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❑ Lipton was created in 1871.

❑ CREATOR: Thomas Lipton.

❑ AGE :129 years.

❑ SLOGAN:”Direct From Garden To Tea Pots”

❑ Thomas opened his own shop.

❑ After 1880’s business grew up to 200 outlets.

❑ Today Lipton covers more than 15% of total 
world market of tea.



PRODUCT

Pleasure

✓ Taste

✓ Aroma

✓ Flavor

✓ Delight and freshness

CONVENIENCE &HEALTH

✓ Availability

✓ Quality Available

✓ Physiological Functional Claims





❖ Lipton green tea 

❖ Lipton ice tea

❖ Lipton black tea

❖ Lipton white tea

❖ Lipton herbal tea
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1927 – Founded in Fremont, Michigan by Daniel Frank Gerber

1928 – Developed five products

Beef vegetable soup

Strained peas

Prunes

Carrots

Spinach

Six months later Gerber went nationwide, which was the first

      nationally advertised baby food in grocery stores.

1939 - Cereal was added

1990 - Gerber graduates were added

 2007 - Nestle acquired Gerber which improved the baby food industry by
having the world’s leading experts in childhood nutrition working together.

 2011, Gerber Good Start formula was introduced which was the first formula
to meet FDA criteria for qualified health claim.



Current Marketing Strategy/
Objectives
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Direct Marketing
Emails

Mailings from existing database

Mass Marketing

Television and newspaper ads

Coupons and free samples

Emotion-Based Marketing

Colors to convey calming and purity

Pictures of mothers with babies

Traditional Marketing

Reasons why our product is better

 

 



Distribution Strategy
 

What channel(s)
 
Physical distribution
facilities
 
Location
 
Other characteristics



What channel(s)

�

�

�

�

�

We are going to use a multiple distribution channel strategy.
 

This will include:
Wholesalers

Retailers

Consumers

Internet

E-Commerce Websites

 

 



Physical distribution
facilities







�

�

We need to make sure our product is sold in:

Convenience stores

Drug stores

Grocery stores

Big Box stores

Specialty Stores (Babies R Us)

 



Other characteristics

� We are using a distribution channel with two
intermediary. We sell and deliver larger quantities
of our Go-Baby products directly to the wholesaler
who then breaks up and sells to the retailer who
sells to the consumer.
 

 

Producer wholesaler Retailer Consumer



Advertising media selection

• The process of choosing the most efficient media

for an advertising campaign.

• To evaluate media efficiency, planners consider a

range of factors including: the required coverage

and number of exposures in a target audience; the

• Relative cost of the media advertising and the

media environment.

https://en.wikipedia.org/wiki/Mass_media
https://en.wikipedia.org/wiki/Advertising_campaign
https://en.wikipedia.org/wiki/Target_audience


Types of advertising media

❖Television advertising 

❖ Radio advertising 

❖ Print publications advertising 

❖ Internet advertising 

❖Out-of-home media 

❖ Mobile device advertising 



marketing strategy

Television

Media selection

Market Research
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Television advertising 

➢Television advertising offers the benefit of

reaching large numbers in a single exposure. The

reason for having large numbers is that this

advertising method can reach the household-level

customers.

➢Yet because it is a mass medium capable of being

seen by nearly anyone, television lacks the ability

to deliver an advertisement to highly targeted

customers compared to other media outlets.

https://en.wikipedia.org/wiki/Television_advertising


➢Television networks are attempting to improve

their targeting efforts.

➢ In particular, networks operating in the pay-to-

access arena, such as those with channels on cable

and satellite television, are introducing more

narrowly themed programming (i.e., TV shows

geared to specific interest groups) designed to

appeal to selective audiences



➢However, television remains an option that is best

for products that targeted to a broad market.

➢The geographic scope of television advertising

may vary, from local or regional advertising

through to national coverage, depending on

whether public broadcasting or subscriber-based

cable services are used.



What is Online Marketing?

