2.b
S R | )\"‘V' h (f o

L. Place of Marketing Management in Enty eprencurship
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Marketing management is the process_of developing strategics and planning: for
product or sérvices, advertising, promotions. sales to reach desired customer segment.
Marketing mfmagcmenl employs tools from economics

and eompctuwe strategy to
analyze the industry context in which the

firm operates. These include Porter's five

forces, analqu of strategic groups of competitors, value chain analysis and others.

In compmtm ‘analysis, marketers build det

ailed profiles of each competitor in the

market, iocuqmg on their relative compclltl\/c strengths and weaknesses using SWOT
%o

dmlysxs \hrl\etnw managers w

ill examine edch competitor's cost structure sources
of protns competencies,

d1fferentlat10n degree of vemcal

Integration, historical responses to industry
developmcnts and other factors

.

resources and competitive positioning and product

:
Marketmg management often conduct market research and marketmg rescarch ;o
perform marketmg analysis. Marketers employ a v

ariety of techmques to conduct
market 1e<e’1rch but some of the more common include: '

Al
’

'Qua}itative marketing research, such as focus groups and various types‘of intervieiys

Quantxtative marketing research, such as statistical surveys

|
a,

\

E\’.perlmental techmques such as test markets

Observatlonal techmques such as ethnogr'iphlc (on-sne) observatlon

2! andmg of Product

ot

-
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An, effecnve brand strategy gives you a major edge in increasingly competmve
markets. *But what exactly does "branding"

mean? Slmply put, your bland is your“
prormse\to your-

customer It tells them what they can expect from .your products' and

Ws 7
services, and it difféfentiates your offering from that of your competitors. Your brand
is derived from who you are,

who you want to be and who people pérceive you to be. -’
Are you the innovative maverick in your industry? Or the experienced, reliable one"‘ls
yogr product the high-cost, high- -quality option, or the low-cost, hngh-value optlon‘7.
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ou can't be both, and you can't be all things to all people. Who you are should be

based to some extent on who your target customers want and need you to be

I'he foundation of your brand is your logo. Your website, packaging and promotional

ma’(er_m_l_s:ﬂ of which should integrate your logo--communicate youn brand

Your bmnd etmt%y is_how, what, where, when -and to whom ,you plan on

qommumcntmg and  delivering on your brand messages. thrc you advcrtlsc is part of

your brand strategy. Your ur distribution channels are:also part of your brand stratcgy

And\Lhat__,MnmunLcate visually and vcrbally Is part of your brand strategy, too.

Con31stent strategic branding leads to a strong brand equity, which means the added
@

value brought to your company's products or services that allows you to charge more

for your brand than what identical, unbranded products command. The most obv10u§

example of this is Coke vs. a generic soda. Because Coca-Cola has buxlt a powerful

brand cqulty, it can charge more for its product--and customers will pay that hlgher
price.

The added value intrinsic to brand equity frequently comes in the form of percewed

quahty oMMmt For example, Nike associates its products y w1th star
athletes, hoping customers will transfer r their emotional attachment from the athlete to
alete - customers will tran

the product For Nike, it's not just the shoe's features that sell the shoe.

. ‘- <
Deﬁmng your brand is like a journey of business self-discovery. It can be dlfﬁcult

tame -consuming and uncomfortable. It requires, at the very least, that you answer th?
questions below:

{
What is your company's mission?
i

b
1

T ices?
What are the ‘lgo_ne\ﬁt:s;gnd features of your products or services

What do your customers and prospects already think of your company?

What qualities do you want them to associate with your company?

Do your research. Learn the needs, habits and desires of your current and prospective

customers. And don't rely on what you think they think. Know what they thl,nl\

/ =
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Once you've defined your brand. how do you get the word out? Here are a few simple,
time-tested tips:

X Get a great logo. Place it evervwhere.

-

Write down your brand messaging. What are the key messages you want to
t

communicate about your brand? Every employee should be aware of your brand
i attributes.

wd .

3&( Integrate your brand. Branding extends to every aspect of your business--how you

answer your phones, what you or your salespeople wear on sales calls, your e-mail

signature, everything. «

nCreate a "voice" for your company that reflects your 'brand. This x'fo.ice should be
applied to all written communication and incorporatgd in the visual imagery ¢f ull

materials, online and off. Is your brand friendly? Be conversational. is it ritzy? Be
more formal. You get the gist.

