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TOPICS COVERED IN THE SESSION

MARKETING CONCEPTS, FUNCTIONS AND PHILOSOPHIES.
MARKETING MIX - CONCEPTS & ELEMENTS.
PRODUCT MIX

PRICE MIX

PLACE MIX

PROMOTION MIX

TOPICS DELETED

il e
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WHAT IS MARKET

A market consists of all the potential customers who have the ability and
willingness to buy a product or service to satisfv their needs and wants.

According to Philip Kotler, ‘A market 1s a set ol actual or potential buvers who
might transact with a seller’. This market can be a physical or a virtual space.




WHAT IS MARKETING?

“"The science and art of exploring, creating,
and delivering value to satisfy the needs
of a target market at a profit. Marketing

identifies unfulfilled needs and desires.
It defines, measures and gquantifies the
size of the identified market and the profit
potential. It pinpoints which segments the
company is capable of serving best and
it designs and promotes the appropriate
products and services.”™
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Features of marketing
Needs and wants

* Needs — Basic human requirements like food, shelter, clothing
e Wants — demand of specific products
* Needs give rise to wants

Creating a market offering

* Developed after analysis of needs and preferences of potential customers

e At a profit. Customers are made to prefer the products in relation to the
competing products

* Essence of marketing

* Exchange of goods & services for money or something value to them
* Conditions for exchange

* Two parties | each to have something of value to be exchanged | ability to
communicate and deliver the product or services | freedom to accept or reject




What Can
Be
Marketed

?7?

-Goods

-Services
-EXperiences
-Person

-Place

-Properties
-Organization
-Information

-Events

-ldea and Innovation




Marketing Management
PhiloSOphie Skem
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Marketing Concept
Societal Marketing Concept




THE PRODUCTION CONCEPT




PRODUCT CONCEPT N e
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MARKETING CONCEPT
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Society
(human welfare)

SOCIETAL CONCEPT

Societal

Marketing
Concept

Consurmears Company
(Satisfaction) (Profits)
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BRAIN TEASER

QUES:Quality and performance of the product is the mam focus of which
marketing management philosophies.

Efforts By:-

Ms. Meenu Sehgal, Delhi Public School, Sector -30, Noida

: Ms. Amita Vohra, Greenfields Public School, Safdarjung Enclave
IT. Marketing Concept s Meera Pandey, Vidyagyan School, Bulandshahr

[. Sellmg Concept

ITI. Production Concept
IV. Product Concept

ANSWER : IVPRODUCT CONCEPT




BRAIN TEASER

‘Beauty Products Ltd." i1s a natural and ethical beauty brand famous
for offering beauty products for men and women . The company uses
plant waste materials for its product and 1s a number one beauty
brand in the country. It not only satisfies its customers but also
believes in overall protection of the planet.

Identify and explain the marketing philosophy being followed by
‘Beauty Product Ltd’. DELHI
2015 (3 MARKS)
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ANSWER

SOCIETAL CONCEPT V2
IDENTIFICATIONT2.5 EXPLANATION




Mnemonic: To learn the functions of marketing

General Manager Puran Singh
Was Tested Covid Positive 3 Times
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1.GATHERING AND ANALYSING MARKET INFORMATION

 Primary function to identify the needs of the customers
» Most important to take decisions for the successtul marketing of goods and services

» Analyse opportunities and threats as well as strengths and weakness of the
organisation

+ With technological explosion, it has become easler to collect necessary information
through interactive portals R
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2. MARKET PLANNING
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Ms. Meenu Sehgal, Delhi Public School, Sector -30, Noida
Ms. Amita Vohra, Greenfields Public School, Safdarjung Enclave
Ms. Meera Pandey, Vidyagyan School, Bulandshahr
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3.PRODUCT DESIGNING AND DEVELOPMENT

» Agood design makes the product attractive to the consumer

¢ It also improves performance of the product and gives a competitive edge in the
market

» Hence decision regarding the design and development of the product is very crucial for
a marketing manager “;B e Sy %

e —

LT
STLDY




4. STANDARDISATION AND GRADING

+ Standardisation refers to producing goods as per pre-determined @ H

specifications.
* Helps in achieving uniformity and consistency in the output.

