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S Banic Marksting Concepts
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RURAL
MARKETING



DEFINITION
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e-Rural Marketing
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Definitions of International Marketing

Accarding to Kotler, “(lobal marketing is concerned
with integrating and standardizing marketing octions
aoross o number of geogrophic morkeds. "

Acconding to Cateora, “fnternationel macketing is the
performence of business activities thae direct ehe low

of goods aed services (o consurmers o wslers G ereare

elvon e matiore”
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RS Sirategic Management Process is delined o the
way an organization defines irs strategy. It is 2

enntinnous process in which the organiranon
decides 1o implement a schecied fow sirategics,
details the mmplementution plan and keeps on
ppprnising the  propress &  success  of
Cimplementation hrough regular assessment,



What is Strateqgic Marketing?
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s Also known as strategic marke!
managemaent.

» |l is a syslem designed to help managemenl
both precipitate and make stratagic

decisions, as well create strategic vision
{Aaker, 2001).



Why Strategic Market Management?
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Eh-!i'l 2z Analysing Marketing l.'.llppt_:-rtlil nities:

- Tisis i volves analysis of opportunithes o thr Bghc of company
strergiie and weakness- both intermal and extermal The task oy e v
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miedium terme

—This herlies the companies = know the needs and wamns of thaly
custormers thelr locations, buying and social practices and so on.
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Solecting a Target Market

= Bofons a marketing mis strateqgy can bo
implcmontcd, thc markcior must sdomtify,
svalumte, and selec] @ target moarkest
~ Markel: poople or Instiiutions with
sufficient purchasing powesr. authority,
mracd weillbrggriesses o By
+ Target market: spocific sogmont of
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MMarketing Envirconment
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Parkeline Research

= AdcrrkesPireeg recseaared irvvoilves cesllec b g,
arganising, anabhysing and Comrm unicating
Iftorimartihon That can Bee used ey asrcho e Doy ivea ki
an Informad mmarkcting doclsion.
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Mlarketing Rescarch Agencies in India

= AR Intermnalicores] (“Troelicar Pliee kel Meseaaraky
Buiirs ™)

= IRRE has bheen responsible for establishing
the first arndd television audisnces meAssurermesnt
wyrabearr darved phes Forst racdieos praarsel ir e eorscarslry

= IMEB International's spoclallsod arcas arns
consumer markots, Industrial marketing.
business to business marketing, social
rmarkebirg anod cucsl roeascketirgg



The Markating Recssrch §

< ! u B i
. Pk sl v
» rpaura

= W N ETE TR
o 0 il gy -l

e




VWhatl is Sales Forecasting?

= A soles Porecasr =2 o poolescrion ot the  sxpescred
wumbesmanr  clermumned  fooee precediugedts e smervioes sl .
specitic company. Bor a0 spectfc rirmes horlEon, s
wobibr cvrtamin mrnderlyiteg assorrigigscses

® Feswriial ol osed for businses planmems, meackoart o,
and gencral management decision making

= fales Forscasring can hels yon achisers eales gonls.

= Lales forecasting can help deoive sales revenoe,
Pimring ey alTicicmiy, incrcass Cusloiiier Geleiniior sl
rodduce cormnm.



Factors afTecting sales Torecasting

Extermal Factors
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Factors affecting sales forecasting
tmpermal Facoors
Labour problems
Ianw i Laed'y Slwi Lo
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Sales Forecasting Methods

ualitaive uantitalive
Executive opinion maet o Time Series Anabysis
Delphi Mothiod rarket Tese Mothod

Seilasm Fearco Corit VR et bvcacl Rogreasioem Analysis

Sarprvey ool Begyer s iramnticorms
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Sales force composite method

= Also known as "Grasseools Appaoach”

= Individual salespersons  lorecast  sales  lor cheir
ferritarics

& podividual Morecasts ave combined & modified by de
sales manager bo form the company sales forecast,

# Hest used when a highly trained & specialized sales
Toroe is wacd,



ELIH.;'E-'I'I' of Buyer's intentions

® Process  includes  asking  customers  aboid  thear
intentions to buy the company's product and
Services

