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UNIT 1 INTRODUCTION TO MARKETING

Objectives
After reading this unit, you should be able to:

Understand what marketing is

Understand the difference between need, want and desire

Explain the need of marketing strategy at different levels

What are the tagks necessary for successful marketing management?

Structure

1.1  Introduction

1.2  Meaning of Marketing
13  Definition of Marketing
14  Marketing Management
1.5  Marketing Mix

16  Marketing Strategy

1.7  Summary

1.8 Koy Words

1.9  Self-asgessment Test

1.10 Further Readings

1.1 INTRODUCTION

Though marketing is talked and discussed in business terms today, its
origin goed back to the ancient civilization when man used symbols, signs
and material artifacts to transact and communicate with others. The term
‘market’ originates from the Latin noun ‘Marcatus’ which means *a place
where business is conducted’. A layman has somewhat similar connotations
of the word “market” which bringg to his mind the vista of place where the
buyers and scllers personally interact to finalize a deal. However, for the
students of marketing, it has wider and deeper implications, It is not merely
a place of exchange but an arrangement that provides an opportunity of
exchanging goods and services for money.

Marketing, in modern times, means leaming from customers, listening to
customers and transforming the organization around customers. In this
context, Philip Kotler has defined the term market as “an arena for potential
c¢xchanges”. Similarly, as C.K. Prahalad puts it, the fulure lies in co-
creation — a process where companies and their customers will collaborate
1o come up with products and services. The marketing professionals agree
that this is one of the greatest challenges and that there are no ready-made
solutions available. Customer education involves putting the knowledge of
one's product at the disposal of customers. Educating the customer is tricky
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because it involves establishing a rapport and an emotional connection with
the customer,

Some marketing experts think that what we need today is ‘customer
connect’ and educating the customer is the only means to achieve this. It
involves everything, skills, attitudes, behavior and knowledge — and service
also as a part of customer education. William J. Stanton has defined
marketing as “a total system of interacting business activities designed to
plan, price, promote and place want-satisfying products and services to
present and potential customers”. Marketing not only deals with goods and
services but it also focuses on ideas, issues, concepts and principles.

1.2 MEANING OF MARKETING

In the present highly competitive economy, which can be called a buyer’s
market, it is the customer who wields full power. Marketing is managing
profitable customer relationships. The basic objective of marketing is to
attract new customers by promiging and offering superior value and to
retain and grow current customers by delivering satisfaction. Marketing
deals with customers more than any other business function, and deals
mainly with customers. “Marketing is a total system of business, an
ongoing process of discovering and tranglating consumer needs and desires
into products and services, creating demand for these products and sexvices,
serving the consumers and his demand through a network of marketing
channels and expanding the market base in the face of competition. Most
successful firms today practice the marketing concepts. That is, marketers
firgt identify congumer needs and then provide products that satisfy those
needs, assuring the organization’s long-term profitability.

Needs

The concept of human needs is the fundamental concept underlying all
marketing activities, A need is the difference between a consumer’s actual
state and some ideal or desired state. They are biogenic in origin and
include physiological needs for food, clothing warmth, shelter and safety.
Social needs are craving for belonging and affection. Knowledge and self-
expression are the other individual needs of human being, When the
difference between consumer's actual state and some ideal state is big
enough, the consumer is motivated to take action to satisfy the need. Needs
can be related to physical functions such as eating or to psychological ones
like wanting to look good. All these needs are basic requirements of any
individual, and are not a creation by marketing people.

Wants
The specific way a need is satisfied depends on an individual’s history,



lcarning experiences and cultural environment. A want is a desire for a
particular product used to satisfy a need in specific ways that are culturally
and socially influenced. However, how each person satisfies the need might
be quite different. When an American needs food, he may want a greasy
cheescburger and fries: whereas, if an Indian needs food, he may want
chapattis or rice, and coffee or tea. Wants are shaped by the society in
which one lives and are described in terms of products that will

satisfy needs. The only other difference between needs and wants is that
while human needs are limited, wants are unlimited.

Demand

When desire is coupled with the buying power or resources to satisfy a
want, the result is demand. Based on their needs, wants and buying
capacity, consumers ask for or demand products which they feel will give
them maxinmm value and satisfaction. Most of the marketing companies
take pains to study and understand their customer’s neceds, wants and
demands, based on which they plan their strategies for products and
prometions.

Difference between Selling and Marketing

Most of the people use ‘marketing’ and *selling’ as synonyms, though there
is a substantial difference between both the concepts. Selling and marketing
brings different oricntations to business; hence managers are expected to
follow different kinds of strategies for business success.

Under selling concept, the need for some selling is taken for granted. It has
a product focus and is mostly producer driven. It is only the action part of
marketing and has short-term goals of achieving certain level of revenue,
profit and market share. When the focus is on selling, the businessman
thinks that sales must start immediately after the production schedule is
complete. Also that the task of the sales department to sell whatever the
production department has manufactured, Selling converts the product into
cash for the company in the short run.

Under the marketing concept, the aim of marketing is to render selling
superfluous. Marketing is a wider approach than selling and is dynamic in
nature. With full understanding of customer demand, the product must fit
or match the buyer needs entirely and it should sell itself without any
promotion efforts. Its focus is on the customer rather than the product. In
marketing, the process starts with the identification of consumer needs and
will not end until consumer feedback is taken to measure his or her
satisfaction. According to Theodore Levitt ‘the difference between selling
and marketing is more than semantic. A truly marketing minded firms
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offering is determined not by the seller but by the buyer by creating value
satigfaction,

Marketing is the basic reason for the existence of a business organization. It
works as the guide for all business/non-business organizations. Marketing
is something which is going on all around us. Marketing people are busy
calling for our attention always, to fry a product or service. It is a powerful
mechanism which alone can satisfy the needs and wants of consumers at
the effectiveness with which its marketing strategies are formulated and
implemented. It is said to be the eyes and ears of a business organization as
it keeps the business in close contact with its economic, political, social and
technological environment and informs it of events that can influence its
activities as per requirements of the market,

Marketing helps in having a good range of products and suggest to the
management the scope for improving and developing new products to
satisfy the changing customer needs. An effective marketing effort is in
accordance with ethical business practices and should be effective from
both the social and business point of view. This approach emphasizes the
need for efficiency in distribution, The nature, type and degree of efficiency
are largely dependent upon the kind of marketing environment within
which the enterprise operates. With the changing business scenario,
marketing has taken the shape of value-added marketing activity, wherein
the basic pressure of any marketing activity for saleg in a planned way is
how the four Ps, i.c., product, price, promotion and place are tuned.

In short, modern marketing begins with the customer, not with production
cost, sales, technological landmarks and it ends with the customer
satisfaction and social well-being. Under the market-driven economy buyer
or consumer is the king,

1.3 DEFINITION OF MARKETING

The American Marketing Association defines marketing as “Marketing is
an organizational function and a set of processes for creating,
communicating and delivering value to customers and for managing
customer relationghip in ways that benefits the organization and its
stakeholders.

Michael R. Solomon defines marketing is a process of planning and
executing the conception, pricing, promotion and distribution of ideas,
goods and services to create exchanges that satisfy individual and
organizational objectives. From a broader sccial peint of view, definition of
Paul Mazur is more relevant. Mazur defines marketing as the creation and
delivery of a standard of living to society. This is a much broader approach,
which views the firm as an organized behavior system designed to generate



outputs of value to consumers. The modern marketer is called upon to set
marketing objectives, develop the market plan, organize the marketing
function, implement the marketing plan or program and conirol the
marketing program to assure the accomplishment of the set marketing
objectives. There are various misconceptions about marketing. Many
pecple assume that marketing is expenditure and it does not take care of the
scarce resources of the organization. Contrary to this, an effective
marketing program is always linked with a performance measure like return
on investment. Marketing means managing markets to bring about
profitable exchange relationship by creating value and satisfying needs and
wants, Therefore, it is defined as a process by which individuals and groups
obtain what they need and want by creating and exchanging products and
value with others. The elements of modem marketing system are shown in

figure 1.1.

The supplicrs provide raw materials to produce goods. The company
(marketer) and its competitors send their offers and communication 1o
customer directly or through marketing intermediaries. The customer
compares the value and satisfaction offered in each product or service and
decides to buy. All these factors in the marketing system can be affected by
environmental force like — demographic, economic, social, political, legal,
cultural and technological etc. A company’s success in marketing as a
function depends on how well entire system serves the needs of final
customers,

|:> EIE):;);) :> |
Suppliers :> p— mmes :> Final user
:> /\

Major environmental forces

Figure 1.1: Elements of a Modern Marketing System
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1.4 MARKETING MANAGEMENT

According to Philip Kotler, “Marketing management is the art and science
of choosing target markets and building profitable relationship with them.
This involves getting, keeping and growing customers through creating,
delivering and communicating superior value” Thus marketing
management invelves managing demand, which in tumn, involves managing
customer relationship,

Marketing as an exchange of value

To create exchange is the heart of every marketing act. An exchange ocours
when something is obtained for something else in retum, which means that
some transfer of value occurs between a buyer and a seller. The buyer
receives an object, service or idea that satisfies a need and the seller
receives somathing he or she feels is of equivalent value, That means that
something {or someone)} may be worth a lot to one person but net to
another, The challenge to the marketer is to create an attractive value
proposition; a marketplace offering that fairly and accurately sums up the
value that will be realized if the product or service is purchased. There are
two pitfalls to this basic idea: First, the product or service can be overseld
and the second, the product or service can be undersold.

Marketing as an exchange process has gained significance over the years,
as it has tried to conceptualize marketing behavior. Though a customer can
get invelved in different kinds of exchanges while buying a product, the
gcope of understanding exchange in the context of marketing is confined to
the economic institutions and consumers in the traditional sense. Broadly
there are three types of exchanges: restricted, generalized and complex
exchanges. For an exchange to occur, at least two people or organizations
must be willing to make a trade, and each mmst have something the other
values. Both parties must agree on the value of the exchange and how it
will be carried out. Each party also must be free to accept or reject the
other’s terms for the exchange.

Successful marketing does not generally come about by accident, it needs
to managed effectively. Three fundamental aspects of marketing
management can be identified: processes, structures and outcomes.
Marketing is 2 matching process by which a producer provides a marketing
mix (product, price, promotion and physical distribution} that meets
consumer demand of a target market within the limits of scciety. The
process is based on corporate goals and corporate capabilities, Marketing
process brings together producers and consumers — the two main
participants in exchange.

Marketing management is a process of identifying customer needs and



wants and then developing a marketing program to satisfy customer needs
with a profit, So, effective marketing starts with the identification of a set
of consumers and their need structure. A marketer needs to identify
marketing opportunities by analyzing and scanning external environment
and collecting market related information to estimate current market
demand and forecast future potential. Marketing management process
consists of four key stages, namely market analysis, marketing planning,
implementation of the marketing program and control of the total
marketing effort. Some of the basic questions which needs to agked are as
follows:

Analysis: Where are we now? What are the strength and weaknesses of the
company and its products? How does the company’s market share compare
with that of its competitors?

Planning: What is the mission of the business? Where do we want to be?
‘What strategy will be adopted in order to achieve those objectives? What
objectives should be set for the next year?

Implementation: How arc we going to put into effect the strategy that will
lead us to our objectives?

Evaluation and centrol: Did we achieve our objectives? If not, why? How
can deficiencies be rectified?

The marketing manager assumes the rcle of a solution provider rather than
a product manufacturer. Market analysis helps the marketer to identify new
markets for existing products and for the new one. Marketing plan is not
effective unless it is implemented. Without a proper implementation
program, marketing planning exercise is8 just paper work. Companies
typically

produce a strategic marketing plan for a five-year period. Over this time
period, projections can be subject to a great deal of speculative estimation.
Nevertheless, a five-year strategic plan can be vital to give a sense of
direction to a company’'s marketing efforts. Over the shorter terms,
companies usually produce an annual plan which gives more details of how
the strategy will be implerented over the forth-coming 12-month period.

A marketing manager has to take various decisions for developing a
successful marketing program, Marketing decisions are taken under certain
assumptions about the environment. Many a times, when these assumptions
g0 wrong, marketing program fail, Environmental factors are external to
the organization and beyond the control of the marketing manager. He
needs to take note of the current environment and assume risk te develop
oppottunities and avert threats for marketing success.

MBA-341/11



MBA-341/12

1.5 MARKETING MIX

The marketer’s task is to determine the best way to present a good or a
service for consumer’s consideration, the marketer has many decisions to
make, and so he or she needs many tocls. Marketing activities comes in all
forms. McCarthy classified these activities as marketing- mix, which
consists of the tools that are used together to create a desired response
among a set of predefined consumers, Marketing mix consists of four Ps:
product, price, premotion and place. These teols include the activities that
introduce it to consumers.

The particular marketing variables under each P are shown in Figure 1.2, A
successful marketing strategy must have a marketing mix as well as a target
market for whom the marketing mix is prepared. The firm can change its
price, sales force size and advertising expenditures in the short run. It can
develop new products and medify its distribution channels only in the long
nm. The marketing mix will change according to changing marketing
conditions and also with changing environmental factors like sccial,
technical, economic and political etc. affecting each market.

Product Price
Variety List price
Quality Discounts
Design Allowances
Features Payment pericd
Brand name Cradit tarms
Packaging

Services

Target
customers

Intendead
positioning

Promotion Place

Adverlising Channels
Personal selling Coverage
Sales promotion Locations
Public relations Inventory
Transportation
Logistics

Figure 1.2: Elements of Marketing Mix
1.6 MARKETING STRATEGY

Planning is an ongoing process of making decisions that guide the firm
both in the short term and for the leng term. Peter Drucker has rightly
defined business planning “as a continucus process of making present
entrepreneurial decisions systematically and with best possible knowledge
of their futurity, orgenizing systematically the effort needed to camry out
these decisions against expectations through organized feedback. Planming
identifies and builds on a firm's strengths, and helps managers at all levels
make informed decisions in a changing business environment, Planning



means that an organization develops objectives before it takes action.

Strategic Planning

Strategic planning is the managerial decision process that matches the
organization’s resources and capabilities to its market opportunities for
long-term growth, Strategic planning is long term planning by the top
management, This plan specifies organization’s primary goals and
objectives and focuses on the entire organization, Many large firms realize
that relying on only one product can be risky, so they have become
multiproduct companies with self-contained divisions organized around
products or brands. These self-contained divisions are Strategic Business
Units (SBUs) — individual units within the firm, each having its own
mission, business objectives, resources, mangers and competitors. At the
SBU level, top managers typically establish a mission, conduct an analysis
of the environment, set business goals, and develop growth strategies.

Characteristics of a Good Marketing Plan

A marketing plan is a document that describes the marketing environment,
outlines the marketing objectives and strategy and identifies who will be
responsible for carrying out each part of the marketing strategy. A good
marketing plan should communicate to every member what is desired of
each member, so that they have some level of goal clarity, understanding of
assumptions that lic behind the goals and the context of each activity and
decision. Different organizations follow different kind of plamning
approach. Organizations where top management sets both the goals and
plan for the lower management, follows a top down approach. In some
organizations each unit creates it own goals and plans, which are then
approved by the top management, are called as bottom up approach.
Because marketing is so central to a firm, in many cases strategic planning
and marketing planning are almoest inseparable. Of course, top business
planmers and marketing managers don’t just sit in their offices dreaming up
plans without any concemn for the rest of the organization.

Strategic Planning at Corporate Level

Top management is involved in the corporate planning process. Cotporate
planning is a term used to denote a formal, comprehensive and systematic
appraisal of internal environment to achieve organizational objectives.

Establishing Corporate Mission

Top management’s first step in the strategic planning stage is to answer few
questions such as: What business are we in? What will it be? What
customers should we serve? A well-defined corporate mission guides all
other decisions, including the marketing strategy of a firm. A corporate
mission statement is a formal document that describes the organizations
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overall purpose and what it hopes to achieve in terms of its customers,
products and resources. For example, DuPont’s mission statement reads as
“Better things for better living through chemistry”. Coca-cola has a mission
statement that reads as “Cur challenge will be to enhance and protect the
coca~cola trademark, giving sharcholders an above-average return and
entering new businesses only if they can perform at a rate substantially
above inflation.” Organizations develop misgion statement to share with
their multi stakeholders, including customers. The ideal mission statement
is not too broad, too narrow, or too ghartsighted. A mission that i3 too broad
will not provide adequate focus for the organization. It doesn't do much
good to claim,

The next step in the corporate planning process is setting up of corporate
objectives, These are specific accomplishments or outcomes that an
organization hopes to achieve by a certain time. Every company has a
potential set of objectives such as follows:

» To grow the business profitably.

» To enhance shareholder value through a balanced program of
dividends and share repurchases.

» To increase the ability to compete in global markets.

¢ To conduct the business as a responsible manufacturer and marketer.

Finally, corporate objectives help in narrowing down the procedure for
setting goals. Goals are used to plan, control and evaluate business
activities of a company. They provide source of motivation, a basis for
incentive, standards of performance evaluation of the marketing personnel
and to uncover the strength and wealkmesses in the marketing structure of
the firm. Goals should be measurable otherwise the success of a business
and marketing plan cannct be measured. Goals should be acceptable to
majority of peoples in the organization and should suit the company’s
image and market position.

The Business Portfolio

For companies with several different SBUs, strategic planning inchides
making decisions about how to best allocate resources among these
businesses to ensure growth for the total organization. These plan allocation
is on the basiz of the performance of the SBU in the past, its current market
position and future potential in generating revenue for the firm. Just as the
collection of different stock an investor owns is called a portfolio, the range
of products that a large firm owns is called its business portfolio. Having a
diversified portfolio of products reduces the firm’s dependence on one
product or one group of customers. Portfolio analysis is a tool management
uses to assess the potential of a firm’s products or businesses. It helps

management



decide which of its current products should receive more or less of the
firm’s resources and which of its lines of business consistent with the
firm’s overall mission,

The Boston Congulting Group’s Growth Share Matrix (BCG Matrix)

The BCG growth-market share matrix is developed by the Boston
Consulting Group (BCG). The BCG method focuses on the potential of a
firm's existing successful products to generate cash that the firm can then
use to invest in new products. New products are chosen for their potential
to become future cash generators. The BCG matrix involves strategic
business units being pesitioned in a matrix on the basis of market growth
rate and their market share, relative to that of the largest competitor, The
vertical axis represents the attractiveness of the market, the market growth
rate, It ranges from 0 to 20 percent; it can be separated into ‘high’ and ‘low’
arcas. The horizontal axis shows the company’s current strength in the
market through its relative market share, It ranges from 0.1 to 10, Relative
market share is calculated as an SBU’s market share, divided by the market
ghare of the largest competitor in the same market. Strategic business units
can be positioned as a circle in the matrix. The size of the circle represents
the proposition of company’s sales generated by that particular business
unit,

48 QUESTION MARKS

Market Growth (%)

I
I
1
I
]
]
I
I
I
I
I
I
I
[}
-
|
|
I
i
I
I
I
I
I
]
I
I
i

10 1 01
Relative: Market Share

(logarithmic scale)

Figure 1.3: BCG
Growth-Market Share
Matrix
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Let’s take a closer look at each cell in the grid.

Stars: Stars are SBUs with products that have a dominant market share in
high-growth markets. Because the SBU has a dominant share of the market,
stars generate large revenue, but they also require large amount of funding
to keep up with production and promotion demands. Becansc the market
has a large growth potential, managers design strategies to maximize
market share in the face of increasing competition. The firm aims at getting
the largest share of loyal customers so the product will generate profits that
can then be plowed into other parts of the company.

Cash Cows: Cash cows have a dominant market share in a low-growth
potential market. Because there’s not mmch opportunity for the new
products, competitors den’t often enter the market. At the same time, the
product is well established and enjoys a high market share that the firm can
sustain with minimal funding, If the firm’s goal is to increase revenues,
having too many cash cows with little or no growth potential can become a
liability.

Question Marks: Question marks-sometimes called problem children-are
products with low market share in fast-growth markets. When a business is
a question mark, it suggests that the firm has failed to compete
successfully. Perhaps the product offers fewer benefits than competing
products. Maybe its price is too high, its distribution is ineffective or its
advertising is too weak. This firm could pump more money into marketing
the product and hope that market share will improve.

Dogs: Dogs have a small share of a slow-growth market. They are
specialized products in limited markets that are not likely to grow quickly.
When possible, large firms may sell off their dogs to smaller firms that may
be able to nurture them or they may take the product off the market.

BCG growth share matrix has some limitations. SBUs have life cycles and
over a period of time, they change their positions on the matrix. Merely by
identifying position of # SBU does not lead to selection of a particular
strategy. This is because firms do not aim for the same growth rate or
relative market share. Bach business unit has different potentials and needs
its own strategy.

General Electric Multi Factor Portfolio Matrix

Some of the problems faced with BCG matrix can be improved in the Multi
Factor Portfolio Matrix used by General Electric Corporation. This matrix
involves SBUs being positioned on a matrix on the basis of market
attractivencss and business strength. These two factors make excellent



marketing sensc for rating an SBU. Market attractiveness and business
strength depend on a number of factors. The procedure involves assigning
each of the factor a weight depending on its perceived importance,
followed by assessing how each SBU compares on each factorona 1 to 7
rating scale, and then computing a weighed composite rating. The size of
each circle represents the size of the relevant market rather than the size of
the company’s business. A strong company operating in an unattractive
market or a weak company operating in a strong

market will never give better results to the firm. So for the business
success, it is necessary that both the factors should be strong for the SBUJ.

Strategic Planning at the SBU Level

After discussing how strategic planning in large firms occurs at the
corporate level. Now it’s time to strategic planning for business unit level.
Each SBU operates in a different market conditions. So the buginess
mission should stem from the overall corporate mission and objective of
the firm, Tt should essentially express why it is in the business portfolio of
the company and what function the corporate expects it to play.

Evaluating the Environment: SWOT Analysis

For a small business or a strategic business unit, the second step in strategic
planning is to assess ity internal and external environment. Managers call
this evaluation a SWOT analyzis because it tries to identify meaningful
strengths (8) and weaknesses (W) in the organization’s internal
environment and opportunity {(O) and threats (T) coming from outside the
organization-the external environment, A SWOT analygis enables a firm to
develop strategics that make use of what the firm does best in seizing
opportunities for growth, while at the same time avoiding external threats
that might hurt the firm’s sales and profits.
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SWOT Analysis

S Io iR el ki s internal
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+ Changing customer tastes

= Technological advances .
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= Lower personal taxes - ernment politics factors

» Change in populaticn age

= Mew distribution channels

Positive Negative

Figure 1.4: SWOT
Analysis

By internal environment, we mean all of the controllable elements inside an
organization that influence how well the organization operates. Internal
strength may lic in the firm’s technologies. A firm’s physical facilities can
be an important strength or weakness, as can its level of financial stability,
its relationship with suppliers, its corporate reputation and its ownership of
strong brands in the marketplace. The external environment consists of
elements cutside of the organization that may affect it either positively or
negatively. The external environment includes consumers, government
regulations, competitors, the overall economy and trends in popular culture,
Opportunities and threats can come from any part of the external
environment. Sometimes trends or currently unserved needs provide

opportunitics for growth.
1.7 SUMMARY

Marketing is a dynamic and pervasive subject in business that makes the
whole organization ready to serve the customers. Philip Kotler who defines
marketing as a social activity directed towards satisfying customers’ needs
and wants through an exchange process. Marketing management is the art
and science of choosing target markets and getting, keeping and growing



customers through creating, delivering and communication superior
customer valie, Marketing are skilled at managing demand: they seek to
influence the level, timing and composition of dernand. Marketers are
involved in marketing many types of entities: goods, services, events,
information, persons, places, propertics, organizations, information’s and
ideas.

The marketing mix is the four Ps of marketing: preduct, price,
promotion and place. The product is what satisfies customers’ needs.
Products can be goods, services or ideas. The price is the assigned value or
amount to be exchanged for the product. The place or chamnel of
distribution gets the product to the customer. Promotion is the
organization’s efforts to persuade customers to buy the product. The four
Ps are strongly interrelated, so decisions about one P influence the other as
well,

Business planning includes strategic planning by top-level managers
at the corporate and at the strategic business unit (SBU) level. Tactical
planning is done by middle managers and operations planning by lower
level managers. Decisions about the firm's portfolio of strategic business
units are often made with the help of such planning tools as the Boston
Consulting Group matrix, which assesses SBUs on martket growth potential
and the firm’s relative market share. Strategic planning for SBUs or smaller
businesses beging with defining the firm’s business mission. Managers may
determine the business growth strategy with the product-market growth
matrix. Each product level within a business unit must develop a marketing
plan for achieving its goals. The marketing plan is one of the most
important outputs of the marketing process.

1.8 KEY WORDS
» Marketing: The performance of business activities that direct the flow
of goods and services from producer to consumer or user.

o Exchange: The process by which some transfer of value occurs between a

buyer and a seller.

» Need: Recognition of any difference between a consumer’s actual state
and some ideal or degired state.

» Want: The desire to satisfy needs in specific ways that are culturally and
socially influenced.

» Demand: Customer’s desire for products coupled with the resources to
obtain them,

o Mnarketing Plan: A document that describes the marketing
cnvitonment outlines the marketing objectives and strategy and
identifies who will be responsible for carrying out each part of the
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marketing strategy.

s  Strategic Business Unit: Individual units within the firm that operates
like separate businesses, with each having its own mission, business
objectives, Tesources, managers, and competitors,

+ Portfolio analysis: A management tool for evaluating a firm’s business
mis and assessing the potential of an organization’s strategic business
units,

1.9 SELF-ASSESSMENT TEST

1. Go through any newspaper. Find an ad for a product that you feel gives
you good value for your money. What have you learned about the
concept of value from this exercise?

2. Marketing is a reflector of standards of living, compare the products
available in the nineties and in this century to show how marketing has
improved the standard of living of the people?

3. To undersitand what marketing is all about, pretend you are looking for
a job, you need to market yourself. Using the four Ps, write a
description of your product, price, place and promotion strategies?

4. Do you agree that marketing is a firm's most essential functional arca?
Write a short note to your boss about how many resources to devote to
each of the major functional programs and why?

1.10 Further Readings

Peter F. Drucker, Management: Tasks, Responsibilities, Practices (New York:
Harper & Row, 1972), 64-65.

E Jerome McCarthy and William D. Perrcault, Basic Marketing: A
Global-Managerial Approach, 14® ed. (Homewood, IL: McGraw-Hill
Irwin, 2002).



UNIT 2 MARKETING IN A DEVELOPING
ECONOMY

Objectives
After reading this unit, you should be able to:

Understand the concept of a developing economy

Understand the relevance of marketing in a developing economy
Understand the relevance of social marketing

Understand the role of marketing in relation to some selected
industry and service sectors.
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27  Summary
28 KeyWords

29 Self-Assessment Test
2.10 Further Reading

2.1 INTRODUCTION

Before discussing the relevance and role of marketing in a Jeveloping
economy let us first understand what exactly an economy means and what
the significance of developing economy is. In simple terms an economy
means system or range of economic activity in a country, region, or
community or it is the wealh and rescurces of a country or region,
especially in terms of the production and consumption of goods and
services. Developing economy means when an economy shifls its emphasis
from agriculture to industry, and it is less developed in terms of gross
national product, per capita income, industrial development, infrastructure
facilities, motivations and attimmdes of its people etc. as compared to
developed countries.

In other words, in a developing economy there is a shift in the
standard of living, education and the use of technology rise. These
countries are developing countries. In such locales, there may be a visible
middle class, often largely composed of entrepreneurs working hard to run
a successful small business. The developing economies always try to
achieve growth in the gross national product through generation of
additional income in various sectors of an economy such as agriculture,
industry, mining and intemational trade in a panned manner.
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2.2 MARKETING AT DIFFERENT LEVELS
OF ECONOMIC DEVELOPMENT

When marketer lookout for opportunities, it helps if they consider a
country’s level of economic development to understand the needs of people
who lives there and the infragtructure conditions with which they must deal,
The economic level of a country is the single-most important
environmental element to which the foreign marketer task, The attitude
towards foreign business activity, the demand for goods, the distribution
gystems found within a country, and the entire marketing process are
affected by the stages of economic growth within a country, In static
economies consumption patterns become rigid and marketing is typically
nothing more than a supply effort, whereas in dynamic economy
consumption patterns change rapidly. Marketing is constantly faced with
the challenge of detecting and providing for new levels of consumption and
marketing and marketing efforts must be matched with ever changing
marketing needs and wants,

Economic development puts forward a two-gided challenge:

D A study of the general aspects of economic development is
necessary to gain empathy regarding the economic climate
within developing countries.

i} The state of economic development must be studied with
respect to market potential, including the present economic level
and company’s growth potential.

The current level of economic development prescribes the nature and
degree of market potential that exists, while the knowledge of dynamism of
the economy allows the marketer to prepare for economic shifts and
emerging markets. Normally economic development is characterised by the
increase in the national production that result in an increase in the average
per capita gross domestic product {(GDP). Other than an increase in the
average per capita GDP most interpretations of the concept also imply a
widespread distribution of the increased income. Economic development,
as it is defined today, tends to mean a rapid economic growth and increased
congumer demand — improvements achieved in decades rather than in
centuries.

Levels of Economic Development

The best-known model for classifying countries by degree of economic
development is the five- stage model presented by Walt Rostov. Each stage
is a function of cost of labour, the technical capability of the buyers, the
scale of operations, interest rates, and the level of product sophistication,
Growth is the movement from one stage to another and countries in the first
three stages are considered to be economically underdeveloped. The stages
are described briefly as follows:

Level 1 — The Traditional Seciety

Countrics in this level lack the capability of significantly increasing the
level of productivity. There is a marked absence of systematic application



of methods of modern science and technology. Literacy is low, as are other
types of social overhead.

Level 2 — The Preconditions for Take-off

This second level includes societies in the process of transition to the take-
off stage. During this period, the advances of modem science are beginning
to be applied in agriculture and

production. The development of transportation communications, power,
education, health, and other public undertakings has begun in a small but
important way.

Level 3 — The Take-off

At this level, countries achieve a growth pattern that becomes normal
condition Human resources and social overheads have been developed to
sustain steady development and agricultural and industrial modernization
lead to rapid expansion.

Level 4 — The Drive to Maturity

After take-off, sustained progress is maintained and the economy seeks to
extend modem technology to all economic activity. The economy takes on
internaticnal involvement. In this level, an economy demonstrates that it

has the technological and entreprenecurial skills to produce not everything
but rather anything it chooses to produce.

Level 5 — The Age of High Mass Consumption

The age of high mass consumption leads to shifts in the leading economic
sectors towards durable consumer goods and services. Real income per
capita rises to the point where a very large number of people have
significant amounts of discretionary income.

Although Rostow’s classification has met with some criticism because of
the difficulty of distinguishing among the five stages, it provides the
marketer with some indication of the relationship between economic
development and the types of preducts a country needs and of the
sophistication of its industrial infrastructure.

2.3 RELEVANCE OF MARKETING IN DEVELOPING

ECONOQMY Marketing and trade plays an important role in the
economic development and overall development of a nation. These roles
can be classified in terms of, (1) specialisation in activities of comparative
advantages, (2) enhanced resource-use efficiency and trade and (3)
advances in marketing with economic growth. A comparative advantage
exists when an individual or region can produce a good, relative to the price
of other goods, more cheaply than another individual or region. Through
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specialisation and trade, a2 community is better able to utilise its limited
resources, Specialisation and the resulting efficiency of resource-use is the
basis for economic growth and development.

As markets and economies develop, surpluses occur more frequently in
profitable activities, creating new wealth, while products are moves greater
distances than before. Thus, trade is a necessary ingredient for economic
growth. Marketing is simply the means by which trade occurs. With
economic development, the activities and tasks of marketing increase.
Activities such as storage, processing, packaging and retail distribution
becomes more important. Greater activity moves away from the site of
production and towards marketing. This, in tumns, creates employment
opportunitics and further specialisation. With development more economic
agents

may enter trade, helping to improve marketing services and in some cases
allowing the market to capture external economies of scale,

Marketing for economic development is often routinely treated as a series
of special cases addressing specific market segments or community
attributes in genecral. Marketing cnsures a planned economic growth in
developing economy where the scarcity of goods, services, ideas and
excessive unemployment, thereby marketing efforts are needed for
mobilisation of economic resources for additional production of goods,
services and ideas resulting in greater employment. Marketing therefore, is
an economy’s arbiter between productive capacity and consumer demand.
In addition, marketing process is a critical element in the effective
utilisation of the production resulting from economic growth and balance
between higher production and higher consumption.

Effective marketing not only improves the life-style and well-being of the
people in a specific economy, but upgrades world markets; after all, a
developed country’s best customer is another developed country. Although
marketing cannot create purchasing power, it can uncover and direct that
which already exists. Increased econemic activity leads to enlarged markets
which set the stage for economies of scale in distribution and production
that may not have existed before.

General Role of Marketing

The first and foremost role of marketing is that it stimulates potential
agpregate demand and thus enlarges the size of the market Now the
question is, how it helps in the economic growth of a country. The answer
is that through stinmlation of demand people are motivated to work harder
and earn additional money to buy the various geods, services and ideas
being marketed. An additional advantage is that it accelerates the process of
magnetizing the economy, which in turn facilitates the transfer of investible
Tesources.



An important role which marketing plays is that it helps in the discovery of
entrepreneurial talent, Peter Drucker makes this point very succinetly when
he observes that marketing is a multiplier of managers and entrepreneurs.
Still another important contribution which marketing makes is that it helps

in sustaining and improving the existing levels of employment. When a
country advances economically it takes more and more people to distribute
goods and proportionately a lesser number to make them. That is from the

empleyment point of view production becomes relatively less significant
than marketing and the related services of transportation, finance,
communication, insurance, etc. which spring arcund it.

2.4 AREAS OF RELEVANCE

Peter Drucker emphasized the grandness of marketing in developing
countries because it is capable of answering the critical need. It is a
common knowledge that in most developing countries the government and
its confederative enterprises own a major portion of the productive sector of
the economy. Often government makes all policies which prove
counterproductive to the marketing efforts of individval firms, It is,
therefore, essential that the government understand marketing and its
implications to further their aim at national development. The role of
marketing is incomplete without giving adequate importance to the
overall field of management. Implementation of good ideas requires good
management. The following conditions should be met before any
government embarks on a marketing approach: (2) Recognising that
marketing and management are professional disciplines and (b)
Recognising that in organising different govermmental operaticns,
deliberate screening of candidates for their competence in the field of
management is essential. Marketing function is relevant equally to all
business firms in various sectors of a developing economy. Considering the
typical characteristics of a developing economy and its growth needs, it
appears that certain sectors of the economy need relatively greater level of
marketing effort than others. Some of the fundamental problems where
marketing can become useful is as follows:

Marketing for Agriculiural development and Farm Productivity

In some of the developing economies inefficient methods of irrigation, lack
of mechanization in farming, inadequate supplies of fertilizers and natural
disaster leads to low farm productivity. But one fundamental problem
which is not recognized is lack of marketing system. If all farmers can be
provided with production inputs, the financial system, the market and the
agricultural knowledge they can improve the agriculture. Development of
rural market system is of fundamental urgency in bringing about the
necessary agricultural revolution.

Proper incentives should exist for a subsistence farmer to produce more.
The most basic incentive is his access to the national markets. Marketing
technology can pay a major role in enabling this phase of institutional
development, The marketing system could be a part of commumity centre
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which offers a variety of services social, economic and educational to its
community. The concept of community centre is not new. Its design and
development needs a variety of interdisciplinary skills, of which marketing
is one of critical contributors. Marketing technology can help define the
cconomic, financial services and management components of the
community centre.

Industrial and Entrepreneurial Growth

For the purpose of industrial growth many of the countries have imperted
sophisticated technology from western countries. This can put an extra
burden on the nation’s scarce foreign exchange. In the process of
technological and capital upgradation needs of small industries have been
largely neglected. Industrial development has to be tied te the local
community. In developing countries where high technology investments are
prominent, the operations of these enterprises has suffered from managerial
problems. The marketing effort required is at a medium level and calls for
careful product planning informative advertising and personal selling in
addition to cssential packaging, storing and physical distribution. The
pricing is cither competitive or Govemment regulated. The level of
marketing effort required is high in the case of semi-industrial products,
pharmaceuticals and fertilizers, appliances for business and house- hold
use, consumer non-durables and certain categories of cngincering goods
and machine tools.

Education and Manpower Planning

Developing nations need a variety of human gkills to bring about economic
and social development. Marketing concepts and techniques may have
profound impact on meeting the nation’s manpower needs. Much of
educational thrust in developing nations is restricted geographically to
urban areas, Very little focus is placed on non-farming training programs to
increase the productivity of rural labourers, farmers and the like, The
employment practices are partly responsible for this. Very often employers
do not insist on hiring personnel with appropriate educational skills, This
vicious circle has to be broken to influence public attitude towards job-
oriented education. The techmiques of marketing research and product
development can contribute in many ways to the needed educational
revohition,

2.5 RELEVANCE OF SOCIAL MARKETING

Social marketing can be defined as the conception, implementation and
conirol of programmers calculated to influence the acceptableness of social
ideas and involving consideration of product planning, pricing,
commumication, distibution and marketing research. Social marketing
follows a consumer centric approach. People must perceive their real needs
and identify their real problems, which is only possible through proper
participation and communication. The key areas where Social marketing

approach is applied are:

) Needs Assessment of Consumer



Needs Asscssment - Gaps Analysis is very important i.c.

+ What the audience should know/would like to know?
» What the audience actually does know?
» What is the GAP?

Social Marketing mainly deals with the motive of understanding the
consumer and to develop products in order to satisfy their wants and needs.
Whosoever is applying social marketing methods needs to know about the
people whose behaviour they want to change — their aspirations and values,
their beliefs and attitudes, and their current behavioural patterns. They are
alse required to lock upon the broader social and cultural factors that
influence consumer behaviour, recognizing that behavioural change is
influenced by a combination of environmental as well as personal and
interpersonal factors.

Unfortunately, still a lot of people incorrectly equate marketing with sales
and advertising. Marketing’s consumer orientation is actually the opposite
of sales crientation. In contrast to the belief that sales- energizing devices
are needed to bring results, a consumer orientation requires program
planners to understand the consumers’ desires and needs, and therefore
respond as required. Social marketers believe that the behaviours being
prometed should contribute to the consumers' and society’s well-being.

b) Consumer Research

Any consumer oricnmtation requires an examination of consumer
perceptions of product benefits, product price, the competition's benefits
and costs, and other factors that influence consumer behaviour. Program
planners use consumer research findings to identify the factors to address in

promoting behaviour change to the people they hope to reach.

¢) Audience Segmentation

Anocther distinguishing feature of social marketing iz audience
segmentation. Audience segmentation is the process of dividing a
population into distinct groups based on characteristics that influence their
respansiveness to interventions. Segmentation may be used to identify
subgroups. They can realistically be reached with available resources or to
determine the best way to reach particular groups. Segments may differ in
terms of the benefits they find most attractive, the price they are willing to
pay, the best place to communicate with them or to locate services, or their
differential responsiveness to promoticnal tactics.

d) Social Marketing (Marketing & Communication) Mix

The Four P's of marketing i.e. Product, Price, Place, and Promotion are
very much relevant in case of Social marketing. Besides, four more P’s can
be added ie. Partnership, Policy, Politics and Participation by audience
(communication). Besides, it is also important to gauge the Competition.
Goals can be reached effectively and behavioural change is bound to oceur
if this marketing and communication mix is followed with a positive

approach.
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D Product:

A product can assume & number of forms. It can be the knowledge,
attitudes or behaviour that the target audience is expected to adopt. It can
also be an idea, such ay not using tobacco, alcohol, or other drugs. And last
but not the least, the product can also be an actual related commodity such
as sccds for a substitute cash crep such as wheat or corn, or a nicotine
substitute to help smokers quit. The exchange for such program benefits is
“costs” which may be intangible (e¢.g., changes in beliefs or habits) or
tangible {e.g., money, time, or travel).

Product Must Be: Congruent with the recipient’s values, beliefs, practices
& needs. (It is important to make the participants understand the
importance of message or service being talked about go that they realize its
need.)

- Solution to a problem

s Benefits

+ Unique

+ Competitive

ii) Pri

Price is that part which is offered in order to avail certain benefits (service
or product). It can be cither cash or kind. The key is to determine the
appropriate price by participating with the target audience. The cost of
adopting a product could be —

Money

Time

Pleasure

Loss of self esteem
Embarrassment
Physic hassle
Physical trauma
Others

 # & » 8 2 s »

iii)  Place or Channels

Channels describe the process or path through which a product reaches a
consumer and the place is where the consumer can avail the product. The
place could be tangible in terms of a retail outlet or intangible in terms of
information delivered through a communication channel. Research is
conducted to identify the places that consumer's frequent so that products
and information can be placed there. Social marketing also identifies when
and where a target andience will be most receptive to promotional
messages i.c.

+ Where is the behaviour practiced?
+  Where are the decisions made?



* Where

people will

act?

Important

Consideration

8 for Place:

Some of the important considerations for place include:

+ Will the product be available at the place where people have been
instructed to go/call? Will there be enough to meet the demand?
+ s the place easy to use/access?
Is the channel chosen for the message appropriate for that andience?
s Was the right time chosen for the message to be delivered?

v} Premotion

The process of persuading the target audience that the product is worth its
price is termed as promotion. It may include a publicity campaign through
the mass media but it can also involve teaching life skills or community
activities. Promotional strategies should be effectively co- ordinated with
the other components of marketing mix. Prometional efforts cannot
succeed if the product’s benefits, price, and placement are not also in the
line with the people’s wants and needs. Promotion creates and sustains
demand and may use a collection of advertising, public relations,
promotions, media support, personal selling, etc.

V) Partnership

The social marketing organization can enhance its programme effectiveness
by teaming up with other organizations pursuing similar goals. E.g. AIDS
awarenesg programme can be jointly worked by WHO, NACO, UNAIDS
and vatious non-government organization.

v}  Policy

Certain policy changes are essential to ensure an environment conducive
for sustaining social change in the long run. E.g. Tax cxemptions allowed
for donations to voluntary organizations, providing special increments for
undergoing critical surgeries.

vii)  Polifics

The social marketer often has to deal with groups other than the target
audience, mobilize support and prevent registance. Religious leaders and
organizations, village heads or commmity leaders may be permission
granting groups whose approval is necessary. Further, their participation
enhances the pace with which the required critical mass is influenced in
order to trigger social change faster.

viii}  Participation
Participation is an important factor ag only that message works which is
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aligned with consumers’ needs & wants. Their participation is required
from deciding of product, price, place & promotion.

ix) Competition

What competes with the product?

How can the position of the product be more competitive?
What image does it have among consumers?

Can benefits be enhanced?

Can costs be lowerad?

Developing and Pre-testing the Material
A message can appeal to a variety of emotions and perceptions such as

logic and reason, self- esteem, fear, and patriotistn. Hence such a message
has to be designed that can appeal to a variety of emotions and perceptions.
The message statements and concepts should be so developed that its
vocabulary, tone and appeal makes the target audience feel that this
mesgage is meant for them,

Pre-testing assesses the aundience’s response to the campaign. It measures
recall, comprehension, and reaction - Is the message believable? It is
relevant? Acceptable? What arc the strong points? Pre-testing methods
include:

Focus groups—Small groups of 8 to 12 pecple who meet with a
moderator to discuss ideas and materials. Focus groups are especially
helpful in the early stages of materials development to test themes,
images, and general issues.

Interviews—In-depth interviews can be used to gange an individual’s
reactions to a sensitive issue and/or specific materials,

Central-location-intercept interviews—These interviews are held in
public areas where members of the target population congregate. These
areas include shopping malls, movie theatres, schools, and churches.
Questions are designed for quick answers that are easily tabulated.

Theatre testing—Many people in the same location view messages
(such as public service announcements) embedded in other

programming,
Self-administered questionmaires—(mailed or delivered) This method
provides access to people in rural areas or those who are not likely to

attend focus groups or to be in areas for central-location-intercept
interviews.

Readability testing—TUsed to gauge the reading levels of materials. One
widely used formula uses both sentence length and syllable counts to
estimate reading levels,

Implementation

Promote and distribute the idea through all chosen channels.



g} Continnous Monitoring and Revision

Continucus program monitoring is highly required by social marketing
to assess program efficacy in encouraging desired behaviour changes.
Monitoring also aids in identifying activities that are effective and those
that are not, and in making midcourse corrections in program interventions.
h) Evaluation

The on-going process that enables planners to discover strengths and
wenknesses and to refine the product is known as evaluation. It is done to
determine what has worked well based on the goals and objectives
established at the beginning of the program. It also assesses how the
program affected the beliefs, attitudes, and behaviours of the target
population.

There are four main kinds of evaluation-

Formative evaluation
Process evaluation
QOutcome evaluation
Impact evaluation

" 8 & @

) Feedback/Re-consideration

If the feedback turns out to be positive then, the idea/service may be
replicated to separate target audience or separate locale may be chosen. In
case any faults are pointed out then they may be rectified.

Role of Marketing in Economic Growth

Marketing plays a vital role in economic growth in the present world. It
ensures the planned economic growth in the developing economy where the
inadequacy of goods, services, ideas and excessive unemployment,
therefore marketing efforts are needed for mobilization of economic
resources for additional production of ideas, goods and services resulting in
greater employment,

» Marketing accelerates the aggregate demand thereby enlarges the size of

market.

* Marketing in basic industries, agriculture, and mining and plantation
industries helps in distribution of output without which there is no
possibility of mobilization of goods and services which is the key point for
economic growth. These industries are the back bone of economic growth.

» It also accclerates the process of monetizing the economy which in turn
facilitates the transfer of investible resources.

» It helps in discovery of enireprencurial tulent. Interrmediate indusirial
goods and Semi-industrial products etc. basically marketed for industrial
purpose in order to develop the industrial sector with a view to economic
growth.
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* In Export frade and services like tourism and baking marketing plays
superior role in arder to grow the economy.,

Now days economic and social changes are necessary for bring about the
development of a nation. Social changes are brought about in a planned
manner throngh social marketing technology. With the speedy growing
marketing business, technology is playing a more important role in the
demands of analysing and utilizing the large scale information gathered
from customers. To predict the accompanying business strategy by using
technology, it is required to evaluate the customer performance, discover
the trends or patterns in customer behaviour. For this purpose, the modern
world is using the technology at a maximum level by e- commerce, Internet
marketing and services etc. Even though in many developing countries,
Government demands in marketing efforts in order to provide equitable
distribution at minimum social costs by setting ceiling and floor prices of
food grains and industrial raw materials, setting maximum whole sale and
retail prices of scarce consumer products etc. which ensures the smooth
flow of essential goods and even influencing the decisions pertaining to
distribution and advertising. Even though the economic recession affects
the market at a larger level, it plays major role in economic growth.

2,6 PHILOSOPHIES OF MARKETING

There are different concepts that gnide sellers to conduct their marketing
activities. For example, sellers can only focus on production and try to
reduce their cost of production, or focus on improving the quality of the
product. Similarly, they can pay more attention to selling and promotion.
Before 19505, marketing was basically a means of making production more
efficient. In this way, different concepts have evolved te help the
organizations in managing their marketing activitics. These concepts are
production, product, selling, marketing, sccictal and new-cra marketing.
Following are the explanations of the concepts:

a) Production Concept:

Production concept refers to the philogophy that supply creates its
own demand. It means that the sale will increase automatically with the
in¢rease in production and distribution facilities, This is one of the oldest
concepts and works only in few situations. It is based on the idea that the
more we make, the more profitable we become. It works best in a seller’s
market when demand is greater than supply because it focuses on the most
efficient ways to produce and distribute products. For eg. if the
management is trying to reduce the cost of production then it can do so by
increasing the production, With the increase in production, economies of
scale take place and the cost of production reduces, which helps to reduce
prices, Similarly, the concept of production is helpful in situation when
there is imbalance between demand and supply i.e. demand exceeds supply.
Due to higher demand, prices start to increase therefore management can



carn higher profits by increasing the production. Firms that focus on a
production concept tend to view the market as a homogenous group that
will be satisfied with the bagic function of a product. Application of this
concept leads to poor quality of service and higher level of
impersonalization in business.

b} Product Concept:

Product concept states that the sellers should focus on improving the
quality of their products, improve the performance, add more innovative
features, etc. So basically this concept is about to attract customers by
improving the quality and performance on one hand and offer attractive
prices on the other. Similarly, the design, packaging and effective
distribution channels of product are gome of the important tactics to attract
the customers. The important drawback of product concept is that it can
lead to marketing myopia in which the organization overlooks the
importance of other substituies available in the industry. Another major
problem with thiz concept is that managers forget to read the customer’s
mid and laumch products based on their own technological research and
scientific innovations.

