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MARKETING MANAGEMENT (STH SEM)
MODULE-III
SHORT QUESTIONS: Each carries two marks.

What do you mean by elements of promotion mix?

What are the primary and secondary channels of distribution
Explain the concept of service marketing

Define Break-even analysis.
Define media

Define global marketing |

Define return-on-investment :

Define rural marketing

9. Define distribution channel

10. What are the basic characteristics of service marketing

11. Define sales promotion

12. “Factory outlet” is an example of which type of retail store?

13. Differentiate between Intensive Distribution and Selective Distribution
14. When a firm is said to be a global firm

15. How would you evaluate effectiveness of an ad
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LONG QUESTIONS:

1. Explain the factors affecting the pricing decisions for a product? Describe the
procedure for setting the price of a firm. [10]

2.

(a) Explain all the functions of an effec%tive distribution channel [5]
(b) Design a supply chain strategy for an unsought produéts. [5]

3. Write short notes on: [5x4] '

(a) Customer Relationship Managemeﬂt

(b) E-Marketing .
(c) Integrated Marketing Communication

(d) Service Marketing
4,

(a) What is “Direct Marketing” ? Explain all the elements of Promotion Mix with
reference to marketing communication,  [5]

|
(b) What consumer sales promotional tiools will be useful for a cosmetic product

company. [35] ;

I

[510 ?xplain the various types of wholesalelf:s and functions that the wholesalers perform?
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MODULE-III

SHORT ANSWERS:
1. There are four tools of promotion mix viz. advertisement, personal selling, publicity and sales

promotion. These are called elements of promotion mix.
Advertising is a non-personal presentation of goods, services or idea.

°
Personal selling involves direct and personal contact of the seller or his representative

with the buyer. _
e Publicity is a non-personal non-paid stimulation of demand of the product or services

or business unit. . N .
Sales promotion consists of all activities other than advertising, personal selling and

publicity, which help in promoting sales of the product.

2. Producer—>Customer (Primary):- This is the oldest, shorter and the simple channel of
distribution. The producer sells the product directly without involvement of any middle man.
The sale can be made door to door through salesman, retail stores and direct mail. Certain
industrial and consumer goods such as clothes, shoes, books, hosiery goods, cosmetics,

household appliances, electronic goods etc., may be sold through direct contact.
Producer -> Agent -> Wholesaler -> Retailer -> Customer (Secondary):- The common

practice in this three level channel is that goods are sold by the producer to the agent, wh.o
sells it to the wholesaler, who sells to the retailers who finally sells goods to customers. This
is the longest channel of distribution. This practice is useful, when the producer wants to the

relieved of the problem of distribution. This channel is popularly used in textile.
Services marketing are a sub field of marketing, which can be split into the two main areas of
goods marketing (which includes the marketing of fast moving consumer goods (FMCG) and
durables) and services marketing. Services marketing typically refer to both business to
consumer (B2C) and business to business (B2B) services, and include marketing of services
like telecommunications services, financial services, all typés of hospitality services, car
rental services, air travel, health care services and professional services.

4. An analysis to determine the point at which revenue received equals the costs associated with
receiving the revenue. Break-even analysis calculates what is known as a margin of safety,
the amount that revenues exceed the break-even point. This is the amount that revenues can
fall while still staying above the break-even point. Break-even analysis is a supply-side
analysis; that is, it only analyzes the costs of the sales. It does not analyze how demand may
be affected at different price levels.

5. Media means Communication channels through which news, entertainment, education, data,
or promotional messages are disseminated. Media includes every broadcasting and
narrowcasting medium such as newspapers, magazines, TV, radio, billboards, direct mail,
telephone, fax, and internet.

6. Global marketing is more than simply selling a product internationally. Rather, it includes the
whole process of planning, producing, placing, and promoting a company’s products in a
worldwide market. Large businesses often have offices in the foreign countries they market
to; but with the expansion of the Internet, even small companies can reach customers
throughout the world. Thus, Global marketing is “marketing on a worldwide scale reconciling
or taking commercial advantage of global operational differences, similarities and

opportunities in order to meet global objectives".