® (uestionnaire may contain other relevant questions
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= 'The Cyclical Compomesnd
Sales arc ol cileccted by swinggs @i ageaccasal
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“Ile Seasonal Component
I i= a distineguished pattern to sales caused by
things such as the weather, holidays, ocal cusoonys
nre]l prasnneral cesosoameer ehavicae.
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PMarket Test Method

# Used for developing one rfme forecasrs parmiculary
r|.-|..-|.l.i|.||_l_ L i |:J:'u‘|||-|. Lw

= A market test providles olaks abonl consormaers’ acioal
purchases amnmd responsiveness e the various
clements of the markoting mix.

= ¥ rthe hasis of the response occtved o a sample
pe sl Lirsd, |||-n:|.|.l|. | mstlen Dorewasy s privpaacend.
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Marketing Information System

“ A mnrketinge information system (MELS) consists
ol people, equipment and procedures to gather,
sort. analysis. cvaluate. and distribute needed,
ey and accurale mibnmation o marketng
decigion makers

Eooiler & ArETony



Marketing Information System

-

B A marketng informanon system s a set of
procedures and methods for the resular, planned
collection, analysis and presentation of
information for use in marketing decisions.

American Merketing Association
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Components of MKIS

Intcrmal record system
Miarketing imtelhgence
[Decision suppoart sy stom
MMarketing rescarch



Components of MEITS




Marketing Intelligence System

EE—
= A marketing intelligence system is a set Of
procedures and sources managers use 1o obiain
evervday information aboul developments in the
marketing environment.
= Kotler & Armstrong



sources of Marketing Intelligence

= parketung Managers
W Sales Forces

= bAiddlemen

= Specialisrs

= hatsourcing

= Maorketing information scction



Marketing Rescarch
D R ————

= helarkating research as the swsierremiig olasipm,
wollecticoer, winaly=is wared reppaosriiins o b dava ooaecd
finadinps that e oreloyvant o a8 speeci D maorkoting
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Features of Marketing Research

4 Eystematic

' Problem onented

= Ohjective
Decizion making



Areas ol Marketing Research

= Product resenrch

U Audvertising research
o onsumer research
Sales research

Y Corporate roscarch

@i

Cloormpelibor research



Marketing Research Process

Denne the problem and research objectives
Dievelop the research plan

Collect the information

Anulyze the information

Present the findings

n
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CRM: steps to success

Successful organizabons use S steps to buaild
cuaTarmer Melatinnships:

dealesrrriiree rmubuasllby s@abisfying moals be bweeesn
organization and CUsTomMars

establizh and rmainmtaim cusborrer rapeort

produce positive "feslings” In the organization
s Uhes cuslarmers
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CRMR LT, soaflware

Marpas Erasrm pmiche bools 1o large-seslae smlarprisza
applleetione
Uippmie @b Iy drv lichdr Bsels Ty S lars, wieslanpfmegr sorfmwicg, andl
renarkasbirgg
CR LT, symtern shvoaid sl
= Forereer reladonshiic managsmeant (PR modules

= peiharc s ©odbe orereon b rssgs corTasry oed salliog cenreers

Cmiployes raladonehip mansgemeant (Ef&] modulas
- o s ¥ relamed fm EFR g g
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Sales force automation [(S3FA) module

= Lnanble fSocuming storts on miost prohiaksles
cuntomers

#= Enabilcs sharing cusoommsr dnd j@noes oot
CUSTomer nforrrar o [ pedlon oo D o
SRR e T E el T e AR g AR daee pEsered i
R AR AT ENE EhA)

= |[imips reduce coxt peEr eale and coxct of ;acouirengg,
mamcd retmining custormers



Customer service modules

= Accigning and managing customer service
requests

= E.g. managing adwvice phone lines, Web site
support



L)

