
MARKETINGMANAGEMENT

UNIT-I

Intoday'sworldofmarketing,everywhereyougoyouarebeingmarketedtoinoneform oranother.

Marketingiswithyoueachsecondofyourwalkinglife.From morningtonightyouareexposedto

thousandsofmarketingmessageseveryday.Marketingissomethingthataffectsyoueven

thoughyoumaynotnecessarilybeconsciousofit.

DEFINITIONOFMARKETING

Accordingto AmericanMarketingAssociation(2004) - "Marketingisanorganizationalfunction

andsetofprocessesforcreating,communicatinganddeliveringvaluetocustomersandfor

managingrelationshipsinawaythatbenefitsboththeorganizationandthestakeholder."

AMA(1960) - "Marketingistheperformanceofbusinessactivitiesthatdirecttheflowofgoods

andservicesfrom producertoconsumeroruser."

SCOPEOFMARKETING

1.StudyofConsumerWantsandNeeds

Goodsareproducedtosatisfyconsumerwants.Thereforethestudyisdonetoidentifyconsumer

needsandwants.Theseneedsandwantsmotivatetheconsumertopurchase.

2.StudyofConsumerBehaviour

Marketersperform astudyofconsumerbehavior.Analysisofbuyerbehaviorhelpsmarketersin

marketsegmentationandtargeting.

3.ProductionPlanningandDevelopment

Productplanninganddevelopmentstartswiththegenerationofproductideasandendswith

productdevelopmentandcommercialization.Productplanningincludeseverythingfrom branding

andpackagingtoproductlineexpansionandcontraction.



4.PricingPolicies

Themarketerhastodeterminepricingpoliciesfortheirproducts.Pricingpoliciesdifferfrom

producttoproduct.Itdependsonthelevelofcompetition,productlifecycle,marketinggoals,and

objectives,etc.

5.Distribution

Thestudyofdistributionchannelsisimportantinmarketing.Formaximum salesandprofit,goods

arerequiredtobedistributedtothemaximum consumersatminimum cost.

6.Promotion

Promotionincludespersonalselling,salespromotion,andadvertising.Therightpromotionmixis

crucialintheaccomplishmentofmarketinggoals.

7.ConsumerSatisfaction

Theproductorserviceofferedmustsatisfytheconsumer.Consumersatisfactionisthemajor

objectiveofmarketing.

8.MarketingControl

Themarketingauditisdonetocontrolthemarketingactivities

IMPORTANCEOFMARKETING

(1)MarketingHelpsinTransfer,ExchangeandMovementofGoods:

Marketingisveryhelpfulintransfer,exchangeandmovementofgoods.Goodsandservicesare

madeavailabletocustomersthroughvariousintermediaries’viz.,wholesalersandretailersetc.

Marketingishelpfultobothproducersandconsumers.

(2)MarketingIsHelpfulInRaisingAndMaintainingTheStandardOfLivingOfThe

Community:

Marketingisaboveallthegivingofastandardoflivingtothecommunity.PaulMazurstates,

“Marketingisthedeliveryofstandardofliving”.ProfessorMalcolm McNairhasfurtheraddedthat

“Marketingisthecreationanddeliveryofstandardoflivingtothesociety”.



(3)MarketingCreatesEmployment:

Marketingiscomplexmechanism involvingmanypeopleinoneform ortheother.Themajor

marketingfunctionsarebuying,selling,financing,transport,warehousing,riskbearingand

standardisation,etc.Ineachsuchfunctiondifferentactivitiesareperformedbyalargenumberof

individualsandbodies.

(4)MarketingasaSourceofIncomeandRevenue:

Theperformanceofmarketingfunctionisallimportant,becauseitistheonlywaythroughwhich

theconcerncouldgeneraterevenueorincomeandbringinprofits.

(5)MarketingActsasaBasisforMakingDecisions:

Abusinessmanisconfrontedwithmanyproblemsintheform ofwhat,how,when,howmuchand

forwhom toproduce?Inthepastproblemswaslessonaccountoflocalmarkets.Therewasa

directlinkbetweenproducerandconsumer.

(6)MarketingActsasaSourceofNewIdeas:

Theconceptofmarketingisadynamicconcept.Ithaschangedaltogetherwiththepassageof

time.Suchchangeshavefarreachingeffectsonproductionanddistribution.Withtherapid

changeintastesandpreferenceofpeople,marketinghastocomeupwiththesame.

(7)MarketingIsHelpfulInDevelopmentOfAnEconomy:

Adam Smithhasremarkedthat“nothinghappensinourcountryuntilsomebodysellssomething”.

Marketingisthekingpinthatsetstheeconomyrevolving.Themarketingorganisation,more

scientificallyorganised,makestheeconomystrongandstable,thelesserthestressonthe

marketingfunction,theweakerwillbetheeconomy.

CONCEPTSOFMARKETING

1.ProductionConcept

2.ProductConcept

3.SellingConcept

4.MarketingConcept

5.HolisticMarketingConcept.



1.ProductionConcept:

Itistheoldestconceptinbusiness.Itholdsthatconsumerspreferproductsthatarewidely

availableandinexpensive.Thus,managersconcentrateonachievinghighproductionefficiency,

lowcostsandmassdistribution.

2.ProductConcept:

Theproductconceptholdsthatconsumersfavourthoseproductsthatofferhighestquality

performanceorinnovativefeatures.Thus,managersfocusonmakingsuperiorproducts.However,

aneworimprovedproductwillnotbesuccessfulunlesstheproductispriced,distributed,

advertisedandsoldproperly.

3.SellingConcept:

Thisconceptholdsthatconsumersandbusiness,ifleftalone,willordinarilynotbuytheproducts.

Thus,organizationsmustundertakeaggressivesellingandpromotionefforts.Italsobelievesthat

theconsum­ershavetheopportunitytochoosefrom manyalternatives.

4.MarketingConcept:

Withtheemergenceofthemarketingconcept,businessshiftedtoacustomer-centred‘senseand

respond’philosophyinsteadofaproduct-centred‘makeandsell’philosophy.TheodoreLevittdrew

adifferencebetweenthesellingandmarketingconceptstoemphasizeontheneedtoshifttothe

marketingconcept.

5.HolisticMarketingConcept:

Newmarketingandbusinesspracticesthathaveappearedinthelastdecadehavegivenriseto

theholis­ticmarketingconcept.AccordingtoKotlerandKeller,itisanapproachtomarketing

thatattemptstorecognizeandreconcilethescopeandcomplexitiesofmarketingactivities.

MARKETINGMANAGEMENTTASKS:

Withholisticmarketingasabackupwecanidentifyaspecificsetoftasksthatmakeup

successfulmarketingleadership.Someoftheessentialmarketingmanagementtasksarebeing:

1.DevelopingMarketingStrategiesandPlans:

Thefirsttaskistoidentifytheorganizationlong-runopportunitiesgivenitsmarketexperienceand

corecompetences.



2.CapturingMarketingInsights:

Marketersmustcloselymonitorthemarketingenvironmenttocontinuallyassesmarketpotential

andforecastdemand.

3.ConnectingwiththeCustomers:

Thefirm mustdeterminehowtobestcreatevalueforitschosentargetmarketsanddevelop

strong,profitable,long-term relationshipwithcustomers.

4.BuildingStrongBrands:

Marketersneedtounderstandhowcustomersperceivetheirbrandsstrengthsandweakness.

5.ShapingtheMarketOfferings:

Attheheartofthemarketingprogram istheproduct,thefirm tangibleofferingtothemarket,

features,andpackaging.

6.DeliveringValue:

Howcanthefirm delivervaluetoitstargetmarket?Channelactivitiesareneedtomakethe

productofferingaccessibleandavailabletocustomers.

7.CommunicatingValue:

Marketersmustadequatelycommunicatetothetargetmarketthevalueembodiedbytheir

productsandservices.

8.CreatingSuccessfulLong-term Growth:

Themarketingstrategyshouldtakeintoaccountchangingglobalopportunitiesandchallenges.

MARKETINGMANAGEMENTENVIRONMENT

Marketingenvironmentcanbedefinedasthecompositionofallthefactorsaffectingthemarket,

marketingsystem andfunctionsrelatedtomarketing.

 Organizationalenvironment

 Marketingenvironment

 Macroenvironment



 Microenvironment

OrganizationalEnvironment

Anorganizationalenvironmentconsistsofforcesorinstitutionssurroundinganorganizationthat

affectperformance,operationsandresources.Itincludesallofthekeyelementsthatexistoutside

ofthecompany'sboundariesandhavethepotentialtoaffectaportionoralloftheorganization.

MarketingEnvironment

Themarketenvironmentisamarketingterm thatreferstofactorsandforcesthataffecta

company'sbehavior.

Bytheterm company’sbehavior,wemeanthecompany’sabilitytobuildandmaintainsuccessful

relationshipswithcustomers,clientsandallthepeoplerelatedtoit.

MacroEnvironment

Theterm macromeanslarge.Macroreferstolargefactorsorvitalfactorslikesocialfactors,for

example,male-femaleratio,socialchanges,newlifestyle,orarrivalofnewthought.

Examplesofeconomicfactorsarepercapitalincome,balanceofpayment,balanceoftrade,

inflationrate,andgrossdomesticproduct.

Otherfactorslikegeographical,cultural,political,demographicalandlegalfactorssuchas

competitionsandtechnologyarealsoincludedinthisenvironment.

Examples−Geographicaldistribution,distancefrom market,age,sex,literacyetc.,cultural

differences,culturalchange,arrivalofanewtradition,governmentdecisionmaking,newplans,

programs&policies,governmentsupport,politicaldisturbancesandsoon.