* Reduces the need for inspection, testing and evaluation from the consumer’s
perspective

* Grading is the process of classification of products into different groups

* This is done where products are not produced as per pre-determined
specifications eg; agricultural products

e |t helps in realising higher price for higher quality products




Packaging

9.PACKAGING & LABELLIN! {\f; >

+ Both are considered as pillars of modern day marketing tools

¢ Packaging wraps the product and labelling forms the information printed on
the package.

+ Packaging not only protects the product but also used as a promotional tool
+ Quality of the product is also assessed by looking at the package and labe! % |
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6.BRANDING

e Important decision area for marketing - to
sell in the generic name (fan pen etc.) or
specific brand name (usha, reynolds)

e Helps in creating product differentiation

e Branding strategy — each product a separate
brand name (Lux, Surf etc., ) or same brand
name for all products of a company (philips,
samsung etc.,)




o ol
1.CUSTOMER SUPPORT SERVIGES tﬁm’&%’i@iﬁ}m

Qo HELP,

e ':*f'.t -
e Includes after sales services, handling
customer complaints, procuring credit
services, maintenance services, technical

services & consumer information

e Aim at providing maximum customer
satisfaction the key to marketing successes

e Effectivein bringing repeated sales and
developing brand loyalty




8.PRICING

o Amount of money a customer has to pay to obtain the product or
service

* Most important factor deciding the success of failure
* Demand is directly related to the price of the product

* Important decisions marketer has to take are:- pricing objective,
pricing strategy, determining and changing the price




its features; persuading them to buy the product

* Four important tools - personal selling, advertising, publicity and
sales promotion

* Marketer has to decide on the combination of the promotional
tools and budget thereon. %




10.PHYSICAL DISTRIBUTION
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11.TRANSPORTATION

o £ users of products e wide spread and geographicallseparated

o Various factors o be consdered before deciding the mode o
ransportation: natureofthe product,cost and locaton of target mret

E




12. STORAGE/WARERQUSING

 There i aime ganbetween production and procrement of goods ety °
Tl demandor Suply '

 To maintain smooth lew & suppl ofthe poduts and aloto potec
aganscontingencis proper storage s g

 Storageis peformed by iferet intermediane




Mnemonic: To learn the functions of marketing

General Manager Puran Singh
Was Tested Covid Positive 3 Times
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BRAIN TEASER

MCQ 1 MARK
Q.Marketing functions do not include:

1. After sales service

II. Selling
[II. Negotiating with government officials

IV. Recruiting sales team

ANSWER : IV




BRAIN TEASER

QUE:The act of designing and producing the container or wrapper of a
product 1s called

ANSWER : - (=
Packaging |
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BRAIN TEASER

Tomato Ltd. ., a food delivery service app has recently faced criticism for the

tampering of their product by the deliverv bovs. Tomato Ltd. decided to put a

hologram on the [ood packets in order to protect the contents [rom spoilage .

leakage, pillerage, along with a tag with a safety warning for the consumers to

check the seal.

Which concept of marketing discussed above 1s performing the important

function of communicating with the potential buver and promoting the sale.

a)Branding h)labelling
¢) packaging

d)Product designing & development

- (-
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MARKETING MIX

Marketing mix can be
defined as a set of
marketing tools that a
firm uses to pursue

its marketing objective(s)
In a target market. 4 Ps of Marketing Mix

PLACE

Op

PROMOTION

RICE

T, v U ST



Elements of Marketing Mix




Marketing Mix evolves from the marketing tools .......

Marketing

=

Market offering

Controllable factors
become the marketing tool

—

=

A number of factors
affect the
marketing decision.

J

Controllable and
uncontrollable
factors.
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PRODUCT AND ITS SUB-ELEMENTS

Product- It is anything that can be offered to a market for a
price and has certain tangible and intangible attributes.