MMarketing modulas

Capturing prospect and custamess data,
Frowiding product and service information

Cualifying (determining) fcads for torgeted
mearbketing

Scheduling and tracking direct-rmarket ng mailings
o er-1riail



Analysing customer and marketing
data

ldentifying profitable and unprofitabie
CLuslorTieErs

Dezigning proacducts ancd services to satisty
specific customer needs and Interests (niche

Pproduct=s)
el tiTying opporiunities For cogas-ciressing



Customer Loyalty Management
Frocess Mhap




Twwo main catepories of CRM

Opmremticrn=l EH.M
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Aaarnalytical
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Lusiomer cngagement arnd
Today’s Digital and Social Media

= The: digita] age has Sponaned a dazeling set aof
new customear raelaticnship-building tools,
Ircsrmy safesBasiler s, carnfiiere ads Aarned wiclhesos, realilss
ads and apps, and blogs-to onlina
comimunities and the major social media,
such as Twitfer, Faoebook, YouTiba,
Ernapchal, and insiagrar.



Customer Engagement and

Today's Digital and Social Media
e— - e

=Y cATCrday TA Sonpenniie s TocuEcd n0sT 1 O e
mrarrfedire o broad segmmenits of customers at
arimn s length,

m Py wconireesl, Lowlay e corrapranyics e wasinge coorfiere,
mranirife, amdd sodifal mieddfa wy refine their targeting
sl for prrmgrvapeet pranfirnreey s dJespelly el
interactively.



Custormer-engapgernmeinl Marketing

W e e = e precnngswnd arreaekacfieese in oraak gy e
Braied o inedainicgg il pait Gl e ieieranr e
cenrverrarieny and lives by fosterning dircot and
orfimnaerrs crredo e g eeafvermens in shoypang brsonad
COEIIT AP AR, b e VEerrstany, orrred ¢orrrrerrpend iy

O siomee TS i e Ol Imarieiingr goes bovoond just
solling o braod fio consmmiers.

o Tew pawad i Lo scedabhos thie Taraend s svvcscivi o Ml oy osl”
OO LTSS Conyersalions amnd lives.



Customer-engagement Marketing

—
— ro———

B Thus, marketers are now implementing not only
custonmer relationship management but also
custommer-monageed Felaifonships, in which
customers connect with companics and with cach
ather to help and share their own brand
CHPCTICNCes.



Consumer-Generated Marketing

:
= This maght happen throwgh uninyited consumer-
to-consumer exchanges in blags, video-sharing

gitcs, social media, and other digital forums.

= But increasingly, companies themselves are
inviting consuwmncrs o play a more active role in
shaping products and brand content.



5FA

Acbhbroewvinted 544, saales Tforce auwromation (s o
tchmdopue of usinge so e oare to autormate Tha
husiness msks of aales, including: order
pProscessinge, contact mansrement, information
s rhr s, W enTorrs’ s dloeriiig il oovnivee], ol
trackinge. customer managsement, sales forecast
sinlvars and coegelosees peer o ermiees o e st o






SFA: THE TECHMNOLOMY
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Defined

= Adarkering ancigties is the process of ldeotbving
rreeal ebees Elued sorwe s lio] Tem i tasrs ol evese bt irgg ™=
porformance it paorsoit of the objectives, trackingg
those metrics over thmne, and using the resulis Lo
irmiprrerves s rmserkertingg elosss i8 wer .

ArreePrpfacs sirer Bestiy thais perveessios deid Lhee enlloctive
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Marketing Analytics Process

= Sdenpy vr Ielant ify Retrics
Horcimd wividlibn givies de lhess, salisccs, pEasils. Dercsibs, il
otheT metrics
Evnail kel gomceibes  opesiis;, Dodicess,  cllekh
ehrrmgh . snbseriinee, ol e
Wiokaites Tor ows ledck wvisies, weidgosr i, celooaal
mavine e aEnTCh Perme s preesch meoe
AT are solvwision ckles, eoantenl desyinboaads, s
g mesmiingly endless siremm oo omeirics at the
chvmpEnma] ol Lhat vraeborm emckobiom, Do
E T.'II-I e iFyimp !rl.-.ll-lll'ﬂLl‘ll.l T s vy sl i i theare
» i il b vrim mErmbapey’ care sl el vaslalodd o diagas :