MicroEnvironment

Heretheworditselfdescribesthemeaning−micromeanssmall.So,microenvironmentisa

compositionofsmallfactors,insidefactors/nearerfactorslikecustomers,mediatorslike

wholesaler,retailer,supplier,otherstakeholderswhodemandsomethingfrom theorganization,

i.e.,shareholders,debentureholders,creditors,debtors,moneylenders,etc.

Microenvironmentalsoinvolvesfactorslikeworkingconditions,employees,purchasegroups,

localcommunityandpressuregroups.



CUSTOMERVALUE

Thephrase“CustomerValue”isseenfrom differentangles.Thepossibleanglesorperspectives

canbe“customer”and“marketingfirm”.From thecustomer’sangle,valueisunderstoodaswhat

heorsheiswillingtopayand,therefore,customervaluereferstotheperceivedvaluebythe

customerforanoffer.

Thesevaluescanbestatedasunder:

1.Personal:
Thepersonalfactorsrepresentdemographicvariablesandthelife-styleofthecustomer.

2.Esteem:

Esteem valueplaysadecisiveroleinpurchaseofaproductorservice.Peoplearepreparedtopay

premium pricefortheproductsbecauseofesteem value.Theseproductsareoftencalledas

“objectsofdesire”.Thatisthepriceisbeyondalayman’simagination.

3.Utility

Utilityspeaksofeconomydimensionofaproductorservicepurchased.Thus,elderlyfamily

membersmightspendbastorthemoneyveryeconomicallyongoodsandserviceswhereastheir

youngsonsanddaughtersspendmuchmore.

4.Quality:

Itisalsooneofthecorevaluesofcustomerdecision-making.Itiswellknown,thateachcustomer

in-factpaysforquality.Hebuysonlywhathewantstobuyandnotwhatthecompanywantshim

orhertobuy.

5.Price:

Thereisdefiniterelationshipbetweentheprice,perceivedqualityandtheperceivedvalue.Infact,

priceisthevalueexpressedinmonetaryterms.Customerscomparequalityandpricewhilebuying.

6.SocialMotive:

Everycustomerisasocialandrationalanimal.Heorshelivesinasocietyasheorshehasstrong

senseofbelongingness.Mostofhisneeds,whetherwants,comfortandluxuriesarethesocietyin

whichheorshelives.



INDUSTRIALMARKETING

Industrialmarketinghappenswhenonebusinesstriestosellindustrialproductsorservicesto

another.

Forclarity,anindustrialproductorserviceisanythingthathelpsproduceanendproductfrom raw

materials.

It’saform ofB2Bmarketing,butbecauseofthenatureofwhat’sbeingsold,anindustrial

marketingcampaignrequiresahighlevelofproductknowledge.

FeaturesOfIndustrialMarketing

It’sdifficulttogiveaquick,condenseddefinitionofindustrialmarketing,withoutcompletely

downplayingthesignificanceofwhatittrulyis.Weliketosaythatindustrialmarketingis

marketinggoodsandservicestocustomers.Though,thisdefinitiondoesn’tprovideanyjustice

still.

1.It’sextremelycomplex

Industrialmarketingrequireslargeorders,long-term relationshipswhichmakesthefirstpitchand

saleoftenmorecomplex.Thisrevolvesaroundthesimplefactthatbusinessesaremadeupof

severalindividuals,whichmeansyouhavetoimpressmultiplepeople,withnumerousdifferent

bitsofinformation.

2.Longersalescycle

Aresultofindustrialmarketingbeingmorecomplicatedisalongersalescycle.Whenyoupitchto

abusiness,thewholeprocessrevolvesaroundcalculateddecisions,reviewing,analyzing.

Thisshouldn’tbeseenasanegative,theoutcomeofindustrialmarketing,asyouprobably

imagined,isworthanycomplexityorlengthyprocess.

3.Thevarietyofmarketing

Industrialmarketingcanmeanthatyouhaveawiderangeofproducts.Everysingleproduct

requiresadifferentmarketingstrategy,sometimesthedifferencecanbeextreme.

4.Lowmarketinformation

Consumerproductshavealotofdatabaseinformationavailableforthem,includingcustomer



demographics.Incomparison,informationrevolvingaroundindustrialmarketnichesarehardto

comeby.Itactuallyrequiresaconsiderableamountofindustrialexperiencetogatheruseful

marketinformation.

5.Advertisinggenerallydoesn’tfollowtrends

Whenitcomestoindustrialmarketing,advertisingandpromotionareabitdifferent.Yousee,in

thegrandschemeofthings,itiscomparativelysimpletodevelopnewspaperadverts,billboards,

andvideosforimpulsiveconsumers.

6.Thebuyersandtheirbehaviors

Asmentionedearlier,industrialmarketingisaimedatateam ofpeople,ratherthananindividual.

Thus,thebehaviorsarevaried,followsaspecificprocessand,ultimately,youneedtoimpress

multiplepeople,allofwhichmayhavedifferentopinions.

7.Biddingiscustomary

Anindividualconsumerwillbuy,ortheywon’t.Biddingisn’tadailyscenarioinfortheaverage

consumer.Ontheotherhand,industrialmarketingrarelydoesn’trevolvearoundquotesandbids.

8.Thegeographicalanddemographicaldistribution

Theaverageconsumermarketresearchgenerallydoesn’tworkforindustrialmarkets,purely

becausethesamplesarejusttoosmall.Industrialmarketresearchalmosthastobe

simultaneouslynicheandbroad.

SERVICEMARKETING

Servicemarketingismarketingbasedonrelationshipandvalue.Itmaybeusedtomarketa

serviceoraproduct.Withtheincreasingprominenceofservicesintheglobaleconomy,service

marketinghasbecomeasubjectthatneedstobestudiedseparately.

Marketingservicesisdifferentfrom marketinggoodsbecauseoftheuniquecharacteristicsof

servicesnamely,intangibility,heterogeneity,perishabil­ityandinseparability.

FeaturesofServices:

1.Intangibility:

Aphysicalproductisvisibleandconcrete.Servicesareintangible.Theservicecannotbetouched



orviewed,soitisdifficultforclientstotellinadvancewhattheywillbeget­ting.Forexample,

bankspromotethesaleofcreditcardsbyemphasizingtheconveniencesandadvantagesderived

from possessingacreditcard.

2.Inseparability:

Personalservicescannotbeseparatedfrom theindividual.Servicesarecreatedandconsumed

simultaneously.Theserviceisbeingproducedatthesametimethattheclientisreceivingit;for

example,duringanonlinesearchoralegalconsultation.Dentist,musicians,dancers,etc.create

andofferservicesatthesametime.

3.Heterogeneity(orvariability):

Servicesinvolvepeople,andpeoplearealldifferent.Thereisastrongpossibilitythatthesame

enquirywouldbeansweredslightlydifferentlybydifferent

4.Perishability:

Serviceshaveahighdegreeofperishability.Unusedcapacitycannotbestoredforfutureuse.If

servicesarenotusedtoday,itislostforever.

5.Changingdemand:

Thedemandforserviceshaswidefluctuationsandmaybeseasonal.Demandfortourism is

seasonal,otherservicessuchasdemandforpublictransport,cricketfieldandgolfcourseshave

fluctuationsindemand.

6.Pricingofservices:

Qualityofservicescannotbestandardized.Thepricingofservicesareusu­allydeterminedon

thebasisofdemandandcompetition.Forexample,room rentsintouristspotsfluctuateasper

demandandseasonandmanyoftheserviceprovidersgiveoff-seasondiscounts.

7.Directchannel:

Usually,servicesaredirectlyprovidedtothecustomer.Thecustomergoesdirectlytotheservice

providertogetservicessuchasbank,hotel,doctor,andsoon.Awidermarketisreachedthrough

franchisingsuchasMcDonald’sandMonginis.



GLOBALMARKETING

Theword‘InternationalMarketing’isdefinedastheexchangeofgoodsandservicesacross

nationalborderstomeettherequirementsofthecustomers.Itincludescustomeranalysisin

foreigncountriesandidentifyingthetargetmarket.

Themajorparticipantsininternationalmarketingareasfollows−

MultinationalCorporations(MNCs)−

Amultinationalcorporation(MNC)isanorganizationthatensurestheproductionofgoodsand

servicesinoneormorecountriesotherthanitshomecountry.Suchorganizationshavetheir

offices,helpdesksorindustrialset-upacrossnationsandusuallyhaveacentralizedheadoffice

wheretheyco-ordinateglobalmanagement.

Exporters−

Theyaretheoverseassellerswhosellproducts,andprovideservicesacrosstheirhomecountry

byfollowingthenecessaryjurisdiction.

Importers−

Theyaretheoverseasbuyerswhobuyproductsandservicesfrom exportersbycomplyingwith

thejurisdiction.Animportbyonenationisanexportfrom theothernation.

Servicecompanies−

Aservicecompanygeneratesrevenuebytradingonservicesandnotonphysicalcommodities.A

publicaccountingcompanyisthebestexampleofaservicecompany.Revenuehereisgenerated

bypreparingreturnsofincometax,performingauditservices,andbymaintainingfinancialrecords

UNIT-2

MARKETINGINFORMATIONSYSTEM (MIS)

MarketingInformationsystem isWhereaproperandadequatedaterelatedtobusinessis

collected,analysedinterpretedforthepurposeofdecisionmaking.