Product Mix =
Product Quality S— =
Branding g @ -
Labelling - -
Packaging L J |

Product design and development &-‘t“jﬁ_;_ =}




. - PRODUCT
The Product saga continues..........eeeeennnneee. g b

=
PROGERCE

A product can be a tangible item like a fridee, a sﬁirt, a chair
etc, with some intangible attributes.

But a product can also be an intangible act that benefits us,
that is a service.

Like services of a Lawyer, a consultant , a psychiatrist, a
banker, a doctor etc

Efforts By:-
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e, PRODUCT
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Tangible and intangible attributes in a products

Can be seen and touched. Can only be felt or experienced




A customer derives this when she buys a product-

BENEFITS
Functional Psychological Social
The basic or core use 1heneed for The desire to be
of the product.

prestige and esteem  accepted as a part of
a social group.




The three essentials that make a complete market offering

1. Branding
2. Packaging
3. Labelling

Efforts By:-
Ms. Meenu Sehgal, Delhi Public School, Sector -30, Noida
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BRANDING

Branding is defined as the process of assigning
a name to a product and popularising it.
Generic Name Vs Brand Name




Generic Vs Brand
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Various terms related to Branding

1. Brand

A brand is a name, term. sign, symbol. design or a
combination of these . which is used to identify
the products— goods or services of one seller and
differentiate them from those of the competitors.
A brand has two components- Brand name and
brand mark Ll

4



BRAND NAME and BRAND MARK

[t 1s that component Brand Mark
of a brand that can be
spoken-

For example

PEPSI




Trade Mark

A brand or part of a brand that is given
legal protection is called trademark.

In India. trademarks are administered

by the Trade Marks Acl. 1999. T M
Efforts By:- . —
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SOME RENOWNED INDIAN BRANDS
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g brand S HEAT B...............

dMaZon

A brand that is worth 150 Billion USD




Advantages of Branding

A L - T I

Helps in product differentiation

. Helps in advertising and display.

Differential pricing.

. Ease in Introducing new product.

Ensures quality

. Status symbol

B ugy Fedx DIEE 65
'E‘i”j - @ Google @D
BRANDING
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Characteristics of a good brand

e A brand name should be short, easy Lo pronounce and
remember like Lux, Maggi elc.

e A brand should suggest the product’s benelfits and
qualities. For ex Clean and Clear, Soft and silky

e Chosen name should have staying power .

Allahabad bank 1865

e The brand name should be sufficiently versatile .
Tata motors, Tata Tea, Tata Steel
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Packag




Packaging

Packaging refers to the act of designing and
producing suitable containers, boxes, cases or

wrappers for a product.




Three levels of packaging

PRIMARY SECONDARY JRANSPORTATION

alamy stock photo




Importance of packaging

1. Rising Standards of Health and Sanitation.




Importance of packaging

2 Sell Service Oullets




Importance of packaging

3. Innovational Opportunity




Importance of packaging

4. Product Differentiation




Functions of Packaging

1. Product Identification

-
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Functions of Packaging

2. Product Protection.




Functions of Packaging

e Product Promotion
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Functions of Packaging

4. Facilitating the use of a Product
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Labelling
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Labelling

Labelling is the process of putting labels on the
product.

A label provides detailed information
aboul the product to the buyer/ user.
A label can be a simple tag or
elaborate part of the package,




Simple Vs elaborate label
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The various functions performed by a label -

1. Describe the Product and specﬂ’y its contents
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2. ldentification of the Product or brand




3. Grading of Products:

Glazed Non Glazed

Ceramic Porcelain

wikil
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White Jasmine Rice
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4. Helps in Promotion of Products:

ASI‘#E‘E.‘EI‘BE

<=~ Custom Label Bottled Water &=

Wwe Pt Yooaur WMessage
rmn Peopile's Hoaomnds

e Faradl AFarerffaly BP0 om v o dsen @ EB g e i oow - awew
PR A e E, Nl e, ¥, FiFe meral S0l e S T areale s,