¢) Selling Concept:

The concept of selling fecuses on the large scale selling and promotion
activities in order to attract more customers. When product availabihity
exceeds demand in a buyer’s market, businesses may engage in the “hard
sell” in which salespeople aggressively push their wares. The selling
concept means that management views marketing as a sales function, or a
way to move products out of warehouses so that inventories don’t pile up.
There are various industries which sell products which buyers do not
normally think of buying. Therefore, in order to attract such buyers, these
organizations should practice the selling concept. There is high risk in such
marketing because the organizations try to sell the product whether the
buyer likes it or not. Thus, if the buyers do not like the product then it can
really spoil the reputation of the organization. Companies that still follow a
selling concept tend to be more successful at making one-time sales rather
than building repeat business. This approach is applicable in the case of
companies that sell unsought goods like life insurance, firefighting
equipment and vacuum cleaners etc.

d) Marketing Concept:

According to marketing concept, organizations gshould focus to analyse the
needs and wants of target market and provide the desired satisfaction more
effectively than competitors do. It proposes that the reason for success lies
in the company’s ability to create, deliver and communicate a better valuie
propogition through its marketing offer. According to Theodore Levitt
“Selling focuses on the needs of the seller and marketing focuses con the
buyer. Most people mix marketing concept with selling concept but there is
difference between the two. Selling concept starts with the production of
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the goods, focuses on promotion and sales and ends at getting profits. In
contrast the marketing concept starts with a well-defined market, focuses
on customer needs and wants and ends at creating long term customer
relationship by effectively satisfying the needs and wants of customers.
Thus with the help of marketing concept, an organization could be
benefitted in the long run. Success of the marketing concept depends on
enterprise-wide adaptation of marketing culture. If every department thinks
about the customers and keeps them in the forefront of their decision
making, then the organization can achieve a complete market oriented
culture.

¢) Societal Marketing Concept:

Societal marketing concept focuses to improve the well-being of the
customers and society as a whole, Therefore, these organizations which are
practicing this concept try to analyse the needs, wants and demands of the
target market and deliver superior value to customers which results in
overall well-being of the customers and society as well, It combines the
best elements of marketing to bring social change in an integrated planning
and action framework with the utilisation of communication technology
and marketing techniques. Marketing is not a business activity alone but
must take into account the social needs. Societal marketing concept is
relatively new as compared to other marketing management philosophies.

2.7 SUMMARY

It is true that marketing in a developmental sense produces profit, but the
profit is in the kind of human resource development and ultimately national
development. Marketing is relevant to economic growth at all stages of
development and also at micro and macro-marketing levels. The degree of
relevance, however, will vary from sector to sector. The concept of
marketing and its tools and techniques are equally applicable in the design,
implementation and contrel of social programmes. For effective
contribution to economic development marketing must deal with issues
concerning socio-economic aspects of the nation’s envircnment. To
highlight most social canses to be effectively promoted, whether it be
family planning or environmental pollution, one needs as vigorcus a
marketing appreach as new product or service. Finally, the discussion on
role of matketing in relation te some selected sectors like agriculture
development and farm productivity, industrial and entrepreneurial growth
highlights the importance of viewing marketing in a development sense and
shows how the knowledge and technology of marketing could solve the
problems of national development,

2.8 KEY WORDS

+ Economy: The wealth and resources of a country or region, esp. in
terms of the production and consumption of goods and services.
s Product concept: Management philosophy that emphasises the most



efficient ways to produce and distribute products.

e Selling Concept: A managerial view of marketing ag a sales function
or a way to move products out of warchouses to reduce inventory.

¢ Economic development: The quantitative and qualitative changes in the
economy.

¢ Developing Economy: A nonindustrialized poor country that is seeking
to develop its resources by industrialization,

2.9 SELF ASSESSMENT TEST

L Give two examples of firms that you feel reflect the philosophies of
the following era. Defend yvour answer.
a. Production era
b. Salescra
¢. Marketing era

2 Explain how organizations reflect CSR. and make a short
conclusion to indicate the relationship between social marketing
and CSR?

3. Explaih how the shift in the standard of living in developing
econcmy correlated to marketing?

2.10 FURTHER READING

Marwin E. Goldberg, Martin Fishbein and Susan E. Middlestadt: Social
Marketing: Theoritical and Practical Perspectives {Lawrence Erlbaum ,
1997}

R Crag Lefebrvre: Social Marketing and Social Change (Jossey-Bass,
2015).
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UNIT 3 MARKETING FOR SERVICES

Objectives
After reading thig unit, you should be able to:

+ Understand the characteristics of services and the distinctive marketing
challenges they pose

+ Identify the four broad “processing” categories of services

Know the framework for developing effective service marketing strategies

s Understand the components of the expanded services marketing mix

]

Structure

3.1 Introduction

3.2 The Concept of Services

3.3 Reasons for Growth of the Service sector

3.4 Characteristics of Services

3.5 Elements of Marketing Mix in Service Marketing
3.6 Case of Service Marketing

3.7 Summary

3.8 Key Words

3.9 Self-assessment Test

3.1 INTRODUCTION

Today we live in a service economy. The size of the service sector is
in¢reasing in virtually all countries around the world. Just as there was a
shift from the farm to the factory, the shifi has now been from
manufacturing to service. Ag a national economy develops, the relative
share of employment between agriculture, industry (including
ing and mining) and services changes dramatically. As per the
gtatistics of developed countries, services account for around 75 percent of
jobs and 70 percent of the GNP capital is from service sector. Even in
emerging economies, the service output is growing rapidly and often
represents at least half of the gross domestic product (GDP). Service is no
longer an industrial by-product, but has become a powerful economic
engine in its own right. In developed economies, knowledge-based
gervices- defined as those that is intensive users of high technology and
have relatively skilled workforce- have been proving the most dynamic
component,
An economy is called service economy when the contribution of the service
gector to the GDP of the nation is more than 50 percent, USA was the first
economy to be declared as a service economy way back in 1948 with about
33 percent contribution of the service sector to the GDP of the nation,
Services are becoming a critical source of wealth in many ways to the
economies, Economies experienced increase in employment with the
growth in service sector. While the rate of employment in manufacturing
gector is reducing every year, employment in the service sector is riging. In
MBA_341/36 the service business we have public sector, private sector and agencies



providing specialized services. Even in the manufacturing sector we have

service providers such as computer operators, management experts, legal
experts and financial experts ete.

3.2 THE CONCEPT OF SERVICES

The basic question that confronts everyone is what exactly a service is and
why should there be a separate leaming on service marketing? A different
marketing approach is necessary for service marketing, because services
differ from goods in many respects. One of the basic differences is that
goods were objects of value over which ownership rights could be
established and exchanged. Ownership implied tangible possession of an
object that had been acquired through purchase, barter or gift from the
producer or a previcus owner and was legally identifiable as the property of
the current owner, but in the sale of services, transfer of ownership will not
take place.

Defining Services

According to the American Marketing Association services are “activities,
benefits or satisfactions which are offered for sale or provided in
connection with the sale of goods.” This definition provides a limited view
of services. However, this was the first major attempt to identify services
differently in valuing the output of a socicty.

Services cover a vast array of different and often very complex activitics,
making them difficult to define. The word service originally was associated
with the work servants did for their masters. In time, a broader association
emerged, captured in the dictionary definition of “the action of serving,
helping or benefitting; conduct tending to the welfare or advantage of
another. Sometimes services are also defined as economic activities offered
by one party to another. Often time-based, performances bring about
desired results to recipients, objects or other assets for which purchasers
have responsibility. In exchange for money, time and effort, service
customers expect value from access te goeds, labour, professional skills,
facilitics, networks and systems; but they do not normally take ownership
of any of the physical clements involves.

One common method of defining a service is to distinguish between the
‘core’ and ‘peripheral’ elements of the service. The “core’ service offering
is the ‘necessary output of an organization which are intended to provide
the intangible benefits customers are looking for’. Peripheral services are
those which are either “indispensable’ for the execution of the core service
or available only to improve the overall quality of the service bundle.

According to Christopher Lovelock there are five broad categories within

the non-ownership framework:

1. Rented goods services. These services enable customers to cbiain the
temporary right to usc a physical good that they prefer not to own.
Example includes Fancy dress costumes.

2. Defined space and place rentals. Here, customers obtain use of a
defined portion of a larger space in a building, vehicle or other area.
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Example includes a scat in an aircradt.

3. Labour and expertise rentals. Customers hire other people to perform
work that they either choose not to do for themselves or are unable to
do because they lack the necessary expertise, tools or skills. Example
includes car repair.

4. Access to shared physical environment. These environments may be
located indoors or outdoors or a combination of both, Like museums
and thermne parks. In return for a fee, customers rent the right to share
use¢ of the environment with other custorers.

5. Access to and usage of systems and networks. Here, customers rent
the right to participate in a specified network such as
telecommumications, utilities, and banking orspecialized
information services. Scrvice providers often create a veritable menu of
terms for access and use in response to varying customer needs and
differing abilities to pay.

In many instances, two or more of these categories may be combined.

When you take a taxi, you're hiring both a driver and a vehicle.

Exercise 1

Identify a firm engaged in marketing of services:

a) Describe the nature of service which the firm is providing.

b) Describe how the firm is differentiating its service as compared to that
provided by the competing firms.

-----------------------------------------------------------------------------------------------------------------------------
-----------------------------------------------------------------------------------------------------------------------------
-----------------------------------------------------------------------------------------------------------------------------
-----------------------------------------------------------------------------------------------------------------------------
-----------------------------------------------------------------------------------------------------------------------------

3.3 REASONS FOR GROWTH OF THE SERVICE SECTOR

What is driving the rapid growth of the service sector? Govermment
policies, social changes, business trends, advances in information
technology and globalization are among the powerful forces transforming
the service markets. Collectively, these forces are reshaping demand,
supply, the competitive landscape and even customer’s style of decision
making. The growth of service sector is a worldwide trend. As mentioned
already, many economies became service economies and the others are
following in their steps. Growth proportions are so significant that the
service accounts for 12.5 percent in 2007, almost one-cighth of the GDP.
More than 75 percent of the workforce in the US is employed in the service
sector. The majority of the workforce in all developed countries in the
world including UK, France, Germany, Japan, Canada and sc on are
engaged in service organmizations. Quinn and Gangnen identified the
contribution of service sector to any economy in the following respects:

1. The value added produced by service firms is very well comparable to,
and even higher than the value added preduced by manufacturers of



goods.

2. Service industries increases productivity that is big encugh to support
continuing real growth in per capita income.

3. People value services at least as highly as mannfactured goods.
Services are not something one locks at after the goods needs have been
met.

4. The service sector is at least as capital intensive as the goods sector and
many service industries have a high technology impact.

The reason for the growth of the service sector can be broadly categorized

into two. They are:

1. Growth in intermediate demand from firms,

With the growth of competition and the pace of change in consumer
exposure and expectations forced organizations to look for specialized
services. Companies started bundling the organizations and taking the
services from outside, where highly professional and specialized

services are available at a relatively low price. As a result, a number of
gervice organizations have come up in the world. Manufacturing firms
realized the importance of staff fimction when line managers sub optimal
performance in decision making relating to operational activities ag well as
the growth of the business was identified. The concept of self-reliance by
way of minimizing or avoiding dependence on other was used by the firms
to reduce uncertainties,

2. Growth in final demand from customers.

A majority of the population in developed economies and significant
groups in developing economies are becoming more affluent year by year.
There is a growth in direct demand from customers for a variety of
services. The marginal utility from goods has diminigshed at least in a
relative sense and services have grown in importance. Millions of strong
middle income households in India with their desire for a variety of
products and services attract many multinational companies to the country.
The demand for personal services, travel, tourism, entertainment and the
like depends upon the affluence of the society. Affluence reduces the scope
of self-gervice and creates opportunities for many service people and
organizations. Moreover, the tendency of the people throughout the world
is to gain more leisure time 50 as to attend to their personal and family
activities, which is an important factor in the growth of service industry.

Service Sector in the Indian Economy

A key measurement of growth of the service sector is its contribution to the
Gross Domestic Product (GDP) of the country, While considering services
for this purpose, there are two important dimensions that need special
attention, They are the hidden services and the services in the ynorganized
sector. Hidden services are those that are used internally by the
manufacturing organizations, The output value of such services become
part of the output of the tangible goods. There are large numbers of services
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that are not accoumted for output assessment for the purpose of GDP
calculation. Personal services, maid services and a host of professional such
as barber, carpenter, washer man and the like, in semi-urban and rural India
have their roots going back several centuries. These services are
predominant in almost all parts of the country,

Exercise 2
Identify the services which a firm uses on a regular basis in the arcas of
marketing, finance and government dealing in your area?

-----------------------------------------------------------------------------------------------------------------------------
-----------------------------------------------------------------------------------------------------------------------------
-----------------------------------------------------------------------------------------------------------------------------
-----------------------------------------------------------------------------------------------------------------------------

3.4 CHARACTERISTICS OF SERVICES

Services have basically five characteristics that greatly affect the design of
marketing programs, They are:

1. Intangibility: They cannot be seen, tasted, heard or smelt before they
arc bought unlike physical products. Services often include important
tangible elements, such as hotel beds, restaurant meals and bank cards.
However, as the non-ownership perspective implies, it is intangible
element-including the labour and expertise of service employees-that
dominate the creation of value in service performance.

Implications

Intangibility presents problems that consumers may experience
difficulty in knowing and understanding what is on offer before, and
even after, receipt of the service. The challenge for the service
provider is to determine the extent of intangibility and the management
action required to make the service more tangible.

2 Inseparability: Services cannot be separated from the service
provider. In fact, the production, delivery and consumption of a service
take place simultanecusly in the buyer- seller interaction. Hence, due
to inseparability, direct sale of many services is the only channel of
distribution. The market for offering personal services is bound to be
limited. Implications
The involvement of the customer in the production and delivery of the
service means that the service provider must exercise care in what is
being produced and how it is produced. The latter task will be of
particular significance. Thercfore, proper selection and training of
customer contact persomnnel are necessary to ensure the delivery of
quality. Production and consumption arc said to be scparable. On the
other hand, the consumption of services is said to inscparable from its
means of production.



3 Variability: The quality of services provided by the competing firm
cannot be standardized. Even the quality of the output of services sold
by one seller cannot be uniform or standardized. No two customers can
have exactly similar service even though they experience it
simultancously.

ImpHeations

Reducing variability invelves determining the causes. it may be due to
unsuitable personality traits in an employee which are very difficult to
detect at the sclection stage. For services, variability impacts upon
customers in terms not just of outcomes but also of process of
production. It is the latter point that causes variability to pose a8 much
greater problem for services, compared to goods. It can also posc
problems in brand building as compared te tangible goods — for the
latter it is usually relatively easy to incorperatc meoenitoring and a
quality control procedure into production processes in order to ensure
that a brand stands for a consistency of cutput.

4. Perishability: Service perishes. They cannot be stored. Time element
assumes uhique importance. If a service i8 not used today, it is lost
forever. It cannet be carried forward. Unutilized services are economic
losses to the organization. The major challenge of these firms is to
balance the supply and demand position. Thus demand management is
one of the ctucial tasks for the service fitms.

ImpHeations

Fluctuations in demand characterize service organizations and may
posc problems where these fluctuations are unpredictable. Strategies
need to be developed for producing a better match between supply and
demand. Service differs from goods in that they cannot be stored.

The producer of a service which cannot gell all its output preduced in
the current period has ne chance to carry it forward for sale in a
subsequent one, The Perishability of services results in greater
attention having to be paid to the management of demand by evening
out peaks and troughs and in scheduling service production to follow
this pattern as far ag possible. Pricing and promotion are two of the
tools commonly adopted to tackle this problem.

5. No Ownership: Consumers will have experience of the service but not
ownership, Since the services are intangible and perishable the
question of ownership doesn’t arise. Convincing the customer with
tangible goods on which he will have ownership through transfer of
title is much easier than selling an experience where nothing remains
after ¢consumption, except the memory of it Customer dissonance
would be higher in the case of services than of goods. A service is
purchased for the benefits it provides. If we closely examine the
reasons why products are purchased, we find that they are bought not
because of their physical, tangible features but because they provide
certain intangible benefits and satisfactions, Bathing soap provides the
primary benefit of cleanliness, air-conditioner provides the benefit ofa
cool and fresh air, comfortable environment, 8 mixer-cum-grinder
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provides convenience. The only difference between preducts and

services i that in the latter the intangible component is greater than in

the former. Thus, services can be treated as a special kind of product.
Exercise 3

Describe and distinguish the tangible and intangible aspects of the service
provided by the following:

i} Bank

ii} Hair Dresser
i)  Airlines

iv) Beauty Parlour
v) Hotel

3.5 ELEMENTS OF MARKETING MIX IN SERVICE

MARKETING

The nature of services poses distinct marketing challenges; hence, the 4 Ps
of goods marketing are not adequate to deal with the issue arising from
marketing services and have to be adapted and extended. Further, the
traditional marketing mix does not cover managing the customer interface.
Marketer therefore needs to extend the marketing mix by adding three Ps
associated with service delivery — process, physical environment and
people. Collectively, these seven elements — the “7 Ps” of service
marketing — represents the ingredients required te create viable strategies
for meeting customer needs profitably in a competitive marketplace,

The Traditional Marketing Mix

Product: The Service preduct requires consideration of the range of
services provided, the quality of services provided and the level of services
provided. Service product lie at the heart of a firm’s marketing strategy. If a
product is poorly designed it won’t create meaningful value for customers,
even if the rest of the 7 Ps are well executed. Attention will also need to be
given to matters like the use of branding, warranties and after-sale service.
Service product consists of (1) a core product that responds to the
customer’s primary need and (2) an array of supplementary service
elements that are mutually reinforcing value added enhancements that help
customers to use the core product more effectively.

Price: Customers, by contrast, sce price as a key part of the costs they must
incur to obtain desired benefits. Price may also play a part in differentiating
one service from another and therefore the customers” perceptions of value
obtained from a service and the interaction of price and quality are
important consideration in many service price sub mixes. To calculate
whether a particular service is “worth it,” they may go beyond just money
and assess the outlays of their time and effort. Service marketers, therefore,
must not only set prices that target customers are willing and able to pay,
but also understand — seek to minimize, where possible — other burdensome



outlays that customers incur in uging the service. These outlays may
include additional monetary costs, time expenditures, unwanted mental and
physical effort and exposure to negative sensory experiences.

Promotion: Promotion includes the various methods of communicating
with markets whether through advertising, personal selling activities, sales
promotion activities and other direct forms of publicity or direct forms like
public relations. The communication component plays three vital roles:
providing needed information and advice, persuading target customers of
the merits of a specific brand or service product and encouraging them to
take action at specific times. Comrmumication, in service marketing is
e¢ducational in nature, especially for new customers. Communication may
be delivered by individuals such as salespeople and frontline staff, at
webgites, on display screens in self-service equipment and through a wide
array of advertising media. An important role of a service firm's
communication is to create confidence in its capabilitics by emphasizing
the firm’s experience, credentials and expertise of its capabilities.

Place: The location of the service providers and their accessibility are
important factors in service marketing. It may invelve physical distribution
or ¢lectronic channels, depending on the nature of the service. Many
information-based services can be delivered almost instantancously to any
location in the world that has internet access. Firm’s may deliver service
directly to end- users or through intermediary organizations — such as retail
outlets that receive a fee or commission — to perform certain tasks
associated with sales, service and customer contact. Speed and convenience
of place and time have become important determinants of effective
distribution and delivery of services. Nowadays, a growing number of
services are available 24/7, and via more and more disttibution channels,
including retail branches, self-service machines like ATMs, call centers and
internets.

The Extended Service Marketing Mix

Since services arc usually produced and consumed simultancously,
customers are often present in the firm's factory, interact directly with the
firm's personnel and are actually part of the service preducing process.
Also, becanse services are intangible customers will often be looking for
any tangible cue to help them understand the nature of the service
experience.

Process: Some services are very complex, requiring the customer to follow
a complicated and extensive series of actions to complete the process,
Smart managers know that where services are concemed, how a firm does
things — the underlying processes — often are as important as what it does.
So, creating and delivering product elements requires design and
implementation of effective processes, Manufactured products can be
produced at a separate factory, under controlled conditions and checked for
conformance with quality standards long before they reach the customer,
For, services however, operational inputs and outputs tend to vary more
widely and make customer service process management a challenge,

The extended marketing mix elements are included in the marketing mix as
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separate elements because they are within the control of the firm and any or
all of them may influence the customer’s initial decision to purchase a
service as well as the customer’s level of satisfaction and repurchase
decisions.

People: Many services will alwayy require direct interaction between
customers and service employee despite the technological advances. All of
the human resources participating in the delivery of a service provide cues
to the customer regarding the nature of the service itself. How these people
are dressed, their personal appearance, their attitude and behavior all
influences the customer’s perception of the service. Service finms need to
work closely with their human resource department and devote special care
in selecting, training and motivation their service employees. In addition to
possessing the technical skills required by the job, these individuals also
need good interpersonal skills and positive attitudes. HR managers who
make strategics recognize that loyal, skilled, motivated employees who can
work well independently or together in terms represent a key competitive
advantage.

Physical environment: The physical environment of service includes all of
the tangible representations of the services such as brochures, letterheads,
buginess cards, report format, and equipment. In some cases, it includes the
physical facility where the service is offered. The service firms need to
manage “services caps” carefully, since they can have a profound impact
on customer satisfaction and service productivity. Physical environment
cues provide excellent opportunities for the firm to send consistent and

strong message regarding the organizations purpose, the intended market
segments and the nature of the service.

3.6 CASE OF SERVICE MARKETING

Golden Chariots

With Indian luxury trains being ranked among the best in the world, the
romance of the Raj and the rail is a winning combination and a good
example of quality service marketing. Luxury trains have become a runway
success and appeals to a growing and affluent customer segment, mostly
foreign tourists. The demand is so great that there are no bookings available
on the Wheels for next two years, while another luxury train, Deccan
Odyssey, will be as difficult to board. The society of International Railway
Travelers has rater them both among the top 10 trains of the world. The
other train to make it to the list is the charming Raj-era narrow gauge toy
train — the Darjecling Himalayan Railway.

According to the President of the U.S. based Society of International
Railway Travelers, Eleanor Hardy, “The list of world’s top 10 trains is
based on our own experience and that of our writers, editors, members and
gtaff. The trains need to meet stringent standards for service,



accommodation, scenery, itinerary, off-train experience and passenger
enjoyment,” Considering the steep rates of tickets on these traing, compared
to the average tariff of a hotel room, the success of India’s state-run royal
trains is even more remarkable.

When the Palace on Wheels was launched in 1984, most critics had
dismissed it as a niche product with limited appeal. But it has scen a surge
not only among the foreign tourists but alse among domestic travelers,
provoking various State Governments to join the chorus for running such
trains in view of its tourist atiraction value.

The service concept of Palace on Wheels ensures that the tourist travels like
4 maharaja and experiences the exotic romance of the land of fairy tales
and royal heritage. It is a week-long trip in the comfort of modern luxury.
The train covers Jaipur, Jaisalmer, Jodhpur, Sawarimadhopur, Chittorgarh,
Udaipur, Bharatpur and Agra.

The Golden Chariot is a 19-coach luxury extravagance, which was
launched in March 2008. A joint venture of the Karnataka State Tourism
Development Corporation, the Union Ministry and the Railway Ministry,
the train’s interiors are inspired by the royal palaces of Karnataka. Like itg
predecessors, the Golden Chariot will be handled werldwide by the luxury
trains, with offices strategically located around the world, is the largest
consolidator for the Palace on Wheels, Heritage on Wheels and Deccan
Odyssey. Like them, the USP of the new train, the first in South India, will
be combining the Indian Maharaja experience with modern comforts and an
itinerary that covers major tourist spots. Starting from Bangalore, it will
cover Mysore, Kabini wildlife sanctuary, the world heritage site of Hampi
and other popular tourist sites before reaching Goa. At Rs. 1.33 lakhs for
the entire trip, inclusive of food and drink, it’s hardly a bargain but has
generated a great deal of interest from prospective clients in overseas
markets,

Like the Palace, the Deccan Odyssey’s weeklong journey starts from a
strategically located city, Mumbai and covers places of major tourist’s
interest in the regions including Goa, Ajanta and Ellora and other World
Heritage sites. The Heritage on Wheels, collaboration between Rajasthan
Tourism Development Corporation and the Indian Railways, is a shorter
journey restricted to Rajasthan and includes lesser known Heritage sites,
while India in Wheels has the longest trip, a 17-day itinerary that combines
the best of the Palace on Wheels and Deccan Odyssey. The Great Indian
Royal Express has lesser stops but a2 more elaborate and expensive
experience, which also includes the Taj Mahal, while The Royal Orient
combines sites in Gujarat and Rajasthan.
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What has clearly appealed to a foreign audience is the majestic setting,
high-class amenities and the convenience of travelling by night and
stopping by day for group tours conducted by trained guides and in
premium modes of transport. The centrally air-conditioned coaches have
lounges, claborate suites and bedrooms, running hot and cold water,
satellite television, modern communication and chefs, who dish ount regal
fare. The interconnected passenger cars make the experience akin to a
travelling five-star hotel.

With a valet to cater to your every whim and fancy in the lap of opulence
and lwary as you travel through some of the most breathtaking scenic
landscapes in the world, it is not surprising why one would choose the
railway tracks over rushed check-in counters at any of the country’s
airports.

{Source: India Today, March 02 2008)

3.7SUMMARY

Service sector is one of the key contributing factors for growth of our
cconomy and civiization. Though marketing literature is dominated by
manufacturing and product-centric business practices, service marketing
constitutes a strategic areca, which has propelled growth and success for
many organizations. Pure services and pure products are hypothetical
extremes as every product today is associated with some level of service
and alternatively, physical evidences are created for augmenting services
and reducing customer’s perception of risk. Service is defined as any
activity or benefit that one party can offer to another which is essentially
intangible and does not result in ownership of anything. Its production may
or may not be tied to a physical product. Pure services have distinct
characteristics of intangibility, inseparability, Perishability, variability and
a lack of ownership.

However, goods and services are converging in terms of these
characteristics. The marketing mix for manufactured products is
insufficient to explain the special nature of services and hence the 4Ps
concept developed in product marketing is extended in service marketing
by addition of people, process and physical evidence. Service can be
classified on the basis of degree of intangibility, producer versus consumer
services, the status of service in the total product offer, on the extent of
inseparability, on the pattern of service delivery, extent of people
orientation, on the significance of the service to the purchaser, on the basis
of marketable versus non marketable services and also on the basis of
multiple clagsifications.

Service quality is an important issue in marketing of services due to the fact
that both production and consumption of services occur at the same time.
The quality of service will delight a customer when it exceeds the service
expectations of the customers. There are five types of service quality gaps
that a service marketer should try to bridge through an effective service-



marketing program. The first arises between customer expectations and
management perception of consumer expectation. The second gap exists
between management perception and service quality perception. The third
gap exists between service quality perception and service delivery. The
fourth gap explains the gap between service delivery and external
communications and the last gap is between perceived service and expected
service by the consumer. An effective quality management program should
try to develop strategies to fill the gap and create customer delight.

3.8 KEY WORDS

Service: A service is defined as any activity or benefit that one player
offers te another in an exchange process, which is essentially intangible
and does not result in ownership of anything,

Intangibility: A pure service is difficult to assess through any of the
physical senses. It is a bundle of abstraction, which cannot be assessed
before it is owned. This explains intangibility of services.

Consumer Services: These are aimed at individual consumery and are
consumed for personal reasons.

Tangibility: It means physical facilities and equipment and the
appearance of the personnel.

Responsiveness: It means the willingness to help customers and provide
prompt service.

Competence: It means possession of required skills and kmowledge to
deliver the support services.

Courtesy: Politeness, respect or friendliness in delivering the services.

3.9 SELF-ASSESSMENT TEST

1.

Service Marketing is more challenging than manufactured product
marketing. Explain what differences exist between product marketing
and service marketing with examples from Indian markets?

‘What are service guality gaps? What strategies should you follow to fill
up service quality gap?

Service quality dimensions are important in marketing of services. How
do these dimengions affect the marketing of the following services?

a) Banking Services

b) Health services

¢} Education

d) Consultancy
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UNIT 4 NEW CONCEPT OF MARKETING

Objectives
After reading thig unit, you should be able to:

# Narrate the importance, various categories of product, price, promotion
and service mix and strategies respectively.

+ Describe the concept of E-marketing, Green marketing and Relationship
marketing

# Narrate the concept and component of Retail marketing and Rural
Marketing

+ Explain the meaning, importance, meaning, elements and benefits of
Ethical Marketing

Structure

41 Introduction

4.2  Guerrilla Marketing
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4.1 INTRODUCTION

Marketing process bagically consists of four steps: (analyzing the
marketing opportumities, (2) selecting the target market, (3) developing the
marketing mix and (4) implementing and controlling. However, as a
marketing executive you may come across certain terminology and issues
which are not discussed in the previous units, For ingtance, you may come
across the concept of Green marketing, which is about implementing the
marketing concepts and strategies in rural areas. How Internet technology
is used for marketing? How different it is to market products or services in
the rural markets? Some of such issues are discussed in this unit. In
specific, this unit is intended to introduce you to a variety of emerging
concepts such as CRM, Green Marketing, Internet Marketing and Rural
Marketing.

4.2 GUERRILLA MARKETING
Guerrilla Marketing is an advertising strategy that focuses on low-cost
unconventional marketing tactics that yield maximum results. The term



Guerilla Marketing was coined by Jay Conrad Levinson in his book
‘Guetrilla Advertising’ in 1984, It was inspited by guerrille warfare which
is an irregular warfare and relates to the small tactic strategics used by
armed civilians. Many of them include ambushes, sabotage, raids and
clements of surprise. Guerrilla marketing is about taking the consumer by
surprise, make an unreadable impression and create ample amount of social
buzz. Guerrilla marketing is said to make a far more valuable impression
with consumers in comparison to more traditional forms of advertising and
marketing. This is due to the fact that most Guerrilla marketing campaigns
aim to strike the consumer at a more personal and memorable level
Guerrilla marketing is often ideal for small businesses that need to reach a
large audience without breaking the bank. It is also used by big companies
in grassroots campaigns to compliment on-going mass media campaigns,
Instead of asking that you invest money, Guerrilla marketing suggests you
invest titme, energy, imagination and knowledge ingtead. It puts profits, not
sales, as the main yardstick. It urges that you grow geomeirically by
enlarging the size of each transaction, having more transactions per year
with each customer and tapping the enormous referral power of current
customers. Guerrilla marketing advocates fervid follow-up, cooperation
instead of competition, “you” marketing rather than “me” marketing,
dialogues instead of monologues, counting relationsghips instead of counting
sales and aiming at individuals instead of groups. The Guerrillas realize
that the process of marketing iy very much akin to the process of
agriculture. Their marketing plans are the seeds they plant. Their marketing
activities are the nourishment they give to each plant, Their profits are the
harvest they reap. They know that profits don’t come in a short time.

Basic Principles of Guerrilla Marketing:

Pursuing the analogy with Mao-Tse Tung's Guerrilla warfare tactics seven
rules can be identified which illustrate the principles on which Guerrilla
marketing relics. These are:

1. Concentrate your resources (time, place, and topic) to achieve temporary
superiority.

Sell the ideology along with the product, not the product alone.

Identify established patterns, analyze them and overcome these patterns.
Search for synergies.

Try to cutsmart any perception filters established in your target group.
Do not go the direct way; try to find the detours offering alternatives.
Be flexible and agile instead of building strongholds.

od TR b W e

Looking at these rules, one can find several aspects that are not far from the
“standard” marketing strategies. Some aspects, however, have completely
different approaches. Guerrilla marketing is based on marketing the
implicit atttibutes of products or services rather than their explicit,
functional aspects. Rather than introducing the preduct itself, by
introducing the idea that comes with it, it addresses the emotional ideology
bound up with the product. This is done with the superiority of attention
obtained at least in the very moment of communicating. Thus, Guerrilla
marketing tries to target the emotional aspects of a buying decision by
differentiating a product on an ideological level rather than a fimctional
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level. There are a number of key principles that characterize Guerrilla
marketing. These can be remembered by the acronym NEAPS.

Networks: business should constantly look to make contacts and build
relationships.

Energy: remember that every contact and every day is an opportunity to
market your company. This is called 360-degree marketing.

Activity: be aware that there are always opportunities to make your
product known and find ways of doing this when the opportunity arises.

Presence: find ways to make your business kmown to the market. This
could be through chat rooms, emails, forums, discussion boards, radio,
magazines, strect posters, and so on.

Smart: make sure that you do not offend customers.

Differentiating Guerrilla Marketing from Traditional

Marketing

Guerrilla marketing is marketing that is unconventional, non-traditional, not

by-the-book and extremely flexible. Some of the factors that make it different

from traditional marketing are:

1. The usage of time, money and energy instead of only money.

2. Use of the science of psychology, actual laws of human behavior not
guesswork

3. Instead of being oriented to companies with limitless bank accounts,
Guerrilla marketing is geared to small business.

4. Guerrillas grow profitably and then maintain their focus instead of
growing large and diversifying.

5. Instead of encouraging you to advertise, Guerrilla marketing provides
you with 100 different marketing weapons; advertising is only one of
them. Instead of growing linearly by adding new customers, Guerrilla
grow geomeirically by enlarging the size of each transaction, generating
more repeat sales, leaning upon the enormous referral power of
customers and adding new customers,

Methods for Guerrilla Marketing:
There is a list of some methods for Guerrilla marketing that can be used.
These methods are:
*» Product give-away, including free demonstration and consultation.
¢ Intrigue — generating mystery to engage customers.
» Peer marketing — bringing people with similar interests or ages
together to build up interest in the product.
SMS text and video messaging.
Roach baiting and buzz marketing — using actors to behave as normal
custemers to create interest, controversy or curiosity in a product or
service.
¢ Live commercials —using people to do live commercials in key places
such as clubs and pubs.



¢ Bill stickers — an approach used to promote DJs and club events.

Guerrilla marketing cncompasses markcting approaches such as buzz
marketing, viral marketing and grass root marketing. Guerrilla marketing
employs give-away and contests, special events and “happenings”, and
strect teams and other highly visible marketing teams. The Guerrilla
marketing approach is a low-cost, high impact form of marketing that
stresses creativity and capitalizes on the immediacy of needs. It is an
approach that is flexible and responsive to changing conditions and relies
on a willingness to try many different approaches. Above all it is fun and
attention catching. Also called extreme marketing or feet-on-the-street
marketing, a Guerrilla campaign has no preset rules or boundaries.
Guerrilla marketing uses a combination of engaging vehicles including
elements of public relations, advertising and marketing into an offensive
promotion strategy to reach consumers through a variety of means. The
element of surprise may be Guerrilla marketing’s greatest attribute.

Reasons to use Guerrilla Marketing

Guerrilla marketing techniques have been used by a number of brands both
large and small, in different situations. A common reasen to use Guerrilla
marketing techniques is to find new way to communicate with consumers.
Nike sought to communicate with consumers through instant messaging. In
a competition titled Speed Mob, pairs of participants were sent questions
about new Nike products via instant messages; the first participant to
answer the questions cormrectly progressed to the final round. Another
reascn to use Guerrilla marketing is to interact with an audience. In 2005,
Burger King implemented a Guerrilla marketing campaign to increase sales
by 25°K in Asian countries. The campaign designed by Ogilvy Red Card,
aimed to attract more consumers intc Burger King's restaurants. Some of
the steps included “putting IBK on T-shirts and placing them on statues of
Ronald McDoenald, placing large footprints from McDonald's te Burger
King, and putting signs on empty benches that said ‘gone to BK — Ronald".

4.3 E-MARKETING
E-marketing or cnline marketing is the fastest growing form of direct
marketing. Recent techmeological advances have created a digital age.
Widespread use of the internet and the other powerful new technologies arc
having a dramatic impact on both buyers and the marketers who serve
them. Internct advertising comprises net enly advertising that is shown on
websites, but also other kinds of online activities like email and social
networking. Every aspect of internct marketing is digital, meaning that it is
electronic information that is transmitted on a computer or similar device,
though naturally it can tie in with traditional offline advertising and sales
too.
E-marketing has three cornerstone principles:
1. Immediacy: The web changes at a blistering pace and online
audiences, whose attention spans are short, expect on-the-minute update
and information. To keep the favour and attention of this group, you

MBA-341/51



MBA-341/52

must respond to online messages and internet with communities as
quickly as possible.

2 Personalization: Custorners onling are no longer faceless members of a
broad target andience-they are individuals who want to be addressed
personally. Use the wealth of personal information available online to
your benefit by targeting the relevant people precisely and persenally.

3. Relevance: Communication online must be interesting and relevant to
the reader, otherwise it will simply be ignored. With all the information
that is competing for your audience’s attention, you must find a way to
stand out and engage readers. The best way to do this is by giving them
exactly what they want, when they want it,

Internet marketing today

Throughout its history, the internet hag reinvented itself many times — and
the changes are far from over. The current web is dominated by socializing,
cooperation, sharing and personal entertainment. It is a space both for work
and play — an essential tool for virtnally every business and the go-to
repository for all forms of media culture products. People of all ages are
spending more and mote time online, and are turning to the internet for
better services, convenience and life-enhancing tools: just consider how
people use online shopping, online banking, web communities that cross all
boundaries, instant news and updates, social networks and chat, self-
expresgion and any of the dozens of other things that the web makes
possible. 2010 was the first year where online advertising spends overtook
the amount of money spent on newspaper advertising in the USA. It was
the same year that online readership overtook traditional newspaper
readership, which illustrates just how large an impact the internet has had
on the marketing and advertising industry.

Why yvou need to be online

# Your market and competitors are already there. If you market and sell
products or services to a middle-class clientele, you need to extend
your strategy to include the internet.

»  Web users expect the highest convenience and information at their
fingertips. All companies need a webgite ag their central point of
contact. If your details don't come up in a web search, you will be
ignored.

# (Customers are fickle. They will not expend 2 lot of energy to find you
online. Even worse, if your competitor is easy to find online, your
potential customers will happily turn to them.

+ Since South Africans are using, socialising and buying on the web —
and especially becanse current advertising spend is still very low —
now is an excellent time to move your marketing into the online sphere



and capitalize on a new and connected audience.

+ Auydiences want to interact with and converse about your brand and
products. Give them the oppertunity to do it in a mediated space, and
beceme part of the discussion.

s  Online marketing is almost always cheaper and more targeted than
traditional. You canreach the best customers at the lowest price. When
done smartly, your online marketing plan will
integrate seamlessly with your traditional tactics, won’t cost a fortme
and will expose you to a market that you had previcusly been invigible
to.

Marketing and the Internet

Much of the world’s business today is carried out over digital networks that
comnect people and companies. The Internet, a vast public web of computer
networks, connects users of all types all around the world to each other and
to an amazingly large information repository. Internet usage continues to
grow steadily. Last year, internet household penetration in the USA reached
64 percent, with more than 205 million people now using the internet at
home or at work, The internet has given marketers a whole new way to
create value for customers and build customer relationships. The web has
findamentally changed customer’s notion of convenience, speed, price,
product information and service. E-marketing encompasses a mumber of
activities and these are increasingly changing as digital resources develop
and evolve in both functionality and marketing applicability.

Global trends

The internet marketing field hagn't stood still, Here are some of the current

trends:

Social media marketing: Whether it is a fad or here to stay, social media

has made an indelible mark on the web landscape and, concurrently, on

marketing tactics. Social media marketing involves using peer

recommendations, sharing, building brand personality and addressing the
market ag a heterogeneous group of individuals. It also uniquely encourages
customers to create content and buzz around a product themselves.

+ Viral marketing: This form of marketing involves the exponential
spread of a marketing message by online word of mouth {sometimes
referred to a “word of mouse”). A major component of wviral
communication is the meme — a message that spreads virally and
embeds itself in the collective consciousness (*Den’t touch me on my
studic™ is a recent South African example). Viral marketing is closely
tied to social media, since social media platforms and their sharing
functionality are the main way that a message is able to “go viral”
online. Keep in mind, however, that viral marketing does not make a
holistic online marketing campaign and should be just one of many
tools used to create awareness and encourage interaction.

+ Brand as product: More than ever before, brands are creating personas
and identities around themselves rather than the products they sell. The
online space allows customers to interact and converse with the brand
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personally and directly.

+« Ad fatigue: Web users have become very familiar with online
advertising and have learned to tune it out — or have even installed
programs like Ad Block Plus to block it altogether. Marketers today
have to think of very innovative and eye-catching strategies to entice
Wary viewers.

+ Targeting: Virtually all online advertising is targeted to reach specific
readers. Unlike the broad-strokes targeting done in traditional
marketing (placing an advert in a relevant magazine, for example), web
targeting can be extremely precise, With the immense amount of
personal and usage data currently available, targeting can be done
automatically and extremely successfully.

* Golden oldies: Despite all the exciting new sirategies, email and
website marketing remain among the most useful and effective
techniques. These strategies do, of course, use new tocls and tactics
(like advanced tracking, integration with social networks and customer-
generated content), but their essence stays the same.

The future of internet marketing

Naturally, it is impossible to predict what the future of internet marketing

will hold, but two things are certain:

1. The field is growing and will become the largest and most important
marketing sector in coming years.

2 The growth will be driven by new innovations in technology.

On top of that, web users are becoming more awate and marketing savvy,

and their attention spans arc shortening as desirable content becomes ever

more quickly available. This market is more likely to challenge debate and

denigrate a brand — but it is also more likely to share good content and

products with an expenentially growing social circle.

Technology and convergence

Convergence is the process by which many technologies meld into one.

Consider your cell phone: it makes calls, has a small camera, functions as a

web browser and calendar and probably does a range of other software-

based tasks. This is a good example of a basic convergence device: many

functions are compressed into one piece of technelogy. Many devices are

far more complex. Apple’s new iPad tablet computer performs thousands of

possible function and can be used as a portable computer, document

reader, web browser, media platform and so on

Convergence also happens between seemingly unrelated devices. For
example, some advanced refrigerators include a small computer and
internet connection: the appliance monitors what food is in stock and
automatically orders the necessary replacements at an online grocery
shopping site when you run low. Child-protection devices monitor a child’s
location over GPS and its vital signs with a range of sophisticated
equipment. Content can now move seamlessly between desktop and mobile
devices. In an always-connected, converging world, marketing will have to
adapt constantly and spread along these new technological lines.



Consumer control

The internet has already affected a radical shift in the way that media and
consumers interact. Traditional media have a one-to-many approach: the
media outlet beams its message down to a host of passive consumers, The
web, however, relies on many-to-many interaction: anybody can post
content or comment oh what they see, and media outlets no longer have
complete power over their broadcast message. In the world where
everything is social and shared, the consumer has a lot of power — and it is
likely to grow. Marketing agencies foresee that they will need to hand even
more control over to customers, whe want to engage on deeper and more
significant levels with content, The trend may go so far as letting customers
create and mediate marketing content, with agencies keeping oversight and
steering from the sidelines.

4.4 GREEN MARKETING

A majority of people believe that green refers solely to the promotion or
advertigsing of products with environmental characterigtics, Terms like
Phosphate Free, Recyclable, Refillable, Ozone Friendly and Environmental
Friendly are some of the things consumers most often associate with green
marketing, While these terms are green marketing claims, in general green
marketing is a much broader concept, one that can be applied to consumer
goods, industrial goods and even services. For example, around the world
there are resorts that are beginning to promote themselves as “Eco tourist”
facilities, i.e., facilities that “specialize” in experiencing nature or operating
in a faghion that minimize their environmental impact,

Thus, green marketing incorporates a broad range of activities, including
product modification, changes to the production process, packaging
changes as well as modifying advertising. Yet defining green marketing is
not a simple task. Indeed, the terminology used in this area has varied, it
includes: Green marketing, Environmental Marketing and Ecological
Marketing. While green marketing came into prominence in the late 1980s
and early 1990s, it was first discussed much earlier, The American
Marketing Association (AMA) held the first workshop on “Ecological
Marketing” in 1975, At this workshop, ecological marketing was defined
as; the study of the positive and negative aspects of marketing activities on
pollution, energy depletion and non-energy resource depletion, This early
definition has three key components,

o [t is a subsct of the overall marketing activity

¢ It examines hoth the positive and negative activities

* A narrow range of environmental issues are examined.

A broader definition of Green marketing is, it consists of all activities
designed to generate and facilitate any exchange intended to satisfy human
needs or wants, such that the satisfaction of these needs and wanis ocours
with minimal detrimental impact on the natural environment,

Importance of Green Marketing

The question of why green marketing has increased in importance is quite
simple and relies on the basic definition of economics: Economics is the
study of how people use their limited
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resources to try to satisfy unlimited wants. Thus mankind has limited
resources on carth, with which he/she must attempt to provide for the
world's unlimited wants. In market socicties where there is “freedom of
choice”, it has generally been accepted that individuals and organizations
have the right to attempt to have their wants satisfied. As firms face limited
natural resources, they must develop new or alternative ways of satisfying
these unlimited wants. Ultimately green marketing looks at how marketing
activities utilize these limited resources, while satisfying consumers wants
individual and industry, as well as achieving the selling organizations
objectives.

Reasons for Using Green Marketing

There are several reasons for firms increased use of green marketing. Five

possible reasons cited are:

L Organizations perceive environmental marketing to be an opportunity
that can be used to achieve its objectives.

2 Organizations believe they have a moral obligation te be more socially
responsible.

3 Governmental bodies are forcing firms te become more responsible.

4 Competitor's environmental activitics pressure firms to change their
environmental marketing activities.

5 Cost factors associated with waste disposal or reduction in material
usage forces firms to modify their behavier.

Opportunities

It appears that all types of consumers, both individual and industrial are
becoming more concerned and aware about the natural environment. In a
1992 study of 16 couniries, more than 50% of consumers in each country,
other than Singapore, indicated they were concerned about the
environment. There are numerous examples of firms who have strived to
become more environmentally responsible, in an attempt to better satisfy
their consumer needs.

McDonald’s replaced its clam shell packaging with waxed paper because of
the increased consumer concern relating to polystyrene production and
ozone depletion. In a similar case Xerox introduced a “high quality”
recycled photocopier paper in an attemnpt to satisfy the demand of firms for
less environmentally harmful products. This is not imply that all firrns who
have undertaken environmental marketing activities improve their
behavior. In some cases firms have misled consumers in an attempt to gain
market share. In other cases frms have jumped on the green bandwagon
without considering the accuracy of their behavior, their claims or the
effectiveness of their products. This lack of consideration of the true
“greenness” of activities may result in firmys meking false or misleading
green marketing claims.

Social Responsibility

Many firms are begitming to realize that they are members of the wider
community and therefore must behave in an environmentally responsible
fashion, This translates into firms that believe they must achieve



environmental objectives as well as profit related objectives. This results in
environmental issue being integrated into the firm’s corporate culture.
Firms in this situation can take two perspectives; (1) they can use the fact
that they are environmentally responsible as a marketing tool; (2) they can
become responsible without promoting this fact. There are examples of
firms adopting both strategies. Organizations like the Body Shop heavily
promote the fact that they are environmentally responsible. While this
behavior is a competitive advantage, the firm was established specifically
1o offer consumers environmentally responsible alternatives to conventional
cosmetic products. This philogephy is directly tied to the overall corporate
culture, rather than gimply being a competitive tool. An example of a firm
that does not promote its environmental initiative is Coca-Cola. They have
invested large sum of money in various recycling activities, as well as
having modified their packaging to minimize its environmental pressure.
While being concerned about the environment, Coke has not used this
concern as 8 marketing tool. Thus many consumers may not realize that
Coke i3 a very environmentally committed organization.

Governmental Pressurc
As with all marketing related activitics, governments want to “protect”
consumers and society; this protection has significant green marketing
implications. Governmental regulations relating to environmental
marketing are designed to protect consumers in several ways, (1) reduce
production of harmful goods or by-products; (2) modify consumer and
industry's use and/or consumption of harmful goods; (3) ensure that all
types of consumers have the ability to cvaluate the environmental
composition of goods.
Governments ecstablish regulations desipned to control the amount of
hazardous wastes produned by firms. Many by-products of production are
controlled through the issuing of various environmental licenses, thus
modifying crganizational behavior. In some cases, governments try to
“induce” final consumers to become more responsible. Thus government's
attempts to protect consumers from false or misleading claims should
theoretically provide consumers with the ability to make more informed
decisions.

Competitive Pressure

Another major force in the environmental marketing area has been firm's
desire to maintain their competitive position. In many cases firms observe
competitors promoting their environmental behavior and attempt to emulate
this behavior. In some instances, this competitive pressure has caused an
entire industry to modify and thus reduce its detrimental environmental
behavior. For example, it could be argued that Xerox’s “Revive 100%
Recycled paper” was introduced a few years ago in an attempt to address
the introduction of recycled photocopier paper by the manufacturers.

Cost or Profit Issue

Firms may also use green marketing in an attempt to address cost or profit
related issue. Disposing of environmentally harmful by-products, such as
polychlorinated biphenyl (PCB) contaminated oil are becoming
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increasingly costly and in some cases difficult. Therefore, firms that can
reduce harmful waste may incur substantial cost saving. In these cases, they
often develop more effective production processes that not only reduce
waste, but reduce the need for some raw material.