ComponentsofMarketinginformationsystem

InternalRecords

Marketingintelligence

MarketingResearch

MarketingDecisionreportsystem

InternalRecords
ThefirstcomponentofMISis'InternalRecord'marketingmanagersgetlotsofinformationfrom Internal-

Recordsofthecompany.Theserecordsprovidescurrentinformationaboutsales,stock,costsandInventories

ManycompaniesmaintaintheircomputerisedinternalRecords.InsiderecordshelpMarketingmanagerstogain

fasteraccesstoreliableinformation.

MarketingIntelligence
SecondcomponentofMISismarketingintelligence.ItCollectinformationfrom externalsources.ItProvides

informationaboutcurrentmarketingenvironmentandchangingconditionsinthemarket.Theinformationcan

beeasilygatheredfrom externalsourceslikemagazines,businessjournals,commercialpressandsoon

MarketingResearch
TheThirdImportantcomponentofMISismarketingresearchMRisconductedtosolveSpecificmarketing

problemsofthecompany.Itcollectsdataabouttheproblem.Thedataistabulatedanalysedand

conclusionsaredrawn.Thentherecommendationsaregivenforsolvingproblems.

MarketingDecisionReportSystem
ThefourthcomponentofMISis"Marketingdecisionsupportsystem"thesearethetoolswhich

helptothemarketingmanagerstoanalysedataandtotakebettermarketingdecisions.

MARKETINGRESEARCH

Marketingresearchcanbedefinedasthedevelopment,interpretationandinteractionofdecision-

orientedinformationtobeusedinallphasesofmarketingprocess.

MarketingResearchProcess:



Marketingresearchhelpsinarrivingatthedecisionorsolutionsforvariousmarketingproblems.

Theresearchprocessinvolvesdifferentstageswhichare:

1.Problem Formulation:
Formulationoftheproblem isthefirststepinthemarketingresearchprocess.Unlessanduntilthe

problem iswelldefined,thereisnouseoftheresearchwork.Welldefinedandformulated

problemscanbesolvedveryeasilyandappropriately.Theproblem shouldbedefinedneithertoo

broadlynortoonarrowly.Problemsmaybeofdifferenttypei.e.operating(recurring)problem or

non-operating(non­recurring)problem.

2.ResearchDesign:
Aresearchdesignistheframeworkorblueprintforconductingthemarketresearchproject.Once

thespecificresearchobjectivehasbeendefined,itisessentialtoarriveatthecorrecthypothesis,

datacollectionmethod,samplingplanandresearchdesigninstrument.

Formulatingaresearchdesigninvolvesfollowingsteps:

i.Definetheinformationwhichisrequired.

ii.Analysisofthesecondarydata.

iii.Qualitativeresearch.

iv.Methodofcollectingdata.

v.Measurementandscalingprocedure.

vi.Questionnairedesign.

vii.Samplingprocessandsamplesize.

viii.Planofdataanalysis.

3.DataCollection:
Datacanbecollectedfrom bothprimaryandsecondarysources.Primarydataisthedatawhichis

collectedforthefirsttimewithresearchpurposeinmind.Itisthefirsthandinformation.

Secondarydataisthedataalreadycollectedbysomeotherpersonforsomeotherresearch

problem.Primarydatacanbecollectedthroughdifferentmethod–observationmethodor

communicationmethod.Interviewsmaybeconductedeitherpersonalorthroughtelephoneorany

othermethodtocollecttherequiredinformation.

4.DataAnalysis:
Analysisoftherawdataisveryessentialtoarriveattheconclusion.



Thisanalysisinvolvesthreephases,theyare:

i.Classifyingthedata

ii.Datasummarization

iii.Advanceddataanalysistoolsandtechniquestohighlightinter­relationshipandquantitative

significance.

i.ClassifyingtheData:
Classificationofdataincludesediting,coding,transcriptionandverificationofdata.Themost

commonlyusedtechniquesherearequantitative,qualitative,geographicalandchronological.

ii.DataSummarization:

Forsummarizationofdatavarioustechniquesaretherelikemean,median,mode,range,variance,

standarddeviation,meandeviation.

iii.AdvancedDataAnalysisToolsandTechniques:
Thisincludesadvancedmethodforanalysingthedatalikefactoranalysis,discriminateanalysis,

correlation,regression,multipleregression.

5.ReportPresentationandRecommendations:
Anormalreportincludesthefollowing:

(1)Titleofthereport

(2)Summaryofconclusion

(3)Sampleandcharacteristics

(4)Findingsandobservations

(5)Questionnaire

(6)Appendices

(7)Recommendationmademaybeacceptedorrejected.

CONSUMERBEHAVIOUR

Consumerbehaviorreferstothepurchasingbehavioroffinalcustomerorindividual



orhouseholdwhobuysgoods&servicesforpersonaluse.Customerbehavioris

veryimportantasitsupportsproductpositioning,developmentofeffective

marketingstrategyandenhancementoflong-term customerrelationship.

ConsumerBehaviour
ConsumerBehaviorsupportscustomerbeliefforperformance,determinesproduct

features,formulatespricingpolicyandappreciatesnewproductdecision.

FactorsInfluencingConsumerBuyingBehavior

Therearesomefactorsthatinfluencethebuyingbehaviorofacustomerorwhatwe

cansayasthecustomer’spreferenceforbuyingaproduct.

Consumerbehaviorisbasicallydependentonthefollowingfourkeyfactors−

Culturalfactor−

CulturalAnthropologyisthestudyofhumanbeingsinsociety.Itexploresthe

developmentofcentralbeliefs,valuesandcustomsthatindividualsinheritfrom

theirparents,whichinfluencetheirpurchasingpatterns.

Factorslikeculture,sub-culture,andsocialclass.

Socialfactor−

Sociologyisthestudyofgroups.Whenindividualsform groups,theiractionsare

sometimesrelativelydifferentfrom theactionsofthoseindividualswhentheyare

operatingindividually.

Factorslikereferencegroup,secondaryreferencegroup,andfamily.

Personalfactor−

SocialPsychologyisacombinationofsociologyandpsychology.Itexplainshowan

individualoperatesinagroup.Groupdynamicsplayanimportantroleinpurchasing

decisions.Opinionsofpeers,referencegroups,theirfamiliesandopinionleaders

influenceindividualsintheirbehavior.

Factorslikeage,sex,lifestyle,occupation,andfinancialstatus.

Psychologicalfactor−

Psychologyisadisciplinethatdealswiththestudyofmindandbehavior.Ithelpsin

understandingindividualsandgroupsbyestablishinggeneralprinciplesand



researchingspecificcases.Psychologyplaysavitalroleinunderstandinghow

consumersbehavewhilemakingapurchase.

Factorslikemotivation,perception,belief,andattitude

ConsumerBuyingBehavior
Consumerbuyingbehavioristhestudyofanindividualorahouseholdthat

purchasesproductsforpersonalconsumption.

Theprocessofbuyingbehavioris

Stage1−Needs/Requirements
Itisthefirststageofthebuyingprocesswheretheconsumerrecognizesaproblem

orarequirementthatneedstobefulfilled.Therequirementscanbegeneratedeither

byinternalstimuliorexternalstimuli.Inthisstage,themarketershouldstudyand

understandtheconsumerstofindoutwhatkindsofneedsarise,whatbroughtthem

about,andhowtheyledtheconsumertowardsaparticularproduct.

Stage2−InformationSearch
Inthisstage,theconsumerseeksmoreinformation.Theconsumermayhavekeen

attentionormaygointoactiveinformationsearch.Theconsumercanobtain

informationfrom anyoftheseveralsources.

Thisincludepersonalsources(family,friends,neighbors,andacquaintances),

industrialsources(advertising,salespeople,dealers,packaging),

publicsources(massmedia,consumer-ratingandorganization),and

experientialsources(handling,examining,usingtheproduct).Therelativeinfluence

oftheseinformationsourcesvarieswiththeproductandthebuyer.

Stage3−EvaluationofAlternatives
Inthisstage,theconsumerusesinformationtoevaluatealternativebrandsfrom

differentalternatives.Howconsumersgoaboutevaluatingpurchasealternatives

dependsontheindividualconsumerandthespecificbuyingsituation.



Stage4−PurchaseDecision
Inthisstage,theconsumeractuallybuystheproduct.Generally,aconsumerwillbuy

themostfavoritebrand,buttherecanbetwofactors,i.e.,purchaseintentionsand

purchasedecision.

Stage5−Post-PurchaseBehavior
Inthisstage,theconsumerstakefurtherstepsafterpurchasebasedontheir

satisfactionanddissatisfaction.Thesatisfactionanddissatisfactiondependonthe

relationshipbetweenconsumer’sexpectationsandtheproduct’sperformance.

ORGANIZATIONALBUYINGBEHAVIOUR
Organizationalbuyingbehavior(OBB)canbedefinedastheprocessofhow

companiesororganizationsbuygoodsandservices.Thebuyingbehaviorofan

organizationisastep-by-stepprocess.Itisnotaone-nightjourneytolauncha

productandchangethemarketbehavior.Itisatime-consumingprocedureandis

doneinasynchronizedmanner.

StepsofOBB
Organizationalbuyingisnotaneasyactivityasmostpeoplethinkofit.Theprocess

ofOBBconsistsofthefollowingsteps

 Problem recognition

 Generalneed

 Productspecification

 Searchingforpotentialsupplier

 Valueanalysis

 Venderanalysis

 Orderroutinespecification

 PerformanceReviews

StagesinOrganizationalBuyingProcess



Problem Recognition−

Itisthefirststageofthebusinessbuyingprocess.Inthisstage,someoneinthe

organizationrecognizesanissueorneedthatcanbemetbyacquiringagoodora

service.

