketing strategies

2. Which cost isconsidered in cost-plus pricing?
A) Variable cost only

B) Fixed cost only

C) Both variable and fixed costs

D) Opportunity cost

3. What does break-even pricing aim to cover?

A) Only variable costs

B) Only fixed costs

C) Both fixed and variable costs

D) Marketing and distribution costs only

4. What isword of mouth in marketing?

A) Paid advertising

B) Personal recommendations from consumers
C) Direct mail marketing

D) Online banner ads
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EVALUATION STRATEGY

Target (9

a. Percentageof Pass  : 95%

Assessment Method (S) (Maximum Marks for evaluation are defined in the Academic Regulations)

a Daily Attendance

b. Assignments

c. Online Quiz (or) Seminars

d. Continuous Internal Assessment
e. Semester / End Examination

List out any new topic(s) or any innovation you would like to introduce in teaching the subjects in this
semester

Case Study of any one existing application
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COURSE COMPLETION STATUS

Actual Date of Completion & Remarks if any

4. Anurag
ATG\A

(An Aut

Department of Master s of Business Administration

ooooooooooo itution

. Objective No. | Outcome No.
Units Remarks Achieved | Achieved
Unit 1 completed on 23-3-2024 1 1
Unit 2 completed on 18-4-2024 2 2
Unit 3 completed on 10-5-2024 3 3
Unit 4 completed on 22-6-2024 4 4
Unit 5 completed on 09.07.2024 5 5
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M appings

1. Course Objectives-Course Outcomes Relationship Matrix
(Indicate the relationships by mark “X’)

Course-Outcomes
1 2 3 4 5
Course-Objectives
1 H H
2 H
3 H
4 H
5 H

2. Course Outcomes-Program Outcomes (POs) & PSOs Relationship Matrix
(Indicate the relationships by mark “X”)

utcomes
a|l b | c | d| e | f g h i j kK | Pio PSO
C-Outcomes

1 H M H

2 M | H M H

3 H M M

4 M | H H

5 H
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Unsatisfactory Developing Satisfactory Exemplary
Performance Criteria
1 2 3 4
. Collects some
Does not collect any Collectsvery little : . Collectsagreat deal
Re&legfrg:\rf at%?]ther information that information some r?%s stcrlgg?gint% of Information all
relatesto thetopic relates to thetopic topic relatesto thetopic

Does not perform

Performs very little

Performsnearly all

Performsall duties of
assigned team role.

Fulfill team role’s duty any duties of duties. duties.
assigned teamrole.
Always relieson Rarely does the Usu_al ly does the Always does the

Share Equall othersto do the assigned work - often assigned work - assigned work

qually 9 o rarely needs without having to be
work. needs reminding. g )
reminding. reminded
. Isawaystaking— | Usualy doing most of Listens, but .

Listen tr%;)It;er team never dlowsanyone | thetalking--rardy sometimestalks | - stzjs; Z;goslﬁﬁaks a

elseto speak. alows otrljers to too much. '
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Mid M arks Statement- M arketing M anagement-A92002

Avg of 'g‘ng
: Mid- | Mid-I .
Mid - | Y 2 Assignme Assign | Asg.- | PPT Total
S.No. | H.T.No. Marks Marks | Mid- | nt-1 (5) ment - | | (5) (A+B+C)
30 NG &Ass | (C
(30) [
(A) g.-l1
(B)
1 22C11E0018 AB AB 0 AB AB 0 AB 0
2 23C11E0001 30 30 30 5 5 5 5 40
3 23C11E0002 24 26 25 5 5 5 5 35
4 23C11E0003 29 28 29 5 5 5 5 39
5 23C11E0004 21 23 22 5 5 5 5 32
6 23C11E0005 27 29 28 5 5 5 5 38
7 23C11E0006 26 24 25 5 5 5 5 35
8 23C11E0007 21 18 20 5 5 5 5 30
9 23C11E0008 30 29 30 5 5 5 5 40
10 23C11E0009 27 27 27 5 5 5 5 37
11 23C11E0010 23 24 24 5 5 5 5 34
12 23C11E0011 24 24 24 5 5 5 5 34
13 23C11E0012 21 23 22 5 5 5 5 32
14 23C11E0013 27 25 26 5 5 5 5 36
15 23C11E0014 28 26 27 5 5 5 5 37
16 23C11E0015 30 30 30 5 5 S S 40
17 23C11E0016 28 30 29 5 5 5 5 39
18 23C11E0017 27 27 27 5 5 5 5 37
19 23C11E0018 28 26 27 5 5 5 5 37
20 23C11E0019 29 30 30 5 5 5 5 40
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21 23C11E0020 24 27 26 5 5 5 36
22 23C11E0021 25 26 26 5 5 5 36
23 23C11E0023 27 26 27 5 5 5 37
24 23C11E0024 26 29 28 5 5 5 38
o5 23C11E0025 29 30 30 5 5 5 40
26 23C11E0026 26 29 28 5 5 5 38
27 23C11E0027 21 24 23 5 5 5 33
o8 23C11E0028 23 24 24 5 5 5 34
29 23C11E0029 26 27 27 5 5 5 37
30 23C11E0030 21 21 21 5 5 5 31
31 23C11E0031 22 26 24 5 5 5 34
32 23C11E0032 23 26 25 5 5 5 35
33 23C11E0033 28 30 29 5 5 5 39
34 23C11E0034 28 29 29 5 5 5 39
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UNIT-1

Introduction to Marketing: Marketing is the process of creating, communicating,

delivering, and exchanging offerings that have value for customers, clients, partners,

and society at large.

» It involves identifying customer needs and wants, and developing strategies to

meet those needs through product development, pricing, promotion, and
distribution.

» The marketing process typically begins with market research, which involves

gathering information about the market, including customer needs, preferences,

and behaviours, as well as information about competitors and industry trends.

Definition:

Marketing can be defined as the process of planning and executing the conception,

pricing, promotion, and distribution of ideas, goods, and services to create exchanges

that satisfy individual and organizational objectives.

4+ |mportance of M arketing:

Marketing is important for businesses and organizations for several reasons:

1.

Identifying customer needs. Marketing research helps companies to
understand the needs, preferences, and behaviours of their target customers.
This information can be used to develop products and services that meet those
needs and provide value to customers.

Building brand awareness and loyalty: Effective marketing helps to build
brand awareness and establish a brand's reputation in the marketplace. This can
lead to increased brand loyalty and repeat business from customers.

Driving sales and revenue: Marketing activities such as advertising,
promotions, and sales enablement help to drive sales and revenue for
businesses.

Differentiating from competitors: Marketing can help businesses to
differentiate themselves from competitors by highlighting unique value

propositions, product features, or benefits.



Adapting to changing market conditions: Effective marketing enables
businesses to adapt to changing market conditions and respond to new trends or
challenges.

Enhancing customer relationships: Marketing helps to build and maintain
strong relationships with customers, leading to greater customer satisfaction
and retention.

Scope of M arketing:

Product Development: Marketing plays a key role in the development of new
products or services, including identifying customer needs, conducting market
research, and defining product features and benefits.

Pricing: Marketing helps to determine the optimal price for products and
services based on factors such as customer demand, competition, and
production costs.

Promotion: Marketing includes a range of promotional activities such as
advertising, public relations, sales promotion, and personal selling, aimed at
Increasing brand awareness, generating leads, and driving sales.

Distribution: Marketing involves developing strategies for product
distribution, including selecting channels of distribution, managing inventory
levels, and optimizing supply chain logistics.

Market Research: Marketing includes the use of research methods to gather
information about customer needs, preferences, and behaviors, as well as trends
and developments in the marketplace.

Branding: Marketing includes activities aimed at building and managing a
brand's reputation, including developing brand identity, creating brand
awareness, and establishing brand loyalty.

Customer Relationship Management: Marketing involves developing and
maintaining strong relationships with customers through effective

communication, customer service, and loyalty programs.



Core M arketing Concepts:

. Needs, wants, and demands: The fundamental starting point for any marketing
strategy understands the needs, wants, and demands of the target market. Needs
are basic human requirements, wants are desires for specific products or services
to fulfill those needs, and demands are wants that are backed by purchasing
power.

. Target markets and segmentation: Marketing efforts are focused on specific
target markets or segments, which are groups of consumers who share similar
needs, wants, and characteristics. Effective market segmentation helps
businesses tailor their marketing efforts to better meet the needs of specific
customer groups.

