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TOPIC 1: WHAT IS MARKETING

{. ROLE OF MARKETING AND ITS RELATIONSHIP WITH OTHER BUSINESS

ACTIVITIES (\Jﬁ\ A 2t \th\\-\

Marketing —chie)  VEATL AL

(= Definttion. Marketing is regarded as a management function that aims to idennty customer needs
pboec S and des elop ms to satisfy those needs. The above "he mentioned tasks must be done in o«
“ls profitable manner. [his 1s done using the 4Ps (Product, Prce, Place. Promotian) which ensure by
getting the rght product, at the nght price. to the nght place at the nght nme.
Marketing Objectives
Definition: These are targets of the marketing department to help the business achieve 1ts overall
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corporate chiectives. These objecuves can include: - L e b
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e uobjectives
The corporate otne\.m es ol:n a huge part i shap, ﬁiﬁm:&fkﬁing objectives. Example: [f the
corporate chjective is profit maximization l.hen e-m&r eting objective w ould be to either

increase sales or create brand loyalty. If the. (e .1s.L SR, then the marketing objective miuht
be to establish 2 good brand identity. <

Marketing department and its relaunnsﬂl with othecd par:mcnts (3}, C L) el
Department | Description . - - |
““~~v| Finance | The finance depmmcmm 31 use the saihs. ..are?: sts and construct the Laaﬁ tlows
| TR :md budgets for the marketing campaigns-Trrexthange tinance will release the |
B ) Y mount Ihe tirm will use on launching and promoting the product.

2. HR s Thev-at \nnbia or the' t'eu".l!akh"l.t'dt%.. m\umam:g'le n1gjk&ﬂng‘§lat’t Their
e TObJ.“rtD re thatthibest talents hired 3ad rethinedy Ihe'."\n‘bu'ldnl S0 require
to help cux}d a workforce plan to adjust the worktorce and train them to meet
future business needs.
3. Operations = They need to acquire market research data trom the marketing department 1o
make new products and make improvements in the previous ones. Furthermore, |
they would require the sales forecast data in order to realign their production f
| systems to reduce costs and boost efticiency. I
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\. 2. DEMAND AND SUPPLY
L. Demand

Definition: It is regarded as the willingness and ability of consumers to buy goods andisesvices

given prices over a certain period of time. The willingness and ability h'ighlright effective demand
and separa'gi_t_from a want or desire. Law of Demand states that if other L_hmgs do not Chﬂngedl.l:.
ceteris paribus, quantity demanded falls as prices nses and vice versa. This marks that deman
has an inverse (i.e. negative) relationship with pnice.
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Determinants of Demand [ QA pY  foull oF sofcUR (Mo LE) |
Other than price there are several factors that affect the level of quantity demandgd:_ N
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. L. Fashions and Taste If the product is in fashion the quantity demanded woul._d g0 up. !
' Examples include swiwmchcs and smart phones are in fashion '

hence the demand gogg up. However, if the product is out of fashion
the demand would fallAExample: Old clothing designs.
2. Income of Consumers | Higher the incomegfijalfgr the demand. However, it should be noted
that when incomeifri¢teas
3. Price of substitutes Substitutes are al{Sriaty X demanded goods. Example Pepsi and

Coke. If price of Bdj: e up, Qd for coke will 2o up.
4 Price of complements | Complementsarg intlﬁg'minded zoods like car and petrol. If
price of petrobizas up, Qdfohcars would fall.

Higement gaeaiip, Qd in likely to increase since more |
be ini‘ori-i'f' apout the product and would be

.'IJ“ I.I. ’ ...'h
6. Government policies It‘sale&_t?r%ﬁeases on a pradifgiyt would make it expensive, hence
Pt
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reducingtiié“demand, on the tthérNand if govt. otfers subsidy on a
7. State of the!E¢onain
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yid (IF thd edombmy islboomingieid likelv iottiaredsettd demmand for
goceds since consumers would have money to spend on goods and
services. However, if the economy is in a recession consumer’s

l
incomes are falling and they lack conftidence in the economy hence i

reducing demand.
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Detl'mi:ign.' It is regarded as the willingness and the ability of sellers to sell goods and services at
varous prices over a period of time. Law of Supply states that if others things do not change i.e

ceteris paribus, higher would be the quantity supplied at higher prices and vice versa. This marks
l_hal supply has a positive relationship with price,

P Qs
e,.r N 4 :En n \'“0' 9 3\\'\‘_( P‘L’ QS"L

t\“-"”’"“‘"'_'] Su[‘?"*a -"‘U“Q-ﬂatq .

galecture

“TURE

com

MEGA



www.youtube.com/megalecture

Mertex Prce }Ec*t‘*‘-"u“"-‘-'-ﬂ - e 9""1“-'& L-}.\'L\m\d‘.\\uto 'hh{.a; Ak«

U‘MV ‘—OU,{){lOnllne Classes : Megalecture@gmail.com Y

Den:rmm.ul ts of Supply

www.youtube.com/megalecture

"' Desc¢ription.

WWW. meddlecture. com L

[ Factor.... .

AT e
1. Cost of ‘ [f the cost of factors of production goes up suppliers would be reluciint 1o
Production supply and vice versa.

1 2. Taxes

Loctired

If taxes o up it will increase the cost of producuen which would decrease the
supply and vice versa.

3 Subsidies

[f the govt. offers subsidies for developing a product. businesses would be
encouraged to produce it. .

4. Technology

[f level of technology is high, examples include techmiques like autcmanon,
CAD, CAM are present companies would be encouraged to produce more since
they a have a potential to achieve economies of scale

|
|
|
|
|

5. Time [n the short run. it is ditficult for suppliers to increase output decause ATanaUng
factors of production is difficult.

6, Weather If the weather is faverable specially for agricultural based products suoply
would be high. .

7. Price of If the price of certain products is§ncreasing suppliers might be interested in

other products

suppling it since it promises hl:h returns.

uantity. In demand supply analysis m1rke§§§ 1BsTiim
Gecomes equal to quantity supplied. bl RS

Market Equilibrium ‘é"

Detinition; Equilibrium is a position where thﬁﬁ ;iu',lendencv of change 1in market pnces and

) k"-‘-& ":.‘P'\_G-—-af ._rf\%g
3. FEATURES OF MARKETS :*,

stablishes whers Quanury Jemande

- Feature-
|. Market Location | A place where lh{;:‘

- | Deseriptions- @ T e ST S

—

§ kt.t is ~1Lu;1£cdi is can be local, regional. natienal
and mtemauona.[ al is when the’ pl: duct is only sold in the area where -
itis located. Réﬁ-lo lis uhen a businéssexpands to serval other permon
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2 Market Size

> | The total level of sales of all the producers in the market This can be in
| form of volume or the value ot goods.

| 3. Market Growth ] The percentage of the total size of a market over a peried of ume.

I 4. Market Share

[ This is the ratio between the sales of the company and the sales industry

|

'l,).

5. Competition

A business faces both direct and indirect competition. Directis in the case

"+ | where another rival firm produces the exact same product and competes in
the same market. E.g. Nike and Adidas. \Whereas indirect compention
where a business is competition with another business
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Product and Customer Orientation

Detinition | Product Orientation' Th
the

try to sell them. This is usual
an already established market. Ex
approach: '

s is when the business focuses on producing the product ang
ly for products that have been made for a long time and have
ample: Rice, sugar, etc. There are several advantages to this

9 | Youm | ’
Definit on | Customer Orientation: This is when the business focuses on the consumer before
developing a product, The businesses conduct market research and market analysis to gauge
consumer preferences and then develops the product accordingly. ‘

Adwﬁantag'es:hﬂ1"ir‘ndu¢t:.0‘ri'éi:‘t‘:‘;ﬁ'u':téﬁ:-:‘:::_%i {17 Advantages of Custormer Orien tatione - |
L Spend on R&D: The company can spend its | |_Reduce Chances of Failure: Chances of the
resources on R&D rather than wasting it on product’s success will increase. Since the
market research. The investment will R&D customer’s preferences were kept into
will not only help the company develop .consideration before the production the
stlipenur products but also give it a competitive r ompany will add features and focus more on
edge. .

sipects that appeal to the customers, greatly
;#4ndreasing the chances of success.
2. EOS: Since the business knows the producti _‘1";‘«5'
will be a success it can increase the productiofSlZ¥ N ah Profits: This success will in return
level to reduce its average costs. Example uﬁ_ﬁc' {"intredse company profits. This is due to high
necessities like sugar, wheat production etqﬁ:’iﬁ' margins gained on products and due to
sy 4 Aedare ove LawiZied | redBfBn in wastage that might result in
Bescuge AW P dogn' vace gyl | changlg@ithe product in the future,
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. Cradud _ _ , el L} M-hmer trends: This will also allow
oM oftiatelien wi N el up AT he companWto modify its products based the |
T Seee WD W o | tomef¥irends, Restaurant busi ly |
| \nes A paq & custom Us. Restaurant businesses usually
l

| _ keep a check on customer tastes.
) o W o B I -5 I R N - E
\_~ - _Problems associated"with measurin \markgt s aquet'
Lt \ ."-"'I =73 ErLlr LT A 5