7. A pe.rformance measure used to evaluate the efficiency of an investment or to compare the
f:fﬁmency of a number of different investments. To calculate ROL, the benefit (return) of an
investment is divided by the cost of the investment; the result is expressed as a percentage or
aratio. The return on investment formula:

ROl = (Gain from Investment - Cost of Investment)
Cost of Investment
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9. The path through which goods and services travel from e hannel
paymints for those products travel from the consumer to the vendor. A dlslnbult;c;n s
can be as short as a direct transaction from the vendor to the consumer, or may

several interconnected intermediaries along the way such as wholesa.lers, dlStleU.tCI‘S', aget";:
and retailers. Each intermediary receives the item at one pricing point and movies it t0
next higher pricing point until it reaches the final buyer.

10. The basic characteristics of service marketing are: . .

o Intangibility: Services are intangible we cannot touch them are not phySIFal objects.

e Perishability : Services too, are perishable like labour, Service has a high degree of
perish ability.

e Inseparability: Services are generally created or supplied simultaneously. They are
inseparable. ’ .

o Heterogeneity: This character of services makes it difficult to set a standard for any
service. ;

o Ownership: The users have only an access to services but cannot own the service.

11. Sales promotions are the set of marketing activities undertaken to boost sales of the product or
service. It aims at Stimulation of sales achieved through contests, demonstrations, discounts,
exhibitions or trade shows, games, giveaways, point-of-sale displays and merchandising,
special offers, and similar activities.

12, “Factory Outlet” is an example of Malls. Many retail stores operating at one place form a
mall. A mall would consist of several retail outlets each selling their own merchandise but at a
common platform. i

13. Intensive Distribution: Intensive distribution aims to provide saturation coverage of the

market by using all available outlets. For many products, total sales are directly linked to the
number of outlets used (e.g., cigarettes, beer). Intensive distribution is usually required where
customers have a range of acceptable brands to choose from. In other words, if one brand is
not available, a customer will simply choose another.,
Selective Distribution: Selective distribution involves a producer using a limited number of
outlets in a geographical area to sell products. An advantage of this approach is that the
producer can choose the most appropriate or best-performing outlets and focus effort (e.g.,
training) on them. Selective distribution works best when consumers are prepared to “shop
around” — in other words — they have a preference for a particular brand or price and will
search out the outlets thatsupply.

14. A Global Firm (AKA an International Firm) is a company with multi- national branches and
head quarters such as Wal-mart, Coke, Toyota, GE, Siemens, FedEx, Sony, and Microsoft.
Not to be mistaken with Global Market or Global Economy whereas a locally based company

sells their products globally to other countries such as companies selling through E-bay and
the internet,

15. According to Ph.ilip Kotler and Armstrong, the Gurus Of Marketing, there are two most
popular areas which need to be measured for knowing the effectiveness of advertisement and
they are:

¢ Communication Effect

e Sales Effect
But these are the traditional ways. Now days, internet is the modern tool for measuring the

effectiveness of an advertisement, There are some types such as:

Integrated direct marketing - This is an internet based tool where they have a response corner

designed on the websites. Whenever the customers visi i ;
J t the sites, they fill up tl s
and give feedbacks. Y p their contact details
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L0N¢, ANSWERS:

1. The pricing decisions for a product are affected by internal and external factors.
|

|

A. Internal Factors:
1. Cost: While fixing the prices of a product, the firm should consider the cost involved in producmg
the product. This cost includes both the variable and fixed costs. Thus, while fixing the prices, the
firm must be able to recover both the variable and fixed costs.

2. The predetermined objectives: While f'xmg the prices of the product, the marketer should con-
sider the objectives of the firm. For instance, if the objective of a firm is to increase return on
investment, then it may charge a higher price, and if the objective is to capture a large market share,

then it may charge a lower price. [

3. Imagc of the firm: The price of the product may also be determined on the basis of the image of
the firm in the market. For instance, HUL and Procter & Gamble can demand a higher price for their

brands, as they enjoy goodwill in the market.