. Value and satisfaction: Customers are seeking value from the products or
services they purchase, and marketers must strive to provide value in the form of
benefits that exceed the cost of the offering. Providing customer satisfaction is
also critical in building brand loyalty and long-term customer relationships.

. Marketing mix: The marketing mix is a set of tactical marketing tools that
businesses use to promote their products or services to the target market. The
four Ps of the marketing mix are product, price, promotion, and place.

. Branding: A strong brand is critical for creating differentiation in the
marketplace and building customer loyalty. Brands communicate a unique value
proposition and help customers identify and remember products or services.

. Customer relationship management (CRM): Building and maintaining strong
customer relationships is a key component of successful marketing. Effective
CRM involves understanding customer needs and preferences, providing
excellent customer service, and building loyalty through ongoing communication
and engagement.



M ar ket Place:

» A marketplace is a physical or virtual space where buyers and sellers come

together to exchange goods, services, or information. It can refer to a specific
physical location, such as a farmers' market or a shopping mall, or an online
platform that facilitates transactions between buyers and sellers, such as
Amazon, eBay, or Etsy.

In a marketplace, buyers and sellers interact with each other to exchange goods
or services for money or other forms of value. The marketplace provides a
platform for these interactions, often including features such as search

functionality, product listings, ratings and reviews, and payment processing.

M arketing in Practices:

Marketing practices refer to the various strategies and tactics that businesses use to

promote their products or services and reach their target audience. Some common

marketing practices include:

1

Advertising: Paid promotion of products or services through various media
channels, such as print, broadcast, online, or outdoor advertising.

Sales promotion: Short-term incentives or special offers to encourage
immediate purchase or increase sales, such as discounts, coupons, contests, or
free samples.

Public relations: Managing the communication and relationship with
stakeholders, including customers, investors, employees, and the media, to
build brand reputation and manage crises.

Direct marketing: Communicating directly with customers through channels
such as email, direct mail, or telemarketing, to deliver personalized messages
and promotions.

Content marketing: Creating and distributing valuable, relevant, and
consistent content to attract and retain a clearly defined audience, with the goal
of driving profitable customer action.

Social media marketing: Using social media platforms to build brand

awareness, engage with customers, and drive website traffic or sales.



7. Search engine marketing: Optimizing website content and search engine
advertising to improve visibility and drive traffic from search engines like
Google.

8. Influencer marketing: Collaborating with social media influencers or industry
experts to promote products or servicesto their followers.

9. Event marketing: Creating and promoting events, such as product launches,
trade shows, or experiential marketing campaigns, to engage with customers
and generate buzz around the brand.

10.Customer relationship management (CRM): Building and maintaining
strong customer relationships through personalized communication, customer

service, and loyalty programs.

The Marketing Environment refers to the external factors and forces that affect a

business's ability to create, deliver, and capture value for its target market. It includes
both uncontrollable and controllable elements that influence the marketing strategy

and tactics of a business.

The marketing environment is often divided into two main categories:
1. External environment: This includes all the external factors that a business has
little or no control over. These factors can be further divided into:

M acr o-environmental factors: Large-scale forces that impact the business, such as

economic, technological, legal, political, and social factors.

Micro-environmental factors: Factors that are closer to the business and directly

Impact its operations, such as customers, competitors, suppliers, intermediaries, and
publics.

2. Internal environment: This includes all the internal factors that a business has
more control over. These factors can include the organization's vision, mission, goals,

structure, culture, and resources.



M ar keting str ategies and plans:

Marketing strategies and plans are the frameworks that businesses use to achieve their

marketing objectives. These plans outline the specific tactics and actions that a

business will take to promote its products or services and reach its target audience.

Here are the key elements of marketing strategies and plans:

1.

Target market: The first step in developing a marketing strategy is to identify
the target market or the group of consumers that the business aims to serve.
This includes understanding their demographics, psychographics, behaviors,
and preferences.

Marketing mix: The marketing mix includes the four Ps of marketing -
product, price, promotion, and place. These elements work together to create a
complete marketing plan that meets the needs of the target market.

Product: The product element refers to the specific features, benefits, and
attributes of the product or service that the business is offering to its target
market.

Price: The price element refers to the price point or cost of the product or
service. This includes the pricing strategy, such as cost-based pricing, value-
based pricing, or penetration pricing.

Promotion: The promotion element includes all the tactics and activities that
the business uses to promote its product or service. This includes advertising,
public relations, personal selling, and sales promotion.

Place: The place element refers to the distribution channels that the business
uses to deliver its product or service to the target market. This includes physical
stores, online platforms, and other distribution channels.

Marketing objectives: The marketing objectives are specific, measurable
goals that the business aims to achieve through its marketing efforts. These
objectives should be aligned with the overall business goals.

Budget: The marketing plan should include a budget that outlines the resources
that the business will allocate towards its marketing efforts.

Implementation and control: The marketing plan should outline the specific

tactics and activities that the business will use to achieve its marketing



objectives. It should also include a plan for monitoring and measuring the

success of these efforts to make any necessary adjustments.

The New M ar keting Realities:

Here are some of the key new marketing realities:

1

Digital Transformation: Digital transformation has radically changed the way
businesses interact with customers. With the rise of digital technologies,
businesses can engage with customers in real-time and provide personalized
experiences. As a result, businesses must have a strong digital presence and a
deep understanding of how digital channels work to effectively reach and
engage with their customers.

Social M edia: Social media has become a critical component of any successful
marketing strategy. Social media platforms like Facebook, Twitter, Instagram,
and LinkedIn offer businesses a unique opportunity to engage with customers,
build brand awareness, and promote their products or services. Businesses need
to develop a social media strategy that aligns with their overall marketing goals
and objectives.

Customer Experience: Customer experience has become a top priority for
businesses of all sizes. Customers expect seamless, personalized, and consistent
experiences across all touchpoints. Businesses must invest in creating
exceptional customer experiences to differentiate themselves from their
competitors.

Data and Analytics: With the rise of digital channels, businesses have access
to vast amounts of data that can help them understand their customers and
make informed decisions. By leveraging data and analytics, businesses cangain
valuable insights into customer behavior and preferences, optimize their
marketing efforts, and improve their ROI.

Purpose-Driven Marketing: Purpose-driven marketing has become a
significant trend in recent years. Customers are increasingly seeking out brands
that have a clear social or environmental purpose. Businesses that can
demonstrate their commitment to social or environmental causes can build

strong brand loyalty and attract new customers.



M arketing Analytics an introduction:

Marketing analytics refers to the practice of measuring, managing, and analyzing

marketing performance data to gain insights that can inform business decisions. The

goal of marketing analytics is to help businesses make data-driven decisions that drive
growth and profitability.

s Marketing analytics involves using various tools and techniques to collect and

analyze data from various sources, including customer interactions, website
traffic, social media activity, and sales data. By analyzing this data, businesses
can gain insights into customer behavior, preferences, and trends, which can

help them, optimize their marketing efforts and improve their ROI.

Here are some of the key benefits of marketing analytics:

1.

Improved ROI: By measuring the effectiveness of different marketing channels
and campaigns, businesses can identify which channels are driving the most
revenue and optimize their marketing budget accordingly.

Better customer insights. By analyzing customer data, businesses can gain
insights into customer behavior, preferences, and needs, which can inform their
marketing strategies and help them create more personalized experiences for
their customers.

Enhanced targeting: Marketing analytics can help businesses identify their
most profitable customer segments and create targeted marketing campaigns
that resonate with those segments.

Improved decision-making: By using data to inform their decisions, businesses
can make more informed and strategic decisions that drive growth and
profitability.



M ar ket resear ch:

Market research is the process of collecting and analyzing data about a specific
market, industry, or customer segment. The purpose of market research is to gain
insights and understanding of the market and its dynamics, such as consumer

behaviour, preferences, and trends.
The process typically involves the following steps:

1. Define the problem: The first step in the marketing research process is to
clearly define the research problem or objective. This involves identifying the
research questions, objectives, and hypotheses that need to be addressed
through the research.

2. Develop the research plan: Based on the research problem, businesses
develop a research plan that outlines the research design, methodology,
sampling plan, and data collection methods to be used.

3. Collect data: With the research plan in place, businesses begin collecting data
using various methods such as surveys, focus groups, interviews, observation,
or secondary data sources.

4. Analyze data: Once data has been collected, businesses analyze it using
statistical tools and techniques to identify patterns, trends, and insights.

5. Interpret and present findings: After analyzing the data, businesses interpret the
results and present the findings to stakeholders in a clear and concise manner.

6. Take action: Based on the insights gained through the research, businesses
take action to make informed decisions about product development, marketing
strategies, pricing, and distribution channels.