-

bard and’ OW if’é'a %ﬂ
_Problenr -~ -} Description: v, " - .. AT T R T e e
| 1. Market Share | This is because it is not easy to collect data since it is not only expensive and |
time consuming but usually competitors are not willing to share information. '1
Furthermore the data might me outdated, |
\_?.. Market Growth 1 [tis difficult to gather data from all outlets and producers.
2 |3 Defining the [t1s hard to identify what the market is. The problem comes in defining how

| market large does the business define the market. Example: A taxi company finds it |

difficult to assign its market e.g. is itin the transport market, or in the taxi

L market.
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tmplications of changes in market share and growth ____ Market Growth -~ o0 o
A ek b MR T g Mok ! i !-;.-,l.;‘r'u',h‘,;-.‘]':.,'\".-.‘.—'h';'.-' S¥IArKe —__
[ bl gk Market Share - parit al for the product leading tq
| Higher market share can lead to higher 1. More potentia o the market. Leadi
. more businesses entering the - ng
e to lower prices and due to competiuion.
2 romotion if the brand ) : \
Eé(c:;;l:nadr:\i?gisder. 2. Chances of expansion which can lead to \
. higher profits. “ o
3, More retailers will stock the product further ey <
increasing the chances of an increase in market Loket
share. - dia A
.l_f S1EWTad| { My VA R L ' W A MR T adeos
1. INDUSTRIAL AND CONSUMER MARKETS _ . e
r o« Definiion | Industrial Market. The industrial market consists ut‘business-to-busmegsl sales-of | 'v'._:“.
o '~ goods and services. The goods and services in thig market are used to produce other others- o WO
Industnal goods are made up ot machinery, mau_t}df cturing plants and matenals. and any thﬂ}' \s, (€
, 200d or component used by other industries nr;l_‘fl_ Example: 1) Pizza Ovens purchase by Pizza :
N Hut is an industrial good. i1) Investment banks i ng services to firms issuing [PO. eelC
- Definition | Consumer Market; The cunsumg':‘f nsists of bu_sinesses-to-cgnsunler‘s_algf of LO::i
goods and services. Consumer goods are rea i jl -,Insumption and satisfaction of human 'E-\_ .
' wants, such as clothing or tood. Consumerigdads areiotused in the production ot other goods. ) 3
TP while industrial goods are. Gxample: i) THeifigal pizzahay the consumers consume is 3 se
consumer good. 11) Commercial banks p[p d consumers like pay order, cash
withdrawal etc. :;,'&? . < « v
' sy s ;
5. NICHE VERSUS MASS MARKETING C %\ 1 Mears 77 UAY comtet tm
o -aii- Definition | Niche Marketing: It is catering to a small segn{entof a laroer market by developing ey
e mag v broducts that suits that market's needs, Niche can include luxury brands like Rolex, Whole ~
gy —L00s. anbuz:g]um aﬁ"d r’tuﬂlnrx_ui‘f;ﬁ?'ands_‘hﬁa Iﬁgier.l'c?s\ 3 w:‘-f*_‘i ; ‘EPJ ?‘\,i A
e cken? s | JeMadyrinteues AN 1 [ g ] TiDTsadvanmages 7 >
~ ‘ | L Survival: Small firms are in a better position | 1. Limited amount of sales Since the market 1s \
T L to survive in this market, This is due to fact small. Businesses are likely to remain small in ,
| that they can oifer personalized services which | size. g
_ & e the larger firms fail to provide. X
""*"Lu ob 1.1 . High Risk: Risk is high since they specialize | -
A e ) 2. High Margins; This market has high prices | in one product. 1f the product collapses the 3
Ll ST SNV and high profit margins, This is due to the whole business might be forced 1o shut down. | :,__
¢ Ll G, pmvisign of exclusive products and specific
Frgt b ]jkt-al‘-aut taste nt‘ customers that allow the companies to | 3, Low/No Economies of Scale. wlich mcewy Higve.
T |_crab this margin. R R S I , i

2y Wik vwrvety Gon deedp 1o ‘f’L-\'\oLr'-_) Ll Mged NN may
Definition | Mass Market: It 15 gatering to the entire market by selling
sveryong. These products usually include FMCGs (Fast Moving Con

chips, biscuits. [n mass, the producer has high turnover and there are
demand in the market.

Gadal-ley Mt ye PN
he same productta. <} v tan
sumer Goods) like coke vy rea .
not many vananons off  ~ L,
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Advantages Disadvantages

|_Economies ot Scale: This is because more 1. High Competition. Compul_ﬂinn is high |
products would be produced and high sales. which reduces protitability. Since the company |
would have high promotion costs and lower |

|I 2_Growth Potential; This market has large margins.

|

| 3. Risk spread: Since the company can sell leads to low sales.

number of customers. There is greater potential

. _
in the market to grow, 2. Not specific: Standardized products which |

do not meet specific customer needs which

different variations of the same product to the
mass market.

- ‘ . ) S
6. MARKET SEGMENTATION Sord quihiony O Fkuniny s PV
Definition: Market segmentation is breaking down the market into sub-groups in whlclru:ach

group share a common characteristic. Once these subgroups are identified thé company targets’
different producm and services 1o them. Some firms develop products for just one segment (Tike
Nike develops products for sports) while other deel op several products tor several segments
(Unilever). This helps the business achieve they 6py
THREE ways a market can be segmented: "} *’
|. Demographic —(sQuagion celoyet méﬁ
2. Geographic i

- Psychographic
Ve

‘i’bﬂ"-n
cmagrnphlc

Fo

1on related factors.

and promé gn methods keeping the age ot the
rarrret market into consideration, By. € lng a specific agg‘tﬁ&busmess can closely study the
behav:or of the segment and make necessary modlf'tcuuons to the product Etamples \Iest!e

Cerelac targetsfj rket ryiﬁhg% Hbi _Irchgff‘?schpi% ”'é&{;{,“agﬁx ps 16-2
eI WG ey

- Gender: Gender plays a huge part in how the product would be cousumed Buhawor of both
men and women about the same product can be different and the company needs to keep it into
consideration when designing a product. Examples: Sony launched a pink PlayStation targeted
towards female, Dove launch DoveMen targeted towards men.

- [ncome and Social Class: Income and social class assumes that consumers with similar income
and social class will exhibit similar purchasmg patterns, motivations, interests and lifestyles and
that these characteristics will translate into similar product/brand preferences. Example: Unilever

has two brands of ice cream, Walls for the lower middle and Ben & Jerry's for the upper middle.
p -

—

2. Geographic

Definition: This type of segmentation is done on geographic or regional basis. These variables
can be country, region, cities or climate zones. Geographic segmentation may be considered the
first step in international marketing, where marketers must decide whether to adapt their existing
products and marketing programs for the unique needs of distinct geographic markets. Example:

MEGA LECTURE
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Gngine Oil manutactures like Shell make different urade ot vils tor different countries For
countries like Canada where the climate is cold a special blend is made that wven

temperatures.

3. Psychographic

~ &
Level - Business (9609) ~ SECTION 3 - |Ma ri g, g e
f e T
[ -, ~F
.:‘:.-l‘ _‘:N: i
S £ 8
t freeze at low /' $.§9&
~ 'R

Definition; This type of segmentation is done keeping variables like lifestyle, values, amtudes

etc. into consideration. These factors are dependent on social and religicus beliefs. Examples
. The introduction ot Hijab wearing Barbie in the Middle East and Harley Davidson tarssung
individuals who preter a rebellious lifestyle are all examples of psvchographic se

mentatlion

o
=i
-

Note: For a segment to appeal to a target market it must be measurable. accessible and

profitable.

Advantages and Disadvantages of Market Seamentalion{\\—\ o>c VL) vy
|

Advantages

o
Disadvantages

1_Focused Approach: This leads to a

focused approach and the business can
target its market precisely. This leads to
better product development.

Wil b W1 ) 2 .‘

2_Ditferent Strategies: Helps the company*
design different marketing strategies tor wi

different groups. This saves company's
resources and time trying to sell 1o thaa
whole market. :

Allows Price Discrimination: It isakha

. possmle since the same products can be scld

‘&n ae gtﬂ ‘..'..-'n !
mﬁrs#

at different pnceﬁ‘m d1
markets wh1r_h;wau1d,

r-n_,,_.'
el

‘;—-\4" LITE W MHU—\J 3 \4‘:(__1'11-\
failure” It the company C

focuses nnon segment and specializes a
segment. r.h cnmp'ru wouid be unaole to
meet changesm‘the purchasing habits.
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TOPIC 2: MARKET RESEARCH

I. INTRODUCTION TO MARKET RESEARCH | ‘ '
Definition | Market Research [tis regarded as the process of collecung, recording and 2nalyzing
Jata about customers, competitors and the market. It helpsa busm?ss n de_ve_lopmg the 4Ps and
have a market criented approach. It aims 10 understand customer charactensucs, develop
consumer profiles, identifv customer’s wants and needs.

