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About Marketing Weekl

At Marketing Weekly, we aspire to deliver unbiased analysis on the most recent and rele

topics in the realms of marketing and corporate strategy.
With each post, we aim to provide a fresh perspective on business by linking concepts t
corporate actions, thus hoping to inspire our readers to critically examine brands and

Initiatives that shape their lives and the world around them.

We aim to grow the network of-Bchool students and aspirants who frequent the platform

and provide them access to premium marketing content for preparatory and leisure reac

Connect withGunjan Solankhere on LinkedIn for any feedback.

To get all our future publications like Digital Marketing
Compendium, Competition Playbook, etc.

Subscribe to our newsletter g
Stay Connected with us on Linked [}

Special credit to Freepik.com & Flaticon.com for the wonderful images
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1. Gunjan Solankid Founder of Marketing Weekly | Marketing at a leading FMCG/Adhesive/Paint compa

2. Hetal Pateld A Digital marketing wizard | Product owner at a leading Fintech Company.

3. Akshay Ramand A Finance/Strategy Guru | VP at a Leading Fintech startup.

4. Kalyani Kakaraparthid A resolute marketing Intellect | Marketing & Research in Fashion Industry.

5. Sarbajit Biswasd An indefatigable Strategist | Product Manager at a leading SaasS firm.

6. Santosh Mishrad An Eternal marketer & Optimist | Corporate strategy at a leading health startup.

7. Pragati Nagpald A Dynamite of energy | Manager at a leading FMCG company.

8. Sarthak Singhd A fortress of Resilience | Consultant at a major IT company.

9. Harsh Mankodi d A Perseverant writer | Senior Consultant at a major MNC.

10. Sukanya Deyd A Penchant marketer | B2B Marketer at a leading technology company.

AlsoaBigBig®q] | y« ®~ j ja-~]j pg~«j |]1{j« 6
helped making this compendium a huge success.

Marketing Weekly will always be indebted to your genuine effo

www.MarketingWeekly.in
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About Compendiu

We, at Marketing Weekly, aim at simplifying concepts of marketing with the latest examg

Our Readers

Professionals Curious minds

AN Management
w Students
(MBA/BBA)
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More learning modules from Marketing Weekly

A reference book of advertising best practices of Industry legends

Advertising Like

The Le g end o / ; ) you need, ta win

/ , Ca;_’y;\?finfetition

By: Gunjan Solanki

Unillearor Nestle
pepsi d‘ j A vodafone

2 Gaty M

airtel
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Dearest Reader
We post regular articles on Marketing ©
media. Do follow us on below social med
Recently we have started a WhatsApp lis

notifications for article publications.

Subscribe by clicking the icon!
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Some more Marketing:
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Miscellaneous reading:

Brand Audit Psychplogy Condlt_lonlng
of Selling Techniques

Startup

India 2022
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Introduction to MARKETING

Marketing ismeeting consumer demands profitablylt starts by identifying a
gap inthe Markets omet hi ng f or which there
sufficiently met.

Marketing works its way from here to build a product or a service that meet:
those needs and wants.

Marketing covers broad areas ranging from finding the right Target Group (
to pricing and communication strategies.

For now, Understand thatsaiccessful marketing execution brings prospects
to you (1 tos a Pull strategy).

iTunes Store< o l .!

A great example of identifying gaps inthe Markefip p| e0s | Tun
ITunes changed the music industry by making it possible for customansito
thousands of son@m one listening devicat a reasonable price.

Prior to this, owning Music was costly and piracy had encompassed the Mu
Industry.

www.MarketingWeekl
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Introduction to Selling m

Selling is a process @bnvincing a prospect on buying your producor
service (t's a push strategy).

This could be done by the Salesperson at your door or your local shopkeef
a luxury showroom salesperson or in the digital world, the eCommerce wek
nudging you to make a purchase.

