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Unit 1: Introduction: Concepts of Marketing: Product Concept – Selling Concept – Social 

Marketing Concept – Marketing Mix – 4P’s of Marketing – Marketing Environment. 

 

1.1. Marketing Introduction and definitions: 

“Marketing is a social and managerial process by which individuals and groups obtain what they 

need and want through creating, offering and exchanging products of value with others.” 

“Marketing is an exchange process that occurs between two individuals, between an individual 

and organization or between two organizations in order to satisfy their needs and wants.” 

“Marketing is so basic that it cannot be considered as separate function. It is the whole business 

seen from the point of view of its final result, that is, from the customers point of view.”  

Needs, Wants and Demand: 

Needs:  

“Needs are basic human requirements.” 

“A human need is a state of felt deprivation of some basic satisfaction.” 

Types of Needs: 

 Stated Needs (Inexpensive Car) 

 Real Needs (Operating cost not initial Price) 

 Unstated Needs (Expects good Service from Dealer) 

 Delight Needs 

 Secret Needs (Diamonds & Jewellery) 

Wants: wants are desires for specific satisfiers of those deeper needs 

Demands: Demands are wants for specific products that are backed by an ability and willingness 

to buy them.  

1.1.2. Evolution of Marketing: 
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1.2.Concepts of Marketing: 

 Production concept 

 Product concept 

 Selling concept 

 Marketing concept 

 Societal marketing concept 

The Production Concept:  

Companies that use the production concept have the belief that customers primarily want 

products that are affordable and accessible. The production concept is based on the approach that 

a company can increase supply as it decreases its costs. 

Moreover, the production concept highlights that a business can lower costs via mass production. 

A company oriented towards production believes in economies of scale (decreased production 

cost per unit), wherein mass production can decrease cost and maximize profits. As a whole, the 

production concept is oriented towards operations. 

The Product Concept:  

This concept works on an assumption that customers prefer products of 

greater quality and price and availability doesn’t influence their purchase decision. And so 

company develops a product of greater quality which usually turns out to be expensive. 

One of the best modern examples would be IT companies, who are always improving and 

updating their products, to differentiate themselves from the competition. 

Since the main focus of the marketers is the product quality, they often lose or fail to appeal to 

customers whose demands are driven by other factors like price, availability, usability, etc. 

The Selling Concept: 

Production and product concept both focus on production but selling concept focuses on making 

an actual sale of the product. 

Selling concept focuses on making every possible sale of the product, regardless of the quality of 

the product or the need of the customer. The selling concept highlights that customers would buy 

a company’s products only if the company were to sell these products aggressively. 

This philosophy doesn’t include building relations with the customers. This means that repeated 

sales are rare, and customer satisfaction is not great. 

The Marketing Concept: 
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A company that believes in the marketing concept places the consumer at the center of the 

organization. All activities are geared towards the consumer. 

A business, aims to understand the needs and wants of a customer. It executes the marketing 

strategy according to market research beginning from product conception to sales. 

By focusing on the needs and wants of a target market, a company can deliver more value than 

its competitors. The marketing concept emphasizes the “pull” strategy”. This means that  a brand 

is so strong that customers would always prefer your brand to others’. 

The Societal marketing Concept: 

This is a relatively new marketing concept. While the societal marketing concept highlights the 

needs and wants of a target market and the delivery of better value than its competitors, it 

also emphasizes the importance of the well-being of customers and society as a whole (consumer 

welfare or societal welfare). 

The societal marketing concept calls upon marketers to build social and ethical considerations 

into their marketing practices. They must balance and juggle the often conflicting criteria of 

company profits, consumer want satisfaction, and public interest. 

Differences between selling concept and marketing concept: 

 

1.3.Elements of Marketing Mix 

 

Product: Contents in product are 

 Product Variety 

 Quality 

https://dev.oxidian.ch/inbound-marketing/
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 Features 

 Brand Name 

 Packaging 

 Sizes 

 Services 

 Warranties 

 Returns  

Price: Contents in Price are: 

 List Price 

 Discounts 

 Allowances 

 Payment Period 

 Credit Returns  

Promotion: contents in Promotion are 

 Sales Promotion 

 Advertising 

 Sales Force 

 Public Relations 

 Direct Marketing  

Place: Contents in Place are: 

 Channel Coverage 

 Assortment 

 Locations 

 Inventory 

 Transport  

1.4.Marketing Environment 

Marketing environment is categorized in to two types. Internal (task) environment and External 

(Broad) environment. 

Internal environmental factors are controllable by the organization and external environmental 

factors cannot be controlled by the organization.  

Internal factors are termed as micro environmental factors and external factors are termed as 

macro environmental factors. 
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Micro Environment: 

The micro component of the external environment is also known as the task environment. It 

comprises of external forces and factors that are directly related to the business. These 

include suppliers, market intermediaries, customers, partners, competitors and the public 

 Suppliers include all the parties which provide resources needed by the organisation. 

 Market intermediaries include parties involved in distributing the product or service of the 

organisation. 

 Partners are all the separate entities like advertising agencies, market research organisations, 

banking and insurance companies, transportation companies, brokers, etc. which conduct 

business with the organisation. 

 Customers comprise of the target group of the organisation. 

 Competitors are the players in the same market who targets similar customers as that of the 

organisation. 

 Public is made up of any other group that has an actual or potential interest or affects the 

company’s ability to serve its customers. 

Macro Environment: 

The macro component of the marketing environment is also known as the broad environment. It 

constitutes the external factors and forces which affect the industry as a whole but don’t have a 

direct effect on the business. The macro environment can be divided into 6 parts. 

Demographic Environment 

The demographic environment is made up of the people who constitute the market. It is 

characterised as the factual investigation and segregation of the population according to 

their size, density, location, age, gender, race, and occupation. 
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Economic Environment 

The economic environment constitutes factors which influence customers’ purchasing power and 

spending patterns. These factors include the GDP, GNP, interest rates, inflation, income 

distribution, government funding and subsidies, and other major economic variables. 

Physical Environment 

The physical environment includes the natural environment in which the business operates. This 

includes the climatic conditions, environmental change, accessibility to water and raw materials, 

natural disasters, pollution etc. 

Technological Environment 

The technological environment constitutes innovation, research and development in technology, 

technological alternatives, innovation inducements also technological barriers to smooth 

operation. Technology is one of the biggest sources of threats and opportunities for the 

organisation and it is very dynamic. 

Political-Legal Environment 

The political & Legal environment includes laws and government’s policies prevailing in the 

country. It also includes other pressure groups and agencies which influence or limit the working 

of industry and/or the business in the society. 