GeneralNeedDescription−

Atthisstageofbusinessbuyingprocess,theorganizationbriefsthegeneral

featuresandquantityofaneededproduct.

ProductSpecification−

Atthisstageofthebusinessbuyingprocess,thebuyingcompanydecidesonthe

item andspecifiesthebesttechnicalproductfeaturesforaneededitem.

ValueAnalysis−

Thisstageinvolvesanaccesstocostreduction,inwhichelementsarestudied

carefullytoselectiftheycanberedesigned,standardizedormadebylesscostly

methodsofproduction.

SupplierSearch−

Atthisstageofthebusinessbuyingprocess,theconsumertriestofindthebest

sellers.

ProposalSolicitation−

Inthisstageofthebusinessbuyingprocess,thebuyerinvitesqualifiedsuppliersor

producerstosubmittheproposalsoroptionstheyhave.

SupplierSelection−

Inthisstageofthebusinessbuyingprocess,thebuyerreviewsplansandchoosesa

supplierorsuppliers.

Order-routineSpecification−

Thisisthestageofthebusinessbuyingprocessinwhichthebuyerwritesthefinal

orderwiththeselectedsupplier(s),enlistingthetechnicalspecifications,quantity

required,expectedtimeofdelivery,returnpolicies,manufacturingdateand

warranties.



PerformanceReview−

Inthisstageofthebusinessbuyingprocess,thebuyerrateshissatisfactionwith

suppliers,decidingwhethertocontinue,developordropthem.

MARKETSEGMENTATION

Marketsegmentationcanbedefinedasthesubdivisionofthemarketinto

compatiblesubsectionsofcustomerswhereanysubsectionmaybeselectedasa

markettargettobereachedwithauniquemarketingmix.

ObjectivesofMarketingSegmentation

 Tolabelpotentialcustomers

 Toavailadditionalprivilegesfortheircustomers

 Toacknowledgetheconvenientplacetopurchase

 Topayadditionalbenefitswillingly

 Topayproperattentiontosomeprecisearea

 Toensureproperdatabasemarketingusage

 Toacknowledgerealcompetitioninthemarket

 Toenhanceproductivity

LevelsofMarketSegmentation

 Segmentmarketing

 Individualmarketing

 Nichemarketing

 Localmarketing



SegmentMarketing

Insegmentmarketing,wedividetheentiremarketingintoabunchofcustomers

withrespecttosomecommoncharacteristics.Thatcommoncharacteristicsmay

betaste,preference,choiceetc.Segmentingthismarketisaverycomplexprocess

astherearenocriteriafortheaboveattributes.

IndividualMarketing

Inthiscase,thecustomersaretargetedindividuallybye-mail,SMS,callsetc.

However,inordertomakethismarketingsuccessful,wehavetoreducethedegree

ofheterogeneity.

NicheMarketing

Inthistypeofsegmentation,thesmallmarketsaretargetedtakinginto

considerationcustomertaste,preference,incomeandpurchasingpower.

LocalMarketing

Inthistypeofsegmentation,generallythelocalmarketsaretargeted.Marketing

segmentaredetermineddependingonthetargetedconsumergroupsforparticular

products.

stepsinmarketsegmentation−

IdentifytheTargetMarket

Identifyingthetargetmarketmeanschoosingthegroupofaudiencewhocouldbea

potentialcustomerfortheproduct.Byidentifyingthetargetgroup,themarketing

strategiescanbepreparedandproductscanbeshaped.

IdentifyExpectationsofTargetAudience

Expectationsofdifferentaudiencevaryaspertheirrequirementfrom theproduct.

Thedemandandrequirementofthetargetconsumerchangesandthecompany

shouldkeepatrackofitandchangeitsstrategyasneeded.Forexample,Instant

noodlesaredesignedforconsumerswhodon’thavemuchtimetocook.

CreateSubgroups

Creationofsubgroupspecifiesthegroupitistargetedatandconsumersfrom that

groupcaneasilyrelatetotheproduct.Thisgivestheproductanedgeinmarketover

otherproducts.Forexample,Facewashhascreatedsubgroupssuchasmenand



womenandadvertisementsaremadeaccordingly.

ReviewtheNeedsoftheTargetAudience

It’simportanttoreviewtheneedsofthetargetaudienceforupgradingtheproduct

orshapingtheproductaspertherequirementoftheaudience.Consumers’

demandschangefrom timetotimeandtheproducthastoadaptasperthechanges

indemand.

NameYourMarketSegment

Segmentsshouldbegivenanappropriatenamesothattheproductsinthat

segmentcanbeeasilyidentified.

MarketingStrategies

Marketingstrategiesaremeanttopromoteandadvertisetheproduct.Theychange

asperthesegment.Advertisementsshouldbeforthetargetaudiencesothatthere

isalinkbetweentheproductandtheconsumer.

ReviewtheBehavior

Thereviewoftargetconsumergivesaninsightintotheproduct.Demandsvary

differentlyataparticulartimeoftheyearandperceptionofproductchanges.By

takingreviewofthesebehaviors,marketingcanbeplannedaccordingly.

SizeoftheTargetMarket

It’simportanttoacquireinformationaboutthemarketsizeandhaverelevantdata

forsalesplanningandforecasting.Thesestepshavetobeconsideredfor

segmentationofmarketingandtargetingtheproductatthepotentialcustomer.

UNIT-3

MARKETINGDEVELOPMENTSTRETAGIES

Marketdevelopmentisagrowthstrategythatidentifiesanddevelopsnewmarketsegmentsfor

currentproducts.Amarketdevelopmentstrategytargetsnon-buyingcustomersincurrently

targetedsegments.

Hereareafewpopularmarketdevelopmentstrategies:



Geographicexpansion -
Onewaytoreachanewaudiencewithyourproductisbygeographicexpansion.Forexample,If

you’recurrentlyonlytargetingUScustomers,researchwhatitmighttakeforyourcompanyto

expandyouraudienceonagloballevel.Or,ifyou’recurrentlyonlyservingtechcompaniesinNew

YorkCity,researchwhetherornotitwouldmakesensetotargetSanFranciscotechcompaniesas

well.

Upsellingtoexistingcustomers -
Ifall,orsome,ofyourcurrentcustomerbase,couldbenefitfrom yournewproductoffering,

considerusingyourrelationshipwiththem asagatewaytointroducingyournewsolution.

Attractingnon-users -
Alongwith(orseparatefrom)upsellingtocurrentcustomersorclients,youcanalsodevelopa

plantotargetnon-usersofyourproduct.Thiscanbeachievedthroughavarietyofmethods,

includingofferingfreetrials,coldoutreach,advertising,etc.

Attractingcompetitors’customers -
Whoelseismakingaproductlikeyours?Andhowcanyouconvince their customerstomigrateto

you?Maybeyoucanadjustyourpricing,offerincentivesordiscounts,uselookalikeaudiencesin

advertising,ordeliverasuperior 

NEW PRODUCTDEVELOPMENTPROCESS

Ifacompanyneedstolaunchanewproductinthemarket,thereisadifferentdevelopment

processtobeconsidered.Thefollowingarethefactorscontributingtonewproductdevelopment

−

Demandinmarket

Acceptanceofaproductinthemarket

Acceptanceofcompanystrategyinmarket

Economicviabilityoftheproduct

Changingtheproductasperconsumerpreference

Adaptingaspertechnologicaldevelopment

ConsiderationofGovernmentPolicy



Thedevelopmentprocesshastoconsiderthesedifferentperspectivesforproductdevelopment

andhastoadaptasperthemarketdemand.

StagesofNewProductDevelopment

Stage1 −Generationofnewproductideas

Stage2 −Screeningandevaluationofideas

Stage3 −Developmentandtestingofconcept

Stage4 −Developmentofadvertisementandpromotionstrategies

Stage5 −Analysisofbusiness

Stage6 −Developmentofproduct

Stage7 −Testingproductinmarket

Stage8 −Commercializationoftheproduct

Developmentofanewproductfollowsalongprocess,from thegenerationofanideatothe

commercializationoftheproductinthemarket.

PRODUCTLIFECYCLE

Productlifecycleisthetimelineofdemandfortheproductfrom itsinitialstageofintroduction.Let

usnowdiscussthevariousstagesofaproduct,startingfrom itsinnovationtoitsdeclinestage.

StagesofProductCycle

Productlifecyclecanbedefinedasthelifecycleoftheproduct.Itmeansthevariousstagesa

productseesinitscompletelifespan.Productlifecyclecomprisesofthefollowingfourstages−



 Introductionorinnovation

 Growth

 Maturity

 Decline

Letusstartbydescribingthefirststagewehaveintheproductlifecycle,thatis,theintroduction

stage.

IntroductionStage
Theproductisintroducedinthemarketinthisstage;itistheinitialstageoftheproduct.

 Salesoftheproductarelowinthisstagebecausetheremaynotbeaneedoftheproductin

themarket.

 Theproductmayundergobrandtrouble.

 Inthisstage,thereisverylittleornoprofit.

 Thedemandfortheproductiscreatedanddevelopedinthisstage.

Afterthisinitialstage,thenextstageoftheproductisthegrowthstage.

GrowthStage
Inthisstage,thedemandsandmarketshareincreasesaswellascompetitionemergesinthe

market.

 Generally,thepriceremainsconstantinthisstage.

 Marketingandpromotionalexpensesincrease.

 Thereisrapidincreaseinsales.

 Themanufacturingcostdecreasessothereisincreaseinprofitmargin.

 Itpenetratesothermarketsegment.

 Inthegrowthstage,thereisaboom inthedemandoftheproductandtheprofitincreases

substantially.