4. Product life cycle: The stage at which the product is in its product life cycle also affects its price.
For instance, during the introductory stage the firm may charge lower price to attract the customers,

and during the growth stage, a firm may increase the price.

5. Credit period offered: The pricing of the‘product is also affected by the credit period offered by
the company. Longer the credit period, hlgher may be the price, and shorter the credit period, lower

may be the price of the product.

6. Promotional activity: The promotional acﬁvity undertaken by the firm also determines the price.
If the firm incurs heavy advertising and sales promotion costs, then the pricing of the product shall be

kept high in order to recover the cost.

B. External Factors:

1. Competition: While fixing the price of theuproduct, the firm needs to study the degree of competi-
tion in the market. If there is high competition, the prices may be kept low to effectively face the
competition, and if competition is low, the prices may be kept high.

2. Consumers: The marketer should consider various consumer factors while fixing the prices. The
consumer factors that must be considered includes the price sensitivity, of the buyer, purchasing

power, and so on.

3. Government control: Government rules and regulation must be considered while fixing the
prices. In certain products, government may announce administered prices, and therefore the marketer

has to consider such regulation while fixing the prices.

4. Economic conditions: The marketer may also have to consider the economic condition prevailing
in the market while fixing the prices. At the time of recession, the consumer may have less money to
spend, so the marketer may reduce the prices in order to influence the buying decision of the

consumers.

5. Channel intermediaries: The marketer must consider a number of channel intermediaries and
their expectations. The longer the chain of intermediaries, the higher would be the prices of the goods.
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Procedure for fixing prices | )
| profit targets, competition and

Prices are set by a firm by taking into 6§nsideration factqrs like costs,tl steg) ganerd lly followed in
perceived value of products. Taking into account the various factors, the

setting the price of a product are :-
as it varies from firm to

. ; i nt ste
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|
Setting the Pricing Objective of the Fi
firm. Setting a lower price may attract m
firm's product. But charging a higher pric'% mi

Determining the Demand for the Pltoduct :- Demand for the product sets a celln.lg price.
Penetration pricing is used when the product has a highly elastic demand'z}nd there is -Sdtml;g
competition in the market. Under this po‘licy, prices are fixed below the.competltlve level in order to
obtain a larger share of the market. Once your product is in demand or is accepte mar’
price of your product is increased. But when the demand for the product with respect to price Is more

inelastic, higher prices are charged for the product. This policy is generally followed during the initial
stages of introduction of the new product.

d in the market, the

Estimating the Costs and Profits:- Costs set a floor price. Amount spent and return expected is the
key factor in deciding the price. The various costs involved in producing the product must be covered
in pricing the product. On a long term basis also the price must take into consideration the costs of

doing business. This also includes sales forecast and profit margin.

Determining the Competition for the Product :- Competitors prices and the price of substitutes
provide an orientation point. The number of competitors for the product in the market as well as the
policy followed by them is also an important factor. Competitive pricing is used if the market is
highly competitive and the product is not differentiated from that of the competitor's.

Considering the Governmental Regulatibns:- Government policies and incentives are also taken
into account. Prices are also affected by various tax liabilities which a company and the product is
subjected to. It includes, excise duty, sales tax and local taxes like octroi.

|
Sales tax is levied on the sale of moveable goods in India at the rates which vary depending upon the
type and nature of goods and the State in which sale has taken place. The Central and State
Government are both empowered to impose 'sales tax. The Central Sales tax deals with transactions in
the nature of inter-state sales. While the State sales tax deals with intra-state sales.
Octroi is a tax levied on the entry of goods ifnto a municipality or any other specified jurisdiction for
use, consumption or sale. Goods in transit are exempted from it.

|

Selecting a Suitable Pricing Method/Policy:- Right price for the product can be determined through
pricing research and by adopting test-marketing techniques. The various pricing methods are:-

* Perceived value pricing:- in which a firm sets its price in relation to the value delivered and
perceived by the customer. Perceived value is made up of several elements like buyer's image
of the product performance, warranty, trustworthiness, esteem, etc. Each customer gives
different weightage to these elements. Some may be price buyers, others may be value buyers
and still others may be loyal buyers. If either the price is higher than the value perceived or
the fPrice is lower than the value perceived, the company will not be able to make potential
profits.