Social-Cultural Environment 

The social-cultural aspect of the macro environment is made up of the lifestyle, values, culture, 

prejudice and beliefs of the people. This differs in different regions. 
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Unit 2: Consumer Markets and Buyer Behaviour: Buying Decision Process -  Stages – 

Buying Behaviour – Market Segmentation – Selection Segments – Advantages of 

Segmentation. 

2.1. Stages in Buying Behaviour 

Buying Behavior is the decision processes and acts of people involved in buying and using 

products. 

 

Need Recognition: Need recognition is also termed as problem identification, which is the 

foremost step in buying behavior process.  

Information Search: once need is recognized, customers want to gather as much information as 

they can from various external and internal sources. 

Evaluation of alternatives: evaluation of alternatives means brand selection. During the process 

of buying, customers consider various brands and choose the best one according to their needs 

and affordability. 

Purchase Decision: in this stage, customers use the product and try to evaluate the difference 

between their perception and actual performance of the product. If the product performance is as 

expected by the customer, it leads to customer satisfaction. 

Post purchase decisions:  once the product is used, customers decide whether to go for the same 

product again or it is better to go for a new brand. This stage of buying behavior is termed as 

post purchase evaluation. 

2.2. Market Segmentation 

2.2.1. Definitions: 
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The segment refers to the homogeneous group of buyers while segmentation is the art of creating 

homogeneity in a heterogeneous market. 

Marketing segmentation is the process of dividing a heterogeneous market into homogeneous 

sub units.  

2.2.2. Levels of Market segmentation: 

 Mass Market 

 Segment marketing 

 Niche Marketing 

 Local Marketing 

 Individual Customer Marketing  

Mass Market: In Segmentation, Mass marketing refers to the strategy of targeting the entire 

potential customer market by means of a single marketing message. The marketing strategy used 

in this segmentation does not target the specific requirements or needs of customers. Mass 

marketing strategy, instead of focusing on a subset of customers, focuses on the entire market 

segment that can be a probable customer of a product.  

Segment marketing: Segment marketing refers to a strategy where the company divides its target 

audience into different segments based on their unique needs and requirements. This way the 

company targets different messages to different segments, appealing them towards the unique 

features the product offers. This strategy creates product differentiation for customers with 

similar needs and preferences, based on their gender, age, income and location. 

Niche Marketing: this strategy of marketing focuses on a narrower customer segmentation. 

Customers may want or desire a product that is not met completely by the products offered in a 

market. When companies move forward and develop highly specialized products to offer these 

customers their specific needs, they offer distinct products in a market that caters to specific 

customer segments only. 

Local marketing: in local marketing, the seller or the marketer only concentrates in the local 

market. The products also have the local appeal or the local usage and the promotional activities 

are planned based on the location only with local flavours. 

Individual customer marketing or Micro Marketing: 

Micro marketing follows an even narrower segmentation marketing strategy, catering to the 

attribute of a much-defined subset of potential customers such as catering to individuals of a 

specific geographical location or a very specific lifestyle. 

2.2.3. Patterns of Market Segmentation:  

https://www.marketingtutor.net/mass-marketing/
https://www.marketingtutor.net/mass-marketing/
https://www.marketingtutor.net/micro-marketing-definition-examples/
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2.2.4. Steps in Segmentation Process:  

1. Need Based Segmentation 

2. Segment Identification (Demographics & Behaviors) 

3. Segment Attractiveness (Market Growth, competitive identity and Market access) 

4. Segment Profitability 

5. Segment Positioning 

6. Segment Acid-Test (segment “story boards to test the attractiveness)  

7. Market Mix Strategy (Product, Price, Promotion & Place) 

1. Need-based segmentation: Grouping customers into segments based on similar needs and 

benefits sought by customers in solving a particular consumption problem. 

2. Segment identification: for each need based segments, marketer has to determine which 

demographics, life style and usage behaviours make the segment distinct and identifiable. 

3. Segment attractiveness: using predetermined segment attractiveness criteria such as market 

growth, competitive intensity and market access determines the overall attractiveness of each 

segment. 

4. Segment profitability:  marketer has to determine profitability of select segment. 

5. Segment positioning: for each segment, create a value proposition and product price 

positioning strategy based on that segment unique customer needs and characteristics. 

6. Segment acid test: create “segment story boards” to test the attractiveness of each segments 

positioning strategy. 

7. Marketing Mix strategy: Expand segment positioning strategy to include all aspects of the 

marketing mix i.e. Product, Price, Promotion and Place. 

2.2.5. Effective Segmentation: not all segments are useful. To be useful, marketing segments 

must be: 

 Measurable: the size, purchasing power and characteristics of the segments can be measured. 
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 Substantial: A segment should be the largest possible homogeneous group worth going after 

with a tailored marketing program 

 Accessible: the segments can be effectively reached and served. 

 Differentiable: the segments are conceptually distinguishable and respond differently to 

different marketing mix elements and programs. 

 Actionable: effective programs can be formulated for attracting and serving the segments. 

2.3. Segmenting Consumer Markets 

The four bases for segmenting consumer market are as follows:  

A. Demographic Segmentation  

B. Geographic Segmentation  

C. Psychographic Segmentation  

D. Behavioural Segmentation. 

A. Demographic Segmentation: Demographic segmentation divides the markets into groups 

based on variables such as age, gender, family size, income, occupation, education, religion, race 

and nationality. Demographic factors are the most popular bases for segmenting the consumer 

group. One reason is that consumer needs, wants, and usage rates often vary closely with the 

demographic variables. Moreover, demographic factors are easier to measure than most other 

type of variables. 

1. Age: 

It is one of the most common demographic variables used to segment markets. Some companies 

offer different products, or use different marketing approaches for different age groups. For 

example, McDonald’s targets children, teens, adults and seniors with different ads and media. 

Markets that are commonly segmented by age includes clothing, toys, music, automobiles, soaps, 

shampoos and foods. 

2. Gender: 

Gender segmentation is used in clothing, cosmetics and magazines. 

3. Income: 

Markets are also segmented on the basis of income. Income is used to divide the markets because 

it influences the people’s product purchase. It affects a consumer’s buying power and style of 

living. Income includes housing, furniture, automobile, clothing, alcoholic, beverages, food, 

sporting goods, luxury goods, financial services and travel. 

4. Family cycle: 
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Product needs vary according to age, number of persons in the household, marital status, and 

number and age of children. These variables can be combined into a single variable called family 

life cycle. Housing, home appliances, furniture, food and automobile are few of the numerous 

product markets segmented by the family cycle stages. Social class can be divided into upper 

class, middle class and lower class. Many companies deal in clothing, home furnishing, leisure 

activities, design products and services for specific social classes. 