7. Monitor and evaluate: Finally, businesses continuously monitor and evaluate
the results of their marketing research efforts to ensure they are meeting their

objectives and adjust their strategies as needed.



M arketing | nfor mation System:

A Marketing Information System (M1S) is a computerized system that collects, stores,

analyzes, and disseminates information relevant to marketing decision making. It is

designed to provide a continuous flow of information to managers responsible for

making marketing decisions.

A typical MIS has four components:

1

Internal Data: This includes data generated within the company such as sales
figures, customer data, and inventory levels.

M arketing Intelligence: This includes data collected from external sources
such as market research reports, industry publications, and competitor
information.

Marketing Research: This includes data collected through primary and
secondary research methods, such as surveys, focus groups, and secondary data
SOUrces.

Marketing Decision Support System: This includes analytical tools and
models that help managers analyze data and make informed decisions about

marketing strategies, pricing, product development, and distribution channels.

The purpose of an MIS is to provide managers with the information they need

to make informed decisions about marketing strategies and tactics. By
collecting and analyzing data from various sources, an M IS can help businesses
identify market trends, track competitor activity, and gain insights into

customer behaviour and preferences.

10



M ar keting Resear ch and Ethics:

Marketing research ethics refer to the principles and standards that guide the conduct

of research activities in the marketing field. These ethics aim to ensure that the

research is conducted in a fair and responsible manner, and that the interests of all
stakeholders are protected.

Some key ethical considerations in marketing research include:

1

Informed consent: Researchers must obtain informed consent from
participants before conducting research. Participants must be fully informed
about the research purpose, procedures, and risks, and must give their voluntary
and informed consent to participate.

Confidentiality and privacy: Researchers must protect the privacy and
confidentiality of participants' data. They must ensure that data is collected and
stored securely, and that participant identities are kept confidential.

Protection from harm: Researchers must take steps to minimize harm to
participants. They must avoid exposing participants to risks that could cause
physical, psychological, or emotional harm.

Objectivity and accuracy: Researchers must maintain objectivity and
accuracy in their research activities. They must avoid bias, misrepresentation,
or falsification of data.

Respect for diversity: Researchers must respect the diversity of participants
and avoid discrimination based on gender, race, ethnicity, religion, sexual
orientation, or other factors.

Ethical marketing practices: Researchers must also consider ethical
marketing practices when conducting research. They must avoid using
deceptive or manipulative tactics to collect data, and must avoid using research

findings to promote products or services in a misleading or unethical manner.

11



I nter national M arketing Resear ch:

International marketing research refers to the process of collecting, analyzing, and

interpreting data related to international markets and consumers. It involves studying

various aspects of international markets, such as cultural differences, legal and

political systems, economic conditions, and consumer behaviour, to develop effective

marketing strategies.

The process of international marketing research is similar to that of domestic

marketing research, but with added complexities due to the diverse cultural, social,

economic, and legal environments of different countries.

Some of the key steps involved in international marketing research include:

1

Defining the research problem: This involves identifying the specific
research questions or problems that need to be addressed and developing a
clear research objective.

Developing a research plan: This involves determining the research design,
data collection methods, sample size, and data analysis techniques. It also
involves identifying potential data sources, such as secondary data sources and
primary research methods, such as surveys or focus groups.

Conducting data collection: This involves collecting data through various
methods such as surveys, interviews, observation, or experimentation. It also
involves collecting secondary data from sources such as government reports,
market research reports, and industry publications.

Analyzing data: This involves cleaning and organizing the data collected and
applying appropriate statistical techniques to analyze the data.

Interpreting results: This involves interpreting the results of the data analysis

to draw conclusions and make recommendations for marketing strategies.

12



Unit-I1
Analyzing Marketing Opportunities, Customer Value and M arketing Mix

% Analyzing marketing involves examining various aspects of a company's marketing
strategies and initiatives to understand their effectiveness in reaching and engaging with
customers, as well as their impact on the overall business objectives.

+ It can involve gathering and analyzing data related to market trends, consumer behaviour,
and competition to identify opportunities for growth and optimization.

Consumer Decison M aking:

Consumer decision making refers to the process by which consumers identify a need or want,
gather information about available options, evaluate alternatives, and make a purchase

decision.

» The decision-making process can be complex and can involve multiple stages, each of

which may be influenced by various internal and external factors.
The stages of consumer decision making can be broadly categorized into five stages:

1. Problem recognition: This stage involves recognizing a need or desire for a
particular product or service. The need can be triggered by internal factors such as
personal preferences, desires, or emotions, or external factors such as advertising,
word-of-mouth recommendations, or environmental factors.

2. Information search: In this stage, the consumer seeks out information about
available options to satisfy their need or want. They may gather information from
various sources, including personal experience, friends and family, advertising, online
reviews, and other marketing channels.

3. Evaluation of alternatives. After gathering information, the consumer evaluates the
available options and considers the benefits and drawbacks of each alternative. They
may use a variety of criteria to evaluate options, such as price, quality, brand
reputation, and personal preferences.

4. Purchase decision: Once the consumer has evaluated the available options, they
make a purchase decision. This decision can be influenced by a variety of factors,

including perceived value, availability, convenience, and personal preferences.



5.

Post-purchase evaluation: After making a purchase, the consumer evaluates their
decision and experiences. They may feel either satisfaction or dissatisfaction with
their purchase, which can influence future buying decisions and word-of-mouth

recommendations.

Building customer value:

Building customer value is essential for companies to establish and maintain a strong

competitive advantage in the market.

Here are some ways to build customer value:

1.

Understand your customers. To build customer value, you need to have a deep
understanding of your customers needs, preferences, and behavior. Use customer
research, feedback, and analytics to gain insights into what your customers want and
how they interact with your products or services.

Deliver high-quality products or services. Your products or services should be of
high quality and meet or exceed customer expectations. This can be achieved by using
high-quality materials, advanced manufacturing processes, and implementing strict
quality control measures.

Offer excellent customer service: Provide exceptional customer service by
responding promptly to inquiries and resolving issues quickly and efficiently. Train
your customer service representatives to be knowledgeable, helpful, and empathetic
towards customers.

Personalize the customer experience: Use customer datato personalize the customer
experience by offering personalized recommendations, promotions, and content based
on their preferences and behavior.

Create a strong brand identity: Develop a strong brand identity that resonates with
your target audience and communicates your values and mission. This can help build
trust and loyalty among your customers.

Provide value-added services: Offer additional services or features that provide
value to your customers, such as free shipping, extended warranties, or loyalty
programs.

Continuoudy improve: Regularly gather feedback from customers and use it to
improve your products, services, and customer experience. This shows customers that

you are committed to providing them with the best possible value.



Analyzing Consumer M arkets:

Analyzing consumer markets involves examining and understanding the behaviour and

preferences of individual consumers and how they make purchasing decisions.

It is acritical process for companies that want to develop effective marketing strategies and

achieve success in their target markets.

Here are some key steps involved in analyzing consumer markets:

1.

Market Segmentation: The first step in analyzing consumer markets is to divide the
market into segments based on common characteristics such as demographics,
psychographics, and behaviour. This helps to identify groups of consumers with
similar needs, interests, and preferences.

Consumer Research: Companies conduct research to gather information about
consumers, such as their attitudes, opinions, and buying behavior. Research can be
conducted through surveys, focus groups, and other methods to gain insights into
consumers' needs and preferences.

Consumer Behaviour Analysis:. Analyzing consumer behavior involves
understanding how consumers make purchase decisions, including the factors that
influence their decision-making process. This can include evaluating the role of
marketing messages, social norms, and personal values in the decision-making
process.

Competitor Analysis. Analyzing the competition helps companies to understand
their strengths, weaknesses, and strategies. This information can be used to develop
effective marketing strategies and gain a competitive advantage.

Trends Analysis. Companies analyze trends to identify changes in consumer
behaviour and preferences. This information can be used to adapt marketing strategies
and develop new products or services that meet emerging needs.

Consumer Value Analysis. Analyzing consumer value involves understanding what
consumers perceive as valuable in a product or service, including quality,
convenience, and price. This information can be used to develop pricing strategies and

positioning statements that resonate with consumers.



Consumer behaviour, Cultural, Social & Personal factors:

Consumer behaviour is the process by which individuals make decisions about purchasing,
using, and disposing of products and services. Several factors influence consumer behavior,
including cultural, social, and personal factors.