Some Issue/Problems with going Green

No matter why a firm uses green marketing there are a number of potential
problems that they must overcome. One of the main problem is that using
green marketing must ensure that their activities are not misleading to
consumers or industry and do not breach any of the regulations or laws
dealing with environmental marketing. Green marketing claims must:

+ Clearly state environmental benefits;

Explain environmental characteristics;

Explain how benefits are achieved;

Ensure comparative differences are justified;

Ensure negative factors are taken into consideration;

Only use meaningful terms and pictures.

Another problem firm’s face is that those who modify their products due to
increased consumer concern must contend with the fact that consumer’s
perceptions are sometimes not correct. Take for example the McDonald’s
case where it has replaced its clam ghells with plastic coated paper. There is
ongoing scientific debate which is more environmentally friendly. Since
scientific evidence suggesis that when taking a cradle-to-grave approach,
polystyrene is less harmful. If this is the case McDonald’s bowed to
consumer pressure, yet has chosen the more environmentally harmful
option.

. & B ¢ B

4.5 RETAIL MARKETING

Retailing is the set of business activities that adds value to the products and
services sold to consumers for their personal or family use. It is responsible
for matching supplies of manufacturers with the demand of consumers. The
retailer performs many activities like anticipating and forecasting consumer
requirements, developing an ideal assortment of products, acquiring and
processing marketing information, bulk breaking to suit individual
customer requirements and sometimes performs the financing function,
Many institutions including manufacturers, wholesalers also do retailing,
Although most retailing is done in retail stores, in recent years’ non-store
retailing has been growing much fagter than on-store retailing, Non-store
retailing includes selling to final consumers throngh direct mail, catalogue,
telephone, Internet, TV home shopping shows, door-to<dcor contact and
vending machines etc.

Retailing differs from marketing in the sense that it refers to only thoge
activities, which are related to marketing goods and/or services to final
consumers for personal, family or household use, Marketing however is an
integrative process of planning and executing the conception, pricing,
presentation and distribution of ideas, goods and services to create
exchanges that satisfy individual and organizational objectives. Retailing is
an intringic part of our daily lives. A successful retailer has to satisfy the
customers through a high level of customer service and wide assortments of



goods and services of customer’s choice.

Functions of Retailing

Retailers are crucial players in the emerging market scenario, Large brands
are running first to get into the desired retail formats to cater to the growing
middle class of India. Retailers perform various functions like providing
assortments, sorting, breaking the bulk, rendering services, bearing risk,
chamnel of commumication and trangport and holding inventory. They
significantly contribute towards increasing the product value and satisfying
the consumers.

Providing Asgortments: Offering an assortment enables customers to
choose from a wide selection of brands, design, sizes, colors and prices in
one location. Mamufacturers specialize in producing specific types of
products, for example, Kellogg’s makes breakfast cereals and Campbell
makes soups. If each of these manufacturers had its own stores that only
sold its own products, consumers would have to go to many different stores
to buy groceries to prepare a single meal. Retailers offer assortment of
multiple products and brand for consumer convenience.

Sorting: Manufacturers make one single line or multiple product lines and
will always prefer to scll their entire cutput te few buyers to reduce their
costs. Final consumers will prefer to buy from a large variety of goods and
services to choese from and usually buy in smaller quantitics. Retailers
have to balance between demuands of both the sides, by collecting a
combination of goods from different producers, buying them in large
quantitics and selling them to individual consumers in smaller quantities.
The process is called sorting and under this process, the retailer undertakes
activities and performs functions that add value to the products and services
while selling them to consumers.

Breaking Bulk: Retailers offer the products in smaller quantities tailored
to individual consumers and househeld consumption pattern. This reduces
transportation costs, warchousc costs and inventory cost. This is called
breaking bulk. The werd ‘retailing’ is drawn from French, which means
‘cutting a piece off’, which shows the true function of a retailer.

Rendering Services: Retailers provides credits facilities to the customers.
They display products, which attract the customers. Retailers keep ready
information on hand to answer queries of the customers. They provide
services by which the ownership can be transferred from manufacturer to
the end consumers with convenience. They also provide product guarantee
from owner’s side, after sale services and dealing with consumer
complaints.

Risk Bearing: The retailer bears a different kind of risk to the
manufacturers and wholesalers. Even the customers can come back to the
retail point and return the product. In that case the risk of product
ownership many times rests with the retailers. Many companies have buy
back schemes and return schemes whercby the retailers can return the
unsold items.

Holding Imventory: A major function of retailers is to keep inventory so
that products will be available for consumers. Thus, consumers can keep a
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much smaller inventory of products at home because they can casily access
from the nearby retailers. Retailers inventory allows customers instant
availability of the products and services.

Transport and Advertising Function: Retailers also help in transport and
advertising fimction. The larger assortments are transported from
wholesaler’s point by retailers own arrangements and many times, the
retailers deliver the goods at final consumer’s point. So, retailers provide
assistance in storage, transportation and advertising and pre-payment
merchandise. The percentage that a retailer gets from the sale price depends
on the number of function that the retailer does for the manufacturer.

Importance of Retailing

Retailing is the last stage in the charmel of distribution, which comprises all
the business and people involved in the phywical movermnent and transfer of
ownership of goods and setvices from producer to custorners. Retailers
collect an assortinent of goods and services from various sources, buy them
in large quantities and offer to sell them in small quantities to consumers.
As 8 result, each manufacturer becomes more efficient and the final
consumers are pleased with the available selection.

Wide retail assortments let consumers do one-stop shopping and they can
choose and buy the product version and at the amount desired. Retailers
communicate both with customers and with manufacturers and wholesalers.
From ads, sales people and displays, shoppers learn about the availability
and characteristics of goods and services, store hours, sales and so on.
Manufacturers, wholesalers and othets are informed about sales forecast
delivery delays, customer complaints, defective items and more. Many
goods and services have been modified due to feedback received by

suppliers.

Basic Tasks of Retailing

The most fundamental task that retailing does is getting consumers into the
store, converting them inte customers and operating as efficiently as
possible. It is not easy to successfully complete these three basic tasks.
After all, inducing a person to part with his/her hard cammed cash is not an
easy job. Hence, retailing is not only the last step but also a decisive one
that determines whether the efforts made were fruitful or wasted. Retailing
strategy is carcfully planned after identifying the target market and
finalizing the target market. Retail segmentation is a method used to break
down heterogeneous consumer populations into smaller more homogenecus
groups, based on their characteristics. Because any single retailer cannot
serve all potential customers, it is important that it segments the market and
selects a target market. A target market is that segment of the market that
the retailer decides to pursue through his marketing efforts. Retailers in the
same line of trade pursue different target markets.

When the target is clearly identified then the retail can plan factors like
location, assortment of merchandise, pricing and ambience. Targeting
enables the retailers to efficiently utilize his/her scarce financial resources
and efforts to pogition their products in a favorable light in the minds of the
customers. A retailer device his positioning strategy in such a way that he is



able to project a better and different image relative ti his retail category and
its competitors and elicits consumer response to that image. The image
perceived in the minds of customers induces the buyers to transact and
repeat the same purchase behaviour over a period of time leading to store
loyalty. So, segmentation, marketing and positioning helps the retailers to
develop his retail strategy.

A retail strategy is the overull plan or framework of action that guides a
retailer to use his scarce resources to achieve his objectives. It has the
ability to influence activities of the retail organization and its responses to
competitive forces. There are six steps involved in the development of a
retail strategy, The manager defines the business of a firm in terms of
orientation towards a particular sector. He should set short-term and long-
term objectives, with regards to image and profitability. He should identify
the target market towards which all efforts should be directed on the basis
of customer characteristics and needs. There should be a decision regarding
the broad direction of the company must take in future of retailing like
pricing, location and channel member decision, Finally, he should receive
the plan depending on the nature of the internal and external environment.
A retail strategy combines both controllable and uncontrollable variables,
The following table explains the set of controllable and uncontrollable
variables:

Controllable Variables | Uncontrollable Variables

Store location Consumers

Managing a business Competition

Merchandise management and pricing Technology

Communicating with customer Beonemic conditions
Legal restrictions

The retail concept has guidelines, which must be followed by the retailers,
irrespective of their size, structure, channel design and medium of selling.
The retail concept is deployed to reach its target market and achieve the
firm’s objective. The retailing mix brings the firm's objectives in final and
practical form.

Retail Mix

It describes how major factors like price and merchandise are traded off
against other retail factors like service, location, marketing communication,
quality and store's ambience to form an overall store image, create value
for customers and preduce profit for the retailer. While developing a retail
marketing strategy, the marketing manager can use these elements to design
final retail management program.

Service: In retailing, the word ‘service’ describes the personal attention and
amenitics a store provides to its customers. Most stores offer at least some
services. The help of a trained sales staff, for example adds value for
customers. Other types of services provided by retailers include credit
facilitics, extended financing, gift-wrapping, and installation and
customizing to suit individual customer requirements.

Location: This is the most important factor in a retailing decision. People
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will always look for lecation choice before going to a store. Even though
today’s consumer is highly mobile, the convenience of location is still one
of the top criteria people use in choosing where to shop. This is especially
true for fast moving consumer goods and durables business.

Ambience: Most successful stores have distinct images called store
personalities. This is the result of many factors besides price and quality.
Retailers often talk about atmosphere of ambience, when describing their
image. Atmosphere reflects the environment both outside and inside the
store; it includes window display, signage, décor, frniture, store layout,
lightning, sound such as music and even scents.

Marketing Communication: A store’s image as well as other information
about the merchandise for sale is communicated largely through advertising
and in-gtore promotional materials. The store front and display windows,
store layouts and merchandise display help gain consumer enthusiasm,
present a fresh look, introduce new product categories and reflect changing
seasons and themes. Marketing communication is a key issue for Pantaleon
stores as they put banners, posters and other point of purchase displays in
the store before every new launch or beginming of a sales promotion
program,

Pricing: Pricing refers to retailer’s comparative strategy with respect to
competitors. Many discount stores achieve greater success due to this
pricing wvariation. Various pricing methods include prestige pricing,
competitive pricing and penetration pricing to altract target consumers,

Retail Formats

The growth in retail power and influence has originated from the
concentration of trade into the hands of fewer larger enterprises. The
change in retail industry is due to various factors like liberalization,
changes in regulation, globalization and consumer preferences. While
international chaing are looking for newer markets and manufacturers; the
producers are also looking for different kinds of retail formats to cater to
their target markets,

Mom and Pop Stores and Kirana Stores

Mom and Pop stores are the traditional independent stores, which are
spread across the country and cater to a large chunk of population. The real
growth in Indian retailing is happening in these kinds of stores. Though the
emergence of organized formats have brought more competition to the Pop
and Mom stores and Kirana stores, but the level of proximity these store
enjoy has given them a comparative advantage over others. Such kinds of
stores are found everywhere in India and mostly in small towns in India.

Department Stores

These kinds of stores are found in USA. Example of such kinds of stores
includes JC Penney, Sears and Montgomery ward. A department store must
have at least 2500 square meters of space. It must offer a product range that
is both wide and deep in several product categories. These kinds of stores
are slowly becoming non-profitable. These players are not going out of
market but they are turning out to be variety stores to cater to large markets.



Discount Stores

These are big stores like Wal-Mart, which is the biggest retailer in the
wotld. These along with category killers have changed the landscape of the
retails industry. The discount stores are likely to dominate the future
retailing in India. These big stores achieve economy of scale and hold
substantial power in the market. Their capacity and technology usage are so
high that they control more of the marketing network than the
manufacturer,

Category Killers

These retailers dominate one area of merchandise like sports goods, office
depot’s etc. These category killers buy such a huge quantity that they can
offer prices at abysmally low levels, even manufacturers cannot match, The
future of thiz category of stores iz brighter than many of the general
discounters.

Specialty Stores

These stores include Body Shop, Crate and Barrel and Victoria Secrets.
These stores concentrate on one type of merchandise and offer in a manner
that makes it special. Some of these stores are high-end stores like
Tiffany’s. Many of these stores also cater to prices conscious customers.
Many of these stores are 50 successful that departmental stores have started
following such modals. There is likely to be a growth in home firnishing
and home Imprrovement category of specialty stores.

Superstores and Hyper Markets

The super markets and hyper markets are becoming more popular in the
face of declining of departinental stores. These stores are situated outside
traditional shopping centers and enjoy greater accessibility by car, greater
cconomies of scale and the benefits of being built for a special purpose.
While a super store is around 25000 square feet of selling space, a
hypermarket has around 50000 square feet of selling space. These are large
stores selling primarily groceries in some countries. In many countries the
term implies large stores and special formats, offering a strong depth of
assortments,

E-tailers

Many of the popular store formats have their online sterefronts but there is
a growing class or e- tailers or virtual retailers in the Internet space. One of
the successful models is www.amazon.in. Another popular discount e-tailer
is www.flipkart.corn, which uses reverse auction pricing model to cater to

the online shoppers. Few more are www.cbay.in, www.snapdeal com,

www.nynira. com, www.jabong.com, www.shopclues.com,
www.homeshop18.com, www.aliexpress.com, www.lenskart.com

www.reliancedigital in, ete. Since e-commerce and online shopping are on
a rise, we are likely to see successful e-tailers in the coming period of time.

4.6 RURAL MARKETING
A few years ago, the rural market in India was an unknown tertitory and
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many companics were not interested in entering the rural markets of India,
as the demand pattern was fragile, seasonal, purchasing power was scantly
distributed among a few wealthy landlords. Communication, transportation
and infrastructure were the main blocks for growth of rural market and
penetration of urban products in rural markets. But these things are the
story of the past and now everyone iy looking at rural markets as the next
growth driver in Indian market.
Today, rural markets are in the focus of Indian marketers for various
reasons that include the current and future potential of the market. The size
of the market covers two thirds of the country’s population and half of the
national income comes from the rural population, The country is classified
into more than 400 districts and around 63,00,000 villages, which can be
classified on the bagis of literacy level, fragmented income level, different
degree of penetration and geographic distance from urban markets. These
clagsifications help in arriving at a market size that offers opportunities and
challenges to urban marketers. For the purpose of convenience, we would
take the definition adopted by the Government of India that “whatever is
not urban is rural”. The government of India defines urban as one that
follows any of the following three sets of criteria:
+ Presence of a Municipal Council, Cantonment, etc. or a minimum
population density of 5000 persons;
+ A population density of 400 persons per sq. km;
+ At least 75% of the male population is engaged in non-agriculiural
activities.
While the rural market certainly offers a big attraction to marketers, it is
one of the most difficult markets, requiring from the marketers a
considerable amount of investment. It should be mentioned here that more
than investments, what is required is an understanding the psyche of the
rural consumer and this is indeed the most daunting tasks as reflected from
the failure of many major brands in the rural markets.

Opportunities In Rural Markets

Rural marketing provides challenges and opportunities for marketers. If
these challenges are taken carc of through careful market planning and
strategy building, it is possible to get success in rural markets in India.
Untapped Potential

It offers a great chance for different branded poods as well as services for
larger number of customers. This market is largely uncxploited by
marketers. It is estimated by Unilever that out of five lakh villages in India,
only onc lakh has been tapped so far, which goes on to indicate the market
potential of the rural market.

Market Size and Potential

The size of India’s rural market is stated as 12.2 percent of the total world
population. This means 12.2 percent of the world’s consumers live in rural
India. In India, rural households from about 72 percent of the total
houscholds and this constitute a huge market by any standard.

Current Consumption

The purchase and consumption of certain durables and non-durables by
consumers in rural arcas is more than in urban areas. Some of the durables



for which the demand in rural areas is more than of urban arcas are sewing
machine, radios, wristwatches, bicycles ete. It is estimated that for washing
machine and durables, the annualized growth has been at a rate of 37% and
25% respectively, which is outstanding by any standards.

Increasing Income

Different programs undertaken by the govermment have helped to improve
the economic situation of the rural areas. The increase in income is seen in
both absolute values as well as in the increase in average number of days of
occupation in a year.

Accessibility of Markets

Though the road network hasn't developed to the best possible extent but a
fiar amount of development has been made in many regions, making thesc
regions accessible from the urban region and making it easier for supplying
products to these regions.

Competition in Urban Areas

The urban market is getting saturated and thus is unable to provide the
much needed market to many companies and in search of greener pastures,
many of thesc companies are now targeting the rural market.

Challenges In Indian Rural Markets

Mismatch of Urban Focused Strategy to Rural Markets

Many companies have fried to push their urban produce to the rural
heattland and have often failed in their initiatives. There are various
rcasons for which the urban marketing strategy does not fit into rural
marketing structure and it needs a reorientation by looking at the
competitive landscape and challenges of the nural market.

Lack of Retail Infrastructure

According to the Indian Market Research Bureau (IMRB) study, 60, 000 of
the approx. 0.6 million villages in India did not have a retail outlet of any
kind. Further, the ocutlet density in rural India is lower than that in urban
India. Thus, it is more difficult to make a product available to a rural
consumer than to an urban one. Moreover, the availability of retail
infrastructure is directly linked to the village size. Thus, many small
villages may not even have a shop from which the preduct can be made
available to the rural consumers. Augmenting infrastructure at the retail
level is a difficult task because it involves motivating someone to discard
an alternative occupation, such as farming and start a shop. Further, even if
there is willingness to open a retail shop the person may not possess the
necessary capital to buy stocks.

Vast and Unevenly Distributed Purchasing Power

Although rural India accounts for a significant share of the total
consumption in a number of categories, the consumption tends to be
geographically dispersed because of the sparse distribution of population
and unevenness of purchasing power.

Lack of Storage, Handling and Communication Infrastructure

For a tiered distribution channel to function, adequate storage, handling and
transport and communication infrastructure is required. Pucca roads
comect only 33% of the total villages in India. Further, the connected
villages are not cqually distributed across regions. While pucca road
comnects 57% of villages in the South zone, the same in the East zone
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connects only 20 %. Similarly, only 1.2% of villages in India have railway
stations.

Seagonal Demand Pattern

Agriculture iy the primary source of income in rural India. With agriculture
being a seasonal activity, the demand pattern also tends to be seasonal. The
demand is typically high during the peak crop harvesting and marketing
season. The seasonality of demand implies low sales in the lull months,
which again affects the viability of operations of the members of the
distribution channel.

Importance of Rural Market

Though the rural markets are fragmented and consumer’s purchasing power

is not comparable to urban consumers, that does not in any way lessen the

importance of rural markets in the Indian marketing environment as the

following factors will indicate:

Size of Rural Market

An analysis of National Sample Survey data shows that of the total

expenditure on manufactured consumer’s goods, 75% is spent in rtural

India. The percentage has remained almost unchanged since 1960-61.

Though per capita consumption and expenditure on mamufactured

consumer items is low in rural areas, the market is approximately three

times larger. On the assumption that all persons or families above the

poverty ling from the market for some branded consumer goods, this

market has a size of 62 million households.

Rural Market in Value Terms

For non-food consumption items, the size of the market in current prices

was Ry, 5500 crores in 1970-71 and Rs. 27000 crores in 1999-2000.

Assuming the rural population above the poverty line mainly consumes

these items, it represents annual expenses of Rs. 15.6 per head per annum.

In real terms, however, the growth has been very modest at 3.5 per cent per

annum due to a number of factors such as:

+ Lack of concerted effort by the organized sector to penetrate the mural
market.

* Averages are misleading in this type of analysis, as peak opportunities,
which occur in certain pockets, may not be fully realized.

Rural Target Population

Wealth distribution in nural India is uneven and the top 13 percent of the

farmers land holdings account for 37 percent of cultivated areas. Further,

NSS data show that the top 10 percent of the rural population accounts for

about 37 percent of the expenditure on consumer goods. However, with the

increase spread of the rural income, consumer goods are expected to make

substantial penetration into the lower income strata by the normal

percolation effect.

There iy an increasing cross flow of population between urban and project

town centers which act as conduits for cross flow of products and ideas,

thus supplementing the demand for such products and ideas supplerenting

the demand for such products.

Sources of Rural Purchasing Capacity

There are various sources, which contribute to purchasing capacity in rural
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areas. A few of them are listed below:

Marketable Agricultural Surplus and Rural/urban Terms of Trade: So
far as manufactured consumer goods are concerned; regression analysis
reveals that there is a 0.7 percent rise in consurnption for every 1 percent
increase in marketable surplus of food grains. As the surplus is increasing
every year, there will be increasing purchase capacity with farmers.
Remittances: The traditional remittances from within the country are now
being supplemented in several states by remittances from overscas. In 1998
total inward remittances in the state of Kerala were cstimated at Rs. 1400
crores. This creates new consumption and purchasing patterns among the
rural population,

Government Expenditure: Investments in flood control and irrigation
facilities, for rural development and associated programs is increasing day
by day. Benefits from these programs will generate additional income
leading to increasing in purchasing power for rural customers, which can be
expected to support consumption of manufactured items. Further, these
investments are expected to augment the income generation process from
land in future years, which in turn, will accelerate the growth of rural
matkets.

Dispersal of Industry: The investment in the development of backward
arcas will greatly speed up the income gensration process in rural areas.
Government is giving tax holidays and other incentives for industries to
move towards rural areas, so that wrban congestion can be avoided and
there would be parity in rural development.

Developing Rural Marketing Strategy

Developing marketing strategy for rural markets is a difficult task and one
cannot replicate an urban marketing strategy for rural markets. If rural
markets have to be developed, each of the marketing elements like product,
price, distribution and promotion should be performed in a different manner
that in wrban market. Segmenting rural markets is a difficult task due to
wide variety in the consumption pattern and scarce distribution of potential
customers among the rural population. Demographic characteristics like
age, gender, occupation and social status can be used for market
segmentation. Sociceconomic characteristics can also be used for the same.
Other than the conventional methods of segmentation, we can also use few
more variables like land holding pattern, irrigation facilitics,
progressiveness of the farmers, cropping pattern, and education level and
occupation categorics.

Segmentation on the basis of land holding pattern classifies customers into
marginal farmers, small farmers, semi medium farmers, medium farmers
and large farmers. The other segments include landless laborers, people
working in non-farm sectors including rural craftsmen, agricultural labors
and artisans. Rural markets can also be segmented from sociological
perspective. This perspective classifies rural customers inte following
categories:

¢ Rich farmers who belong to the dominant caste of the areas

¢ Srnall peasants or marginal farmers owning uneconomic land holding

¢ Proprietors of land
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+ Tenant farmers operating on rented lands belonging to large
landholders and working on small uneconomic land holding

+ Agricultural laborers who work on the fields of rich farmers and
landlords.

+  Artisans and others, inchiding the unemployed.

Segmentation on the basis of land holding is appropriate for agricultural

product marketing, Segmentation on the hasis of sociological perspective

holds good for consumables and durables. Rural marketers use appropriate

methods of segmentation for their products and services by taking a

combination of segmentation bases for developing a successful marketing

strategy,

4.7 NICHE — MARKETING

Niche markeis are an attractive opportunity available to small businesses
forced to compete against the scale economies that larger competitors are
able to achieve. Niche markets congist of groups of consumers (market
segments) within the larger marketplace who have similar demographic,
buying behavior, andfor lifestyle characteristics. Examples include food
buyers who prioritize quality assurances and source of production, and
congumers who seek an easy preparation entrée available in convenient
form. Bven consumers with the same buying behavior may have differing
motivations (which are essential elements to know for marketing and
promotion). For example, organic consumers used to be identified by their
concern for their environment, but now there are entirely different segments
of consumers who buy orgamics because they perceive those foods as
having higher nutritional benefits. Understanding target consumer segments
is a crucial factor in determining whether an operation has the resources,
interests, and business elements necessary to meet the needs of prospective
customers.

Once the like-minded consumers have been identified, it may be helpful to
name or label them (called “clustering’), as a way of facilitating targeted
marketing activities and “branding” of the venture’s offerings. Clustering
of consumers also allows a business to plan more targeted and effective
marketing activities, especially if the venture understands the consumers’
motivations for buying products or visiting specific shopping or tourism
vemes. In addition, consumer clustering may also help with estimating
potential visitor numbers and appropriate price points for different
customer groups. For example, consider a venture that wishes to market to
a customer group that prioritizes convenience. If it takes more marketing
resources to get the venture’s product in ready-to-eat form or to nearby
markets (farmers’ markets or direct deliveries), then the prices charged can
be higher for this customer group to offset the additional resources. In
comparison, this method of marketing would not work for a customer
group that prioritizes price and is willing to go out of the way to locate



lower-cost items

After the niche is identified, the next step is to find this buying public and
grab their attention. This takes thoughtful promotional planning and
development of messages to connect with potential buyers. Marketing
materials, such as websites, brochures, personal communications,
packaging, public image, etc., need to integrate credible claims,
motivational messages, and consistent images to connect to (and build
loyalty with) niche market consumers.

Essentlal elements of a niche marketing strategy to consgider include:

o Know the customers: Segmenting the overall market allows the
business manager to target what the business venture can offer,
¢ Set clear goals and objectives for what the business hopes to achieve by

following a niche marketing approach: Reach new customer segments?
Lower marketing costs? Secure premium pricing?

» Does niche marketing match up with the resources, capabilities and
preferences of the venture?

Five Stages to Fully Address the Niche Opportunity

There are five stages to consider when attempting to address niche
marketing opportunities, These stages are strategic planning, defining the
mission and objectives, strategies and action, monitoring key projects and
objectives, and organizational realignment,

1. Strategic Planning

Strategic planning encompasses many of the issues discussed above,
including the assessment of market opportunities, as well as an inventory of
internal resources, values, potential strengths/capabilities (addressed in
more depth below), and any weaknesses/shortfalls of the current operation.
In short, the overall strategy provides a “road map” to attaining the
objectives of the operation and its owners, while staying true to their vision
and mission,

2. Define Mission and Objectives

The mission is the operation’s statement about why it exists, and sets the
tone of what the company and its products’ image should be at the very
highest level of the operation. There should be a broad-based buy-in to this
mission from owners, employees, other important stakeholders, and maybe
even targeted customers. In cssence, the mission explaing the culture of the

business to both internal players and external consumers,

The goals/objectives start narrowing the mission into workable pieces and
set a direction for where different elements of the business should or could
be to effectively deliver on the mission of the operation. Although these
goals should continue to be forward thinking and broad-based, stakeholders
should be able to see directed resources, market-driven actions, and
business activity changes that may emerge to support the strategic direction
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chosen by the operation’s management.

3.

S

Strategies and Action

To begin taking specific actions, with timelines and measurable
outcomes that will support the broader mission, strategies, and goals of
the business, it may be most effective to develop a work plan. That plan
should include a key persomnel list, timeline for the activity, a list of
resources or budget needed to execute the plans, and any other relevant
information  (partners, pertinent legal or regulatery issues, and
comnections to other pieces of the work plan). Although a sufficient
level of detail on all the actions to be taken may seem overwhelming, it
will provide a realistic inventery of what needs to be accomplished and
divide the actions inte small encugh units to facilitate timely action
(rather than inaction due to being overwhelmed by the scale of larger
goals of the company). Remember that actions arc both effective and
realistic steps to achieving the operation’s strategy. In short, this step
requires the operation to build a plan of execution.

Monitoring Key Projects/Objectives

Monitoring a firm's progress towards its goals is one of the most crucial
actions during the first years of a new (or significantly changed)
enterprise. Determine key projects and areas of potential success within
the work plan ecstablished above, and then decide on specific
measurable clements that will allow the opcration to monitor success.
These elements should not all be financial indicators, as too many
businesses focus on financial goals before they can realistically be met.
In addition to monitoring sales growth, visitor numbers, and profits, the
operation might also monitor full deployment of resources (land,
buildings, employees, etc.), customer satisfaction and return visits, or
empleyee feedback on their participation in the enterprise.

As part of monitoring, the operation should report on key strategies and
objectives, following up on any deadlines or specific measurable
elements that were set. There should be clear accountability to a person
in the organization (or key partner), while being cognizant of guarding
against overly loose or tight management (since both will stymie
leadership development), Each step in monitoring and redirecting
should be used to maintain forward motion towards attaining the
change or growth goals of the operation.

What signals will trigger changes or growth for the enterprise? This is
an important question since the carly years of a new niche marketing
plan will require great flexibility and adaptive management responses.
The frequency of monitoring will also affect how much time is given
for marketing efforts to prove themselves, and how quickly the
operation can respond to consumer wishes.

Organizational Realignment

In order to clearly link the objectives and strategies of any new niche
venture, it is likely that the management will have to consider an
organizational realignment of resources, human capital and marketing
efforts. To be successful in niche marketing, it is important to align the
structure and culture of the business and the personal lives of the



owners in ways that arec compatible with the niche the business hopes to
operate within, This may include a change in the levels of family
involvement, the privacy or solitude available on the farm or ranch, the
choice to *brand” the owners’ family heritage and approach to farming,
or even relinquishing control of some business activities to marketing
0T cOmmunity partners.

The Decision to Market im a Niche

Even after developing 2 plan to enter a niche market, it is important to pick
one point in the planning process to finally decide whether the new niche
venture i8 feasible, and if so, fully commit to the plan, There are a number
of elements that should enter into that final decision:

Acknowledge the present

Be aware of intent/vision

Control dreams:

Manage within means

* Determine the risks

Note that the first two are deliberate visioning and the second two are

bringing realism.
In the end, the management and stakcholders of a farm or ranch must
consider how to answer the question of whether their operation needs
growth, change, or exit from the market. Niche marketing is only one of the
potential enterprise diversification strategies that may affect this “big
picture” thinking.

4.8 OTHER RELEVANT ‘P’s IN MARKETING MIX

PERFORMANCE:

Performance refers to the delivery of superior experience of a hnaury brand
at two levels — first, at a product level and second, at an experiential level,
At a product level, findamentally it must satisfy the functional and
utilitarian characteristic ag well as deliver on its practical physical attributes
— & recipe of quality or design excellence ingredients like craftsmanship,
precision, materials, high quality, imique design, extracrdinary product
capabilities, technology & innovation. For example: On their 70th
anniversary, Patek Philippe unveiled a new complicated wristwatch, Along
with a unique column wheel chronograph movement, the day and month
appear in a double window at 12 o’clock, with a hand indicating the date
around the moon phase. The leap year is displayed in a small round
window at 4:30 opposite a matching window for the day/night digplay
at 730, Like all the brand’s grand complications, it has two
interchangeable backs - one in sapphire crystal that reveals the movement
complexity and the elegance of its finishing, the other, a white gold solid
back that can be personalized with a dedication or an engraving,

Omega Speedmaster Chronograph — the moon watch: Selection by NASA,
a walk in space in 1965 and since 1969 six mission to the moon is what
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makes this series with extraordinary capabilitics. After it became a life-
saving instrument during the Apollo 13 mission, the Speedmaster went on
to become a symbol of peace, as both American & Soviet astronauts wore it
in the first joint space-mission during the cold war. It never left the Space
Program as it still the only watch certified by NASA for all EVAs (Extra-
Vehicular Activities). A luxury brand must perform at an experiential level
as well, i¢c. the emotional value of the brand the consumers buy into —
beyond what the product is to what it represents. For example: Rolex stands
of symbol of hervic achievement & Tiffany is a symbel of love and beauty.

PEDIGREE:

Many luxury brands have a rich pedigree and extraordinary history that turn
in to an inseparable part of the brand’s mystique. This mystique is generally
built around the exceptional legendary founder character of the past,
making up an integral part of the brand story and brand personality. So,
when consumers buy say a Cartier or a Chanel product - it is not only
because of the product performance factor, but subconsciously they are also
influenced by the brand’s rich lineage, heritage and the vears of mastery.
Coco Chanel started her business in 1913 and within a few decades,
became a revolutionary couturier. With Chanel Coco Mademoiselle
campaigns in 1981, 2008, 2009 & the recent 2011, Chanel has continuously
leveraged its pedigree / brand mystique. Similarly, Rolls-Royce celebrated
the 100th anniversary of its iconic emblem, the Spirit of Ecstasy with '100
cars for 100 years' and featured & collection of Rolls-Royce models,
supplied by members of the Rolls-Royce Enthusiasts' Club, dating back to
1811.

PAUCITY:

Over-revelation-and-distribution of luxury brand can cause dilution of
Inxury character, hence many brands try to maintain the perception that the
goods are scarce. Case in point - Burberry diluted its brand image in the
UK in the early 2000s by over-licensing its brand, thus reducing its image
as a brand whose products were consumed only by the clite. Gueci, now
largely sold in directly-owned stores, following a nearly crippling attempt
to widely license their brand in the 1970s and 1980s.

Breadly, there’s natural paucity (the actual scarcity), the technology-led
paucity and the tactical- driven paucity.

Natural paucity is triggered by scarce ingredients like platinum,
diamonds, etc. and/or those goods that require exceptional human expertisc,
for example handcrafted quality that constraints the mass production.
Technology-driven paucity is as a result of conception-time involved in
continucus innovation and research-&-development process.

Tactical- driven paucity arc more promotional in nature such as the
limited editions or the special series to generate artificial desire and
demand. Another deviation within this is the customization of luxury good,
e.g. Garson USA custom made a diamond-encrusted Mercedes SL600 for
Prince Al-Waleed bin Talal of Saudi Arabia in 2007.



PERSONA:
The persona of a luxury brand is largely a result of — first, its distinctive
projection plus coherence of its applications across consumer touch-points
and second, the brand communication through its advertising.
The visual brand identity captures the brand’s personality, mystique &
emotional values in a nutshell. The distinct and consistent orchestration of
the identity is central to establishing the visibility, familiarity & common
identifiable brand imagery. The visual brand orchestration can manifest by
way of its coherent application of its identity, the brand color(s), the other
design elements like icons, the uniquely identifiable design, branded
environment and even the tone-of- voice. While the luxury brand’s visual
identity is a fairly stable factor, luxury brand advertising is 2 more dynamic
and versatile marketing vehicle. While the pedigree of the brand has its
role, keeping-up the contemporary-appeal and the newness-factor is crucial
for enduring brand relevance. Therefore, luxury advertising not only needs
to generate the desire for the seasonal collection, but at the same time it
must also enhance the brand’s cool-quotient, thereby making it
continuously desirable and aspirational. At an overall level, luxury
advertising messages can be observed:
* As more emotional and sensual to distance it from mass-premiurn brands
¢ Create a world and an aura that is truly excepticnal to their brand
signature
¢ Generate major differentiation in its production and execution
One of the relatively new trends within huxury brand commmumication is the
use of the long-form- commercials or the short-film-videos to gencrate
interest with the online audience. It is clearly a pursuit where luxury brands
are looking to bridge the gap between the familiar world of print and the
fast-evolving world of online. It has also proved impactful as in a matter of
few minutes, the viewer can have a clear understanding of the brand image
or the story the brand is trying to convey or simply promotion of the new
collection. Apart from these, with the intent of enhancing the ‘emoticnal
connections’ with discerning mindsets, lnxany brands have been exploring
the digital space by engaging them in their activation programs. The
objective i3 to generate a genuine affinity with the brand that transcends
beyond the product, to an extent where, the consumers feel that they have
found a soul mate. Some of the lwoury brands have also utilized the social
media. The objective may not necessarily be, as deep as, engaging the
audience in their storytelling, but it has been done largely to generate the
desire or the lust for the brand or the product. It is also an effective tool to
keep-up the contemporary-appeal and the newness-factor by having a
continuous dialogue.

PUBLIC FIGURES:

Public-figure or celebritics have been traditionally employed as one of the
marketing mix in hxury brand advertising and they still continue to garner
attention, credibility and impact. Public figures can span from film-stars to
music personalities, from sports personalities to royal families and even the
designer themselves. But because celebrity endorsements are no longer
exclusive to luxury space and extensively used (and abused) across mass
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categorics, it takes a different meaning when it comes to luxury brand
endorsement.

Not only does the public figure’s associated values and personality have to
resonate with that of the luxury brand’s aura, but there’s a distinct
difference in the way celebrity role is crafted, executed and strategically
utilized. Beyond traditional advertising (largely print in selected media),
less in-your-face advertising tools are employed like accessorizing or
dressing celebrities for their walk down the red carpet, product placements
within movies and television programs, invites to special events. This
strategy attempis to remove the appearance of “selling” while still
promoting the product by making it seem as a part of the celebrity’s lives,
thereby positively affecting consumer’s attitudes, brand value & purchase
intention. Long-form-commercials / short-films have also utilized the
celebrity-factor. Chanel for instance recently created 3-minute short film
with actress Keira Knightley who replaced Kate Moss in its ads for its
Coco Mademoiselle fragrance. Other previous faces of Chanel have
included French star Catherine Deneuve and Nicole Kidman, who
represented Chanel No. 5.

Similarly, as a part of their ‘core values’ campaign, Louis Vuitton used
their website as the online medium to showcase their celebrity endorser’s
journey, their story to bring to life how the brand has been promoting the
art of travel and inspiring legendary journeys.

PLACEMENT:

The retail branded environment in luxury branding is all about heightening
the consumer’s brand experience and amplifying the brand aura. Hence, the
branded environment, the movement of truth, is where it must “live” the
brand by orchestrating immaculate detailing that engages all senses of the
discerning audience.

Starting from the choice of store location, the chain of touch-points
consumer interacts, the salesperson’s presentation and the impact of each
touch-point is critical in creating a unique indulging experience. That said,
today's evolving luxury consumers are increasingly secking beyond the
typical sophisticated, over-the-top, cosmetically elegant presentation or
even the exclusive invites, privileged previews. With the increasing
democratization of luxury brands and the rapid emergence of massive
brands — the hoory consumers have become more discriminating and
demanding. They are secking a more knowledgeable and professional
assistance, a trusted and reliable collaboration helping them to manage their
stature and lifestyle. Not only has thig led to the new business offerings like
Quintessentially {more below), but also luxury brands are increasingly
investing in training and empowering their sales staff. Another important
point to note within the placement factor is that it is not limited to the
physical environment where the brand retails, but it extends to all the
environments or consumer touch- points that the brand associates itself
with. This spans from the extremely selective niche media where it
advertises to the sports, the events, art, conversations that it places itself
with.



PR (PUBLIC RELATIONS):

PR in luxuty branding plays an enormous role in image proliferation of the
brand, thereby subtly influencing public opinion. It is also employed to
convey other gupporting messages and attributes of the brand which cannot
be explicitly captured in advertising, but by no means are less important to
create brand’s personality, mystique and emotional values — whether it’s
via the pedigree factor or via public-figure any of the previous 7 P’s
mentioned.

It is also a sophisticated branding machine for maintaining ongoing
relevance and dialogue with the luxury consumer, especially so in fashion,

technology and seasonal trends driven categories. At a tactical level, PR is
utilized to generate buzz & convey the brand news, peint of views of
ingpirers and inflyencers (celebrity talk or the designer speak), a crucial
support for brand activation (like the fashion weeks, sport-events, themed
previews, etc.).

4.9 EMERGING CONCEPTS & PRACTICES IN
MRKETING

a. CUSTOMER RELATIONSHIP MANAGEMENT (CRM)
Customer Relationship Management (CRM)} is about the corporate values
and systems (IT and Non IT) which help an corganization manage its
relationships with its customers. CRM is supported by technology but
technology alone will not result in long term fruitful relationships with your
customers. A successful CRM strategy involves cffectively targeting
customers for your products and providing the products in a manner that
customers want; technology alone will not do this. Click here to find out
more about how to build long term relationships with customers.

CRM Using Databases

One aspect of CRM is the use of databases or detailed records about your
customers. Ideally customer information should be more than a list of
names and addresses as you will use it o help you manage your
relationships with customers. The customer information held by ecach
business will differ for example insurance companies will record when a
customer’s insurance should be renewed whilst a supermarket will record
what cach customer buys so that they can analyse shopping habits. Whilst
other businesses will record date of birth so that they can target the relevant
age group and carry out relationship building activities such as sending
customers birthday greetings.

CRM Information Analysis through Sofiware

After information about each customer has been collected, it needs to be
collated and analysed. A sole trader may decide to do this manually by
looking through customer records but for large companies with millions of
customers this is impractical. Instead large businesses have IT software to
collate and analyze customer information. Once collated, software will
analyze the information and antomatically carry out relationship
management and marketing activities. For example, software will
automatically send customer’s renewal letters at the relevant time. Collated
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customer information may also be used to run reports which help the
buginess to write business plans and design cotporate strategy.

CRM System Benefits

CRM systems can help an organization build customer relationships in a

number of different ways:

s (CRM databases can help the organization to segment their most
profitable customers so that they know who to direct their marketing
activities at.

» Help the organizaticn to identify which products are likely to appeal to
customers based on their purchase history/patterns.

+ Help identify light and medium users of the business with the potential
to grow into heavy users.

+ CRM can help businesses personalize their customer service for each
customer

There are many benefits to CRM but these will need to be balanced against

the costs of collating, maintaining and analyzing CRM data. For large

corporations who know how to yield profits through CRM, the benefits will
outweigh the costs but small businesses may need to proceed with caution.

b. RELATIONSHIP MARKETING

Relationship marketing involves developing long term relationship with
customers so that they provide you with ongoing business. An organization
must exceed customer satisfaction expectations to retain and develop long
term relationships with customers. Traditional transactional marketing used
to focus on attracting customers for "one off sale” rather than repeat
business. It takes a lot of work to persuade customers to make their first
purchase with you, but if you can persuade customers to give you repeat
business it will cost you less money and time. So it makes sense to keep
existing customers happy!

Attracting and Retaining Customers

Relationship marketing involves the organization implementing strategy to
attract and retain customers over the long term. Methods used to attract
customers include lots of marketing campaigns promoting the firm, its
products, its brands and its special (pricing) offers. Methods used to retain
customers include good quality products, competitive prices, loyalty cards,
a focus on customer satisfaction, excellent customer service and even
individual account managers for larger or premium clients.

Customer Satisfaction Monitoring

Long term customer relationships require customer satisfaction even when
things do not go to plan, So firms will continuously monitor how their
customers are feeling about the service they have provided. For example,
Travelodge email customers, a feedback form after they have spent the
night in one of their hotels. Methods used to monitor customer satisfaction



include:

Focus Groups

Personal Interviews
Questionnaires

Mystery Shoppers

Customer Complaints
Employee Feedback
Suggestion Boxes

Online surveys and

General customer comments.

® B 8 B ¢ 8 & b

After each monitoring session a firm will review the results and plan how
they can rectify areas causing dissatisfaction. They will also look at how
they can uild on areas/things that are making customers happy.

Benefits of relationship marketing

Retaining customers for the long-term offers many benefits. The aim is for
the company to obtain life time custom. Some of the benefits of
relationship marketing include:

s Loyal customers will recommend your business to others, thus
expanding your business for you.

*+ Loyal customers are willing to try some of your new products, becanse
they trust you.

s Customers will be willing to pay more for your services/products if
there are adjustments in pricing because they are loyal to you and trust
your services/products.

+ Loyal customers will tell you about problems with your
products/services enabling to improve your products/services.

+ The ultimate benefit will be an increage sale, market share and
dominance.

¢. INTERNAL MARKETING

Internal marketing is all about the relationship an employer forms with its
employees. It is said that staff should be seen as internal customers and
their needs should be met, as well as external customers. But why care
about internal custorners? This is quite simple to answer. Motivated staff
will work harder and give your external customers a better service. This
will help improve the firm's reputation, sales and market share over the

long term.
Communication

Part of internal marketing is all about communication and making sure the
staff share the overall vision and goals of the firm, systems like the intranet
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and staff newsletters aid in sharing these commeoen values.
Empower and Train Employees

Empowerment and giving staff respongibility is an important part of the
internal marketing role, Staffs that are given responsibility usually perform
better for the firm as they try their best to help the firm reach their goals, If
gtaff need to be trained to take on responsibility, then the firm should be
able to offer this to show that they are interested in their skills development.

Motivate Employees

Understanding staff and what motivates them is alsc very important. Many
motivation theories such as Maslow and Herzberg have fried to pinpoint
how staff can reach their full potential

Reward and Recognize Employee Achievement

Rewards and recognition by the firm is also very important, staff that are
praised feel a sense of satisfaction that encourages them to work harder.
Culture is also an important part of the internal marketing process. Staff
across departments and levels should share the same values, these values
could simply be about putting the customer first and responding to
customer nceds as fast as possible.

d. ETHICAL MARKETING

Ethical marketing is about making marketing decisions that are morally
right. The morality of the marketing decision can encompass any part of
marketing including sourcing of raw materials, staff employment and
product advertising and pricing. Each person's view of morality is different;
it is based on personal values and experiences. This creates a challenge for
companies who want to pursue ethical marketing in a manner that will
appeal to customers.

Examples of marketing decisions that involve ethics

Does the firm exaggerate the benefits of its products on its packaging? Are
claims overstated? Many firms make bold claims to help sell their products,
Are such claims morally wrong or merely "advertising puff*?

Is it morally wrong to adopt high pressurized selling techniques or focus on
customer groups that are vulnerable ¢.g. pensioners? Vulnerable customner
groups have needs? Can you get customers to buy without pressurized

selling?

Firms need to make profits, a reduction in preduction costs increases profit
margins. Is it morally wrong to negotiate tough contracts with suppliers to
reduce production costs when it will reduce the supplier's profit margin?



Why do businesses want to adopt ethical marketing?

Some businesses are set up because the founders feel strongly about an
issue and they would like to deal with issue through the business. Whilgt
other businesses pursue ethical marketing because they feel that is what
customers expect from them. Some consumers buying preducts and
services because they feel that the products, services (or organizations
responsible for them) are ethical. In response to this consumer demand
organization have increased their focus on ethical marketing, The UK Co-
operative bank is good example of an organization that tries to follow an
ethical principal, based on what their cusiomers feel strongly about.

How do companies begin the ethical marketing process?

After a company has decided to implement ethical marketing it will need to
make the following decisions:

Define what is ethical.

Decide which branch of ethics it will subscribe to.

How will the ethical approach to marketing be implemented?

In which arcas of the firm’s operations will ethical marketing be
implemented e.g. employees, suppliers, consumers/clients, production
techniques, distribution or the whole value chain.

o Complete an analysis of how much ethical marketing will cost and
compare this against the likely benefits of ethical marketing. This will
help them decide whether they would like to pursue ethical marketing,

Challenges of Ethical Marketing

Ethical marketing requires marketing strategies that are ethical and reflect
consumer and market expectations. It is not easy to define the term ethical
or identify which ethical decisions cater to market expectations. An
individual’s view of ethics and morality is influenced by a variety of things
including their culture, background, experience, upbringing/family, peers,
community, religion and country. Balancing ethics and remaining
competitive can be difficult. If ethical marketing involves considering the
needs and welfare of suppliers, employees and customers it could add to
business costs. For example, Fair trade products provide producers with a
minirum price. When business costs increase profit margins reduce or the
costs are passed onto customers through price increases. However, if fitms
can adopt ethical marketing which reflect market expectations, it may make
them mote appealing to custemers and therefore create a competitive edge.

4.10 CASES IN MARKETING
Singapore Airlines

Being first has always been the strategic marketing manira of Singapore
Airlines (SIA). Today it is recognized as cne of the world’s leading
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international airlines having started from its humble beginnings in 1972.
But being small was not an obstacle since it relied on the seft-ware of
airline marketing — its service differentiation. This all begen with a
positioning statemnent which read as follows: “To present Singapore
Airlines as a competent, modern, international aitline of Asian origin,
offering the best in-flight setvice in the world.” The iconic Singapore Girl
helped SIA to establish itself as a symbol of excellence in customer service,
both in the air and on the ground, and over the past 30 plus years, SIA has
garnered numerous awards and accolades for being an ouistanding airline.
But being number one means things don’t remain constant. SIA has to
constantly jockey for market gshare from the likes of major Agian players
such as Cathay Pacific and Thai International Airways, along with global
players such ag British Airways and Qantas.

Innovation is the key to differentiating an airline from its competitors.
Apart from new aircraft acquisition, airlines like SIA arc always on the
cutting edge of introducing new products to enhance the flying experience,
whether it is the latest technology in in-flight entertainment or the widest
seats in first and business classes. In January 2004, the airline launched the
world’'s longest nonstop commercial flight from Singapore to Los Angeles
and New York. The momentum to be first has never stopped.

SIA’s next move was to acquire the world’s largest commercial jet — the
Airbus A380, After a two-year delay, SIA was finally able to take delivery
of the aircraft and be the first airline to fly the A380. The A380’s maiden
flight took place on October 26th 2007 to Sydney, Australia, The challenge
for SIA will now be to sustain its leadership position in the highly
competitive passenger air travel market now that geveral of its main rivals
have already ordered the Airbus A380. (Emirates Airlines from the Middle
East has already placed firm orders for 58 airplanes of this model), The
fight for passenger share in the intensively-fought battle in the sky will
become more pronounced in the next two years.

L Briefly discuss the approaches that SIA has used to stay competitive in
the global airline industry.

2 Discuss how service differentiation enables an airline such as SIA stay
ahead in the fight for marlket share.

3. Does being first always translate into a successful marketing strategy?
Give examples of companies that have tried to be first through product
and service innovations and yet not achieved comparable success as
market leaders.