B. Geographic Segmentation: Geographic segmentation refers to dividing a market into different 

geographical units such as nations, states, regions, cities, or neighborhoods. For example, 

national newspapers are published and distributed to different cities in different languages to 

cater to the needs of the consumers. 

Geographic variables such as climate, terrain, natural resources, and population density also 

influence consumer product needs. Companies may divide markets into regions because the 

differences in geographic variables can cause consumer needs and wants to differ from one 

region to another. 

C. Psychographic Segmentation: Psychographic segmentation pertains to lifestyle and 

personality traits. In the case of certain products, buying behaviour predominantly depends on 

lifestyle and personality characteristics. 

1. Personality characteristics: 

It refers to a person’s individual character traits, attitudes and habits. Here markets are 

segmented according to competitiveness, introvert, extrovert, ambitious, aggressiveness, etc. 

This type of segmentation is used when a product is similar to many competing products, and 

consumer needs for products are not affected by other segmentation variables. 

2. Lifestyle: 

It is the manner in which people live and spend their time and money. Lifestyle analysis provides 

marketers with a broad view of consumers because it segments the markets into groups on the 

basis of activities, interests, beliefs and opinions. Companies making cosmetics, alcoholic 

beverages and furniture’s segment market according to the lifestyle. 

D. Behavioural Segmentation: In behavioural segmentation, buyers are divided into groups on 

the basis of their knowledge of, attitude towards, use of, or response to a product. Behavioural 

segmentation includes segmentation on the basis of occasions, user status, usage rate loyalty 

status, buyer-readiness stage and attitude. 

1. Occasion: 
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Buyers can be distinguished according to the occasions when they purchase a product, use a 

product, or develop a need to use a product. It helps the firm expand the product usage. For 

example, Cadbury’s advertising to promote the product during wedding season is an example of 

occasion segmentation. 

2. User status: 

Sometimes the markets are segmented on the basis of user status, that is, on the basis of non-

user, ex-user, potential user, first-time user and regular user of the product. Large companies 

usually target potential users, whereas smaller firms focus on current users. 

3. Usage rate: 

Markets can be distinguished on the basis of usage rate, that is, on the basis of light, medium and 

heavy users. Heavy users are often a small percentage of the market, but account for a high 

percentage of the total consumption. Marketers usually prefer to attract a heavy user rather than 

several light users, and vary their promotional efforts accordingly. 

4. Loyalty status: 

Buyers can be divided on the basis of their loyalty status—hardcore loyal (consumer who buy 

one brand all the time), split loyal (consumers who are loyal to two or three brands), shifting 

loyal (consumers who shift from one brand to another), and switchers (consumers who show no 

loyalty to any brand). 

5. Buyer readiness stage: 

The six psychological stages through which a person passes when deciding to purchase a 

product. The six stages are awareness of the product, knowledge of what it does, interest in the 

product, preference over competing products, conviction of the product’s suitability, and 

purchase. Marketing campaigns exist in large part to move the target audience through the buyer 

readiness stages. 

2.4. Advantages of segmentation: 

1. Determining market opportunities: 

Market segmentation enables to identify market opportunities. The marketer can study the needs 

of each segment in the light of current offerings by the competitors. From such study, the 

marketer can find out the current satisfaction of customers. Segments with low level of 

satisfaction from present offering may represent excellent market opportunities.  

2. Adjustments in marketing appeals: 

Sellers can make best possible adjustments of their product and marketing appeals. Instead of 

one marketing programme aimed to draw in all potential buyers, sellers can create separate 
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marketing programmes designed to satisfy the needs of different customers. Proper advertising 

and sales promotional appeals can be made depending on the target audience. 

3. Developing marketing programmes: 

Companies can develop marketing programmes and budgets based on a clearer idea of the 

response characteristics of specific market segments. They can budget funds to different 

segments depending on their buying response. 

4. Designing a product: 

Market segmentation helps in designing products that really match the demands of the target 

audience. Products with high market potential can be designed and directed to meet the 

satisfaction of the target market. 

5. Media selection: 

It helps in selection of advertising media more intelligently and in allocating funds to various 

media. The funds are allocated to various media depending on the target audience, impact of the 

media, competitor advertising, and so on. 

6. Timing of marketing efforts: 

It helps in setting the timings of the promotional efforts so that more emphasis is placed during 

those periods when response is likely to be at its peak. For instance, consumer goods can be 

heavily advertised to Christians during Christmas season and to Hindus during Diwali time. 

7. Efficient use of resources: 

By tailoring marketing programme to individual market segments, management can do a better 

marketing job and make more efficient use of the marketing resources. For example, a small firm 

can effectively use its limited resources – money, sales force, etc. – in one or two segmented 

markets rather than unsuccessfully aiming at a wider market. 

8. Better service to customers: 

Market segmentation enables a company to concentrate its marketing efforts in a particular 

market area, thereby, providing a better service to the target customers. Proper marketing 

segmentation can facilitate customer satisfaction. 

9. Helps in fixing prices: 

The marketing segmentation also enables to fix prices of the goods and services. Since different 

market segments have different price perceptions, it is necessary to adopt different pricing 

strategies for the markets. For instance, the prices for lower-income groups have to be lower and 

the product and promotional efforts are adjusted accordingly. 

10. Assist in distribution strategies: 
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Segmentation also assists in adopting suitable distribution strategies. Different market segments 

may require different distribution mix. For example, if the product is of very high quality 

intended to target the upper class, then it must be distributed at prestigious outlets located at 

selective places. 
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Unit 3: Product Management: Product Life Cycle – New products, Product mix and 

Product line decisions – Design, Branding, Packaging Labeling. 

3.1. Concept of Product and Layers of product 

A product can be defined as a set of attributes assembled in a distinct and identifiable form. 

Layers of Product are Core product, formal product and augmented product. 

Core Product: Core product is a just a basic version of a product or service designed for the 

purpose of addressing and satisfying some fundamental needs.  

Formal Product: The additional features that a firm adds up to its product along with aesthetics 

that it provides to give the product a distinctive appeal differentiates a formal product from the 

core product. 

Augmented Product: the intangible component of the product along with the formal and core 

components is called augmented product.  

 

3.2. Product Life Cycle and Stages of PLC 

A product is introduced among consumers and if consumers perceive it as meeting their needs 

and wants, it experiences a period of growth. Subsequently, it reaches the stage of maturity and 

when it loses its appeal, its decline starts and eventually is may be taken off the market. The 

classical PLC curves are depicted as “S” shaped and generally divided in four stages…  
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Introduction: This stage of the cycle could be the most expensive for a company launching a new 

product. The size of the market for the product is small, which means sales are low, although 

they will be increasing. On the other hand, the cost of things like research and development, 

consumer testing, and the marketing needed to launch the product can be very high, especially if 

it’s a competitive sector. 