» Cultural factorsrefer to the values, beliefs, and customs shared by a particular group
of people. Culture plays a significant role in shaping consumer behavior, as it
influences consumers preferences, values, and attitudes towards products and
services. For example, consumers from different cultures may have different
preferences for food, clothing, and entertainment, and may respond differently to
marketing messages.

» Social factors refer to the groups and individuals that influence consumer behavior,
such as family, friends, and reference groups. These groups can influence consumers
attitudes towards products and services, as well as their purchasing decisions. For
example, a consumer may be more likely to purchase a product if it is recommended
by afriend or afamily member.

> Personal factors refer to the characteristics and traits that are unique to an individual,
such as age, gender, income, and personality. These factors can influence consumer
behaviour in various ways. For example, younger consumers may be more likely to
adopt new technologies, while older consumers may be more loyal to traditional
brands. Personal factors can also influence consumers' attitudes towards risk, as well

astheir purchasing decisions.

Developing products and brands:

Developing products and brands is a critical process for companies looking to
establish a competitive advantage in the marketplace.
Here are some key steps involved in developing products and brands:

1. ldea Generation: The first step in developing products and brands is to generate
ideas. This can be done by conducting market research, brainstorming sessions,
and other methods to identify unmet consumer needs and potential opportunities.

2. Concept Development: Once an idea has been generated, companies will develop
a concept for the product or brand. This includes defining the product features,
target market, and positioning strategy.



3. Design and Development: After the concept has been developed, the product or
brand will be designed and developed. This includes creating prototypes,
conducting market tests, and refining the product design.

4. Branding: Branding is the process of creating a name, logo, and visual identity for
the product or brand. A strong brand can help to differentiate the product from
competitors and create brand loyalty among consumers,

5. Launch: Once the product or brand has been developed and branded, it is ready to
be launched in the marketplace. Companies will develop a marketing strategy to
promote the product or brand and generate awareness among target consumers.

6. Post-Launch Evaluation: After the product or brand has been launched,
companies will conduct post-launch evaluations to assess its success. This includes
monitoring sales, gathering customer feedback, and making adjustments as needed
to improve the product or brand.

«» Product levels, product classification, product range, product line, and product

mix:

1. Product Levels. Products can be viewed as having five levels. core benefit, basic
product, expected product, augmented product, and potential product. The core
benefit is the fundamental need that the product fulfills. The basic product is the
product itself, without any additional features or services. The expected product
includes the basic product plus any expected features or services. The augmented
product includes additional features or services that exceed customer expectations.
The potential product includes future innovations that may be added to the product in
the future.

2. Classifying Products: Products can be classified into several categories based on
different criteria. One common classification is consumer products vs. industrial
products. Consumer products are those that are purchased by individuals for personal
use, while industrial products are those that are purchased by organizations for use in
their operations. Consumer products can also be further classified into convenience
products, shopping products, specialty products, and unsought products, depending on
the level of consumer involvement in the purchasing process.

3. Product Range: A product range refers to the set of products that a company offersin
a particular category. For example, a company that sells skincare products may have a

product range that includes facial cleansers, moisturizers, and anti-aging creams.



4. Product Line: A product line is a group of products that are closely related and
marketed together. For example, a company that sells smart phones may have a
product line that includes different models of smart phones with varying features and
prices.

5. Product Mix: A product mix is the set of all product lines and products offered by a
company. For example, a company that sells smart phones, laptops, and smart
watches would have a product mix that includes all of these products.

Product Life Cycle (PLC):

The product life cycle (PLC) is a marketing concept that describes the stages a product goes
through from its introduction to the market until its eventual decline. The PLC has four main

stages:

1. Introduction: In this stage, a new product is introduced to the market. Sales are
usually low, and the company may be focused on building awareness and generating
demand through marketing and advertising. The company may also be making
significant investments in product development and distribution.

2. Growth: In the growth stage, sales begin to increase as the product gains traction with
consumers. This is usually due to a combination of increased awareness, positive
word of mouth, and effective marketing. The company may also expand distribution
and production capabilities to keep up with demand.

3. Maturity: In the maturity stage, sales growth begins to sow as the product reaches a
saturation point in the market. Competitors may enter the market and increase
competition, putting pressure on the company to differentiate its product and maintain
market share. The company may also focus on maximizing profits by reducing costs
and increasing efficiency.

4. Decline: In the decline stage, sales start to decline as the product loses relevance and
popularity with consumers. This may be due to changes in consumer preferences, new
technologies, or increased competition. The company may phase out the product or

invest in new marketing strategies to try to extend the product's life cycle.



«* New product development (NPD)/New service development (NSD)/Stages of

Product /Service innovation development:

New product development (NPD) is the process of bringing a new product or service to

market. It involves a series of activities that span from the initial idea stage to the launch of

the product. Here are the key stages of the new product/Service development process.

1.

Idea Generation: The first stage involves generating ideas for new products or
services. This can be done through market research, brainstorming sessions, customer
feedback, or other sources.

Idea Screening: Once ideas have been generated, they need to be evaluated to
determine their feasibility and potential for success. Ideas that are not aligned with the
company's strategic goals or do not meet market needs are usually eliminated.
Concept Development: The next stage involves developing a concept for the product
or service. This includes defining the product features, benefits, and positioning.
Concept Testing: The concept is then tested with a sample of potential customers to
gather feedback on its appeal and potential market success.

Product Development: The product is then developed, which involves creating a
prototype or a minimum viable product (MVP), refining the product features and
design, and testing the product to ensure it meets customer needs and expectations.
Test Marketing: The product is then tested in a limited market to gather feedback on
its performance, pricing, and marketing effectiveness.

Commercialization: Finally, the product is launched into the market, with a

marketing and promotional campaign designed to attract customers and drive sales.

Process of Adoption:

The adoption process refers to the stages that a customer goes through in deciding to adopt

and use a new product or service. The process includes the following stages:

1
2.

Awar eness: In this stage, the customer becomes aware of the new product or service.
Interest: The customer starts to become interested in the new product or service and
beginsto gather information about it.

Evaluation: The customer evaluates the new product or service, comparing it to
alternatives, and decides whether it meets their needs.



4,

5.

Trial: The customer tries the new product or service to determine its effectiveness
and suitability for their needs.

Adoption: If the product or service meets the customer's needs, they will adopt it and
integrate it into their regular usage.

Branding:

Branding refers to the process of creating a unique name, design, and image that identifies

and distinguishes a product or service from others in the market. The process of branding

includes the following steps:

1.

Brand Strategy: This involves identifying the target market, defining the brand's
unique selling proposition, and developing a brand positioning statement.

Brand Identity: This step involves creating the visual and verbal elements of the
brand, including the name, logo, tagline, and brand voice.

Brand Development: This involves creating and implementing a brand
communication plan, which includes advertising, public relations, and other
marketing tactics to promote the brand.

Brand Management: This involves maintaining the consistency and integrity of the
brand across all channels and touchpoints, and making sure that the brand remains
relevant and resonates with its target audience.

Brand Evaluation: This involves measuring the effectiveness of the brand over time,
tracking metrics such as brand awareness, customer loyalty, and market share, and

making adjustments as necessary.



Unit-3

Designing a Customer Driven Strateqy

I ntroduction:

Design Strategy isthe intersection between business profitability and value for people. ...
It involves creating a set of guiding principles that articulate the business mission and
vision with the design of their products or services. It helps businesses figure out the

guestion of what to do next.

M arket segmentation

M eaning:

Market segmentation is the research that determines how your organization divides its
customers or cohort (a group of people with a shared characteristic) into smaller groups
based on characteristics such as, age, income, personality traits or behavior. ... Companies

who properly segment their market enjoy significant advantages.

Segmentation of consumer mar ket

At its core, market segmentation is the practice of dividing your target market into
approachable groups.

Psycographic Behavioural

Geographic Demographic

Countries Age Life style User status
Mations Gender Social Class Usage rate
States SeH Personality Benefits sought
Regions Family Occasions
Cities Education Lowalty
Neighbourhoods | Income Attitude




Business marketing is a marketing practice of individuals or organizations. It allows them

to sell products or services to other companies or organizations that resell them, use them
in their products or services or use them to support their works. It isaway to promote
business and improve profit too.

Business Marketing: Characteristics of Business Marketing Customers

> Nature and Size of Customers: Number of customers in business markets is small.
Complexity of Buying: ...

Economic and technical choice criteria: ...

Risks: ...

Buying to specific requirements: ...

Derived demand: ...