" market. The company can speculate needs

today.

Advantages Disadvantages

|_Reduces Risk_ Market research helps 1 Not accurate. The data collected might
 reduce the nisk associated with new product | not be accurate Researches are subject to

launches The company can identify several biases whi;h can include sample

customer needs and develop the preducts biases, questionnaire oias etc.

accordingly. MR also assists in brand - _

positioning and testing the preducts to 2 High Cost: Cost of collecting data s high

Jauge response. Caompanies like Nielson charge several

Asand dollars to help collect the data
2 Adjust strategies: This gives a berter
insight into the future changes in the

hing. Some researches tzke so much

and start to adjust their strategies from 3t the data becomes obsolete for the

3 Modify 4Ps: MR also helps the businesse

. to keep track on the progress of the ex1
- preducts and make relevant changes 1/ties
- 4Ps with the changes in trends. B

. preferences caraixed business a héad’start
' in planning its strategies.

-4 Competitive Edge: Helps gives the®
" business an edge, over i{s cg_rppeqm
=t 3 W

nformation ca.chnsumer tastes ands “i A e
* H - : Tremyd .__.' o B e B gy h "f
sl ed e 4 —] -3 0 SR l

2. METHODS OF INFORMATION GATHERING
There are TWO main methods of data collection:

|. Primary Research / Field Research

2. Secondary Research / Desk Research

1. Primary Research / Field Research
Definition: Primary research is regarded gathering first hand data about markets (size, trends.

competitors, customers, likely sales etc ) The purpose is to produce new information which
directly related to the business. Methods to collect this data can be both Qualitative® and
Quantitative®,

* Qualitative, Research into the motivation behind consumers behavior

* Quantitative: Research that leads to numerical results which can be analyzed statistically
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Methods to conduct primary res e'trl:ll — : Y
C Method s <. ' [ iDéseription sl i wn e I, P Tl b L o,
— : roup of individuals oeg

I Focus Groups

e

o

Mhisisa qunln:uwc u,smrch technique in whu,h ay _ :
asked about their attitude towards a product, service or advertisement €tc [y,

aroup members discuss openly and the researchers (o simulate the disCussion
The advantages of (his technique are that it offers dwmmmumw

which leads to more accurate conclusions than surveys, there are more ideas
and views generated and can help secure feedback about new P"’d”c” The

disadvantages of this technique are that it might be time consuming and their
might be a risk of the researchers influencing the discussion which might lead

' to a bias,

2 Observation
and Recording

This is a quantitative research technique in which the macketers o eters observes and

tecard how consumers behave. Example: They can observe sales trends,
- observe individuals in shops to understand their behavior etc. The advantages

ol this lechnique are that it i1s quick and cost effective The disadvantages are
that observation only uives tligi{rend, not the reason and individuals know

they are being observed they n‘Ltht mmhlv the1r bt,h:!.\-’l{‘)l’

This is a quantitative _
product a specific area and lh{.
scale I.lum.h Basea on rha iy
——'_"'""_‘—— AT |

es are tlmt Lhe risk is reduced with a
e developed. The disadvantage 1s that it

population.

' 4 Consumer
J Surveys

o O
| B

| '\J"
l| ) UAVF

e,
|

This is a research techru,tmﬁ in \vhtcm_ individuals are asked tor their
opinion. These aur;c}shﬁﬁ_bc conducpsoh_papur or through theinternet. They
carry both qualitan¥e’and quantitative, g‘ge tions. When conducting the

survey, the researcher rSihust ensure that thecorrect sample is selected, there
should be unbiased“did clear quesnon#wihﬁﬁﬁtmdhod is used (In-person or
chrough ll'u. internet) and the results should be analyzed as accurately as

possible il o (51 B A N iy, R 'i"“ i Y |

AL & 0N T

Advantages .md Disadvantages of Primary Research

-

'..:ff:dm g 4

|'

Advantages Disadvantaves

| |. The information is more up-to-date since it
collected when needed.

I

|

[ 2. The information is more relevant since it is
' being collected keeping a specific problem in

' mind.

3. The data is confidential since this is not
available to competitors. L g

o-dat I. The information 15 expensive to collect.
Market research tirms like Nielson thousands
of dollars to collect the data.

2. This information is time consuming. [t takes
time to conduct surveys, tocus groups and then
analyze the results,

3. The data might be subject to biases specially
in focus groups and market testing,
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2. Secondary Research / Desk Research

Definition; Secondary research is regarded as using information that is already published and
available. Itis also known as desk research. It is usually conducted before primary since it is cost
effective and less time consuming. Metheds to conduct secondary research are as tollows:

. . s ) |. | e

_ Method?, ™ i o | D eSCriptiG =y a8 G A A Uiy i b B
L Government These include data on population, social and economic trends, average |
i Publications family expenditure etc. '

) 2. Trade Organization | These organizations carry data on their respective markets. Example
| data on cars can be obtained from Motor association, data on health |:
| can be obtained from Health association in the country.

3. Market Intelligence | These are detailed reports done by specialist agencies on a specific |

Reports market. These reports are expensive however small business owners |
can obtain them at local libraries. '
| 4. Newspapers and Newspapers and markefing journals provide valuable insight into the |
i Publications market. Examples inclutle, Aurora in Pakistan for advertising,
L Economist for politics:4d economy, Financial Times for IT etc.
| 5. Past company Company records [ropi] thvious years like sales data, customer 1[
| records feedback, etc. can helfithed ompany plan activities/ |
6 Internet (Seebelow) 3§ _
RN (1 “ et o
Advamtages and Disadvantages of collecti atlon through the internet
Introduction: The [nternet is increasinglyZg : ve method of collecting market

etted whent¥j f:.l- s sign up for membership. Online
marketing research has grown considerablyfin recent tqu?sl, #h surveys, and online focus groups
providing primary data. Internet camalgfilye used to coli’e,ndary data by obtaining

. . . apdly ' T . .
competitors pertormance online throughSocial media and® 'él vebsite, reading government

publication on their otfjcial yyebsites a 5t§;}'i,ll updated on,l;;:\:} orld econemy, through
websites like CNN, BBE,"I%E' &siirr 1der"'ei§".: ‘& o] i E: %ﬁrﬁ%ﬂ ¥1 %

s
AT wat gl
i R LT § e .} if

eubinilel i

SAdvantages TN 0 VAU T Dissdvintages Y

|. Web research has proven to have several I. Restricted [nternet access may make it i
advantages over otfline surveys and focus difficult to get responses from a broad cross
groups, the most cbvious being speed and low | section of a society, rural marketing campaigns
cost of execution. [t is relatively low in cost in | may be difficult, access to preducts orientated

the sense that participants trom all over the for example to young children e.g. 4 to 10

world can engage with a discussion with no years, there may also be a problem controlling

travel or living expenses costs. who is in the sample, the researcher is not able
to see the participant, how can you measure |

2. Online surveys substantially reduce paper respondent’s expressiveness?

work, postage, phone charges, labor costs and !
printing expenses. Also speed of execution and | 2. There is the privacy/ethics question, will
response rate can be better as responses can be | researchers sell emails and responses to other
made in a person’s own space and at their parties, or open up respondents to unsolicited
convenience. messages etc.
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] [t also needs knowledge of sottware 16 -
up questionnaires and methods of processing
data and requests may deter visitors from yeyy

3 Once completed, results are available to
researchers immediately, can use graphics and ‘

visual aids, _
' ' ‘ website ==

| Advantages and Disadvantages of Secondary Research

Advantages | Disadvantages

L. It is cost etfective to collect since all the | |. The data might be outdated and not relgvant
researcli {s already done all the company has to | to the current marketing problem.

dois acquire it.
2. Not suitable in case of new products.

2. Itis less time consuming since doesn't |
involve methods like Focus groups and market | 3. There is no guarantee of the accuracy of the

testing. '! data.

3. Companison is easy since the data is
:1\-al|ﬂblﬂ from different sources.

3. SAMPLING o y _
Definition: This is an acnwty where a group obindiv als are selected assuming that they are
rn.prusenlame of the entire target m nrker f:a'

consumers are dlth:ult to identity, this usu,j,lj’ mn case'. .l_p

main sampling techmques: L
Technique - |- Description:s @ . etig

|

|. Random ’ All members oflha, targl pulatmn h:n«e ﬁrﬁ,equal chance of hemg, selected
Sampling Advantage is that chmmg f bias is remmtd wever it can be ime consumine.
‘ Random sampling shootd’be used in pmdncfs ﬂgat are equally popular with
everyone, These usually include FMCGs like Lavs, Coke, Cereal ete.

2. Stratified ;Ik.:, ‘ﬁ“ Eﬁﬂﬁér 2 poptl ﬂmn\i;im Ld.iulg smlg;rﬂrjmé‘gan;)us sub-
g Koy

Jamplm" _FL!"DLID n ad stra and'randor mpJes’%wtmkenﬂdm cach“:ram'n [tes

| argued that this method improves the representativeness of the sample by
reducing sampling error. [t can produce a weighted mean rather than an
arithmetic mean of a simple random sample of a population.