Growth Stage – The growth stage is typically characterized by a strong growth in sales and 

profits, and because the company can start to benefit from economies of scale in production, the 

profit margins, as well as the overall amount of profit, will increase. This makes it possible for 

businesses to invest more money in the promotional activity to maximize the potential of this 

growth stage. 

Maturity Stage – During the maturity stage, the product is established and the aim for the 

manufacturer is now to maintain the market share they have built up. This is probably the most 

competitive time for most products and businesses need to invest wisely in any marketing they 

undertake. They also need to consider any product modifications or improvements to the 

production process which might give them a competitive advantage. 

Decline Stage – Eventually, the market for a product will start to shrink, and this is what’s 

known as the decline stage. This shrinkage could be due to the market becoming saturated (i.e. 

all the customers who will buy the product have already purchased it), or because the consumers 

are switching to a different type of product. While this decline may be inevitable, it may still be 

possible for companies to make some profit by switching to less-expensive production methods 

and cheaper markets. 

Strategies of companies in different PLC stages: 

 

http://productlifecyclestages.com/product-life-cycle-stages/growth/
http://productlifecyclestages.com/product-life-cycle-stages/maturity/
http://productlifecyclestages.com/product-life-cycle-stages/decline/
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3.3. New Product and Stages in New product development 

3.3.1. Classification of New Products: 

New to the world Products      10% 

New product lines      20% 

Additions to existing product lines    26% 

Improvements in (or) revisions of existing products  26% 

Repositioning       07% 

Cost reductions      11% 

3.3.2. Phases in New Product Development: 

 

Idea Generation:  Searching for new product ideas from internal and external sources. 

Idea Screening: Select the most promising ideas and drop those with only limited potential, 

study the needs and wants of potential buyers, the environment and competition.  

Concept Testing: describe or show product concept and their benefits to potential customers  and 

determine their responses. Identify and drop poor product concept. Gather useful information 

from product development and its marketing personnel.  

Business Analysis: Assess the products potential profitability and suitability for the market place. 

Examine the company’s R&D and production capacities. Ascertain the requirements and 

availability of funds for development & commercialization and project ROI. 
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Product Development: Determine technical and economic feasibility to produce the product. 

Convert the product idea into a proto type. Develop and test various marketing mix elements.  

Test Marketing: conduct market testing, determine target customers reactions, measure its sales 

performance, identify weaknesses in product or marketing mix. 

Commercialization: Make necessary cash outlay for production facilities. Produce and market 

the product in the target market and effectively communicate its benefits.  

3.3.3. Factors affecting new product adoption rate: 

 Type of Target Groups (Affluent, young & Educated)  

  Number of people involved in decision making 

 Extent of marketing efforts involved 

 Need fulfillment (Anti Dandruff Shampoos) 

 Compatibility (Micro wave oven) 

 Relative Advantage 

 Complexity  

3.4. Product Mix decisions:  

The product mix, also called product portfolio, is the set of all product lines and items that a 

company offers for sale. For instance, the product mix of Colgate consists of three product lines: 

oral care, personal care and pet nutrition. Each of these product lines, in turn, consists of several 

sub-lines. A vehicle manufacturer may have two product lines: motorbikes and cars. Product mix 

decisions need to be taken for the whole product mix and affect each line. 

 

4 Dimensions of the Product Mix – 4 Product Mix Decisions 
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Four important dimensions of a product mix can be identified. These are: width, length, depth, 

and consistency. The first of the product mix decisions refers to the product mix width. The 

width is all about the number of different product lines the company carries.  

The product mix length refers to the total number of items a company carries within the product 

lines.  

The next one of the product mix decisions is the product mix depth. It refers to the number of 

versions offered for each product in the product line.  

The consistency of a product mix completes our four product mix decisions. Consistency refers 

to how closely related the product lines are in terms of end use, production requirements, 

distribution channels or any other way.  

Example: 

 

3.4.1. Product Line Stretching: 

   

3.4.2. Product Line filling: A product line can be lengthened by adding more items within the 

present range. There are several motives for line filling: reaching for incremental profits, trying 

to satisfy dealer who complain about lost sales because of missing items in the line, trying to 
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utilize excess capacity, trying to be the leading full-line company and trying to plug holes to 

keep out competitors.  

3.4.3. Line Pruning: Product line managers must periodically review the line for deadwood that 

is depressing profits. The weak items can be identified through sales and cost analysis. Pruning is 

also done when company is short of production capacity. Companies typically shorten their 

product lines in periods of tight demand and lengthen their lines in periods of slow demand. 

3.5. Branding 

A brand is a symbol, a mark, a name that acts as a means of communication which brings about 

an identity of a given product. Brand is product image, brand is quality of product; brand is 

value; it is personality. The aims of branding are to give personality to the product, to make its 

existence known to the public; to create preference for the branded product; to control the price 

of commodities; to impress about product performance.  

3.5.1. Branding Decisions: 

 

Brand Name Selection: 

Company Name    - Samsung, LG, Nirma 

Individual Name    - Wheel, Lux, Santoor etc. 

Separate Brand Family Names  -    Denim, Lakme/HUL 

Desirable Qualities of the Brand Names: 

• Suggestive of Product Category  –  Tata Fone, Business World 

• Suggestive of product benefits  –  Fair & Lovely, No Marks, Fair Glow 

Suggestive of product Imagination   –  Gillette, Mach 3, Nike 

Simple and Easy to Spell   - Lux, Surf, Tide and Vim 

Should be Distinctive    - Apple, Kodak, Sony etc. 
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3.5.2. Role of Branding: 

1. Brand is a Massive Asset. 

2. Brand is a Promotional Tool. 

3. Brand is a Weapon to Protect Market. 

4. Brand is Antidote for Middlemen’s’ Survival. 

5. Brand is a Means of Identification for Customers. 

3.5.3. Prerequisites of a good brand name: 

1. It must be Easy to Pronounce and Remember: 

2. It should be Short and Sweet 

3. It Should Point out Producer 

4. It should be legally protectable 

5. It Should Be Original 

6. It Should Reflect Product Dimensions 

3.5.4. Advantages of Branding 

A. Advantages to the Manufacturers: 

1. Products Get Individuality 

2. Control of Product Prices 

3. Increases Bargaining Power 

4. It Reduces the Advertising Costs 

5. Ever Increasing Demand 

6. Introduction of New Product is Made Easy Task 

7. It is A Powerful Weapon of Product Differentiation 

B. Advantages to the middlemen: 

1. Quicker Sales 

2. Advertising and Display of Products is Rendered Easier 

3. Increases Market Share and Control over Market 

4. Introduction of New Products is Rendered Easier 

5. Branded Products Have More Stabilized Prices 

6. Economical Way of Doing Business 

C. Advantages to consumers: 

1. Brand Stands for Quality 

2. Consumer Protection against Cheating 
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3. Branded Products Reflect their Life Styles 

4. Steady and Regular Supply of Products 

5. Pre-valance of Stable Prices 

3.6. Packaging 

The Packaging refers to all those activities related to designing, evaluating and producing the 

container for a product.  