Asia Haier Group

From its humble beginnings more than 18 years ago, Haier’s sales rose by
11,600 times while its product offering grew from a sgingle refrigerator
model to nearly 70 products in almost 11,000 designz. More significantly,
its brand value rose by some eight times between 1995 and 2000. Haier is
now China’s leading maker of washing machines and ranks second in
refrigerator sales worldwide.



The Haier Group is stepping up its efforts to build a glebal brand on the
scale of Samsung or Sony. Haier already has a global manufacturing
presence. Products such as washing machines and refrigerators are sold
across the U.S. in chaing such as Wal-Mart, as well as in Europe. Haier has
also created some popular products, such as a mini-fridge sized to fit a six-
pack of beer and a pizza box that has become a hit with college students.

Those popular products and an international distribution network have
helped Haier become a top contender in the race among Chinese companics
to build global brands.

One example of a successful foray into global markets was its approach to
getting into the Indian market, Shortly after India began dropping its import
barriers in the late 1990s, low-priced Chinese toys, batteries, and other
consumer goods flooded the market at a steep discount from local
offerings, However, stories began to circulate of defective Chinese
products, such as batteries losing their charge after a single use, Companies
such as TCL tried to sell their products cheaply as well, reinforcing the
reputation that Chinese brands are sub-standard. Many Indian consumers
believed that China was a technologically backward country, Haier was
determined not to repeat thege early mistakes of its predecessors, Rather
than stressing affordability, Haier positioned its TV sets, refrigerators, and
air-conditioners as premium quality with prices on par or in gsome cases
higher than those of its competitors. This approach has been used
successfully in India by LG and Samsung,

While it doesn't have the strongest brand name, the company has continued
to expand its product range. In addition to houschold appliances, it
produces high-end products such as flat-screen TV, computers and mobile
phones. Now that its product range is starting to look more like Samsung's
showroom, Haicr wants to re-create its Korean rival's successful image
transformation from cheap Sony knockoff to high-tech powethouse.

1. What are the challenges faced by Asian brands when venturing into global

markets?

2. How can Haier learn from the success of a number of Asian brands
such as LG and Samsung in ensuring that it meets with similar snccess
in global markets? Discuss this topic from the point of view of each of
the elements of the marketing mix,

3. Can Haier develop global products that suit all markets? What are some
of the limitations faced in using a standardized product or promotions
strategy?

4.11 SUMMARY

The Internet is a worldwide means of exchanging infermation and
communicating through a series of interconnected computers. Started as a
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U.S Defense Department project, the Internet, or information superhighway
is now accessible to anyone with a computer and a modem. While the
Internet offers a variety of services te users, the most powerful and popular
is the World Wide Web (WWW), commonly referred to as the Web, In
fact, many use the terms Internet and World Wide Web synonymously. For
marketers, a number of Internet features offer potential, but it is the Web
that has developed as the commercial component.

Green Marketing or Environmental Marketing or Ecological Marketing
congists of all. Activities designed to generate and facilitate any exchanges
intended to satisfy human needs or wants, such that the satisfaction of these
needs and wants occurs, with minitmal detrimental impact on the natural
environment. As firms face limited natural resources, they must develop
new or alternative ways of satisfying these unlimited wants, That is where
green marketing looks at how marketing activities utilize these limited
resources, while satisfying consumers wants. There are several reasons for
the popularity of green marketing such as better market opportunities,
social respongibility, government pressure, competitive pressure, cost or
profit issues, etc. Social marketing is the application of marketing
technologies developed in the commercials sector to the solution of social
problems where the bottom line is behavior change. It involves the
analysis, planning, execution and evaluation of programmes designed to
influence the vohmtary behaviour of target andiences to improve their
personal welfare and that of society. Along with the traditional 4 Ps of
marketing {i.e., Product, Price, Promotion and Physical distribution),
marketing mix for social marketing comprises of additional 3 Pz viz,
Publics, Parmership and Policy. In India, 70% of population lives in rural
areas. There is a huge rural market in India, which iz distinctively different
from urban markets. For marketing of goods and services to rural markets,
differential marketing efforts are required. Most of the FMCGs and large
number of consumer durable companies realized the potential demand in
rural markets, and designing specific marketing efforts to tap the rural
demand,

Relationship marketing builds strong economic, technical and social ties
among the stakeholders. It cuts down on transaction costs and time. In most
successful cases, transactions move from being negotiated cach time to
being a matter of routine. The ultimate outcome of relationship marketing
is the building of a umique company asset called a marketing network,
which consists of the company and its supporting stakeholders {(customers,
employees, suppliers, distributors, retailers, ad agencies, and others) with
whom it has built mutually profitable buginess relationships. Increasing the
competition is not between companies but between marketing networks.
The cardinal principle is simple: Build an effective network of relationships
with key stakeholders, and profits will follow.



4.12 KEY WORDS

Guerrilla Marketing: Guerrilla Marketing is an advertising strategy
that focuses on low- cost unconventional marketing tactics that yield
maximum results.

Green Marketing: This is also referred to as Environmental Marketing
or Ecological Marketing, Green Marketing consists of all activities
designed to generate and facilitate any exchange intended to satisfy
human needs or wants, such that the satisfaction of those needs and
wants occur with minimal detrimental impact on the natural
environment,

Relationship Marketing: The process of creating, maintaining and
enhancing strong value laden relationships with custormers and other
stakeholders.

Services: Intangible and separately identifiable activities which provide
satisfaction, and which are not necessarily tied to the sale of a product
or ancther service.

Social Marketing: Designing, implementing and controlling of
programmes secking to increase the acceptability of a social idea, cause
or practice among a target group.

4.13 SELF-ASSESSMENT TEST

1.
2.
3.

4,

What do you mean by Green Marketing?

‘What are the challenges faced by marketers in rural marketing in India?
Explain the concept of relationship marketing. Explain the main
elements of relationship marketing.

How marketing on Internet is different? State the advantages and
limitations of marketing on Internet.

Explain Green marketing? Explain various problems associated with
green marketing?
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BLOCK II : MARKETING COMMUNICATIONS
AND ADVERTISING

In block 2 vou will leam in depth about the marketing communication
programme. The block also lets the learners know about advertising — planning
and research. Their concepts, importance, merits and demerits will help the
students to learn better. You will also get an insight into advertising concept —
development and selection of concepts, importance, factors relating with copy
strategy, selection of the advertising message, building an advertising copy,
merits and demerits, etc.

Unit 5 deals with marketing communication programme: concept, importance,
utility, merits and demerits

Unit 6 discusses about advertising planning: objectives and budget, concept,
importance, utility, merits and demerits

Unit 7 provides an insight into advertising research: advertising research as a
supporting teol concept importance, utility, merits and demerits

Unit8 gives you a thorough knowledge about advertising concept:
development of concept, selection of the concept, importance, utility, selection
of the advertising message, building an advertising copy, factors related with
copy strategy, merits and demerits
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UNIT 5 : MARKETING COMMUNICATION
PROGRAMME

Unit Structure

5.0 Objectives

5.1 Introduction

5.2 Concept of marketing communication programme
5.3 Marketing communication objectives

5.4 Importance of marketing communication programms
5.5 Process of marketing communication

5.6 Integrated marketing communication

5.7 Merits of marketing strategy

5.8 Demerits of marketing strategy

5.9 Summary

5.10 Test Your Progress

5.11 Suggested Readings

5.0 Objectives
After completing this unit you will be able to:

Learn in depth about marketing commumication programme (MCF)
Understand the concepts about MCP

Know about the importance of MCP

Leamn about the various steps to MCP

Have an in depth knowledge about the integrated marketing
communication

Get to know about the merits and demerits of marketing strategy

VVYVvVY

v
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5.1 Introduction

Marketing communications are those techniques that the company or a
business individual uses to convey promotional messages about their products
and services. Experts of marketing communication design different types of
persuasive communication and send it to the target audience.

5.1.1 Marketing Communication Tools

There are different tools used to attract the target andience. However, which
toel to use depends on various factors such as geographical location of your

target audience, popularity of your products, etc. Following are the important
toels popularly used for marketing communications —

» Pamphlets

» Brochures

| ] Emai]s

» Advertisements

» Websites

« Sales Promotions and Campaign
» Personal Seﬂmg

s Press Release

5.2 Concept Of Marketing Communication Programme

Marketing communication or Marcom are ways by which companies educate,
inform, urge, and apprise consumers-directly or indirectly-about their products,
solutions, and brands.

Fig. 5.1 Concept of Marketing

Marcom represents the voice of a company and its brands that enable it to have
a dialogue, and build relationships with consumers.
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It helps companies to connect their brands with people, places, experiences,
events, and emotions. It can even enable companies to showcase how a product
works, its use cases, why is it used, who benefits from using them, and its
value to the target audience.

Matketing commumications refer to the strategy used by a company or
individual to reach their target market through various types of communication.
Marketing communication includes advertising, direct marketing, branding,
packaging, sales presentations, trade show appearances etc.

Regardless of the motivation for or objectives of the advertising campaign,
marketers should be guided by the mnemonic acronym SMART. Independent
of the specific goals, i.e. reach, impressions, brand awareness or other
measures, SMART gives criteria 10 guide in the setting of objectives., The
letters S and M usually mean gpecific and measurable, Posgibly the most
common version has the remaining letters referring
to achievable, relevant and time-bound.

SMART was introduced in a paper by T. Doran called There's a SM.ART.
way 10 writc management’s goals and objectives. Subsequent authors have
adjusted their meaning slightly to:

= Specific, 1.e. targeting a specific area for improvement.

» Measurable, i.e. quantifiable or at least suggest an indicator of progress.

= Achievable, i.e. realistically be achievable, given available resources.

» Relevant, i.e. applicable to the current objective and supportive of the
broader strategy

» Time-bound, i.e. specific to a given period when the result(s) can/ should
be achieved

S M A R T

Specific Measurable | Achievable Relevant Time-bound

- State what - Provide away | - Within your - Makes sense - State when
you'll do to evaluate scope withinyourjob = you'll get it
funcion done
- Use action - Use metrics - Possible to
words ordatatargets | accomplish, - Improvesthe = - Be specific
attainable business in on date or
some way timeframe

Fig. 5.2 S.MLA.R.T in Marketing
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It’s important to apply these criteria to assessment of the campaign. Without
them and clear understanding of the scope, it becomes too difficult to
understand the impact of the marketing activity.

5.2.1 Marcom V4. Marketing

The American Marketing Association defines marketing as “Marketing is the
activity, set of institutions, and processes for creating, communicating,
delivering, and exchanging offerings that have value for customers, clients,
partners, and society at large.”

However, Marcom refers to the individual elements within the entire gamut of
marketing, It includes advertising, sales promotion, events, public relations,
online, mobile, social media, direct, and personal sclling. In simple terms,
marketing includes Marcom,

Test Your Progress
1, What do you understand by marketing communication?

(AL R R R R R LA R LR LR LR RN RSN RNl NIRRT NIRRT R RS Rl RlRRTIRELRLIRRLRRLRESRELRLNLY)
LAA R Rd R R R LA LR LR LR RSN RSN RN ANTERLERIRRTE R RS RIS RELREN LY )
(AL R R R R R LA R LR LR LR RSN ERdNRdNLLENLENLE RTINS LY)
(AL R R R R R LA R LR LR LR RSNl IRTE LRI RT R RdRRd RSl RRlIRRLRLIR SRR RELRI LY )
(AL R R R R R LA R LR LR LR RSN RNl IRTERLERIRRTE R RS Rl RlIRRTIRELRLIRRLRELREILRELRESYLY ]
(AR RIS R LA N LR LR R LR R RS L RN LIRSSl LRIl R) )
2, Explain the S.MLAR.T approach in marketing,

(LRI LIRS LS R L LR R LR L LSRRI Rl R Rl I LRttt Rl LR)]
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3.3 Marketing Communication Objectives



Marketing communication cbjectives are long-term goals whers marketing
campaigns are intended to drive up the value of your brand over time. In
contrast to sales promotions, which are short-term inducements to buy,
communication goals succeed when you persuade customers through consistent
reinforcement that your brand has benefits they want or need.

(I} To Increase Awareness:

Increased brand awareness is not only one of the most common marketing
communication objectives; it is also typically the first for a new company.
When you initially enter the market, you have to let people know your
company and products or services exist,

This might include broadcast commercials or print ads that depict the image of
your company and constant repetition of your brand name, slogans and jingles.
The whole objective is to become known and memorable,

Established companies often use a closely related goal of building or
maintaining top- of-mind awareness, which means customers think of you first

when congidering your product category.
{ii) To Change Atiitudes:

Changing company or brand perceptions is another common communication
objective. Sometimes, misconceptions develop in the market about your
company, products or services.

Advertising is a way to address them directly. In other cases, negative publicity
results because your company is involved in a business scandal or unsettling
activities.

BP invested millions of rupees in advertising to explain the company’s clean
up efforts to the public following its infamous Gulf of Mexico oil in mid-2010.
Local businesses normally don’t have that kind of budget but local radio or
print ads can do the trick.

(lif) To Influence Purchase Intent:

A key commumication objective is to motivate customers to buy. This is
normally done through persuasive advertising, which involves emphasis of
your superior benefits to the user, usually relative to competitors. It is critical
to strike a chord with the underlying need or want that triggers a customer to
act.

Sports drink commercials showing athletes competing, getting hot and sweaty
and then taking a drink afterward are a common approach to drive purchase

MBA-341/93



MBA-3.41/94

intent. The ads normally include benefits of the drink related to taste or
hutrients.

(iv) To stimulate Trial Purchase:

Twe separate but closely related communication objectives are to stimulate
trial use and drive repeat purchases. Free trials or product samples are common
techniques to persuade customers to tty your product for the first time. The
goal is to take away the risk and get the customer to experience your brand.

Once you get them on the first purchase, you have to figure out how to convert
that into a follow-up purchase. Discounts on the next purchase or frequency
programs are ways to turmn one-time users into repeat buyers and, ultimately,
loyal customers.

{v) To Drive Brand Switching:

Another objective closcly tied to stimulating trial use is driving brand
switching. This is a specific objective of getting customers who buy competing
preducts to switch to your brand. Tide detergent is normally pitted against
“other leading brands” in comparative ads intended to motivate brand
switching.

The advantage with this goal is that customers already buy within vour product

category. This means need is established. You just need to persnade them that
your product or service is superior and induce them to try it out.

- Create awareness

= Establish product superiority
= Indicate where to buy

= Reinforce purchase decision

= Suggest follow-ons

Fig. 5.3 Marketing Communication Programmes

53.1 Difference Between Marketing Objectives and Communication
Objectives

The difference between marketing objectives and communication objectives
are:

Marketing Objectives:

The primary goal is increased sales of products and/or services. Promotional
spending it an investment of a firm’s resources that requires economic

justification (ROI). The campaign should produce quantifiable results, such as



increasing sales volume by a certain percentage or dollar amount, or increasing
the brand’s market share.

Communications Objectives:

The overall goal is increasing brand knowledge, increasing interest, creating
favorable attitudes toward the product or company, and creating a favorable
compeany image.

An immediate response is not expected; favorable predispositions toward the
brand nust be created before purchase behaviour will occur.

MARKETING VS. COMMUNICATION OBJECTIVES

Marketing ‘Communications
Objectives Objectives

» Generally stated in the | * Derived from the overall
firm’s marketing plan | marketing plan

* Achieved through the . = More narrow than marketing
overall marketing plan Vs. objectives

* Quantifiable, such as | Based on particular
sales. market share, ROI B commiutications tasks

» To be accomplished in a | > _Designed to deliver
given period of time appropriate messages

* Must be realistic and | *= Focuscd on a specific target
attainable to be effective . audience

Fig. 5.4 Marketing ¥s. Communication Objectives

5.4 Importance Of Marketing Communication Programme

The sole purpose of marketing communications is to increase the volume of
sales by persuasive, informative, and positive messages. Marketing
communication provides new facts through encouraging messages about
products/services.

Those who practice advertising, branding, direct marketing, marketing,
packaging, promotion, publicity, spensorship, public relations, sales, sales
promotion and online marketing are termed marketing communicators.

Marketing Communications are messages and related media used to
communicate with a market. Marketing communications is the promotion part
of the “Marketing Mix” or the four Ps: price, place, promotion, and product.
The primary goal of marketing communication is to reach a defined audience
to affect its behaviour by informing, persuading, and reminding, Marketing
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communication acquires new customers for brands by building awareness and
encouraging trial.

Importance
Reinforce of
-ment Mﬁr"kaﬂﬂg
Comim.

Persuasion

Fig. 5.5 Importance of Marketing Communication

Marketing communication also maintaing a brand’s current customer base by
reinforcing their purchase behaviour by providing additional information about
the brand’s benefits. A secondary goal of marketing communication is building
and reinforcing relationships with customers, prospects, retailers, and other
important stakeholders.

Successful marketing communication relies on a combination of options called
the promotional mix. These options include advertising, sales promotion,
public relations, direct marketing, and personal selling. The Internet has also
become a powerful tool for reaching certain important andiences.

Marketing communications is meant to inform and persuade target audience
and reinforce market credibility.

Test Your Progress
1. Briefly explain any three objectives of marketing communication,

A2 R R RS R IS RLERIERIEELEES SRR RESRESRLERIRRIRE LSRR Rd R Rd R Rl R LR LR R LR ERRRSRRSNTaR L))
A2 R R RS RIS RLERIERIEELEES SRR ES RN LERIRRIRE LSRR R R Rl R LR IRE YRR NE AR NRYNTaRY YY)
AR R R RS RIS RLERLERIEELEES SRS LERIRRIRE LRl Rd Rl d Rl R TR IR R RS R RRYRRYRTR L))
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2. What is the importance of marketing communication?
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5.5 Process Of Marketing Communication

Communication simply means passing the information from the sender to the
receiver. But in practice, this is a complex process that involves many other
factors. However, Kotler has given one of the most effective models to define
the marketing communication process (see the fellowing diagram) —

Encoding

—..‘-‘ Message |, l Decoding

Media

-
: |
=*— HNaoise |—‘
o | o
| Feedback | = Response | <

o= ! RECEIVER |

SEMNMDER I—-

Fig. 5.6 Marketing Communication Process

The diagram explains various components —

First two components are ‘sender’ and ‘receiver’.

Second two components are ‘message’ and ‘media.’

The other features of this model
are ‘encoding’, ‘decoding’, ‘response’ and ‘feedback.’

And, the last feature is ‘noise.” Noise is random and other competing
messages that more often interfere with the cornmunication.
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This model emphasizes on the major key factors that play an important role in
effective communication. It is imperative to know the market response and
your target audience before you send any message.

5.5.1 The Marcom Process :

Marcom involves transmitting, receiving, and processing information. It has
two parties (sender and receiver), four functions (encoding, decoding,
response, and feedback), and two communication tools {message and media).
Anything that distorts the intended message is called noise.

Marketers need to be closely aware of each aspect of the commumications
process te ensure that the target audience receives a consistent message.

Having a tightly integrated Marcom process helps the message cuts through
noise and clutter to increase in market share, sales, and brand loyalty. An
effective program integrates all marketing activities.

Halse

Pha MOS0 s d L qiTiTE
Chuiter, message conflict and inconsttency

Fig. 5.7 Communication Model
Steps in Marcom :
The steps involved in Marcom are:
1. Identify the target audience
2. Set communication ohjectives
3. Design the communications
4, Select communication channels
5. Establish the communication budget
Let us explain each step in Marcom below:



1. Identify the target andience :

The target audience includes the potential buyers of a company’s products,
present users, influencers, groups, or the general public. The composition of the
target audience determines the message, mede, place, and form of
communication.

2. Set Marcom objectives :

What do companies expect to achieve from the Marcom process? Potential
Marcom objectives include:

a, Increased awareness — Making the target andience aware of the existence
of the brand or product.

b. Build brand loyalty — Enabling the target audience to recognize or recall
the brand so that they make a purchase.

¢, Understand the product — Helping the target audience understand what the
product is and how it solves a customer need.

d. Conviction — Developing the perception of the product in the minds of the
target audience,

3. Design communications :
Designing Marcom requires answering three key questions :

a. What to communicate? According toJohn C Maloney, Rescarch &
Development manager at Lec Burneit Company, consumers expect four
different types of reward from using a product — rational, sensory, social, or
ego satisfaction. So, the message ghould include the quality, economy, value of
the product, or brand that meets their expectations.

b. How to communieate? The core message should get translated into specific
communication using a creative strategy. For example, the Snickers Super
Bowl commercial that ran the tagline ‘You're mof you when you're
hungry’ made it the world’s leading sweet snack by showing how a person can
be transformed by cating a Snickers candy bar.

¢. Who shonld communicate? Some companies prefer celebrities to convey
the message, while some prefer ordinary people for a dash of realism and
overcome consumer skepticism,

4. Select communication channels :

Selecting the right Marcom channel can be either personal or non-personal.
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Personal infloence helps when the products are expensive or risky (such as
stock recommendations). People often ask for recommendations for a good
hotel, lawyer, doctor, accountant, a financial consultant to their friends. It is
because they have confidence in the advice. Even a celebrity endorsing a brand
can be a form of personal Marcom channel. A positive word of mouth can
generate organic growth, Personal Marcom channels include online marketing,
social media, personalized microsites, email marketing, etc.

Non-personal Marcom channels such as advertising, sales promotions, events,
public relations are mass communication tools to spread the word around.
Companics sponsor ¢vents, and charity shows to appeal to a wide variety of
target audience.

Integration of personal and non-personal Marcom channels helps in maximizing
the message. Opinion leaders and influencers first receive the message through
non-personal channels, who then relay it to communities and groups in the
target audience. Integrated marketing communication helps build momentum
for a product and inform censumers and population groups that are not touched
by mass media.

5. Establish Marcom budget :

The budget for Marcom varies across companies. A B2C company such as
Snickers may have 35% of its sales for Marcom, while a heavy industries
company may allocate only 5% of its sales. There are four approaches to

establishing the Marcom budget:
A, Affordable method — Setting the budget that a company can afford.

b. Percentage of sales method — Setting budgets based on a percentage of
sales.

¢. Competitive parity method — This depends on how much a competitor is
spending for their Marcom and base the budgets on it.

d. Objective and task method — It includes setting the objectives, identifying
the task involved, and evaluating the costs for it.

5.6 Integrated Marketing Communication

Integrated marketing rejects the silo mentality and breaks down barriers
between departments to embrace holistic marketing. According to Belch
(2013), integrated marketing is seen as “an approach to creating a unified and
scamless experience for consumers to interact with the brand/enterprise; it
attempts to meld all aspects of marketing commumication such as advertising,
sales promotion, public relations, direct marketing, and social media, through



their respective mix of tactics, metheds, channels, media, and activities, so that
all work together as a unified force.”

@ i
|

TSI e G

Fig. 5.8 Integrated Marketing Communications

Treating marketing departments as separate entities limits communication and
reduces operational efficiency. An integrated approach te marketing
communications ensures that all channels are aligned and following the same
strategy, overarching business objectives and company values.

Integrated marketing comrmmications is the method by which a company
ensures different promotional methods within a marketing campaign are clear,
consistent and working toward the same goals.

An integrated approach would use a variety of comummication tools to convey
the same branded message, including traditional advertising, online marketing,
public relations activities, sales campaigns, and email marketing.

5.6.1 Golden Rules of Marketing Communications
Despite the many benefits of Integrated Marketing Communications {or IMC};

there are also many barriers. Here’s how you can ensure you become integrated
and stay integrated — 10 Golden Rules of Integration.

(1) Get Senior Management Support for the initiative by ensuring they
understand the benefits of IMC.

(2) Integrate at Different Levels of management — Put ‘integration’ on the
agenda for various types of management meectings whether annual reviews or
creative sessions. Horizontally ensure that all managers, not just marketing
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managers understand the importance of a consistent message whether on
delivery trucks or product quality.

Also ensure that Advertising, PR, Sales Promotions staff are integrating their
messages. To de this you must have carefully planned intemal
communications, that is, good internal marketing.

(3) Ensure the Design Manual or even a Brand Book is used to maintain
common visual standards for the use of logos, typefaces, colours and so on.

(4) Focus on a clear marketing communications strategy — Have crystal
clear communications objectives; clear positioning statements. Link core
values into every communication. Ensure all communications add value to
(instead of dilute) the brand or organization. Exploit arcas of sustainable
competitive advantage.

(5) Start with a Zero Budget — Start from scratch. Build a new
communications plan. Specify what you need to do in order to achieve your
objectives. In reality, the budget you get is often less than you ideally need, so
you may have to priorities communications activities accordingly.

(6) Think Customers First — Wrap communications around the customer’s
buying process. Identify the stages they go through before, during and after a
purchase. Select communication tools which are right for each stage. Develop a
sequence of communications activities which help the customer to move easily

through each stage.

(7) Build Relationships and Brand Values — All communications should help
to develop stronger and stronger relationships with customers. Ask how each
communication tool helps to do this. Remember: customer retention i as
important as customer acquisition.

(8) Develop a Good Marketing Information System which defines who
needs what information when, A customer database for example, can help the
telesales, direct marketing and sales force. IMC can help to define, collect and
share vital information,

(9) Share Artwork and Other Media — Consider how, say, advertising
imagery can be used in mail shots, exhibition stands, Christmas cards, news
releases and web sites.

(10) Be prepared to change it all — Learn from experience, Constantly search
for the optimum communications mix. Test Improve each year. *Kaizen’.

5.6.2 Components of Integrated Marketing Communication :
Components of integrated marketing communication are :



1. The Foundation:

Corporate image and brand management; buyer behaviour; promotions
opportunity analysis.

2. Advertising Tools:

Advertising management, advertising design: theoretical framneworks and types
of appeals; advertising design: message strategies and executioner frameworks;
advertising media selection. Advertising alse reinforces brand and firm image.

3. Promotionsal Tools:

Trade promotions; consumer promotions; personal selling, database marketing,
and customer relations management; public relations and spongorship
programs.

4, Integration Teools:

Interet Marketing; IMC for small business and entrepreneurial ventures;
evaluating and integrated marketing program.

5. Personal Selling:

Personal selling includes face to face interaction with the end-users with the
motive of promoting the preduct and convincing the buyer to purchase the
product.

6. Direct Marketing:

It is the oldest form of communication where organizations directly
commmicate with end-users through emails, telephone, fax, text messages,
catalog, brochure, and promoticonal letter.

7. Mobile Marketing:

Mobile marketing involves communicating with customers through mobile by
sending them a text message. It is the cheapest traditional means of promotion.

8. Social Media Marketing:

It is one of the most powerful media where the promotion of the brand or
business can be done through the social media channel. It is cne of the low-cost
promotional methods where a large number of users are targeted at once.

9. Public Relations:

It is the practice of managing the relationship between an organization and the
public.
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It is a two-way communication where the public shares their feedback to the
organization.

10. Sales Promotion:

Sales promotion is the short term incentives given to consumers to accelerate
the sale.

It gives them a reason to buy the product by providing attractive offers like
discount coupons, contests, premiums, samples, sweepstakes, price packs, low-
cost financing deals, and rebates.

11. Sponsorships:

It is a mixture of gales promotion and public relations, Sponsorghips create
brand loyalty and help in differentiating the product with competitors.

Sales
Promotion
f Personal
selling
'\‘ IMC
COMMUNICATION
TOOLS .
‘/' ¥~ Direct
Marketing

-

Social
Media
Marketing
Flg. 5.9 IMC Communication Tools
5.6.3 Procesy of IMC :
The steps of IMC are :
1. Identify your customers from behavioural data :

Let’s start with this assumption: For education institutions, the customer is the
student.

8. Behavioural data: Tells us what customers do, how they act, and their
history in relation to our offering.

b. Demographic data: Tells us a customer’s age, location, gender, income,
and so on.



IMC is based on what people do. The key takcaway is that behavioural data is
poing to yield better results over demographic data, every single time.
Aggregate your customers according to their behaviours first. After that,
enhance it with other types of segmentation.

2. Determine the financial value of your customers and prospects :

Marketing is traditionally considered an organizational expense. However, an
IMC mindset requires us to look at marketing as an investment, a strategic tool
that influences incoming dollars.

To know what we can spend to attract new students, we mmust know the
financial value of our current students and prospects. This value becomes the
basis for marketing investment because customers drive revenue. Use this
value to set goals and determine what marketing actions to take.

3. Create and deliver messages and incentives :

We can now sct marketing goals that tie back to our institution’s financial
goals, and then create and deliver meaningful marketing communications to
prospects and customers.

Tie marketing objectives to financial outcomes using these two
components:

. Delivery: Where do customers come into contact with your brand? Where
do they want to come into contact with your brand?

b. Content: What customer insights can you use to connect what your brand
wants to deliver with what your customer wants to acquire?

While a traditional marketing approach would require you to determine your
creative content first and then select the channel, IMC flips this process arcund
by asking first for an understanding of where your customers are. With that
knowledge, you can meet them there with content and messaging that is
grounded in customer ingights,

4. Estimate the return on cnstomer investment (ROCI) :

Step four focuses on determining ROCI as a result of your marketing and
communications. This is the goal of IMC.

Wouldn't you rather invest in marketing efforts that will yield the most loyal
and profitable customers? Prove to semior leaders that you can turn a $100
investment inte $1,000 in customer revenue and you'll never need to fight for

budget again.
How? Use:
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a. Analytics: descriptive, predictive

b. Attribution: first, last, and multitouch

c. Optimization: A/B tests, contrel groups
5. Budget, allocate, evaluate, and recycle :

A true IMC approach requires that you budget at the end, which is the opposite
of how most college and university budgeting processes unfold.

Think like an investor and know importent financial numbers: customer
acquisition cost, retention rate, and the difference between your short-term and
long-term returns.

Understand the three C’s:

a. Contribution: dollars generated over time

b. Commiiment: how many dollars you get vs. the competition

c. Champions: support, involvement, and advocacy of your brand

Prospect + Customer
Identification from
Behavioral Data 1

: 1 Valuation of
Budgeting, Allocation, - 2 Custo

Brs +

Evaluation + Recycling : Prospects

Estimating Return-on- 4 3 Creating + Oelivering

Customer-Investment Messages and

Incentives

Fig. 5.10 Process of IMC
5.6.4 Difference Between Marketing and IMC

Marketing and IMC are two terms that are used frequently when developing
the marketing strategy of a company. Marketing i8 a process carried out by
companies to sell products and services and to make sure that the customers are
satisfied with the products and services. IMC is the acronym for “Integrated
Marketing Communications”, which is an integration of all the marketing tools,
methods and approaches used by companies to ensure that a coherent message
is presented to the customers that has the greatest influence on the minds of the
customers.



Some main points of difference between marketing and integrated marketing
communicaticn {IMC) are given below:

INTEGRATED MARKETING
MARKETING VS COMMUNICATION (IMC)

Different activities carried out identify a target Integration of all communication tools used by a
market and promete a product company

Wide scope, including all the 4Ps of marketing Focuses on only the promotional aspect of
marketing

Create brand awareness and increase sales Coordinate the different promotional tools used by
a company to offer a coherent message
Table 5.1 Marketing Vs. IMC
Test Your Progress

1. Explain the process of marketing communication.
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2. What are the stepz involved in the process of Marcom?
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3, Explain Integrated marketing communication,
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4. Explain:

a. Integration tools:

b. Sponsorships:




¢. Foundation:

3.7 Merits Of Marketing Strategy

Some merits of IMC are :
1. Promotes Your Business to a Target Aundience :

You can’t sell your products or services without appealing to the people most
likely te buy those products and services. That group is known as your target
audience, and 2 marketing strategy is the most effective way to reach that all-
important group. If you have targeted this group correctly, you know their
habits, behaviours, wants, and needs, and you alsc know where they like to
hang out on social media. This information shapes the methods you will use
to promote your business. For example, if you own a comic book store,
online marketing can be more beneficial than traditional advertiging to help
you reach your audience on social media platforms.

2. Helps You Understand Your Customers :

You have to do market research before you develop a marketing strategy, and
that research can provide you with reams of data that you can use over and
over to help refine your product develepment and to keep up with trends and
shifts in your target audience's behaviour. With the evolution of digital
information, even small businesses have access to hyper-detailed information
about prospective customers. This is known in the digital world as “big data,”
large data sets that give you a deep analysis into customer behaviour based on
factors such as online activity, buying activity, mobile activity, and
interactions at stores and shops.

3. Helps Brand Your Business :

Your marketing strategy isn’t just about boosting leads and converting them
into buyers, it’s also about expressing the culture, values, and purpose of yvour
busingss. The process of communicating that vision to your audience ig the
essence of branding. For example, Apple’s marketing strategy is all about
simplicity, elegance, design, and function. Their products are sleek, simple,
beautiful, and offer multiple functionalities, When people think of Apple,
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they think of a company whose preducts are always on the cutting-edge of
technology, design, and physical attractiveness.

Fig. 5.11 Merits Of Marketing Communication
Other business advantages of a marketing strategy are :

Identifies needs and wants of consumers

Determines demand for a product

Aids in the design of products that fulfil consumers needs

Outlines measures for generating the cash for daily operations, to repay

debis and to turn a profit

s Identifies competitors and analyzes your product's or firm's competitive
advantage

s Identifies new product areas

s Identifies new and/or potential customers

» Allows for testing to see if strategies are generating the desired results

5.8 Demerits Of Marketing Strategy
Some demerits of a marketing strategy are :
1. Costs of Marketing :

Although the digital revolution has somewhat evened the playing field, the
truth is that small business is still at a disadvantage, when it comes to
grabbing their share of eyeballs through their marketing efforts. Big data has
great value, but accessing that data is expensive, and you have to keep
analyzing that data to stay abreast of buyer trends. Launching a marketing
campaign on your website can also be expensive, especially if you're uging a
pay-per-click strategy to attract more prospects. Television and radio
advertising spots are alsc costly, and even local advertising space is at a
premium, because there is so much competition for the local audience.

2. Time and Effort May Not Yield a Retarn :



Big brands can afford to spend time and effort working on a marketing
campaign that fails, because they have the resources to regroup and move on.
As a small business owner, however, the return on investment on a marketing
campaign may be low, and that means you have spent months crafting a
strategy that did nothing to help your bottom line. Even the most well-
planned marketing campaigns fail, and at the small business level, that can set
you back for months,

DEMERITS

Fig. 5.12 Demerits of Marketing Communication

Other business disadvantages of a marketing strategy are :

Identifies weaknesses in your business skills

Can lead to faulty marketing decisions if data isn't analyzed properly
Creates unrealistic financial projections if information isn't interpreted
correctly

Identifies weaknesses in your overall business plan

Test Your Progress

1. State any three merits of marketing communication.

2. Explain any three demerits of marketing communication.
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3.9 Summary

Marketing communication involves sharing of meaning, information and
concepts by the source and the receiver about the products and services and
also about the firm selling through the devices of promotion via, advertising,
publicity, salesmanship and sales promotion.

In marketing the source is the marketer who desires to promote the product.
Marketer delivers a message to a receiver, who is the target market segment.
Message is received and integrated by consumers and if their predisposition
becomes favorable, they decide to purchase. Feedback is the reverse flow of
communication to the marketer.

A business may have developed terrific products and put together a
supremely talented management team, but ultimately success hinges on
persuading significant numbers of customers to select that company’s
products or services rather than buying from someone else. Growing a
business comes down to the ability to sell. Innovative strategies, a
comprehensive understanding of consumer behaviour and aggressive
communication of the company’s message combine to bring about sales
SUCCess.

Marcom can build brand equity for a company by creating a perception in the
minds of customers, drive revemues, and impact sharcholder value.

Marketers need to think about every touchpoint for a customer and how a
brand positions itself, the importance of the marketing mix, and its
timing. Having a coherent Marcom strategy can help build brand equity and
create higher zales impact.

Process of marketing communication invelves:
1. Sender
2. Encoding



3. Message/Media

4. Decoding

5. Receiver

6. Response

7. Feedback

The steps involved in Marcom are:
1. Identify the target audience.

2. Set commmmication objectives.
3. Design the comummications.

4. Select communication channels.
5. Establish the communication budget.

Integrated marketing communications (IMC) is a process through which
organizations accelerate returns by taking a customer-centric approach to
aligning their marketing and communication objectives with their business or
ingtitutional goals.

It's always good to review what goes into a marketing plan. Write down what
you can remember on a blank sheet and then compare it to this quick fact sheet.
The marketing plan offers numerous advantages, however, as you can see,
there can be drawbacks. Keep in mind that the advantages cutweigh the
drawbacks and you can always seek professional assistance when you are

developing the marketing section of your buginess plan. It may be worth the
investment.

5.10 Test Your Progress

1. What is marketing commumications?

2. Why is marketing communications important?

3. What are the various marketing communication tools?
4, What are the objectives to marketing communication??
5. Define marketing communications process.

6. Explain the importance of marketing communication.
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7. Differentiate between Marcom and marketing.

8. Explain the steps involved in the process of Marcom.

9. What do you understand by integrated marketing communications?
10. Explain the process of IMC.

11. What are the communication toels in IMC?

12, Explain the merits and demerits of marketing communication,

13. Differentiate between:

a. Advertising Tools and Promotional Tools

b. Mobile Marketing and Social Media Marketing

¢. Personal Selling and Direct Marketing

d. Public Relations and Sales Promotion

3.11 Suggested Readings

1. www.tutorialspoint.com

2. www.limenlearning. com

3. www.businessmanagementideas.com
4. www.smallbusiness.chron.com
5. www._paperflite. medium.com
6. www.slideshare.net

7. www.online.sbu.edu

3. www.mstoner.com

9. www.ronankeane.com

10. www.thoughtco.com

11. www.ukessays.com

12. www.hitechnectar.com
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UNIT 6 : ADVERTISING PLANNING

Unit Structure :

6.0 Objectives

6.1 Introduction

6.2 Concept of advertising planning
6.3 Importance of advertising planning
6.4 Process of advertising Planning
6.5 Objectives of advertising planning
6.6 Advertising Budget

6.7 Marketing Vs. Advertising

6.8 Merits of advertising planning

6.9 Demerits of advertising planning
6.10 Summary

6.11 Test Your Progress

6.12 Suggested Readings

6.0 Objectives
After completing thig unit you will be able to :
» Learn in depth about advertising planning
» Know about the concept and importance of advertising planning

» Understand the objectives and budgetary planning of advertising
¥» Get to know merits and demerits of advertising planning

6.1 Introduction

Advertising is a marketing tactic involving paying for space to promote a
preduct, service, or cause. The actual promotional messages are called
advertisements, or ads for short. The goal of advertising is to reach people most
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likely to be willing to pay for a company’s products or services and entice them
to buy.

Advertising is a business practice where a company pays to place its messaging
or branding in a particular location. Businesses leverage advertising to promote
their products and services for sale as well as establish corporate culture and
branding. When employed properly and strategically, advertising can drive
customer acquisition and boost sales.

Advertising establishes a one-way channel of commmunication, where
companies can broadcast non-personal messaging to a general audience. Unlike
other types of marketing or even public relations, companies have total control
over advertising. When a company pays to place an ad, it has complete control
over how the content involved is promoted.

Fig. 6.1 Advertising Planning

There are countless benefits to a successful advertising campaign. In common
practice, businesses can leverage advertising to:

Educate customers on the nature of products or services
Convince customers that products or services are superior
Improve customer perception of brand or culture
Generate customer need or want for products or services
Exhibit new applications for products or services
Publicize new products or services to petential customers
Attract new customers to purchase products or services

» Retain the existing customer base

6.2 Concept Of Advertigsing Planning



An advertising plan is a strategy about how a company is planning to
communicate to its audience. In the plan you define your audience and the
medium to reach out to them. Commumication mediums may include
newspapet ads, billboards, email, social media like Facebook, twitter, linked in,
direct mail such as fliers or postcards.

Corvge s
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Fig. 6.2 Concept Of Advertising Planning

An advertising plan is a document created with the goal of matching the most
effective message to your audience.

Budget

Your budget will heavilydictatethe type of advertising in
which you invest. Be carcful not to over-invest before you know the type
of return you get on your advertising. Consider investing a small amount in a
few  different types of  advertising to  determine  which
ads bring in additional customers or business. Make certain that your
advertising budget doesn't eat into your operating expenses; advertising can
take time to build.

Audience

The type of advertising you choose should reflect the type of customers or
clients you currently have. Ask your current clients what they read and what
Web gites they visit. If your customers all read the local paper, for example, it
makes sense to advertise there. If your customers haven'tpicked up a
newspaper in  years butall belong to Facebook, advertise on
Facebook. If you cater to businesses, advertise in relevant trade publications.

Message

Decide whatyouwant wyour ads te do. You can drive customers to
your physical business or to your Web site. You can let potential clients know
about a sale. Be specific without being too wordy; pecple tend to skim
ads, particularly these online. Include a relevant visual, such as a picture of
your store or business logo. If you're uncertain of how to word your ad, lock
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at ads for similar businesses and note what you like and don't like. You can
also consult an advertising professional for assistance.

Test Your Progress

1. What do you mean by advertising planning?

---------------------------------------------------------------------------------
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2. Explain the concept of advertising planning.
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6.3 Importance Of Advertising Planning

Every memorable advertising campaign starts with a strong insight. For
starters, insight is a universal truth about why a particular consumer behaviour
exists—from why people like pink clothes to why kid like colourful toys. The
job of an advertising agency, on the other hand, is to respond to this insight
with a big idea.

IMPORTANCE OF
EFFECTIVE
ADVERTISING

Fig. 6.3 Importance Of Advertising Planning



The importance of advertising planning is:
1. It helps you identify the right andience :

If your marketing communications attempt to talk to everyone, you'll just end
up talking to no one. This is where the importance of strategic planming
becomes cvident. Planning allows you to pinpoint the target audience for your
campaign. Additionally, it will help you develop the right voice you need to
use so that they can easily relate to you.

2. It helps you craft the right meszaging :

With a strong insight, you'll find it easy to come up with the right messaging
for your campaign. This messaging, in turn, will help craft the big idea, which
will be the heart of your campaign. Some examples of big ideas are Nike's
“Just Do It” and Skittles’ “Taste the Rainbow.” To get insights, you can
conduct surveys, in-depth interviews, and focus group discussions with your
target market.

3. It helps promote brand consistency :

Strategic planning ensures that every advertising campaign you'll implement
will always be within the bounds of your branding guidelines. This is
especially true when it comes to messaging and voice—the copy and visual
elements of your campaign should be consistent with the characteristics and
personality of your brand.

These are only some of the things that make strategic planning an important

aspect of your advertising campaign. To reinforce your existing planning
components, you can work with a reliable research agency.

4. Promotion of Products and Services :

The primary objective of advertising is to get the word out that you have
something exciting to offer, says George Felton, author of "Advertising:
Concept and Copy.” It can be anything from an upcoming entertainment
gvent you're promoting, a new product line you're sclling, a political
campaign you're managing, the expansion of an existing platform of services
or officially hanging out a shingle for your first business. Whether your
promoticn takes the form of print ads, commercials, billboards or handbills,
the content adheres to the rules of journalism by identifying who, what, when,
where and why.

5. Creating Customer Awareness :

Advertising helps to raise your target demographic's awareness of issues with
which they may be unfamiliar as well as educate them on the related benefits
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of your product or service. A popular example of this is the health care
industry. If, for instance, a consumer watches a television commercial in
which someone describes aches and pains that are similar to those
experienced by the viewer, the ad not only identifies a probable cause but
suggests a potential remedy or treatment option to discuss with her doctor.

6. Comparisons with Competitors :

Advertising invites your target audience to evaluate how your product or
service measures up against your competitors, says Gerard Tellis, author
of "Effective Advertising: Understanding When, How, and Why Advertising
Works." Demonstrations of househeld cleaning products are a good example
of this becavse they provide compelling visual evidence of which product
does a faster and more effective job of tackling stubborn stains. Political ads
are another example of how advertising serves up side-by-side comparisons
of the candidates' qualifications and voting records for readers and viewers to
make informed choices at the polls.

7. Retention of Existing Customerys :

An ongoing adverlising campaign is essential in reminding your existing
customers that you're still around, say Kenneth Roman and Jane Maas,
authors of "How to Advertise." In a troubled economy where so many shops,
restaurants and companies are geing out of business, maintaining a strong
presence through regular ads, fliers, postcards, events and a dynamic website
is invaluable for long-term relationships. This also serves to attract new
customers who may not have been in need of your products or services when
you first opened but are now pleased to have their memories jogged.

8. Boosting Employee Morale :

When people ask your employees where they're working, the latter will likely
feel better about their jobs if the reaction to their reply is, "Wow! I've heard a
lot of great things about that store” instead of "Nope, never heard of it" or
"Oh, are they still arcund?" Investing in an advertising plan keeps your
business an active part of the conversational vocabulary and community buzz.
This, in turn, gives your workers a sense of pride and emotional ownership in
an enterprise that's generating positive feelings and name recognition.

6.4 Process of Advertising Planning

The basic steps involved in designing a better advertiging campaign are:

1. Planning to Define the Product or Service: The product or service should
be defined before making any advertising strategy. Customers’ ratio can only
be possible to increase if they completely understand the purpose of the



product. This strategy can be called a mother of all advertising strategies as it is
defining, what is going to be marketed. Thus, planning or defining any product
ot service can make homework much easier.

2. The decision for the Audience: Targeting the audience should be the
primary concern when making advertising strategies. Every business or
marketing promotion requires advertisement. But keeping the audience in view
iz obviously atactical and important factor. A company should analyze
whether they are catering to teenagers or senior citizens who have a limited
range of spending.

3. Budget: Ancther essential strategy that allows other strategies to accomplish
is budget. Promoting and advertising any product depends on how much a
company is willing to invest. If a company has an extensive budget then it
would be convenient for them to pass through every strategy getting no hurdle.
But if they are limited with a budget, they have to watch out for every strategy
that lies within their expenses.

4, Self-analysis: Before working on any strategy, the company should analyze
their abilities to work. They should know their strengths, weaknesses, threats,
and opportunities. Similarly, a company should be aware of their competitors.
This analysis results in geining an advantage for & company among its
competitors.

5. Market research: Another important part of the advertiging strategy is
market research. Gathering knowledge about the availability of that product or
services in parficular areas, competitors’ position, and dispatching ratio.
Customer’s interest in that product and the dilemmas faced by the customer
regarding that product. The market study gives ongoing trends that help in
making a great strategy. Moreover, pricing variation knowledge can benefit as
well in approaching high sales targets.

The process for a market research is:

1. Define the problem & research objectives: It is important to know before
where one is likely to go. Likewise, ones goal guides all through pathways to
achieve their objective.

2. Develop the rescarch plan and decide on data sources : Certainly, there
are Primary or secondary resources, approaches, instruments, decision on who
should take part in, how big it would be, sampling as to how should the

samples be and contact methods(thow should the data be collected), which need
a decisive stand to take on.
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3. Collect info-It is the most expensive and the most prone to errer phase. But,
one cannot get rid of it because this is the only process that ensures gathering

knowledge through data mining technique.

4. Analysis— The acknowledgeable miners and analysts sit together to extract
pertinent findings from the collected information using suitable data analytics
technigues.

5. Present the finding-Without presentation, the pan analysis is like a shot in
the dark. This phase iz pertinent to the major marketing decisions, facing
management and delivering meaningful insights that stick around specific
research objectives.

6. Decision-Finally, the decision-makers give a shot to the implementation of
analysis-driven knowledge.

Market Research Process

& Objective

rnam'e-rmﬁuﬁ

Fig. 6.4 Market Research Process

6. Developing a marketing plan: After geiting the latest market trends, the
next strategy is to develop a market plan. Planning which includes a type of
advertisement, the company is going to execute and the medium where they are
going 1o be displayed. Whether they are choosing billboards and brochures in
some shopping malls or running a commercial ad. These decisions come under
the marketing plan,

7. Advertigsing through media: Now, the aim is to advertise the product
through media and communication channels. More the product advertised
through media, the larger the people aware of it. The product or service should
be advertised keeping in mind the targeted audience and market research. If a
treadmill is going to be marketed, it will be advertised on brochures or flyers at
gyms, on fitness websites, and so on.

8. Launching the product or service: After advertising our plan, the next step
is to implement it. If the product or service is advertised in a good manner,



make sure to conquer the stability of that product or service. Stay consistent in
circulating their ads among people. Choose eye-catching and aftractive logos to
catch a big range of customers. Maintain the quality and quantity of that
product or service.

9. Modifying advertising strategy: The job is not done only by developing
and exccuting advertising strategies but to stay comnected with the market
trends. A company should amend its products or services according to the
latest market trends to maintain its position and worth.

10. Analyze results: Keeping the results in mind is really necessary. A
company should take a thorough survey to analyze that did they provided what
they have committed to the andience? Customer’s satisfaction is something a
company should concemn about. If a company is on track to reach their goals,
results are essential.