-

LN Develop a tagline. Write a n:emorable, meaningful and concise statement that captures

the essene,e of your brand. (v A\ G \)X‘L\M G ((:)Q b IYW\\a' R \ (\\\,j'xf\yixﬁ’)ﬁ

Deswn temphtes and create brand standards for your marketing materials. Use {he

same color scheme logo placement. look and feel throughout. You don't need to be ]
J/‘__'___’_t_ —ee e T B

fancy, just consistent. -
e — —— *
A Al
\ Be true to your brand. Customers won't return to you--or refer you to someone else--if

you don't deliver on your brand promise. ! o

% Be consistent. This tip involves all the above and is the most important tip on this list.

If you can't do this, your attempts: at establishing a brand will fail.

‘ r e . . -
What is brand positioning?
Brand positioning is the process of creating a position for your brand in your.
consumers’ minds. It is like c:eating a key for a lock, a bolt for a nut, or even a button ¢
for a buttonhole. In this case, you are offering a solution for your consumers pain

point’ in a way tl;at no competitor ever has. You thmk about your Consumers
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understand their -difficulties, and represent them through your brand Product

positioning is a form of marketing that presents the benefits of your product to a

particular target audience. Through market research and focus groups, marketers can

dete[mme which audience to target based on favorable responses to the product.

Product Positioning

Product positioning is an important component of any marketing plan, but it

doesn’t have to be limited to one audience. For example, a product may have a main

target audience and also a secondary audience that is also interested in the product, but

perhaps in a different way. Each

audience will find the product appealing tor different
reasons, which is w

hy it's important to tailor marketing messages to fo»us on the

\
benefits each audience values most. y
1 ’ . te
Why do you neéd it? ¥
/

.

Brand positioning connects you with ycur target audience.

']
% Y
Through.brand positioning, you can understand your target audience and connect \\cith

them in the best way possible. By perfectly catering to people’s

s requirements, you will
establish yourself as a brand that cares while your consumers start trusting vou. This
trust is what makes it casier for them 1o make purchase decisions that improve your

)

conversions.

Brand positioning highlights your value proposition.

.
Positidning your brand essentially means standing up for something. No matter how?
e

rigorous or not your competition is, you have to fight your way into the mmds of your

consumers, Fail to do this and you give competitors the opportunity te sn

atch aw;;y
o
the posmon that your brand deserves.

“\
brand Delta reduced legroom and stopped
serving peanuts The market gap this move created helped JetBlue enter the market
with its extensive Jlegroom and gourmet snacks. Friendly

This is exactly what happened when airline

service, legroom, and snacks
got them there even though they did not have any international flights Or extensive

. 1
‘

Fi:‘ -
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frequent flier programs. They focused on hospitality and enhancing the fun of flying,

while other airlifie brands (like Delta) got busy catering to business travelers.

Brand positioning differentiates you from the rest.

As per Al Ries and Jack Trout, “br

and positioning is a concept that helps brahds set
themselve:s ap

art in a crowded hyper competitive market.” Anyone can manufacture a

but only passionate entrepreneurs can create br
positigning

‘product, ands. And with good

» You can help your brand stand out as something different from the usual.
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In marketing, promotion refers to any type of marketing communication

inform or persuade target audiences of the relatjv
orissue. T

used to

€ merits of a product, service, brand
he.aim of promotion is to increase awareness, create interest, generate sales
or create brand loyalty.

It is one of the basic elements of the market mix, which

inc}ude§ the four P's: price, product, promotion, and place. e 1%
Promotion is also one of the elements in the promotional miX Or promotional plan.,
These are personal selling, advertising, sales promotion, direct
marketing publicity and may also include event marketing,

exhibitions and trade
shows. A promotional plan specifies how
s ]

much attention to pay to each of the
elements in the promotional mix, and wh

allocated to each elg:ment.

\
Promotion covers the methods of communication that a marketer uses to provide

information about its product. Information can be both verbal and visya],

There are three objectives of promotion. These are:
K4

3
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To present information to consumers and others.
~ . . ' (‘
To increase demand.

To differéntiate a product.

The purpose of-a promotion and thus its promotional plan can have a wide range

mcluding:  sales  increases, new product - acceptance, creation  of-brand

\
. .- . . > .. . . . . \'
eqmty. posxtlonmg, competitive retaliations, or creation of a corporate image

\,
The term promotlon tends to be used internally by the marketing functlon 10 the

public or the market, phrases like "special offer" are more common. Examples of a

fully mtearated long-term, and large-scale promotlon are My Coke Rcwards in the
USA or Coke Zone in the UK and Pepsi Stuff.

Types 4

There have been different ways to promote a product in person or with different

media. Both person and media can be either physically real or virtual/electronic.