Step 2: Data Collection
- DATA TYFES

s Conlact informeation o, enreall, aolsile)

= Demmopraphic indicobors such as aee, gender,
mtlcbress, morital st

= Behovioral indicatoers socl as porcloses
preferences, prefecred mediom of commmunication
& brrand engageinent, slo,



= DATA SOURCE
« Website
= Social media
= Landing pages
« In-store tablets
= Marketing tools capturing user behavior



5tep 3: DATA PREPARATION

MTA CLEAMNITSC:
Foemaoyes duplicobs doato
o T oA arsoesy o et iegg oof fhae clota
= Mogis i e fionese] Gon AsiEmnes wreila s inarnilas
= Gender s Mole S Female across the e
UIpdate mdssing dokn
o el s borraer sy gl worissiog S loarocesiic
= B airrrilaer poroafiles o eomee dladabeesse gl
(S TR £
o Acrum Dyieay g e d 1 TRemn= ol seB e s e rai Byl



Step 4: Analyze the Metrics

= ANALYLTICAL T'ECHPI f_.! LIS

= HFM [ Hoconcy, Freognenesy, Monctarme)
Wil heln vou jdensafy voar best custonoers

= LTWC (Life Time Value of a Customer)
WATIRD Dperlge oo e lusd by worsEonmer oL ol
el Eitior

= Segmentation

ARl help oo run tarpgeted marketing campaizns



EFM {Recency, Freqguency, Monetary)

BIFM anaalymis b= o markeling techniogue usesd Lo
clestermine your best custormers opuantitatively by
using information about:
Herenoy - How recent was the purchase
NN TER T RL O o [RRES crllarnn oloserm Al cavsieni piass
purchase

= Muonetary — Hoos pinuiely lyas Ble ovat oo it Sl



oV e e T [ T |

L !

Eoclumvioiar sipy 5 dellned ms il Dby loanr ]
2 dlaplasr. Lis ] = 1 R T 1o, PFarrchaa Ful =g,
Bl il oFim peosriiims, olr g aial e, © e v i kil fchbsia. e likcla
Tlasins e el sl scifasdy 1o e diowain =

]




Factors atfecring Consumer Behavior
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CLITTURAL FACTORS
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SOrCLAL FACTORS
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PSYCHOLOGIH AL FACTORS
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Wwho influsence a Cconsumerys




MEANING

A Buying decision process &5 ho process @ CUSIomsT Goes
ihrough when buying a producd. It can be sssen 25 5 |.I..1I.Jl.-'_'|..1l
from of & cosl-henafit analysis

A birying procass 5 the seresof shaps that a consumar will taka
to make a purchasing decisesn
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1. NEED RECOHSMNITION

A purchess cannet lahs EFlace wribhowut e recognition of i reed. Thw
resd may hoes Boon Irngguered by intornmed siimal such e iunger or
Ehirsl or axiernml stirmuill sueh sdverilising
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4. PURCHASE DEL

Tin o wesge, thy Poron st tahes placdas. Thes finsl s bose o) sdoen
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Al dhia s, cissramarn il conpars prodiuices wich theedr parevioim
mapacinficne and will be sither axtintied or dyssiiniied.
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Introducticomn

Industrial buying = o comples process of DheEcision
making and communication. It Involves sewvesiral
memibers and consideraticons, Mesd recoprition is
ther Firmt steps vobole romakomngg o paoacc bosses

e imicare. iV r e 10 s rearryy el Es irrkos

i Liomn of dermvanad Tor Indastrial pgaoods S
sarvicos, Industrial Buyiong diffoercnt focim
COMESUTECr BUying Invalves boyinmg e mvac Bl e ryn,
Packaging material & servicoes such oas Insurance
con=ultation & tronsportation, fevw buyer of

il nastrio | prosescds,



Iindustrial Procducts Involves

Raw MMaterials

Fabrication parts EMMaterial
Installation of Machinery
Dperating Suppliers
Equipmeaents
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INDUSTRIAL BUYING BEHAVIOUR

MMeaning:

Industrial buying behawviour refers to
the study of the motives and actions of, and
influences upon, industrial buyers while
engaged in the purchasing of goods and service:



Indusrtial Buyers

Indusrtial buyer Is an individual business,
overnment agencies are associations who
make purchase decisions regarding services, raw
materials, product components are finished
goods are called organizational buyers.