Packaging has to fulfill a number of important functions, including 

 communicating the brand and its benefits; 

 protecting the product from damage and contamination during shipment, as well as 

damage and tampering once it’s in retail outlets; 

 preventing leakage of the contents; 

 presenting government-required warning and information labels. 

Sometimes packaging can fulfill other functions, such as serving as part of an in-store display 

designed to promote the offering. 

3.6.1. Levels of Packaging 

1. Primary Package: 

Primary package refers to the product’s immediate package. In certain cases, such package is 

retained till the consumer is ready to use the product. For example, plastic packet for socks while 

in some other cases such package is used throughout the life of the product such as the bottle 

carrying jam or tomato sauce etc. 

2. Secondary Packaging: 

Secondary packaging is the additional packing given to a product to protect it. Such packing is 

retained till the consumer wants to start using the product. For example. Pears Soap usually 

comes in a card board box. Consumer first throws the box when he desires to use it & than 

discards plastic wrapper too to get hold of the soap. 

3. Transportation Packaging: 

It refers to packages essential for storing, identifying or transporting. For example, use of 

corrugated boxes, wooden crates etc. 

3.6.2. Functions of Packaging: 

1. Product Identification: 

Packaging ensures easy identification of a product. For example, Taj Mahal Tea can be easily 

identified from a distance due to its blue color box. 

2. Product Protection: 
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The most important function of packaging is to ensure protection of a product from spoilage, 

leakage, breakage etc. It also ensures effective protection during storage and transportation of a 

product. 

3. Facilitating Use of the Product: 

Packaging helps the customers to easily handle and use the product. For example, tubes of tooth 

pastes, bottles of cold drinks etc. 

4. Product Promotion: 

Packaging acts as an important promotional tool. The attractive color scheme or photograph used 

in packing helps in attracting the attention of the people and inducing them to purchase the 

product. Therefore, it plays the role of silent salesman. 

3.6.3. Importance of Packaging: 

1. Rising Standards of Health and Sanitation: 

Rising standards of living in the country have resulted in more use of packed goods and this also 

reduces the chances of adulteration. 

2. Self Service Outlets: 

At present, packaging has occupied a place of silent salesmanship especially at self service 

outlets. 

3. Innovational Opportunity: 

Various innovative packing ideas especially in the field of medicines, soft drinks, milk etc. has 

increased the scope of marketing of these products. Now, pasteurized milk come in packs which 

can be stored for few days even. 

4. Product Differentiation: 

Packaging helps in product differentiation. The color, size, material etc. of package help the 

customer to assess the quality of the product. For example, potato wafers of local brand & 

branded companies give different impact on the minds of the customers, all because of difference 

in their packing. 

3.7. Labeling 

Labelling is a part of branding and enables product identification. It is a printed information that 

is bonded to the product for recognition and provides detailed information about the product. 

Customers make the decision easily at the point of purchase seeing the labelling of the product. 

3.7.1. Types of Labelling: 

There are different types of labels: 

https://businessjargons.com/branding.html
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 Brand label: It plays an important role in labelling as it gives information about the brand. 

It can be removable or non-removable. 

 Descriptive label:  It specifies product usage. 

 Grade label: It describes the aspect and features of the product. 

3.7.2. Functions of Labelling: 

1. Defines the product and its contents: A label is informative about the product’s usage and 

caution to be taken while using the product.  

2. Recognition of product: Labeling assists in the identification of the product.  

3. Assorting of products: It means classification or grading of products according to 

different categories in the market. 

4. Assists promotion of products:  It gives the customer the reason to purchase the product.  

5. In compliance with the law: Labels should strictly abide by the law.  

3.7.3. Importance of Labelling: 

 Labelling is significant as it fetches customers’ attention to purchase the product because 

of visual appeal. 

 It promotes the sale of the product as it can make or break the sale of a product. 

Labelling is an important factor in the sale of a product. It helps in grading and provides 

information required by the law. 
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Unit 4: Pricing Decision: Factors influencing price determination, Pricing strategies: 

Skimming and penetration pricing. 

4.1. Factors influencing price determination 

Price: Price represents the value that is exchanged in a marketing transaction. A marketer usually 

sells a specific combination of need satisfying product or service and additional services like 

warranty and guarantee etc. price may not always be in monetary terms. Barter is the oldest form 

of exchange and still used occasionally for a variety of goods between countries.  

Main factors affecting price determination of product are:  

1. Product Cost  

2. The Utility and Demand  

3. Extent of Competition in the Market  

4. Government and Legal Regulations  

5. Pricing Objectives  

6. Marketing Methods Used. 

1. Product cost: The most important factor affecting the price of a product is its cost. 

Product cost refers to the total of fixed costs, variable costs and semi variable costs incurred 

during the production, distribution and selling of the product. Fixed costs are those costs which 

remain fixed at all the levels of production or sales. 

2. The Utility and Demand: Usually, consumers demand more units of a product when its price is 

low and vice versa. However, when the demand for a product is elastic, little variation in the 

price may result in large changes in quantity demanded. In case of inelastic demand, a change in 

the prices does not affect the demand significantly. Thus, a firm can charge higher profits in case 

of inelastic demand. Moreover, the buyer is ready to pay up to that point where he perceives 

utility from product to be at least equal to price paid. Thus, both utility and demand for a product 

affect its price. 
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3. Extent of Competition in the Market: The next important factor affecting the price for a 

product is the nature and degree of competition in the market. A firm can fix any price for its 

product if the degree of competition is low. However, when the level of competition is very high, 

the price of a product is determined on the basis of price of competitors’ products, their features 

and quality etc.  

4. Government and Legal Regulations: 

The firms which have monopoly in the market, usually charge high price for their products. In 

order to protect the interest of the public, the government intervenes and regulates the prices of 

the commodities for this purpose; it declares some products as essential products. 

5. Pricing Objectives: 

Another important factor, affecting the price of a product or service is the pricing objectives. 