L f— iy —— [ | T e

A R
-rlﬁ--fﬂ-elhl.li- o] s e e -
Vo el Pl Bhips Frosm BT wal i L] L ] ] e LR ) L
Lila0e] O, L, TR, ECER, RERA. BRI, R B o 1.0 L b b [ ] Lol . F iy (ol el =
= B0 BUER fid T ChA, RN N breckicsd gy b Fir oer 108 i CRF . o O.TFF L oo = o
=F TN DA, FiL, CiA, B, HEA, BALY, A 2 o 1. 07 L L= ] AP oF o FE 0. FI AP NEE = § 3 -
i, FEFa D, Fii, Tia, Wi, Mk, A, Bh6 W A e W, T LR n EE O L ] i F i e - i
1 sy S, Fi, T, BCE, RRA, BAD, #E FLH W, EE W, N " AN R o T o, o, T
_ 1. Fas G, i, HEL WL amr (U W G " L] o, A [P T ] ; 3
___1.T=8a D BATE Wil 58 e {35 W A L= ] L T L LN Lo L -
Q0 St o gt AR d i S § 23 T e S am— w1 mm w1 memimemal Am cw Emmem
= FANF FLATAAPTRIANT FRRSE 5 = ileaw Firvie oo d sasfasgs Sear = Faar ¥l cvw B Pasr ol Fiprs fnviy BVorers corad
BT Diays Trosw el sgsorowesl | ¥ -0 oo imlsein = BAS (v el FWatesr Tooan Sl oo aieas
apads 0 il m Aaarlabis e F Pasil Codew i@t - 8155 (v T pim@minivy Cinososs Wi of fos @ dor- Fr <t sk
= Favarrs aur el Rasbar Fromes oo bl gl i el (0P 0 Th AS0 LIS,
= - s P i SR I,_--—_\i-- e rr-::. =k . ,. __'_-1:______ e




5. Providing Information Required by Law:

Labeling in India

Electrical Shock INTRODUCTION

:" E:;"" Ham"d' All labels of a drug should conform as per the
—_— urm o [ ‘“m n s P - 5
this equipment before . - specifications under the Drugs and Cosmetics Rules
working inside. 1045.
= - That no person sell or distribute any drug unless it is
labelled in accordance with the Rules (Rule g5 of D&C
« DANGER A \Ritle 95
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BRAIN TEASER

Que : This component of Product mix gives a
distinct 1identity to a product. Identify it.

Ans: |Branding o ——

Efforts By:-
Ms. Meenu Sehgal, Delhi Public School, Sector -30, Noida

Ms. Amita Vohra, Greenfields Public School, Safdarjung Enclave
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BRAIN TEASER

Que: Corrugated boxes are a part of
a. Primary package

b. Secondary package o
¢. Transportation package . — 4
d. labels

ANSWEr [ Transportation package
CTF
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BRAIN TEASER

Que: As a creative head of an advertising agency,
you have to tell an important client of yours that
why “soft and smooth” 1s an unsuitable name for

a brand of cement?

AI]S: Because a brand name must suggest
the benelits and quality of a
product, so 1t 1s totally
Inappropriate.




PRICING

Price is the amount of money paid by a
buyer in consideration of the purchase of a

product or a service.
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FACTORS AFFECTING PRICE DETERMINATION

P-Product cost

U-The utility and demand

P-Pricing objeclives

G-Government and legal regulations

M-Marketing methods used

E-Extent of competition in the
market

T P A, Arane]



Product cost

IN THE LONGRUN -
FIRM MUSTSETA
PRICE THAT NOT
ONLY COVERS THE
TOTALCOSTBUT
HELPSTO EARN
PROFIT AS WELL

0

Variable




THE UTILITY AND DEMAND

A
G000 —
S000 — o
O A,
§ I EPE i Demand Curve
[L 3000—J essesrnssnssmanraseiussasnnarasnansnnnad
o HIGH PRICES CAN BE SET -
X IF
o A) UTILITY PROVIDED e e :
° BY PRODUCT IS HIGH - Toow,
B) PRODUCT HAS T T
INELASTIC DEMAND

Quantity demanded per period (in millions)

Demand is Price Elastic
T v U s



EXTENT OF COMPETITION IN THE MARKET

Factors that Affect Price

=> Competition

® A rivalry between two
or more businesses
for scarce consumer
dollars.