Ina physical environment

. Promotions can be held in physical environments at special events such as concerts,

fesnvals trade shows, and in the field, such as in grocery or de artment stores
el g el g ry p s

m
Interactlom in' the field allow immediate purchases. The purchase of a product can

be mcemlve w1th dxscounts (i.e., coupons), free items, or a contest. ~This method is
used to 1ncwase the sales of a given product. Interactlons between the brand and the
customer are perforrped by a brand ambassador or promotional model who represents
the product in physical environments. Brand ambassadors or promotional models are
hired by a marketing company, which in turn is booked.by the brand to‘represent the

product or service. lPerson-to-person interaction, as opposed to media-to-person

involvement, establishes connections that add another dimension to

promotion. Building a community through promoting goods and services can lead
to-brand loyalty.
‘ «

Ti‘éditional media

. il
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Examplcs of traditional media include print media such as newspapers and nmgd/nw\
electromc media such as radio and television, and outdoor media such as banner

or blllboardadvemsements. Each of these platforms provide ways for brands to reach
consumers with advertisements.

Digiial media v
Digital media, which includes Internet, social networking and social media sites, is a

+
modern way for brands to interact with consumers as it releases news, information and

L]
advertising  from  the technological limits of print  and broadc;ﬂst

mfrastructures [7] Dlgltal media is currently the most effectlve way for br"mds to
reach their consumers on a daily basis. Over 2.7 billion people are online globally

which i is about 40% of the world's population. [8] 67% of all Internet users globally
use sor‘lal media. 9]

Fa
Sales promotlon 1s a type of Pull marketmg technique. If you have a produgt which is
new in the market' or which is not receiving a lot of attention, then you can promote

this product to customers via sales promotions. You can use various techniques like

_\J
giving « discounts on the product, offering 1 + 1 free schemes, etc etc. When a brand- e

wants o increase the sales of its products, it uses Sal s_promotion. The brand chn
mcrease the sales?bv attracting new customers to their products or by retammo the old
s

customers by various means. The company can also.motivate the dealers and
distributors of theirchannel to perform better for their brand, and to get their stock
moving.
Thére are two types of Sales promotions

:. s .

a) Consumer sales promotions

Any sales promotion activity that you do keeping the end consumer in mind is known

as corfsumer sales promotions. Example — if an E-commerce website gives 10%
dlscounf on its products, then it wants the consumers to make the best of this deal.

This is a consumer focused promotional activity and hence can be called as consumer
sales promotrons s
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The objective of Consumer sales promotions might be various. A consumer might be
asked to test a sample of a completely new perfume in the market and rate it. Ap

existing customer might be asked to use a Scratch card so that he receives a gift.

At the end the result should be an ‘action from the consumer. Either the ‘consumer
should purchase the product right away, or he should come to know about the product

so that further awareness is created for the brand.

i v
b) Trade Sales promotions

15 your promot10na1 activities are focused on Dealers, distributors or agents, then it is '
known as’ trade promotions. There is a lot of competition in any field. And 1

\/;_——__,\:/"’ 7 4
in channelsales, to get the products moving and to motivate the dealer to perform

better, trade discounts are given. N
' X

Exarr;ple — You are a dealer for Televisions. Now Sony comes and tells you, you will
be given 5% discount if you cross a sale of 100 televisions. Naturally, you will be very”
motivated because 5% in television sales is huge. Plus selling Sony TV’s is eaey
because ‘11 i§. already a brand. Thus, you divert all potential customiers to Sony’

e SO .
Te_lev1$1'0ns so that you_!_ can achieve the target. -

Similarly, there are other types of trade sales promotions which can be used to
motiv'éte the dealér and distributor. More such techniques of sales promotlons are
discussed-below.' . ¢

" As the noise “of" competltors ‘rises, you will find more and more companies using sales
promotlons techniques. The advantage of sales promotion is that they are not too

expensive for the company when compared with ATL advertising medlums llke

Teleision ¢ er newspaper. Hence, even small businesses use it quite effectlvely
P o 3

Types of'"Salee promotions — Sales promotion techniques. N X

N

Below are some’ of the most common type of sales promotion techniques used across
all mdustnes Some industries, like FMCG, see a lot of these techniques being

1mp1érﬁented .simu]taneously mainly because of the sheer volume of business as well
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as because of the competition in FMCG. Other businesses, like Consumer durable,

furniture €'c also use a combination of these sales promotion techniques.
q

Let us delve deeper into each of these types of sales promotions.
1) Discounts — Trade 7 consumer

The most common type of sales promotions is consumer discounts or trade discounts.
I don’t even need to to explain this to everyone because we are bombarded with
discount offers every day. Be it E-commerce stores, retail stores or anything else. The

reason discount is most used is because it actually works!