Following are the pricing objectives of any business: 

(a) Profit Maximisation: Usually the objective of any business is to maximise the profit. During 

short run, a firm can earn maximum profit by charging high price. However, during long run, a 

firm reduces price per unit to capture bigger share of the market and hence earn high profits 

through increased sales. 

(b) Obtaining Market Share Leadership: If the firm’s objective is to obtain a big market share, it 

keeps the price per unit low so that there is an increase in sales. 

(c) Surviving in a Competitive Market: If a firm is not able to face the competition and is finding 

difficulties in surviving, it may resort to free offer, discount or may try to liquidate its stock even 

at BOP (Best Obtainable Price). 

(d) Attaining Product Quality Leadership: Generally, firm charges higher prices to cover high 

quality and high cost if it’s backed by above objective. 

6. Marketing Methods Used:  

The various marketing methods such as distribution system, quality of salesmen, advertising, 

type of packaging, customer services, etc. also affect the price of a product. For example, a firm 

will charge high profit if it is using expensive material for packing its product. 

4.1.1. Number of Buyers & Sellers & their influence on Market: 
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4.1.2. Steps involved in price setting: 

 

1. Developing pricing objectives: 

The company first decides where it wants to position its market offering. The clearer a firm’s 

objectives, the easier it is to set price. Five major objectives are: 

 Survival 

 Maximum current profit 

 Maximum market share 

 Maximum market skimming 

 Product-quality leadership 

2. Determination of demand: 

Each price will lead to a different level of demand and have a different impact on a company’s 

marketing objectives. The normally inverse relationship between price and demand is captured in 

a demand curve. The higher the price, the lower the demand. 
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Most companies attempt to measure their demand curves using several different methods. 

 Surveys 

 Price experiments 

 Statistical analysis 

3. Estimation of costs: 

For determination the price of product, company should estimate the cost of product. 

Variable and Fixed cost: Price must cover variable & fixed costs and as production increases 

costs may decrease. The firm gains experience, obtains raw materials at lower prices, etc., so 

costs should be estimated at different production levels. 

Differential Cost in Differential Market: Firms must also analyze activity-based cost accounting 

(ABC) instead of standard cost accounting. ABC takes into account the costs of serving different 

retailers as the needs of differ from retailer to retailer. 

Target Costing: Also the firm may attempt Target Costing (TG). TG is when a firm estimates a 

new product’s desired functions & determines the price that it could be sold at. From this price 

the desired profit margin is calculated. Now the firm knows how much it can spend on 

production whether it is engineering, design, or sales but the costs now have a target range. The 

goal is to get the costs into the target range. 

4. Examining competitors costs, prices and offers: 

The firm should benchmark its price against competitors, learn about the quality of competitors 

offering, & learn about competitor’s costs. 

5. Selecting a pricing method: 

Various pricing methods are available to give various alternatives for pricing. 

 Markup Pricing: a 20% markup 

 Target Return Pricing: this is based on ROI 

 Perceived-Value Pricing: buyers perception of the product is key, not cost so what is the 

product worth to consumer sets the price. 

 Value Pricing: more for less philosophy 

 Going Rate Pricing: charge what everyone else is 

 Auction-Type Pricing: companies bid prices to get a job 

6. Final Price decision: 

Pricing methods narrow the range from which the company must select its final price. In 

selecting that price, the company must consider additional factors. 

 Impact of other marketing activities 
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 Company pricing policies 

 Gain-and-risk-sharing pricing 

 Impact of price on other parties 

4.2. Pricing strategies (skimming and penetration) and methods 

 

Premium Pricing 

Premium pricing strategy establishes a price higher than the competitors. It's a strategy that can 

be effectively used when there is something unique about the product or when the product is first 

to market and the business has a distinct competitive advantage. Premium pricing can be a good 

strategy for companies entering the market with a new market and hoping to maximize revenue 

during the early stages of the product life cycle. 

Penetration Pricing 

A penetration pricing strategy is designed to capture market share by entering the market with a 

low price relative to the competition to attract buyers. The idea is that the business will be able to 

raise awareness and get people to try the product. Even though penetration pricing may initially 

create a loss for the company, the hope is that it will help to generate word-of-mouth and create 

awareness amid a crowded market category. 

Economy Pricing 

Economy pricing is a familiar pricing strategy for organizations that include Wal-Mart, whose 

brand is based on this strategy. Companies take a very basic, low-cost approach to marketing--

nothing fancy, just the bare minimum to keep prices low and attract a specific segment of the 

market that is very price sensitive. 

Price Skimming 

Businesses that have a significant competitive advantage can enter the market with a price 

skimming strategy designed to gain maximum revenue advantage before other competitors begin 

offering similar products or product alternatives. 
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Psychological Pricing 

Psychological pricing strategy is commonly used by marketers in the prices they establish for 

their products.  

Various important pricing strategies and methods: 

 

Cost Based Pricing: 

 Mark-up Pricing (Cost Plus Pricing)  

 Absorption Cost Pricing (Full Cost Pricing) 

 Target rate of return pricing 

 Marginal cost Pricing 

Demand Based Pricing: 

 What the traffic can bear pricing 

 Skimming pricing 

 Penetration pricing 

Competition oriented pricing:  

 Premium Pricing  

 Discount Pricing  

 Parity Pricing/ Going Rate Pricing  

Tender Pricing 

Differentiated pricing 

Auction Pricing 

Two Part Pricing 

Peak Load Pricing 

Psychological Pricing 
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Unit 5: Promotion and Distribution: Promotion Mix – Advertising – Publicity – Public 

relations – personal selling and direct marketing – distribution channels – online marketing – 

Global marketing. 

 

5.1. Promotion (communication to customers) and elements of promotion mix: 

Promotion is to make the customers aware that your product exists.” 

“Communication is an interactive dialogue between the company and its customers that takes 

place during the pre-selling, selling, consuming and post consuming stages. Companies must ask 

not only “how can we reach our customers” but also “How can our customers reach us.” 

Elements of promotion mix: 

 

 

 

5.2. Advertising 

“Advertising is the structured and composed non-personal communication of information usually 

paid for and usually persuasive in nature about organization’s products, services and ideas by 

identified sponsors through various media.” (or) 

 “Advertising is any paid form of non personal presentation and promotion of ideas, goods or 

services by an identified sponsor.” 

Types of Advertising:  

For whom (target audience): Consumer advertising and Industrial advertising 

Geographic coverage: National, Regional, Local and International 
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Media used: Print (newspapers and magazines), Electronic (Radio, TV), direct mail, outdoors 

and miscellaneous. 