GOVERNMENT AND LEGAL REGULATIONS

TO PROTECT THE INTEREST
OF PUBLIC AGAINST UNFAIR
TRADE PRACTICES
.GOVERNMENT REGULATES
THE PRICES OF ESSENTIAL
COMMODITIES

: Rea“ll wo RKS*~

Price Control




PRICING OBJECTIVES
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MARKETING METHOD USED

PRICE FIXATION IS AFFECTED BY:

Example ::
If a company provides [ree home delivery or credit facility then it
has fexibility of [ixing prices




BRAIN TEASER

QUESTION - MCQ

“APPLE SETS HIGHER PRICES FOR ITS PRODUCTS TO RECOVER HIGH QUALITY
AND HIGH COST OF RESEARCH AND DEVELOPMENT”. IDENTIFY THE RELEVANT
FACTOR AFFECTING PRICES.

A
C
D

PRODUCT COST B] EXTENT OF COMPETITION
PRICING OBJECTIVES -attaining product quality leadership

NONE

ANSWER :C - @



BRAIN TEASER

After acquiring the necessary knowledge and skills on starting an Aloevera firm. Ashoka wanted to manufacturer
Aloevera products . He observed that the products of the competitors were expensive as the demand of the products
was more than the supply. He also keen to promote the methods and practices that were economically viable.
environmentally sound and at the same time protecting public health. Ashok's main consideration was about the
amount of money paid by the consumers in consideration of the purchase of Aloevera products. He also thought that
compelitors prices and their anticipated reactions must also be considered for this. After gathering and analysing
mformation and doing correct marketing planning.he came to know that the consumers compare the value of a
product to the value of money which they are required to pay. The consumers will be ready to buy a product when
they perceive that the value of the product is at least equal to the value of the money which they would pay. Since he
was entering into a new market he felt that he may not be able to cover all cost. He knew that in the long run the
business will not be able to survive unless all costs is covered in addition to minimum profit. Considering the
compelition .he decided to add some unigue features to the packaging and also decided to provide free home delivery
of the products.

A] Identify the concept.
B| Explain briefly any four factors discussed in the above case related to the concept so identified.

(CBSE. Delhi 2018)




ANSWERS

A|] The concept being described in the above study is Pricing /Price mix.

B| The four factors affecting price determination discussed in the above case
study are :

[| Extent of competition in the market

[1] The utility and Demand

[1I] Product cost

[V| Marketing methods used

® ORC
REH@'{B(;'R | ._ \ / |
== § N

TO EXPLAINALL FOUR
POINTS
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PHYSICAL DISTRIBUTION

Place- This element of refers to all those activities as a
result of which a product reaches from the place of

production to place of consumption. Physical Distribution
Two Important decisions: Taventony ™ Order Processing
: :"‘ | Rrr.ru-nl
A) Physical movement of goods from producers to '--Jh‘:.-l:i:r*ﬂ_ﬁ- Shipped
consumers . Physical S
o - Yistributlion 1
B) Channels of distribution /:IE.W?% unctions Warchousing.
\_  AlcPipeline, - “:';T:ﬁ

N Internei 4
- -~

T P A, Arane]



Channels of distribution

DIRECT CHANNEL/ZERO LEVEL
l Froducer ]'— @ 'Ic‘m“m‘r

DrefCT L el

ONE LEVEL
. = =N

Producer e -| Retaler ]—{camumar]