MARKET
RESEARCH

. STRATEGIC
BN MARKETING

LKEAIIVE
BRIEF

Fig. 6.5 Process of Advertising Planning

Test Your Progress
1. List any three importance of advertising planning.
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2. Explain the process of advertising planning.

3. Explain:
a. Market Research:
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b. Media Advertising:
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6.5 Objectives Of Advertising Planning

An advertising plan is a blueprint for how you will use advertising to promote
your business and reach new customers. Having aplan ensures that your
compeany's advertising money is spent well and that your advertising reaches
the correct audience. It also establigshes benchmarks that you can use to assess
whether your strategy is effective at reaching customers within the constraints

of your marketing budget.

Advertising is a form of marketing that uses a sponsored, non-personal
message to reach customers. It is paid for by the company and sells an idea,
product, or service.



Before creating your advertising strategy, vou need to have a
comprehensive business plan. This will allow you to craft an advertising plan
that reaches the correct customers, uses effective marketing messages, and
stays within your budget.

Your business plan should include your :
1. Advertising budget

2. Target audience

3. Key marketing messages

4. Preferred advertising platforms

5. Marketing and revenue goals

The advertising methods that you choose will depend on your available
funding and where you can best reach your ideal customers.

To create your advertising plan, use the information from your business plan
to:

1. Choose a medium - Select places where your andience is already
consuming information. This ensures that your advertising reaches your
potential customers.

2. Plan your budget - Have a clear plan for where you spend your advertising
dollars and how much you can afford. This belps you stay within your
marketing budget and ensures that you bring in more revenue than you spend
on advertising,

3. Develop a message - Create marketing language that communicates the
benefits that your goods or services can provide customers. This will ensure
that your marketing is primed to resonate with your audience and entice them
10 leam more or make a purchase.

4. Create benchmarks - Set gozals that arc measurable for the number of
customers you want to bring in and how much revenue you want to generate.
Develop a system to track how successful advertising is, such as dedicated
phone numbers that customers can call, coupons for in-store prometions, or
unique links that are placed on other websites. This allows you to track the
effectiveness of your advertising.

5. Diversify - Choose more than one place to advertise. This ensures that if one
strategy fails to bring in new customers, you have other ways of reaching your
audience and generating revenue.

6.5.1 Advertising Mediums
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There arc many options for advertising your products or services. The best
choices will vary from business to business, depending on your customers,
budget, region, industry, and business goals.

& Print :

Print advertising is on paper, including ads in flyers, direct mail, pamphlets,
catalogs, newspapers, and magazines. It is often more effective for reaching an
older audience or cne that is highly stable and unlikely to move. It can also be
useful for standing out from competitors who use primarily online advertising.

b. TV and Radio :

Television and radio advertigsing have a broad reach and can be useful for
getting in front of many customers at once. TV ads are expensive and include
both the cost of the advertiging slot and the cost of creating the ad itself. Radio
ads are often more cost-cffective.

Fig. 6.6 Advertising Mcdiums

c. Email :

Emails directly reach potential or current customers. The average open rate
for email marketing is around 17%, though this can vary between industries
and companies depending on how engaged your email subscribers are.’
Smaller companies often have higher open rates than larger ones. Larger
companies often have the budget to purchase mailing lists from advertising
marketing firms.

d. Digital :

Advertising online includes a wvariety of websites, blogs, videos, search
engines, and social media advertising. Digital ads traditionally embed a link



that goes directly to your company website or product page, and they rely on
the relationship that a parinering website already has with their readers or
followers.

6.5.2 Analyze Your Advertising Strategy :

Once you've created and implemented an advertising plan, your work isn't
done. Marketing is an ongoing process that you should congistently measure
and reassess.

Set up your advertising plan so you can track the results of cach strategy, then
analyze the results to see which types of marketing are the most effective for
your business based on several different metrics.

Knowing which forms of advertising provide the best return on your
investment will allow you to decide where to focus your marketing budget in
the future.

With the help of the figure given below, onew can prepare an advertising
strategy.

Build an agile, strategic approach to digital marketing
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Fig. 6.7 Advertizing Strategy Process
6.5.3 New Forms of Media

The media that arc available for advertising change continuously. New
websites and podoasts become available. Newspapers, magazines, and radio
chanmnels offering new rates in order to entice advertisers. Social media
platforms are created, change their advertising models, lose popularity, or
reach different demographics.
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As you assess the effectiveness and ROI of your current advertising plan, keep
an eye on new places where you can reach your customers and advertise your
products. This will help you both create a strong advertising plan and stay one
step ahead of your competitors.

Advertising Planning and
Development

Advertising
budget

Fig. 6.8 Advertising Planning and Development
6.6 Advertising Budget

An advertising budget is an estimate of a company's promoetional expenditures
over a certain time period. More importantly, it is the money a company is
willing to set aside to accomplish its marketing objectives. When creating an
advertising budget, a company must weigh the value of spending an advertising
dollar against the value of that dollar as recognized revenue.

Fig. 6.9 Advertising Budget

6.6.1 Importance of Advertising budget

Advertising budget affects company profits. It affects two aspects at once. First,

the advertising budget indirectly affects the success of advertising and product
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sales. Second, it also contributes to the company’s marketing costs. Ideally, the
company gets a positive retum.

Not only products, but advertising is also essential to build a company image.

Indeed, measuring the advertising’s effectivencss on the corporatc image is
problematic because it is qualitative.

6.6.2 Factors affecting the advertising budget

Big budgets are not necessarily effective in generating sales. So, ensuring that
the budget is in line with promotional and marketing objectives is a key factor.

Several factors to consider in determining an advertising budget are:
1. Marketing goals

2. Target audience

3. Types of products

4. Selected media types and their frequency

5. Expected profit

6. Product life cycle stage

6.6.3 Special Considerations: Advertising Budget and Goals

Before deciding on a specific advertising budget, companics should make
certain  determinations to engure that the budget is in line with their
promotional and marketing goals:

1. Target consumer: Knowing the consumer and  having
their demographic profile can help guide advertising spend.

2, Type of media that is best for the target consumer: Mobile or internet
advertising—via social media—may be the answer, although traditional media,
such as print, television, and radio may be best for a given product, market, or
target consumer.

3. Right approach for the target consumer: Depending on the product or
gervice, consider if appealing to the consumer's emotions or intelligence is a
suitable strategy.

4. Expected profit from each dollar of advertising spending: This may be
the most important question to answer, as well a3 the most difficult.

6.6.4 Process of Advertising Budget

The process of advertising budget is:
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1. Preparation of Budget: The advertising budget generally prepared by the
advertising manager in consultation with marketing manager. The advertising
budget mainly made on the basis of inputs such as; type of preduct, target
market, demographic composition, advertising copy, and media; provided by
the marketing rescarch people.

2. Presentation and Approval of Budget: Once the advertising budget
prepared by the advertising managers, it Is presented in front of the top
management for the approval.

3. Execution of the Budget: After approval, the approval process, the
advertiging manager execute the overall budget. At the time of execution, the
budget allocation are to be considered for wvarious activities.

4, Control of Budget: Once the advertising department of an organization
execute the budget, the result come out. So in this stage of advertizsing budget
process, the management ensures the correct use of advertising budget by
evaluating the overall effectiveness of advertising programme,

-

Step | [ Preparation of Budget

of Budget

Preparation & Approwval
Step 11

[
£n
o

Step 1 Execution of Budget

Step IV Control of Budget

=

Fig. 6.10 Process of Advertising Budget

Test Your Progress

1. State any two objectives of advertising planning.
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b. Explain advertising budget.
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¢. Explain:
a. Print Medium:
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b. Digital Medium:

¢. Target Consumer:
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6.7 Marketing Vs. Advertising

The main difference between these two business practices i that advertiging is
a part of marketing. A successful marketing strategy typically dedicates
resources to advertising at multiple levels, placing corporate marketing
communications in various types of media.

To dig a little deeper into this question, it be helpful to review the differences
between paid, owned and earned media:

1. Paid Media — This type of media involves a company paying a publisher to
place marketing communications. Examples of paid media include billboards,

broadcast and print ads, search engine ads, social media ads and direct mail or
email.

2, Ovwned Media — This type of media involves a company using its own
chammels to place marketing communications. Examples of owned media
include retail merchandising, websites and business blogs, brochures, corporate
social accounts and press releases.

3. Earned Media — This type of media involves external communications
about a company from third-party actors. Examples of earned media include
online reviews, newspaper or magazine articles, social media endorsements,
customer demonstrations and types of external publicity.

As indicated above, advertising is typically limited to the domain of paid
media. That is inherent in the nature of advertising as a business practice—
placement of messaging or branding in exchange for compensation. Stated
otherwise, when businesses advertise, there is typically a price tag attached.

On the other hand, effective marketing strategies can have an impact on paid,
owned, and earned media. By successfully identifying customer wants and
needs—and evaluating the best way to meet them—marketing controls how a
company advertises in paid media. Marketing also dictates how a company
communicates through owned media, not to mention how it interacts with
others through eamed media.



MARKETING

ADVERTISING

Tends to cost less

Can cost significant amounts of money

Aftracts customers organically

Targets customers with a broader sweep

Takes a personal approach to messaging

Targets all consumers in the same way

Often hosted by the entrepreneur

Often hosted in other media

Longer buying cycle

Shorter buying cycle

KPIs include brand awareness, improved
relationships, social shares, web traffic, and
more

KPls typically boil down {o sales and
conversions

Designed for customer acquisition and
retention

Designed primarily for customer acguisition

Can include two-way communication betwesan
the brand and the consumer

Involves strictly one-way communication from
brand to censumer

Focus on creating new content and
meagsa0inag

Focus on repeating the same content and
messaaing

Table 6.1 Marketing Vs. Advertising

6.8 Merits Of Advertising Planning

The main advantages of advertising from the viewpoint of manufacturers,

consumers, middlemen and society are:

Fig. 6.11 Merits of Advertising Planning

1. From Viewpoint of Manufacturers:

A well-advertised product is easier to be sold by the salesman in the market. If
a2 brand is popular and well-known, people respend favourably to the
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salesman’s cfforts. It provides a support to salesmanship, as the aundience
understands the product and its uses more clearly through the advertisement
and the salesmen’s effort is reduced to convinee the buyers.

(n) Increase in Sales:

The main cbject of the mannfacturer in advertising his products is to promote
the sale of his products. Goods produced on a mass scale are marketed by the
method of mass persuasion through advertising.

Repetition of advertisements, the manufacturers are not only able to retain
existing markets but are also able to expand the markets both by atiracting
more people to their products and also by suggesting new uses for them.
Advertising i a helping hand to selling.

(b) Supplementing Salesmanship:

It creates a ground for the efforts of the salesmen. When a salesman meets its
prospect, they have just to canvass for a product with which the consumer may
already have been familiarised, through advertisements, Thersfore, the
salesman’s efforts are supplemented and his task is made easier by advertising.

(c) Lower Costs:

Sales turnover and encourage mass production of goods are enhanced by
advertising that results in large scale production, average cost of preduction
reduces and results in higher profits. At the same time, when the cost of
advertiging and selling costs gets distributed over a larger volume of sales, the
average cost of sclling also lowers down.

(d) Greater Dealer Interest:

Advertising creates demand by which every retailer gets an opportunity to
share with others. Hence, the retailers who deal in advertised goods are
materially assisted by advertising in the performance of their functions. The
retailers have not to bother much about pushing-up the sale of such products.
Thercfore, they evidence more interest in advertised products.

() Quick Turnover and Smaller Inventories:

A highly responsive market is created by well-organised advertisement
campaign thereby facilitating quick turnover of the goods. Resulting, in lower
inventories in relation to sales and being carried-on by the manufacturers.

(f) Steady Demand:

Seasonal fluctuations on demands for products are smoothened by advertising
generally the manufacturers tries to discover and advertise new possible uses of



which a seasonal product maybe put. The innovation of cold tea and cold
coffee for the use during summer has helped in increasing the demand for these
beverages even in that geason. The same maybe said for refrigeration,

1. From Yiewpoint of Consumers:

{a) Improvement in Quality:

Usually, goods are advertised under brand names. When a person is moved by
the advertisement to use the product, they proceeds on the hope that the
contents of the particular brand will be better than the other brands of the same
goods.

When his experience confinms his expectation, a repeat order can be expected.
Or clse, the sales may rise very high once but may drop down very low
subsequently when the consumer’s confidence in the quality of the product
fails.

{b) Facility of Purchasing:

Purchasing becomes easy for the consumers after advertising. Generally, the
re-sale prices (prices at which the goods are to be sold by the retailers) are
fixed and advertised. Thus, advertising offers a definite and positive assurance
to the consumer that they will not be overcharged for the advertised product.
The consumer can make his purchases with utrnost ease and confidence.

{c) Consumer*s Surplus:

The utility of given commodities is increased by advertising for many people.
It points-cut and pays even more for certain products which appear to have
higher utility to them. If these products are available at the original lower
prices, there will naturally be a certain amount of consumer’s surplus in terms
of increased satisfaction or pleasure derived from these products.

{d) Education of Consumers:

Being an educational and dynamic principle, the prime objective of advertising
is to inform and educate the customers about new products, their features,

prices and uses. It alse convinces them to adopt new ways of life, giving up
their old habits and inertia and have a better standard of living.

3. From the Viewpoint of Middleman:
(a) Retail Price Maintenance becomes Possible:

The consumers are quite keen on getting quality products at stable prices over a
pericd of time. Each consumer has his or her own family budget where he or
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she tries hard to match the expenditure to the disposable income for a socially
acceptable decent living.

In case the prices go on changing abruptly, these individual budgets are likely
to be distorted to such an extent that the consumers will have to think of
substitutes for the products they are enjoying at present.

(b) Acts as a Salesman;

What a travelling salesman does for this organisation is done by the advertising
at least cost. This is the reason that most of the retail organisations do not
employ large army of travelling salesman, rather they are willing to gpend on
advertising which attracts consumers to the sores where the counter salesmen
cater to their needs.

(¢) Ensures Quick Sales:

Every retailer having the stock of different producers needs a quick turnover.
By bringing the wide range of these products to the notice of the consumers,
advertising boosts up of sales.

Faster sales imply the specific advantages such as reduced capital look-up,
reduction in losses of holding stock over longer period, increased profits even
by reducing the profit margin per unit. Further, advertising gives much leeway
and freedom to better serve the needs of the consumers.

4. From the Viewpoint of Society:
(a) Change in Motivation:

Radically advertising has changed the basis of human motivation. While
people of earlier generations lived and worked mainly for bare necessities of
life, the modern generation works harder te supply itself with the luxuries and
gemi-hixuries of life.

(b) Sustaining the Press:

For support and sustenance the newspapers, periodicals, journals, looks for
advertisers, press, look to advertisements. In the absence of income from
advertising, the newspapers have to be produced at a higher cost and may not
be able to keep themselves free from its competitors.

(c) Encouragement to Artists:

Designing artists, writers to do creative work. They eam their living from
preparing advertisements.

(d) Encouragement to Research:



When manufacturers are assured of sufficient profits. They undertake rescarch
and discover new products or new uses for existing products. Advertising puts
forward this assurance and thereby encouraging industrial research with all its
advantages.

() Glimpse of National Life:
A glimpse of national life is provided by national life.

6.9 Demerits Of Advertising Planmnin

Advertising too have its own limitations. In some case it’s being misused by
few people over looking their business interests.

DEMERITS

Fig. 6.12 Demerits of Advertising Planning
The main weaknesses of advertiging are discussed below:
i. Deferred Revenue Expenditure:

It is a deferred revenue expenditure, as the results are not immediate. As
advertising occupies a substantial portion of the total budget of the

organisation. Hence, investing a large sum in it does not necessarily yield
immediate results thus limiting its utility.

il. Misrepresentation of Facts:

A major drawback of advertising is misrepresentation of facts regarding
products and services. Advertisers usually misrepresent unreal/false benefits of
a product and make tall claims to excite people to indulge in actions leading to
their benefit, but opposed to consumer’s self-interest.

fii. Consumer’s Deficit:

Advertising creates desires as consumers have low purchasing power. It lcads
to discontentment. Such discontent is cbviously not very desirable from the
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point of view of society, particularly if it affects a large majority of people. But
it is important if it acts as a spur to social change.

fv. Barriers to Enfry:

Advertisements promote industrial concentration to a greater or lesser degree.
The extent of such concentration may vary with the character of the individual
trade, the advertisability of the product and the technical conditions of its
production. Although, studies on this subject are not conclusive. The evidence
of positive association between advertising and concentration is weaker than
can be expected.

v. Wastage of National Resources:

It is objected that advertiserment is that it is used to destroy the utility of goods
before the end of their nommal period of usefulness. Now models of
automobiles with nominal improvements are, for example, advertised at such
high pressure that the old models have to be discarded long before they become
useless, not that merely, the most-advertised products are delicate, fragile, and
brittle.

vl Increased Cost:

It is much debated whether advertising induces additional cost upon a product
which the community has to pay. In a sense, it is true since expenses on it form
a part of the total cost of the product. But at the same time, it would be unjust
to infer that if the advertising costs were cut down the geods would necessarily
be cheaper. Advertising is, one of the items of costs but it is a cost which
brings savings in its wake on the distritation side.

vii. Product Proliferation:

Critics state that advertising encourages unnecessary product proliferation. As
it leads to the multiplication of products that are almost identical, resulting in
wastage of resources which could otherwise have been used to produce other
products.

vili, Multiplication of Needs:

Advertising compels people to buy things they do not need as it is human
instincts, to possess, to be recognized in the society, ete., are provoked by
advertiser in order to sell products. At times, various types of appeals arc
advanced to arouse interest in the product. Sentiments and emotions are played
with to gain customers.

Test Your Progress



1. Differentiate between marketing and advertising.

fdvpindbrliavidadividanrbadicsasnidskinavridakindvinasnidakindavrdankbndasnhdvidabinadre
LR LR LA AR ENERELISR LSRRI RERESRENIARERNSERRELIERITRENIRLDIIRENERLENIRENERELTRERENLE SR LY ]
LA AR R LR N AR LIRS R AR LR RR LR AR R R il R A s iRl sl il yylylds)
FAEFF IR PRI NANS R TARNAGEN AR NG R RN NARN AR NARN AR AT NARN SRRV AAPN TR NAGRRIAY
LR R E R A R R E R RN R R R R R R R R R R R R LI R R LI IR R E R L IR R R R IR LY
LR LR AR E RS RERREREER SRR RIS ERERESERIDARER NSRRI ELIIIREREEERAIRERERNNLLIATRES AL IRRENNNER.]

2. State any three merits of advertising.

3. State any three demerits of advertising.

6.10 Summary

An advertising plan is a written strategy for how you plan to advertise your
business. Advertising is any way yourcach out to potential clients through
media. Advertising may include newspaper ads, billboards, direct mail such as
fliers or postcards and online advertisements through Google, Facebook or
banner advertisements on Web sites relevant to your business. Advertisements
use several common elements to deliver the message.

Many successful businesses incorporate multifaceted advertising strategies into
their overall marketing plan. This is particularly true for global companies,
where marketing sirategy and advertising placement must take into account
customers across the world Though it also applies to small and medium
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businesses, especially with the affordability of digital advertising through
search engines and social media.

At the onset of corporate existence, it is paramount to define and execute a
marketing plan by identifying customer wants and needs. That way, any future
marketing or advertising efforts will have a defined approach and a better
chance of success.

An advertising budget is an estimate of a company's promotional expenditures
over a certain time period.

When creating an advertising budget, a company must weigh the valuc of
spending an advertising dollar against the value of that dollar as recognized
revenue.

Knowing the consumer and having their demographic profile can help guide
advertising spend.

Metits of Advertising — 1. Promotion of Sales 2. Expansion of Production 3.
Enhances GGoodwill 4. Large Turnever and Huge Profits 5. Information about
Different Options and Comparative Prices 6. Creates Employment 7. Higher
Standard of Living

Demerits of Advertising — 1. Adds to the Cost of Production and Product 2.
Leads to Price War 3. Deceptive Advertising 4. Leads to Unequal Competition
5. Creates a Monopolistic Market 6. Promotes Unnecessary Consumption 7.
Decline in Moral Values.

6.11 Test Your Progress

1. What do you understand by advertising planning?
2. What is the concept of advertising planning

3. Explain the following in brief:

a. Budget

b. Message

4. State the importance of advertising planning.

5. Explain the process of advertising planning.

6. What is the objective of advertising planning?

7. What are the different advertising mediums?



8. Explain the following:

a. TV and Radic medium

b. Email medium

9, How do you analyze your advertising strategy?

10. What are the new forms of media?

11. What do you understand by advertising budget?
12. What is the importance of an advertising budget?
13. State the factors affecting advertising budget?

14. What are the precautions to be taken before preparing an advertising
budget?

15. Differentiate between marketing and advertising.
16. Explain any five merits of advertising planning.

17. State any five demerits of advertising planning.

6.12 Suggested Readings

1. www.mbaskool.com

2. www.apaservices.org

3. www.smallbusiness.chron.com
4. www.cminenture.com

5. www.ama.org

6. www.themidcountypost.com
7. www.cconemicsdiscussion.net
8. www.thebalancesmb.com

9. www.investopedia.com

10. www.penpoin.com

11. www.courses.lumenlearning.com
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12. www.bbamantra.com
13. www.businessfinancearticles.org
14. www.gecktonight.com

15. www.shopify.in

MBA-341/142



UNIT 7 : ADVERTISING RESEARCH

Unit structure

7.0 Objectives

7.1 Introduction

7.2 Concept of advertising research

7.3 Importance of advertising research

7.4 Process of advertiging research

7.5 Types of advertising research

7.6 Advertising research as a supporting tool

7.7 Difference between market research and marketing rescarch
7.8 Merits of advertising research

7.9 Demerits of advertising research

7.10 Summary
7.11 Test Your Progress

7.12 Suggested Readings

7.0 Objectives
After completing this umit you will be able to:

» Learn in depth about advertising research

» Know the concepts and importance of advertising regearch

#» Know the process of advertising research

» Understand advertising research as a supporting tocl

» Get to know about its merits and demerits of advertising research

7.1 Introduction
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Advertising Research is a scientific technique of depth analysis of consumers’
behaviours It is done through a process, which invelves systematic gathering,
recording, and analysis of data related to the effectiveness of an advertisement,
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Fig. 7.1 Advertising Research
7.1.1 Objectives of Advertising Research

A simple answer is to increase the chances that your communication strategy
will achieve your business objectives. For the majority of business, this
business objective is likely to include increasing immediate sales as well as
improving brand health to deliver longer-term sales. However, another
important objective is to minimise business risk. Advertising is highly visible,
expensive, and has no certain outcomes. In creating a communication strategy
businesses want to avoid running campaigns that needlessly risk a business’s
reputation or run campaigns with quickly wears-out, unless that was the
strategy.

Advertising market research is about maximising opportunity and minimising
needless risk.

a. Opportunity Maximisation. Maximising the chances of achieving your
business goals.

b. Risk Minimisation. Removing or reducing the chances that mistakes harm
your business and its reputation. Needless risks are those risks that offer no
benefit to the business.

¢. To Enhance Awareness — Through research, it is easy to plan the marketing
gtrategy of any product/service.

d. To Know Attitudinal Pattern — A thorough research predicts the people’s
attitude. It analyses the changing attitudinal pattern of a geographic area.
Knowing the consumers’ attitude is very important before launching a new
product and its advertisement.

e. To Know People’s Action/Re-action — Research also records and analyzes
people’s action or re-action regarding a particular product/service.



f. Analysis — Based on deep research and analysis, it is simple to design and
develop a creative ad, effective enough to influence consumers.

7.1.2 Essentials of Advertising Research

Following are the essentials of advertising research that support researcher to
complete the research task successfully —

A. Research Equipment — It is the basic requirement of advertising research. It
includes a sdkilled person, computer system with internet, and relevant
newspapers and magazine. However, feld research is also important. For
example, interviewing people in the market or their residential places.

b. Media Research — To determine, which media is the most effective
advertisement vehicle, media research is necessary. It helps to reach the
potential customers in a short period of time and at lower cost.

¢. Marketing Trends — Knowledge of marketing trends help advertisers to
know what products people are buying and what are the specific features of the
products, which compels people to buy. With this information, manufacturers
can modify their product according to the trend on competitive price.

d. Target Andience — For any advertising research, it is very important to
identify target audience and geographic location.

7.1.3 Scope of advertising research
The scope of advertising research includes:

2. Increases awareness: Advertising research increases the knowledge about
the market, which helps in building a brand campaign.

b. Analyzes changing market: Knowing your customer is very important for
any business. A customer’s attitude is subject to change with the change in
market conditions. Advertising research analyzes these changing attitudes of
VOUr customers.

¢. Public feedback: Advertising research records the feedback of your
audience.

d. Results: Final campaigns that are created are based on the results of the
research.
7.2 Concept Of Advertising Research

Advertising research is done to determine which advertisements will be most
effective with your target audience. It's done during ad development and to
analyze the effectivencss of an ad campaign while it's underway.
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Advertising research, and more broadly communication research, is not a one-
off specific type of research. Instead, it is a range of differcnt types of market
research techniques used to help marketers move their communication from
initial brand strategy through to understanding the effectiveness of an
advertising campaign,

Advertising market research reflects both the process of building
a communication strategy and the stages of design thinking. In initial stages,
advertising research focuses on helping marketers uncover ingights that help
them create the right brand positioning and brand expression on which you can
build 2 communication strategy. At each stage of the communication research
process, the research becomes more focussed on execution elements and the
impact of the advertizing.

Marketing research may be defined as the mechanism which helps in linking
the customers, producers and several other end-user to the marketer and help in
finding and communication of all required information. It is the system that
leads to the collection of data, analysis of data and then interprets the required
information to the users.

Marketing research plays an important role in studying consumer behaviour
and making adjustments according to the change in the various elements of
marketing mix viz. promotion, place, price, and product. It is a very efficient
tool for the marketers to understand the trends of the market that mainly
consists of information relating to new product launch in the market, trends in
consumer demand, pricing strategy of the competitor and available close
substitutes of the product. These all information acquired through this process
enables in the smooth functioning of the marketing process.

The basic needs of a marketing research can be seen from the figure below:

ﬁ@ ;
Needs of Marketing
Research

—

Easy detection of Helps in marketing

market problems and l strategies formulation
opportunities

Easy prediction of Helps in achieving the
customer needs_J sales target

Helps in evaluating the

Helps in launching export potential
of new products

Support management
in decision making

commaearcemales, com

Fig. 7.2 Needs of Marketing Research

Test Your Progress




1. What is advertising research? State any two objectives.

--------------------------------------------------------------------------------------------

2. What 1s the concept of advertising research?
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7.3 Importance Of Advertising Research

Advertising research is a detailed study on a particular subject, which leads to a
successful and effective campaign, Advertising research also decides the
success of an advertising campaign by measuring the impact over its audience.
The purpose of advertising research is to either establish a brand image or to
improve one. Research also helps in arriving at a creative idea. A creative
adverfisement is one that engages the target audience. And what helps in
developing advertisement creative is the advertising research that takes place
before its creation.

One should conduct a full- fledged advertising research as it helps in:

Developing creativity: when all the information is accessible, a well- formed
strategy could be designed to develop the organization further.

Improves your position in the field: Advertising research enables a company
to find a suitable time and ways to launch their products.

Rank your image: Advertising research enables comparisons between
organizaticns. So it helps a company to know its place in the market compared
to others.

Predicts likely issmes: Advertigsing research predicts forthcoming problems
that an organization might face.

Monitors progress: It analyzes your organization’s performance.
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Less chances of fallures: There is reduced risk of failures if the advertising
research is thorough.

7.4 Process Of Advertising Research

At each of stage of your advertising development, your market research needs
to provide insights that allow you to move forward. Results from advertising
market research can become a hotly contested area, with the advertising agency
and others in your business competing to have the campaign reflect their
objectives or their personal views on what makes great advertising. So that the
research provides clarity of direction you need to ensure you know what is
being tested and how you will use the results. At some point in developing
your brend and communication strategy, and in creating your advertising, yvou
need to move from digcovery and synthesis to evaluation.

7.4.1 Types of advertising market research

Advertising market research falls into five different types that reflect the
different stages of campaigns development.

1. Insight for Advertising Development
2. Concept and Strategy Screening

3. Advertising Pre-Testing

4, A/B Testing

5. Campaign Evaluation

Let us understand these below:



Design Thinking Process for
Advertising Development

m Loy i

Frame Question Gather Generate ldeas Prototyping Test to Learn
Inspiration

Idantity the driving NiSCOVCr W Pusd the d 1o Al of e as and

Matching Advertising Research Process

Define Strategy Insight Concept and Pre-Testing AJB Testing Campaign
Ohjective Exploration Strategy Screening Evaluation

Fig. 7.3 Process of Advertising Research
1, Insight for Advertising Development:

The first stage of advertising market research is the broadest. To find insights
that will help marketers create their communication strategy, create a brief for
the advertising agency, or research that will help spark creativity in the
advertising agency, market researchers, have a wide range of options to draw
upon. There is no one right way; the right way is the way that works. This is
because different clients have different previous research and ingights to draw
upon in the early stages of strategy development.

Compared to other stages of advertising research, this stage is purely
exploratory and requires a broader understanding of how to create effective
advertising. When looking for the right insights, you need to understand that
there are different types of customer insight that may provide the right for your
campaign.

2. Advertising Concept and Strategy Evaluation:

Once you have briefed your advertising agency and they have come back with
different advertiging ideas, it is time for your advertising market research to
move from expleratory to evaluation. Unlike later evaluation stages, your
advertising research still needs to understand if the general direction of the
advertising is likely to move the brand in the intended direction. The focus of
the research at this stage is about understanding if the advertising has the right
advertising idea and strategic direction. Any analysis of the executional
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clements should be in reference to the advertising idea, and how it supports or
undermines that ideas ability to achieve its intended strategy.

Advertising research at this stage is qualitative. Qualitative research allows
you to explore reactions in greater detail and to explore alternative ideas
quickly. Depending on your communication strategy, this research needs to
inchude a broad range of consumers from your target market. The consumers
whose behaviour you are hoping to change. If repeat buyers dominate your
sales, then you also need to include your customers in your research,

3. Advertising Pre-Testing:

Advertising Pre-Testing is synonymous with advertising market research. For
marketers working in multinational companies, advertising pre-tests are used to
provide ‘go; no-go’ decision for a specific execution. When tested in a more
draft version such as a storyboard, animatic or an advertising rough, the pre-
testing can give both marketing and advertizsing feedback on how to
structurally improve an execution. If you have not done any concept research,
testing a final execution ig high risk. If you are only testing at the final stage, it
should only be used when choosing between competing executions, to refine
the execution, or provide input into a forecast model on the campaigns likely
impact on the brand or sales

4. A/B Testing:

A/B testing is the simplest form of advertising research and it is the oldest. In
its most basic form, A/B Testing is running two versions of the same execution
with ‘only’ one difference. When more than one thing is changed, you are
unable to say what caused any differences. Using the scientific method, one of
the designs is referred to as the ‘control’ and the alternative as the “test’. The
audience that cach version is shown to is randomised to ensurc that
interpretation of the results what was tested and not who a design was tested
among. In live tests, consumers only sec one advert design and are unaware
that there is a test. A/B Testing can also be done within a survey framework
with consumers aware that they are ¢valuating an advert but arc only exposed
to one version.

5. Campaign Evaluation:

Your advertising market research should not end when you launch your
campaign. Unlike other advertising research, your campaign evaluaticn is less
focussed in giving you feedback on your executions and more on the broader
media strategy an and how your campaign is affecting your brand. The
research moves from seeing advertiging as a stimulus to being part of a system.



For your campaign to provide actionable results, it needs to include all sources
of information on what you did and how consumers responded. With
campaign evaluation research you are trying to determine cause and effect;
what you did and what happened. For understanding the ‘cause’ side of the
equation, you need include media plans, campaign material and any
environmental factors that could have affected your results. On the ‘effect’
side, you need to include any business-related behavicur: Sales results, website
impressions, click-through rates, time on site, and enquiries. A starting point
for what measures to include in your businesses brand funnel.

Marketing Brand Funnel

Familiarity
|

Consideration

Fig. 7.4 Marketing Brand Funnel

Test Your Progress

1. What is the importance of advertising research?

lllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll
---------------------------------------------------------------------------------------------
---------------------------------------------------------------------------------------------

2. What is the process of advertising research?
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3. Explain:

---------------------------------------------------------------------------------------------
---------------------------------------------------------------------------------------------

7.5 Types Of Advertising Research

There are two types of research, customized and syndicated. Customized
research is conducted for a specific client to address that client’s needs. Only
that client has access to the results of the research. Syndicated research is a
gingle research study conducted by a research company with its results
available, for sale, to multiple companies.

Pre-market research can be conducted to optimize advertisements for any
medium: radio, television, print (magazine, newspaper or direct mail), outdoor
billbeard (highway, bus, or train), or Internet. Different methods would be
applied to gather the necessary data appropriately.

Post-testing is conducted after the advertising, either a single ad or an entire
multimedia campaign has been run in-market. The focus is on what the
advertising has done for the brand, for example increasing brand awareness,
trial, frequency of purchasing.

1. Pre-testing:



Pre-testing, also known as copy testing, is a specialized feld of marketing
research that determines an ad’s effectiveness based on consumer responses,
feedback, and behaviour. Pre-testing i8 conducted before implementing the
advertisement to customers. The following methods can be followed to pre-test
an advertisement:

a. Focus group discussion
b. In-depth interview

¢. Projective techniques
d. Checklist method

€. Consumer jury method
f. Sales area test

g. Questionnaire method
h. Recall test

i. Readability test

j- Eye movement test
Pre-testing includes three test routes, which are:

a. Concept testing: This route is a major part of the creative plan. This covers

effectiveness and the basic communication concept.
b. Theme testing: An advertising campaign is based on a subject, which may
revolve around various themes.

¢ Copy research: After a lot of brain storming, the ideas get noted down and
are transformed into a crisp and precise copy.

2. Campaign pre-testing:

A new area of pre-testing driven by the realization that what works on TV does
not necessarily translate in other media. Greater budgets allocated to digital
media in particular have driven the need for campaign pre-testing. The addition
of a media planning teol to this testing approach allows advertisers to test the
whole campaign, creative and media, and measures the synergies expected with

an integrated campaign.
3. Post-testing:

Post-testing/Tracking studies provide either periodic or continuous in-market
research menitering a brand’s performance, including brand awareness, brand
preference, product usage and attitudes. Some post-testing approaches simply
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frack changes over time, while others use various methods to quantify the
specific changes produced by advertising—either the campaign as a whole or
by the different media utilized.

Overall, advertisers use post-testing to plan future advertising campaigns, so
the approaches that provide the most detailed information on the
accomplishments of the campaign are most valued. The two types of campaign
post-testing that have achieved the greatest use among major advertiscrs
inchude continuous tracking, in which changes in advertising spending are
correlated with changes in brand awareness, and longitudinal studies, in which
the same group of respondents are tracked over time. With the longitudinal
approach, it is possible to go beyond brand awareness, and to isolate the
campaign's impact on specific behavioural and perceptual dimensions, and to
isolate campaign impact by media.

Tracking can be done in many ways, which are:

A. Inquiry & Coupon Response: These experiments are conducted in a field.
The consumers are sent an inquiry form related to the brand, which they are
asked te fll. The responses describe the effectivencss of the brand
advertisements.

b. Split-run Tests: This enables comparison testing between two or more ads
in the same position, and publication, with each ad reaching a comparable
group of audience.

¢. Recall Tests: The respondents are asked to answer what they have seen,
heard or read about the brands, without allowing them to look at or listen to
those ads whilc answering.

d. Sales Test Method: This is the direct method where the effectiveness of the
brand can be specified. This is done by directly measuring the sales of the
product or service once the campaign has been initiated.

Advertising research can focus on different areas of the advertising process,
inchuding:

1. Target Market:

You may need to research the habits and preferences of your target
customers before launching an advertising campaign. This helps identify who

your customers are, what problems they have, what benefits they are looking
for, and what kind of messaging will resonate with them.



Even if you have been in business for a while, researching your target market
can be helpful ift

a. You are launching a service product that will attract new customers.
b. You are expanding your market.

¢. Your advertising i not regonating with your target market.

2. Response to Ads:

Understanding how real people in your target demographic respond to ads can
help you create a strong and effective advertising campaign. In this type of
research, customers are shown different ads and are asked what they think
about the products that arc featured, whether they would consider purchasing
them, and how well they understand the product after seeing the ad.

3. OQutcomes and Succeas:

Use research to measure the success of each advertising campaign.
Understanding the impact advertising had on sales, customer perception, and
lead generation, as well as its return on investment, can help you craft stronger
advertising and make more effective use of your money. You can also use it to
compare advertising across different media or markets. This can help your
company understand whether it needs to revise its advertising strategy.

Advertiging research into the success of a campaign is most effective when that
campaign has clear benchmarks for success as well as a way to track customer
response, such as unique ordering codes, coupons, or web links.

Well-designed advertising research won't just impact your advertising strategy.
As with any component of your marketing mix, the ultimate goal is to increase
sales and grow your business.

T.6 Advertising Regearch As a Promotional Tool

Advertiging i3 a form of mass commmication, It is paid for by the seller who
weants to communicate about his product or service to the customers. The
advertiser wants to persuade and induce the reader, viewers or listeners to take
some action viz. to buy the advertised product so that the advertiser can have
profitable sales.

Thus, advertising is defined as mass, paid commumication of goods, services or
ideas by an identified sponsor. Advertising media arc newspaper, magazines,
radic, TV, cinema film, outdoor hoardings and posters, direct mail ete.

Strength of Advertising as a Promotional Tool:
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Advertising is a major promotion toel. It offers planned and controlled
message. It can contact and influence numerous people simultanecusly, quickly
and at a low cost per prospect. Hence, it i3 called mass means of
communication. Mass production and mass distribution totally depend on all
forms of advertising and publicity. Advertiging is the backbone of modern
national and international marketing.

(a) Objectives of Advertising:
{i} Promotion of new-product.
{ii) Support to personal selling.

(iii} Brand Patronage: Advertising programmes can aim at consumer awareness
and attitude.

Buyers may be induced to purchase and repurchase,
{iv) Immediate buying action.
{v) Dealer support.

Advertising is a powerful promotion tool to establish and retain brand loyalty
and even store patronage provided the product itself does not suffer from
quality-deficiencies.

(b) Advertising and Brand Patronage:

Advertising is an important promotion in order to establish brand patronage.
Customer preferences toward brand indicate the following tendencies:

(i} Brand Insistence:

A buyer insists on purchasing one brand only and will not accept a substitute.
The five drivers of brand insistence are:



Creating Brand Insistence

AWARENESS
THE CORNERSTOME OF
STROMG BRANDS.
B yoir target castomers and key
stakeholders aware of your brand?
Is it B first ane that comes to

thair minde?
EMOTIONAL o y RELEVANT
CONNECTION DIFFERENTIATION
Does your brand connect with = Proaf paints = Rzasons o balieve
pacple on an emotional leval?

THE LEADING EDGE INDICATOR
(OF FUTURE MARKET SHARE
AND PROFITABILITY.

Is your brand anigue or ditferant

in customar-relevant, customer-
compelling ways?

ACCESSIBILITY VALUE

Do custemars and potantial Does yaur brand deliver 3
customers percene your pood value far the price?
brand to bie comenient?

Fig. 7.5 Five Drivers Of Brand Insistence
(ii) Brand Loyalty:

A buyer has a strong attachment to the brand and will not accept a substitute, if
the brand is available.

(iify Brand Preference:

A buyer is inclined towards a specific brand over others in the same category.
(iv) Brand Acceptance:

A buyer will buy the brand and has an open mind to try another brand.

{v) Brand Awareness:

A buyer is merely aware of the existence of brand but has limited knowledge
about it.

(¥l) Brand Unawareness:

A buyer has ne knowledge about the brand. Most of the times an advertiger
{seller) tries to build a brand privilege or patronage for his product or service.

{c) Media Selection:
In making media selection, we have to consider the following factors:
(i} The financial allocation for advertising.

(ii) The nature of the product and the demand for it.
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(iii} The type of prospects, their location and other characteristics.
{(iv) The nature of competition and the extent of coverage required.

{v) Cost of media, co-operation and promotional aids offered by media, media
circulation.

Media of Advertising:
(i} Print Media — Newspapers, Magazines, Trade Journal and Periodicals.

(ii) Direct Mail — Catalogues, Leaflets, Pamphlets, Brochures, Price Lists,
Sales Letters/Circulars.

{iii} Transit Advertising — Railways, Buses, Acroplanes, Trams, Taxes, Auto
Rickshaws, Car-catds.

{iv) Broadcast Media — Radio, T.V., Film, Screen Slides, Internet.
{v) Out-door or Mural — Posters, Hoardings, Sky advertising, Electrical
{vi) Other Forms — Window displays, point of purchase, Exhibitions,

Directives, Showrooms, Trade fairs, Advertising specialities such as calendars,
diaries, pen-stands, ball pens Key-rings etc.

(d) Essentials of Good Advertising:

i A good advertisement must have the right message commumnicated through a
right media. It must reach the right people and prospects and that too at the
right time and at the right cost. Right timing of an advertisement is very
important.

ii. Advertisement must be properly understood by people and it should ignite
their desire to purchase.
iii. Advertising requires efficient planning, organising and effective control.

iv. Message creation is called the art of advertising. The message must capture
the attention, arouse interest and ignite the desire to purchase.

v. A good advertising theme stresses, clearly the differential advantage of the
product or service over rivals.

vi. The presentation of the message involves, the choice of words, pictures,
gymbols, colours, slogan, testimonial and action.

vii. Media are chosen to reach the desirable segment of the population. Media
selection is based on the communication requirement, emphasis on the
prospect, an eye on the competition and the budget.



viii. Advertising campaign can lead the prospect through the various stages of
consumer decision process, such as awarcness, comprehension, cenviction,
purchase and repurchage.

ix. Sales are influenced not merely by advertising but by all tools of promotion
simultanecusly.

QUALITIES OF A GOOD

ATRVN7T L i
ADV '
Must grab attention

| i L= N Sl

Must not be false or misleading

Must have effective colours and background

Must guide custormers about product features

Must educate customers about the buying process

Fig. 7.6 Qualities of Advertising Copy
(e) Assessment of Advertisement:
The ultimate purpose of advertising is to scll the product, service or idea.

However, advertising is only cne element of marketing-mix. There are at least
seven factors beginning with the letter “P° that influence actual sale.

1. Product itself.

ii. Point of Purchase.

iii. Package design.

iv. Perscnal selling.

v. Promotion or Sales Promotion-aids.
vi. Publicity and Advertising.

vii. Price.
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Obviously, advertising alone cannot achieve sales target, though it is a very
vital element in our total marketing cffort.

If advertising is regarded as a sales tool in our advertising campaign, the
effectiveness of that campaign should be measured in terms of sales results. If
itz goal is to achieve a specific change in consumer or behaviour, then the
measurement of the advertising effects should be in terms of changing
consumer attitudes.

(f) USP and Brand Image:

Unique Selling Propesition (USP) makes the brand stand out in the crowd and
shows its prominence. The concept of USP came from Rosser Reeves of the
Ted Bates agency, who advocated that an advertisement needs to sell itself.

Following three factors are responsible for the development of USP:
1. USP should relate to a specific Product benefit.

2. Tt is unique in the sense, no other company has claimed before,

3. Product sales must improve.

Any brand cannot create an “UUSP” image since, in to-day’s technological
advancement, product homogenization and standardisation, the concept of USP
as a brand huilding may pose a challenging strategy.

(2) Pre-writing consideration and Advertising Appeal:

The advertising appeal is the central idea around which the advertisement is
created. This is unique sales proposition. It represents a specific point of view
to be stretched in the advertisement. It can arouse desire and induce action on
the part of customers. The appeal is the heart and soul of advertising copy
message. Various appeals are used in advertisement for selling product or
service. Selection of appeal is made by means of consumer research. Beauty,
health, comfort, economy, love and affection etc. are used as common appeals.
The appeal becomes the driving force leading to purchase of a product/service.
It arouses the desire for purchase.

Advertising Copy:

The term copy covers all items appearing in an advertisement. It is prepared by
an expert copy writer. It is written or spoken material of advertising
commmication and includes the headline, advertiser’s name and main text of
Mmessage.

Well designed advertising copy uses four basic steps in selling:

1. Atiracting attenticn



2. Developing interest
3. Arousing desire

4. Finally generating action the so called AIDA principle. Advertising copies
should be simple, easy to understand, attractive and persuasive language.

(h) Creating Print Advertising:
The key format elements in print advertising are as follows:
(i) Headline:

The headline refers to words in the leading position of any advertisement.
These are words that will be read first in order to draw the reader’s attention.
These headlines are set in large, dark type and generally set apart from body
copy to make them prominent. It is considered the most important part of a
print ad by most advertising professionals.

To attract the reader’s attention, the headline must put forth the main appeal,
theme or proposition, giving powerful reason to read the more detailed and
persuagive information contained in the body copy about the product or
service.

(li) Body Copy:

The main text portion included in the advertisement is called the body copy
which contains the complete details about the headline. It covers the atiributes,
benefits and utility of the product or service.

The copywriter should speak to the prospect’s self-interest, explaining how the
product or service will satisfy the consumer’s need.

(iii) Slogan:

Many slogans arc used as successful headlines. Slogans provide continuity to
gervices of ads in a campaign and also help in creating a positioning statement.
De Beers use the slogan “Diamonds are forever’. OUme reputed paid
manufacturer uses slogan “Where-ever you see a colour, think of us.”

(I} Choices of Various Media for Adveriising:

Commercial advertising media can include wall paintings, billboards, street
furniture components, printed flyers, radio, cinema and television ads, web
banners, web popups, skywriting, bus stop benches, magazines, newspapers,
town criers, sides of buses, taxicab doors and roof mounts, musical stage
shows, subway platforms and trains, elastic bands on disposable diapers,
stickers on apples in supermarkets, the opening section of streaming audio and
video, and the backs of event tickets and supermarket receipts. Any place
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“identified” sponsor pays to deliver their message through a medium is
advertising. The various media for Advertising can be broadly classified into
gIX categories,

Which are explained as below:
Availabie Media
R e R A e e
s i Tint Post Outdoor Speciality
Film TV Newspaper Magazines
Radia Casselies Direct Mail
! f l t |
Big Posters  Balioons Culouts Wall Printing
f J ' i 1
Maich Box Air Ticket Boarding Pass Pen/diary Post Cand
Fig. 7.7 Advertising Media

(i) Media—Spending Planning:

While Planning various combination of ad-exposures, if TV ad is clubbed with
print ad, it gives greater impact. Print offers the crucial benefit of focus, limited
by its very nature to the literate. According a market surveys, TV is just 5%
ahead of Print, in terms of each in the socioeconomic classes. Print reaches to
20 crore people and with literacy levels rising, the penetration of print is
growing,

For reach and awareness TV is the best. In case of the target audience is either
the middle market mass, is dominated by women, the unemployed or the
relatively less educated— TV delivers the best results. Print serves the up
market, the better educated and the predominantly male segments more
effectively.

Test Your Progress
1. Explain the types of advertising research in brief.
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7.7 Difference Between Market Research And Marketing
Research

Many people use the terms Market research and marketing rescarch
interchangeably. But there’s a difference between the two.

Market research refers to research that pertains te, well, markeis. This is
where one will dig into things like market trends (political, economic, social,
technology, ctc.), market players (c.g. direct and indirect competition), target
market attributes, customer wants and needs, etc. Broadly speaking, market
research is a broader phrase than marketing research

Marketing research, on the other hand, involves rescarch related to
marketing, Examples inchude advertisement testing, product concept testing
{e.g. usability testings), pricing research, channel research, etc.
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Market & Marketing Research

Market Research

Marketing
Research

* Market trends + Advertising effectiveness
* Market size * AfBtest

= Target market * Brand attitude

+ Technical research * Concept testing

+ Market segmentation * Satisfaction

Fig. 7.8 Market Research V. Marketing Research

The difference between the two can be seen more clearly with the help of the
table given below:

Basis Marketing Market research
research

More information about
the market situation, non-
current customer,
competitive or substitutes.

Difference in approach In marketing research
needs qualified data
related to
products/services and
current customers then
M.R will apply.

Appropriate in out side
information research.
(new market)

In side-out side Appropriate in inside
information. information research.
{company)

Qualitative information
related to country
specification, market
potential, and
accessibility.

Overall customer
information - who, what,
when, where, & how)

Qualitative Quantitative research use

guantitative. in depth information
about- the customers,
interviews, taste offer
with feed back, follow up
the consumers and its
behavior.

Table 7.1 Marketing Research Vs, Market Research

7.8 Merits Of Advertising Research

MBA-341/164 Some merits of advertising research are:



Easy Detection Of Market Problems And Opportunities

The first and primary advantage of marketing research is that it give complete
information about the market. It give details regarding the marketing
opportunities about the product which decides its success or failure. Apart from
this it also helps in identifying the competitive nature of the market, whether
customers are gatisfied or not, the sales level of the company and also the
channel of distribution used.