-

1 o ;
If there is a 10% discount on the product for the consumer, then It 1S known as
consumer discount. However, if there is a 10% discount to the dealer when he ’

is purchasing from the company, it is known as trade discount. i+ )

In trade discournts, the dealer may or may not forward the discount to thé customer. It

is not necessary thaf the dealer will give additional 5% discount to customers when he '

is himself receiving 10% additional discount. However, many dealers know the

importance of achieving sales volumes hence they pass on discounts to customers
. :

whenever they receive trade discounts. '
2) Gifting . o i
One of the most common ways.to profnote your store during festival time or when

there is a huge walk in expected is Gifting. It is also a way to increase the sales of the

) T .
products because customers have an anticipation that they might win a gift from the

stare. L : Cat

” .- N {
Another popular way to us¢ gifting is to advertise “Assured gifts”. Basically, you have

different gifts on offer like a mixer grinder or a steam iron. A customer who purchases

a set amount of products will get the “Assured gift” from you. This creates excitement

L]

-
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in the mind of the customer and he received something for “free”. He might visit again .

and again.
3) Coupons

Quite commonl\ used to motivate people to purchase when they think the priée is high
or it can be incentive to buy your product above the competitors. Domino’s, Pizza
hutand McDoralds very prominently use coupons in their tharketing. If you have their

coupon in hand, you get a discount of X amount on the purchase.

What the coupon does is. it msugates you to t'lke action. If today i get a coupon saymg
i will get 10% off on whatever i purchase from an XYZ store, then i will surely get off
my butt and go purchasing. 1 will purchase all those products anyways. But the
coupon got me purchasing from the XYZ showroom. That’s the objective of the
coupon which it has accomplished.

4) Financlng ' #
Financin'g"is’ ingenious amongst the various types of sales promotic‘ms. It is a
combmanon of various factors. Companizs which have huge resources, generally act -
as Financers. They allow customers to purchase a product on EMI or.on dxﬁ’erent

financing options. All this happens for a minor processing fee and less interest.

As a result, the customer, who does not have complete money to buy the product, will é@:}) - e

llkely purchase;the product using financing options. Such financing helps the dealer to
11qu1date thé product faster and also helps the customer in making purchasing

)

decisions. “
5) Sampling N

It is prédo’minantly used in the FMCG industry for perfumes, deodarants, soaps or,
even eatables. Sampling is an excellent way to introduce your product in the market

an,d at the $ame time to incrsase the awareness of the product. S@\ M

The customers who are being targeted by sampling carry a huge ** lifetime value :"*.

Onge they get hooked onto your product, they won’t leave it that early., Hence,

10
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Sampling. hm.hl be of higher cost to the company but it is quite successful in the
M,

various ty pca ot sales promotions.

6) Bundling

*Bundling** is when you put a combination of products on sale for the same price.
So. for g\nmpln normally a 100 dollars might buy you just a shirt. However with
pmdupt pundling, 100 dollars might buy you a set of shirt and pants. As @ reéult the

" i . ~
consumer 18 much more likely to buy this bundled offer as compared to a single offer.

We see bundhm strongly in retail where a shampoo might be bundled with a soap or

we can ﬁeg a bundled combinations of many different items. The disadvantage of
4

bundling is \hat uustomer might think one of the products is of poor qualxty However,,
]
if the products are pundled together and both products are of an excellem ‘brand, then's’

the bundléd product will sell much higher quantities and will defeat qompetltxon_ in

numbers. Hence, 3und1ing is commonly used as & type of sales promotion. ;-
8

i) COh\EStS

.

There are dlfferent forms of contests which can be run to gather more customer
information or to motivate the customer to try the product or to create awareness about
the new retail place. Contests can be as simple as winning a gift through a _scratch

card. or it can be an in house game in a retail showroom or it can be an online comést

for which users have to enter their information. ,

Due to the phenomenal rise of the internet, online contests have become very easy and
important, They also penetrate faster and reach a lot of customers.
8) Refuhds & Rebates
As fhe name suggests, refunds are a marketing tactic when you get a partial amount
refunded .to you based on an action you have taken. For example — ifiyou bring the
parking ticket t0 the showroom, your parking amount will be refunded by the store.
Such refunds make the customer excited to visit a store.