•

•

 
Online Marketing is the marketing of products or
services over the Internet & it ties together creative and
technical aspects of the Internet, including design,
development, advertising and sale
 

 
Online marketing is used by companies selling goods
and services directly to consumers as well as those who
operate on a business to business

      model

 



Internet User By Country



Types of online marketing are :
Email Marketing 

Blogging

Pay per click (PPC) marketing, 

Social media marketing, 

Digital Marketing

Viral Marketing

Methods and Channels



Email Marketing
 

•

•

•

•

Email marketing is promoting products through the use
of email

 
There are 2 main ingredients to an effective email
marketing campaign

 
They are to build a large list of people you can email and
to write great emails

 
The emails should be packed with free value and they
should move people to buy what you’re trying to sell
 



                   Blogging

•

•

•

Yet another but important and crucial marketing trend
that has brought a huge aberration in our society

 
Blogger was launched in 1999 by three friends. Blogging
as an ardent marketing tool has really blossomed in the
last some years

 
Businesses, companies and even superstar now use
blogging system for huge promotion



•

•

With regards to the Internet, this is the promoting of
brands using all forms of online digital advertising
channels to reach consumers

 
This includes video channels, Internet Radio, mobile
phones, display or banner ads, digital outdoors, and any
other form of digital media.

 



Advantages Of online marketing

•
•
•
•
•
•
•
•

One to one approach
Cater to specific interests
Different content by choice
Geo- marketing
Relatively inexpensive
Global business
Measuring statistics is easy
Accountability



What is social marketing?



Steps in social marketing



Planning



Stages of Behaviour change



Social marketing vs commercial
marketing



Stages of Behaviour Change



Social marketing vs Traditional marketing



Why social marketing matters



The food chain

Input 

suppliers

Farmers

Processors

Retailers

Consumers



objectives

• What are the main trends in the food chain

at consumer, retailing, manufacturing and

input supply levels?

• We focus on changes in market structure

and implications for market power

– The growth in horizontal concentration

– Changes in vertical coordination and growth

of retail buyer power



Consumer trends

• Drive for more convenience and added

value foods, eating away from home

– Demographic and lifestyle changes

– Women working outside the home

– Food consumption more a lifestyle choice

• Nutrition and health issues

– Positive (functional foods)

– Negative (obesity)



Growing concentration in food 

processing

• Traditional concentration concern is with food
processors as sellers

• But increasingly it is their role of buyers which is
coming under scrutiny

• Agricultural commodity markets will be narrower,
and thus concentration higher

– Geography: farm products are bulky and transport
costs are high

– Perishability of farm products: producers cannot
respond to market power by threatening to withhold
products until price improves



Growing concentration at retail 

level
• once largely fragmented, consisting largely of independent 

retailers

• even though there is variation in levels of retail 
concentration across EU member states, consolidation has 
now occurred all countries (Dobson)

• major retailers have also been expanding internationally 
(Wal-Mart). Top ten retailers in the EU now account for 
over 30% of sales of all food and daily goods.

• tables do not give full indication of the concentration facing 
suppliers in terms of retail procurement markets because 
of role of buying groups in many European countries.

• when cross border alliances between buying groups are 
taken into account, adding the 5 largest retailers and the 
five largest alliances means that the top ten buying group 
account for just over 50% of all EU food sales (Dobson). 



Changing nature of the food supply 

chain

• nature of the supply chain has changed

considerably. Traditionally manufacturers have

driven distribution by developing brands and

then using a network of wholesalers and

retailers to distribute goods to consumers;

• now large retailers control of shelf space and

limited retail competition offering few alternatives

for suppliers means they are ‘gatekeepers’ to

consumers. Gives them the potential power to

extract more favourable terms.



Market power in the food chain

Input 

suppliers

Farmers

Processors

Retailers

Consumers

Buyer 

power

Buyer 

power

Seller

power

Seller

power



Concerns raised by concentration

• Market power reduces consumer welfare

• Farmers are at greater risk of exploitation in the

prices they pay or receive

• Traditional price discovery fails under

consolidation and vertical integration

• Contract producers are vulnerable to arbitrary

behaviour by ‘integrators’

• Should we be concerned about the threat of

market power from growing concentration?



■ Consumer Exploitation is a condition in which a buyer is deceived or
provided incorrect information by the producers. There are a number of
ways, followed by the sellers to exploit consumers, for instance,
adulteration, it is a way through which the seller mixes useless elements
in the commodities that result in the heavy weight of the commodity.
Besides this, some other measures such as under measurement, black
marketing and substandard quality, are also adopted by the sellers

Consumer exploitation









Consumer Movements 



Consumer Protection Ancients  Time 



Development Of Cooperatives 



Consumer Movements In The Modern  Period 



Reason for Consumer  Movement In India 



Important Consumer  Organisations 



Factors Stimulated The Consumer Movement 



Challenges Ahead/Task for The Future 
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