YV V. V V V V

Negotiation:

For example, clothing storesthat advertise new fashions and garments that customers can
purchase immediately in their stores can be classified as business-to-consumer companies.
More examples include businesses like grocery stores, online retailers and cosmetics

companies

5 Requirements for Effective Segmentation:
1. Measurable

The size and purchasing power profiles of your market should be measurable, meaning

there is quantifiable data available about it. A consumer’s profiles and data provides
marketing_strategists with the necessary information on how to carry out their campaigns.
2. Accessible

Accessibility means that customers and consumers are easily reached at an affordable cost.
This helps determine how certain ads can reach different target markets and how to make
ads more profitable.

3. Substantial:

The market a brand should want to penetrate should be a substantial number. Y ou should
clearly define a consumer’s profiles by gathering data on their age, gender, job, socio-

economic status, and purchasing power.



4. Differentiable

When segmenting the market, you should make sure that different target markets respond
differently to different marketing strategies. If a business is only targeting one segment,
then this might not be as much of an issue.

5. Actionable

Lastly, your market segments need to be actionable, meaning that they have practical
value. A market segment should be able to respond to a certain marketing strategy or
program and have outcomes that are easily quantifiable.

M arket targeting:

Market targeting is a process of selecting the target market from the entire market. Target
market consists of group/groups of buyers to whom the company wants to satisfy or for
whom product is manufactured, price is set, promotion efforts are made, and distribution
network is prepared.

A target market is a group of customers within a business's serviceable available market at
which a business aims its marketing efforts and resources. A target market is a subset of

the total market for a product or service.

Target Marketing Process
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Figure 4.15 Stages in target marketing strategy development

Evaluating market segmentation:

Evaluating each segment ensures that your company doesn't waste resources on segments
that won't buy your products. Y ou have to match the characteristics of the marketing
segment to the qualities of your product and the abilities of your company to achieve your

sales performance objectives.

Market segmentation and targeting refer to the process of identifying a company's potential
customers, choosing the customers to pursue, and creating value for the targeted
customers. It is achieved through the segmentation, targeting, and positioning (STP)

process.



Evaluating Market Segments

= Segment Size and Growth

* Analyze current segment sales, growth rates, and expected
profitability.

* Segment Structural Attractiveness

* Consider effects of: competitors, existence of substitute
products, and the power of buyers & suppliers.

* Company Objectives and Resources

* Examine company skills & resources needed to succeed in
that segment.

= Offer superior value and gain advantages over competitors,

40
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Factorsinfluencing the Choice of the Market Targeting Strategy

>
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The company's resources. If resources are limited, a concentrated market targeting
strategy might make more sense.

The degree of product variability. ...

The product life cycle. ...

Market variability. ...

Competitors marketing strategies.



Segmentation, Targeting, and Positioning:

STP marketing (Segmentation, Targeting, and Positioning) is a three-step marketing
framework. With the STP process, you segment your market, target your customers, and
position your offering to each segment.

S i 5 P
Segmentation Targeting Positioning
Divide market into ‘ ‘ Create product
N Determine which RS
distinct groups of positioning and
customer group : . "
customers marketing mix that is

, (segment) to focus )
(segments) using g most likely to appeal
your marketing

segmentation to the selected
efforts on.

practices, audience.

Segmentation maps can be used to profile customers. Lifestyle clustering allows you to
segment the market, enabling very specific targeting. The result is a more accurate
description of your customer that can be used to identify areas where you can find more of

your best customers.

How to Create a Market Positioning Map

» Determine which features of a product are consumers hot buttons. It's crucial to ask
your entire market what is important to them. ...

Survey the market. ...

Graph results. ...

Interpret the market positioning map. ...

YV V V V

Make changes in the marketing strategy.



STP marketing is an acronym for Segmentation, Targeting, and Positioning — a

three-step model that examines your products or services as well as the way you
communicate their benefits to specific customer segments. ... In short, the more

personalized and targeted you’re marketing efforts, the more successful you will be.

Segmentation, Targeting and Positioning (STP) Model

6. Develop marketing
mix for each target

segment Mkt
positioning
5. Develop the positioning
for each target segment
4. Select the target
segment(s)
3. Develop measures of Market targeting

segment attractiveness

2. Develop profiles of

resulting segments )
& Market segmentation

1. Identify bases for
segmenting the market




Positioning is a marketing strategy also referred to as product positioning, which

refers to how a brand wants to be perceived in the mind of customers relative to
competing brands. The objective of a positioning strategy is to establish a single defining
characteristic of a brand in the mind of the consumer.

There are five main strategies upon which businesses can base their positioning.

v Positioning based on product characteristics. ...
v Positioning based on price. ...

v Positioning based on quality or luxury. ...

v Positioning based on product use or application. ...
v Positioning based on the competition.

The term, "repositioning," refers to the process of changing a target market's
understanding or perception of a product or service. A product's positioning involves what
customers think about its features and how they compare it to competing products.
There are four generic repositioning strategies.

» Same product and target market, change in the image of the product:

» Product repositioning:
> Intangible repositioning:
>

Tangible repositioning:

Product positioning is a strategic exercise that defines where your product or

service fits in the marketplace and why it is better than alternative solutions. The
goal is to distill who your audience is, what they need, and how your product can

uniquely help. Product positioning is the basis of your marketing story.

FProduct
Benefits
Reducing Strotegles
Competition

Swotegles

Pricing
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Unit-4
Distribution Decisions, Promotion & Communication Strategies
Meaning:
A distribution channel represents a chain of businesses or intermediaries through which
the final buyer purchases a good or service. Distribution channels include wholesalers,

retailers, distributors, and the Internet. In a direct distribution channel, the manufacturer

sells directly to the consumer.

Marketing channels:

A marketing channel is described as the set of people, organizations, and activities that
work together to transfer goods (products and services) from the point of origin to the
point of consumption. The primary purpose of a marketing channel is to create a
connection between the organization that creates a product or service and prospective

customers who may want to purchase it.
Examples of marketing channels include:

Wholesalers.
Direct-to-distributors.
Internet direct.
Catalogue direct.
Sales team.
Value-added reseller.

Consultant.

YV V. V V V V V V

Retail sales agent.



Channel Intermediaries and Functions:

The purpose of a channel intermediary is to move products to consumers, whether in
the business or consumer sector. Channel intermediaries also provide transactional,
logistics and facilitating functions, such as physical distribution, inventory storage and

sorting.

FUNCTIONS OF INTERMEDIARIES

1. Information
2. Promotion
3. Contact

4. Matching
5. Negotiation:
6. Physical distribution
7. Financing
8. Risk taking



Distribution Channel Structure:

A distribution channel is a chain of businesses or intermediaries through which a good
or service passes until it reaches the final buyer or the end consumer. Distribution

channels can include wholesalers, retailers, distributors, and even the internet.

Zero-Level One-Level Two-Level Three-Level




1. Direct Channel or Zero-level Channel (Manufacturer to Customer) - Direct

selling is one of the oldest forms of selling products. It doesn’t involve the
inclusion of an intermediary and the manufacturer gets in direct contact with the
customer at the point of sale. Some examples of direct channels are peddling,
brand retail stores, taking orders on the company’s website, etc. Direct channels
are usually used by manufacturers selling perishable goods, expensive goods,
and whose target audience is geographically concentrated. For example, bakers,

jewelers, etc.

(Indirect Channels (Selling through Intermediaries) When a manufacturer
involves a middleman/intermediary to sell its product to the end customer, it is
said to be using an indirect channel. Indirect channels can be classified into three

types :)

2. One-level Channel (Manufacturer to Retailer to Customer): Retailers buy the

product from the manufacturer and then sell it to the customers. One level
channel of distribution works best for manufacturers dealing in shopping goods

like clothes, shoes, furniture, toys, etc.

3. Two-Level Channel (Manufacturer to Wholesaler to Retailer to Customer):

Wholesalers buy the bulk from the manufacturers, breaks it down into small
packages and sells them to retailers who eventually sell it to the end customers.
Goods which are durable, standardized and somewhat inexpensive and whose
target audience isn’t limited to a confined area use two-level channel of
distribution.

4. Three-Level Channel (Manufacturer to Agent to Wholesaler to Retailer to

Customer): Three level channel of distribution involves an agent besides the
wholesaler and retailer who assists in selling goods. These agents come handy
when goods need to move quickly into the market soon after the order is placed.
They are given the duty to handle the product distribution of a specified area or

district in return of a certain percentage commission.



Channels for Consumer Products: A direct channel allows the consumer to make

purchases from the manufacturer while an indirect channel allows the consumer to
buy the goods from a wholesaler or retailer. Indirect channels are typical for goods

that are sold in traditional brick-and-mortar stores.