MaturityStage
Thepriceoftheproductiscomparativelylow,buttheadvertisementandpromotioncostincreases

inthisstage.

 Thisstageremainsforacomparativelylongerduration.

 Inthisstage,thereishighcompetition.

 Profitisdecreased.

 Salesgrowthcanbedividedintothefollowingthreecategoriesinthematuritystage−

 Growth

 Stability

 Decay

Ingrowth,thereisanincreaseinthedemandoftheproduct.Instability,thedemandofthe

productremainsconstant.Indecay,thereisaslightdecreaseinthedemand.

DeclineStage
 Thereisadecreaseinsalesinthisstage.Demandofproductalsodecreases.

 Thereisdecreaseinthepriceoftheproduct.

 Marginsarelowered.

 Thereisintroductionofnewproductinmarket.

 Newstrategiesareimplemented.

Thisisthefinalstageoftheproduct.Thereisadecreaseindemandandsalesoftheproduct.

PACKAGING

Packagingisamethodusedtoprotecttheproductfrom externalfactorsduringtransportationorstorage.

Dependingofthenatureofproduct,thepackagingcandiffer.

Packaging
Atthesametime,packagingcreatesafirstimpressionontheconsumersoitshouldbedesigned

accordingly.



CharacteristicsofPackaging
Thecharacteristicsordifferentfeaturesofpackagingcanbelistedasfollows−

Attractivepackaging

Identityofproduct

Development

Sustainabilityofproduct

Looksgenuine

Revealsimageofbrand

Packaginggivesanoverviewoftheproductsothesecharacteristicsshouldbeconsideredduringthe

designofpackaging.

AIDASFormula

AIDAStheoryisaverypopularmarketingtechnique.Itstatesthataconsumergoesssthroughthefollowing

fivestagesbeforeshowingsatisfactionforaproduct.

A−Attention

I−Interest

D−Desire

A−Action

S−Satisfaction

Thesestagesaretobeevaluatedandkeptinperspectiveduringthepackagingdesignoftheproduct.

PackagingStrategies
Thedesignofpackagingcanprovideanadvantageinthemarketoversimilarcategoryproduct.The

followingarethedifferentstrategiesforeffectivepackaging−

 Packagingofproductline

 Multiplepackaging

 Changingthepackage



Properexecutionofpackagingstrategiescanincreasetheattractivenessanddurabilityoftheproduct.

Labeling
Labelingistheprocessofmarkinganidentityontheproduct.Theinformationusedforlabelingcontains

thefollowingdetails−

 Nameandaddressofthemanufacturer

 Nameandaddressofthedistributer

 Maximum RetailPrice(MRP)oftheproduct

 Manufacturingdateoftheproduct

 Themethodusedtomanufacture

 Ingredientsused

 Precautiondetails

 Quantity

 Expirydate

Theinformationprovidedinlabelingisimportantbecauseofvariousreasonsliketracingtheoriginofthe

product,genuinityofproduct,etc.

ProductMix
Productmixreferstoalltheproductsofferedbyaparticularcompany.Asanexample,RelianceIndustries

hasproductslikecellularservice,power,entertainment,etc.Hence,astrategyshouldbeplannedsuchthat

theuniquenessoftheproductcanbeestablished.

PositioningtheProduct
Itincludespositioninginrelationtocompetition,positioningwithattributes,andpositioninginrelationto

priceandqualityofotherproductsinthesegment.Theproducthastobepositionedasperthesefactorsin

theirrespectivesectors.

ProductMixExpansion
ItincludesProductdepthandproductline.Thesearethedimensionoftheproductmix.Itdependsonthe

numberofproductsmanufacturedbyacompany.

PlannedObsolescence
Plannedobsolescenceisastrategytocreatespaceforanewproductwiththehelpofadvertisements

showinganexistingproducttobeoutofdateorfashion.Thisstrategyisthereforeconsidered



controversial.However,itcreatesavoid,whichcanbefilledwithanewproductsatisfyingthethirstof

newness.

Plannedobsolescenceisofthefollowingtwotypes−

 Technologicalobsolescence

 Styleobsolescence

Thesestrategiesareusedtocreateavoidforanewerproduct

PRODUCTLINEANDDECISIONS
Aproductlineisagroupofproductsthatarecloselyrelatedbecausetheyfunctionsimilarly,aresoldtothe

samecustomergroups,aremarketedthroughthesametypesofoutlets,orfallwithingivenpriceranges.

Typesofproductlinedecisionsare;

 ProductLineExpansionorFilling(Width,Depth,Dual).

 ProductLineReposition(ProductModification,ProductTrading).

 ProductLineContraction(Harvest,Continuation,Concentration).

1.ProductLineExpansion

Themarketingexecutivewouldconsidertheopportunitiesforproductlineexpansiononceaproducthas

achievedmarketsuccess,addingrelatedproductstothelinetoincreasethetargetmarket.Aproductline

canbeexpandedlengthenedbyaddingmoreitemswithinitspresentrange.Reasonsforfillingproduct.

linesare;

 earninganextraprofit,

 satisfyingintermediaries,

 utilizingexcesscapacity,

 emergingastheleadingfull-linecompany,and

 capturingpartsofthemarketthatwouldotherwisebelosttothecompetitors.

Thus,Sonyaddedsolar-poweredandwaterproofwalkmansinitswalkmanline.

However,productlinefillingisunjustifiedifitresultsinthedisappearanceofoneormoreexistingitems

andcustomerconfusion.Itshouldbeensuredthatnewitemsareeasilydistinguishablefrom theexisting

ones.



ProductLineExpansionMethods

 Theexpansionoftheproductistypicallyimplementedbyaddinggreaterwidthordepthtotheline.

Theintentistoexpandthetargetmarket.

 An exampleofaddingwidth mightbedrugchainssellingmotoroilandothernon-drugitems.

 Increasingthedepthoftheproduct addsmorevariationstotheoriginalproduct–differentsizes,

colors,styles,qualities,etc.

 Theintentistoappealtopresentnonbuyersbyofferingsomethingforeverybody.Thestrengths

andweaknessesofdepthextensionarenearlytheoppositeofthoseforwidthextension.

 Extendingdepthmaintainsgreaterconsistencywithinthemix,butitincreasestherisksby

concentratingitsofferingsinonemarket.

 Theothermethodofincreasingthelineextensionisthe combinationofbothwidthanddepth

extensionknownasdualextension.

 Thisstrategyusestheadvantagesofbothapproacheswhilenullifyingsomeoftheotherindividual

weaknesses.Itrequiressufficientfundstosupporttheextensivemarketeffortsnecessarytomake

allofitsproductssuccessful.

2.ProductLineReposition

Productrepositioningisastrategythatchangesthetargetmarketforagivenproduct.Thecritical

differencebetweenproductextensionandrepositioningisthatwithrepositioning,nonewproductsare

necessarilyaddedtotheline.

 Herethemarketingexecutiveplacestheproductintoanothermarketsegment.

 Threemainreasonsarethereforadoptingarepositioningstrategy.

 First,iftheproductwasincorrectlypositionedinitially,themarketingexecutivecouldmodifythe

producttofittheexistingmarketorfindanewmarket.

 Second,theoriginalmarketsegmentmaynotshowmuchfuturegrowthpotentialorbeasviableas

initiallyexpected.Changesinconsumerdemography,buyingpatternsandpreferences,andmore

intensecompetitionwithinthesegmentcanreducetheattractivenessofanytargetmarket.

 Adby Valueimpression

3.ProductLineContraction



Thethirdreasonforrepositioningoccurswhentheproducthasachievedallitcanintheoriginalmarket

segment.

 Majorproductlinedecisionsshowthetwomajordecisionsamarketingexecutivemustmaketo

repositionaproduct:

 ProductModification(ModernizationofProduct): Shouldtherebeanymodificationinthetangible

product?

 ProductLineStretching(ProductTradingUp,Down,orAcross): Shouldtheproductbetradedup,

tradeddown,ortradedacross?

 Letuslookateachoftheabovetwointurn:

 ProductModification:ModernizationofProduct

 Althoughacompany’sproductlinelengthmayseem tobeadequate,itmayrequiremodernization.

Forexample,acompany’stoiletrieslinedevelopedinthe1980smaybelostouttobetterpackaged

competitors’lines.

PRODUCTMIX

Productmix,alsoknownasproductassortmentorproductportfolio,referstothecompletesetofproducts

and/orservicesofferedbyafirm.Aproductmixconsistsofproductlines,whichareassociateditemsthat

consumerstendtousetogetherorthinkofassimilarproductsorservices.

DimensionsofaProductMix

1.Width
Width,alsoknownasbreadth,referstothenumberofproductlinesofferedbyacompany.Forexample,

Kellogg’sproductlinesconsistof:(1)Ready-to-eatcereal,(2)Pastriesandbreakfastsnacks,(3)Crackers

andcookies,and(4)Frozen/Organic/Naturalgoods.

2Length
Lengthreferstothetotalnumberofproductsinafirm’sproductmix.Forexample,consideracarcompany

withtwocarproductlines(3-seriesand5-series).Withineachproductlineseriesarethreetypesofcars.In

thisexample,theproductlengthofthecompanywouldbesix.

3Depth
Depthreferstothenumberofvariationswithinaproductline.Forexample,continuingwiththecar

companyexampleabove,a3-seriesproductlinemayofferseveralvariationssuchascoupe,sedan,truck,

andconvertible.Insuchacase,thedepthofthe3-seriesproductlinewouldbefour.