Helps In Marketing Strategies Formulation

Doing business today is a very difficult task as it requires to conduct deep
marketing research acquiring knowledge. Also, today business is not conducted
only at a local level but at a global level which involves a very difficult task of
managing a large number of customers and various channels used for
distribution. And above all, it is a very difficult task te predict people needs.
The marketing information gathered through marketing research helps in the
easy formulation and implementation in pre-decided strategies.

Understanding Of Customer Needs

Today the success of every business depends on its customers and therefore
nowadays marketing activities are customer targeted. Marketing research play
a very effective role in collecting the information regarding the customer wants
which help in degigning the product accordingly so that the customer need and
wants can be satisfied easily.

Improve Sales Performance

Every company performance is measured by its sales level. Sales level clearly
depicts the performance level of the company in the market Marketing
rescarch helps in understanding the sales territorics and analyzing the sales
force effectiveness. And if any problem is detected it helps in taking actions
accordingly thereby helps in increasing the sales volume.

Helps In Launching Of New Products

Marketing rescarch plays a very effective role in determining the success or
failure of the new product to be laimched in the market. It facilitates and makes

it possible for testing of the upcoming product in a market on a small scale and
also help in getting the response of the customers regarding the new product.
So it basically lowers the risk involved in the launching of a new product.

Helps In Evaluating The Export Potential

Nowadays business is not conducted at a local level only but at a world level.
Forcign trade serves as the best source of eaming a large amount of income.
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But doing business on an international level requires conducting a large
amount of research and gathering information.

Marketing research helps in evaluating the export potential of the company
product. It aims at collecting information from customers from different
countries which helps in predicting export potential.

Support The Management In Decision Making

Managers at the top-level require all relevant information before making any
decision. Unless and umtil all required relevant information is supplied to the
management tcam their functions are useless. Marketing rescarch plays a very
effective role in the supply of all current and accurate information to the
management team.

= £l
=l [+
EHEE  EEEIE

Fig. 7.9 Merits and demerits of advertising research

7.9 Demerits Of Advertising Research

Some of the demerits of advertising research are:

Costly : Marketing research is a costly affair. It needs a lot of moneyto
conduct various market regearch activities, Huge funds are required to pay
salaries, prepare questionnaires, conduct surveys, prepare reports, etc. It is not
a viable choice for small businesses. It is suitable only to large companies who
can afford its cost.

Time consuming : Marketing research is a lengthy and time-consuming
process. This process involves many important steps. All these steps are crucial
and not even a single step can be neglected or avoided. In other words, there
are no short-cuts in MR. Generally, it takes at least three to six months to solve
a marketing problem. Therefore, it cannot be used in wgent or emergency
situations.

Limited scope : Marketing research solves many buginess-related problems.
However, it cannot solve all business problems. It cannot solve problems



related to consumer behavior, income and expenditure relationship, etc. Thus,
its scope is limited.

Limited practical value : Marketing research is only an academic exercise. It
is mainly based on a hypoethetical approach. It gives theoretical solutions. It
does not give realistic solutions to real-life problems. Its sclutions look good
on paper but are harder to implement in a real sense. Thus, it has a limited
practical value.

Can't predict consumer behavior : Marketing research collects data about
consumer behavior, However, this data is not accurate because consumer
behavior cannot be predicted. It keeps on changing according to the time and
moods of the consumers. Consumer behavior is also very complex. It is
influenced by social, religious, family, economic and other factors. It is very
difficult to study these factors.

No accurate resnlts : Marketing research is not a physical science like
physics, chemistry, biology, etc. It is a social science. It studies consumer
behavior and marketing environment. These factors are very unpredictable.
Therefore, it does not give accurate results. It gives results, but it cannot give
100% correct results.

Provides suggestions and not solutions : Marketing research provides data to
the marketing manager. It guides and advises him. It also helps him to solve the
marketing problems. However, it dees not solve the marketing problem. The
marketing manager solves the marketing problems. So, MR only provides
suggestions. It does not provide solutions.

Non-availability of tfechmical staff: Marketing research is done by
researchers. The researchers must be highly qualified and experienced. They
must also be hard-working, patient and honest. However, in India, it is very
difficult to find good researchers. Generally, it is done by non-experienced and
non-technical people. Therefore, MR becomes a costly, time-consuming and
unreliable affair. So, its quality is also affected due to non-availability of
technical staff.

Fragmented approach : Marketing research studies a problem only from a
particular angle. It does not take an overall view into consideration. There are
many causes for a marketing problem. It does not study all causes. It only
studies one or two causes. For example, if there is a problem of falling sales.
There are many causes for falling sales; like, poor quality, high-price,
competition, recession, consumer resistance, etc. It will only study two causes
viz; low-quality and high price. It will not study other causes. So, it is not a
reliable one.
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Can be misused : Sometimes, marketing research is misused by the company.
It iz used te delay decisions. It is used to support the views of a particular
individual. It is also vsed to grab power (managerial) in the company.

Non-avallability of reliable data: The quality of the marketing research
report depends on the quality of the collected data. If the data is complete, up-
to-date and reliable, then the MR report will also be reliable. However, in
India, it is very difficult to get full, latest and trustworthy data. So, non-
availability of a reliable data is also its limitation,

Resistance of marketing managers : The marketing managers do not use the
suggestions given in the marketing rescarch report. Primarily, they feel that
these suggestions are not practical. Secondly, they also feel that their
importance will become less if they use these suggestions. There is a conflict
between the marketing managers and the researchers.

‘Li]nitations of Marketing Research

—‘ 1. Marketing Research (MR) is a costly affair. ‘

—4 2.1t is also lengthy and time-consuming. ‘

—{ 3.1t has a limited scope. ‘

—4 4_It has a limited practical value. ‘

—‘ 5.1t can't predict consumer behavior. ‘

—‘ 6.1t can't give 100% accurate results. ‘

—‘ 7.1t provides suggestions and not solutions. ‘

—‘ 8. Non-availability of qualified and experienced staff. I

9_It uses a fragmented approach. J

10. It canbe misused. ‘

11. Non-availability of a reliable data. ‘

12. 1t is resistant to marketing managers. ‘

Fig. 7.10 Limitations of Marketing Research

Test Your Progress
MBA-341/168 1. State any three merits of advertising research.
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7.10 Summary

Advertising is the part of vour marketing plan that uses paid, non-personal
messages. These messages are designed to reach large groups of customers and
sell your products or services.

Like all forms of marketing, your advertising will be most successful if it's
based on high-quality research. This should be a regular part of your market
research strategy.

Advertising rescarch is a specialized form of market research which aims to
discover which ads will be most effective with the existing and potential
custormner base. It does this both through detailed research before a
campaign and by analyzing the success of the campaign.

The aim of advertising research is to understand your customers and their
motivations better so that you can produce better ads that demonstrate
why your product meets their needs. Once you have an understanding of the
people you are targeting, an analysis of the campaign will tell you how
successful the campaign was, and help you to iterate your campaigns to
continpally improve regults.

Pre-testing advertising research is carried out to test the ads before the launch
of the advertising campaign. Pre-testing rescarch is an important part of the
advertising regearch, as it decides the key points on which the brand will be
built. It factors in preferences of the consumers, public surveys, and finding out
the target aundience’s reaction to the brand. The other is the post-testing
advertising research, which is camied out after the launch of the advertising
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campaign. They get the feedback of the campaign that they have laumched.
This helps the company to kmow how effective the advertising campaign has
been.

7.11 Test Your Progress

1. What do you understand by advertising research? State its scope.
2. What are the esscntials to advertising rescarch?

3. State any four objectives of advertising research.
4. What is the concept of advertising research?

5. What is the importance of advertising research?
6. Explain the process of advertising research.

7. Explain the two types of advertising rescarch.

8. Explain the following in brief:

a. Target Market

b. Response to Ads

9. How do you use advertising as a promoticnal aid?
10. State any four merits of advertising research.

11. State any four demerits of advertising research.

12. Differentiate between market and marketing research.

7.12 Suggested Readings

1. www.business2community.com

2, www.yourarticlelibrary, com

3. www.wikipedia.org

4, www.businessmanagementideas.com
5. www.itsangust.com

6. www.thebalancesmb.com

7. www.happy-creative.co.uk



8. www . thinkiurquoige.com
9. www kalyan-city blogspot.com

10. www.commercemates.com
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UNIT 8 : ADVERTISING CONCEPT

Unit Structure

8.0 Objectives

8.1 Introduction

8.2 Development of advertising concept
8.3 Sclection of advertising concept

8.4 Importance of advertising concept
8.5 Five M’s of advertising

8.6 Selection of advertising message
8.7 Building an advertising copy

8.8 Factors related with copy strategy
8.9 Merits of advertising concept

8.10 Demerits of advertising concept

8.0 Objectives
Adfter completing this unit you will be able to :

Learn in depth about advertising concept

Understand how an advertising concept is developed

Get to know about the selection of an advertising concept
Know about the importance of advertising concept

Learn about the selection of an advertising message
Understand the concept of building an advertising copy
Leam about the factors related with copy strategy

Get to know about the merits and demerits

YVVYVYVVYVYVY

8.1 Introduction

Advertising is crucial in marketing but is also equally important and essential
to social, cultural and political aspects of our lives. Advertising is defined
differently by various authoritics and the institutions dealing with its subject.



The term ‘Advertising’ originates from the Latin word ‘Advertere’ which
means “to turn the mind towards.” The dictionary meaning of the term
advertiging is “to give public notice or to announce publicity.” Advertising acts
as 8 marketing vehicle and is useful for drawing the attention of people
(prospects) towards a particular product or service.

The American Marketing Association (AMA) defines advertising as, “Any
paid form of non-perscnal presentation and promotion of ideas, goods or
services by an identified sponsor.”

AMA's definition of advertising suggests:

Advertisement is:
‘a paid form of
communlcation.

AMA's
Definition of

Advertising
shonear of the SUggEStS.” It is fon- personal

It needs the

message knowr. selling.

Itis a medium of
mass
Communication
for large-scale
selling.

Fig. 8.1 Suggestions of AMA’s Definition

8.2 Development of Advertising Concept

Advertising is 2 means of creating awareness and promoting a product or
service in the market. It is a paid form of comtmmication to inform the public
about an idea, good or service. Advertizing is a market communication
intended to influence people’s actions and persuading them to buy or try the
product.

This is one of the effective promotional tool of an organization for promoting
its product ameng the target audience. It spreads the promotional message
containing full details about the product among the customers. Advertising is a
one-way communication by which organizations communicate with people by
paying charges to an advertising company.

Advertising is of different kinds depending upon the type of medium used for
communication sguch as print advertising, social advertising, outside
advertising, broadcasting advertising, etc. There are three main motives of
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advertising: informing potential customers about brand, persuading people for
buying brand products and reminding customers from time to time about brand
message and vigion.

8.2.1 Features Of Advertising Concept
The main features of advertising are:

1. Provides information: Advertising’s primary purpose is to provide
information about products or services to prospective buyers. The details of
products such as features, uses, prices, benefits, manufacturer's name, so on;
are in the advertisements. The key message and brand name are also there. The
information supplied educate and guide consumers and facilitate them to make
a correct choice while buying a product.

2. Paid communication: Advertising is a form of paid communication. The
advertiser pays to the media for giving publicity to his AD message. He also
decides the size, slogan, etc. given in the advertiscment.

3. Non-personal presentation: Advertising is non-personal in character as
against salesmanship, which is a personal or face to face communication. Here,
the message is given to all and not to one specific individual. This rule is
applicable to all media including the press. However, even in it, target
consumers or target market can be sclected for making an AD appeal.

4. Publicity: Advertising publicizes goods, services, ideas and event events. It
is primarily for giving information to consumers, This information is related to
the features and benefits of goods and services of different types. It offers new
ideas to customers as its contents are meaningful. The aim is to make the
popularize ideas and thereby promete sales. For example, an advertisement for
family planning, family welfare, and life insurance is useful for placing new
ideas before the people.

5. Primarily for Persuasion: Advertising aims at the persuasion of potential
customers. It attracts attention towards a particular product, creates a desire to
have it, and finally induces consumers to visit the market and purchase the
same. It has a psychological impact on consumers. It influences their buying
decisions.

6. Target oriented: Advertising becomes effective and result-oriented when it
i target oriented. A targeted advertisement intensively focuses on a specific
market or particular groups of customers (like teenagers, housewives, infants,
children, etc.). Here, the selection of a particular market is called a target
market.

7. Art, science and profession: Advertising is art, science and a prefession,
and this is now universally accepted. It is an art as it needs creativity for raising



its effectiveness. It is a science as it has its principles or rules. It is also a
profession as it has a code of conduct for its members and operates within
standards set by its organized bodies. In its field, AD Agencies and space
brokers function as professiconals.

8. The element of a marketing mix: Advertising is an important part of a
marketing mix. It suppotts the sales promotion efforts of the manufacturer. It
makes a positive contribution to sales promotion provided other elements in the
marketing mix are reasonably favourable, It is alone inadequate for promoting
sales.

9. Creativity: Advertising is a method of presenting a product in an artistic,
attractive and agreeable manner. Tt i3 possible through the element of
creativity. The creative people (professionals) introduce creativity in
advertisements. Without it, the Ads won't succeed. Therefore, creativity is
called the “Essence of Advertising.’

1. Provides infarmation about products or services to
prospective buyers.

ising is a Paid form of communication.

3. Non-personal presentation si
to all and not to one

4. Advertising publicizes goods, services, ideas and event
events.

5. Advertising primarily aims at the persuasion of
potential customers

6. Advertising becomes effective and result-oriented
when it is target oriented.
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7. Advertising is art, science and a profession, and this is
now universally accepted.

8. Advertising is an important part of a marketing mix.

9. Advertising needs Crealivity and is called the essence
of advertising.

Fig. 8.2 Features Of Advertising

8.2.2 Purpose of Advertising

Advertising facilitates large-scale marketing. It is a medium of mass
communication. Manufacturers supply information about new products through
it. The fact that companies spend millions of dollars on it through TV, radio,
the internet, and newspapers indicate its benefits in sales promotion.
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Advertising is within the scope of a promotion, which is one element in the
marketing mix. It is getting popularity in the present highly competitive and
consumer-oriented marketing. All products old and new, consumer and
durable, cheap and costly need extensive advertising for sales promotion and
customer support. Latest communication techniques now are used for making it
more attractive and agreeable.

The purpose of advertising is to sell something - a product, a service or an idea.
The real objective of advertising is effective communication between goods
and clients and increasing awareness. Mathews, Buzzell, Levitt and Frank have
listed some specific objectives of advertising,

+ To make an immediate sale.

+ To build primary demand.

+ To introduce a price deal.

+ To build brand recognition or brand insistence.

+ To help salesman by building an awareness of a product among retailers.
+ To create a reputation for service, reliability or research strength.

s To increase market share.

Slive
Information

I [ Alttract
\ Attention

N .\I\
Create
Avvareness
e e

—
T __:_"--_:"‘i ____E-='-.-.“'_-u
Influence

Buwying

Behavior of

Consumers

Fig. 8.3 Main Purpose Of Advertising

Marketing and advertising concepts can be approached in very different ways.
Subjects dealing with negative aspects of life have to be approached more
sensitively than a funny subject.
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The advertising concept is basically the framework in which the campaign has
to be situated. Important points to consider are consumer benefits (for example:
This shop sell Cds), the reason why (for example: This shop is the cheapest)
and the tonality (for example: the use of teasing words in campaign slogans).
The more an ad includes criteria like catching of interest, relevance, credibility,
retentivity, continuity the more it will be successful. The target group plays an
important role as well.

8.2.3 Strategies to Catch Attention/Interest

Below are some strategies through which the advertisements can grab the
attention of potential buyers and can retain its customers as well:

1. Emotion related subjects

A subject, which means alsc a brand name, can be remembered more easily if
the mind finds itsell in an emotional excited state.

2. Repeating of an ad

It is in the human nature to remember a message consciously after seeing it in
average seven times. That's why some brands focus on a repeated showing of
the ad.

3. Celebrity presents product

Having a celcbrity promoting a product can have the effect that people think
thiz product is mainly used in a higher class society and therefore increases the
attractiveness of achieving it.

4. Expert kmowledge

Testimonials of product users or/and experts. For instance, "three out of four
dentigts recommend..." Showing science is convincing as well. This is usually
shown troughout micro-scepical photos, white coats or charts.

5. Artificial lack

Through the strategy of pretending artificial lack advertising seeks to make
people buy quickly without giving them time to think about.

6. Use of avatars

Avatars representing certain characteristics are used. For example, a housewife
receives the cleaning product Mr. Clean with a male avatar. She can project a
very attractive characteristic onto this avatar and finally the product.

8.3 Selection Of Advertising Concept
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Advertising is the paid, non-personal communication of information about
products or ideas by an identified sponsor through the mass media in an effort
to manipulate customer behaviour. Advertiging is non-personal because it's a
fantasy created by a computer that selects one part of the target andience. It
communicates information about products or ideas.

Advertising can be classified on the basis of Function, Region, Target
Market, Company demand, Degires Responses and Media.

1. Classification Based On Function:

Advertising performs some functions. {a) It can inform the customers about a
preduct, service, or idea. {b) It can persuade the consumers to buy products,
services, and ideas. (c) It can remove cognitive dissonance from the minds of
the customers to reinforce the feeling that they have bought the best product,
service, or idea and their decision is right. (d) It can remind existing customers
about the presence of the product, service, or idea in the market till now. (e) It
can dissuade the public at large from buying certain products or services that
are harmful for them.

2. Classification Based On Region:
Based on region, advertisements can be classified in the following manner:

Global advertising It is executed by a firm in its global market niches.
Reputed global magazines like Time, Far Easten Economic Review, Span,
Fortune, Futurist, Popular Science. Cable TV channels are also used to
advertisc the products through out world. Examples: Sony, Philips, Pepsi, Coca
Cola, etc.

National advertising It is executed by a firm at the national level. It is done to
increase the demand of its products and services throughout the country.
Examples: BPL (Believe in the best). Whirlpool Refrigerator (Fast Forward Ice
Simple) etc.

Regional advertising If the manufacturer confines his advertising to 2 single
region of the country, its promotional exercise is called Regional Advertising.
This can be done by the manufacturer, wholesaler, or retailer of the firm.
Examples: Advertisements of regional newspapers covering those states or
districts where these newspapers are circulated. Examples. The Assam Tribune
{only for the NE region) ete.

Local advertising When advertising is done only for one area or city, it is
called Local Advertising. Some professionals also call it Retail Advertising.
Examples: Advertisements of Ooo la 1a, Gupshup (Local FM channels) etc.

3. Classification Based On Targeted Markets:



Depending upon the types of people who would receive the messages of
advertiscments, we can classify advertising into four subcategories.

Consumer preoduct advertising This is done te impress the ultimate

consumer. An ultimate consumer is a person who buys the product or service
for his personal use.

Industrial product advertising: This is alse called Business-tc-Business
Advertising. This is done by the industrial manufacturer or his distributor and
is so designed that it increases the demand of industrial product or services
manufactured by the manufacturer. It is directed towards the industrial
customer.

Trade advertising This is done by the manufacturer to persuade wholesalers
and retailers to sell his goods. Different media are chosen by zach
manufacturer according to his product type, nature of distribution channel, and
resources at his command.

Professional advertising This is executed by manufacturers and distributors to
influence the professionals of a particular trade or business stream. These
profesgionals recommend or prescribe the products of these manufacturers to
the ultimate buyer.

Financial advertising Banks, financial institutions, and corporate firms izsue
advertisements to collect fonds from markets, They publish prospectuses and
application forms and place them at those points where the prospective
investors can easily spot them.

4. Classification Based On Company Demand:
There are two types of demand, as follows:

{A) Market Demand: Advertising is the total volume that would be bought by
a defined customer group, in a defined geographical arca, in a defined time
period, in a defined marketing environment under a defined marketing
Programms.

{B) Company Demand: It is the share of the company in the market demand.

Accordingly, there are two types of advertising, as follows:

Primary demand advertising It is also called Generic Advertising. This
category of advertising is designed to increase the primary demand. This is
done by trade associations or groups in the industry.
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Selective demand advertising This is done by a company or dealer to increase
the company demand. The company would advertise its own brand enly. The
retailer can also advertise a particular brand.

5. Classification based on desired responses:
Desired responses can be further classified in the following three types:

Direct action advertising This is done to get immediate responses from
customers. Examples: Season's sale, purchase coupons in a magazine.

Indirect action advertising This type of advertising exercige is carried out to
make a positive effect on the mind of the reader or viewer. After getting the
advertisement he does not rush to buy the product but he develops a favourable
image of the brand in his mind.

Surrogate advertising This is a new category of advertising. In this type of
promotional effort, the marketer promotes a different product. For example: the
promotion of Bagpiper soda. The firm is promoting Bagpiper Whisky, but
intentionally shows soda. They know that the audience is quite well aware
about the product and they know this fact when the actor states, "Khoob
Jamega Rang Jab Mil Baithenge Teen Yaar ... Aap ... Main, Aur Bagpiper".

6. Classification based on the media used for advertisements:
The broad classification based on media is as follows.

Audio advertising It is done through radio, P A systems, auto-rickshaw
promotions, and four-wheeler promotions etc.

Visual advertising It is done through PoP displays, without text catalogues,
leaflets, cloth banners, brochures, electronic hoardings, simple hoardings,
running hoardings ctc.

Audio-visual It iz done through cinema slides, movies, video clips, TV
advertisements, cable TV advertisements etc.

Written advertigsing It is done through letters, fax messages, leaflets with text,
brochures, articles and documents, space marketing features in newspapers cte.

Internet advertising The world wide web iz used extensively to promote
preducts and services of all gemres. For example Bharat Matrimony,
www.teleshop.com, www.asianskyshop.com ete.

Verbal advertising Verbal tools are used to advertise thoughts, products, and
services during conferences, seminars, and group discussion sessions. Kinesics
also plays an important role in this context.



Classification of Advertising
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Fig. 8.4 Classification Of Advertising

Test Your Progress
1. Briefly explain advertising concept.
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2. Explain the features of advertising.
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3. What are the different basizs of classifications for the selectiom of

advertising concept?
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8.4 Importance Of Advertising Concept
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Importance of advertising to the customers, business, distributors and society
are:

A, To The Customers:

Convenience: Tarpeted informative advertisements make the customer’s
decision making process ecasier as they get to know what suits their

requirements and budget.

Awareness: Advertising educates the customers about different products
available in the market and their features. This knowledge helps customers
compare different products and choose the best product for them.

Better Quality: Only brands advertise themselves and their products. There
are no advertisements for unbranded products. This ensures better quality to the
customers as no brand wants to waste money on false advertising.

B. To The Business:

Awareness: Advertiging increases the brand and product awareness among the
people belonging to the target market.

Brand Image: Clever advertising helps the business te form the desired brand
image and brand personality in the minds of the customers.

Product Differentiation: Advertising helps the business to differentiate its
product from those of competitors’ and communicate its features and
advantages to the target audience.

Imcrenses Goodwlll: Advertiging reiterates brand vision and increages the
goodwill of the brand among its customers.

Value For Money: Advertising delivers the message to a wide andience and
tends to be value for money when compared to other elements of the promotion
mix.

C. To the Distributors

Ensy Selling: By advertising, prospective buyers become already aware of the
product, its price, method of using, benefits from the product. It is easier for the
distributers and salesmen te sell well-advertised products.

No Need of Advertising by Distributers: The wholesalers and retailers need
not spend much on advertising a product which is already well-advertised by
manufacturer. It helps in reduction of selling expenses of distributors.

Increase in Sales and Profits: Advertising ensures quick turnover of stock,
more sales, less chances of obsolete stock, hence more profits for retailers,
wholesalers and distributors.



Ensures Regular Sales: Well-advertised products can be sold throughout the
year. In off seasen periods, various sales promotion schemes are communicated

to target audience through advertising,
D. To the Society

Increase In Standard of Living: Standard of living means consumption
pattern of masses living in an economy. Advertising provides better quality
products at cheaper rates; it introduces new products, it creates demand for
convenient and luxury goods. All this promotes standard of living.

Increase in Employment: Advertising promoetes both direct and indirect
employment. In case of direct employment, it provides employment to all those
persons who are engaged in preparing and executing advertisements.
Advertising creates demand, which requires increased production. This
increased production creates more cmployment opportumities and hence
advertising expands indirect employment.

Increase in National Imcome/Ecomomic Growth: Advertising creates
demand, finds markets for new-products, increases propensity to consume
among public. All this leads to higher preduction in the economy, which leads
to increase in economic growth of the country and increase in national income.

Increase in Exports: Advertising helps the manufacturer to sell their products
in the international markets, When goods are sold in international markets,
exports increase resulting in more inflow of foreign exchange in the country.

Imortance of
Advertising

morance of [ Imortanceto W0 o anc
Manufacturers Consumer
Salesmen
Fig. 8.5 Importance Of Advertising
8.5 Five M’s Of Advertisin

The decision making in advertising is a five-step process. It is called ‘Five M's
of Advertising.” It consists of: Mission, Money, Messaged, Media and
Measurement.

Evaluation and broad decisions need to be taken in regard to these five areas
while organizing an advertising program or campaign.

Imortance to

Society
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The five M's of Advertising on which an advertiser has to make decisions are
bricfly discussed below:

1. Misgion:

Mission refers to the purpose or objective of advertising. These goals vary in
character and mainly include: Sales promotion, Information and guidance to
consumers, Developing brand loyalty, Market goodwill, Facing market
competition effective, Making the products popular or successful, and the
introduction of a new product in the market.

The decision in regard to mission or objective is a basic one, and all other
decisions get adjusted according to it. For consumer products like chocolate,
toothpaste, soap, etc., the mission or objective includes facing market
competition, sales promotion and to make a product successful in the market.

Z. Money:

Money refers to the finance provided for advertising purpose. It makes an AD
budget. It means the budget allocation made by the company for running the
entire operation of AD Campaign. Money provided is a limiting factor because
the effectiveness of advertising, media used, coverage of advertising, etc. are
all related to the funds provided for rumning advertisements. Advertiging is a
costly affair, and companics have to spend millions of dellars on it. It should
always be within the limits of funds provided. Naturally, decisions in selecting
an advertising package should be properly adjusted to the allocated AD budget.

Consumer products like toothpastes or chocolates are highly competitive with
many substitutes readily available in the market. Naturally, extensive
advertising on TV, newspapers, radio, etc. is required. These media are costly.
So, the manufacturing or marketing company will have to provide huge money
for advertising purpose.
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Fig. 8.6 Five M’s Of Advertising

3. Message:

The message gets delivered through the text of an advertisement. It is passed
through written words, pictures, slogans, and signs. It is for the information,
puidance and motivation of prospective buyers. Attractive and meaningful
messages give positive results, and the advertising becomes result-oriented. For
this, the services of creative writers, artists, etc., are used to give an appealing
message to the consumers.

Here, the advertiser has to decide:

a. How to deliver the message?

b. Which media to use for communicating the message?

¢. What would be the extent of creativity?

d. Which specific customer group be targeted with the message, so on.

The AD message is related to the decisions taken in regards to the mission, and
money provided for the purpose of advertising.

For advertising consumer product like chocolate, the message is important for
its success, Chocolate is favored mainly by children and teenagers., The
message should be such that it is beneficial and appealing to the younger
minds. It must have a promise of a taste pleasure and satisfaction as expected
by the younger generation. The AD message should be simple and casily
understandable with the help of a picture or slogan. It should also be attractive
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and agreeable to the younger generation. The pictures or slogans used should
be short and impressive.

4. Media:

The advertiser has to take a crucial decision about selecting a proper media for
an advertising purpose. Media differ as regards to cost, coverage, effectiveness
or impact, etc. The selection of media depends on the budget provided,
products getting advertised, and features of prospective buyers, so on. A wrong
decision on media may make entire advertising ineffective and money spent on
it will be wasted. Therefore, a media should be properly selected, and decision
in this regard is essential and critical.

For advertising popular and extensively used consumer items like chocolate,
the media should be selected properly. Cartoon TV channels, comic books,
newspapers supplement meant for kids, etc., should be preferred.

5. Measurement:

Measure relates to the effectivencss of advertising. An advertiser will like to
evaluate advertisement in order to judge its effectiveness. If an advertisement is
not effective, it will be modified or withdrawn, It is necessary for avoiding
expenditure on the advertisement that is not purposeful or is not likely to give
any positive results. An advertiser has to measure the effectiveness of his ad
program or campaign and take suitable decisions. This decision-making as
regards effectiveness of advertisements is equally important and essential. Such
testing facilitates an introduction of appropriate remedial measures if required.

For measuring effectiveness of chocolate advertising, the post advertising sale
is one major consideration. Demand creation in new market segments or new
age groups is another factor in the measurement of an ad effectiveness. Even

the success of a sales promotion program is useful for measuring the
effectiveness of an advertisement.

Test Your Progress

1. What is the importance of advertising concept?
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8.6 Selection Of Advertising Message

Advertising campaigns vary in their creativity. In developing a creative
strategy, advertisers follow four steps: message generation, message evaluation
and selection, message execution, and social respongibility review.

1. Message Generation

The product’s "benefit" message should be decided as part of developing the
product concept. Yet there is usually latitude for a2 number of possible
messages. Over time, the marketer might want to change the message,
especially if customers seek new or different benefits from the product.

Creative people use several methods to generate possible advertising appeals.
Many creative pecple proceed inductively by talking to consumers, dealers,

MBA-341/187



MBA-341/188

experts, and competitors, while others use a deductive framework. Regardless
of the process, how many altemnative ad themes should the advertiser create
before choosing? The more ads that are created, the higher the probability of
finding an excellent one. Yet this is a balancing act, becanse the mere time
spent on creating alternative ads, the higher the costs, even with the use of
computerized teols to create rough versions of ads.

D oping Ad ising Strat

Creating
advertising

SECEH 1|
L5 [
SV ETHISIIIG
HEuiE

Advertising
strategy

Fig. 8.7 Developing Advertising Strategy
2. Message Evaluation and Selection

A pood ad normally focuses on one core selling proposition. Twedt suggested
that messages be rated on desirability, exclusiveness, and believability.

3. Message Execution

The message's impact depends not enly upon what is said but also on how it is
said. Some ads aim for rational positioning and others for emotional
positioning. Message execution can be decisive for highly similar products,
such as detergents, cigarettes, coffee, and vodka.

In preparing an ad campaign, the advertiser usually prepares a copy strategy
statement describing the objective, content, support, and tone of the desired ad.
Creative specialists must also find a cohesive blend of style, tone, words, and
format for executing the message. Any message can be presented in a number
of execution styles: slice of life, lifestyle, fantasy, mood or image, musical,
personality symbol, technical expertise, scientific evidence, and testimonial.

4. Social Responsibility Review



Advertisers and their agencies must be sure their "creative" advertising does
not overstep social and legal norms. Most marketers work hard to communicate
opecnly and honestly with consumers. Still, abuses occur, and public
policymakers have developed a substantial body of laws and regulations to
govern advertising. Some companies have begun building ad campaigns cn a
platform of social respensibility.

3.7 Building an advertising copy

Ad copy is the written word in all advertising communications. Without
compelling copy, advertisements will fail to generate the sales, engagement, or
excitement that it needs to in order to be sunccessful and increase your
advertising return on investment (ROI). It’s also important online, where
writing consistently good copy helps to increase your search engine
optimization (SEQ) efforts and get your company/product found in search
results,

Here are 7 steps to produce outstanding ad copy for your company:
1. Research Your Audience

Knowing your audience is important in building great copy. Theroughly
research your target andience and generate a character profile based on what
you find. A character profile is a description of your typical customer—What
their wants and needs are, what they’re interested in and where they go online,
and how they like being communicated with and the types of language that’s
most effective with them.

2. Define Your Goal

You must decide based on your research what kind of engagement/conversion
goals you want your ad to have. You may just want to increase general brand
awareness in certain markets, but setting goals let you know what you need to
track in order to gauge the effectiveness of your ad campaigns and the copy
you write. A campaign without metrics to track it is just guesswork, and you
won’t be successful if you don’t know what works for you.

3. Headline

The headline is the most important part of writing outstanding copy for online
communications especially. It's what gets the user to look at what you wrote in
the first place, and if it"s compelling enough to cut through the clutter, then you
can get your message to more people. If you are able to, A/B testing different
headlines to see which are most effective will help you to increase your
engagement and get your message read.

4, Identify Yonr Main Differentiator
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What makes your product/service/company so great? Find your unique selling
proposition; the one characteristic that puts you over the top and tailor the
wording to your intended audience. By doing so, you say what you can offer
them in a way that gets their attention. This statement should be concise and
compelling; don’t crowd your unique selling proposition with fluff or excess
words.

5. So What?

Otherwise known as they “Why” of your copy. Why should they buy/think the
way vou want them to? Let the target audience know why your unique selling
proposition is important to them. This can be part of vour Call to Action
(CTA), or before it, but you want to go big here. Make your ‘So What’
engaging and unique, but don’t get to fancy with it. If you use too much
humour or get too fancy with your copy, you could lose the interest of your
audience and get distracted from making the sale. Your copy is important, take
time to develop it around your main differentiator.

6. Focus and K. 1.S.S It

This is not another step entirely, but a mentality to keep throughout your
copywriting process. Make sure your message is focused and simple to
understand. If your copy is to0o hard to understand, vour target audience will
lose focus as well. Bad stuff.

K.LS.S is the concept of Keeping It Simple, Stupid, which is a design principle
that avoids unneeded complexity in many forms of communication, including
advertising. Include every word that needs to be in your ad copy, and net a
word more. A definite way to see if you're including too much is to test
different versions of copy against each other, and measure the conversions of
each to see which version is more effective with your target audience.

7. Call to Action (CTA)

There’s encugh information out there on CTAs to probably fill a whole book,
but what's important is that you have a call te actiocn based on the goals that
you set in the beginning. The call to action is what you want your target
audience to do, whether it's read moere, buy now, or sign up. Your call to action
is important in increasing your conversions, so wrifing a really concise but
awesome CTA is important for your copywriting success.

Test Your Progress

1. Explain the selection of advertising message.



8.8 Factors Related With Copy Strategy

An advertising copy must be based on the following factors:
(i) Is advertising believable?

(ii) Is advertising reliable?

(iii) Does it appeal to the consumers’ needs and wanis?

(iv) Does it explain the benefits of a product realistically?
(v) Is it based on creativity? etc.

An advertising copy or message has to be designed by identifying the target
audience. What are the audience needs? attitudes? preferences? It is very
difficult to pinpoint various factors in detmil, because much depend on the
perception, attimde and social status of the audience.

The aim of advertising copy is that it shall be seen, read, the messages
conveyed, and then acted upen. It is necessary that an advertisement copy
creates curiosity in the mind of the prospect, invites his attention, produces an
impression on his memeory and turns his impressions inte convictions.
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1- Understanding The Clicnt’s Brief

The very first step is understanding the client’s brief You have te be aware of
the product you will be promoting and the message the client or brand wants to
deliver to its consumers. It is a common problem that sometimes briefs tend to
be vague, don’t be afraid to ask questions so you can get a cleared image of
what you will be working on.

2- Know Your Audience

When it comes to creating an advert, the first thing you have to think about is
the audience. You have to think about your target audience and how you can
create something that they can relate to. Knowing your audience is the key;
think of an idea that will be acceptable by both your target audience and others
who will come across your advert to aveid any possible backlash.

3- Think Different

The advertisements’ world requires creativity, this is what every brand tries to
present. A creative advert guarantees success. Always broaden your mind,
never limit your thoughts, look for different sources of inspiration, and search
for similar brands and how they present an idea.

4- Don’t let Creativity Ruin Relevancy

As much as an advert should be creative, it has to remain relevant to the
product and its purpose. We have seen some adverts that grab the attention ad
creative but failed to serve the bramd’s goal and message and were irrelevant to
the brand. Relevancy is necessary; your advert must match the brand and must
deliver a clear message to the audience.

5- Make It Memorable

One of the main factors that will make your advert successful is how
memorable and eye-catching it is. Every copywriter’s goal is for their advert to
Temain in peeple’s minds. Adverts remain memorable when they are creative,
relevant to the circumstances, and to the andience, and jingles add special
flavors. Details are important; you have to think of every small detail in your
advert, from the script to how you picture the setting.

6- Keep It Short

Long adverts can bore people, therefore you have to keep it short and straight
to the point, 50 you can make sure people will enjoy it and watch it till the end
and won't criticize how long it is.

8.8.1 Essentials of a Good Advertising Copy



Advertising copy contains the message of the advertisement. For advertising in
newspapers, magazines and other publications, such message is conveyed
through reading material in written words and pictures; for radio advertising,
the message is communicated through talking material in spoken words; and
for film and television advertising, the message is embodied in both reading
and talking material.

According to the differing nature of advertising media, the copy of advertising
may represent some reading, talking, or combined reading and talking material.

Below given figure explains the essentials of an Ad copy.
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Fig. 8.8 Essentials of an Ad Copy

8.8.2 Features of a Good Advertising Copy
The salient features or characteristics of a good advertisement copy are:
(1) It Should Be Simple:

The first important ingredient of an advertisement copy is that it should be
written in gimple language, It should be capable of proper understanding, It
should not use ornamental and tough werds rather short, simple and properly
understandable words.

(2) It Should Be Capable Of Holding The Reader’s Attention:

An advertisement copy should be capable of holding the attention of the reader.
It should be presented in such a mamner which attracts the consumer
immediately.

(3) It Muat Be Suggestive:
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The advertisement copy should be capable of suggesting the reader about the
utility and use of the product. Effective slogans can be used to give suggestions
to the people.

(4) It Shonld Have Conviction Value:

The advertisement copy shall be able to have ever lasting impression on the
reader, if the suggestions are backed by convincing arguments. The reader
should not have any doubt on the quality of the product. He should be fully
convinced and satisfied.

(5) It should educate the people:

The advertisement copy should tell the people about the use and operation of a
product. It should also impart new uses of a product with which the people are
not familiar. An advertisement copy containing information with regard to use,
sources from where the product can be obtained, price and services available
along with the product is greafly helpful in enhancing the demand and
enlarging the sales.

(6) It Shonld Have Memorising Value:

The advertisement copy should be prepared in such 2 manner that a reader gets
ever lasting impression about the product. It can be successfully created by
repeating the advertisement time and again. Repetition projects the permanent
image about the product on the reader’s mind.

(7) It Should Be True:

An advertisement copy should be truthful. It should not misrepresent and
conceal the true facts about the product. Rather it should clearly lay down the
limitations in the product. For example, a cloth merchant should clearly specify
about the fading of colour and shrinkege of vamn, if it is so.

8.9 Merits Of Advertising Concept
The merits of advertising concept are:
Introduces Product

Advertising is a medium through which companies introduce and create
awareness regarding their products in the market, It explains the features and
uses of new products to customers.

Increase Sales



Advertising helps the business in increasing its sales volumes. It attracts more
and more people toward the company’s products and persuades them for

purchasing it.
Widens Market

It enables businesses in exploring new markets and reaching out to a wide
number of peoples. Advertising creates wide awarcness regarding brand

products among the public.
Fights Competition

Advertising is an effective tool for businesses to face competitive forces in the
market. It provides detailed information regarding products that helps in
differentiating it from competitor’s products and acquiring a competitive
advantage.

Eliminates Middlemen

It serves as the direct connecting link between manufacturers and consumers.
Advertising eliminates the role of all intermediaries between producer and
customers which increases the profit margin of producers and reduces the

overall cost to customers.
Stabilizes Sales Volume

Advertising helps in stabilizing the sales volumes for business. It helps in
retaining more and more customers for a longer time period and develops more
loyal customers.

Educates Consumers

It serves as the mean through which companics communicates all details
regarding their products amoeng customers. Advertising informs customers
about the uses and utility of the product.
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Advantages of

Advertising
» Introduces product
« Increase Sales
= Widens Market
» Fights Competition
= Eliminates Middlemen
« Stabilizes Sales Volume
* Educates Consumers

Fig. 8.9 Merits of Advertizing

8.10 Demerits Of Advertising Concept
The demerity of advertising concept are:
Increases Cost

Advertising raises the cost of products offered by the business for sale in the
market. The business incurs huge expenditure on advertisement activities
which they recover by charging high prices for their products.

Mislead People

Advertising often leads to misleading and frand customers by presenting false
facts about goods. Many times it makes exaggerated and unfair claims
regarding products.

Impersonal

It is an impersonal and one-way means of communication between the
manufacturer and customers. Customers sometimes are confused by the
message communicated through advertisements by the company and are not
able to resolve their queries.

Discourages Small Business

Advertisement programs require huge funds to gain popularity and goodwill in
the market. It iz beyond the scope of small businesses as they cannot afford
huge advertisements like big companies.

Encourage Monopoly



Big corporations through wide advertisement programs create their monopolies
in the market. They are able to creatc a permanent place for them among
customers and restricts the entry of new competitors.

Disadvantages of

Advertising

Increases Cost

Mislead People

Impersonal

L]

Discourages Small Business

Encourage Monopoly

Fig. 8.10 Demerits of Advertising

Test Your Progress
1. Explain any four factors related with copy strategy.

----------------------------------------------------------------------------------------------
---------------------------------------------------------------------------------------------

2. State any two merits of advertising concept.
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8.11 Summary

Advertisement has become an integral part in today’s marketing scenario. In
carlier times, advertisement was not given as much emphasis as it is being
given today. The Institute of Practitioners in Advertising defines the term as:
“advertising presents the most persuasive possible selling message to the right
prospects for the product or service at the lowest possible cost”. Here we have
4 combination of creativity, marketing research & economic media buying.
Advertising may cost a lot of money but that cost is justified if it works
effectively and economically.

Advertising is important for every aspect of a business. It plays an imperative
role for both manufacturers and consumers. Advertising is important for the

business on the whole as it lets the business gain more customers, thereby
increasing business turnaround.

Advertising is thus, 2 mass communication tool, which is essentially in paid
form by a firm or an individual and the ultimate purpose of which is to give

information, develop attitndes & induce action, which are useful to the
advertiser.

8.12 Test Your Progress

1. Define advertising.

2. What do you understand by advertising concept?
3. How is the advertising concept developed?

4. What are the features of advertising?

5. What is the purpose of advertising?

6. How is the advertising concept sclected?

7. Explain the following:

a. Classification based on function.

b. Classification based on desired response

8. What is the importance of advertising?



9. What are the five M’s of advertising?
10. Explain the following in brief:
a. Money

b. Measurement.

11. How is the advertiging message selected?

12. What are the steps to produce an ad copy for a company?

13. What are the factors related with copy strategy?

14. What are the features of an ad copy?

15. Explain any four merits of advertising.

16. Explain any four demerits of advertising.

8.13 Suggested Readings
1. www.wikieducator.org

2. www.yourarticlelibrary.com

3. www.ilearnlot.com

4. www.commercemates.com

5. www tutorialspeint.com

6. www.brandwatch.com

7. www.adarmygroup.com

8. www . brigitteschuster.com

9. www.businessmanagementideas.com
10. www.zabanga.us

11. www.eclipsemediasolutions.com
12. werw.thinkmarketingmagazine.com
13. www.feedough.com

14, www.pdffiles.in
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BLOCK III : MEDIA PLLANNING AND
ADVERTISING

In block 3 you will learn in depth about the campaign planning process, media
planning, target and media research, media objectives, media mix selection.
The block also lets the learners know about media buying- media tactics,
monitoring, evaluation of media planning etc. You will also get an insight into
media strategy- delivering on objectives, target audience strategies and media
vehicle selection, allocation of media budget. Apart from this, it highlights the
effectiveness of advertising and gives a comparative study with different
promotion mix.

Unit ¢ discusses about campaign planning process, media planning - target and
media regsearch, media objectives, media mix selection and scheduling and
budgeting.

Unitld deals with media buying:- media tactics, monitoring, evaluation of
media planning,

Unit 11 provides an insight into media strategy- delivering on objectives, target
audience strategies and media vehicle selection, allocation of media budget.

Unit 12 gives vou a thorough knowledge about advertising effectiveness,
comparative study with different promotion mix.
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UNIT 9 : MEDIA PLANNING

Unit Structure

9.0 Objectives

9.1 Introduction

9.2 Concept of media plarming

9.3 Media Plan

9.4 What Is Media Planming?

9.5 The Components of Media Planning
9.6 The Forms of Media

9.7 The Factors of Effective Media Planning
9.8 Media Planning Strategies

9.9 Steps to Developing a Media Plan
9.10 Media Planning vs. Media Buying’
9.11 Summary

9.12 Test your knowledge

9.13 suggested readings

9.0 Objectives

After completing this unit you will be able to:

Learn in depth about media planning

Understand the concepts about media planning

Know about the importance of components of media planning
Learn about the Factors of Effective Media Planning

Have an in depth knowledge about the Media Planning Strategies
Get to know about the Media Planning vs. Media Buying

¥ V¥V V VY Y

9.1 Introduction

Today’s marketers are often tagked with balancing campaign efforts across
a range of different media platforms and assets. This can make it
challenging to effectively track each tactic’s success and overall impact on
the business’s bottom line. With a thorough media planning strategy in
place, teams can moere accurately and holistically monitor campaign
success and make informed decisions about how to optimize performance
in the future. Let's take a look at some of the key considerations to keep in
mind when building 2 media plan:

9.2 Concept of Media Planning

Media planning is the process by which marketers determine where, when, and
how often they will run an advertisement in order to maximize engagements

IMBA-341/205



MBA-341/206

and ROI. The media plan might split advertising spend and resources between
various online and offline channels such as broadcast, print, paid ads, video ads
ot hative content,

In today’s competitive marketing landscape, marketers need to serve
consumers with the right message, at the right time, on the right chanmel in order
to see engagements. Media planning is where marketers determine what these
“rights” are.

9.3 Media Plan

An effective media plan will result in a set of advertiging opportunities that
target a specific audience and fit in with the organization’s marketing budget.
When establishing a media plan, marketers will often factor in the following
congiderations:

8. Who does the ad need to reach?

b. What is the marketing budget?

¢. Conversion goals

d. Frequency of the message

¢. Reach of the message

f How to define success

Media planning is most often done by media planners at advertising agencies.
Media planmers must work with media buyers and the client organization to
develop a strategy to maximize ROI on media spend. Media planners are
required to have a firm understanding of the organization’s brand and target
audience, various media platforms and developing media trends.

Media planning is more involved with formulating a strategy, evaluating its
effectiveness, and adjusting, while buying is the execution of the strategy.

As noted, the media planner will evaluate brand and audience to determine the
correct combination of messaging and media mix on which to advertize in order
to reach consumers in a positive, impactful way.

9.4 What Is Media Planning?

Media planning is the process of determining how, when, and to what audience
a branding or advertising message will be delivered. A media planner analyzes
how a message is intended to support a marketing or advertising strategy and
then develops tactics to share that message in the right places with the right
people.

At an advertising or marketing agency, the duties of a media planner might be
assigned to a content director, marketing manager, account manager, or
combination of people with knowledge of media, budgeting, content creation,
and other areas of expertise related to marketing.

No matter who is responsible for development, the process requires a deep
understanding of the components of a media plan, the platforms that can deliver
the message, and the factors that go into an effective plan.



9.5 The Components of Media Planning

Before developing a plan, the media planner must fill in the blanks on specific
components, Trying to make a media plan without first understanding its
components would be like riding a bicycle blindfolded.

The component checklist serves as a foundation for the plan and should take
into account:

Aundience: Whom is the message tarpeting? Why is the messape relevant to them? How
is the meszage serving them?

Marketing budget: How much is available to spend on delivering the message?
Conversion goals: What action should the messape encourage the aundience to take?
How will that action support the strategy?

Definition of smecess: What key performance indicators should be tracked? How do

they support the stratery? How will they be measured and reported? What is the
anticipated return on investment?

Message frequency: How ofien should the message be shared? How much is too much?

Message reach: How many people should receive the megsape? Where do they live?
Is the message platform scalable? How reach is measured depends on the platform
being used to deliver the message. It is important for media planners to understand the
nature, uses, and usefilness of every available form of media.

9.6 The Forms of Media

Marketing and advertising content takes the form that best conveys the message
and achicves the desired action on the part of the consumer. Digital media
includes all the assets a consumer finds on the internet: paid ads on search
engines {pay per click), banner ads associated with targeted remarketing, videos
and static ads on social media, website development, and more.

In 2019, for the first time, digital advertising spending surpassed traditional
advertising spending. According to digital marketing publication eMarketer,
digital marketing spend was cstimated to account for 54.2% of total U.S.
advertising spending in 2019.

In traditional and digital media, efforts to spread messaging can be categorized as:

Owned media: Owned media consists of original assets, such as blog posts and videos,
published directly on platforms owned and operated by the organization attempting to
spread the message. The ultimate goal of owned media assets is to go viral — a nice-
to-have but unpredictable atate that should never be considered the linchpin of any
meqdia plan,

Earned media: Earned media are agsets that share the organization’s message but are
created by separate parties, such as news gtories or profiles in a newspaper or online
news site. Thig typically is a function of public relationg or media relations,

Paid media: These are asseis associated with ad spending, such as gocial media
advertisements, paid search ads, paid commerciale on TV or radio, or the paid
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placement of an asset such as a guest blog post on a news website.