Defimition

Market Segmentation:
= Diwviding a market into distinct growups:
with distinct neads, charactaristics,
or boehavior who might reguire
HiapEarals producls OoF el
e,



Saegmmeanting Conswurmanr
Marlcet=s

Scographical segmentaticon
Do raphic ssgrmmentaticers
= Most popular sogrmcnvtation
Poychaoagraphic sagrmanboatiomn
= Lifeoatyles, soxccial oclasms, amed
Prarmoerna Dy - D] &y rrvear La i
Behavioral ssgrmeaemtaticomn



Geographic Segmentation

Variables
= World region = MMaighborivood
or country = City or
U.S. region mebro sizes
Sitate = [Dransiby

= Tty = Climats



Deamographic Ssgmeantation

Yariables
= Orges = Docupation
- Somdor = Educaticrn
= Family sire = PRaligion
= Farmily life oycle =  Flomoe
= I v =  iEervesration

= Patiornality



Behavioral Segmentation

Variables

+= Docasions = U=ser Rates
= Eaermnaefil=s = Loayalty Status
= Liscr Status = Roadinocess Sthgo

= Attitude Towvard
the Prroscluct



Segmenting Business

Markelt=
Drssrr cacgra prhuia sescyrreesrn b bl
= WaeailieaFey, CemrTagaatiy S, e T e

Dppesrating warisbless
= Teofrrmaioagy. usaerpe shalus ouslesrrmer oo pss Bild s
Faare himsmsl e o s e e
EItUHI-ﬂ-ﬂ-ﬂl FoCtds
Urgaency, spaecifiic spplicaticon, size of ordar
Pn-l-:q:rnal Ccharascraristics
=  Buysr-saibar simllacity, sttfodes towsrsrd rsk, boymey



Segmenting International
Markets

g raphiic eagman et
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Reqguirements for Effective
Saegmentation

Flmmmparmbules

5 Eulaies, peaelidienlreg prrewes | Secidl paeceTEles sl e s rseint
Aot e il Bz

= Cmin ba roachod snad s
S st il

= Largm and pprofiteblc onosogh o saress
Differsntimbles

& pwecgaem il wlE F T e e

B earyaa kvl
= Cffective programs can bs dewslopadd



Target Marketing

Evaluating Market Segments

= Segment size and growwth

= Ssgrmrent strectural atbractivensass
= Ll of oo mp-etition
= Substitubts prodocts
= Power of buyers
= Powerful suppliers

= Company obijocctives and resources



Target Marketing

Selecting Target Market Segments
= Undifferentiated (mass) marketing
= Differentiated {(segmentcd)

marketing
= Concentrated (niche) marketing
= Micromarketing {local or individual)



Po=sitioning
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Choosing a Positioning

Strategy
Topics
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Market Segmentation
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Market Segmentation
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Product Portfolic Managoment
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Product Decisions

« Marketing mix describes how a business uses
and manipulates the 4ps to markel their prodoct.

= Businesses esmploy difforent strategies when
marketing products compared to services.

« A a physical product, marketers need o
considar packaging, abelling and branding
invalved in marketing the averall product.



Type Of Decisions

* Product Design Decislons.

* Production decisions.

= When and Where to Launch decisions.
= Product Mix And Product Line




Product Design Decision

= Initial denign
Plore sarslaguia m Fmmm atiiors* b

rEafirmbiiliy
Hrlguaness Qassd on tha wchrobogny.