A well-marketed product as against a poorly marketed product requires les:
effortinselingE. g., Nestl eds Ma§GmaeTac. ¢c o mp a

~or Instance, it is easier to sell HDFC savings account than it is to sell an
ndusind bank account. You are more likely to receive a cold call from
nduslind explaining to you the benefits of opening an account with them.

In certain Industries/nere product and/or service differentiation is difficult
to achieve, revenues are driven primarily by pushing product$o
consumers.

For Instance, In Telecom product differentiation betweetel and Vodafone
IS minimal. These companies focus on selling and strengthening regions of
operation excellence and poaching customers.

Insurance Is also one such field where very companies are able to create
differentiation, hence they rely heavily on push strategy.

www.MarketingWee
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Marketing Vs. Selling %
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Marketing vs Selling: One vie

Marketing Selling

Pull Strategy Push Strategy
Customer centric Product centric

Revenue generated from providing Revenue generated from reaching c
right product to the right audience to as many consumers as possible

Focuses on increasing revenue by Focuses on increasing revenue by
optimizing the processes Increasing the volume of sales

Long Term Planning Short Term Planning

Amway

EUREKA FORBES M9/
i Your friend for life IR

Interesting Case study on Salgs:art of direct selling

www.MarketingWeekly.i
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Marketing Mix: The Ps of Marketing

Do you know what makes a product/senscecessfuin the market?

The first step Is to get the Market Mix right!
The marketing mix is about putting the right product or a combination there
In the right place, at the right time, and at the right price.

There are broadly 2 concepts in the marketing Mix: 4P & 7P.

4P:
E. Jerome McCarthy created the Marketing 4Ps in the 1960s. It stands
relevant even today and is used by various companies for their GTM strate
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Aproduct is anything angi bl e and intangibl'e"
needs or wants. A product must be relevant & adaptable to the changing
needs of the user.

Product: mes

Three levels of a product Model:

Augmented
Product

Brand Value Actual Product

Customer Care

Features

Product Purpose
Cost

After-Sales

Core Product | St
Packaging SIVICE

Impact
Intended benefit

: Brandin
Installation g Warranty

Delivery

www.MarketingWeekly.in Index
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5 Levels of Products:

Potential
Product

Augmented
Product

Expected
Level

Generic
Product

Core
Benefit
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Price: me

To Buy or Not to Buy?
Probably the main question that comes to our mind after seeing the Price tag

A great product at the wrong price can fall terribly.
The Primary determinants of the Pricing of a product are the perceived value

the utility of the product, and the price which the target segment is willing to
pay.

Dynamic Pricing

Penetration Pricing

Promotional Pricing
Price keeps on changing as |

Discounts are offered on a few produd time & demand. Very L : fract b
E.g., End of Season Sales (EORS) E.g.: Airline Ticket Pricing €ry Low pricetoamact buyers
E.g-JioInfocomm

Psychological Pricing Scemeniny B

Pricing Here he production cost is
minimized.

Techniques E.g-Dmart BigBazzar

Here the emotions of customers a
targeted rather than the logic.
E.g- 499 instead of 500

Premium Pricing Freemium Pricing

Here basic service is offered for free |

Bundle Pricing

The product is priced high to create a )
P P J advance options are chargeable.

E.g., Canvas, Grammarly

perception of premiuAness
E.g-Rolex, iPhone

A bundle of products or services |§
offered at a lesser price than if y(

buy each product separately.
E.g., Dish TV Family Pack

www.MarketingWeekly.in
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Place ’
So how does a product move from the place of production to the place @
consumption?
The place is basically the channel of distribution a company chooses to incr:
the reach of its products.

Below are major channels that are used to facilitate distribution:

A Direct SalesDoor to door, Selling at th

A Indirect Channel: OneLevel Channel, Hybrid Distribution Channel, or
Multi-Channel Distribution System.