\
Similarly, rebate is a type of partial refund which is most popular in the United states,

though not much po'pular in other countries. In rébates, you fill forms while checking

11
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out of stoxu: And if you have won the rebate, you will have to mail your details to the, .

company and the company will refund you the rebate amount in your bank or via -

’

a paypal account.
9) Exchange offers i

Exchange offers are quite commonly used all across the world and used strongly in
festive season when sales will be more and people are in a purchasing mood. In .

exchange offer, you can exchange an old product for a new product. You will receive
a discount based on the valuation of your old product. '

So, if you had an old washing machine at home and there was an Exchange offer in
the market, then you will receive an X amount for the washing, machine which is
decided };y the parent company or the retailer. This X amount will be deducted from
your ﬁﬁal‘pgya}ble amonnt and will be reduced undef the header of “Exchange offer

'

reimbursed”. A s;y R

1

&
10) Free trial . * < ;
Chances are, you have come across several softwares or online programs whlch oﬁ'er
a free trlal to you before you purchase the product. Shareware programs are also a
kind of free trlal programs where you can use the product for some time but later. on
have to purchase the product to use it completely. '
L
This,i$ done so that the customer gets a chance to trial run the product before he pays
for the product in full. Programs like AdobePhotoshop, Microsoft office. 365+and
others are known to give free trial programs of upto a month so that the ‘customer can
Kknbw more-about the product, he can try it and then purchase.
11) Email Marketing e e

Email r'néfketmg was, is and is touted to always be one of the best ways t0 promdie
):Z)ur businééss. It is one of the most commonly used types of sales promotions across
the world because of its ease of implementation and because of its penetration. Ehch
and every ong of us has an email account which we access regularly. Thus, an Email is

personal to us when received in our phone and we are bound to check it,out.

12
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Chances ;age, emall marketing bundled with an exciting and irresistible offer can'really -

entice the customer in purchasmg your product. As a result, Email marketing is

actually widely' used, be it online industry or offline.

12) Exhib_it'ions
d m Food, Jewellery, Clothing, Chemicals and similar such,
hey have to their buyers ,

More commonly use

ndustrles ‘where sellers want to showcase the products t

These buyers might be consumers or they may be industrial buyers. An exhrbmon

generally consists of one player who is exhibiting his goods. However, it can also be a

combination of players who are all there to showcase their wares.

13) Trade Shows

While' eihiloitlons are targeted towards individual buyers, Trade shows are targeted

towards resellers dealers, distributors and bulk buyers. A trade show rs typrcally a”
display pomt for all top compames withiz an industry. These companies are there o
compete and grab the maximum eyeballs of retailers, dealers and’ drstrrbutors While

Exhibitions are concentrated mostly on individual buyers, trade 'shows are

concentrated towards bulk buyers. ,
! “ IR
14) Demonstratrons '

. 3~
One of the most popular products to. be sold through product demonstrations were
vacumm cleanérs which used to be sold house to house. However, because of privacy
concerns, such type of promotional activities were stopped. Instead, now you will see

water purifiers bemg promoted through demonstrations in malls, showrooms and other

places."

Demonstratlons are an excellent way to create more awareness of the product and to
make customers comfortable towards a technical product. Technicality of the product

can-be‘a barrier to purchase. By demonstrating the actual working of a product, you
are removing a barrier to purchase. Hence demonstration is a type of sales promotion

mostly used for technical type of ptr‘}()ducts.
a2
15) Continuity programs 4

¢

13
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One of the best example of continuity programs is the frequent ﬂyetr vprogram
introduced by most, airlines. These airlines give more “miles” to the customers who
are flying more and more with the airline. Because you are awarded gifts the more you
fly with ong airline, you are likely to continue flying with that airline so that you

receive more miles.

Another example of the continuity program is when a super market advertises that -
customers who huy 5 times in this month from that super market will get a gift. This
ways; the customer will not shift anywhere else but will do shopping from that super' .
mark'et. Such continuity programs not only aim at getting new customers, but they ,

also retain old customers effectively.
it

16) Quantlty Discount

The more quant1ty of the product you buy, the more is the discount. So for example," a
single soap may cost $1 buta combined package of 5 units of soap might cost you %4,
giving you a a 20% discount on the purchase Such type of quantity discount is common

for customers.’

However. the quantity discount is not applicable only to coOnsumeIs. It. is also
apphcab1e in trade where a dealer or distributor might be given a discount of 5-10% if .
he purchases a higher quantity of product. So, a kitchen appliance distributor might bg,’
given a diséount if he buys higher number of units in the festive season. The higher he

3

sells and the more aggressive he is, the better he will earn.

Above are all the different types of sales promotions. Each and every busmess is
differen® aﬂd therefore, the type of sales promotion used by each business needs to be
differgnt. Bemg a competitive world, most companies use a combination of various
sales promotlonal methods to defeat competitors, attract and retain customers and
most 1mportant1y, to increase the sale of their products or services.

i
§
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