4Consistency
Consistencyreferstohowcloselyrelatedproductlinesaretoeachother.Itisinreferencetotheiruse,

production,anddistributionchannels.Theconsistencyofaproductmixisadvantageousforfirms

attemptingtopositionthemselvesasanicheproducerordistributor.Inaddition,consistencyaidswith

ensuringafirm’sbrandimageissynonymouswiththeproductorserviceitself.

PRODUCTDIFFERENTIATION
Productdifferentiationservesasacatalystinaconsumer’spurchasedecision-makingprocess.It

basicallysetsoneproductapartfrom therestandservesasthedecidingfactorinpurchase

decisions.

BreakingDownProductDifferentiation

Theproductdifferentiationprocessmaybeassimpleasredesigningofpackagingtointroducinga

brandnewfunctionalfeatureinaproduct.Thedifferentfactorsthroughwhichtheprocessis

implementedinclude:

1.Pricedifferentiation
Productsinthemarketaredifferentiatedsolelyonthepricefactor.Thisestablishesaprice

hierarchyforaparticularproductfrom lowertohighercosts.

2.Non-pricedifferentiation
Products,inthiscase,aredifferentiatedbyform,shape,feature,function,color,customization,

durability,quality,services,etc

TypesofProductDifferentiation

1.VerticalDifferentiation
Verticaldifferentiationfocusesondifferentiationinaproductbasedonquality.Inanymarket,a

qualityhierarchyexistsforaparticulartypeofproductthatranksproductsofonekindfrom a

positionoflowqualitytothehighestqualityproduct.

2.HorizontalDifferentiation
Horizontaldifferentiationiswhenproductsaredifferentiatedaccordingtoaspecificfeature.The

differentiationcanbeaboutcolors,packaging,shapes,flavors,etc.



BRANDMANAGEMENT
Brandmanagementisanartofcreatingabrandandmaintainingit.Itisnothingbutdevelopinga

promisetotheconsumer,materializingthatpromise,andmaintainingthesameforaproduct,a

groupofproducts,orservices.

Brandmanagementhelpstomanagethetangibleandintangiblecharacteristicsofabrand.A

competentBrandManagementincludesbuildingbrandidentity,launchingthebrand,and

maintainingthebrandpositioninthemarket.Brandmanagementbuildsandmaintainsthe

corporateimageofabusiness.

Therearesevencontributingelementsofbrandessence−

Authenticity−Ifthebrandmakesapromiseandfailstokeep,thenitisrejected.The

consumersexpectthesellerstobegenuineandtruthful.

Consistency−Theessenceofabrandislostifitisnotconsistentinprovidingwhatit

promisedtotheconsumer.Also,abrandshoulduseitslogoconsistentlyovertime.

Durability−Thebrandessenceremainssameovertime.Evenifpackagingandlogos

change,theessencedoesnotchange.

Experience−Itistheconsumersexperiencewiththebrand.

Uniqueness−Itishowdifferentabrandisfrom itscompetitors.

Relevance−Itistherelevanceofabrandtotheconsumer.

Singlemindedness−Itisstickingtoonlyonethingaboutthebrandwhichkeepsthe

brandfocused.

PRICINGSTRETAGIESANDPROGRAMS
Pricingistheprocessofdeterminingwhatacompanywillreceiveinexchangeforitsproductorservice.A

businesscanuseavarietyofpricingstrategieswhensellingaproductorservice.

1.CostPlusPricing

2.BelowCostPricing

3.Competition-OrientedPricing

4.FollowtheLeaderPricing



5.PenetrationPricing

6.SkimmingtheCream Pricing

7.DiscriminatingPricing

8.Loss-LeaderPricingandOthers.

1. CostPlusPricing:

Itisthemostcommonmethodofpricingfollowedbymanufacturers,wholesalersand

retailers.Underit,managementworksoutthecostofgoodsmanufacturedorpurchasedforresale

andaddsapercentageofprofitstoit–todeterminethesellingprice.

2. BelowCostPricing:
Itissometimesdesirabletosellthegoodsatapricelessthanthecost.Thismethodisusedtosell

perishablegoodstosavethefirm from excessivelossesduetodeteriorationinqualitywiththepassageof

time.Thismethodisalsousedtosellgoodswhichmaybecomeobsoleteduetochangesinfashion.The

philosophybehindthismethodofpricingisthatsaleatanypriceisbetterthannosaleatall.

3. Competition-OrientedPricing:

Themarketishighlycompetitive,andAssuch,undercompetition-orientedpricingstrategy,same

priceisfixedbyallcompetitiveproducers.Forexample,Coca-ColaandPepsi,manufacturersfight

eachothereverywhereinIndiaorabroad,chargingthesamepricefortheirproduct.

4. FollowtheLeaderPricing:
Underthispolicy,onefirm i.e.thepriceleaderwithdominantmarketsharesetstheprice;andotherfirmsin

theindustryfollowthatprice.Followersmatchpricecutsorpricerises,asinitiatedbytheleader.Some

firms,however,maymatchpricecutsbutnotpricerisesinitiatedbytheleader;whenrecessionary

conditionsprevailinthemarket.

5. PenetrationPricing:

Asperthisstrategy,amanufacturersetsalowpriceforhisproduct;soastopenetrateintoanew

marketforpopularizinghisproduct;andcapturealargemarketshareoveraperiodoftime,by

establishinggoodwillas‘low-priceseller’.

6. SkimmingtheCream Pricing:

Thispricingstrategyinjustoppositetopenetrationpricing.Underthisstrategy,amanufacturer

setsaveryhighinitialpriceforhisproduct;assotomakemaximum profits.

7. DiscriminatingPricing:

Pricediscriminationispossiblewhencustomersareseparatedfrom eachother,onthebasisof

their(market)location.Forexample,suchkindofpricediscriminationisfoundincaseofseating



incinemahalls,inairlineservicesetc.

8. Loss-LeaderPricing:

Thispricingstrategyisfavoriteamongretailers.Theysharplycutpricesononeorfewpopular

items(evenbelowitscost)toattractcustomers.Theitemsonwhichpricesarecutarecalledloss

leaders.

SETTINGPRICEOFAPRODUCT

Afirm mustsetapriceforthefirsttimewhenitdevelopsanew product,whenitintroducesitsregular

productintoanewdistribution channelorgeographicalarea,andwhenitentersbidson newcontractwork.

Whensettingthepriceofanewproduct,marketersmustconsiderthecompetition’sprices,estimated

consumerdemand,costs,andexpenses,aswellasthefirm’spricingobjectivesandstrategies.

Herearethestepsonhowtosetapriceproducts:

6EssentialStepsInSettingPriceForAProduct

Step1:SelectingthePricingObjective

Thecompanyfirstdecideswhereitwantstopositionitsmarketoffering.Theclearerafirm’sobjectives, theeasierit

istosetprice.Fivemajorobjectivesare:

 Survival

 Maximum currentprofit

 Maximum marketshare

 Maximum marketskimming

 Product-qualityleadership

 Step2:DeterminingDemand
Eachpricewillleadtoadifferentlevelofdemandandhaveadifferentimpactonacompany’s

marketing objectives. Thenormallyinverserelationshipbetweenpriceanddemandiscapturedina

demand curve.Thehighertheprice,thelowerthedemand.



 Surveys

 Priceexperiments

 Statisticalanalysis

Step3:EstimatingCosts
Fordeterminationthepriceofproductcompanyshouldestimatethecostofproduct.

VariableandFixedCost:
Pricemustcovervariable&fixedcostsandasproductionincreasescostsmaydecrease.Thefirm gains

experience,obtainsrawmaterialsatlowerprices,etc.,socostsshouldbeestimatedatdifferentproduction

levels.

DifferentialCostinDifferentialMarket:
Firmsmustalsoanalyzeactivity-basedcostaccounting(ABC)insteadofstandardcostaccounting.ABC

takesintoaccountthecostsofservingdifferentretailersastheneedsofdifferfrom retailertoretailer.

TargetCosting:
Alsothefirm mayattemptTargetCosting(TG).TGiswhenafirm estimatesanewproduct’sdesired

functions&determinesthepricethatitcouldbesoldat.From thispricethedesiredprofitmarginis

calculated.Nowthefirm knowshowmuchitcanspendonproductionwhetheritbeengineering,design,or

salesbutthecostsnowhaveatargetrange.Thegoalistogetthecostsintothetargetrange.

Step4:AnalyzingCompetitors’Costs,Prices, andOffers
Thefirm shouldbenchmarkitspriceagainstcompetitors,learnaboutthequalityofcompetitorsoffering,&

learnaboutcompetitor’scosts.

Step5:SelectingaPricingMethod
 Variouspricingmethodsareavailabletogivevariousalternativesforpricing.

 MarkupPricing: a20%markup

 TargetReturnPricing: thisisbasedonROI

 Perceived-ValuePricing: buyersperceptionoftheproductiskey,notcostsowhatistheproduct

worthtoconsumersetstheprice.

 ValuePricing: moreforlessphilosophy

 GoingRatePricing: chargewhateveryoneelseis

 Auction-TypePricing: companiesbidpricestogetajob



Step6:SelectingtheFinalPrice
Pricingmethodsnarrowtherangefrom whichthecompanymustselectitsfinalprice.Inselectingthat price,the

companymustconsideradditionalfactors.

 Impactofothermarketingactivities

 Companypricingpolicies

 Gain-and-risk-sharingpricing

 Impactofpriceonotherparties

ADAPTINGTHEPRICE
Companiesadaptthepricetovaryingconditionsinthemarketplace.Therearethefollowingpriceadaption

strategies:

Geographicalpricing
wherethecompanydecideshowtopricetodistantcustomers.