Aims: financial ads, primary demand – secondary demand, product or service, social messages, 

direct action – indirect action (surrogate). 

Planning and managing advertising:  

 

Situation Analysis: 

Good advertisement starts with a clear understanding of marketing goals based on through 

market analysis and the aim is to explore the answers to some basic questions: 

Where are we today? 

How did we get here? 

What should be done for future success of the product or brand? 

Identifying target audience:  

Knowing the target audience lifestyle, motivations, beliefs and behavioural patterns etc. helps in 

deciding whom the advertising wants to reach and also helps creative people to write messages 

for real audience and communicate more effectively. 

Determining objectives: Informative, persuasive, reminding and reinforcing. 

Setting budgets:  

 Stage in product life cycle (market share and consumer base, competition and clutter) 

 Advertising frequency 

 Provide substitutability 

Advertisement strategy implementation: 

 Choosing the advertising message (message generation, message evaluation and selection 

and message execution) 

 Social responsibility review 

 Deciding on media and measuring effectiveness (deciding on reach, frequency and 

impact) 

Situation   Analysis

Identifying Target Audiance

Determining  objectives

Setting Budgets

Advertising strategy implementation

Evaluation
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Evaluation:  an advertisement campaign is incomplete without evaluating its effectiveness. 

Measuring advertising effectiveness is the only way of determining how well the advertisement 

is performing in the market, is it reaching the right set of audience, and is the goals achieved. 

Methods of Evaluating Advertising Effectiveness 

Communication Effect Research and Sales Effect Research are two major traditional methods of 

evaluating advertising effectiveness. On the other hand, modern approaches include Analysis 

Tool and Integrated Direct Marketing. 

Advantages and limitations of Advertising: 

1. Reaches large, geographically, dispersed audiences, often with high frequency 

2. Low cost per exposure, though overall costs are high 

3. Consumers perceive advertised goods as more legitimate 

4. Dramatizes company/ brand 

5. Builds brand image 

6. May stimulate short-term sales 

7. Impersonal, one-way communication 

8. Various audio-visual, print, and outdoor media can be used for advertising purpose. 

9. It is a widely used and highly popular tool of market promotion. 

 

Limitations of Advertisement:  

1. Reaches many people who are not potential buyers. 

2. Ads are subject to criticism 

3. Cost of advertisement is high 

5.3. Sales Promotion 

Sales promotion covers those marketing activities other than advertising, publicity, and personal 

selling that stimulate consumer purchasing and dealer effectiveness. Sales promotion mainly 

involves short-term and non-routine incentives, offered to dealers as well consumers. The 

popular methods used for sales promotion are demonstration, trade show, exhibition, exchange 

offer, seasonal discount, free service, gifts, contests, etc. 

Characteristics of sales promotion are as follows: 

i. The primary purpose of sales promotion is to induce customers for immediate buying or dealer 

effectiveness or both. 

ii. Excessive use of sale promotion may affect sales and reputation of a company adversely. 

iii. It is taken as supplementary to advertising and personal selling efforts. 
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iv. It involves all the promotional efforts other than advertising, personal selling, and publicity.  

v. It consists of short-term incentives, schemes, or plans offered to buyers, salesmen, and/ or 

dealers. 

vi. It involves non-routine selling efforts. 

Limitations: 

i. Impact may be limited to short-term 

ii. Price-related sales promotion may hurt brand image 

iii. Easy for competitors to copy. 

5.4.Publicity and Public relations 

Publicity is also a way of mass communication. It is not a paid form of mass communication that 

involves getting favourable response of buyers by placing commercially significant news in mass 

media. William J. Stanton defines: “Publicity is any promotional communication regarding an 

organisation and/or its products where the message is not paid for by the organisation benefiting 

from it.” 

It is the traditional form of public relations. Publicity is not paid for by the organisation. 

Publicity comes from reporters, columnists, and journalists. It can be considered as a part of 

public relations. Publicity involves giving public speeches, giving interviews, conducting 

seminars, charitable donations, inauguration by film actor, cricketer, politician or popular 

personalities, stage show, etc., that attract mass media to publish the news about them. 

Main characteristic of publicity include: 

i. Publicity involves obtaining favourable presentation about company or company’s offers upon 

radio, television, or stage that is not paid for by the sponsor. 

ii. It is a non-paid form of market promotion. However, several indirect costs are involved in 

publicity. 

iii. It may include promotion of new product, pollution control efforts, special achievements of 

employees, publicizing new policies, etc., for increasing sales. It is primarily concerns with 

publishing or highlighting company’s activities and products. It is targeted to build company’s 

image. 

iv. Mostly, publicity can be carried via newspapers, magazines, radio or television. 

v. Company has no control over publicity in terms of message, time, frequency, information, and 

medium. 

vi. It has a high degree of credibility. Publicity message is more likely to be read and reacted by 

audience. 
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vii. Publicity can be done at a much lower cost than advertising. Company needs to spend a little 

amount to get the event or activity publicized. 

viii. Frequency or repetition of publicity in mass media depends upon its social significance or 

the values for news. Mostly, it appears only once. 

Public Relations: 

The public relations is comprehensive term that includes maintaining constructive relations not 

only with customers, suppliers, and middlemen, but also with a large set of interested publics. 

Note that public relations include publicity, i.e., publicity is the part of public relations. 

William Stanton defines: 

“Public relations activities typically are designed to build or maintain a favourable image for an 

organisation and a favourable relationship with the organization’s various publics. These publics 

may be customers, stockholders, employees, unions, environmentalists, the government, and 

people in local community, or some other groups in society.” Thus, public relations include 

organization’s broad and overall communication efforts intended to influence various groups’ 

attitudes toward the organisation. Some experts have stated that the public relations are an 

extension of publicity. 

Main characteristic of publicity are as under: 

i. Public relations is a paid form of market promotion. Company has to incur expenses. 

ii. Public relations activities are designed to build and maintain a favourable image for an 

organisation and a favourable relationship with the organization’s various publics.  

iii. It is an integral part of managerial function. Many companies operate a special department for 

the purpose, known as the public relations department. 

iv. It involves a number of interactions, such as contacting, inviting, informing, clarifying, 

responding, interpreting, dealing, transacting, and so forth. 

v. Public relations covers a number of publics – formal and informal groups. These publics may 

be customers, stockholders, employees, unions, environmentalists, the government, people of 

local community, or some other groups in society. 

vi. Public relations activities are undertaken continuously. It is a part of routine activities. 

vii. All the officials, from top level to supervisory level, perform public relations activities.  

viii. In relation to modern management practices, the public relations is treated as the profession. 