= Thanga inm oxising dosign
Froim Standardizacian (o Adapuankon
For Improwing the cuarresni prospecie ol aslas
Cririeiiyn dootierrms el Cufuridly Lo



Proaduction Decislons

= Thee ey gpueosilon e, can we angure oonblnuity
producticn and supply 7

= DFacAShon may e olva

Pl mariiifaclurmng Pproosns
Faarads Pl ks

Techmnolowmy Eor wnms,

Froduet Ciualily
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{(Where to Launch)

Loos| products - sasn oaos ondy spitabls in one
alngla markat

Iimtsrmational  produocts - =ean as  having
oxtonsbhon potontial ko other markots.
Multinational producis - producls adaptod to the
porooived unigue charmcteristics of  natiomal
rramiFhm b,

Global productes - products desigred. o rmsst
abebal segmants,
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Product Mix Decisions
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DNDofinition of Branding

WAV ULEE — A brand is
alaalipned am o e, Beern, mies soeerpbaal on a0
combination of these) thot dentifices the malker or
seller of the product™.



Al ey s M Hreommol Fageeits

Pranwd o e D
Porccived oualite
B TETRT RS B Y
Birsindd jracrpscirislily



Fraawiivigg SUrstaspyiesse:

Laiamns wxlorsitemns

Thia s where an organlasar oy adds oo i ouaererei
grrinbamr FEvnes By (it vl incivegg soersions ool Bl peaamBniaera
LT paasy Dot aa eadniinple could e a criegefeluips
rrvmipna ot rer exbersliong 5l Tioms by aclalongg oo

T




s Al cxloomive
= L0 wwbeir el Daaced dasuiias 36 swesirmselul ) pomi s usc
ihes Fernmad raamas i0 axbona o meses Baaslinmss s raee

(el o -F:lelIllF wWrpa s Cerseni]r s Borncling ks Farmmmad frrem
roooidks, arilings, dooobiless il Daaaskoingg,
e LT Lo

= The company desldes po Introdoce meores Brands Inno mmn
Al el ey,

= rasctee S Cemmnlabe QI — b s Aameorissn comsEuenss
Enﬂ:-rlﬁ- company, That sells #odifferent hrands
grxcanrerprles - Tikc, Paaagpesia, Gilhciie, Mo, Hlosacl S
Shaanlokmre, ast i



o Dazesyt Bl

= g oozl ion e cenny alescic e o Beewrescle g rescwyy Kevsenaad
into o markst, S new brand oy be ased toe
cerrmpaelas sviblb eogamtimgg revcials sarecl renzey Tee erszerboeriascd
bt mcein et "oy e Fieshe™.



Fravc-lisup=innpe

IPomcloswarngy arvclalsn Lk saciavabeess ool clssop ey s
prroaliseingg ke corpbmuner el Ahe peoeloaeed

Packnming aan e cledtinedd ss rhe ssrapmine ooaseorind
arcriaTdd o ocormmarmar iterms fhat serveme o oeemtsing
iddmnmtity, doaxcribe, preartect, display, promwote, aocd
exthierrwise o the prodoact maeckestable smed koo
wellasnuir.

Pockmnping b= tha costar ssragvplng, ol m pereecd sk



Forgea-za © 80 T*spn-lesmprimnpa

OrEE AR preickter © Thie prodned entering in ta
the trocler naewed Lo 2o ksl wwnalll mb ko protoc:
ITTTRORE TTS] B RS sr wlonpinag Puaes@lieegs, Lrmros et sl
wlearuagge.
Elcmrma pelo: frkbsorrk red, we 1 icrpilan avkas.