Retailers, such as department stores, discount stores and boutiques, sell most
consumer products. In this lesson, you'll learn about different retail distribution
strategies that manufacturers employ to get their products in front of consumers.

Channels for

Consumer Products

Direct Retailer Wholesaler Agent/Broker
Channel Channel Channel Channel
Producer Producer Producer Producer
Ager?ts or
Brokers

L} [ ]
Wholesalers Wholesalers

—_— o e
Retailers  Retailers  Retailers




Channels for Business and Industrial Products:

The third channel, from the producer-wholesaler to the consumer, can be
successfully used in distributing industrial goods. Under industrial goods are
included goods which are used for further production and not for resale. This is a

shorter channel, and the producer eliminates the retailer in this channel link.

Channels for Business and
Industrial Products

Ageet/broker Agent/Broker-industrial
Direct chamnel Direct chanmel Incdustrial distributor channel distributor

Agants or Lrokers Agenits or bvokers

Incunrial Snrbutor Indusinial distriburor




Alternative Channels:

Alternative delivery channels (ADC), defined as those channels that expand the
reach of services beyond the traditional bank branch channel, have emerged as a
result of innovations in information and communication technology and a shift in

consumer expectations.

MBM6E
Chapter 9

Alternative Channel Systems

Target Market Customers

— Direct Relationships with customers and channel Intermediaries
=== Indirect Relationships with customers and channel intermediaries

J Direct Channel Systems: the business retains product ownership until dellvery
U Indirect Channel Systems: intermediaries take ownership of product
U Mixed Channel Systems: utilize a combination of direct and indirect channels

Copyright Roger J. Best, 2012



Channel Strateqy Decisions:

A channel strategy refers to a vendor's plan to move a product or service through a
chain of commerce to the end customer. ... The first is to sell a product or service to
a customer and the second is to deliver a customer experience. Companies can

distribute their goods and services through direct or indirect channels.

v" You must decide how you will distribute your product. The channel distribution
strategy consists of selecting the type of channel, determining the desired
intensity of distribution, designing the channel configuration, and managing

the channel on an ongoing basis.

Channel Strategy Decisions

B Selection of a Marketing Channel

® Factors which impact the selection of a
marketing channel include:

v Market factors

v Product factors

v Organizational factors
v Competitive factors




Promotional mix refers to the combination of various marketing communication

tools, tactics, and strategies used by companies to promote their products or

services and communicate with their target audience. It involves selecting and

blending different elements of the marketing mix to create a comprehensive and

effective promotional campaign.

The elements commonly included in the promotional mix are:

1.

Advertising: Paid, non-personal communication through various media
channels such as television, radio, print, online platforms, and billboards to
promote a product, service, or brand.

Personal Selling: Face-to-face or direct interaction between the
company's sales representatives and potential customers to persuade
them to purchase a product or service.

Sales Promotion: Short-term incentives, such as discounts, coupons,
contests, giveaways, or loyalty programs, designed to stimulate immediate
sales or attract customers.

Public Relations (PR): Building and maintaining a positive public image
and relationship with the target audience through activities like media
relations, press releases, sponsorships, events, and social responsibility
initiatives.

Direct Marketing: Direct communication with potential customers through
various channels, such as email, direct mail, telemarketing, or SMS, to
promote products or services and generate a direct response.
Digital/Online Marketing: Utilizing online platforms and digital channels,
including websites, search engine marketing (SEM), search engine
optimization (SEO), social media marketing, content marketing, and email

marketing, to reach and engage with the target audience.



% Marketing communication refers to the process of transmitting a company's

marketing messages to the target audience in order to create awareness,
generate interest, stimulate desire, and encourage action. It involves the strategic
use of various communication tools and channels to convey a consistent and

compelling message about a product, service, or brand.

The process of marketing communication typically involves the following steps:

1. Sender: The process starts with a sender, who is usually the company or
organization initiating the communication. The sender has a specific message or
information to convey to the target audience.

2. Encoding: The sender encodes the message by selecting the appropriate
words, symbols, images, and other elements to effectively communicate the
intended meaning. The message should be tailored to resonate with the target
audience and align with the company's brand identity.

3. Message Channel: The sender selects the most suitable communication
channel or channels to deliver the message to the target audience. The choice of
channels can include advertising, personal selling, public relations, direct
marketing, digital marketing, social media, or a combination of these, depending
on the target audience, message content, budget, and other factors.

4. Transmission: The message is transmitted through the selected communication
channels to reach the target audience. The sender may use different media
platforms, such as television, radio, newspapers, magazines, websites, social
media platforms, or physical distribution channels, to ensure broad and effective
message dissemination.

5. Reception: The target audience receives the message through the chosen
communication channels. It is important to ensure that the message reaches the
intended recipients and that they have the opportunity to understand and

interpret the message accurately.

6. Decoding: The audience decodes the message by interpreting and

understanding the information conveyed. The decoding process can be
10



influenced by factors such as the audience's knowledge, attitudes, beliefs,
cultural background, and personal experiences.

. Feedback: Feedback plays a crucial role in the communication process. The
audience provides feedback to the sender, indicating their level of understanding,
acceptance, or response to the message. Feedback can be direct, such as
customer inquiries or comments, or indirect, such as sales figures, website traffic,
or social media engagement metrics.

. Response: Based on the feedback received, the sender evaluates the
effectiveness of the communication and the audience's response. If the desired
response is not achieved, the sender may modify the message, adjust the
communication channels, or make other strategic changes to improve the impact
of future communication efforts.

. Noise: Throughout the communication process, there may be interference or
distractions known as "noise" that can distort or hinder effective communication.
Noise can be external factors such as competing advertisements, technical
issues, or internal factors such as language barriers, cultural differences, or
misinterpretation of the message.

MARKETING COMMUNICATION MIX

Marketing Communication Mix
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Several factors influence the selection and composition of the promotional mix for a

marketing campaign. These factors include:

1. Target Audience: The characteristics, preferences, behaviors, and
demographics of the target audience play a crucial role in determining the
promotional mix. Different promotional tools and channels may be more effective
in reaching and engaging specific target segments. For instance, younger
audiences might be more receptive to digital marketing and social media, while
older demographics may respond better to traditional advertising channels like
television or print media.

2. Product or Service: The nature features, and complexity of the product or
service being promoted can influence the promotional mix. For example, highly
technical products may require personal selling or specialized demonstrations to
effectively communicate their benefits, while low-cost consumer goods may rely
more on mass advertising or sales promotion to drive sales.

3. Marketing Objectives: The specific goals and objectives of the marketing
campaign also influence the promotional mix. If the primary objective is to create
brand awareness, advertising and public relations activites might be
emphasized. If the focus is on generating immediate sales, sales promotion
tactics like discounts or limited-time offers may be prioritized.

4. Budget: The allocated budget for marketing and promotion significantly impacts
the promotional mix. Certain communication tools, such as television advertising
or large-scale events, can be more expensive compared to digital marketing or
public relations efforts. The available budget will determine the extent to which
different promotional elements can be utilized and integrated.

5. Competitive Environment: The competitive landscape and the marketing
strategies employed by competitors can influence the promotional mix.
Companies may need to differentiate their promotional activities to stand out and
effectively reach their target audience. Understanding the tactics used by
competitors can help shape the selection and emphasis of promotional elements.

6. Legal and Ethical Considerations: Regulatory and legal factors must be taken

into account when developing the promotional mix. Adherence to advertising

12



standards, compliance with industry-specific regulations, and ethical
considerations in messaging and communication are crucial for maintaining a
positive brand image and avoiding legal complications.

7. Marketing Budget Allocation: The overall allocation of the marketing budget
across different marketing mix elements, including product, price, place, and
promotion, also affects the promotional mix. The proportion of the budget
allocated to promotion relative to other elements will impact the resources
available for various promotional activities.

8. Stage in the Product Life Cycle: The stage of the product or service in its life
cycle can influence the promotional mix. In the introduction phase, greater
emphasis may be placed on advertising and public relations to create
awareness. As the product matures, a combination of advertising, sales
promotion, and personal selling may be employed to maintain market share and

drive sales.

It's important for marketers to consider these factors and strike a balance in selecting
and integrating the appropriate promotional mix elements to effectively communicate

with the target audience and achieve marketing objectives.
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Unit-5
Pricing Decisions & Personal Communications

Meaning:

Pricing is the process whereby a business sets the price at which it will sell its products

and services, and may be part of the business's marketing plan. ...