A Ecommerce

Promotions:

How does a new product reach people? It begins with the inception of the ne
oroduct 1 dea; the price |1 s fhuthewd a
will people know about it? Promotions play a major role in increasing the
awareness of the product. Promotion helps in increasing brand/product
awareness and in lead generations. Marketing campaigns include promotior
activities to engage and attract consumers.

There are two types of Promotions:
C Sales Promotion: Bundle offers, Discounts, BTL activities, etc.
C Marketing Promotions: Digital Campaigns, Sponsorships, etc.
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Marketing Mix (4P) for iPhone 14 Pro Max: my

PRODUCT

A Smart Phone Built A Rs 139000190000,

A FeaturesTriple camera, depending on the
A16 bionic chip, 6.7 configuration.
inches display, Longest | A Using credit card

battery life, Water
resistance, XDR OLED
display

discounts for effective
pricing. (Mix of Price +
Promotion)

A Apple has partnered

PROMOTION

A Sales Promotion: Free

with Ingram Micro & " access to Apple TV to
Redington India new cu_stomers |
Limited to distribute A Marketing Promotion:
Apple Products Campaignlts tough out
nationwide there

A E-commerce websites

www.MarketingWee
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Marketing Mix (4P) for Vaseline Petroleum Jelly

PRODUCT

A 100%Pure & triple-filtered
petroleum jelly.

A Product ishypoallergenic& helps
heal dry, damaged & cracked skin.

A Product hascclusiveproperties that
create a protective barrier.

A It helps in preventing dryness
associated witlEczema

PLACE

A Buy it fromretail shopsnearby:.

A Buy it from modern retail such as
Walmart, Carrefour, Dmart, etc.

A Buy it online on eCommerce
websites likeAmazon, Flipkart, etc.

A Get it from hyperlocal quick
commerce platforms likéepto,
Blinkit , etc.

Original

Vaseline. | HEALING JELLY™

Dermatologist Recommended

100% White Petrolatum  Skin Protectant

www.MarketingWeekly.in

A In India, the plain variant is available
in 4 SKUs from21 gm to 200 gm.

A Price starts from Rs. 50 for the
smallest SKU and Rs. 375 for the
biggest one which is 200 gm.

PROMOTION

A Most eCommerce players and quick
commerce hyperlocal brands
providediscounts of 4% to 25%
depending upon the season.

A As it is not a serious purchase
deci sion, people
concerned about discounts.
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7P

The 7Ps are generally used in g®svice industries

A

Product

/
\ ]

00
Physical
Evidence

Extending the marketing mix by adding Physical Evidence, Process, and
People to 4P, bring the marketing function closer to human resource
management and operations.

www.MarketingWeekly.in Index
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The Remaining 3 Ps of the 7H ”W

People:

The people in the framework representé¢hgployees, consultants, and
freelancerswho deliver the service to customers.

People are the most critical factor in providing knowleldgsed services
as they add value to the experience of the consumer.

Hence training, personal selling, and customer servicare key ways to
ensure good service from the employees facing consumers.

E.g.,Waiters of a restaurant, Hairstylists in a Salon, business analysts
In IT companies, etc.

Process:

The processes are the steps that are required to deliver the service to a
customer.

The aim of all service companies is to hawseamless process flow
making It easier for the consumer.

These companies share process maps for employees to make sure that
work Is repeatable and successful.

www.MarketingWeekl
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Physical Evidence: me

The physical evidence is a combination of the environment and branding
where the service is provided to a customer.

The physical evidence capital would be:

A A service brochure

A Franchise Layouts
A Uniform & Mascots of brand ==
A Social media accounts =
A A corporate website =

e

A Company ServiceentefPoint of Sales

ol 250+ CITIES 1200+ STORES

# Q 30 MINUTES oeuveavv
| —
" NIGHT DELIVERY (&
——
&9 TRAIN DELIVERY
—

ADVANCE ORDERING i
T —

\\ O ONE-CLICK ORDERING
-_

T~
3.
.