* Value pricing:- in which companies develop brand loyalty for their product by charging a
fairly low price for a high quality offering.
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(1) Distribution channels are notable beeause they represent the first significant manifestation of a
market framework, A distribution channel moves goods and services from producers to consumers. A
distribution system comprises one or more distribution channels. They are the primary delivery paths
and overcome major time, place and possession vacuums that separate goods and services.

The key functions performed by the members of the marketing channel are:

e Information: Assimilating and disseminating marketing research, and intelligence
information about factors and forces in the marketing environment, needed for planning and
aiding exchange. '

»  Promotion: If an offer is to be made, the initiation and persuasive communications have to be
developed. i

e Contact: Developing contacts with existing and potential buyers from the available database.

e Matching: This is an important function because the order has to be made according to
buyers® specifications. This also includes precautionary measures like grading, sampling and
packaging, :

e Negotiation: A win-win situation for both buyer and the seller where they agree on a
mutually set price and other terms of the offer. This is done in order to transfer the ownership
or possession, | '

Other functions:

»  Physical distribution: Transporting and storing goods.

 Financing: Acquiring and using funds to cover the costs of the channel work.

* Risk taking: Risk, which is an important element of business, has to be taken into
consideration for carrying out the channel work.

(b) The concept of Supply Chain Management is based on two core ideas. The first is that practically
every produ'ct that reaches an end user represents the cumulative effort of multiple organizations,
These organizations are referred to collectively as the supply chain,

Th'c sccond idea is that while supply chains have existed for a long time, most organizations have only
paid attention to what was happening within their “four walls.” Few businesses understood, much less
managed, the entire chain of activities that ultimately delivered products to the final customer, The
result was disjointed and often ineffective supply chains. '
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Supply chain management, then, is the active management of supply chain actlvmesi ct)?]sn;qr‘f(c;[r? 1;;
customer value and achieve a sustainable competitive advantage. It represents a conrsc e
the supply chain firms to develop and run supply chains in the most effective & ¢ oductid;{
possible. Supply chain activities cover everything from product development, sOurcing pr :
dinate these activities.

and logistics, as well as the information systems needed to coor

The key steps can elevate the supply chain strategically within the organization for an unsought

product i.e. Hospital & Health care. y;

er support from all areas of the hospital to

1. Build relationships: Supply chain executives must garn .
' hospital,

truly impact supply chain spending. It's important to build relationships throughout the

i}

including nonclinical areas, Angert notes. l

2. Align with physicians: Organizations need to engage physicians proactively in supply chain
management. Placing physicians in leadership positions on value-analysis committees can help
achieve significant buy-in from the medical staff. Physicians also can be involved in contract
negotiations, formulary development and technology assessment.

3. Practice evidence-based medicine: Eliminating variations in care through the adoption of
evidence-based medicine not only improves outcomes, but also reduces expenses. Reducing
readmissions and preventing infections, among other things, optimizes reimbursement and places less
pressure on the supply chain. 1

|
4. Focus on clinical integration: The supply chain should be integrated with the care delivery
process. A high-performing supply chain delivers the right product, at the right time, in the right
quantity, at the right cost, resulting in improvl,ed outcomes and greater efficiency.

5. Automate the supply chain: The need for automation in the supply chain is clear. Lack of
automation can lead to overstock and overspending on supplies. Materials management information
systems provide real-time information on pricing, product availability, contract compliance and usage.
Automation also enhances supply chain accur‘acy and expedites the billing process.

6. Adopt standards: The adoption of supply chain standards such as GS1 can enhance efficiency,
patient safety and regulatory compliance.

1

7. Enhance value analysis: The value analygsis process helps hospitals determine whether they are
getting the right product at the right prices. Value analysis teams provide nurses, physicians and
others a say in product utilization and performance.

8. Think Lean: Process improvement methlodologies, such as Lean and Six Sigma, can identify
inefficiencies within the supply chain and streamline processes.

3.