The needs of the consumer can be converted into demand only if the consumer has the

willingness and capacity to buy the product.

Importance of Price:

Pricing is important since it defines the value that makes it worth it for you to make and
for your customers to use your product. It is the tangible price point that lets customers

know whether it is worth their time and investment.

> Price is the most important factor for a consumer when it comes to making a
purchase decision. Rarely will it be otherwise. As such, the right kind of pricing
strategy can help achieve organizational goals.

> Price can be easily changed and is flexible thereby helping the organisation to
respond quickly to marketplace changes.

» Price can also be used as a differentiating factor to set aside the said product
from other products in the same category.

> Price is also often used to target a particular segment of customers.

» And, last but not the least; price is the only element of the marketing mix that

fetches revenue for the organization.

Cost Determinant of Price:

The main determinants that affect the price are: Product Cost. The Utility and Demand.

Extent of Competition in the market. Government and Legal regulations.



The Cost Determinant of Price

1. Markup Pricing:

® Markup pricing

® Keystoning

° Profit Maximization
Pricing

Markup pricing refers to a pricing strategy wherein the price of a product or service is

determined by calculating the sum of the products and a percentage of it as a markup.

In other words, it's the method of adding a percentage to a product's cost to determine

its selling price.



» You have calculated 30% of the cost. When the cost is $5.00 you add 0.30 x
$5.00 = $1.50 to obtain a selling price of $5.00 + $1.50 = $6.50. This is what |

would call a markup of 30%.

2. Profit Maximization Pricing:

Profit maximization is the short run or long run process by which a firm determines the
price and output level that returns the greatest profit. Any costs incurred by a firm may
be classed into two groups: fixed costs and variable costs.
% The profit-maximizing choice for the monopoly will be to produce at the quantity
where marginal revenue is equal to marginal cost: that is, MR = MC. If the

monopoly produces a lower quantity, then MR > MC at those levels of output,

and the firm can make higher profits by expanding output.
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3. Break-Even Pricing:

In manufacturing, the break-even price is the price at which the cost to manufacture a
product is equal to its sale price. Break-even pricing is often used as a competitive
strategy to gain market share, but a break-even price strategy can lead to the

perception that a product is of low quality.

Break-Even Price Formula
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Pricing Strateqy:

A pricing strategy takes into account segments, ability to pay, market conditions,

competitor actions, trade margins and input costs, amongst others.



>

Pricing Strategy is a tool used to fix the price of a particular product or service by
considering various factors like the consumption of resources, Market conditions,
the ability of customers, demand and supply, need of the product like regular

item or occasional, etc.

Types of Pricing Strateqgies

>

YV VYV VvV V¥V ¥V VY VY

Demand Pricing. Demand pricing is also called demand-based pricing, or
customer-based pricing. ...

Competitive Pricing. Also called the strategic pricing. ...

Cost-Plus Pricing. ...

Penetration Pricing. ...

Price Skimming. ...

Economy Pricing. ...

Psychological Pricing. ...

Discount Pricing.

Ethics of Pricing strateqy:

Pricing ethics involves examining what constraints are needed on the pursuit of market

share and profits when the actions of a company affect others adversely.

The Legality and Ethics of
Price Strategy

I Unfalr Trade Practices I
I Price Fixing I
Issues Price Discrimination I
That Limit
Pricing
Decisions Predatory Pricing I
Sho




Product Line Pricing:

Product line pricing involves the separation of goods and services into cost categories in
order to create various perceived quality levels in the minds of consumers. You might
also hear product line pricing referred to as price lining, but they refer to the same

practice.

Product Line Decisions
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Word-of-mouth marketing:

WOM communication is traditionally defined as face-to-face communication between
consumers regarding any product, brand or service (Arndt, 1967).

Word-of-mouth marketing (WOM marketing) happens when consumers talk about a
company's product or service to their friends, family, and to others with whom they have
close relationships. WOM marketing is one of the most powerful forms of advertising as
92% of consumers trust their friends over traditional media.

Quick word-of-mouth wins:

Identify and nurture your top customers.

Ask for reviews/ratings when things are going well; don't wait!

Use social media as a referral channel.

Go above and beyond with unexpected customer service gestures.
Use tools to automate the process.

Make sure you have amazing service, staff, and support.

Rural Marketing:

Rural marketing is a process of developing, pricing, promoting, and distributing rural
specific goods and services leading to desired exchange with rural customers to satisfy
their needs and wants, and also to achieve organizational objectives.

Rural Marketing - Promotion Strategies

v' Personal Selling in Rural Region. ...
v" Push-up Sales Promotion. ...

v Free Distribution of Samples. ...

v' With-pack Premiums. ...

v" Price-off Premiums. ...



v" Money Refund Premiums. ...
v' Exchange Premiums. ...
v Interactive Games.

The Bottom of Pyramid marketing approach was popularized by the same person who

introduced the concept in business strategy, C.K. Prahalad, and it builds upon the idea
of viewing the world's poor not only as beneficiaries of charity or aid but as potential
consumers with unique needs and preferences.

Key aspects of the Bottom of the Pyramid marketing approach include:

1. Affordability: Products and services offered to the BoP consumers must be
affordable and priced within their limited budgets. This often requires companies
to adopt innovative cost-cutting measures, efficient supply chains, and pricing
strategies tailored to the purchasing power of this market segment.

2. Adaptation: BoP marketing involves understanding the specific needs,
aspirations, and cultural factors of the target consumers. Companies may need
to adapt their products and marketing messages to suit local preferences and
traditions.

3. Scalability: Since the BoP market comprises a large number of potential
consumers, scalability is crucial for success. Companies need to create business
models that can scale quickly and efficiently to reach a substantial customer
base.

4. Social impact: While the primary goal of BoP marketing is to generate profits, it
is also focused on creating positive social impact. By providing essential products
and services to low-income communities, companies can contribute to poverty

alleviation and improved quality of life.



5. Partnrships: BoP marketing often requires collaboration with local organizations,
governments, and NGOs to navigate regulatory challenges, cultural nuances,
and distribution barriers. Building strong partnerships can enhance the
effectiveness and sustainability of BoP initiatives.

Relationship Marketing

Relationship Marketing is a strategy of Customer Relationship Management (CRM) that
emphasizes customer retention, satisfaction, and lifetime customer value. Its purpose is
to market to current customers versus new customer acquisition through sales and
advertising.

Relationship Marketing Strategy Tips

» Improve Your Customer Service. Poor customer service is going to result in a
poor customer experience, making customer retention more challenging. ...
Listen To Feedback. ...

Create Content Targeting Existing Customers. ...

Embrace Email Marketing. ...

YV V VYV V¥V

Implement A Loyalty Program.

Retail Marketing:

Retailing marketing, also known as retail marketing or retail management, refers to the
set of strategies and activities undertaken by retailers to attract, engage, and retain
customers while promoting their products or services to generate sales and drive
profitability. Retailing marketing encompasses a wide range of activities that aim to
create a seamless shopping experience for consumers, both online and offline.

Key components of retailing marketing include:




. Customer Segmentation: Understanding the different segments of customers
based on demographics, behavior, and preferences is essential for effective
retailing marketing. Retailers can tailor their marketing messages and offerings to
appeal to specific customer groups.

Product Assortment and Merchandising: Retailers need to curate a
compelling product assortment and effectively display merchandise to attract
customers and encourage purchase decisions. Strategic placement, visual
merchandising, and product promotions are vital aspects of this process.

Pricing Strategies: Determining the right pricing strategy is critical for retall
success. Retailers must consider factors such as competition, customer
perceptions, cost structures, and value propositions to set prices that are
attractive to customers while ensuring profitability.

Promotional Activities: Retailers use various promotional tactics to create
awareness and drive sales. This includes advertising, in-store promotions, social
media marketing, email campaigns, loyalty programs, discounts, and special
offers.

. Customer Experience: Providing a positive and memorable customer
experience is crucial for retailing marketing. This involves ensuring friendly and
helpful customer service, easy checkout processes, and a comfortable and
visually appealing store environment.

. Omni-channel Marketing: In the digital age, retailers must integrate their online
and offline marketing efforts to create a seamless shopping experience for
customers across multiple channels. This includes online stores, social media,

mobile apps, and physical retail outlets.
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7.

Data Analytics: Retailers leverage data analytics to gain insights into customer
behavior, preferences, and trends. By analyzing data, retailers can make
informed decisions about their marketing strategies and optimize their efforts to
drive better results.