-

/
‘
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/
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®
Example of 7Ps:

PRODUCT:

PROMOTION:

PHYSICAL EVIDENCE:

Interesting Readdynamic Pricing: The art of the deal

www.MarketingWeekly.in Index
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Segmentation, Targeting, & Positioning (STP

Segmentation:
A Segmentation is a practice that seekspiettes of the total market
that contain customerswith identifiable characteristics, as defined by
Income, age, personal interests, ethnic background, special needs, ar
so forth.
A The point of segmentation is bweak a mass market into
submarkets of customers who have common needs.

Why do we need segmentation?

Not all individuals have similar needs. Individuals have different needs
based on various factors which define them or their lifestyles like needs ¢
men, women, and kids differ from each other completely, or the needs of
married individuals would differ from bachelors or needs of people from
different countries will be different, when they are to be satisfied using
various products and services.

ldentifying these segments makes it possible to do two things:
(1) Create goods and services that are better tailored to the needs of

specific customers.
(2) Focus on marketing resources more efficiently.

www.MarketingWeekl
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MSADA Framework: ﬂW

Market segments must rate favorably on five key criteria
(MSADA) for them to be useful:

A Measurable: The size, characteristics & purchasing power of the

segments can be measured.

A Substantial: The segments are large and profitable enough to serve. A
segment should be the largest possible homogeneous group worth
going after with a tailored marketinyogram.

A Accessible:The segments can be effectively reached and served.

A Differentiable: The segments are conceptually distinguishable and

respond differently to different marketimgix elements and programs.

A Actionable: Effective programs can be formulated to attract and serve

©

segments.

25

88

Accessible Substantial Differentiable

www.MarketingWeekl
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Complete table for Segmentation:

Basis of Segmentation

Segmentation| Sr.
variable no

Geographic

o 01 hWNF

Demographic | 1p
11

12

13
14
15
16

17
Psychographic
18

19
20

21

Behavi | 22
ehavioura 23

24

25

Geographic segmentation

City or metro size
Density
Climate

Age
Family size

Family life cycle

Gender
Income
Occupation
Education

Religion

Race
Generation
Nationality
Social class

Psychographic lifestyle

Personality

Behavioural occasions
Benefits

User status

Usage rate
Loyalty status

Readiness stage

Attitude toward product

Regions- North, South, East, West
Urban, Suburban, Rural
Urban, Suburban, Rural

Hot, Cold, Tropical

Under 5, 511,1217,1834,3549,5064,64+
1-2,3-4,5+

Young, Single, Young married, No children married,
youngest child below 6

Female, Male, Transgender
Under $10,000, $10,0005,000 and so on
Profession, technical, Managers etc.
Grade school or less, graduate, pprstduate

Hindu, Muslim, Christian, Sikh, Jain, Atheist.

White, Brown, Tribals
Gen X, Millennials (Gen Y)
Indian, South African, American
Lower, Middle, Upper

Culture-oriented, sportsriented, outdoeoriented

Compulsive, gregarious, authoritarian, ambitious

Regular occasion, Special occasion
Quality, service, economy, speed

Nonuser, exuser, potential user, first time user

Light user, medium user, heavy user
None, medium, strong, absolute
Unaware, informed, interested, desirous, intended t
buy

Enthusiastic, positive, indifferent, negative, hostile

www.MarketingWeekl
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Possible Levels of Segmentation my

Full

Market Multiple

Coverage Segments Single Individuals

Segrrients as Segments
| | | I I Ll et
il R il il I BEEEREE PR |’
Customization

Mass Market

Marriott International® owns a number of different hotel chains
that target specific consumer groups.