No type of media can be dismissed as unimportant. The type of media used
could make or break a campaign, which is just one of several factors that
determine a media plan’s potential effectiveness.

9.7 The Factors of Effective Media Planning

The three pillars of an effective media plan — purpose, audience, and reach —
are interconnected but must be congidered separately during the early stages of
plan formation. Here is an overview of the factors of effective media planning,

Porpose: What iz the goal or objective of the campaign? Is it to generate brand
awareness? Enconrage a user to share contact information or to fill ont a form? How
does the asset support the larger marketing stratepy? All of these questions must be
answered vety eatly in the plamming process.

Aundience: Who is the tarpeted consumer? Who will benefit from waiching, listening,
or reading the piece of content? Who is likely to buy the service or product or to develop
a long-term relationship with the brand? The putpose and the audience go hand in hand.

Reach: How many people are targeted by a particular media platform, and at what
frequency? Reach and frequency — the number of times a potential customer is offered
the chance to read, watch, or listen to the asset — are related. Not every potential
audience member consumes media at the same rate. The more often a video or ad is
ghated, the more likely it is to be seen.

Once the three pillars have been identified, a media planner can flesh out the
plan to develop a larger strategy and supporting tactics.

9.8 Media Planning Strategies

Exploring media planning strategies can help marketers effectively choose the
right media platforms for spreading a message to a relevant audience.

What follows is an overview of some of the primary considerations that must
be addressed when preparing to develop a media plan.

1. Selecting Relevant Media Channel(s)

Media planners have choices when it comes to the channel or channels they
select for sharing a piece of content. Channels are platforms, digital or
traditional, that serve content to users.

Traditional channels are TV, radio, and print ads. Digital channels are social
media, websites, email, and other online platforms.

The channel chosen should be a platform the target audience is likely to
fraquent. Channels appeal to users based on age, gender, socioeconomic status,
and other demographic factors.

Fer example, a busineas-to-business {B2B)} audience would be more likely to be
reached on LinkedIn, where businesses and employees interact on a
professional level. On the other hand, a business-to-consumer (B2C} audience
might be found on a channel such as YouTube or Instagram.



2. Determining the Relevant Timeline

What determines the timeline of a media campaign? It depends on the
product/service, message goals, audience, and calendar of events.

To establish the media campaign timeline, a project plan is necessary to
determine what assets are necessary to support the campaign When
determining resource requirements, it can be helpful to start at the end. When is
the optimal publish date (or dates)? With that in mind, the planner is free to plot
the work necessary to get it done.

Every aspect of the plan must be given the right amount of time for
development. For example, if the planner knows a greai deal of market research
will be required, multiple days should be devoted to that part of the plan,

Every stakeholder's role must be taken inte account and factored into the
deadlines associated with each stage. Communication is key. Every person
involved in the execution of the plan should have a means to communicate
setbacks or ask relevant questions along the way.

3. Coordinating the Channel Mix

Rarcly will a media plan include only one channel. Most campaigns will
incorporate at least two — and possibly several more — to ensure that as many
people as possible are served the content. But companies need to make sure that
the message is cohesive across all channels,

When used wisely, channels can be complementary. For example, a long-form
profile of a subject can be coupled with a short-form video that features an
interview with the subject. The video and long-form article might be packaged
together on a blog post, or they could be served up separately on different social
media platforms to increase reach.

The concept is particularly true for social media channels. If a message is
relevant to multiple audiences, it is important to distribute that message on
platforms thase audiences frequent, For example, a smartphane app with wide
appeal might be advertised on a platform such as TikTok to reach vounger
audiences and on LinkedIn to appeal to business-minded professionals.
Marketing teams should consider the timing and tone of these ads to avoid
conflicting messages across platforms,

4. Leveraging Audience Targeting

Audience targeting is the process of determining who to share a message with
and how to find them. Most marketers begin the audience targeting process by
developing buyer personas, or fictionalized versions of the people they hope to
reach. Once a company develops its target personas, they can better choose the
right marketing platform to reach the intended audience.

Personas are derived from data such as age, gender, profession, buying habits,
hobbies, sociceconomic status, geographic location, and personal or
professional goals. This data can be compiled using s template that incorporates
original regearch into a current cnstomer basge or gathered nging tools such as
Google Analytics.

An important e¢lement of persona development i3 determining what media
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platforms are frequented by the real people the persena represents, Services
such as Google, Facebook, LinkedIn, and Twitter offer audience segmentation
tools that break down the demographic information of their users to target users
accurately.

5. Setting Reach and Frequency Goals

Angther important consideration in a media plan is the reach, which is closely
related to frequency. As mentioned above, reach is a measurement of the
mumber of viewers, readers, ar listeners who are served the content, Frequency,
also known as impressions, is the mmmber of times they are likely to see or hear
the piece of content over a set period of time, Marketers must decide what they
hope to accomplish with reach and frequency when considering media plan
options,

Reach and frequency typically are a function of spending money to amplify the
message. Occasionally, a piece of content might go “viral” organically, without
an associated ad buy to support it. But those occasions are rare, so a media plan
must take into account the amount of money required to put the content in front
of the right mmmber of peaple.

Advertiging dollars are devoted to social media platforms, such as LinkedIn and
Facebook, based on an estimated mumber of users who will be served the
content, The benefit of that kind of advertising, as opposed to traditional media
such as an cutdoor billboard or a magazine ad, is that the social media platforms
allow marketers to target specific users with their advertising,

6. Chooting a Voice

The “voice™ of a piece of content is the tone used to convey the message, It is
determined in written assets by factors such as word choice and sentence length,
In visual media, the use of color and shapes conveys “voice.”

The voice of a piece of content is important because people respond to authentic
messaging. Consumers are savvy — they know when someone is trying to sell
them something, The visceral response is to reject messaging that looks or
sounds inauthentic or irrelevant.

How is authentic voice derived? It begins with the development of personas, as
mentioned above, An important element of persona creation is determining
fagtors such as education level, profession, and personal interests, Different
segments of the population have their own vernacular, and marketers who
capture that in a pitch-perfect veice are more likely to achieve success with their
media plans.

9.9 Steps to Developing a Media Plan

A sound media plan ensures that the content has the best chance to effectively
perform the function for which it was created. Without a well-conceived media
plan, the marketing team is operating without a rudder. Success, if it comes, is
a matter of luck rather than precise execution.



——- StepstoBuilding an Effective Media Plan =

. Defining the objective Using research to pinpoint
or goal behind the plan " your ideal target audience

Identifying marketing
channels to reach the Sb:a_lzin‘a the marketing plan's
right people 4 e

After evaluating the best media planning strategies, marketers need o establish
the right plan for their business. Below is an overview of the steps to developing
a mexlia plan, starting with researching the market,

1, Conduct Market Research

Before a goal can be set, an editorial calendar can be developed, or a piece of
content can be created, the marketing team needs to know a few things about
the people they hope will consume or purchase their product or service. That
requires market research, which is the first step in making a media plan.

Market research reveals the characteristics of buyer personas, such as age and
other demographics, It provides information about buying habits and perscnal
preferences. It tells the content creators what voice to use, what platforms
potential customers frequent, and what type of content will resonate with users.

In short, market research ig the backbone of the plan. It should be conducted
thoroughly and updated regularly based on testing data and customer feedback.

2. Clarify the Objective

It is virtually impossible to create a successful marketing asset — an ad, blog
post, video, static image, etc. — without first establishing why the asset is
necessary. The objective will by necessity shape every aspect of the content.

What goals can a piece of conient help the marketing team achieve?

Brand swareness and lovalty: Tell or show a user what the company and its people
are all about.

Thonght leadership: Show or tell a user why the organization and its people are
experts in the field.

Information: Give users data or history they can use in their profesgional or personal
lives.

Lead gemeratiom: Build the pool of potential customets by demonstrating how a
product or service could be of uzge.

Lead conversion: Provide a means for a potential customer to actively seck more
information or create an ongoing connection with the organization.

Establishing the goal or goals ahead of time enables content creators to fashion
their work with purpese and direction. It streamlines the creative process and
reduces the amount of time necessary for revisions. Time spent early on figuring
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cut the endgame is time saved along the way.
3. Identify the Target Audience

According to HubSpot, audience targeting is “the method of separating
consumers into segments based on interests and demographic data.”
Characteristics of segments might be age, income, interests, gender, geographic
location, and buying habits.

The main purpose of segmenting is to ensure that the right people are receiving
the message. The “right people™ are those who are likely to consume the product
or service on offer.

Here are a few tips for effective audience targeting:

Mine the analytics. Google, Twitter, LinkedIn, Facebook, Instagram, and other
platforms provide deep dives into consumer data such as geographic lecation, websites
vigited, and personal and professional interests. Mine these sources for information to
leam more about consumers who already are engaged with the organization.

Conduct focus groups and surveys. Invite current ugers and customets to participate
in fact-finding sesasions, ot use surveys to ask questions that will shed light on why
people use products when and how they do.

AJ/B test. Testing the public responses to different types of content can reveal what
works and what does not. An A/B test presents slightly different versions of content,
such ag an ad with the same words but different images. The version that performs
better can be duplicated, while the other can be tweaked or used in further testing.

4, Set the Budget

Every potential cost must be taken into account when creating a media plan. A
campaign might require payment for display advertising, social media ad
placement, sponsored social media posts, paid search engine ad placement,
influencer marketing expense, and more,

The media buyer’s role is to provide estimated costs for all of these items, The
media planner then uses that information to determine cost-effective ways to
create and distribute content.

Hidden or unanticipated costs can derail a marketing campaign. Be sure to build
in an “emerpency” fund to cover extra costs such as fees, commissions, testing,
and unforeseen expenditures.

9.10 Media Planning vs. Media Buying

A media planner develops the plan. A media buyer executes the plan. They work
together to ensure that the content is delivered to the right people in the right
places at the right times.

A media buyer, as the title implies, oversees efforts related to paid media. Media
buyers must pesscess a working knowledpe of the platforms used to distribute
content — and how much it costs to use those platforms.

This includes social media advertising and paid search advertising, as well as
traditional advertising methods such as outdoor billbeards, TV, radio and
newspapets. In most cages, a media buyer is assigned a budget once the media



plan is developed.

Below is an overview of the working relationship between media planners and
media buyers.

How Media Planners and Buyers Work Together

A media planner and media buyer typically consult at the start of the plamming
process. The plenmner relies on the expertise of the buyet, while the buyer wotks
to ensure the plan is executed as expected.

The buyer’s role is to stay informed about cost and availability of paid platforms
such as search engine ads (pay-per-click or banner ads), website advertising,
social media ads, and traditional forms of advertising. The buyer might also
recommensd what platform or platforms make the most sense for the planner to
incorporate, based on the campaign goals.

The planner relies on the buyer to place the content and monitor the amount of
money spent. A buyer might also monitor key performance indicators, such as
reach, frequency, audience engagement, conversions, and other important data.

Executing the Media Plan

On the organic, or non-paid, side of the campaign, the media planmer might rely
on a content manager ot social media manager to distribute the content. On the

Conduct campaign analysis to ensure cost efficiency

A media planmer and media buyer should maintain communication throughout
a campaign to be sure that all elemenis of the campaign are in sync. For
example, if a media buyer finds that a particular paid search keyword has proved
ineffective, they might pull the spending from that keyword and assipn it to
another,

The bottom line for the media planner-media buyer relationship: Neither one
can operate effectively without the other’s clearly communicated input.

9.11 Summary

With a comprehensive media planning strategy, organizations can
make more data-driven decisions about how to improve marketing
ROI and drive results. Today, many teams are leveraging tools that
allow them to make smarter, faster, and more accurate media planning
choices.
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9. 12 Test Your Progress

8.
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What is Media Plan?

What Is Media Planning?

What are the Components of Media Flanning?

Explain the Forms of Media

What are the Factors of Effective Media Planning
Explain the Media Planning Strategies

Mention the Steps to Developing a Media Plan
Differentiate between Media Planning vs. Media Buying
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UNIT 10 : MEDIA BUYING
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10,7 Summary

10.8 Test Your Progress

10.¢ Suggested Readings

10.0 Objectives

After completing this unit you will be able to:

Learn in depth about Media Buying

Understand the concepts about Media Buyer in Marketing

Know about the importance of Media Buying is Important

Learn sbout the Challenges of Media Buying

» Have an in depth knowledge about the How to Negotiate Media Buys
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10.1 What is Media Buying?

Media buying is a process used in paid marketing efforts. The goal is to
identify and purchase ad space on channels that are relevant to the target
audience at the optimal time, for the least amount of money. Media buying
is a process relevant to both traditional marketing channels (television,
radio, print) and digital channels {webgites, social media, streaming). When
done effectively, media buyers achieve maximum exposure among their
target market for the least amount of spend.

10.2 What is a Media Buyer in Marketing?

Media buyers oversee the media buying process, with input from the media
planning team. With an understanding of marketing goals and target
audience preferences given by the media planning tcam, media buyers
execute the actual purchase of the advertisement space. A huge part of the
media buyer position is negotiating with the sites, networks, and other
channels they want ads to appear on. They must ensure they are purchasing
the correct placements at the correct times, for the correct duration, all
within strict budgets.

Media buyers should alsc use marketing performance tocls to track
key performance metrics and delivery to ensure the ad is placed in
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accordance with the agreement and that it is meeting campaign goals.
What is the Difference Between Media Buying and Media Planning?

While media buyers and media planners certainly work closely together,
their roles are very different. In short, media planning is the first step.
Based on the conclusions and strategies determined by this team, media
buyers execuic on the media plan — placing the agreed upon ads on
the appropriate channels.

Media Planning

The process of media planning is focused on establigshing an audience,
conducting market research, establishing a budget, and building out goals.
Media planners work with their clients to understand who the target
audience is for their offering, which channcls that audience uses and at
what times, and what type of messaging that audience is most likely to
engage with. With this information the planning team will select which
channel they want to purchase ad space on, and for what price.

Media Buying

With the media plan established, media buyers connect with their
counterparts across the agreed upon media sites. These are often sales /
account executives, whose responsibility it is to find relevant advertisers.
These two parties negotiate placement, time and cost. Media buyers often
use the following tactics to execute on media plans:

o Manual bidding: Bidding on ad space and managing bids directly
through an ad platform such as AdWords.

o Programmatic buys: Al and algorithm enabled real-time bidding
on ad space that matches consumer profiles (c.g. fashion designers
leveraging a platform that will automatically bid on and place ads
on faghion-otiented channels).

o Direct buys: When a media buyer negotiates ad rates and run times
with a specific advertiser (e.g. fashion designers working directly
with the Vogue team to place ads on their site / magazine).

10.3 Why Media Buying is Important

Effective media buying goes far beyond the actual transaction of money for
ad space. Media buying teams can create impactful relationships with
media owners that result in greater reach with less investment. Thiz enables
marketing teams to increase conversions and demonstrate high ROI to
clients and stakeholders.

There are a few key benefits that come with using an experienced media
buying team and process.

Get the Best DealMedia buyers often have a wide network of relationships,
which they can leverage to maximize the value of your investment, Media
buying professionals are well verged in negotiation techniques and common
industry standards, such as the average cost of leads or what brand exposure
should cost. Media buyers can also help extend the benefits of an



agreement. In advertising the terms “value added” or “added value™ refer
to ad space or impressions tacked on to an agreement without charge.
Experienced media buyers can negotiate prices te increase reach or
frequency and can often get value added at media channels they have
worked with in the past.

(Get the Best Slots

Media buyers understand where your advertising dollars should be spent,
and which placements tend to get the most engagement. Media buyers stay
aware of trends and world events (such as the Olympics or political
campaigns) that may influence ad availability and negotiate ad placements
directly into the contract to ensure ads are delivered as promised.

Plan Campalgns with Best Practices

Media buyers understand what strategies will best lead to conversions (for
example: placing ads at a certain time of day). Media buyers have
experience working across publishers and channels, They bring the beat
practices they learned in previous campaigng and can apply them as they
negotiate ad placements for maximum returns.

10.4 Challenges of Media Buying

Ag with all marketing initiatives, investing in experienced media buying
teams and processes means demonstrating value. To do this, media buying
tcams need analytical capabilities that allow them to attribute conversions
and KPIs back to a specific ad. They also need access to real-time metrics in
order to make in-campaign updates toe ads that are underperforming. The
top challenges when it comes to media buying are:

Marketing Measurement

When it comes to spending media dollars, it is important for media buyers
to understand which campaigns are working. They can then better allocate
budgets. However, many companies struggle with applying an attribution
model that accurately represents their entire media mix. This makes it
difficult to know when a certain ad placement has performed as desired,
triggering a specific conversion.

Optimize Campaign In-Flight

Another challenge for media buyers is optimizing ads mid-campaipgn. Most
marketing results aren’t available until after the campaign, making it too
late to adjust advertising spend. To rectify this, marketing teams must
invest in marketing platforms with the processing power to deliver granular
insights on marketing performance while the campaign is active.

Avoiding Ad Fraud

Ad fraud occurs when an organization pays for ad space on a fraudulent
gite, or when organizations have to pay more for an ad based on
clicks/impressions from bots or click farms. This is especially prevalent in
programmatic advertising. Programmatic buying can be beneficial for real-
time ad placements, but can also result in ad fraud as there is minimal
review of the sites where ads are being purchased, resulting in mismanaged
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dollars.
Clear Contracts

Contract negotiations can be another challenge in media buying. Media
buyers need to be sure that everything negotiated is stated clearly in the
contract to ensure specific expectations are met. For example, if an
advertiser only wants to target leads in the US, this should be clearly stated.
When this step is overlooked, companies may waste money on a target
audience that doesn’t fit.

10.5 How to Negotiate Media Buys

The most important role of 2 media buyer is that of the negotiator - this
engures that clients are getting the most value for the ad space they
purchase. This means working with media companies, leveraging best
practices on how to get the most return for an ad placement, and developing
specific contracts. As media buyers execute on media plans, there are a few
negotiating tips they should keep in mind.

Do Your Research

Research is not just part of media planning. As a media buyer, you should
have expertise in the factors that will impact the success of each campaign,
such as:

o What do leads usually cost in your industry?
o What is the cost of standard ad placements on varicus sites?

o What types of ads, display sizes, etc. perform the best on specific
gites?

Understand How Much You Are Willing to Spend

Begin cach negotiation with a detailed plan for budgeting and where you
might be willing to make allowances for premium spoets. Before beginning
negotiations, be sure you have answers to the following questions:

o What is your overall budget?
o How can you get the most out of that budget?

o Are there certain publications that you are willing to spend
more on {(based on past results or target audiences)?

Have a Backup Plan

The strongest playing card in any negotiation is a backup plan. There may
be a publisher or television network that you would really like to work with,
but you discover they are fully booked or out of your price range. Media
buyers should always prepare additional optiong to ensure fast solutions to
unforeseen purchaging issues. Furthermore, know when you are willing to
back away and work with the other options. This gives you more leverage
when negotiating price or placement.

Establish an Anchor
According to Nobel Prize winner, Daniel Kahnemann, people base initial



estimates off of an anchor. By this he means that prices are often arbitrary
and are generally influenced by a user’s initial encounter with it. For
example: Homeowners from different states may have different anchoring
points. A homeowner in New York is typically willing to spend more on a
home than a homeowner in Florida, even if the New Yorker moves to
Florida. Understanding this principal can be helpful when leading a
ncgotiation. If you are aiming to target a campaign at $100 per lead, this
should not be your first bid. It should be lower, so that publishers can in
furn negotiate.

Lead Generation

Conzider all the filters vou would like on your leadg before beginning the
negotiations. Don’t assume that you can adjust thege after the negotiations.

Negotiate Value Add-Ons

Ask for value add-ons when negotiating. This could include banner ads for
an email campaign or an extra airing of a radio ad. This will get you more
exposure for your budget.

Get It In Writing

Az with all things, get what you have negotiated directly into the contract.
If your account director changes or emails get lost, media buyers need a
clearly agreed upon set of expectations they can point to.

Type of Negotiations

There are two main types of negotiation tactics, though integrative
negotiations are what is most often used in media buying,

o Zero-Sum Negotiations: In these negotiations, one or both parties
are not willing to compromise on the agreement. While often
glorified in TV and film, this negotiation style strains or ruins the
relationship with the media company.

o Integrative Negotiations: In integrative negotiations, both parties
work together and compromise to ensure each side is getting a good
deal that is aligned with their geals, As media buying is based in
relationships, this negotiation tactic ig typically the most effective.

10.6 Factors to Consider when Negotiating Media Buys

There are many different channels that advertisers can purchase space on,
as well as different ways of making those purchases, each of which have
different best practices. Consider the following:

Programmatic/Direct Buy

Programmatic advertising describes a media buying process that relies on
technology, such as Al, to automate and optimize all media buys. These
purchases often take place over channels like Facebook or Google. This
type of media buying focuses on the persona rather than the media itzelf,
asking “who do I want to reach?” instead of “where do I want to place
media?”’ In practice, programmatic media buys work like an instant silent
auction - just set who you want to target, say how much you’d like to pay
per click or impression, and provide the advertisement you'd like to show
- then Al will do the rest of the work for you.

Ad Placement for TV
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Purchasing ad space for TV typically takes place during upfront season,
during which networks pitch media buyers on the benefits of purchasing
time on their network. This is typically done during in-person meetings.
When buying ads for TV, make sure to negotiate that your ad cannot get
bumped from the agreed upon optimal time. It is especially important to be
aware of events for this reason. For example, if a political campaign is
happening, candidates’ ads can bump yours even if you have paid more.
Candidates always get the lowest rate for commercial time.
Radio Placement

o Radio ads are a great way for media buyers to reach local audiences.

o When purchasing radio ad time, aim to get space that airs early in
the commercial break or at the close of the commercial break.
Listeners tend to tune out of radio stations during the bulk of the
commercial breaks.

Out-of-Home

Out-of-home ads reach people outside through mediums such as billboards,
This can be a great way to reach people during their day-to-day lives.Media
buyers should work with the creative team to get ideas for out-of-home
and offline advertisements.

For example, Recbok set up an out-of-home campaign asking if pedestrians
were fast enough. Pedestrians who ran past the ad at a pace of higher than
17km per hour could unlock a free pair of shoes,

10,7 Summary

Media buying is a process used in paid marketing efforts. The goal is to
identify and purchase ad space on channels that are relevant to the target
audience at the optimal time, for the least amount of money.

Effective media buying goes far beyond the actual transaction of money for
ad space. Media buying teams can create impactful relationships with
media owners that result in greater reach with less investment. This enables
marketing teams to increase conversions and demonstrate high ROI to
clients and stakeholders.

10.8 Test Your Progress
1. What is Media Buying?
What is a Media Buyer in Marketing?
Why Media Buying is Important
Challenges of Media Buying
How to Negotiate Media Buys
6. What are the Factors to Consider when Negotiating Media Buys?
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11,0 Objectives

After completing this unit you will be able to:
Learn in depth about Elements of Media Strategy

Understand the concepts about Different Types of Media used in Media
Strategy

» Know about the importance of Mass media

» Learn about the Folk media

» Have an in depth knowledge about the Social media

» Get to know about the Tips to Plan a Media Strategy
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11.1 Introduction

A media strategy is a plan of action that helps your business reach
its target audience and to improve the overall customer conversion rate. The
conversion rate is the percentage of people who take the desired action after
engaging with your website, or any other form of media that makes a call to
acticn,

Media strategy, as used in the advertising or content delivery industries, is
concerned with how messages will be delivered te consumers or niche markets,
These days, everything is in the media. Something that is of public interest is
surrcunded by questions and responses from the various layers of media.
Businesses and companies have departments dedicated to the efficient handling
of relations with the press.

They devise methodologies and plans to develop and enhance these relations.
These are called media strategies.

Defining and determining these strategies is crucial and extremely important.
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There is a meticulous analysis of the goals and the profits expected from the
media strategies. Then, a proper plan is made to contact the concerned media
and supply the necessary information to be published.

11.2 Elements of Media Strategy

There are several layers of the media environment. One needs to understand
these layers and then plan the media strategy accordingly.

1. Communication channels
The channels to establish excellent and clear communication with the media

houses are significant. They need to provide unambiguous, authentic, and clear
information to these media.

2. News cycles

The media are mainly concemned with the news genemation, There are various
types of news cycles, viz. the daily news like newspapers, 24-hours news like
those on TV or blogs on the internet, and the weekly or monthly news in
magazines.

3. Popularity and reach of the medium

The cffect of your media strategy can be measured by the reputation of
your brand or company. If the reach of your news and information is good, the
viewership and the readership of your articles are good and so is their impact.

4. Target audience

Here, you need to know what you expect from the media circulation. It would
be best if yvou had a clear idea of whom you want to target. The type of clients
you expect determines the media you choose.

The attributes of the target audicnce can be age, profession, culture, and many
more.

5. Quality and quantity of media outlets

There are two main types of media outlets, viz. conventional and modern media
outlets. The quality and the amount of these media outlets play a massive role
in determining the reach of the circulated news.

Hence, these parameters should be planned wisely.



6. Conventional media outlets

These are those cutlets that have been used fraditionally for years. Television,
Radio, and magazines are some of the traditional media cutlets.

They have a fixed readership and viewership given by loyal users.
7. Modern media ontlets

With the emergence of technology, the internet has conquered our world. The
social media platforms, live news streaming channels, and blogging sites are
some of the newest media ountlets.

They have been embraced by lots of people, mainly young adults,

8. Level of access

The choice of the right media outlet for your brand and product depends on its
accesgibility. If you want your news to be circulated among some specific target

audiences, you have to select that media outlet that a group of viewers can easily
access.

11.3 Different Types of Media used in Media Strategy

There are different forms of media distinguished mainly on the technologies and
techniques they use to present the news or content in front of the andiences.

1. Print Media

This type of media is probably the oldest and the most popular form, It states
facts and figures clearly and can also be used for education purposes. It has more
longevity.

There are three essential functions of the print media, They are-

1.1 Print Media for Display

In this print media strategy, different means that are used include posters, wall
charts, calendars, and so forth.

The reason behind the perennial existence of this media is its ability to be
accessible and public relation potentials. Print media also enjoys excellent
longevity, and it inherently comprises visual appeal.
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1.2 Print Media for Reading

This cne revolves around mediums like newsletters, brochures, pamphlets,
comic books, baoklets, and so forth,

Using these in your media strategy will let you enjoy better control of the
message, plus youl ¢an communicate 8 more complicated and detailed story
lucidly,

1.3 Print Media for use with Groups

While using print media for use with groups, you can choose medmms like
flaghcards, flip charts, etc.

It is considered quite useful for educational purposes, plus such mediums
comprise the ability to communicate across classes and languages.

11.4 . Mass media

?_5 WIKI
. =T5a RSS
D e ————— -

ANALOG MEDIA

As the name rightly suggests, this type of media addresses a large group of
people at once. There are mass media of many kinds. Newspapers, Television,
and Radio are the three most important types of mass media simply because
they are watched mote often than others by a large group of people.

It is easier to address a crowd using these media. Let us delve into cach of them
here and now-

1 Mass Media using Newspapers and magazines
Advertisement report

You can use this in your media strategy for featuring new stories, celumns, or
ads.

It is considered quite useful for reaching to large audience bases, plus this means
it is considered permanent and highly influential.

You can also use it for explaining issues clearly and comprehensively.



2 Mass Media using Radio
This mass media medium is used for announcemenis, events, and shows.

It is beneficial in reaching large audiences. It enjoys excellent accessibility;
even you can use it for optimizing the reach of your brand to the grassroots
level.

If you want an immediate response from your andiences, or you are looking for
any participatory medium for your mass media strategy, then thig one can be
quite useful for you.

3 Mass Media uging Television

Again with this medium, you can make mass media strategy related to
anmmeunmcements, soap operas, and different events by using some audio and
video content pieces.

This one has exceptional potential to reach larger audiences by being more
dramatic, creative, and emotive.

It is also quite useful in serving participatory purposes as well as immediate
Tesponses.

11.5 Folk media

We live in a world where people matter. They are the centre of any advertising
campaign, and their response to a product or a gervice determines its success.
So, nothing is better than folk media to address the folks.

This type of media includes songs, dances, skits, or public announcements that
reach the maximum number of people.

They are done in a way to grab the attention of the local people, and they choose
to invest in the subject of the advertisement. Different types of folk media
strategy revolve around three mediums-

1 Folk media nging Drama and Poetry

This medium utilizes theatre, storyielling, puppet shows, role plays, etc.

This medium is beneficial in being emotive that ultimately channelizes good
feels. Dram and poetry are also very engaging and powerful.

Such means are very interactive 83 well, 50 vou can expect better connecting
and conversion with your audiences by using this media.

2 Folk media nsing Song and Dance

With this form of medium, you will have options of using stories, eyewitness
accounts, testimonials, etc.

Including these means in your media strategy will help you make your ad
campaigns more entertaining, emotive, and participatory. It is useful in
transmission across languages and classes, plus it can also concretize your
messages.

3 Folk media using Oral Testimonials

This comprises different forms of theaire, puppet shows, storytelling, role plays,
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ete. with human faces.

Such means in media strategy are considered highly engaging, and they can be
used in video or radio documentaries as well.

4 Folk media nsing printed messages

You can use printed messages on caps, t-ghirts, ete, ag a part of your fold media
strategy.

This is a long-lasting means that is quite useful in promoting a brand, or cause.
It is more prominently used in showing up your support for any cause or
promoting any celebrity or movie, etc.

11.6. Social media

This is the newest revolution in the world of marketing and advertising. Various
social media platforms allow users to premote their brand and products in the
form of advertisements, Some of the gocial media platforms have milliong of
users, and even a single ad on these platforms can do wonders for your brand.

Different social media sites with vast numbers of Monthly Active Users
{MAUS) that can be part of your Social Media Strategy are-

» Facebook — 2.23 billiocn MAUs
» YouTube — 1.9 billion MAUs

« Whats App — 1.5 billion MAUSs
» Messenger — 1.3 billion MAUSs
» We Chat — 1.06 billion MAUSs
« Instagram — 1 billion MAUSs

« QQ- 861 million MAUSs

» Tumblir — 642 million MUVs

+  Qzone — 632 million MAUs

s Tik Tok — 500 million MAUs

s Twitter — 335 million MAUs

» Reddit — 330 million MATUs

« Baidu Ticba — 300 million MAUs
s LinkedIn — 294 million MAUs



¢ Viber — 260 million MAUs

+ Snapchat — 255 million MAUs

» Pinterest — 250 million MAUs

» Line — 203 million MAUs

e Telegram — 200 million MAUs

+ Medium — 60 million MAUs
Other social media networks that can be part of your social media strategy are-

« Media sharing networks

» Discussion forums

» Bookmarking and content curation networks

» Consumer review networks

« Blogging and publishing networks

+ Interest-based networks

= Social shopping networks

= Sharing economy networks
Now, after going through different types of media that can be part of your media
strategy, let us go through different tips that can help vou make a powerful
strategy for optimizing your advertising and marketing campaigns-
11.7 Tips to Plan a Media Sirategy

There are some tried and tested tips that one needs to follow to have a successful
media strategy. Media relations can indeed make or break a business.

So, it is essential to have the perfect media strategy in place.

1. Set clear goals

Knowing the goals and ohjectives makes the process of achieving them far
easier. Hence, even in media strategies, you should know what vou are
expecting from them.

You have to have a general analysis of the plan and understand its scope of
impact.

2. Research your target andience

The target andiences are those who are in the main focus while planning a
strategy. They are the ones from whom you expect the maximum response.

So, von sheould take their tendencics, their choices, and their habits into
consideration before planning a strategy.

3. Craft a meaningful message

In any media strategy, the messaging it does is very crucial. The message should
speak volumes in the least number of words.

It should give a sneak peck into the highlights of the product and provide some
information about the brand as well.
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4, Set a hudget

Although media strategy and media management are huge parts of a business,
there should not be thoughtless expenditures on them.

One should understand the scope and impact that a media strategy will have and
then decide how much to spend on it.

11.8 Summary

A media strategy is a plan of action that helps your business reach
its target audience and to improve the overall customer conversion rate. The
conversion rate is the percentage of people who take the desired action after
engaging with your website, or any other form of media that makes a call to
acticn.

Media strategy, as used in the advertising or content delivery industries, is
concerned with how messages will be delivered te consumers or niche markets.
These days, everything is in the media. Something that is of public interest is
surrounded by questions and responses from the various layers of media.

Businesses and companies have departments dedicated to the efficient handling
of relations with the press.

11.9 Test Your Progress

1. What are the Elements of Media Strategy?

2. Explain the Different Types of Media used in Media Strategy
3. What is Mass media?

4. Describe Folk media?

5. What are the Social media?

11. 10 Suggested Readings

1. Dr. S.P.Gupta, & Dr. Gaurav Sankalp , Management, Marketing Sahitya
Bhawan Publication Agrs

2, Mamoria Joshi Mulls Marketing Management Kitab Mahal Delhi
3. Phillip Kotler Marketing Management Mc Millan Publication new Delhi



UNIT 12 ;: ADVERTISING EFFECTIVENESS

Unit Structure

12.0 Objectives

12.1 Introduction

12.2 What is Advertising Effectiveness?

12.3 Best Ways of Measuring Advertising Effectiveness

12.4 Measure different objectives to get better results on ROI
12. 5 Summary

12. 6 Test Your Progress

12. 7 Suggested Readings

12.0 Objectives

After completing this unit you will be able to:
¥ Learn in depth about Advertising Effectiveness

» Understand the concepts about Best Ways of Measuring Advertising
Effectiveness

» Know about the importance of Measure different objectives to get better
results on ROI

12.1 Infroduoction

Assessing advertising effectiveness is crucial for all kinds of online as well as
offline businesses.

While munning ad campaigns for your business, it is findamental that you
inspect the behavioral inclinations and insights of your customers. It not only
mekes your advertisements more result-driven but alse ensures better returns on
your ad spend.

By checking the effectiveness of your advertising efforts, you also safeguard
yourself from wasting your efforts and money on the strategies which are just
not working, Advertising is useful in enabling brands to optimize their reaches
and lead generations.

Checking the effectiveness of advertisements assists a brand in deciding
whether their advertisements are moving ahead on the right path where relevant
audiences are being targeted, and conversion potential is optimized.

This will empower you to gauge the qualities, shertcomings, and ROI of your

advertisements so that you can tweak them in a more personalized and resuli-
oriented manner.

At the time, when more and more purchasers prefer to take control of their ads
and like to block those ads that they would prefer not to see, it has become
inevitable for the brands to make their ads customized as per the preferences
of target audiences.

This post will take you deep inte some of the critical meirics and techniques that
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ghould be used for ganging the effectiveness of advertising campaigns. So, let
us get started straight away-

12.2 What is Advertising Effectiveness?

Advertisements are the backbone of any business, and undoubtedly, brands
ghould focus on the relevant ad campaigns to optimize their reach, lead
generations, and sales.

But the question that might arige here-
How do you know if your advertising techniques are working or not?
That’s where the measurement of advertising effectiveness comes into play.

You need to measure if your advertisements are capable of meeting the
expectations and offering you good returmns on investments.

Now, this measurement technique may not be the sgame for all the brands, and
there is no rulebook here.

You can’t define a single method to solve vour query on the advertising
effectiveness.

12.3 Best Ways of Measuring Advertising Effectiveness

Measuring a few key factors of successful advertising campaigns is essential for
gauging the effectiveness of any ad campaigns. Below given factors will help
you in checking the advertising effectiveness of your brand ads-

1. Cost per new customer
What's the sole purpose of your ad? To generate sales!

So why not start from measuring cost per new customer to define ad’s
effectiveness.

You can measure it by dividing the total cost of the advertisement by new
customers that were brought through the ad. Next, the cost per new customer
and revenue per new customer is calculated.

If this revenue is mote than the cost, then your ad iz doing well. You can keep
that ad until revenue minus cost is positive.

2. Custom conversions

To measure Return on Investment — custom conversions are indeed the best
way.

Platforms like Facebook allow you to set filters of purchases through ads.

Custom conversions enable marketers in tracking and optimizing
advertisements for the conversions in the most alleviated manner, as there
would less manual code adding to your site for tracking the effectiveness.

3, Impact of the campaign

You want your ad to be seen by vour audience, but it’s net that simple. Your ad
sits at a full website or a source where there’s already tons of ads,

If your ad is not able to break through it, then it’s not performing,



Now, just by creating catchy headlines, you can get the attention, but what if
the ad is not able to make a lasting brand impact?

Hence a successful ad campaign not only drives the attention of people but also
creates a lasting brand impact.

4. Reality v/s expectations

You don’t always get what you expect, and that’s natural, but if you are not even
close to your expectations, then there’s a need to worry.

All of us expect something from our ad campaigns.

Then it would help if you found out what your ad is delivering you—shaorter the
gap between reality and expectations, better the performance of your
advertisement.

5. Check Certain metrics

You need to check specific metrics to check the advertising effectivencss of
your ad campaigns. Let us have a look at those Advertisement Metrics here and
now-

1. Click-through rate (CTR) —If vour andience is viewing your ad and not
clicking on it, then the purpose of your ad is still not fulfilled. You need
to compare the number of people who viewed your ad and the number of
people who clicked on it, If this difference is high, then your ad is not
performing well.

2. Cost per Click (CPC) —You need to compare the amount that you are
spending on an ad and the number of people who clicked on vour ad.
Again, if the difference is too high, then your ad is not performing well.

3. Cost per Acquisition (CPA) —This iz simple: You need to find out how
much you are spending to get a sale. If your expenses are higher than the
revenue, then your ad is underperforming.

4. Cost per lead (CPL) —Here, you need to find out how much lead you are
generating through vour expenses on an ad. By this, you can also fipure
out how much you need to spend on the lead generation.

Through these metrics, you can find out the effectiveness of your advertisement,
12.4 Measure different objectives to get better results on ROI

Not all the ads have the same purpose; we do agree that the end goal is
to generate revenue, but objectives are often divided. There may be
several checkpoints to get a bigger goal. You may be expecting brand
awarenhess, customer retention, engagement, and so on through your
new ad campaign. Hence you need to measure all this to get a better
idea of ROL

The type of ad also defines which of the above objectives are fulfilled.
Hence, just by looking at the revenue, you can’t always predict the
effectiveness of your advertisement. To get a broader picture, you need
to look at other factors as well.

Some of the factors that you can analyze in such cases are-
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» Finding out true reach of your ad for instance effectiveness of TV
ads can be checked by gauging the number of people watching it
at a particular time while for Digital Display Ad Reach, you can
check survey data

+ You should gauge the *‘sweet-point’ of your ad exposure, as it
talks about the exact number of impressions an advertisement
achieved before the ad gets the desired effect, and before the ad
goes through over-exposure

» Check the audience validation before finalizing your ad creatives
and media such as banner, video, image, etc.

» For tracking the performance of Digital Advertising Campaigns,
you can use UTM (Urchin Tracking Module) tags, as it will let
you track the effectiveness of organic and paid Online Ad
Campaigns in Google Analytics. UTM lets you track campaign
name, source, and medium.

12. 5 Summary

Assessing advertising effectiveness is crucial for all kinds of online as
well as offline buginesses.

While running ad campaigns for your business, it is fundamental that
you inspect the behavioral inclinations and insights of your customers.
It not only makes your advertisements more result-driven but also
ensures better retumns on your ad spend.

By checking the effectiveness of your advertising efforts, you also
safegnard yourself from wasting your efforts and money on
the strategies which are just not working. Advertising is useful in
enabling brands to optimize their reaches and lead generations,

Checking the effectiveness of advertisements assists a brand in
deciding whether their advertisements are moving ahead on the right
path where relevant audiences are being targeted, and conversion
potential is optimized.

This will empower you to gauge the qualities, shortcomings, and ROI
of your advertisements so that you can tweak them in a more
personalized and result-oriented manner.

Advertisements are the backbone of any business, and undoubtedly,
brands should focus on the relevant ad campaigns to optimize their
reach, lead generations, and sales. Measuring a few key factors of
successful advertising campaigns is essential for gauging the effectiveness of

any ad campaigns

12, 6 Test Your Progress

s  What iz Advertizing Effectiveness?



12. 7 Suggested Readings

1. Dr. S.P.Gupta, & Dr. Gaurav Sankalp , Management, Marketing Sahitya
Bhawsan Publication Agrs

2. Mamoria Joshi Mulla Marketing Management Kitab Mahal Delhi

3. Phillip Kotler Marketing Management Mc Millan Publication new Delhi
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BLOCK 1V : ADVERTISING AGENCY

In block 4 you will learn in depth about the advertising agency: management
and survival types concept importance, utility, merits and demerits. The block
also lets the learners know about reorganizing agency- process significance and
advantages. You will also get an insight into global standards of agency
fmctioning- usefulness and importance, scope and working. Apart from these,
it also highlights the importance of advertising ethics.

Unit 13 provides an insight into advertising agency: management and survival
types concept importance, utility, merits and demerits

Unit 14 deals with reorganizing agency- process, significance and advantages

Unit 15 discusses about global standards of agency fimetioning- usefulness and
importance, scope and working
Unit 16 gives you a though knowledge about advertising ethics
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UNIT 13 ADVERTISING AGENCY

Unit Structure

13.0 Objectives

13.1 Introduction

13.2 What advertising agency do?

13.3 What are the types of advertising agencies?
13.4 Summary

13.5 Test your progress

13. 6 Suggested Readings

13.0 Objectives

After completing this unit you will be able to:
» Leamn in depth about advertising agency do
» Understand the concepts about the types of advertising agencies

13.1 Introduction

An advertiging agency is a business that helps ity clients with their
advertisements and other marketable material to promote an image, product or
business. Professionals working at an agency can meet with their clients to
determine their advertising needs. From there, they can develop plans based on
the guidelines of the client or collaborute with the client for their advertising
plans. Some agencies offer clients a full service, which includes everything a
client may require when advertising or agencies can focus on a specialty area,
such as social media.

13.2 What advertising agency do?

The services an advertising agency can offer can vary depending on its area of
specialtics. The general duties of an ad agency can include creating
advertisement plans, print or digital, planning how te execute the project and
communicating with the client for their guidance and approval of a campaign.
Professionals working in an agency may alzo work under tight deadlines if the
client requests last-minute changes to make to the campaign. These agencies are
also responsible for the quality assurance of the campaigns. After ensuring the
advertisement campaign is up to the client's standards, the agency delivers the
final product to the client, cither with a digital file or with tangible print goods.
An agency may also monitor how a campaign is performing and report the
results back to their client. This can give them a sign of what to improve next
time and what's working effectively for the client and consumers.

13.3 What are the types of advertising agencies?

Here's a list of 10 different types of advertising agencies for you to explore:
1. Full-service advertising agencies
Full-service advertising agencies offer a wide variety of advertising services to
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its clients, with both traditional and digital options. Clients may choose this type
of agency when they desire several advertising options for their brand.
Advertisers may choose to work at this agency if they're skilled in an assortment
of advertisement akills and enjoy switching between tasks for campaigns. For
gxample, in one campaign, a professional may work on the traditional
advertisement and in another campaign, the professional may work on the
digital deliverables. Here are some options a full-service advertising agency
may offer to clients:

Televigion advertisements

Advertisament campaigns

Content creation

Search engine optimization (SEQ)

Graphic design

Social media management

Radio advertisements

Web development

2. Digital advertising agencies

Digital advertising agencies offer advertising services online. Clients may
choose this agency when they only desire to have digital advertisements rather
than tengible advertising goods. Professionals may choose to work at this
agency when they're passionate about digital advertisement and their strengths
are in this area. Other professionals, other than advertisers, can work in this

agency, including copywriters, videographers and photographers. Here are
some services a digital advertising agency can offer:

+ SEO
+ Email marketing
*  Account-based marketing
s Social media marketing
»  Website design and marketing
« Content marketing
¢ Lead generation
3. Traditional advertising agencies

Traditional advertiging agencies offer clasgic styleg of advertising for clients.
Clients may choose this agency when they're advertizing their business to the
local area. Professionals may choose to work at this agency if they have a
passion for implementing traditional advertigsing strategies into campaigns for
clients. Some setvices a traditional advertizing agency can offer to its clients
inchude:

# Billboard advertisements
s Postcard mail advertisements



+ Television commercial advertisements

= Newspaper advertisements

# Radio advertisements

s Magazine advertisemenis
4, Social media advertising agencies
Social media advertising agencies offer its clients social media-focused
advertising. You may choose to work in this agency if you're a content creator or
have significant knowledge of social media to help optimize accounts for
clients. Clients may choose to have this agency help them with their advertising
if they desire an increase in their social media engagement or more traffic going
to their website through their social media accounts. Professionals work with
their clients to ensure the advertising strategy aligns with their business
strategies. Here are some services this agency can offer their clients:

+ FEstablish social media advertisement optimization

e Design profiles

+ Write blog posts

*= Produce videos

« Create content

s Write captions
5, Creative boutiques
Creative boutiques offer a variety of creative design options for its clients based
on their needs. This type of agency allows clients to monitor how their campaign
is performing on their own. A creative boutique alse allows clients the ability
to choosze where they place their advertisements. For example, they can choose
to place them as an online banner on third-party websites or as sponsored social
media posts. A client may choose this agency when they lack creative
professionals to produce the desired content Professionals may choose to work
at a creative boutique because they can create the content and give the analytical
portion to the client. Some services this agency can offer its clients include:

s Building an online community

# (Creating content, such as social media posts, blog posts or videos

» Planning campaign strategies
6. Media buying agencies
Media buying agencies work with their clients to choose the best location to
place their advertising material. This can include deciding where most
consumers may view the material and who is more likely to act on the
advertisement when they see it. In this agency, it can include both digital and
print campaigns. For example, if a client has a television advertisement for their
small pizza shop business, a professional at this agency may suggest placing the
television advertisement on a local channel during the news slot.This can help
ensure several individuals in the area are viewing the advertisement for their
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new local pizza establishment to try.Related: 6 Types of Advertising Media and
How Te Measure Their Impact

7. Public relations advertising agencies

Public relations (PR) advertising agencies help their clients enhance and
maintain their public image. The public image can include the company, its
employees and the CEQ. A PR advertisement agency can work with companics
to featnre their business in the news, local or digital commmmity and other
industry websites. Clients may choose to use a PR advertising agency to
improve the public image of their brand or increase public awareness about
them. Profcssionals may cheose to work at this agency because they're
passionate  about public relations and  collaborating — with
brands, Related: Advertiging vs, Public Relations (PR); 5 Key Differences

8. Brand advertising agencies

Brand advertizing agencies offer a specialty in branding for clients. Branding is
a company's name, logo, colors and overall design that differentiates them from
other companies. The goal of branding is to make it recognizable and
memorable for consumers to recall. Professionals working at these agencics
conduct brand and industty research to determine an effective plan for a brand.
Clients may choose this agency when they're starting a new business or wanting
a rebranding of their existing business. Professionals may choose to work here
because they're creative and have a passion for creating brand identities for
clients.Some scrvices a brand advertising agency may offer their clients include:

* Logo designs
+ Signage
¢ Brand name development
s Color palettes
9. In-house advertising agencies

In-house advertising agencies are agencies that operate within an existing
company, This means the agency exists to operate for a single client, which is
the company that owns them. For example, a multi-national clothing company
has created its own advertising agency in the office to focus on creating an
advertising campaign for the clothing company. Clients may choose this
because it saves them money from cutsourcing the work.

10. Interactive advertising agencies

Interactive advertising agencies are like digital advertising agencies, but it
focuses on the consumer interacting with the advertisement online. For
example, a client may request to send their advertisement to mobile phones as
personal messages if the consumer opts into the messages. This 18 interactive to
the consumer because it comes to their phone, often with a link they can click
on and follow to the website. Clients may choose this advertiser to increase their

online engagement and encourage consumers to click on the advertisements that
redirect them to their site.

13.4 Summary

An advertising agency is a business that helps its clients with their
advertisements and other marketable material to promote an image, product or



business. Professionals working at an agency can meet with their clients to
determine their advertising needs. From there, they can develop plans based on
the guidelines of the client or collaborate with the client for their advertising
plans. Some agencies offer clients a full service, which includes cverything a
client may require when advertising or agencies can focus on a specialty area,
such as social media.

The services an advertising agency can offer can vary depending on its arca of
specialtiecs. The general duties of an ad agency can include creating
advertiscment plans, print or digital, planning how to execute the project and
communicating with the client for their guidance and approval of a campaign.
Professionals working in an agency may alse work under tight deadlines if the
client requests last-minute changes to make to the campaign. These agencies are
also responsible for the quality assurance of the campaigns. After ensuring the
advertisement campaign is up to the client's standards, the agency delivers the
final product to the client, either with a digital file or with tangible print goods.
An agency may also monitor how a campaign is performing and report the
results back to their client. This can give them a sign of what to improve next
time and what's working effectively for the client and consumers.