'3 Queta ' Quota sampling is where the population 15 detined by segments showing similar
Sampling  |.characteristics - e.g. if population is 532% female — then 32% of'the quota sample |
" * ““f should be female. The advantages of quota sampling;
ps) L. Itis easier to organize than random sampling.

2. Itis cheaper to collect than random sampling.
3. [tis more reliable than random sampling. _i .

Yl

-

! 4._Itis particularly useful for collectine immediate reaction to an event. ]
Limitations of Sampling -
I Impertect sample design and sample size may be too small
2. Inadequate budget to determine the sample, as it could be very expensive .

3. Some sampling may be tedious and time-consuming
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AS-Level - Dusiness o) - SECTION )

- {Marketing|
¢ Untrainedinadequate interview ers
5. Biased, ambiguous questions
\
4. MARKET RESEARCH RESULTS \
1he results from the market research much ensure the following elements:
l Can the results be trusted to be accurate - this shows research validity
- Would the research give the same results it was repeated — This shows reliability
h\"b.‘L \“ v
1y Melidw Yo, el e oW ¢ reedivety o\
[t depends on _tlBJj_E_thmns e rerouce {‘_t;?‘_w?.w «e 3,-2,._»5 dek | ’
l How the information was collected 3
2. Sample Size =

3. Accuracy of the tindings

Interpretation of information :
In order to make the collected information easy t«

tables, bar graphs, pie chans, litie graphs, hmogr_'

these the team usually conducts statistical anﬂvs&'
include calculation of

nderstand the market research team creates
s etc. to display this information \long with
the data obtained. These analyses might

u-'i !
Analysis ©. | Deseription - -7 votteernRaEagniy e S s el T s \
_ | Mean Mean 1s the recarded as Lhe_aﬂ'c ancatites divided by the number of values. I'.
— Mode Mode is revarded as the rrmsn cummingmalue ',
S=L Median ' Median is the midpoint or.g% ge oE"dh hould be used when there are ,
- extreme values in the datam.e v. \i |
K 25\
3. COST EFFECTIVENESS OF \L\RE\ET ‘REESE-%Fl('_'llt ™M

eliresearch budget larger the sample
size and hence more accurate howevera:business might Frd-c flicting demands as other
departments might want to invest the money into other operauons hke HR mwhl want to spend
the money on tr:ugmg, T\)peranonﬂmt bfit wanﬂctt%uah ﬁburumto lprqan, N %
ny g, ) I'K ] L SRR - Fie Bt T I
“When dn:mdmg how muu..h to spend on market research the firm :.hc-uld always look at the cost

vs. the benetit. Larger the return the more the business would be willing to spend. However the
managers should ensure that the data is collected in a cost etfective way

Market research is an expensive actwl\t},;s d larger the marke %1

* ek Be Creep Cttcer wae e Lk °
!}QJ("‘“T— = \hhclcs'l{—

‘M"hmm‘ie“

vareac o,

dele alher ';-nw-nnh data

\'\":Y‘(_ er-.l-\ ?-Q\km\\wf-l‘ \_“ c\-lmr-l e orplL (oY \“\‘k__ “tht\':ﬁ'-\-'\
« Gaxec e

(€30 RRPdidure 1S SYeveal Thau e ddiBsee Saley
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% Mojor Quealinny 1) (Nermemt Qucghion

n"‘ M i -‘“‘1“\‘|
TPy sty sl s e “\?.'!-'l evel - Duviness (7609 SECTION I‘

P T e Mg TN # y
., toprIC 3: 1k MARKETING MIN - omitvicng
sy ¥ . *T\.J-"F ws)
S e o =21, THE ELEMENTS OF THE MARKETING MIX (THE 4P yuct, price, place and
th\ S o Definition. [tis a combination of fous marketing varables namely ‘-““u"ll: L{.- ot e
JRSCAN \_:__1\ + prometien which should hc..l-._llﬁl_c}lw-._wp_l.}_ggg with the changing MAIKE condingns

+ Dumatest

. NS aher o dould net counteract
b N ‘o~ The marketing department tnes 1o ensure that all the -1's tit together and s
. e L_sy\“:’ « the other. The 4Ps include: — - : - . : —:
B PR I 1 (O] | Descriptionm 0 i TN 2k g At ' s have to be
e wn-\,'“ .,q"f‘l Product | In order to produce the tight product, the quality. the desian. ete i .
. i | . sl _ ) ) Y OrG S

.Q”"L-L\ v“"( o E | pertect. This might be ulmmc,m__m,tﬂigunulgki_uk‘ﬂ;\ﬂ&umm_lf_—___

< ;‘, e = ~) 3 Price ‘ he marketna department needs to set a nuht price keepiny the pnce e t""‘“;-l”-:

[ o : ; : . e e ao Tow The consumers might th

w‘\w v |_QLdlﬂlhu‘.kd_lil'L\."_\;.l.‘lﬁ!d‘-'f'-“l\‘“ I the prce 15 1o 1._-.».. 1 1;_ n.ummm.r"‘:mJ.,‘L lmtlrll.' J.t.\,u e
"\ Lis of poor quality, itis too lugh consumers might think it s oy c:pnu.lg A b v S bdan o

. & . ._*_qu 3 . LA Rt T | .
Promotion | 1t helps in teiling and convineing the consumer to buy a specitic brand using |

media and sales promoton schemes

s

4 Place T This tells which channels of distriutions should be adopted to distnbute the
L . el Ll . \
product. Sl oty abore Ofhem® 3Py (P fbg Vg £y \
gy - \
..'.L-;:.ﬁ'.&

2. THE ROLE OF THE CUSTOMER {"l'l’l‘_E jCS}
"\k“"’/ Definition | 4Cs' The 4Cs are a combination: ot touls:

ables Customer solution, Cost,
. - g
to plan its marketing strateay in a

. i‘h(‘n., Sustomer-centic way as compared to the teadiy hich are too tirm and product
\\pﬂ-‘z"'u centered. s «
i
1. How the 4Cs relate to the 4Ps
i dAPgtteel i 4Ce s |
| Product | Customer Solution |
A . 1l i Ir\{r'r:f QJ]Iicﬂq\ o :mt:\qﬂfl‘\ ..:I\_ --\ - JQ":'% % :?:lj ‘r\I 1
{3 ;.E'..- 4 Promotion i Comthunicanont L"n S | 1
I i L ) : —rrT =+ s Toapewy 1
. T nd Placd N TcCdmvenience @ T Y TR ‘
\_\1 R 4Cs- | Description * ; \
/ | 1. Customer This highlights that a business cannot just develop a product and expect it
. - . | -~ > - -
| Solution sell. Successtul businesses have a customer enented approach where goods !

| and services are developed Keeping in mind what customers need.
| 2. Cost to customer | This highlights that instead of price the businesses should tocus on all the
| costs that a consumer needs to pay These can wnclude s travel to the

] store, delivery charges, financing costs etc.
. Communication | This highlights that businesses should consider generating communication |
instead of promotion. Promotion is one way whereas communication ,
involves interaction. This helps to promote the product and generate .
feedback. '
- Convenience l This aims at providing the customers easily accessible information about |

| the products, demonstrations and allow multiple ways to buy the preduct. ’

I
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-
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Qe Yo we WCN . AS-Level - Business (9609) - SECTION 3 - (Marketing '-f;"r
Ctr F[J_HJHOM om (M 2 .

ations can be jm Q Browy W -

- Lt : > g . l]r“vEd BL NN - e \‘__( o - o

Delinifion ]‘Cubmmer r atlonsmp_n_«l_n_m_g;mmﬂ; Itis : ;r:‘ O e L I L P
company's interaction with ¢ . Lis an approach to managing ' (ke oeets o
'cuslome.rs e Brtract e urrent and i‘umre customers. The aim is to keep the existing
*references and adiust 1t j;ES. CRM. ams 1o gather information on customers about their |
to the company's t:ra q Stk ﬂCCDdegl'y. The aim of CRM is to Designed to increase loyalty ab
Y TR o nd 3nflhpr0ducts. This can be achieved in the following ways
Metho b a3 | Descnp[i{in}-];‘l-‘; K fi.-l.i--l'--';;.";}l‘. ::?.' MR o e r._ )

| 1. Suggestions ' '

>

£, ways in which customer re -

o ¥

bt R = R TV C S

ompany’s achieve this by targeted marketing in which suggestions are o

based on past purchases, Example Amazon suggest related purchases and
offers discounts on products if bought in a bundle o
) Companies can also launch customer service which helps the customers
» U}.‘SJ’ Service ' acquire intormation on the products features and clear confusion. This is
- -‘rll only possible with a well-trained workforce and technology embedded
> t"’ﬂsﬁ i customer service, Example: Amazon's speedy Omnichannel customer
|

2. Customer

__support allows Amazon to stay ahead of its competition.
3. Social Media | Social media can also be usegto communicate with customers and generate
! real-time feedback.