s\ \\arriott

Bl ok
a@? . J\arriofl.
THG ez CARLTON JW MARRIOTT. —

HOTELS & RESORTS

1 1 | I
I 1 I I
I i i I
1 1 i 1
I 1 I I
1 1 ! 1
I ! I I
1 i 1 I
1 i i I
1 1 I I
: () © Aarmott. :
1 1 HOTELS & RESORTS [ 1
 RERSeRE | |
1 i i 1
I 1 I I
1 1 I — 1
I 1 o~ I o I P
: : COURTYARD : R“",ﬁf:’"cc : P}\ul(\rli-;l,l)
: : Marmolt : Marmolt : armoft
I 1 I I
1 1 1 I
I I i I
I | 1 I
Exquisite | Contemporary Quality . Extended . Value
| . 1 . . I I
Luxury ! Quality ' Destination ! Stay ' Hotels
Hotels ! Hotels ! Hotels : ;
I I 1 I
I 1 ! I
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®
About Marri otos Segment at | «@

Courtyard by Marriott® hotels focus oravelerson the road, who want
a nice, clean place to stay during their trip.

Ritz-Carlton® hotels target those who don't mind paying a premium for
luxury.

Marriott ExecuStayw hotels are aimed at professionals who need a long
term& comfortable place to stay.

Marriott International doesn't communicate the same marketing messag
to all its customers.

Each hotel is designed and positioned to appeal to the unique
wants and needs of a specific group.

www.MarketingWeekly.in
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®
ITC Hotels Segmentation:
ITC HOTELS

RESPONSIBLE LUXURY

ITC Hotels has 4 distinct brands each catering to a ditterent segment:

1) ITC Hotels: Exclusive Tie up with Marriott's 'The Luxury collection'.
These are luxury hotels located at strategic locations. They cater to

business and leisure customers looking for a luxurious stay.
2) Welcom Hotels: WelcomHotels offer a Estar experience.

3) Fortune Hotels: Under the fortune brand, ITC operates fmdrket to

upscale hotel chains in the figérvice firstclass business hotel segment.

4) WelcomHeritage Under théNelcomHeritagdrand, a chain of resorts,
forts, Havelis, and palaces are operational to provide a different hospita
experience. Ancient royal homes and their grandeur is preserved and a

range of services is provided for customers looking an experience.

www.MarketingWe
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Targeting: me

The segments that fit into the company objective that can be serviced are
identified & targeted.

A firm can sell one product to several segments with product
specialization.

Firms focus on serving many needs of a specific customer segment with
market specialization.

Segmenting

FPositioning

www.MarketingWeekly.i
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Positioning: m/

A Creating a favorable & distinctive image (or position) for the
product in the mind of the consumer.

A Positioning is like owning a word such as safety for Volvo.

A To Develop a conducive position, the brand requires optimal
Points-of-parity (POPs) and Pointsof-difference (PODs)

lllustration of a perceptual map for automobile brands

MODERN
TTesIa

QD Audi
udi

A T

v Toyota
TOYOTA
SPORTY CITY

% Porsche

S} Ferrari

=g~ Aston Martin

Bentley

CLASSIC
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G S K &NO, an antacid, has always positioned itself as an instant reliever
from acidity. Positioning statement: Take ENO for fast relief from acidity. |

gets to work in 6 seconds.

NTo a-stricken pegple, ENO is a powdered antacid that gives

|l nst ant rel | ef Il N 6 secondso

Additional examples of positioning:

Volvo: Safety, Nike: Sporty, Johnson & Johnson: Mother's Choice

Interesting ReadWhy Colgate is a Market Leader in Oral Care?

www.MarketingWeekly.in Index
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®
Points of difference (POD)are attributes unique to the brand that is
strongly held & favorably evaluated by consumers.

Points of parity (POP) are those attributes that are not unique to the
brand but are shared with other brands. POPs are In three basic forms:

1. Category: Attributes or benefits that consumers view as essential to a
credible offering within a product/service category. (Necessary but not

sufficient conditions for brand choice)

2. Correlational: Potentially negative Attributes that arise from the
existence of positive associations for the brand. Ex: If it's inexpensive,

It may not be of good quality.