Relationship Building: Building strong customer relationships is essential for
repeat business and long-term success. Retailers can achieve this through
personalized marketing, customer feedback, and post-purchase follow-ups.
Branding and Reputation Management: Establishing a strong brand identity
and managing the retailer's reputation are critical aspects of retailing marketing.
Positive brand perception can influence customer loyalty and drive word-of-

mouth referrals.

Digital Marketing:

At a high level, digital marketing refers to advertising delivered through digital channels

such as search engines, websites, social media, email, and mobile apps. Using these

online media channels, digital marketing is the method by which companies endorse

goods, services, and brands.

Here is the list of various types of digital marketing you should be aware of:

*

- + + + + + ¥

Search Engine Optimization (SEO)
Pay Per Click (PPC)

Social Media Marketing (SMM)
Content Marketing.

Email Marketing.

Influencer/ Affiliate Marketing.
Viral Marketing.

Mobile Marketing.
11



Social media mobile marketing refers to the use of social media platforms and

mobile devices to promote products, services, or brands, and engage with target
audiences. It combines the power of social media and the widespread use of
mobile devices to reach a vast number of potential customers in real-time and
create meaningful interactions with them.

Key aspects of social media mobile marketing include:

1. Social Media Platforms: Social media platforms like Facebook,
Instagram, Twitter, LinkedIn, TikTok, and others serve as the primary
channels for social media mobile marketing. Each platform has its unique
user base and features, allowing marketers to tailor their messages and
content to specific audiences.

2. Mobile Optimization: Since most social media users access these
platforms through mobile devices, it is crucial for marketers to optimize
their content and websites for mobile viewing. This includes responsive
web design, fast loading times, and mobile-friendly ad formats.

3. Content Marketing: Social media mobile marketing relies heavily on
content creation to capture the attention of mobile users. Content may
include text posts, images, videos, infographics, and interactive elements
like polls and quizzes.

4. Influencer Marketing: Collaborating with social media influencers who
have a significant following and influence can be a powerful strategy for
social media mobile marketing. Influencers can help promote products or
services to their engaged audience, leading to increased brand awareness

and credibility.
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5. Paid Advertising: Social media platforms offer various advertising
options, such as sponsored posts, stories, and promoted tweets. These
paid advertising opportunities allow marketers to target specific
demographics and interests, enhancing the reach and visibility of their
campaigns.

6. Real-time Engagement: Mobile devices enable instant communication,
and social media facilitates real-time engagement with customers. Brands
can respond to comments, messages, and mentions promptly, fostering a
sense of connection and responsiveness.

7. Location-Based Marketing: Mobile devices often have location services
enabled, allowing marketers to deliver location-based promotions and
offers to users in specific geographical areas.

8. Analytics and Insights: Social media platforms provide valuable
analytics and insights into user behavior, engagement, and campaign
performance. Marketers can use this data to measure the effectiveness of
their mobile marketing efforts and make data-driven decisions.

9. Mobile Apps: In addition to social media platforms, brands can leverage
mobile apps to enhance their mobile marketing strategies. Mobile apps
can offer personalized experiences, loyalty programs, and exclusive
content for app users.

Market Sustainability and Ethics:

» Sustainable marketing is the type of marketing that uses products and services
that respect the environment and social aspects around. It aims to improve life
quality by promoting products, services, and ideas that don't harm the

environment.
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» Marketing ethics are the moral principles and values that need to be followed
during any kind of marketing communication. They are the general set of
guidelines which can help companies to decide on their new marketing
strategies. But then it depends on one's own judgment of 'right' and ‘wrong'.

Here are a few tips on implementing sustainable marketing strategies the right way.

+ Make Sustainable Marketing Strategies Part of Everything You Do. ...
+ Start with the Product or Service. ...

+ Tell a Story About Your Brand. ...

+ Build and Leverage a Community. ...

+ Focus on Educating Consumers.

Global marketing: also known as international marketing, is a strategic approach

to promoting and selling products or services to customers in different countries
and regions around the world. It involves adapting marketing strategies to suit the
cultural, economic, social, and political characteristics of various international
markets. The goal of global marketing is to create a consistent brand image,
increase market share, and achieve business growth on a global scale.

Key components and considerations in global marketing include:

1. Market Research: Conducting comprehensive market research is essential to
understand the preferences, needs, and behaviors of consumers in different
countries. This research helps in identifying potential markets, evaluating
competition, and determining the viability of products or services in those regions.

2. Cultural Understanding: Cultural differences significantly influence consumer
behavior. Global marketers must be sensitive to cultural nuances, customs, and

traditions to develop marketing messages that resonate with diverse audiences.
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Product Adaptation: Adapting products or services to suit local preferences and
requirements is often necessary for successful global marketing. This may involve
modifications in features, packaging, size, or branding to align with cultural norms
or legal regulations.

Pricing Strategies: Setting appropriate prices for international markets requires
consideration of factors like local purchasing power, competition, and economic
conditions. Prices may vary across regions to remain competitive and reflect
market realities.

Distribution Channels: Global marketers need to determine the most effective
distribution channels for their products or services in each market. This may
involve partnerships with local distributors, agents, or retailers to optimize reach
and availability.

Promotional Campaigns: Crafting marketing campaigns that resonate with
diverse audiences requires sensitivity to cultural references and messaging. Some
global campaigns may be standardized across markets, while others may need
localization to be more relevant.

Language and Communication: Language is a critical aspect of global
marketing. Communicating in the local language builds trust and helps customers
understand products better. Translations must be accurate, culturally appropriate,
and aligned with brand messaging.

Legal and Regulatory Compliance: Different countries have varying legal and
regulatory frameworks that govern marketing practices. Global marketers must
adhere to these rules to avoid legal issues and maintain a positive brand

reputation.
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9. Global Branding: Building a strong global brand identity that transcends borders
Is crucial for consistent recognition and customer loyalty. Global marketers must
balance a standardized brand image with localized marketing efforts.

10.Technology and Digital Marketing: Embracing technology and digital marketing
strategies is vital for reaching global audiences efficiently. Online platforms and
social media allow businesses to connect with customers worldwide and collect
valuable data for insights.

Green marketing, also known as environmental marketing or sustainable

marketing, is a business strategy that emphasizes the promotion and sale of
environmentally friendly products, services, and practices. The primary focus of
green marketing is to highlight the positive environmental attributes of a company's
offerings and to encourage consumers to make eco-conscious choices. This
approach aims to align business practices with environmental protection and
sustainability goals, appealing to consumers who are increasingly concerned
about the impact of their purchases on the planet.

Key principles and characteristics of green marketing include:

1. Environmental Benefit: Green marketing revolves around products and services
that provide clear environmental benefits. These benefits can include energy
efficiency, waste reduction, use of renewable materials, reduced carbon
emissions, and overall lower ecological footprints.

2. Consumer Awareness: Green marketing campaigns often educate consumers
about environmental issues and the importance of sustainable consumption. This
can include providing information about the product's environmental impact,

encouraging responsible usage, and promoting eco-friendly lifestyles.
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Eco-friendly Product Design: Companies engaged in green marketing may
redesign their products to incorporate environmentally friendly features or
materials. For example, using recyclable or biodegradable packaging, reducing the
use of harmful chemicals, or increasing energy efficiency.

Eco-labeling and Certifications: Green marketing may involve obtaining eco-
labels or certifications from reputable organizations to verify the environmental
claims of a product or service. These labels provide assurance to consumers that
the products meet specific environmental standards.

. Corporate Social Responsibility (CSR): Green marketing is often tied to a
company's broader CSR initiatives, where the company takes responsibility for its
impact on the environment and society. Companies may engage in sustainability
practices, such as reducing waste, conserving resources, and supporting
environmental causes.

. Targeting Green Consumers: Green marketing is tailored to appeal to
environmentally conscious consumers who prioritize eco-friendly and sustainable
products. Understanding the values and preferences of this target audience is
essential for effective green marketing strategies.

. Transparency and Credibility: Green marketing requires transparency in
communication. Companies must be honest and accurate in their environmental
claims to avoid accusations of greenwashing, which is the misleading promotion of
environmentally friendly practices for marketing purposes.

. Collaboration and Partnerships: Green marketing efforts can be strengthened
through collaborations with environmental organizations, NGOs, or other
stakeholders. These partnerships can amplify the company's commitment to

environmental responsibility.
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9. Long-term Sustainability Goals: Successful green marketing involves
incorporating long-term sustainability goals into the company's vision and mission.
It goes beyond short-term marketing tactics to demonstrate a genuine commitment

to environmental protection.
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