13.5 Test your progress

13.2 What advertising agency do?

13. 6 Suggested Readings

1. Dr. 8.P.Gupta, & Dr. Gaurav Sankalp , Management, Marketing Sahitya
Bhawan Publication Agrs

2. Mamoria Joshi Mulla Marketing Management Kitab Mahal Delhi
3. Phillip Kotler Marketing Management Mc Millan Publication new Delhi
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UNIT 14 : REORGANIZING AGENCY

Unit Structure

140 Objectives

14,1 Introduction

142 Why does a marketing department reorganize?

14.3 Who should guide the marketing department reorganization?

14.4 Types of reorganization

14,5 How do consulting firms help with marketing department
reorganization?

14.6 How to do a marketing department reorganization step-by-
step?

14,7 Case studies about brands with results from a marketing
department reorganization

14. 8 Summary

14. 9 Test Your Progress

14.10 Suggested Readings

14.0 Objectives

After completing thig unit you will be able to:
» Leam in depth about market department reorganisation
» Understand the concepts about types of reorganisation
» Know about the importance of marketing department reorganization
step-by-step
» Leam about the consulting firms help with marketing department
reorganization

14.1 Introduction

A marketing department reorganization can mean different things to different
companies, but geme commonalities exist. A reorganization often involves
creating new roles and responsibilities and redistributing tasks
among team members. It can also involve changes to how work is done, such
as moving from a project-based to a task-based system,

A marketing department reorgenization can be a great way to improve
efficiency and maximize productivity. You can create a smooth-tunning
machine that produces amazing results by assessing your team’s strengths and
weaknesses and developing a plan that best utilizes evervone’s skills. Need help
Eetting started?

14,2 Why does a marketing department reorganize?

There are several reasons you want to reorganize your marketing department,



Maybe profits are down, and you need to find ways to cut costs. Maybe the team
is siruggling to keep up with the demands of current projects. Or maybe you
feel you could tun more efficiently.

Whatever the reason, a marketing department reorganization can be a great way
to improve productivity and efficiency.

You can create a smooth-running machine that produces amazing results by
assesging your team’s strengths and weaknesgses and developing a plan that best
utilizes everyone’s skills. Need help getting started? Check out this article for
tips on successfully reorganizing your marketing department!

143 Who should guide the marketing department
reorganization?

Who should vou turn to for guidance if vou want to reorganize
vour marketing department or an accountant? A tax specialist? Both
professionals can help navigate complex accounting and tax laws, but they may
not be well-versed in marketing principles.

A better option would be to consult a marketing expert. Someone with years of
expericnce in the ficld and a deep understanding of how {o make
your marketing department run like a well-oiled machine. That's where we
come in! At our company, we have years of experience helping businesses just
like yours improve their marketing ROL

14.4 Types of reorganization

There are several types of a marketing department reorganization, but most can
be divided into two categories: project-based and task-based.

Project-based reorganization is when work is organized by project. Team
members are assigned to specific projects and are responsible for completing all
tasks related to that project. This type of reorganization is common in smaller
companies where there isn’t encugh work for everyone to be constantly busy.

Task-based reorganization is when work is organized by task, Team members
ate given a list of tagks to complete, and they can choose which tasks they want
to work on. This type of reorganization i2 common in larger companies
where team members have various skillg and can be assigned various tasks.

Both types of reorganization have pros and cons, 50 choosing the one that best
suits your company’s needs is important.

145 How do consulting firms help with marketing department
reorganization?

Consulting firms can be a great resource regarding marketing department
reorganization, They have years of experience in the ficld and a deep
understanding of how to make your marketing department run like a well-oiled
machine,

They can help assess your team’s strengths and weaknesses and develop a plan
that best utilizes everyone’s skills. They can also guide new roles and
responsibilities and change how work is done.
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If you’re considering reorganizing your marketing depatttnent, a consulting
firm is a great start. They can help you navigate the complex accounting and tax
laws, and they’ll have tons of helpful advice on how to improve your
marketing ROL Contact us today for mare information!

14.6 How to do a marketing department reorganization step-by-
step?

Doing a marketing department recrganization can seem daunting, but with
carcful planning and execution, it can be a smooth transition. You’ll want to
start by assessing your teamn’s strengths and weaknesses, then develop a plan
that best utilizes evervone’s skills. You'll also need to create new roles and
responsibilities and ensure all the necessary tools and resources are in place.
You can run your marketing department like a well-oiled machine with little
effort!

Step 1: Assess your team’s strengths and weaknesses,

The first step in reorganizing your marketing department is to assess your
team’s strengths and weaknesses. This will give vou a good starting point for
creating new roles and responsibilities. Take some time to sit down with your
team and brainstorm what everyone’s strengths and weaknesses are. Once you

have a good understanding of everyone’s skills, you can start developing a plan
that best utilizes everyone’s talents.

Step 2: Develop a plan that best utilizes everyone’s gkills

Now that you know your team’s strengths and weaknesses, it’s time to develop
a plan that best utilizes evervone’s skills. Utilizing everyone’s strengths will
help create 8 well-rounded team that can handle any sitpation that comes their
way. You'll also want to consgider creating new roles and responsibilities that
better fit each team member’s skill set. This will ensure that everyone is working
to their fullest potential and that your marketing department runs as efficiently
as possible,

Step 3: Create new roles and responsibilities

Once you have a plan, it’s time to start creating new reles and responsibilities.
This is where you'll need to get creative and think outside the box, You may
need to create entirely new positiong or simply adjust existing ones. Either way,
it’s important to tailor the roles and responsibilities to fit cach team member’s
gkill set. This will ensure that everyone can contribute meaningfully and that
your marketing department is running smoothly.

Step 4: Ensure all the necessary tools and resources are in place.

The final step in reorganizing your marketing department is ensuring all the
necessary tools and resources are in place. This includes your team’s budgeting,
software, and other materials to succeed. Without these 100ls, your team will
likely struggle to meet its goals. Ensure you have everything tsken care of
before you begin the reorganization process so your team can hit the ground
rmning,

A marketing department reorganization can be a smooth transition with careful
planning and execution.



By taking the time to assess your team’s strengths and weaknesses, develop a
plan that best utilizes everyone’s skills, and create new roles and
responsibilities, you can ensure that vour marketing department is running like
a well-oiled machine.

14.7  Case studies about brands with results from a marketing
department reorganization

To successfully reorganize your marketing department, it*s important to look at
case studies of brands that have undergone a similar process. By studying the
successes and failures of other companies, you can learn what to do — and what
not to do — during your reorganization,

One brand that successfully revamped its marketing department was Coca-Cola.
After realizing that its marketing efforts were no longer resonsting with
consumers, the company restructured its team to be more agile and innovative.
The new team was divided into four main areas: brand
communications, customer insights, commercial strategy, and innovation. This
reorganization allowed Caca-Cola to understand its customers better and create
campaigns that appealed to them. As a result, the brand’s market share increased
by 2%.

Another brand that saw success after restructuring its marketing department was
Ford. To become more customercentric, Ford created a new team called
“Consumer Experience.” This team was responsible for developing customer
ingights, creating an engagement strategy, and overseeing execution, The results
of thisg reorganization were impressive; Ford’s market share increased by 6%,
and its operating income grew by $2 billion.

While both Coca-Cola and Ford had successful marketing department
reorganizations, it’s important to note that not every company is guaranteed
success. Yahoo is a prime example of 2 company that failed miserably after
restructuring its marketing department. To become more like Google, Yahoo
created the “Strategic Development Group,” responsible for developing
innovative products and services. However, this group was unsuccessfil due to
a lack of direction and unclear chjectives. As a result, Yahoo’s market share
decreased by 23%.

So what can we learn from these case studies?
Here are some key takeaways:

1. Assess your team’s sirengths and weaknesses before restructuring
your marketing department. Thizs will help you develop a plan that
utilizes everyone’s skills effectively.

2. Create new roles and responsibilities within your department to ensure
all necessary tasks are completed.

3. Make sure you have the neceasary tools and resources before starting the
reorganization process. This will help avoid any disruptions during the
transition period.

4. Be patient; restmcturing your marketing department can be daunting,
but with careful planning and execution, it can be a smooth transition!
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When it comes to marketing, most brands struggle with how to be agile and
innovative.

You need an agile and innovative team to keep up with the ever-
changing marketing landscape. This can be hard to achieve if your team is stuck
in their ways.

Reorganize your marketing department by dividing it into four main arcas:
brand communications, customer insights, commercial strategy, and innovation.
This will allow your team to understand your customers better and create

campaigns that appezal to them. As a result, your brand's market share will
increase)

14. 8 Summary

A marketing department reorganization can mean different things to different
companies, but some commonalities exist. A reorganization often involves
creating new roles and respomnsibiliies and redistributing tasks
among team members. It can also involve changes to how work is done, such
as moving from a project-based to a task-based system.

Consulting firms can be a great resource regarding marketing department
reorganization. They have years of experience in the field and a deep
understanding of how to make your marketing department run like a well-oiled
machine.

They can help assess your team’s strengths and weaknesses and develop a plan
that best utilizes everyone’s skills. They can also guide new roles and
responsibilities and change how work is done.

14. 9 Test Your Progress

1. Why does a marketing department recrganize?

2. Who should guide the marketing department reorganization?

3. What are different types of reorganization?

4, How do consulting firms help with marketing department
reorganization?

5. How to do a marketing department reorganization step-by-step?
6. Mention the Case studies about brands with results from a
marketing department reorganization

14.10 Suggested Readings

1. Dr. S.P.Gupta, & Dr. Gaurav Sankalp , Management, Marketing Sahitya
Bhawan Publication Agrs

2. Mamoria Joshi Mulla Marketing Management Kitab Mahal Delhi
3. Phillip Kotler Marketing Management Mc Millan Publication new Delhi



UNIT 15: GLOBAL STANDARDS OF AGENCY
FUNCTIONING

Unit Structure

15.0 Objectives

15.1 Introduction

15.2 History

15. 3 Early standards organizations

15.4 Intemational standards associations
15.5 Overview

15.6 International standards organizations
15.7 Regional gtandards organizations
15.8 National standards bodies

15.9 Standards developing organizations (SDOs)
15.10 Scope of work

15.11 Standards distribution and copyright
15.12 Summary

15.13 Test your Knowledge

15.14 Further readings

15.0 Objectives

After completing this unit you will be able to:
» Learn in depth about Early standards organizations
» Understand the concepts about Intemational standards associations
» Know about the importance of National standards bedics
> Leam about the Standards developing organizations (SDOs)

15.1 Introduction

A standards organizaton, standards body, standards dewveloping
organization {(SD0), or standards setting organization (880) is an organization
whose primary function is developing, coordinating, promulgating, revising,
amending, reissuing, interpreting, or otherwise producing technical standards to
address the needs of a group of affected adopters. Put another way, such an
organization works to create uniformity across producers, consumers,
government agencies, and other relevant parties regarding terminology, product
specifications (e.g. size, including units of measure), protocols, and more, Itg
goals could include ensuring that Company A's external hard drive works on
Company B's computer, your blood pressure measures the same with Company
C's sphygmomanometer as it does with Company D's, or that all shirts that
should not be ironed have the same icon (an iron crossed cut with an X} on the
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label.

Most standards are voluntary in the sense that they are offered for adoption by
people or industry without being mandated in law. Some standards become
mandatory when they are adopted by regulators as legal requirements in
patticular domains, often for the purpose of safety or for consumer
protection from deceitful practices.

The term formal siandard refers specifically to a specification that has been
approved by a standards setling organization, The term de jure standard refers
to a standard mandated by legal requirements or refers generally to any formal
standard. In contrast, the tetm de facte standard refers to a specification (or
protocol or technology) that has achieved widespread use and acceptance —
often without being approved by any standards organization {or receiving such
approval only after it already has achieved widespread use). Examples of de
facto standards that were not approved by any standards organizations (or at
least not approved until after they were in widespread de facto use) include
the Hayes command set developed by Haves, Apple's TrueType fout design and
the PCL protocol used by Hewlett-Packard in the computer printers they
produced.

Normally, the term standards organization is not used to refer to the individual
parties participating within the standards developing organization in the
capacity of founders, benefactors, stakeholders, members or contributors, who
themselves may function as the standards organizations.

15.2 History

Standardization
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Graphic representation of formmulae for the pitches of threads of screw bolts

The implementation of gtandards in industry and commerce became highly
important with the onget of the Industrial Revolution and the need for high-
precigion machine tools and interchangeable patts. Henry Maudslay developed
the first industrially practical screw-cutting lathe in 1200, which allowed for the
standardization of screw thread sizes for the first time.

Maudslay's work, as well as the contributions of other engineers, accomplished



a modest amount of industry standardization; some companies’' in-house
standards spread a bit within their industries. Joseph Whitworth's screw thread
measurements were adopted as the first (unofficial) national standard by
companies around the country in 1841. It came to be known as the British
Standard Whitworth, and was widely adepted in other countries.

15. 3 Early standards organizations

By the end of the 19th century differences in standards between companies was
making trade increasingly difficult and strained. For instance, an iron and steel
dealer recorded his displeasure in The Times: "Architects and engineers
generally specify such unnecessarily diverse types of sectional material or given
work that anything like economical and continuous menufacture beccmes
impossible. In this country no twe prefessional men are agreed upon the size
and weight of a girder to employ for given work".

The Engincering Standards Committee was established in London in 1901 as
the world’s first national standards beody. It subsequently extended its
standardization work and became the British Engincering Standards
Association in 1918, adopting the name British Standards Institution in 1931
after receiving its Royal Charter in 1929. The national standards were adopted
universally throughout the country, and enabled the markets to act more
rationally and efficiently, with an increased level of cooperation.

After the First World War, similar national bodies were established in other
countries. The Deutsches Institut fiir Normung was set up in Germany in 1917,
followed by its counterparts, the American National Standard Institute and the
French Commission Permanente de Standardisation, both in 1918.

International organizations

Several international organizations create international standards, such
as Codex Alimentarius in food, the World Health Organization Guidelines in
health, or ITU Recommendations in ICT and being publicly funded, are freely
available for consideration and use worldwide.

15.4 International standards associations

In 1904, Crompton represented Britain at the Louisiana Purchase
Exposition in St. Louis, Missouri, as part of a delegation by the Institute of
Electrical Engineers, He presented a paper on standardization, which was so0
well received that he was asked to look into the formation of a commission to
oversee the process. By 1906 his wotk was complete and he drew up a
permanent terms for the International Electrotechnical Commission [¥] The body
held its first meeting that year in London, with representatives from 14
countries. In honour of his contribution to electrical standardization, Lord
Kelvin was elected as the body's first President.
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Memorial plaque of founding ISA in Prague

The International Federation of the National Standardizing Associations (ISA)
was founded in 1926 with a broader remit to enhance international cooperation
for all technical standards and specifications. The body was suspended in 1942
during World War II.

After the war, ISA was approached by the recently formed United Nations
Standards Coordinating Committec (UNSCC) with a proposal to form a new
global standards body. In October 1946, ISA and UNSCC delegates from 25
countries met in London and agreed to join forces to create the new International
Organization for Standardization (ISO); the new organization officially began
operations in February 1947.

15.5 Overview

Standards organizations can be classified by their role, position, and the extent
of their influence on the local, national, regional, and glebal standardization
arena.

By geographic designation, there are international, regional, and national
standards bodies (the latter often referred to as NSBs). By techmology or
industry designation, there are standards developing organizations (SDQOs) and
also standards setting organizations (880%) also known as consortia. Standards
organizations may be governmental, quasi-governmental or non-governmental
entities. Quasi- and non-governmental standards organizations are often non-
profit organizations.

15.6 International standards organizations

The British Standards Institution building as it appeared in 1997
Broadly, an international standards organization develops international



standards. (This does not necessarily restrict the use of other published
standards internationally.)

There are many international standards organizations. The three largest and
most well-established such organizations are the International Organization for
Standardization, the International Electrotechnical Commission, and
the International Telecommunication Union (ITU), which have each existed for
more than 50 years (founded in 1947, 1906, and 1865, respectively) and are all
based in Geneva, Switzerland. They have established tens of thousands of
standards covering almost every conceivable topic. Many of these are then
adopted worldwide replacing varicus incompatible "homegrown" standards.
Many of these standards are naturally evolved from those designed in-house
within an industry, or by a particular country, while others have been built from
scratch by proups of experts who sit on various technical committees (TCs).
These three organizations together comprise the World Standards
Cooperation (WSC) alliance.

ISO is composed of the national standards bodies (NSBs), one per member
economy. The IEC is similarly composed of national committees, one per
member economy. In some cases, the national committee to the IEC of an
economy may also be the [SO member from that country ot economy. ISO and
IEC are private international orpanizations that are not established by any
international treaty. Their members may be non-governmental organizations or
governmental agencies, as selected by ISO and IEC (which are privately
established organizations).

The ITU is a treaty-basged organization established as a permanent agency of
the United Natiens, in which governments are the primary members, although
other organizations (such as non-gevernmental organizations and individual
companies} can also hold a form of direct membership status in the ITU as well.
Another example of a treaty-based international standards organization with
government membership is the Codex Alimentarius Commission.

— B H B i | 1 | ‘.
Associacio Brasileira de Normas Técnicas building, as seen in 2014

In addition to these, a large variety of independent international standards
organizations such as the ASME, the ASTM Internaticnal, the International
Commisgion on Illumination (CIE), the IEEE, the Internet Engineering Task
Force (IETF), SAE International, TAPPL, the World Wide Web
Consortiym (W3C), and the Universal Postal Union (UPU} develop and publish
standards for a variety of international uses. In many such cases, these
international standards organizations are not based on the principle of one
member per country. Rather, membership in such organizations is open to those
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interested in joining and willing to agree to the organization's by-laws — having
cither organizational/corporate or individual technical experts as members.
The Airlines Electronic Engineering Committee (AEEC) was formed in 1949
to prepare avionics system engineering standards with other aviation
organizations RTCA, EURQCAE, and ICAO. The standards are widely known
as the ARINC Standards.

15.7 Regional standards organizations

Regional standards bodies also exist, such a5 the Eurcpean Committee for
Standardization (CEN), the European Committee for Electrotechnical
Standardization (CENELEC), the Buropean Telecommunications Standards
Institute (ETSI), and the Institute for Reference Materials and
Mecasurements (IRMM) in Europe, the Pacific Arca Standards
Congress (PASC), the Pan American Standards Commission (COPANT),
the African Organisation for Standardisation (ARSOQ), the Arabic indusirial
development and mining organization (AIDMO), and others.

In the European Union, only standards created by CEN, CENELEC, and ETSI
are recegnized as European standards (according to Regulation (EU) No
1025/2012010), and member states are required to notify the Buropean
Commission and each other about all the draft technical regulations concerning
ICT products and services before they are adopted in national law.['*] These
rules were laid down in Directive 98/34/EC with the goal of providing
transparency and control with regard to technical regulations.[?]

Sub-regicnal standards organizations also exist such as
the MERCOSUR Standardization Association (AMN), the CARICOM
Regional Organisation for Standards and Quality (CROSQ), and the ASEAN
Consultative Commitiee for Standards and Quality (ACCSQ), EAC East Africa
Standards Commitiee www.eac-quality.net, and the GCC Standardization
Organization (GSO) for Arab States of the Persian Gulf.

15.8 National standards bodies

In general, each country or economy has a single recognized national standards
body (NSB). A national standards body is likely the sole member from that
economy in ISO; ISO currently has 161 members. National standards bodies
usually do not prepare the technical content of standards, which instead is
developed by national technical societies.

Example naticnal standards bodies
Organization Initials Country

American National Standards Institute ANSI United States

Asociacién Espafiola de Normalizacidén ¥
Certificacién, Spanish Association for | AENOR | Spain
Standardization and Certification



Example national standards bodies

Organization

Association Frangaise de Normalisation,
French Association for Standardization

' Badan Standardisasi Nasienal
| Bangladesh Standards and Testing Institution
lBrazilian National Standards Organization
British Standards Institution
Bulgarian Institute for Standardization

Burcau voor Normalisatic/Bureau de

Normalisation

Burean of Indian Standards

| Burean of Standards Jamaica
Direccion General de Normas
Deutsches Institut fiir Normung

Eesti Standardimis- ja Akrediteerimiskeskus,
Estonian Centre for Standardization

Ente Nazionale Italiano di Unificazione

Euro-Asian Council for
Metrology and Certification

Finnish Standards Association

Institut Luxembourgeois de la normalisation,
de I’ Accréditation, de la Sécurité et qualité des

produits

Luxembourg Institute for Standardization,
Accreditation, Security,

Standardization,

and Quality of

Initials

AFNOR

BSN
BSTI

ABNT

BSI

BDS

BIS

BSJ

DGN

DIN

EVS

GOST

SFS

ILNAS

Country

France

Indonesia

| Bangladegh

Brazil

United
Kingdom

Bulgaria

Belgium

India
Jamaica

Mexico

Germany

Estonia

Italy

Russia (Soviet
Union)

Finland

Luxembourg
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Example national standards bodies

Organization Initials Country
Products and Services

mg?m;rgenuno de Normalizacién y IRAM Argenkinn
Institito Colombiano de Normas Técnicas y

Certificacién, Colombian Instilnte of | ICONTEC | Colombia
Technical Standards and Certification

Japanese Industrial Standards Committee JISC Japan
Koninklijk Nederlands Normalisatie Instituut | NEN Netherlands
Korean Agency for Technology and Standards | KATS South Korea
gdm S;ﬁbﬁyoﬁngjn Testiilet, Hungarian MSZT tangary
Rommanian Standards Association - |ASRO | Romasia
South Affican Bureaun of Standards SABS South Affica
Standardization Administration of China SAC China
Standards Council of Canada SCC Canada
Standards New Zealand SNZ New Zealand
Standards Norway SN Norway
Standards Organisation of Nigeria SON Nigeria
Swedish Standards Institute SIS Sweden
Swiss Association for Standardization SNV Switzerland
Turkish Standards Institution TSE Turkey
Standards Australia SAI Australia




Example national standards bodies

Organization Initials Country
| Jabatan Standard Malaysia DSM | Malaysia
Instituto Portugués da Qualidade, Portugusse PQ P 1

Institute for Quality

NSBs may be cither public or private sector organizations, or combinations of
the two. For example, the Standards Council of Canada is a Canadian Crown
Corporation, Direccion General de Normas is a governmental agency within the
Mexican Ministry of Economy, and ANSI is a 501(cX3) non-profit U.S.
organization with members from both the private and public sectors.
The National Institute of Standards and Technology (NIST), the U.S.
povernment's standards agency, cooperates with ANSI under a memorandum of
understanding to ceollaborate on the United States Standards Strategy. The
determinates of whether an NSB for a particular economy is a public ot private
sector body may include the historical and traditional roles that the private
sector fills in public affairs in that economy or the development stage of that
economy.

15.9 Standards developing organizations {(SDQOs)

A national standards body (NSB) gencrally refers to one standardization
otganization that is that country’s member of the ISO. A standards developing
organization {8DQ) is one of the thousands of industry- or sector-based
standards organizations that develop and publish industry specific standards.
Some economies feature only an NSB with no other SDOs. Large economies
like the United States and Japan have several hundred SDOs, many of which
ar¢ coordinated by the central NSBs of cach country (ANSI and JISC in this
case). In some cases, international industry-based SDOs such as the CIE,
the IEEE and the Audio Engineering Society {AES) may have direct liaisons
with intermational standards organizations, having input to international
standards without going through a national standards body. SDOs are
differentiated from standards setting organizations {(SS0s) in that SDOs may be
accredited to develop standards using open and transparent processes.

15.10 Scope of work

Developers of technical standsrds are generally concerned with interface
standards, which detail how products interconnect with each other, and safety
standards, which established characteristice ensure that a product or process is
safe for humans, animals, and the environment. The subject of their work can
be narrow or broad. Another area of interest is in defining how the behavior and
performance of products is measured and described in data sheets.

Overlapping or competing standards bodies tend to cooperate purposefully, by
seeking to define boundaries between the scope of their work, and by operating
in a hicrarchical fashion in terms of national, regional and international scope;
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international organizations tend to have as members national erganizations; and
standards emerging at national level (such as BS 5750) can be adopted at
regional levels (BS 5750 was adopted as EN 29000} and at international levels
(BS 5750 was adopted as ISO $000).

Unless adopted by a government, standards carry no force in law, However,
most jutisdictions have truth in advertising laws, and ambiguities can be
reduced if a company offers a product that is "compliant” with a standard.

Standards development process

When an organization develops standards that may be used openly, it is common
to have formal rules published regarding the process. This may include:

s  Who is allowed to vote and provide input on new or revised standards
+ What is the formal step-by-step process

» How are bias and commercial interests handled

+ How negative votes or ballots are handled

= What type of consensus is required

Though it can be a tedious and lengthy process, formal standard setting is
essential to developing new technologies. For example, since 1865, the
telecommunications industry has depended on the ITU to establish the
telecommunications standards that have been adopted worldwide. The ITU has
created numerous telecommunications standards including telegraph
specifications, allocation of telephone numbers, interference protection, and
protocels for a variety of communications technologies. The standards that sre
created through standards orgamizations lead to improved product quality,
ensured interoperability of competitors’® products, and they provide a
technological baseline for future research and product development. Formal
standard setting through standards organizations has numerous benefits for
consumers including increased innovation, multiple market participants,
reduced production costs, and the efficiency effects of product
interchangeability.

15.11 Standards distribution and copyright

Some standards — such as the SIF Specification in K12 education — are managed
by 2 non-profit organizations composcd of public entitics and private cntitics
working in cooperation that then publish the standards under an open license at
no charge and requiring no registration.

A technical library at a university may have copies of technical standards on
hand. Major libraries in large citics may alse have access to many technical
standards.

Some users of gtandards mistakenly asgume that all standards are in the public
domain. This assumption is correct only for standards produced by the central
governments whose publications are not amenable to copyright or to
organizations that issue their standard under an open license. Any standards
produced by non-governmental entities remain the intellectual property of their
developers (unless specifically designed otherwise) and are protected, just like



any other publications, by copyright laws and international treaties. However,
the intellectnal property extends only to the standard itself and not to its use.
For instance if a company sells a device that is compliant with a given standard,
it is not liable for further payment to the standsrds organization except in the
special case when the organization holds patent rights or some other ownership
of the intellectual property described in the standard,

It is, however, liable for any patent infringement by its implementation, just as
with any other implementation of technology. The standards organizations give
no guarantees that patents relevant to a given standard have been identified. ISQ
standards draw attention to this in the foreword with a statement like the
following: "Attention is drawn to the posgibility that some of the elements of
thiz document may be the subject of patent rights. ISO and IEC shall not be held
responsible for identifying any or all such patent rights".['*] If the standards
organization is aware that parts of a given standard fall under patent protection,
it will often require the patent holder to agrec to Reasonable and non-
discriminatory licensing before including it in the standard. Such an agreement
is regarded as a legally binding contract, as in the 2012 case Microsoft v.
Motorola.

15.12 Summary

The ever-quickening pace of techmology evolution is now more than ever
affecting the way new standards are proposed, developed and implemented.

Since traditional, widely respected standards organizations tend to operate at a
slower pace than technology cvolves, many standards they develop are
becoming less relevant because of the inability of their developers to keep
abreast with the technological innovation. As a result, 8 new class of standards
setters appeared on the standardization arena: the industry consortia or standards
setting organizations (850s). Despite having limited financial resources, some
of them enjoy truly international acceptance. One example is the Warld Wide
Web Consortium (W3C), whose standards for HTML, CSS, and XML are used
universally. There are also community-driven associations such as the Internet
Engincering Task Force (IETF), a worldwide network of veluntecrs who
collaborate to set standards for lower-level software solutions.

Some industry-driven standards development efforts don't even have a formal
organizational structure. They are projects funded by large corporations.
Among them are the OpenDffice.ore, an Apache Software Foundation-
sponsored international community of volunteers working on an open-
standard software that aims to compete with Microsoft Office, and two
commercial groups competing fiercely with each other to develop an industry-
wide standard for high-density optical storage.

15. 12 Test Your Progress

1. What are Early standards organizations

2. Explain the International standards associations
3. What ate the Internationsal standards organizations
4. What are the Regional standards organizations
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5. Explain the National standards bodies
6. Explain the Standards developing organizations (SDOs)
7. Explain Stendards distribution and copyright

15.13 Suggested Readings

1. Dr. S.P.Gupta, & Dr. Gaurav Sankalp , Management, Marketing Sahitya
Bhawan Publication Agrs

2. Mamoria Joghi Mulla Marketing Management Kitab Mahal Delhi
3. Phillip Kotler Marketing Management Mc Millan Publication new Delhi



UNIT 16 : ADVERTISING ETHICS

Unit Structure

16.0 Objectives

16.1 Advertising Ethics

16.2 Meaning of advertising Ethics

16.3 Meaning of Ethics

16.4 Meaning of Congumer Protection

16.5 Uncthical Practises

16.6 Guidelines Laid By IAE & ASCI

16.7 Self Regulation and Consumer Protection Laws
16.8 Laws Pertaining To Consumer Protection

16.0 Objectives

After completing this unit you will be able to:

Learn in depth about Advertising Ethics

Understand the concepts about Meaning of advertising Ethics

Know about the importance of Meaning of Consumer Protection

Learn about the Unethical Practises

Have an in depth knowledge about the Guidelines Laid By IAE & ASCI
¥» Get to know about the Self Regulation and Consumer Protection Laws

Y VV ¥V Y

16.1. Advertising Ethics

In today’s competitive, globalised and liberalized market, it is fiee for all
advertisers to publish anything which now and then after the exploitative practices
to battle the challenge among various brands. For a long time, the advertising
business has rehearsed and advanced deliberate self-guideline. Most sponsors and
media perceive the significance of keeping up buyer trust and certainty. The hover
of self~guideline in advertising is enlarging step by step. Indeed, even the code of
motals drawn up by the Advertising Standards Council of India (ASCI) has not had
a lot of sffects since it doesn’t give answers for sach exploitative practice.

16.2 Meaning of advertising Ethics

Advertising is a method for correspondence with the clients of an item or
administration. Commercials are messages paid for by the individuals who send
them and are planned to eduocate or impact individuals who get them, as
characterized by the Advertising Association of the UK. In this day and age,
advertizing wutilizes each potential media to get its message through, It does this by
means of TV, print (papers, magazines, diaries and so on), radio, press, web, direct
selling, hoardings, mailers, challenges, sponsarships, notices, garments, occasions,
hues, sounds, visuals and even endorsements.

The advertising industry consists of companies that are hired by companies who
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want to advertise their product and often asked to make advertisements that directs
the viewer's attention to the advertisement and in return of humengous money
charged these advertisers add some “MAGIC MASALA™ to the product which
sometimes affects the sale of the no demanded product resulting in demand from
zero to infinity. Sometimes these advertisements are directed to a specific group
such as children or some peer groups. Some unethical practices are often followed
by advertisers like adding unnecessary claims to a specific product.

E.g. An advertisement poriraying that underwear can manage to get vou a girlfriend
and gitlg are attracted to you after watching thig some consumers must have really
tried but sadly after trving they will be under dilemma that they have been cheated,
these companies can po to any extent to earn more and more profits.

16.3 Meaning of Ethics

Ethics implies a lot of good rules that administer an individual’s conduct or how
the movement is led. Ethical advertising implies a method of correspondence
between 8 merchant and a purchaser. Therefore othics in advertising implics a lot
of well-characterized standards which oversee the methods for correspondence
occurring between the vendor and the purchaser. Ethics is the most significant
component of the advertising business. In spite of the fact that there are numerous
advantages of advertising then there are a few focuses which don’t coordinate the
moral standards of advertising,

A moral advertisement is the one which doesn’t lie, doesn’t make phoney or bogus
cases and is in the point of confinement of decency. These are sure standards and
good commitments which must be trailed by organizations and establishments.

16.4 Meaning of Consumer Protection

However, Black’s Law Dictionary defines “a consumer” as;

“4 person who buys goods or services from personai, family or household use, with
no intention of resale, a natural person who uses products for personal rather than
business purposes.”

Consumer Protecton is a collection of protection laws which imposes some
regulations on advertisers 30 as to ensure some rights of consumers, now the
question arises who is a consumer.

Section 2(f) of the Competition Act, 2002 defines consumers as a person who
purchages any products or services for a congideration which has been paid and
guaranteed under any arrangement of conceded payment and incorporates any
client of such merchandise other than the person who purchases such merchandise
for consideration paid or guaranteed or incompletely paid or somewhat guaranteed,
or under any arrangement of conceded payment when such use is made with the
endorsement of such person, repardless of whether such acquisition of products is
for resale or for any business reasons or for personal use.

Thug there are some lepal rights which remain violated by these deceptive, false

and migrepresented advertisements, which are often overlooked by authorities but
it must not always be the case as far rights of a person are concerned.



16.5 Unethical Practises

There is no doubt that advertizsing is very essential in order to get a consumer about
different products, it is & pervasive process and omnipresent as products tend to
produce so for selling this tool is required Advertising cantributes to having both
negative & positive influence on society. It is crificized for encouraging
materialism, manipulating consumer to buy things they do not need; stereotyping,
fraudulent & so on. So we need advertising ethics and some self-regulation so as to
avoid these criticisms concerning influence in today’s market on consumers and to
know as to why there is need for these ethics and how it is related with the rights
of an honest consumer. Some of them are as follows:

1. Puffery/Fraudulation: Now a day’s “puffery’ i.e. “metaphor of idea™ forms
to be the main element in advertising. From one viewpoint the critic pundits
denounce it, while supporters opined that it is safeguarded for sponsors and
advertising experts opined it as a helping operator to separate their brands
from the contenders. Puffery is viewed as an ‘assessment’ and not “truthful
data’. Publicists guarantee that the purchasers are sufficiently wise to
recognize truth and distortion. Besides they are not aimlessly going to think
about everything in that capacity introduced in a promotion. In any case, the
investigations uncover that regularly numerous individuals begin trusting
them and purchase those items that have overstated cases in their notices.
With the utilization of enhancements misrepresenting the “quality” and
wilizing different “offers™ promoters performed their items to such a degree,
that reality takes a rearward sitting arrangement. E.g. There is a famous
slipper pertraying that a person can fly in air after he/she buys that slipper
which is really an exaggeration of a fact, also that a mountain climber must
purchase 8 mountain dew so that he/she could climb the highest peak of a
mountain range,

2. Deceptiveness or falseness in a product: A study shows that when false and
deceptive things about a product are shown apain and again by the means of
media, a consumer iz forced to buy the product. False and subjective claims
about the products, is sometimes believed but are untruthfil and misleading.
E.p. If a retailer claime that he is offering a special discount on his goods as
part of a festival celebration, while he is actually using the festival as an
excuse to get rid of old and outdated goods, then he is deceiving consumers.

3. Offensive and Nudity: Consumers can be seriously injured or offended
mentally by advertising in an infinite mumber of ways. E.g. the way the
advertisements of Contraceptives & Personal Hygiene are promoted, lays a
lethal in the mindset of the people and has a serious impact on the children,
Therefore a strict Regulation must be taken, It iz not necessary to portray
particular sex as a symbol for semething,

4. Persuading people to buy products even not needed: As indicated by
numerous critical pundits that advertising ought not to cenvince by playing
with buyers feelings, tensions, mental needs and wants, such as staius,
confidence, allure and so on. Be that as it may, they should simply provide
raw data valuable in getiling on buy choices, for example, value, execution
and other target criteria. E.g. an advertivement depicting that tichness of a
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person could be valued through a bathroom freshener,

5. Stereotypes: It includes exhibiting a gathering of individuals in an example
or way that needs singularity. In our general public, we have numerous
generalizations like South Indians are erndite people; Punjabi’s are
uproarious and so on. Relative and little girl in-law consistently baitle, father
out of the house the board and so on. Ladies. The most disputable of the
generalizations depicted in Ads is that of ladies and neplecting to perceive
the changing job of ladies in our general public. Critics charge promoters to
frequently portray ladies as distracted with excellence, family unit obligations
and parenthood.

6. Women used as sex symbols in advertisements: The most prone section of
society that is mostly used by these peamiut minded advertizers, portraying the
modesty of women in a negative sense, basically in deodorants and condoms
ads the modesty of women in society as a whole iz tarnished. They are often
portrayed in a salacious state in these advertisements.

7. Children and adolescents ax target groups: A study shows that children
aged from 2-11 years watch 22hours TV per week and see approximately
30000 commercial ads. Studies also reveal that children are the most
sophisticated group whe keenly and with due attention watch advertisement
and thus, giving scope to these advertising agencies to attack these groups
and these groups by the means of showing children in their advertisements
gain a lot of market or share in a country. Nearly 80% of the advertisements
ate targeted towards the children in one form or the other.

8. Unhentthy Brand Comparisons: Advertisements nowadays are enpaged in
unhealthy competition practises making it tough and tedious for a consumer
to think which product to buy and purchase. This practice often develops a
question mark in the consumer’s mind. A right example that could be seen in
this case is the conflicts between different kinds of toothpaste-like Pepsedent,
Colgate and Patanjali.

16.6 Guidelines Laid By JAE & ASCI

With the growth in technology, new ways of reaching consumers have emerged,
and it is essential for advertisers to maintain high levels of honesty and ethics. Thus,
International advertising ethics means a set of specific principles that regulate the
methods of commumication between the buyer and the seller. In addition,
advertising cthics covers cthical concerns about the advertising message, the
consumers targeted by the advert, advertising of controvergial products and services
and the effects of advertising on social values. Some of the guidelines listed by the
Institute for advertising ethice and Advertising standerds councils of India are as
follows:

Guidelines By IAE

Guideline 1- Advertising, marketing interchanges, news, and publication all offer
& typical goal of truth and high moral gaupges in serving general society. Research
shows that consumers place hiph an incentive in legit and moral advertising. While
the industry has for quite some time been focused on the best expectations of truth
and precision, professionals should additionally improve their advertising ethics so



as to fabricate and keep customer ttust.

Guideline 2— Advertising and all marketing interchanges experts have =
commitment to practice the most noteworthy personal ethics in the ¢reation and
scattering of business data to consumers. The principal erucial of IAE is to regulate
industry experts about the gignificance of honest, moral advertising. The objective
ie to pass on their duty to show polished skills consistently.

Guideline 3— Advertisers ought to obviously recognize advertising, advertising and
corporate interchanges from news and article substance and diversion, both on the
web and offline platform. Az we keep on obscuring the line between buginess
correspondences and publication content, consumers are progressively being
deluded and treated dishonestly. To keep away from customer disarray and doubt,
the industry must endeavour to unmigtakably isolate paid advertising from genuine
news.

Guideline 4— Advertizers ought to unmistakably uncover every single material
condition, for example, payment or receipt of a free item, influencing support in
social and customary channels, just as the character of endorsers, all in light of &
legitimate concern for total honesty and straightforwardness. The fame of online
networking and verbal marketing brings up issues about the believability of
substance. Advertisers must be straightforward about whether bloggers are
communicating their own conclusions or are being remunerated by a brand, There
must likewise be total honesty in regards to the credibility of remarks on Facebook,
Twitter and other internet-based life stages.

Guideline 5— Advertiscrs should treat consumers genuinely dependent on the idea
of the crowd to whom the promotions are coordinated and the idea of the item or
administration publicized. Additional consideration must be utilized when
advertising to voungsters and other helpless crowds to abstain fiom delunding or
abusing them. Advertisers ought to likewise utilize carcfulness dependent on the
idea of the item or administration, particularly liquor and physician endorsed drugs.

Guldeline 6— Advertisers ought to never bargain consumers’ perscnal securifty in
marketing correspondences, and their decisions with respect to whether to take an
interest in giving their data ought to be straightforward and effectively made. As
advertisers grow progressively propelled methods for enline social focusing on,
consumers stress over their protection. Because of buyer concerns and government
alerts, marketing and media exchange affiliations are propelling an online self-
administrative activity to give consumers more noteworthy authority over the
assortment and utilization of web bazed review information.

Guideline 7= Advertizers ought to follow government, state and neighbourhood
advertising laws, and help out industry self-administrative projects for the goals of
advertising rehearses. The Federal Trade Commiszion, the Better Business Bureau
and Foed and Drug Administration are only a couple of the administrative bodies
that advertisers can look to for direction with respect to moral practices. The
advertising indusiry has likewise made an excellent self~-administrative program
called the National Advertising Review Council (NARC) that spreads both grown-
up and youngsters® advertising.

Guideline 83— Advertisers and their organizations, and on the web and disconnected
media, ought to cxamine secretly potential moral concerns, and individuals from
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the group making promotions ought to be offered consent to express inside their
moral concerns. Setting aside the effort to talk about and resolve moral quandaries
is fundamental to rehearsing the most noteworthy moral models. The industry must
keep up an open environment where experts don't hesitate to express their
sentiments, both positive and negative. The fundamental consideration behind all
advertising ought to be what is best for the purchaser, and this will prompt the best
game plan.

Gruidelines By ASCI

The Advertising Standards Council of India (ASCI), a body that brings together
advertisers, ad agencies and the media, has drawn up a detailed and elaborates
cede on the Code of the Advertising Standards Council of India is listed below

in four chapters.
Chapter 1

The promotions must be honest. All portrayal, cases and examinations identified
with issues of unbiasedly ascertainable certainty ocught to be fit for
substantiation and they are required to deliver such substantiation as and when
required to create by ASCI, commercials must not twist actualities or misdirect
the consumers by methods for suggestions or oversights, promotions will not be
allowed to contain any case so overstated as to prompt grave dissatisfaction in
the psyches of consumers.

Chapter 2

To guarantee that promotions are not offensive to for the most part
acknowledged guidelines to open fairness, commercials will contain nothing
profane, ohscene or terrible to cause grave or far-reaching offence.

Chapter 3

No commercials will be allowed which will, in general, impel individuals to
wrongdoing, issue, viciousneas or prejudice and partitions any race, position,
shading, ideology or nationality and antagonistically influences well-disposed
relations with a remote state, promotions routed to kids will not contain anything
in outline or something else, which may result in their physical, mental or moral
migchief or which abuses their powerlessness, Advertisements ought to contain
nothing in contravention of law.

Chapter 4

Notices containing correlations with different makers or provider or with the
items, including those where a contender is named are admissible in light of a
legitimate concern for lively challenge and open edification with viewpoint,
topic of items and no consumers will be deluded because of such examination,
Advertisements must not utilize the name or initials of some other firm,
crganization or establishment, nor take image of another firm and its items,
Advertisements shall not be so like different promotions when all is said in done
design, duplicate, trademarks, visual introduction, music or andio cues as to
probably misdirect or befuddle consumers.



16.7 Self Regulation and Consumer Protection Laws
Self Regulation

In spite of such sanctions and regulations put forth by the ASCI and some
important regulations there persists & loophole in law because of which these
advertisers arc thinking to take the things for granted, unethical advertising
continues to be an apprehension. Thus, there needs to be stringent self-
regulation by the advertising units and companies which used to be earlier so as
to perform some rights of a consumer.

Self-regulation by advertisers and agencics

Self-repulation starts with the commumication of customer and agency when
imaginative thoughts are created and submitted for thought. Most organizations
have explicit rules, principles and approaches to which their advertisements
must follow, Perceiving that their promotions think about the organization,
sponsors cautiously examine all messages to guarantee they are predictable with
the picture the firm wishes to extend.

Self Regulation by Trade Associations

Numerous industries have additionally created self-administrative projects that
are especially valid in industries whose publicizing is inclined to the discussion,
for example, alcohol and mixed refreshments, drugs, and different items
showcased to youngsters. Many exchanpes and industry affiliations build up
their own promoting rules or codes that part organizations are relied upon to
comply with.

Self-Regulation by Media

The media are another impartant gelf-regulatory mechanism in the advertiging
industry, Most media maintain some form or advertising review process and,
except for Political ads, may reject any they regard as objectionable,

These should also be self-regulations in the policies and bye-laws of the

companies itself so as to aveid these umethical practices which are even
followed by the top 1000 companies listed in Forbes magazine.

16.8 L.aws Pertaining To Consumer Protection

There are a number of Laws and Regulations that prohibit false and misleading
advertisements. These have been enacted to protect consumers from various forms
of exploitation. Some of them are listed below:

2. Drugs and Magic Remedies (Objectionable Advertisements) Act— The Dings
and Magic Remediez (Objectionable Advertisements) Act, 1954,
fimdamentally forbids four sorts of commercials relating to drugz and
magical cures. Section 3 of the Act gays that no individual or orpanization
will take any part in the distribution of any ad advancing a medication or
prompting the utilization of medication for:

{a) The acquirement of the unnatural birth cycle in ladies or prevention of
origination in ladies.
(b) The support or improvement of the limit of individuals for sexual delight, MBA-3.41/267
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{¢) Cotrection of the menstrual isgue in ladies.

3. The Cable Television Network Regulation Act and Rules: The Act mandates
that all advertsements transmitted through the cable television network
adhere to the Advertising Code formulated umder it. Section 6, Chapter IT of
the Cable Television Networks (Regulation} Act, 1995 says that “No person
ghall transmit or re-transmit through a cable service, any advertisement,
unless such advertisement ig in conformity with the prescribed advertising
code.

4. Food Safety and Standards Aect, 2006; This iz relatively new law has a
provision to deal with false and misleading advertisements pertaining to food.
Here, the word advertisement includes advertisement and publicity through
all media, including electronic media. Even promotional material on labels,
wrappers and invoice are brought under the definition of the act.

5. The Infant Milk Substitute, Feeding Bottles and Infant Foods (Regulation of
Production, Supply and Distribution) Act, 1992 and the Infant Milk
Substitute, Feeding Bottles and Infant Foods (Regulation of Proeduction,
Supply and Distribution) Amendment Act, 2002: This law denies
commercials and advancement of baby milk substitutes, nourishing jugs, and
newborn child food sources on the grounds that their advancement makes a
misguided judgment and accordingly deceives customers into accepting that
newborn child nourishments or milk substitutes sold in the market are as
acceptable or superior to mother’s milk.

6. Cigarettes and other Tobacco Products (Prohibition of Advertisernent and
Regulation of Trade and Commerce, Production, Supply and Distribution)
Act, 2003: The law clearly prohibits advertisements & promotion of
cigarettes and other tobacco products. It sayz under Section 3: Prohibition of
advertisement of cigarettes and other tobacco products that:

No individual occupied with or indicated to be occupied with the generation, supply
or dissemination of cigareftes or some other tobacco items will publicize and no
individual having authority over a medium will cause to be promoted cigarettes or
some other tobacce items through that medium and no individual will participate
in any commercial which legitimately or in a roundabout way proposes or advances
the utilization or utilization of cigareltes or some other tobacco ifem.

In addition to the laws mentioned, there are various repulators in the other fields
where the same iz not covered by a statute. Like for advertisements related to
banking, there is a sanction by RBI, for companies by SEBI ete. And even if the
consumer is not listened to or is not satisfied then he/she may directly appeal to a
court or consumer councils set up by the state. The consumer can directly appear
to Central Consumer Protection Council, State protection consumer or district
consumet protection council after determining the pravity of matter if there is a
violation of his right as aforcsaid in the third chapter by ASCIL

16.9 Summary

Advertising ethics are those principles, morals and values which have to be
followed by the advertisers and the companies advertising the product so that a
consumer is not misrepresented and his rights are not violated. Advertising ethics



and consumer protection are relative terms as both terms are related to each, if there
it a violation of any advertising ethics then consumer rights come into the picture
so as to protect the rights of a consumer, but there should also be stringent
implementation of these laws 80 ar to protect the rights of consumers which are
often violated by some unethical practises viz. Puffery(metaphor of idea),
Deceptiveness or falsity of a product, Nudity or offensive, children and adolescent
ag target proups, women as a sex gymbol and much more unethical practises which
iz practized day today so as to violate consumer’s right.

Thus, in order to curb thege unethical practises there need to be stringent laws with
their effective implementation so as to censor all the deceptive or false
advertivements, as per COPRA Act 1986 there need to be consumer councils for
the rapid or the speedy disposal of a case.

Advertizing Companies and Advertisers ghould alzo try to implement some types
of gelf-regulation in their organisation on ethical grounds so that consumers also
have trust on their product and this may also not lead to the violation of consumer’s
right. All the advertising companies ghould follow the strict advertising zelf-
regulation which are followed by the top 1000 companies listed on Forbes.

Thus, in order to curb all these evil and unethical practises, all the laws relating to
consumer protection must be stringent or the government must try to persuade all
the advertiring companies to follow some norms or guidelines laid down by them
ot anybody so that rights of an innocent consumer iz not abridged.

16.10 Test Your Progress
1. What is Advertising Ethics?
Write the Mecaning of advertising Ethics?
What is meaning of Ethics?
Explain the Meaning of Consumer Protection
Describe the various Unethical Practises?
Explain the Guidelines Laid By IAE & ASCI
What are Self Regulation and Consumer Protection Laws?
Explain the Laws Pertaining To Consumer Protection
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