>

¢

' 4. Per-Sale and Companies can offer pre-sgla/a 1 after sale service. This will not only

| after sale service | generate a point of dif't'cr'.ﬁﬂi qfﬂ‘ but also maintains loyalty. Example

i Volkswagen offers free “I' e "?}i‘{], program entitled " Carefree

: Maintenance™ Sy A '

i 5. Discounts and | Companies can reward}o? § _’“gl'[-._ s by offering loyalty discounts,

| loyalty points otfering loyalty pointsiy nerian redeem later on his offers a

[ twotold advamage;;;_% iy &niaal for sales and profits would goup by |

I repetitive purchaseljS¢g figtedte a group of loyal customers who
| will act as sales peoplefor the brandibywsgreading good word of mouth. B

"

AR T
However. customer relationship should be done keeping the following factors into consideration:

I. The methods.yould:be;les ff;%i\; if nﬁ%gﬂﬁ% _i%%% :fﬁ?@wﬁiq@ E&Nt will
P foifferenoauanithe poténtialthr high, salésan ss: cpdifced.

4
2 In order for the firm to establish effective CRM an effective worktorce needs to be recruited
trained and motivated to achieve the desired results.

3. Costs might become significant which can involve from training and motivation employees 10
deploying customer management software and maintaining customer databases.

3. MARKETING MIX - PRODUCT o
Definition | Product; It is the end result of a production process sold on the market to satisty a__.
customer need. Products can be industrial or consumer goods and services. [ndustnial are the
ones made for other businesses where as consumers are made for the final consumers. Example
Industrial Ovens for Pizza Baking vs Pizza itself.

outube.com/megalecture
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Tangible and Intangible attributes of a product
Refimon, Vanwible teatures of a product are measurable features that can be compared witly

other products: Example Audi a lusury car brand Audi's tangible features are the supenor
engineenng and design

Datiniten, ntanwible features of a product are subjective opinton about the product, these cannor

be measurad of compared easily Example Audi's intangible features are that it acts as social
curmeney and presents lusury

New Product Development

Some companmes rexularly need to come up with pew products to stay compentive while others

Loan madity the previcus products. Technelowy companies usually need 1o come with new

,praduts as compared to FGCGs to stay competiive However, it should be noted that aew
v praducts have a higher costin terms of R&ED and chances of falure are more. B
O

r Point)

from its competitors It can be price,

Datininon, The USP ot a product is what sets it ap
suality, customer service ete. Example M&Ms ¥ & milk chocolate melts in vour mouth, notin
vour hand " M&M candy shell Keeps the chucn};\f& ide from oozing out and dirtying your
hands is a plus tor customers This has scwral‘fﬂaﬁm es
SRR

Advantage | Description« Srm b L SR TR e
i Premium Prices | It helps the cmupmy{gge whight

- J

price since the product is providing a

higher utility to theltostdmers 8%

- USPs help build brandd. At the veﬁfh art of a brand 1s a USP This is what
the brand tries tiinstl] in its every'Arofuct '
[t Facilitates 1‘0\1}_‘@" \\'nrd-l)t'-h-ﬁ‘lfi'_il{(,‘i eople like to talk about things

2 Builds Brand

3. Generates word

- e LR AN . v,y by e |
ot mouth that are ditferent™ unique. By having'well communicated USP, :
- You are making it easy for vour existing clients to spread the word about
% b DS RE T A e - L, T ool PR S 3 ;
\ ' }r_&.urﬂllﬂnessh;v{n .zcc{rrﬁte‘. d cn?l!mt'l}m;nﬁ*nhgn’;Inﬁfﬁ:}uv Iy aives
Kars.§ L,tvn clienthusliok and shveeks \ules—p‘i‘tcb\"l slave withupeopleithey know
- 3 o o el ' vy \ .

Product Life Cycle "~ 45 M | ooy N = S = i

! ol L] O — o ’
Qefimnon A product life cycle highlights the vanous stages that a pass through its lite time,
trom launch to withdrawal from the market. It consists tor mainly tour stages, introduction,
2rowth, matunrty, decline.

'1.
! v ' 4 amncrm 3 e w3 i
[} 1
t i | 1 ' i
L] ] ]
4 [} L) L]
Y - s ! '
J vi | " 1 L}
a 1] ] L]
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product lite cycle and (he 1y b

plgand arketj :
STAGE T Introducti o ting mix (4Ps)
rhisis the stage where )
will have major injy 1EL1S Launched afe

al problems In the
iy d . cms, [ ‘
relevant 4Ps are gy follows: .. ' lh.m. Slage, the

Product | Pri H

' A basic versj ] -

' pm:[um_' u.,lr‘s_mn of the | The business might

J 15 launched 1o choose a skimmi,

i sauge the response of a riion
i Rl & benetration strategy,
I
[

r development. Sales

: are low and th
product is trying 1o s e product

rvive in the market The

Promotion
'he business will tend
10 use informative

Place
Restricted outlets
. since the demand is
advertisement in order | low Il the product is
to make the luxury brand then
ulnnsumers aware of high-class outlets
\ the product's amival, therwi [
iIPhone related product Usu1nlly multiple ' jis:;-ir;l:z i‘:lz:]ne city
whereas penetration mediums like social -
would 'l?c used if the Jmedia, TV, billboards
competition is high A
and the product is :
- genericew. Lays @

Skimming is used it
the product is luxury
ot technology e g, the

tQ maximize reach.
A S -
iy

STAGE 2 - Growth

This the stage where the product has survivedh
start to go up and tirm is in a position to enj:'!' i
a foothold in the market. b

ers have accepted the product. Sales )
ey of scale and the product begins to have
.-\" g {
il
Product Price:s By
From the teedback in | A suitable pr;ﬂET
the introduction stage | strategy woul persiasive be encouraged to open
the company startsto | either incredSaitie advertisingethat outlets in multiple
make improvements price or adopt a cost- | reminds consumers to | parts ot the town and

otion l Place
should | The businesses would

to

T - i) o - ) AT Y _— " o 3 o faine . :
. and developmenty to i plU§ priciffygechnique’ Pl kq;-_';: eatpurcha ‘lfjhg‘grf this sharp |
| satisty consurgers 'l 4;5? ok A4 Jsestablishibignd foyalty :mush} evep consider
and build brand moving to major

identification. cities.

STAGE 3 - Maturity -

This stage is also known as saturation. Here the sales have reached their max and even thguuh
the profits are high there is.no significant growth in sales. Here the busmes;_adopts extension__
:sfl_"ate_git:s, These strategies aim to lengthen the life of a product by prolonging the maturity stage.

The 4Ps are form of extension strategies. ,1
@ D 13 W h"““ll.-"l o wae 2a ) DA L‘\tn\h@f-l = AL

‘e L«g.,-_ A e et unk ’|lL‘\-L'g_

MEGA LE

meg



www.youtube.com/megalecture

Online Classes : Megalecture@agmail.com

www.youtube.com/megalecture
www.megalecture.com _
\S-Level - Business (YOUY) — IR pAmET

i ?lace
| Product Price Promotion - =
| roduc . < 3 he company pPldns

i ) ‘ The pricing sirategy The advertisements . \
New models, colors,  1acp [Alesy he adverSSTE e 1 oand into new
fe ebes~s | Torion of the would be competiive will focus on owidifii= ,}keps i
| v firms_ | the brand i d  market
Enses ol ' foprev —rms  the brand image an .
= o 0 prevent new I1 L nase ¢ . 3 )
: .| Smoduced ' o ingand - Mghlighting the sometmes 1n the torm
vt Qa0 | iproduced. Exampler | Trom entenng 2nd Righlighting

— 5 & - P .. ‘i‘ i -e = _'E
ook i | Kelloge's relaunched | maintain the cumrent / | posiuve dift renc -
B: with the compentor 3

o

ofa ranonwide
launch and something
results in the brand

e Nutri Bar by making | market share.
. product improvements | '\brand.‘ _ g 10
:?1:1]: ,r-icng:;;d : | .-',’,.' . tade ey Aatl international markets
IHONI 'I al s ot .
flavors, reposittoning | e y
the brand as ‘healthy | 1t Aoy
and tasty'. | | Covuen, —
Thesd That PR 2 T
STAGE 4 - Decline . e _WJ._,‘“‘ "1 &
 Thisis the final stage in the product life cycle. Hele the sales and profits are ralling. There are ‘
4 I, 1:{: better products in the market or the preduct is obsotete. Company will plan to replace the product
ey with 2 better one or shutdown the operation complei®ly.
N J R
N l Product E Price 2T Promotion l Place
Mvertising would | The company plans (o

| The company lowersi¥y

| The company plans to | e S
| eliminate unprotitable

{\ replace the old prices to get rid of2% infifed and aim 10
¥ | - gl o = - .
WAV | products with new stock. - O, out [ow outlets to save
ke V| cnes and withdraw Loy A e wllRl . | PO resources.
e ' from certai : . : RorE, hemes |
Ll from certain markets | oS promotign\schem
e | where the company is gota like Bujzone get one |
| not profitable. . S | free aredaunthed. .
s RS )