Pricediscountsandallowance
wherethecompanyestablishescashdiscounts,quantitydiscounts,functionaldiscounts,seasonal

discounts,andallowances.

Promotionalpricing
wherethecompanydecidesonloss-leaderpricing,special-eventpricing,cashpricing,low-interestfinancing,

andpsychologicaldiscounting.

Discriminatorypricing
wherethecompanyestablishesdifferentpricesfordifferentcustomersegments,productforms,brand

images,places,andtimes.

Product-mixpricing
wherecompanydecidesonthepricezonesforseveralproductsinaproductlineandonthepricingof

optionalfeatures,captiveproducts,byproducts,andproductbundles.

INITIATINGRESPONDTOPRICECHANGES
Internalorexternalforcesoftenleadanorganizationtochangeitsprices.Pricechangesareofteninitiatedbytheorganization.The

organizationalsohastodesignitsstrategytodealwithpricechangesinitiatedbycompetitors.

INITIATINGPRICECHANGES
Anorganizationmayinitiatepricechangestodealwithnewforcesarisingwithintheorganizationorthemarket.Thepricechange

mayoccuratbothdirections:increasingpriceorloweringprices.



(i)IncreasingPrice
Increasingpriceofaproductisanattractivepropositionforeverybusinessorganization,sinceasmallincreaseinthepriceresults

inhugeincreaseintherevenueandprofits.Ifanorganizationfeelsthatthesalesvolumewillnotbeaffectedbyasmallprice

increase,itmayalwaysbetemptedtoincreasetheprice.

(ii)LoweringPrice
Severalsituationsleadanorganizationtoreducethepriceofitsproducts.Organizationswithexcesscapacitytryforextrasalesin

ordertoachievehighercapacityutilizationrates.Insuchasituation,itmayfindloweringpricethemosteasymethodofachieving

highersalesvolume.

 Loweringpriceisveryriskystrategy.Itusuallyinvitessharpreactionsfrom competitorsandoftenresultsintoapricewar.

Carelesspricescutsmayleadanorganizationintothefollowingtraps:

 Lowqualitytrap:Anorganizationinitiatingpricecutsmayfallinalowqualitytrapwhenconsumersassociatethenewlow

pricestoapoorerqualityproduct.

 Fragilemarkettrap:Itmayfallintoafragilemarkettrapwhenpricesensitiveconsumerswaitforfurtherpricecutsor

searchforcheaperproducts.

 Shallowpockettrap:Itmayfallintotheshallowpockettrapiffinanciallystrongorganizationsreactbyhugepricecutsto

counterthepricecutsinitiatedbyaweakorganization.

RESPONDINGTOPRICECHANGES
Anorganizationfacesastrategicdecisionsituationwhencompetitorsinitiatepricechanges.Respondingtothepricechange,

particularlyinthecaseofpricecutsisadifficultquestion.Theorganizationhastoconsidertheobjectiveandtimeframeofthe

pricechange.Thefollowingcluesareimportantinrespondingtopricechanges:

 Ifthepricecuthasbeeninitiatedinordertouseexcesscapacityortocoverrisingcosts,itdoesnotwarrantanyresponse.

 Ifthepricechangeistemporaryorshortterm,initiatedtoclearoldstocks,thereisnoneedforresponse.

 Iftheobjectiveistodominatethemarketandthepricechangeislongterm,theorganizationhastorespondquicklyand

effectively.

 Theorganizationshouldalsoevaluatetheconsequencesofnonresponsetothepricechange.

 Ifthepricechangedoesnotseriouslyaffectitcurrentsalesandmarketshare,thereisnoneedforresponse.

 Beforeshowinganyresponse,itshouldcarefullywatchhowothercompetitorsreacttothepricechange.

Ifthepricecutisexpectedtoseriouslyhurtthemarketshareandprofitsituation,theleaderorganizationmaytakeoneormoreof

thestrategicoptions:

Option1:Increasecustomersperceivedvalueoftheproductbyincreasingpromotionallevel.

Option2:Increasethepricecomplementedbyanimprovementinqualityandfeaturesoftheproduct.Thisrequiresare-

positioningstrategytoestablishthebrandatahigherpriceposition.

Option3:Addanewlowerpricebrandtothecurrentproductlineandpositionitdirectlywiththeattacker’sbrand.Thistrading

downstrategyhelpstheorganizationtomaintainhighqualityimagefortheoldbrand.

Option4:Asalastoption,reducethepricetooffsetthenegativeeffectsofthepriceattack.



DesigningandManagingValueNetworksand

MarketingChannels

Anormalwayoffunctioningforacompanyistoprocurerawmaterials,useitsexpertisein

creatingtheproductandthendistributetothecustomer.Companieshavetoconvertthissupply

chainintoavaluenetworkastodevelopandmaintainpartnershipwithdifferentstakeholders.

ValueNetworkandMarketingChannel

Anetworkwhichcreatespartnershipandvalueinpurchase,productionandsellingofproductsis

referredtoasvaluenetwork.Valuenetworklooksatthewholesupplychainsystem playersas

partnersratherthancustomers.

MarketingChannels

Corecompetencyforacompanyliesindevelopingaproductwhichsatisfiesaparticularneedof

themarket.Acompanyifitdecidestosellaproductonitsownthanitisdivertingfrom mainline

businessresultinginoperationaldifficulties.Marketingchannelisearsandeyesofcompaniesin

themarke

MarketingChannelDesign,Management,EvaluationandModification

Indesigningmarketingchannelcompaniesanalyzecustomerneedsandpreferenceforagiven

product.Furthermarketingchannelshouldfallinlinewithoverallobjectivesofthecompanyin

costanddesiredoutputlevel.Companiesthenneedtoexplorevariousmarketingchannelslike

directmarketing,tele-marketing,directmail,etc.tofindtherightfittoreachthecustomer.

NewTrendsinMarketingChannels

Companiesarelookingforwardtoinnovatingbusinessfunctioningastostanduptothe

competitionandchangingmarketscenario.Thishasseenrisedifferenttypesofmarketing

channel.Inaverticalmarketingchannel,thetraditionalproducer-wholesaler-retailerbecomesone

functionalunit.

ConflictManagementinMarketingChannels

Inverticalchannelconflictsarebetweenmembersofsamechannel.Inhorizontalchannel

conflictsarebetweensimilarserviceprovidersinadifferentchannel.Inmulti-channelconflict

arisewhenadifferentchannelservesthesamemarket.Thefirststepinconflictresolutionisto

identifythecausefortheconflict.Nextstepistomanagetheconflict.



CHANNELSOFDISTRIBUTION

Adistributionchannelistheroutethroughwhichgoodsorservicesmovefrom thecompanytothe

customerorthetransferofpaymenthappensfrom thecustomertothecompany.

Distributionchannelscanmeansellingofproductsdirectlyorsellingthroughwholesalers,retailers

etc.Thesameappliesforpaymenttransferfrom customerstocompany;itcanmovethrougha

pathorcanbesentdirectlytothecompany.

FunctionsofDistributionChannels

 Distributionchannelsbasicallyfunctiontodelivergoodsfrom themanufacturertothe

customer.

 Thefollowingarethefunctionsofdistributionchannels−

 Facilitatesellingbybeingphysicallyclosetocustomers

 Gatherinformationaboutpotentialandcurrentcustomercompetitions,otherfactorsand

forcesoftheenvironment

 Providedistributionalefficiencybybridgingthegapbetweenthemanufacturerandtheuser

efficientlyandeconomically

 Assembleproductsintoassortmentstomeetbuyers’needs

 Matchsegmentsofsupplywithsegmentsofdemand

 Assistinsalespromotion

 Assistinintroducingnewproducts

 Assistinimplementingthepricemechanism

 Assistindevelopingsalesforecast

 Providemarketintelligenceandfeedback

 Maintainrecords

 Takecareofliaisonrequirements

 Standardizetransaction

ObjectivesofDistributionChannels



Objectivesofadistributionchannelareplannedasperthetargetoftheenterpriseandexecuted

respectively.Thefollowingarethevariousobjectivesbehindtheplanningofdistributionchannels

−

 Toensureavailabilityofproductsatthepointofsale

 Tobuildchannelmember’sloyalty

 Tostimulatechannelmemberstoputgreatersellingefforts

 Todevelopmanagementefficiencyinchannelorganization

 Toidentifytheorganizationatthelevel

 Tohaveanefficientandeffectivedistributionsystem formakingtheproductsandservices

availablereadily,regularly,equitablyandfresh.

MajorChannelsofDistribution

Hereisalistofsomeofthemajorchannelsofdistribution−

Manufacturer→Consumer

Manufacturer→Retailer→Customer

Manufacturer→Wholesaler→Customer

Manufacturer→Wholesaler→Retailer→Customer

Manufacturer→Agent→Retailer→Customer

Manufacturer→Agent→Wholesaler→Customer

Manufacturer→Agent→Wholesaler→Retailer→Customer

Profitdistributiondecreasesasthechannellengthincreases.

UNIT-5

MARKETINGCOMMUNICATION

marketingcommunicationsarethemeansbywhichfirmsattempttoinform,persuade,andremind

consumers-directlyorindirectly-abouttheproductsandbrandsthattheysell."(Kotlerand

Kellter).

Personalandnonpersonalcommunicationchannelscanbeusedformarketingcommunications.



Withinbothofthem therearemanysubchannels.Themarketingcommunicationsmixisnow
thoughtofasconsistingsixmajormodesortypesofcommunicationalternatives.

