PRINCIPLES OF MARKETING

Section A

1. Marketing is the process of identifying, anticipating, and satisfying customer needs profitably. It's about creating value for customers and building relationships to drive business growth.

2. Creativity, Risk-taking, Customer - centric, Experimentation, Adaptability and Technology leverage.

3. Market segmentation is dividing a market into smaller groups with similar needs or characteristics. It helps businesses target specific audiences, tailor marketing efforts, and increase effectiveness

4. Consumer behaviour is all about how people make decisions to buy and use products . It's influenced by Psychological factors (motives, perceptions), Social factors (family, culture) and Situational factors (environment, context).

5. The elements of a marketing mix are Product, Price, Place and Promotion.

6. The following are the two pricing objectives: 
1. Profit maximization (maximize profits)
2. Market share (increase sales volume or market presence)

7. Personal selling is when a salesperson directly interacts with a customer to sell a product or service. It's about building relationships, understanding needs, and providing tailored solutions.

8. The following are the Elements of Promotion. They are Advertising, Sales Promotion, Public Relations Personal Selling and Direct Marketing.

9. Two factors:
1. Globalization (increased connectivity and trade)
2. Technological advancements (digital platforms, e-commerce)

10. Mobile marketing reaches customers on-the-go. It's about sending targeted messages, ads, or promotions to mobile devices. Think SMS, apps, social media, and mobile-optimized websites

11. Direct marketing is when businesses communicate directly with customers, often using: Email, SMS, Mail, Telemarketing.
 
12. Retailer is a business or person that sells products directly to consumers. Think shopkeepers, online sellers, or store owners. They're the last link in the supply chain, connecting products to customers.

Section B

13. In the market, businesses encounter various types of buyers, each with distinct characteristics and shopping behaviors. Understanding these buyer types helps companies tailor their marketing strategies effectively.

· Impulsive Buyer
Impulsive buyers make quick decisions based on emotions, often driven by attractive packaging, promotions, or instant gratification. 
· Rational Buyer
Rational buyers research and compare products before making a purchase, seeking value for their money. 

· Brand Loyal Buyer
Brand loyal buyers stick to their favorite brands, valuing consistency and reliability. They often become brand ambassadors, recommending products to others. 

· Bargain Hunter
Bargain hunters are always on the lookout for discounts, deals, and offers, eager to save money. They respond well to sales, promotions, and price comparisons. 

· Need-based Buyer
Need-based buyers purchase only what's necessary, focusing on fulfilling a specific requirement. They prioritize functionality and efficiency.

· Tech-savvy Buyer
Tech-savvy buyers prefer online shopping, leveraging technology to compare products, read reviews, and make informed decisions. 

· Indecisive Buyer
Indecisive buyers take time to decide, often seeking reassurance and support. They value guidance and recommendations from salespeople or peers. 

14. The consumer buying process involves several stages that help buyers make informed decisions. 

1. Need Recognition: The buyer identifies a need or problem that requires a solution. This could be triggered by internal stimuli (e.g., hunger) or external stimuli (e.g., advertising).

2. Information Search: The buyer seeks information about products or services that can satisfy their need. They may use various sources, such as online reviews, friends, family, or salespeople.

3. Evaluation of Alternatives: The buyer evaluates available options, weighing pros and cons, features, and prices. They narrow down choices based on their criteria.

4. Purchase Decision: The buyer makes a decision to purchase a product or service. This decision can be influenced by factors like price, brand reputation, or promotions.

5. Post-Purchase Evaluation: After buying, the buyer evaluates the product's performance and satisfaction. This influences future purchasing decisions and loyalty.



15. New Product Development Stages
1. Idea Generation: Brainstorming new product ideas, often from customer feedback, market trends, or tech advancements.
2. Idea Screening: Evaluating ideas for feasibility, profitability, and alignment with company goals.
3. Concept Development and Testing: Developing product concepts and testing them with target audiences.
4. Business Analysis: Assessing the product's financial viability, market size, and 	competition.
5. Product Development: Creating prototypes and refining the product.
6. Test Marketing: Testing the product with a small group of customers.
7. Commercialization: Launching the product in the market.
8. Post-Launch Review: Monitoring sales, customer feedback, and making adjustments.