Advantages ot Product 'fg(; c_ll o e e ————
. Plan 4Ps: i’%tc Al comparly pl2 o‘thﬁs 45?;’5“3!"2?{?‘%5} 'ﬁ?ﬁg‘?‘@ﬂ:; ge with
every stage o, thecypte (W te\éienxl...ngm-ﬂqpﬂﬂﬂhﬁ)i Vo o Nepd ¥

This also gives insight of how the cash flow of the businesses would

2, Adjust Cash Flows:
e since alot of

vary with the respective stages. In the introduction phase cash tlow is negatn
money is spent on R&D and sales are zero. As the product moves into the introduction phase
marketing expenses increase drastically. Sales have started and cash flow sees an upward trend.
This trend continues till maturity. [n matunity cash tlow is most positive since sales are at their
max and marketing expenses would be low due to established brand name. Lastly the product
declines resulting in a reduction in cash low This is due to fallings prices, product obsolesce,

changes in the customer tends or better products by compettors.
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3. Balanced P

porttolio, Thls?du“ Portfolio: This can also help the business have a balanced product

tading ones. Thi oncept allows the company keeps on introducing new produc:s to balance out the
is helps maintain stable cash flows and maintain the company's brand image.

Evaluan

on: PLC can md the busmess to plan stratktes and is a valuable tool to see the progress

te Aedict future because it assumes that the
‘instantly

e possibility that the produc: might
portant

govl. 1ntervcn1:tqn etc. [tisanim

Ll'-'l.SFI due to an external reason hke changes 11-5{‘ rf' " g
cAseany managements experiences

rvices a firm has is known as Its

product pontollo_
Definition | Product Portfolio Anal 518 i g 2ket position of a firm’s products.
Asrvices/ clements of a business 10

Portfolio analysis is a process of !oulﬂ w2 .,
understand the businesses € etfectiveness ‘f' vulnerabxlntn&s’:m o reach the marketiny Ny objectives.

"Boston Matrix is a method gt pr% ct porrtqh_g an“ 515 that e\:ammeﬁ the predicts of a business
M terms of the:’r-' arket: :'ll‘le arket’ Fo he 5 h%@ai:ﬁﬁﬁg l&.&'ﬂh% which

ey
J mroducts 10 mvcst

td"w u.l‘ onés‘tba oid. “ ~¢'“"~ | ....m-m"Lﬂ : i
- 'Descrlptmu S . gl

*Y Advantage

(t is a tool for a more mformed marketmycorporate strategy

I Tool for ma.rkeung

ion of productsﬁsemces with low

It involves the examinati
d the removal of them from the

margins and/or volaulity an
portfolio — remove risk to the business.

2 Reduces Risk .
C;’[ \U_'?'.. Jo M 2 \,L- fr'tr.-.

"‘l\r\r— b A J

3. PLC positioning [n the context of the product life cycle concepvmodel, you
examine where each product/service 15 positioned.

B

decision-making — helps to steer

An important tool to aid
st productive areas.

3 Resource Allocation
resources towards the mo

Reveals the strengths and weaknesses of the pmducu’semce mix |
o b di—a

5. Strengths and Weaknesses
i e fle. € ey M }'F-ﬁ'- 1‘ ro-to o 1]“ '_-:r_‘i.‘_—
T 1 L]

of the product mix

‘ﬂ: emy) emmpdidf 1 ;i,l_'Jl Jo e o “"-J ﬂ' AR

u--m!,\--.i. Yy Lo fre - a-t ;d"‘“' JL“" L e
\

Pwes g

o M s ..411‘).\;1,\‘ .y o
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4 MARKETING MIX - PRICE \ :
Desmoon Thus is the amount charged for the product This helps the business cecide its \

. = o - T —
Samand profits and image1n the market

1. Price Elasticity of Demand (P.E.D.)
Definizoa The respensiveness of demand due to 2 change in price.

Qdz-gd1
Percentage Change in Quantity Demanded  ——F;
— TFi=Fi
71

PED =

Percentage Cahnge in Price
PED > 1 —Elasuc — Demand more responsive to change 1n Price
PED <1 —Inelasuc — Demand less responsive to change in Price

.
Solved Example: (M/J 2016) | Q1 N
ll Table 1: Data for Candle A ll ’
| Sales (unts) permonth - Prica “
2=fora change 300 i3
Afer changa 70 4
(1) Refer 1o Table | Calculate the price elastgg
recuced from 33 to $4. 3] S
<
\nswer 2ED = Psrcenlaoge Gu:ﬂgl.hl Ounnﬂ::rn = anded N
A product would be more price ineiasuc whenitisa necessity. Since people * would be ferced to
T:!_.j. it. Furthermegre, :;:-mucuggmwgm ﬂﬂp}xe impoyiant pa:t_—i Q:Gmp;nnc*: low PED
aelasuc. L_~.::v, e-.{r'_i:“" ora}w and:tipe of 5:00{11%?1’0(1’:;-.:5 hithai‘i’.- $tron ;\ d image
.nd zre luxurtes are moretinclined 1o nave inelastic ‘demands— e
Advantages Disadvantages
1 Set Prces: PED will help the business 1 _Cetenis Panbus: Since the concept assumes
decide what price to charge to each segment in | that other things remain constant which s
the market Inelastdc should be charged higher | impossible in today's dynamic business
-vhere ¢lasuc should be charged lower. | environment.
2 Adjust Prices: Example if the company | 2_OQutdated: The data might be cutdated which |
wants to increase sales revenue of a product ' may lead to talse results.
that has elastic demand, reducing the pnce e
7 «xould be a berter opnion. Whereas for products |
with 2n inelastic demand increasing the price
would lead to increase in revenue. Opuons like
cetter image and ather tactics might prove to 1
te more beneticial as well 9
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<. Pricing Decision i

Betore an appropriate pricing strategy is chosen by the firm the company, looks at several factors

These include thae cost of production, competitions in the market, prices of competitors, PED

?ﬂld the type of product (New or existing). Following are the pricing strategies can a business can
se;

Competitive

Penetration

Skimming

Price discrimination

Dynamic Pricing

Cost-based Pricing

i w i

o w

l. Competitive Pricing ; Thi '
Detinition: The firm will set its price based on the price set by its competitors. This apprgach 15
;____Qﬂildopled when there is a market leader and the firm has to follow it or 'ﬁrms_chargg a Sllmliﬂr price
t0 avoid price wars, the latter is used in the case-‘;ﬂmﬁg,EHUUS products like coke, oﬂ_ etc. This
method enableﬁﬁ‘ﬂntains sales the producl';i.;i‘ﬁver or underpriced however it might be

e e i) ; : . o
_possible if the competitors are extremely low:pileests drive companies out of the market.
: —_— — Tty
. < s ’:}‘r ﬂ!"‘.#:’ i
2. Penetration Pricing o R

Definition: It is the practice of offering a lm' cfdelipew product or service during its initial
offering in order to lure customers away _;:;nmp,éf‘f If the product is successtul, [}}m
Is increased over time. Example: FMC ".-;,_;g.i-ﬁ“e Se.wlﬁs:&g Setc.

N
i

3. Skimming Pricing et o

Detinition: [s the practice of setting pficeshigh in the statf/drid then lowering them with time.
This is usually in the case of new prodl fct that are uniqueihiggfily differentiated and have high -
research costs. Example includes: iPhone, pharmaceutical drugs etc. —
—— ey Ay B b I B

oo discrinid AT A AE T A o T Faa T

4 Price discrimimationss), | 4 M 1 ke _":E ofHEY e e 4

Definition: THe action of selling the same product at different prices to different buyers, in order
to maximize sales and profifs. Example in Airlines charging people based on their need. This is
only possible when both markets have different PEDs and the firm must be able to separate

markets and prevent resale.

b

ﬂ Advantages Disadvantages

| 1 Increase Revenue: This will enable some 1. Higher Prices: Some consumers might end

| firms to stay in business who otherwise would | up paying higher price forcing them to
nave made a loss. For example, price discentinue the product.
discrimination is important for train companies =
who offer different prices for peak and off 2_Government Intervention: If the company is
peak. a monopoly it can abuse most consumers by

asking them to pay higher prices tor the same

2, R&D: Increased revenues can be used for thing than others. This might force government
research and development which benefit intervention in to the business.
consumers and build the company's brand.
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- . . - ] . - . " - __'__'-——-_._ﬂ A
| 3. Avoid conuestion: Price discnimination 1s [ 3. Re-sell: If consumers find a way to purchase | N
in the market with a lower price and sell it in 3

one way lo manage demand, Price

discrimination gives an incentive for some
people to go later in the day. This means that be removed.
those who have to travel at rush hour benetit

from less congestion,

market at a higher price, all the benefits would |

S Dynamic Pricing ~ & ¢\ o o
De_f'nm_tm, Oftfering goods at a price that changes accordmg to the level of demand and the
customer's ability to pay. This is usually done in e-commerce where the company tracks

customer data and prices shown depend on the person’s ability. This is popularin airline tickets,

il { | | | —

6. Cost-based Pricing €
Definition: This method involves adding a specific mark-up in the price of the good to calculate
the tinal price. This factor would be affected based on the above-mentioned factors. Lower the
competition higher would be the mark-up. The prige can be calculated using the following
formulae: -’
Cost + ! wrag = Price * T

Example: Cost to make a single umt of pen “ He tirm wants to make a protit/markup of
'F’ 1 v ;.",l x 10) = 11 (Selling Price)

1}

e

Table 3: Unit cost for some pmdu:ts 1o ha sold in the shop
School bag (plain black) 310
: Sports jacket (variety of sizes) | 335 |
Shorts (varietyofsizes) 38 |
: Spuﬂ§9cm}g (per palr) : 36
' Plastic foldar (pack ol 5} ; 57 |

\ T W2 = ¥ “ﬂ ‘t.ﬁ = "':...I 4!
AAJERT T ] Ao gg e s
i) Paula plans to add 20% to the unit cost of eat.h item in order to calculatc the selling price.