1.Advertising

2.Salespromotion

3.Eventsandexperiences

4.Publicrelationsandpublicity

5.Directmarketing

6.Personalselling

ADVERTISING

AdvertisingandMarketingCommunicationsisanartandtechniqueofdevelopingand

communicatingmessagestopromotetheproducts/services/ideas.Itiscreative,demanding,

rewarding,exciting,andalsochallenging.

,isderivedfrom theLatinword“Advertere”whichliterallymeans“toturnthemindsof…

towards…”.Advertisementpromotesandsupplementssellingofproducts,services,andideastoa

greatextent.Themostinterestingpartofanadvertisementis–itcarriesfactualinformationwith

fascinatingemotionalappeal.Hence,withoutaproperadvertisementnobusinesscanprosper.

ObjectivesofAdvertisements

Thefundamentalideabehindadvertisementistoincreasethebusinessbysellinggoods/services.

Besides,therearemanyotherobjectivesofadvertisement,significantofthem are−

 Topromotenewlylaunchedproductsamongthepotentialcustomers.

 Topromotepersonalsellingprogram.

 Tocreateawarenessamongmaximum peopleaboutyourbusinessinashortperiodof

time.

 Toenternationaloreveninternationalmarketandmotivatenewgroupofcustomers.

 Toenhancethegoodwillandbuildcredibilityamongthecustomersbypromisingtoprovide

betterqualityofproductsandservices.

Salespromotion

Salespromotionisoneoftheelementsofthepromotionalmix.Theprimaryelementsinthe

promotionalmixareadvertising,personalselling,directmarketingandpublicity/publicrelations.

Salespromotionusesbothmediaandnon-mediamarketingcommunicationsforapre-determined,



limitedtimetoincreaseconsumerdemand,stimulatemarketdemandorimproveproduct

availability.Examplesincludecontests,coupons,freebies,lossleaders,pointofpurchasedisplays,

premiums,prizes,productsamples,andrebates

Traditionalsalespromotionstechniquesinclude:

 Pricedeal:Atemporaryreductionintheprice,suchas50%off.

 LoyalRewardProgram:Consumerscollectpoints,miles,orcreditsforpurchasesand

redeem them forrewards.

 Cents-offdeal:Offersabrandatalowerprice.Thepricereductionmaybeapercentage

markedonthepackage.

 Price-pack/Bonuspacksdeal:Thepackagingoffersaconsumeracertainpercentagemore

oftheproductforthesameprice(forexample,25percentextra).

 Coupons:Couponshavebecomeastandardmechanism forsalespromotions.

 Lossleader:Thepriceofapopularproductistemporarilyreducedbelowcostinorderto

stimulateotherprofitablesales

 Free-standinginsert(FSI):Acouponbookletisinsertedintothelocalnewspaperfordelivery.

 Checkoutdispensers:Oncheckout,thecustomerisgivenacouponbasedonproducts

purchased.

 Mobilecouponing:Couponsareavailableonamobilephone.Consumersshowtheofferon

amobilephonetoasalespersonforredemption.

 Onlineinteractivepromotiongame:Consumersplayaninteractivegameassociatedwith

thepromotedproduct.

 Rebates:Consumersareofferedamoney-backifthereceiptandbarcodearemailedtothe

producer.

 Contests/sweepstakes/games:Theconsumerisautomaticallyenteredintotheeventby

purchasingtheproduct.

DirectMarketing

Directmarketingisaform ofmarketinginwhichasinglecustomerisapproachedfor

advertisementoftheproduct.

Itattemptstoacquireandretaincustomersbycontactingthem withouttheuseofanintermediary.

Theobjectiveofdirectmarketingistogarneradirectresponse,whichmaytakeoneofthe



followingforms−

 Apurchaseoverthetelephoneorbypost

 Arequestforacatalogueorsalesliterature

 Anagreementtovisitalocation/event(e.g.,anexhibition)

 Participationissomeform ofaction(e.g.,joiningapoliticalparty)

 Arequestforademonstrationofaproduct

 Arequestforasalesperson’svisit

 FormsofDirectMarketing

Thefollowingarethedifferentformsofdirectmarketing−

 Cataloguemarketing

 Directmailmarketing

 Telemarketing

 Teleshopping/homeshopping

 Databasemarketing

 Kioskmarketing

DifferencebetweenDirectMarketingandpersonalselling

Themaindifferencebetweendirectmarketingandpersonalsellingisthatdirectingmarketingis

theactionofsellingproductsorservicesdirectlytothepublic,ratherthanthroughretailers,

whereaspersonalsellingisatypeofsellingwhereasalespersontriestopersuadecustomersto

buyaproduct.

Directmarketingandpersonalsellingaretwomethodsofsellingproductsandservices.Moreover,

inbothmethods,thecompanydirectlyapproachesthecustomerswithoutathirdparty.





EVENTSANDPUBLICRELATIONS

Publicrelationsisastrategiccommunicationsprocessthathelpsbuildandmaintainmutually

beneficialrelationshipsbetweenorganizationsanditspublics.Eventmanagement(whichrequires

detailedlogisticsandappealingaesthetics)isonecomponent,enhancingthepublicrelations

effortsofanorganization.Aneventinitselfisaprojectwhichrequiresprojectmanagementskills.

 Attractattentiontoacompanyandraiseitsvisibilityinacompetitivemarketniche

 Generateinterestinandenthusiasm foracompany'sgoodsandorservices

 Create"buzz"intheform ofnewproductsorservicestrendonsocialmediaorinsocial

circles

 Enhancethecredibilityofacompanyandpolishitsimage

 Defuseacrisisifandwhenitoccurs,minimizingitspotentialdamage

 Theintroductionofanewproductorservice

 Anexecutive'spromotionorretirement

 Theopeningorclosingofamanufacturingplantorretailoutlet

 Theacquisitionorsaleofsubsidiariesornewfirms

 Companysponsorshipentirelyorpartially—ofacharityeventorfundraiser

 Fundingcollegeoruniversityscholarships

 Demonstrationsofnew,complexproducts(forexample,phoneswithnewapplications)

 Freeservicesforseniors,children,veterans,oranyspecialgroupofpeople,tobuildtraffic

andintroducepotentialcustomerstoabusiness

 Contestsrelatedtoaspecificbusiness

 Specialeventstiedtoaspecificbusiness

COMPETITIVEMARKETINGISTRETAGIES

Costleadershipstrategy.

Itsuitslargebusinessesthatcanproduceabigvolumeofproductsatalowcost,andthatiswhy

Walmartimplementedthisstrategy.Itmeansthatcompaniesusingacostleadershipstrategyare

thelowestpricesellersonthemarket.

Differentiationleadershipstrategy

.Thisisakillerstrategythatallowsbrandstostandoutamongcompetitors.Itrequiresidentifying

auniquequalitythatmakesacompanydifferent.Withthisstrategy,businessesbecomesuperior

totheirrivalsonthemarket,whichallowsthem tochargemorefortheirproducts.Starbucksand



Applebelongtobrandsusingthisstrategy.

Costfocusstrategy.

Thisstrategyissimilartothecostleadershipstrategyintermsofprovidingcustomerswiththe

lowestprice.Theonlydifferenceisthatacostfocusstrategyimpliestargetingaspecificmarket

segmentwithitsuniqueneedsandwants.

Differentiationfocusstrategy.

Companiesusingthisstrategyalsofocusonspecificmarketsegments,buttheirdrivingforceis

theuniquevalue.Whilecostfocusstrategymeansprovidingthelowestpriceinasmallniche,

differentiationfocusstrategymeansimprovingtheproductwiththehelpofuniquefeaturesthat

willmakeyourcompanystandoutonthemarket.

EMERGINGTRENDSINMARKETING

Networkmarketingisbasicallyamedium ofmarketingthatmanufacturersuse

toexpandtheirsales.Manufacturersusethem whentheyhavetodealwithseveral

distributorstopushouttheirproducts.Sometimes,thesedistributorsmighthave

sub-distributors.Asaresult,thisleadstoa“network”ofdistributorsthatoperateat

variouslevelsofthedistributionchain.

AmbushMarketing:marketingtechniqueinwhichadvertisersworktoconnecttheirproduct

withaparticulareventinthemindsofpotentialcustomers,withouthavingtopaysponsorship

expenses forthe event.An example ofambush marketing mightinvolve selling music

merchandisejustoutsidethegroundsofaconcertwithouttheconsentorawarenessofthe

concertpromoters,relyingonassociationwiththeconcerntodrivesales.

GURELLAMarketing:Amarketingtacticinwhichacompanyusessurpriseand/orunconventional

interactionsin orderto promote a productorservice.Guerrilla marketing isdifferentthan

traditionalmarketinginthatitoftenreliesonpersonalinteractionandhasasmallerbudget,andit

focusesonsmallergroupsofpromotersthatareresponsibleforgettingthewordoutina

particularlocationratherthanonwide-spreadmediacampaigns.

GREEN MARKETING:Marketing products and services based on environmentalfactors or

awareness.Companiesinvolvedingreenmarketingmakedecisionsrelatingtotheentireprocess

ofthecompany'sproducts,suchasmethodsofprocessing,packaginganddistribution.

Viralmarketingorviraladvertisingisabusinessstrategythatusesexisting

socialnetworkstopromoteaproductmainlyonvarioussocialmediaplatforms.Its

namereferstohowconsumersspreadinformationaboutaproductwithother

people,muchinthesamewaythatavirusspreadsfrom onepersontoanother.[1]It

canbedeliveredbywordofmouth,orenhancedbythenetworkeffectsofthe

Internetandmobilenetworks