16. The qualities needed for personal selling:

1. Empathy and Active Listening: Understands customer needs and concerns.
2. Strong Communication Skills: Conveys product benefits and builds trust.
3. Product Knowledge: Addresses queries and provides solutions.
4. Adaptability: Adjusts approach based on customer cues.
5. Confidence: Instills trust and credibility.
6. Persuasive Skills: Highlights product value to influence decisions.
7. Problem-Solving: Addresses objections and finds solutions.

17. E-marketing offers numerous benefits, making it a vital component of modern business strategies. 

 	Global Reach: E-marketing transcends geographical boundaries, allowing businesses to target audiences worldwide.
Cost-Effective: Reduces costs associated with traditional marketing methods like print, TV, and radio ads.
Targeted Advertising: Enables precise targeting based on demographics, interests, and behaviors, increasing conversion chances.
Measurable Results: Tracks performance with analytics, helping refine marketing strategies.
24/7 Availability: Websites and online ads work round-the-clock, allowing customers to engage at their convenience.
Personalization: Tailors content and offers based on user data, enhancing customer experience.
Flexibility and Speed: Updates and changes can be made quickly, allowing agile marketing responses.
Enhanced Engagement: Interactive content like videos and social media posts boosts engagement and brand awareness.

18. Various modes of transport are available, each with unique features catering to different needs.  
Road transport offers flexibility with door-to-door delivery, suitable for short distances, and varied vehicle options like trucks and cars. 
Rail transport is economical for long distances, has high capacity for bulk goods, and is environmentally friendly, but has fixed schedules and routes. 
Air transport is the fastest mode for long distances, ideal for high-value goods, but comes with high costs and security checks. 
Water transport is cost-effective for bulk cargo and international trade, with large capacity but slow speed. 
Pipeline transport is efficient for liquids and gases with low operational costs and continuous supply, though limited flexibility. 
Each mode's strengths and weaknesses influence logistics and supply chain decisions, allowing businesses to choose the best fit for their needs. By selecting the right mode, companies can optimize costs, speed, and reliability.


19. Modern marketing is driven by innovation, leveraging technology and creativity. Marketers use data analytics, AI, and digital tools to personalize experiences, predict trends, and engage audiences. Key innovations include:

- Personalization: Tailoring content and offers based on user data.
- Influencer Marketing: Partnering with influencers to reach niche audiences.
- Interactive Content: Quizzes, polls, and AR/VR experiences boost engagement.
- Social Media: Platforms like Instagram and TikTok drive brand awareness and sales.
- Voice Search Optimization: Adapting to voice-activated searches.
- Sustainability Focus: Highlighting eco-friendly practices to connect with conscious consumers.

Section C

20. The following are the various functions involved in marketing: 
Market Research: Understands customer needs, preferences, and trends through data collection and analysis, helping businesses make informed decisions.
Product Development: Creates or improves products/services meeting customer demands and filling market gaps, enhancing satisfaction and competitiveness.
Pricing: Determines prices based on value, competition, cost, and target audience, balancing profitability and attractiveness.
Promotion: Communicates value through advertising, sales promotions, digital marketing, and more, building awareness and driving sales.
Distribution: Ensures products reach customers via right channels like online, retail, or direct sales, ensuring convenience and availability.
Branding: Builds a unique identity, differentiating the brand from competitors and fostering loyalty.
Customer Relationship Management: Nurtures relationships, enhances loyalty, and encourages repeat business through personalized engagement.
[bookmark: _GoBack]Sales: Converts leads into customers through personal selling and relationship-building, driving revenue.
Digital Marketing: Leverages online channels like social media, SEO, email, and content marketing to reach and engage audiences.
Analytics and Feedback: Measures performance, gathers insights, and adapts strategies to optimize marketing effectiveness.


21. Consumer behavior is shaped by a mix of internal and external factors, influencing purchasing decisions. Understanding these helps businesses tailor strategies.

1. Cultural Factors:
    - Culture, subculture, and social class shape preferences and behaviors.
    - Cultural values like collectivism vs. individualism impact choices.

2. Social Factors:
    - Reference groups (family, friends, colleagues) influence opinions and choices.
    - Social status and roles also play a part in decision-making.

3. Personal Factors:
    - Demographics like age, income, occupation, and lifestyle affect needs and wants.
    - Personality traits and self-concept influence brand choices.

4. Psychological Factors:
    - Motivation, perception, learning, and attitudes shape decisions.
    - Emotions and beliefs also drive purchasing choices.