Using Table 3, calculate the selling price for a sports jacket. [2]

Answer: $35 + (20% x 335) = $42

MEGA LECTURE
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b‘ i
P . ’
%N\ | grETING MIX - PROMOTION

," “,“ “n Promotion gives the consumer thc_in:'vrmancn about
j}f:hcm about what the product_ts. what 1s the pnce and where
: E objecnves B

1 Inform Customers. Tell them about preduct medifications, new offers, new releases

+ Persuade Customers: Highlight preduct benefits as compared with the compeutors

3 Reassure Customers: Reassure the buyers that they did the nght thing

the rest of the marketing mix [t
1s 1t available There are

— —— — —— —

A promotion miX is comprises of SEVEN elements:
Adverusing P A
Sales Promotion
Personal Selling
Public Relations (PR)
Direct Mail

- Branding
Merchandising

e led LS —

-4 O LA

l. Advertising V' =

Definition [t is a paid for means of ;gmmum‘f is done through different media ke

epends on several factors like resources
le: Mass products like FMCGs should
\ertised in a specialist magazine

e bombarded with different ads.

t results. Furthermore they might

newspapers, radio, televisions internet etc. THEJ (e
Tvailable. target market. nature of the producte
be advertised on TV whereas a luxury itemshoy
However advertising can be inetfective 1£thE?
therefore choosing the nght media is highl¥’s
prove 1o be expensive example TV T

-~ 2. Sales Promotion

.+ Defininon_ These are anemp sales using tech S _ ter ce cu

_BOGOE However they might cost the company as giving gifts or prce cuts mizht reduce

" protits. Hence itis oniyta-short-térm sofution’add ﬁbtor&il&e‘tﬁe‘%nﬂhp’a‘fj oﬁsq;‘_is and brand
: 3 s iy 4 e 1 . s T N !'-:" ,

image should beconsideredd 17N g TN ey lmm 7

e promoticn offers, pnce cuts.

3. Personal Selling
Definition_ This 1s based on face-to-face contact with customers. This method allows tor two-

way communication and the firm can answer any questions of the customers. Therefore tisis—
SiTective in the case of services like insurance, mortgages or in the case of industnal products
like high-tech machines etc. However it can be expensive if the salesforce is expensive and can

only reach a limited number of customers. =t ) Aiee)y S
L o -
) o
Con) & J-cd_;-u,-, ‘31"1...4_ hl-%n%'_ e t

M‘L'ﬁ-‘ba-&d.s}‘-a.‘\tf-ﬁﬂn_lﬂ_ 1 Fa _\‘-.

tube

L
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e '

Online Classes : Megalecture@agmail.com
www.youtube.com/megalecture
www.megalecture.com

A§-Lavel — Business (J0U7) = awae ==

sublic Relations (P'R) ) ) . ] als with, It atten
el This involves contact with media and various : ,t_:;rm zq:i: where the [i r‘:!:L
———— T —— . "
1o send orp:micular messages about the firm or its products. IJnl_l kc:;] vc: i dl_:,) p =T j.?.
has to pay in PR the firm creites a story or event 10 attract attention that t efjeio Tb’rirnF dy |
tur This involves press releases, handling customer complaints and organizing t:h | [£hc1 -mou:
: '« 2 common way of doing it. The advantage 1s that might beghcaper
tim ned r the event as intended which
ppste =} dhe e

 groups tha

De

“messages. Sponsorships is ac , it :
than traditional media Lowever sometimes the media doesn't cove
Comt— Yey eoalh Lavi¥rd the

= p . M
might lead to incorrect information.
. o 5. Direct Mail _ ' . { 4t i NS
B o Delinition; Direct mail encompasses a wide vanety of marketing materials, 1nCiutiiis '1 5,
J: el 2 catalogs postcards, newsletters and sales letters. Major corporations know that d:rf:cl-r_'ﬂa_l
t’\:w-f&".:-f/'} advertising is one of the most ctiective and protitable ways to reach out to new and existing
pp}r"‘" clients. However some consumers might tend to 1gnore it.
Ny, T
. LD e 1
6. Branding® —> Severere Ssteq = A L1l o _
Delinition | Branding: is the strategy of differentiat 1g products/services [rom those of ; '
wcompetitors by creating an identitiable image awr*‘ﬁ d clear r:xpec_mn_oqs_ubnut a product/service
) ing is done by creati nds. by
g Branding is done by creating brands. TN
T s WIS s P "J e .:.%!j:}' o . _
(-2 trademark that distinguishes the product

from its competiters. Brands usually highlighty e and the intan nble features ot a
o = . ! T — . !
nreduct [t is important for promotion n the:fo %S N )

“Advantages.  * - | Description . © % AR e B el S Fod i
I. Brand Image It creates images and,/preduct persondlifies that consumers identity with and
ik DR

50 better res;:ond.;‘g'ﬁ'_q’_ ertising md@q}\éi romotions that persuades them to
buy. 7eu cem \‘ml"’n{ﬁw"ﬁl c o e — R = QuereFce .

[ncreased awarengssidnd recognitionofipiBducts/services racilitates :
communication with actual or potental customers which leads to more sales_
R{E%E&%ﬁeﬁbﬁ{; Elasticify! offdemand ds'\zpﬂﬂﬂ;lg‘l} dérfonsiratg a

| preférence de’é*‘*.%ell-kndvn- Er:i%d-?-a‘ri&‘s’iﬁ'E'ﬁcreﬁ’s’é& custamersloyalty.
Distinguishes products/services and increases chances of brand recall and

]

|

|

]

|

‘ 2. Awareness

i' 3. Inelastic PED?
Moy

You co 4 Repeated | 3 ¢  of bran -
l Purchase repeat purchasing. May allow for the establishment of a ‘family’ of branded

e Reedyo) e, - | associated products/services.
- Competition of brands with a well-establi and might lead to wastage of resources ( |
vise it might lead to loss of sales’

Og:f\.,

L Secondly jf the brand is associated with the wrong things @t
Hence it should be noted that the importance undermined Ziven other changing factors such as_
personal or country wide economic recession where price becomes maore important than brand

image can reduce the effectiveness. @

7. Merchandising L LN

Definition: This involves using the name of a product on a rage of other items like CDs, T-Shirts,
posters, mugs, point of sales display etc. This can make the shopping expenence better and can
generate impulse buying however there will be cost of displaying both in terms of money and

time. "'jw Mol - e Purpase ol ""‘tﬂ—lﬂ'.'-ctl‘.!l‘ll"j R R 1wl "'(' “-n-t
Dt -
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\ 1s
N\ el M SRt X< l\\\(&\;m\ v o WAL ce e Ml &3 Cueadoadioag by
e {w_ & Qeeccal \S-Level - Business (W609) - SECTION 3 - |Marketing)
Q\S'\ Qe T\L‘Mul s
ch
Choosing the promotional mix do
—Lhe composition of promunonal mix is dependent on numerous factors: . _ .
| Fnctur*"-_'.-- AATS R l Dtscnpﬁom'ar' B L L P e T TN AR R st ) '\ 5
The nature of the [ [fthe product is an industnal product personal selling is hencr = _
mdu“t | whereas FMCG TV is better.
= Marketing Expenditure | The amounts business allocates on marketing activities like :
udger promotion. With a small marketing budget a firm advertise on =
T I newspaper and not TV 1l
3 Available options If a certain type of method is illewal a country then other methods | n
should be explored. E‘(:im'plt., Adverusing Tobacco is illegal in
Tramer Pakistan, hence the company s use sponsorships.
+ Size of Audience [If the audience is large then TV and national newspapers are better s

|
3 Protile of Target market | 1f the target market is high end then specialist magazines and

| sponsorships would:be better.
If the purpose is ta giye detail then written is better, howeverif it to |