TWO LEVEL CHANNELS

IFrnuu:cr}— E —-I'Nhnhs:hrl Retailer —-lCmsumtrl

THREE LEVEL CHANNELS

Producer I-—— Agent ——-I\Uhaitsaler]-—-‘ Retailer ——-ICnmumu'I '

"




DIRECT CHANNEL OF DISTRIBUTION-ZERO LEVEL CHANNEL

PRODUCERS TO CONSUMERS

)
$ 445 )

T, v U ST




INDIRECT CHANNELS OF DISTRIBUTION-ONE LEVEL CHANNEL

PRODUCERS - RETAILERS -CONSUMERS




MANUFACTURER- WHOLESALER- RETAILER- CONSUMER-
TWO LEVEL CHANNEL

TxwoarlevelichamnmekofidlistrilarmtEicon

P anufacturer Wholesal er Retailller Cornsu rmesirs

Suitability :
W hen the retail outlets are more and widely spreaded .

2= When the financial resources of thhe manufacrturer are
limited.

= When the product are durable .
Example :
Food grains , spices, utensils




MANUFACTURE AGENT WHOLESALER RETAILER CONSUMER-
THREE LEVEL CHANNEL

Third Level Channel:
(Producer.... Agent... Wholesalers.... Retailers....Co
nsumers)

= This is the longest channel of distribution of consumers goods. In this
channel three middlemen are used to supply goods to the final
consumers. In other words, the producers sell their products to final
consumers through agents, then agents sell them to wholesalers and
wholesalers sell them to retailers and finally the retailers sell the goods
O CONSUIMEeErs.

= This channel is useful to those producers who cannot contact many
wholesalers, cannot pay attention to international markets and want to |
avoid several distribution problems.




PHYSICAL DISTRIBUTION MEANS PHYSICAL HANDLING AND
MOVEMENT OF GOODS FROM PLACE OF PRODUCTION TO
PLACE OF CONSUMPTION

COMPONENTS OF PHYSICAL DISTRIBUTION ARE: WI'TO)

W-WAREHOUSING
I-INVENTORY CONTROL
T-TRANSPORTATION
O-ORDER PROCESSING
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WAREHOUSING




INVENTORY CONTROL




TRANSPORTATION

MEANS - MOVEMENT OF GOODS FROM PLACE OF PRODUCTIONTO
PLACE OF SALE

\’bo UNLESS GOODS ARE PHYSICALLY AVAILABLE . SALE
0( CANNOT BECOMPLETED

W




ORDER PROCESSING

MEANS- A GOOD PHYSICAL DISTRIBUTION SYSTEM SHOULD HELP IN
ACCURATE AND SPEEDY PROCESSING OF ORDERS

s ’b*\\ IF ORDER PROCESSING IS DELAYED,
0{\ GOODS WOULD REACH CUSTOMERS
\((\Q LATEIT WILL LEAD TO CUSTOMER

DISSATISFACTION




BRAIN TEASER

QUESTION-MCQ

IMPORTANT ACTIVITIES INVOLVED IN THE PHYSICAL DISTRIBUTION IS
Al TRANSPORTATION

B]| WAREHOUSING

ClIINVENTORY CONTROL AND ORDER PROCESSING

D] ALL THE ABOVE ACTIVITIES

ANSWER :
| — |

D N—




BRAIN TEASER

QUESTION
*IT IS NECESSARY THAT GOODS AND SERVICES MUST BE MADE AVAILABLE
1O THE CUSTOMERS AT THE RIGHT PLACE, IN THE RIGHT QUANTITY AND AT
RIGHT TIME™.

A| NAME AND EXPLAIN THE CONCERNED ELEMENT OF MARKETING MIX
GIVEN ABOVE.

B| LIST THE TWO IMPORTANT DECISIONS RELATED TO THE ELEMENT OF
MARKETING MIX IDENTIFIED ABOVE.