(a) Customer Relationship Management

ntails all aspects of interaction that a company has with its

customers, whether it is sales or service-related. While the phrase customer relationship managerent
is most commonly used to describe a business-customer relationship, CRM systems are also used to
manage business contacts, clients, contract wins and sales leads. :

Customer relationship management e
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Customer relationship management is often thought of as a business strategy that enables businesses
to improve in a number of arcas. The CRM strategy allows you to to following:

« Understand the customer

« Retain customers through better customer experience
. Attract new customers

«  Winnew clients and contracts

e Increase profitably

»  Decrease customer management costs

Technology and the Internet have changed the way companies approach customer relationship
strefegies. Advances in technology have changed consumer buying behavior, and today there are
many ways for companies to communicate with customers and to collect data about them. With each
new advance in technology — especially the proliferation of self-service channels like the Web and
martphones — customer relationships are being managed electronically.

w

The bigeest benefit most businesses realize when moving to a CRM system comes directly from
having zll your business data stored and accessed from a single location. Before CRM systems,
customer data was spread out over office productivity suite documents, email systems, mobile phone
data and even paper note cards and Rolodex entries. Storing all the data from all departments (e.g.,
sales, marketing, customer service and HR) in a central location gives management and employees
immediate access to the most recent data when they need it. Departments can collaborate with ease,
and CRM systems help organization to develop efficient automated processes to improve business
processes.

Other benefits include a 360-degree view of all customer information, knowledge of what customers
and the general market want, and integration with your existing applications to consolidate all
business information,

(b) E-Marketing

E-marketing refers to the use of the Internet and digital media capabilities to help sell your products or
services. These digital technologies are a valuable addition to traditional marketing approaches
regardless of the size and type of your business, E-marketing is also referred to as Internet marketing
(i-marketing), online marketing or web-marketing,

z‘.\s with conventional marketing, c-marketing is creating a stratepy that helps businesses deliver the
nghl messages and product/services 1o the right audience. It consists of all activities and processes
with the purpose of finding, attracting, winning and retaining customers.

E-marketing is deemed to be broad in scope, because it not only refers to marketing and promotions
over the Internet, but also includes marketing done via e-mail and wireless media.
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|

Following are some of the benefits of e-malr'keting fors

o Internet media such as websit
« Digital media such as wireless, mo

mall businesses:

prcd" ' F,, lli“e't has beco”le palt Of ebe] yo le,S .ie- SO fOl' Whﬂtc VCl

small investment. i
ted e-marketing

I‘ .
Cost-effective approach — A properly planned and effectively tar.ge sred To
campaign can help your business reach target customers at a much lower cost comp

traditional marketing methods.

Reduction in costs through automation and use of electronic media — e-marketing

presents a strong business case in cost savings, particularly in the areas of transactional costs,
customer service, digital media channels, print and distribution.

24/7 marketing - with a website your customers can find out about your products and make
purchases even if your physical (bricks & mortar) premises are closed or you don’t have

physical premises at all. f

Personalised onec-on-one marketinv"g - e-marketing allows you to reach people who want to
know about your products and services instantly. For example, many people take mobile
phones and PDAs wherever they go. By combining this with personalised e-marketing, you

can create very influential and targeted campaigns.

o Increased interactivity — e-marketing allows you to create interactive campaigns using
music, graphics and videos. Through two-way communications, interactive games or quizzes,
you can engage your audience and give them greater involvement and control over their web

experience.

* Increased ability to track results — e-marketing makes it easier to mehsure how effective
your campaigns are. It allows you to obtain detailed information about customers' responses
to your advertising, through the use of methods such as pay per click or pay per action, etc.

(c) Integrated Marketing Communication

Integrated Marketing Communications is a simple concept. It ensures that all forms of
communications and messages are carefully linked together,

At its r.nost basic level, Integrated Marketing Communications, or IMC, as we'll call it, means
integrating all the promotional tools, so that they work together in harmony.

Promotion is one of the Ps in the marketing mix. Promotions has its own mix of communications
tools.

All of these communications tools work better if they work together in harmony rather than in

isola.tion. Their sum is greater than their parts - providing they speak consistently with one voice all
the time, every time,
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