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17CMUS11A PRINCIPLES OF MARKETING (PRACTICAL) 31

Scope

Marketing is the soul of every business. Without marketing no one can survive in their business.
Principles of marketing practical course provide the join hand knowledge to the students on the current
marketing scenario. This helps them to acquire the sufficient knowledge in the marketing field.

Objectives:
» Helps the students to get in-depth knowledge on Marketing Segmentation
» Helps to know about the proper Distribution channels
» Helps to identify the media of Advertisement

List of Practical

Prepare and Present the Development of Market Segmentation for any FMGC products
Give a Presentation of the Selection of distribution channel for Baby Product

Present in which media of Advertisement will you select for Cosmetic products

How to develop online marketing for apparels? Present and Defend

Give a Brief Account on Social Marketing
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Give a Presentation on the following
i. Green Marketing
ii. Rural Marketing
1ii.  Service Marketing
7. Design a presentation on Consumer Exploitation - Food Products
8. Discuss in Group — “The Consumer Movements in India”
Suggested Readings
Text Book
1. Philip Kotler,(2011),”Marketing Management”. New Delhi,[18™ edition],Prentice Hallof
India Pvt.Ltd

Reference books:
1. Michael, J.Etzel,Bruce J.Walker,William J Santon and Ajay PAndit.(2005),Principles of
Marketing.[13"™ edition].

2. Neeru Kapoor,(2011), Principles of Marketing. New Delhi, PHI Learning Private Limited.

3. Rajendra Maheswari.(2009), Principles of Marketing New Delhi, International Bokk
House Private Limited.

4. CB Gupta and Dr.RajanNair(2014), Marketing Management.New Delhi, Dultan
Chand&Sons.
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MARKET SEGMENTATION _
FOR ANY FMCG PRODUCTS

MARKET SEGMENTATION

Market segmentation is the process that companies
use to divide large heterogenecus markets into small :
markets that can be reached more efficiently and '
effectively with products and services that match
their unique needs.

©  Use a variety of different meanineful variables (bases) for
segmenting

©  Segments can be better reached with the resources of the
marketer
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oncentrated marketing targets a small share of a large market; the marketer
goes after a large share of one or a few niches.

+ Niche marketing i
* Appealing when
Limited resources
Greater knowledge of consumer needs in the niches
Special reputation
. More effective and eflicient |
Higher-than-normal risks

Micromarketing is the practice of tailoring products and marketing programs
to suit the tastes of specific individuals and locations.

+  Local marketing

»  Individual marketing

& Srephan Mosef
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Micromarketing — fast food chains like
Burger King introduce rendang burgers in
|Sihgapore and Malaysia, where local
palates prefer spicy food.
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MEDIA SELECTED FOR COSMETIC
PRODUCTS

- The media selected
; for cosmetic
| products is online
marketing.
- The forgetter
people for cosmetic
products 1s female
between who are
the age group of
15years to 45
years.

e reason for
choosing online
-marketing is to
COVer wide vanan
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- SERVICE MARKETING:
*Explain what services are and identify service
trends.

*Explain the need for special services marketing
conceptsand  practices.

*Qutline the basic differences between goods
and services and the resulting challenges for
service businesses.

*Introduce the service marketing triangle.
*Introduce the expanded services marketing
miX.

Introduce the gaps model of service quality.

CHALLENGES:

*Defining and improving quality
*Communicating and testing new services
«Communicating and maintaining a consistent
image

*Motivating and sustaining employee
commitment ‘
*Coordinating marketing, operations and

| human resource efforts

| _*Setting prices

- +Standardization versus personalization
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HOW ARE CONSUMER EXPLOITED

o Through adulteration of consumer goods
o Poor quality of goods and services

© Misleading advertisement

© Short measure and underweight goods

o Creation of artificial scarcity by hoarding goods

CAUSE OF CONSUMER
EXPLOITATION

o ILLITERACY AND IGNORANCE:CONSUMER IN INDIA
ARE MOSTLY ILLITERATE AND IGNORANT

o UNORGANISED CONSUMERS:IN INDIA CONSUMERS
ARE WIDELY DISPERSED AND ARE NOT UNITED.

o SPURIOUS GOODS/THERE IS INCREASING SUPPLY OF
DUPLICATE PRODUCTS

o DECEPTIVE ADVERSTING:SOME BUSINESSMEN ARE
MISLEADING INFORMATION ABOUT QUALITY SAFETY |
AND UTILITY. OF PRODUCTS. :

o MALPRACTICES OF ,
BUSINESSMEN:FRADULENT,UNETHICAL AND
MONOPOLISTIC TRADE PRACTICES ON THE PART OF
BUSINESSMEN LEAD TO EXPLOITATION OF
CONSUMERS.
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