C| NAME THE COMPONENTS OF THE ELEMENT OF THE MARKETING MIX
IDENTIFIED ABOVE WHICH CREATE [a] time utility |b]| place utility




ANSWER

A) PLACE / PHYSICAL DISTRIBUTION-IT MEANS MAKING THE GOODS
AVAILABLE AT THE RIGHT PLACE SO THAT CONSUMERS CAN BUY THE SAME.
B) THE TWO DECISIONS ARE:
[| DECISIONS REGARDING PHYSICAL MOVEMENT OF GOODS FROM
PLACE OF PRODUCTION TO CONSUMERS
[I] DECISIONS REGARDING CHANNELS OF DISTRIBUTION IN THE
DISTRIBUTION PROCESS
C] COMPONENTS OF PHYSICAL DISTRIBUTION :
a] TRANSPORTATION - creates place utility - (-
b] WAREHOUSING - creates time utility ) >
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PROMOTION

Promotion is an important element of marketing mix
by which marketers make use of various tools of
communication to encourage exchange of goods and
services In the market.

MARTETING

©" PROMOTION

Efforts By:- v
Ms. Meenu Sehgal, Delhi Public School, Sector -30, Noida ‘
Ms. Amita Vohra, Greenfields Public School, Safdarjung Enclave

Ms. Meera Pandey, Vidyagyan School, Bulandshahr




PROMOTION MIX

Promotion mix refers to combination of promotional tools used by an
organisation to achieve its communication objectives.

Various tools of communication are used by the marketers to inform and
persuade customers about their {irm’s products. These include:

(1) Advertising,

(11) Personal Selling,
(111) Sales Promotion,
(1v) Publicity.




ADVERTISING

It 1s an impersonal form of communication, which is paid for by the marketers
(sponsors) to promote some goods or service

Efforts By:-
Ms. Meenu Sehgal, Delhi Public School, Sector -30, Noida

Ms. Amita Vohra, Greenfields Public School, Safdarjung Enclave
Ms. Meera Pandey, Vidyagyan School, Bulandshahr




Personal Selling

Personal selling involves oral presentation of message in the form of
conversation with one or more prospective customers for the purpose of making
sales. It 1s a personal form of communication.




Sales Promotion

Sales promotion refers to short- term incentives, which are designed to
encourage the buvers to make immediate purchase of a product or service.
These include all promotional elforts other than advertising, personal selling and
publicity, used by a company to boost its sales.
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Public Relations

Internal
stakeholders

Suppliers
IT REFERS TO THE PRACTISE OF m =it
MANAGING COMMUNICATION |

'- Government
BETWEEN AN ORGANISATION -
AND ITS PUBLIC IN ORDER TO - Company
MAINTAIN A POSITIVE IMAGE Creditors
ABOUT ITSELF AND ITS PRODUCT. m |
Shareholders
Customers
Efforts By:-
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The PR department performs the following functions

CORPORATE

1. Press relations COMMUNICATION
2. Product publicity "
3. Corporate
communications
4. Lobbying = ¥
5. Counselling e

Lobbying



BRAIN TEASER

Sara was pursuing her graduation. Evervdayv she saw her mother working tirelessly at home after
coming back from her work-place. She decided to start a tiffin service to increase her family
income. To begin with she started supplving tiffin only in the neighbourhood. Evervday she
delailed out the menu after consulting her mother. For informing the people aboul her service
she designed a beautiful informative pamphlet, got it printed and started distributing it through
the dailv newspapers. She also appointed two delivery bovs to deliver tiffins.

The business was slow to begin with but picked-up well alterwards. She was able to earn a prolit
of 20% of the revenue in the first month.

(a)ldentily the promotional tool used by Sara to communicate to the customers about her tiffin
service.

(b)State any three features of the promotional tool identified above.

Ans: a) Advertising - @
b) features of advertising - paid form
-impersonal \_/
-identified sponsor

T, v U ST



Topics Deleted from chapter 11 “Marketing”

= Concept of selling

# Marketing management

# Role and objections to advertising

# Qualities of a good salesman

# Role of Public relations

# Factors determining choice of channels of distribution

# Sales promotion techniques 4
CTF
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