3. Competitive: Attributes designed to overcome the weakness of the
brand 1 n the | i1 ght of competitor
brandos POPs)

www.MarketingWe
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Product Mix
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PRODUCT
MIX

Product Line 1 Product Line 2 Product Line 3 Product Line 4
|

Product Product Product Product Product
Type Type Type Type Type

Product A

—
—
=m
=

Product C Product G Product K Product O

Product B Product D Product H Product L Product P

Product C Product E Product | Product M Product Q

Product D Product N

Product F Product J

Product R

~——

. J
| roduct Line Length "Product Line Width |

[ Product Mix Width

SKU: Stock keeping unit, means volume
Product A or weight of a product.
Eg,.Maggiebs 70 gm S

SKU 2, 420 gm SKU 3, etc.

www.MarketingWeekly.in
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Few Key Definitions:

eI MN[[sR Similar kinds of products having different colors, sizes, tastes,
etc. sold under one brand name.
E.g.,Or e &liosolate, Normal, Orange, etc. flavors & their different weights

e[ RMN[[CRN=Talo]igH It IS defined as the number of products in a single
product line. If we see the previous example, Oreo has a product line length

oL IR N ERWITe[gW It IS defined as the number of similar product lines
parallel to each other. You may have two or more brands under the biscuits

peverage category.

For E.g.,CocaCola has Minute maid, Coke, Sprite, and Powerade. Each of
these lines has different variants & SKUs which makes product length.

el I mYVAV/ il It IS a sum of all different kinds of product lines under
all categories.

If we seeUn i | eproductansx, we will find various categories such as skin
soap, detergent, deodorant, ice cream, shampoo, etc.

The Sum total of the entire range makes the Width of the Product Mix.

Interesting Read:low do Brands choose their product mix name?
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Type of Advertising
VATL

VBITL
VIITL

Interesting Readigital Out of Home Advertising
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3 Ways to promote your Products:

Reach the entire market as a whole to
build brand awareness and inform the
masses about a product.

Above The Line
(ATL)

Below The Line Focused communication for specific
(BTL) target groups through individual level
Interaction.

Promotional activities

Through The Line A combination of ATL and BTL, using
mass advertising forms a customer
(TTL) .
database to focus on conversion.

Category @~ Above The Line Below The Line Through The Line
: : . Massmarket with focused
Target Undifferentiated Segment Specific target segment :
conversion
Known as Mass marketing One to One marketing Combination of ATL & BTL
TV, Radio, Print, Digital marketing, 360

Flyers, Door to Door, PRvents, SMS,

. : degree marketing with botl
Emails, Wllegeinstitute events J J

Mediaused Billboards,

Cinema Adverts ATL & BTL
May or may not drive Custometrresponse can be
Response Y Y One to One response .p .
customer response gauged indirectly
ROI Difficult to measure Easier to measure due to direct respondgasier to measure than ATL
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®

. . . (IM¥
FMCG and personal care brands use ATL marketing techniqgues to |e
brand recall and subconsciously influence the purchase.

How do we measure the success of an ATL campaign?
V The reach of members watching the ad.

V The frequency of views.

V The number of impressions across various platforms.

Companies use BTL activities in places such a College, university,
societies. high foetall areas to target its prospects.

How do we measure a BTL campaign?

V Sales achieved at a place of activity.

V New customer acquired at the site.

V Conversion rates on site (at a place of activity).
V Impression estimates via footfalls.

V Open rate of email campaigns.

TTL can help brands use an integrated approach to advertise
products to both mass & focused markets together.
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Example of Vodafone (Now VI): my
(S i
As part of ATL advertising, Vodafone \, 3 |
books key places for hoardings of its w8 IO S e
upcoming initiatives. [

For example hoardings at airports, Hi
streets, City roads, etc.

For BTL advertising, you may have
seen a booth of Vodafone inside the
malls in the past before it merged wit
the Idea to become VI.

Interesting ReadConcept of Future DOOH!
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®
: : £
Example for TTL - Uber Booths outside airports/Ads

www.MarketingWeekly.
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