0. Message to be

communicated sreate an impulse th¥f\visual is more appealing.
- : R N e e ¥ R L e N 5““1’,;" un -
\ Loy \'t\L — 1:‘. L ""‘m‘\
Packing (5108 i Ol"u-'ul:t ﬁmu:u:. o
Definition: Packing is regarded as the h\rh‘.lc r (he fDdUl.t P:u.'p.mi.. 15

an important element in the product and |Ls.[._~_ go

_Function- ©~ - | Description:: e et e e [

1. Protection | [t helps protect thE'.
bubble wraps tor:

promonon:rﬁ" ctive packing catches the

consumer's eves q Jan generate’ ax\_.:rm ulse to buy This also helps in
strengthen lhe.:b  image. Exanml mes companies spend a large |
amount of monev ]US[ on the desmn Cl.l'ld paLLaLlnL

2. Promotion Packing is mtet_'ral"'

3. Easy to s\ b’k makes | lttag.),go trans rr d us whe 5’?-. tzmpla‘hk s flat

| Transport _-'{;_____ ‘packink hel P%l l._:Ubt et TCU‘- M e __.;:_.‘_i ik
4. Promote other Tool to advertise other products of the Company. Sever:ﬂ' uOl’Ilp.lr‘llr‘.'S like
products of the Nestle, Knor advertise their other products on the packaging. Example: On |
company Nestlé's plain yogurt they mention “Also try our truit vogurt”,
5. Information Packing also gives details about the ingredients or how to use the product. |

about the product | This is an important tool for the business in deciding a particular product

when purchasing the product. |

s

Above the line and Below the line Promotion
Definition | Above the line: Refers to mainstream advertising such as television and posters. The

aim is to pull customer

Definition | Below the line: It refers to other promotional activities such as free gifts, discounts,
special otfers. These factors push the consumers into buying the product.
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3. MARKETING MIX - PLACE

Detiniuon: Place helps to build convenience for the customers to access the PLD?”‘:L he ola .
Mewe O 2efmTON. Distmbution channels are the means by which the product is passed from the place oy

o oo™ ¥ production to the customer or retailer. There are THREE distribution channels:

]

I

Type and main features - | Examples of products or: ° i Possible ,b!n_e‘lit_sl' .'

services ' 1

1 Cirectseiling no

i'l mail order frem
intermedianes. Canbe |
.

manulacturer

airline tickets and hatel
accommadatien seld aver
theinternet by the service
providers

s farmers markets - selling

3 nointermediarias, 50 n0

mark-up or prghl: margin
taken by other businesses

8 producer hascomplete
tontrol over the marketing
mix - how the productis

sold, promoted and priced

1 raferred to 25 'zero-
: :ntermediary’ channel,

i
'
|

| |
|

| i croduce directly to to consumers

f | wansumers . 2 quicker than other i
' channels !
. (SRR

: | products

1 direct contact with
cansumers offers usaful
market research

|
'l a may lead ta fresher food
|
|
!

Possible dra

Whchgi

a allstorage and stock cosrs

haveto be paid far by
praducer

no retail outlets limits rha
chances for consumers m
see and try Defore they by
may nat be convenient for
consumer

no advertising or promotior
paid far by intermediaries
and no after-<ales service
affered by shops

canba expensive to
dellver each item sold to
nonsumers

|
f

! channel Usually used

m: holiday companies selling | ¥ retailer holds stocks and - -
_ holidays via travel agents pays for cost of this;,
for consumer goods but:| w- |argesupermarkets. -~ |’ retailerhasproduct -
could alse be an agent: thathold thelrown- . " |- displays and offers after-- -
for selling industnial . . stocksrather than using-. | . salesservice - . L
products to businesses: v~ wholesalers . - .= .~ a3 retailersofen in locations
i,u“)‘ .. | 2t wherethe whalecountry: | . thatareconvenient to
S;‘,nS'-_- ;  canbereachedusingthe = [ - consumers:* * :
RV - one-levelroute, eg. 2 27 producers can focuson
. 19 sathil " smallcountry . production - natonsellng |
: b e . the productsta consumers - |

"intermediary takes a -

profitmark-up and this
could make the product
more expensive to final

' consumers.
producers lose some

control aver marketing m:

«" retailers may sell produc:

frorm competitors toa, so
there isnoexclusive autle:

~‘praducer has delivery

cosls to retailer

1 Two-intermedian i

i channel Wholesaler '
huvs goods fram |
sroducer and sells to |

{ &4 inalarge countrywith

= wholesaler holds zoods |
and buys in buik from
creducer

2 reducesstock-holding i
costs of producar

1 wholesaler pays for

1 transport ccsis ta retailer

; : . 4 wholesaler ‘breaks bulk' by 5
Yo ta mn aqens F Sogin et |
|

Zreatdistances to each
ratailer - many consumar
qoads are distnibuted

this way, e.g. soft drinks,
alactrical goods and books

1:

e

[ e E o
' l
!

|

!

|

: uiah volsleta)en w\_.;_ ] and selling to retailers in
l <mall quantities
i ” i | ) :
.5{’“ (SN m\-‘v‘i""'"“ ! a2 may be the hestway to i
! ¢ | enter fareign markets
where producer has no
direct contactwith retailers |

g
o
éi

anothar intermediary
takes a pronit mark-ug -
may make ninal good maore
Uxpensive to cansumer
producer lasas further
control over marseung im
slows down the
distnbution chain
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6. USING THE INTERNET FOR THE 4PS/4CS

L. Product/Customer

The internet can be used to collect market research data. The companies do this by collecting

customer feedback on social media platforms and encourages visitors to give reviews on their

website. If the product is itself Internet-based, even better the company can ofFer trial versions,

demos, upgrades. Features like online catalogues and product description ease the decision-

making process for the customers. This also helps customers to compare products before they (Cl
buy.

2. Price/Cost

Definition: Dynamic pricing can be used in internet. Offering goods at a price that changes

according to the level of demand and the customer’s ability to pay. This is usually donein e-

commerce where the company tracks customer data and prices shown depend on the person’s

ability. This is popular in airline ticket * \ntterel MedPs fa devdap mews pProdedl - ~
s v Ld.g-s T tardueFi oy el CthTesa

3. Promotion/Communication

L. Online advertising: The companies place adveff3jon websites and target consumers, These F:é:
adverts target customers based on their mterest' 4 ilf\,, is done by tracking consumer browsing ~
data. Google Ads are one of the ways these com “3’, target customers. Companies also use ~
email markenng updating their customers abgltthérlatest offers, new armivals etc. Example 'i-fg
Abercrombie and Fitch emails its cusmme:sta‘ﬁ ‘revAarrivals and clearance sales
2 Social media: Social media websites 11]{6’ oyide brands to establish fan pages
through which they can communicate Wl: ir audu:nc This helps the brands engage with
vour community easily and atrenglhenst\i& ey also provide valuable real-time
] page insights and historical data whwhf T improve its strategy
R : P
| . Ty Sapecede MEEEITRLRA - L T
! :::::‘ i Viral marketing; Internet has alsa/allfiWed brands to daX¥i¥aPmarketing which is the use of
i Vivay :M& cial media and text messages to mcreaSe brand awareness or sell products. These can be in the
I Yo \—penve_ [Orm of videos, Bames e-BUGKs ¢t | mpl'&!{Do Caﬁi’pmgn b ﬁhﬂmfﬁjﬁh ‘Teal fewards”
'h.“_ Yewaed  This pmmmional ldéq ené’atedr dbre '}.D § vu:lnﬂngnf .?ﬁhm% 114
| fetlor Y mullion views ‘the first monih. This was thanks in purt tot mlever ¢ brand's efforts to spread its
' bu-lu. ymessage worldwide: Dove uplDaded the video in 25 languages to 33 of its otficial YouTube
Mw e -hannels, reaching consumers in more than 110 countries.
.%- | ST
4. PIachunW/’} 1) wmarty Qoeparcde E':',Ebl
1. E-commer: 1s is regarded as buying and selling of goods and services over the internet_
using computer networks, The companies use this to create convenience for the cuswmers
Today e-commerce is being used for both B2B and B2C orders. Example: Amazon.com. »m. There
are several opportunities and threats to the business and consumers:
</
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7. CONSISTENCY IN THE MARKETING MIXZ{ |
Detim rarated Marketing Mix: Thigihig) l1§lﬁﬁ§ 1t the marketing decisions should ot
always complement each other such that zﬁﬁf ! sum’f"", -k

product. This can be achieved by mﬂ.int_ﬁiﬂf_lj'ﬁ i ste
product is high end. then the it should bg6f}
aromoted through specialist mug:lzinc;i;“_ d

L

onsistengy:among the -4Ps, Example [t the
gh qualilﬂ?ﬁﬁ; fbuld have a premium price, should be

HX ) )
laced in sg_qé%l t stores and expensive outlets

Note: This is always the conclusiongfigipfarketing questongi:
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