5.5.Personal selling 

Personal selling includes face-to-face personal communication and presentation with prospects 

(potential and actual customers) for the purpose of selling the products. It involves personal 
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conversation and presentation of products with customers. It is considered as a highly effective 

and costly tool of market promotion. 

Characteristics of personal have been listed below: 

i. Personal selling is an oral, face-to-face, and personal presentation with consumers. 

ii. Basic purpose is to promote products or increase sales. 

iii. It involves two-way communication. 

iv. Immediate feedback can be measured. 

v. It is an ability of salesmen to persuade or influence buyers. 

vi. It is more flexible way of market communication. 

vii. Per contact cost is higher than advertising. 

viii. It involves teaching, educating, and assisting people to buy. 

5.6.Direct marketing 

Direct marketing is a very popular and widely used method of informing people about products 

and services. It's a method of contacting customers and potential customers personally, rather 

than having an indirect medium between the company and the consumer, such as magazine ads 

or billboards that are seen by the general public. Direct marketing can take many forms, 

including mail, telephone calls, emails, brochures, and coupons. The information is usually very 

broad and meant for a general audience. Direct marketing works best for products that have a 

wide appeal. 

5.7.Distribution channels 

Most producers use intermediaries to bring their products to market. They try to develop 

a distribution channel (marketing channel) to do this. A distribution channel is a set of 

interdependent organizations that help make a product available for use or consumption by the 

consumer or business user. Channel intermediaries are firms or individuals such as wholesalers, 

agents, brokers, or retailers who help move a product from the producer to the consumer or 

business user. 

A company’s channel decisions directly affect every other marketing decision. Place decisions, 

for example, affect pricing. Marketers that distribute products through mass merchandisers such 

as Wal-Mart will have different pricing objectives and strategies than will those that sell to 

specialty stores. Distribution decisions can sometimes give a product a distinct position in the 

market. The choice of retailers and other intermediaries is strongly tied to the product itself. 

Manufacturers select mass merchandisers to sell mid-price-range products while they distribute 

top-of-the-line products through high-end department and specialty stores. The firm’s sales force 
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and communications decisions depend on how much persuasion, training, motivation, and 

support its channel partners need. Whether a company develops or acquires certain new products 

may depend on how well those products fit the capabilities of its channel members. 

The importance of channels or role of middle men: 

 Information 

 Price stability 

 Promotion 

 Financing 

 Title 

Levels of intermediaries: 

 

Channel design decisions: 

1. Analysing customer’s desired service output levels (lot size, waiting & delivery time, 

special convenience, product variety and service back up) 

2. Identifying and evaluating major channel alternatives 

a. Types of intermediaries 

b. Number of intermediaries 

i. Exclusive distribution 

ii. Selective distribution 

iii. Intensive distribution 

c. Intensive distribution 

3. Terms and responsibilities of channel members 
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a. Price policy 

b. Conditions of sale 

c. Distributors territorial rights 

d. Mutual services and responsibilities 

4. Evaluating the major alternatives 

Channel Management Decisions: 

1. Selecting channel members 

2. Training channel members 

3. Motivating channel members 

4. Evaluating channel members 

5. Modifying channel arrangements 

5.8.Online marketing  

Online marketing is a set of powerful tools and methodologies used for promoting products and 

services through the internet. Online marketing includes a wider range of marketing elements 

than traditional business marketing due to the extra channels and marketing mechanisms 

available on the internet. 

Online marketing can deliver benefits such as: 

 Growth in potential 

 Reduced expenses 

 Elegant communications 

 Better control 

 Improved customer service 

 Competitive advantage 

Online marketing is also known as internet marketing, web marketing, digital marketing and 

search engine marketing (SEM). 

The broad online marketing spectrum varies according to business requirements. Effective online 

marketing programs leverage consumer data and customer relationship management (CRM) 

systems. Online marketing connects organizations with qualified potential customers and takes 

business development to a much higher level than traditional marketing. 

Online marketing synergistically combines the internet's creative and technical tools, including 

design, development, sales and advertising, while focusing on the following primary business 

models: 

 E-commerce 
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 Lead-based websites 

 Affiliate marketing 

 Local search 

Online marketing has several advantages, including: 

 Low costs: Large audiences are reachable at a fraction of traditional advertising budgets, 

allowing businesses to create appealing consumer ads. 

 Flexibility and convenience: Consumers may research and purchase products and 

services at their leisure. 

 Analytics: Efficient statistical results are facilitated without extra costs. 

 Multiple options: Advertising tools include pay-per-click advertising, email marketing 

and local search integration (like Google Maps). 

 Demographic targeting: Consumers can be demographically targeted much more 

effectively in an online rather than an offline process. 

The main limitation of online marketing is the lack of tangibility, which means that consumers 

are unable to try out, or try on items they might wish to purchase. Generous return policies are 

the main way to circumvent such buyer apprehension. 

5.9.Global marketing 

The process of conceptualizing and then conveying a final product or service worldwide with the 

hopes of reaching the international marketing community. Proper global marketing has 

the ability to catapult a company to the next level, if they do it correctly. 

Different strategies are implemented based on the region the company is marketing to. For 

example, the menu at McDonald's varies based on the location of the restaurant. The company 

focuses on marketing popular items within the country. 

Global Marketing especially important to companies that provide products or services that have a 

universal demand such as automobiles and food. 
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Important Questions: 

1. Define marketing? Explain various concepts of marketing? Differentiate marketing 

concept from selling concepts? 

2. What are the elements of marketing mix? Explain the importance of each element in 

detail? 

3. What is marketing environment? Explain elements of task and broad environment? 

4. Explain various stages in buying behavior? 

5. What is segmentation? Describe the advantages of market segmentation? Explain levels 

of market segmentation? What are various steps involved in market segmentation? 

6. What are the bases of consumer market segmentation? Explain in detail? 

7. Explain various stages in product life cycle? What are various strategies of companies in 

different PLC stages? 

8. How do you classify new product? Explain phases in new product development? 

9. Explain product line and length decision (product mix) taken by MNCs? 

10. Define brand? Explain about various branding decisions? Its role and importance? 

11. What do you mean by packaging and labeling? Explain their characteristics and 

importance? 

12. Define pricing? What are the various factors affecting price determination? 

13. What are the various steps involved in price setting? Explain about pricing policies? 

14. Differentiate pricing strategies? How skimming strategy could be differentiated from 

penetration? 

15. What are the elements of promotion mix? Write the differences between advertisement 

and sales promotion? 

16. How direct marketing is different from direct selling? 

17. Explain about levels of intermediaries? What are various channel design and channel 

management decisions? 

18. Explain the terms: a. Online Marketing  b. Global marketing  c. Direct marketing. 
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