- Paolelmg : Thia pewkapbogs baols 1= iibue=
rewpubraed verhiumme orf thie precscboer foas ol irmsde
cornmunTrption anmad i masen rebevmni io senarr et
Foamrmpeles bavwrrmgeee, Frvhcsmm =i




B m e spas f

Trra i or peevTeoTiden
FPrdwr i ioT Aarrria oo iwres s s
Frowminiet elsmr i Blao o
Prosiuret cormwvrsamsieEmse

RS Tl T A W e N



Erocboonr i anes Strroatasyeiass

¢ Pochomaciome Wee g viet Lo
= red sl agallis m“h.’h.h..lll“
¢ thanEiae the packae




R T E T

= Leabesd i o prart of preoecdiect | saihbeh carries et
Infornaation abeout the prosdvet pr selloer, T mas e o
apall =tige o palotesd stole et

= Ul swllac mmunst lnbel the proaiocis.

= Thaes Reilaes] eianBe il cemi is aninlsy Thins boiiirnd ) iddniines aob o goi rsiall
[ PN I P T P e T ———




=

Wages (3 bl lime o






= 7 R




L ar-sasalas T aalea-l




Fiiicliaspiss €00 Daalra=lliang

It echwiilsbocie Clue gaardsalapesicg o sl woeclomi fiacelicisesLisrm
pilaariak ERan: wascrss dol w jorealoicL.

Pt warriatiory conssscl b mmidd e sores svericlased
escinrases o et e mmadntained and pringedd.

T acaicesiiivinggerse i onliiasasa T ihahlon orpils spmiloaedd
T T E Dl £

Hurwers winr eonsed s ddlaretify Ak preosdloci



How product,

= pesbocl s e Loy Lhall s Do o foeroed Tooa mee b do selafp
WAETIES

B L T B S e L g R R s il Foi T
e

1 o Eon s il

Frrimwr T Thes oot FHresn

Idddfticne to ther sxinting product Fies
d:Errprrrerrmrile @ reviskors ol seielireg pesdocis.
o F s e

L e e T TS



W F E s

deewar T iy i Jetit ] AT ™ =

v Procixct Development in e Sewelopesers of  origral
HOR TS R, el e B ieared, e e Terddads Bheoeigf
g ool Then prosleos oo sl of hollgrseimg aboos.

Bl Do sl

Idam wreaning.

Lomm il Lamsiiumien i, By Tealiing
Hariuriing Strevegy Deeslonmesnt.
Hasbintng il b

Progiuct Devedoprmerrt.

gkt Teoanbing
Corryemrre Il icesinm,



4 bcles fomrermtinm

e s, Ay b

i TS e

L R R T

[IRESTEE ] % e T Py

e

i




L. i S v .

FiFprsog Ches sioos G grecs ol goeosl o & diroppesesg S prosges

I v e o pwcliidie woobiim el soey proueys el w Lo gl s
vl B Bl s Sdare o b e sl § T ceog e S e ad oL
ror Nl Tl Dl U, Sl Pinandcial wimki e

Tl L b A LA BT Ml Sava g Thissy ase, | . =
margingd lifeas s rejdcnen s g

In wrrssaving foeac, The com ek ek iy Pare 3 eecicam srmome @
oy o avmdd thaes mistekas.

. DR ETRENOI I CRRDW



B, Coivicsipl Dhewesilenpinivid il B Teirsl | i

P, tha Framhest dew b comerisd mio |

- = s reggey FERPEEE DT NG SRR Y TR 10 DN s e
* o rrrmiied e - e mEnen e on

P — bk cammeraid ([ Tt
S e | e e anFai s
STEIT Y D O ThA R D R
e il o prema oy SoTuETTEd

CErceaT TEERSNE _M-EEME EFEsEanTing TrE ErodusT oD B T
. ALy - o wryem My, ord goiting i re




& Ay ot e St Pt ety [isye

Al

ko aeale=i

€«

-

irwivy. Pur comcepis thel yualifs & preliminey rear
Pan inilmuimbonn e v prin el 0 il dvvim b

L8 i

. g | i T e

M Bl Tl L Ol O B L
HMesrarvie THsir Dombes € homme bs
W A s g i

Smalryee (e Finaruials

Waencdee s s Ble-vibsas |



5. Buninoss &nalysis,

o This sEaghs il ilrahes =hiAT i Frdds A el B0 sl it okl i
Fhe, TNl pRnjecr b Baaafeiel i e

in Burimees & meiyei .