5. Economic Factors:
    - Income, economic conditions, and financial stability impact spending.
    - Pricing strategies and value perception matter.

6. Situational Factors:
    - Time, place, and context influence buying decisions.
    - Physical environment and circumstances shape choices.

7. Marketing Mix:
    - Product, price, place, and promotion impact consumer choices.
    - Brand messaging and positioning play a key role.

22. Product Life Cycle Stages

· Development: Idea generation, research, and testing happen here. Product feasibility is assessed. Companies refine the product based on feedback. It's a crucial stage before launch.
· Introduction: Product launches with marketing efforts to create awareness. Sales are typically low initially. Focus is on building brand recognition. Companies may adjust strategies based on early feedback.
· Growth: Product gains acceptance in the market. Sales rise rapidly as adoption increases. Competitors may enter, increasing competition. Marketing emphasizes differentiation and expanding reach.
· Maturity: Sales peak as product reaches saturation. Competition is intense; focus shifts to retention. Companies may tweak offerings to prolong this stage. Brand loyalty is key here.
· Decline: Sales drop due to market changes or new trends. Companies decide whether to maintain, reposition, or discontinue. Resources may shift to newer products. Exiting the market is an option if unprofitable.


23. Indoor advertising targets consumers in enclosed spaces like malls, retail stores, offices, and entertainment venues 😊. It's effective for engaging audiences in specific environments.

Types of Indoor Advertising
1. In-Store Promotions: Point-of-purchase displays, shelf ads, and product demos drive impulse buys. For example, a cosmetics brand promoting new lipstick near checkout counters.
2. Digital Signage: LED screens and digital posters in high-traffic areas like malls grab attention. They're versatile and updateable.
3. Transit Ads: Ads in elevators, gyms, or public transport stations reach commuters. Think ads in metro stations or airport lounges.
4. Cinema Ads: Pre-roll ads in cinemas engage audiences before movies. They're impactful with high-quality visuals.

Benefits of Indoor Advertising- Targeted Reach: Focus on specific demographics in places like women’s clothing stores or tech stores.
- Engaged Audience: People in malls or cinemas are often receptive to ads.
- Measurable Impact: Digital indoor ads can track views, engagement, and conversions.

Outdoor advertising targets people on the go, using billboards, street furniture, transit, and more. It's impactful for broad reach and visibility.

Types of Outdoor Advertising
1. Billboards: Large, high-visibility boards along highways or busy streets grab attention. Often used for brand awareness.
2. Transit Ads: Ads on buses, auto-rickshaws, or metro stations reach commuters. They're mobile and impactful.
3. Street Furniture: Ads on benches, kiosks, or hoardings engage pedestrians. Often used in urban areas.
4. Digital Out-of-Home (DOOH): LED screens in public spaces like shopping districts or events. Dynamic and engaging.

Benefits of Outdoor Advertising
- Mass Reach: Targets large, diverse audiences in public spaces.
- High Visibility: Billboards and street ads are hard to miss.
- Location-Specific: Targets local audiences effectively (e.g., near shopping areas).


24. Social Media Platforms
1. Facebook: Largest user base (over 2.8 billion monthly active users). Versatile for ads, groups, and content sharing. Ideal for targeted advertising based on demographics, interests, and behaviors.
2. Instagram: Visual-centric platform (over 1 billion users). Great for lifestyle, fashion, and influencer marketing. Focus on high-quality visuals and Stories/Reels.
3. Twitter: Real-time updates and engagement (450 million users). Ideal for news, customer service, and trending topics. Use hashtags for discoverability.
4. LinkedIn: B2B marketing and professional networking (310 million users). Share industry insights, company updates, and job postings.
5. YouTube: Video content platform (2 billion users). Tutorials, reviews, ads, and influencer collaborations work well.

Marketing Activities on Social Media
1. Content Creation: Develop engaging posts, images, videos, and stories. Focus on value, relevance, and visual appeal.
2. Paid Advertising: Use targeted ads on platforms like Facebook Ads or LinkedIn Ads. Target based on demographics, interests, behaviors, and custom audiences.
3. Influencer Marketing: Partner with influencers to reach their followers. Choose influencers aligning with your brand values and audience.
4. Engagement: Respond to comments, messages, and build communities. Engagement boosts visibility and trust.
5. Analytics: Track performance using platform insights (e.g., Facebook Insights, Instagram Insights). Adjust strategies based on metrics like engagement rate, reach, and conversions.