Erirmmia 1ol iwlléing proe bosed woon conpatition skl ouslomar e
Exlermior mlas s luyre b d e piel off muriozi .
ESt i gmat Piolei| iy sl Dol domeyy Geoi

= If sbwwes mre Euilch sl che frwvaleve s cixjecasams  TTofm 1 bR
COCERD MO To s s e T T T



&. Product Dewe

= m monaw, e prosfuct e sefmec ooy s B osaned] deecriprion,

# The riampdrg wWill e ST Wl e ek T Wies s il
brlis @ BanOhei i Dy and cormrrerCinlly fousible piodhell

Fesi vl
pravndiss i



= Ry e peesioel b eomdy
and -po frro-s preddminecy s

= Marerring Teaziog irecioes piacing
Tui=if i A el el g 1B A TaaRd e T e o e e 1 e
e builing pian.

= deiheely for mpsel Dl

1
E=
| |
L

7. ket Tewk iy

Ers Bie Bib J:h-“.hl 5 e, @l

k] ucr o pmie T one ar e

TR L T L P S T
Samulaled ol muredi g,
Cormranlled searing markssing.

Tk marberis



s
L

L Eermm s cis) fganion

P S ik B s T eyt P ] LN Lot i Bt D
ol
During chis scEge, prod =1 ol Felie BT o W T bas
e up and dmmpilcmencing & el rarsering sEn.

W Tormdily DEanoheg & nsss BnuSiarT, e Tod o ng dersacs) T Tes
Vahan o lmonch (Teming) r- -I.'
Whare o leurch Gooygrecinc Siratage)

s WTwmey | Topangrd -dw b | Frerds s £u0
Fore B DRl P ia ey Msrkar Siraresy il

il s



DEFINITICONS
= Fer to Phillpe koties

Tlhe e e mer onffeerrrrel Péd recoacperioe Bhee plinkpried wfearrets ora
the sales histarny af the product ©

= Bgp Les WdalHaerre B Sitamrnbaan:
“The Pradiuel fe opads comcerol s e espeldirg Do of lhe
rodoet fron  ffs o fuetd bl deorrth os o prodoct el de
riffmrent ofrages M fn ol e reesr mmr.h-trn'l.u- LT s R TR



_E'TMHE- OF FHI.IBU‘TI' LIFFE E"H'BLII
Product Life Cyels

it -t R bty Dol

Firieraa | #fl
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GROWTH STAGE
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RISTRIBUTION MANAGEMENT
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DISTRIBUTION CHANNEL STRATEGY
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Marketing Channel System

= Vertical channel system
® Horzontal channel system
= Multi-channel system



Vertical Channel System

m A vertical marketing system (WMS) is one in
which the main members of a distnbution
channel - producer, wholesaler, and retailer
work together as a unified group in order o meet
CONSWMer necds



Twvpes of Vertical Channel System

® Corporate vertical channel sysicm
= Contractual vertical channel systeim
® Administered vertical channel sysbem



Corporate vertical channel system

= In a comporate WS, one membaer of the
distribution channel owns the other members,

= Adlthouzh they are owned jointly, sach company
in the chaln continues w perfonm a separate task,
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Horizontal Channel System

= A horizontal marketing system is a distribution
channel arran gement wherehy o or mone
QUEanIEareodes at the same lewel ji'l LI I'-IJJ:C‘:I'J.'I.E-'I" | (ol
mvarkciimge prorpasos fo caplaliors on o new

Opportunity.



Horizontal Channel Svysiem
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Multichannel System

:

=2 Multichannel marketing refers to the practics by
which companies interact with customers via
multiple channels, both direct and indirect,
ordler 1o sell. them goodds and services



Channel Power

= The Chanmel Power refiers o the ability of any one
channecl member w alter or moedify the behavior of
other members in the distribution channel. due to
its relotively strong position in the morket,



Sources of Channel

Power

U HReward power

o Cocreive posaer

= Legitimmale poowwer
= Relcrenl powor
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