MARKETING MANAGEMENT
1(a) MARKETING:-


Marketing is the response of business towards the need to adjust production capabilities to the requirements of consumer demands. Adjusting production, capabilities would refer to the coordination of production, accounting, finance and marketing, in the light of the changing needs of affluent consumers.

Various Function Of the Marketing:-
I) Buying 

1) Determination of needs; (a) Buying includes much more than transfer of title (b) Buying included kind, quantity of goods.

2) Source of Supply.

3) Suitability of goods.

4) Negotiations – agree on price, time of payment, discounts.

5) Transfer of title.

II) Selling

1) Creation of demand.

2) Finding of buyers.

3) Negotiation of price and terms of sale.

4) Transfer of title.

III) Transportation

1) Railroad

2) Truck

3) Pipeline

4) Airline

5) Other agencies.

IV) Storage 

1) Reason for storage

2) Increasing importance of storage

3) Agencies performing storage function.

V) Standardization and Grading 

1) Meaning of Terms :

a) Standardization and grading are closely related activities.

b) Standardization is actual setting up of basic limits.

c) Grading makes financing easier and less expensive.

2) Significance :

a) Standardization and grading are important factors in reducing the cost of marketing.
b) Grading may reduce transportation and storage costs.

c) Grading makes financing easier and less expensive.

VI) Financing :
Time must necessarily elapse before goods are place in consumer hands. Someone must carry the financial burden.

VII) Risk Taking :

1) Some kinds of risks : 

a) “Acts of God” – Fire and Flood.

b) Theft and Physical deterioration.

c) Fashion Goods.

d) Goods will not sell or remain unsold.

2) Methods of handling risks :
a) Transfer to insurance companies.

b) Hedging

c) Assume risks by cold storage – other facilities 

d) Bulk of risks must be met by titleholder.

Element of growth in Marketing Management:- 

i) Marketing Significance of concentration of Production

Through concentration of Production to achieve decreasing unit cost, there has been created a wider gap between the producer and the consumer. Thus, the whole problem of market investigation has come to the forefront in marketing management.
              ii)   Cost of implementing marketing Decisions


 The importance of marketing management and the premium on effective performance,   

                              Particularly in its planning aspects, are emphasized by the costs involved in implementing 
                              Marketing decision.

              iii)   Increase in distinctive Non-stable products   
              iv)   Manufacturing control of distribution
                             Manufactures, wholesaler retailers and intermediaries participate in the marketing management  

                             task to a greater or lesser degree, depending upon the numerous factors. Of all the historical 
                             tendencies in the field of marketing, no other is so distinctly aperients as the tendency for the 
                             manufactures to assume greater control over the distributors of his products, and with it has come 
                             increase of his marketing management work.
Restriction on Marketing Management 


It should be recognized that those who are responsible for marketing activities work in the context of restrictions and controls.
Some of these major restrictions are:-
1) Company policies & Commitments – Restrictions which have their origin in company’s history, condition every marketing executives’ decision.
2) Industry Policies & Practices – the restrictions imposed by the industry of which a company is a part may be the result of formal agreements or of informal understandings or of trade practices.
3) Government Regulation – The most apparent and the most severe restrictions placed on business are by governmental authority. Many of these restrictions are directions are directed towards activities in the fields of marketing.
4) Regard for the public interest – Lastly, the work of the marketing executive and the decisions he makes are to an increasing extent conditioned by what is Calles “regard for the public interest” or the “exercise of social; responsibility” by the business enterprise.
Answer .1 (B) Marketing Organization

Interdisciplinary approach to Marketing



We have to first consider as to what a marketing Organization is and how it is formed.

1) The Theory of Organization;
Organization means: 

i) Analyzing various activities necessary to achieve desire objectives.

ii) Grouping these activities advantages of co-related structure of duties and responsibilities.

Good organization offers advantages of co-ordinates, specialized effort. It avoids duplication of work and conflicts regarding jurisdiction. In order to understand the theory of organization and should have a clear grasp of the difference between lines and staff functions. Basically, Line authority is the authority to command. Staff authority is the authority to advice.

2) Key to Good Organization 

Good Organization is distinguished by certain basic principles.

i) There must be clear lines of authority throughout the organization so that each individual
         Understands clearly to whom he is accountable.

ii) Responsibility should be matched with corresponding authority.

iii)  Organization must be simple and straightforward.
iv) Each individual should be restricted as far as possible to the performance of one main function.

3) Factors that shape the Organization
An effective marketing organization is oriented towards planning for the future, controlling operations in the present, and evaluating what has transpired in the immediate past.


The rational approach to marketing management is one in which an effective use is made of:
i) Planning – Forecasts, plans and programmes designed chart the future course of business.
Marketing planning, in its initial phases, draws heavily on industry and company records and other sources of internal data. If past procedures are continued the later sources of data can be analyze to indicate marketing performance in the year ahead. These preliminary projections are then adjusted for expected changes in economic activities, in product line, product design, or other company actions that will affect marketing and sales.
ii) Operational Controls – 
Check points by means of which marketing operations can be controlled. The marketing plan will be incomplete of it fails to specify benchmarks of expected performance against which actual performance can be checked at specified times.

iii) Evaluation

Established contact criteria or yardsticks by means of which marketing results and manpower can be evaluated at appropriate.

4) Making the Marketing Concept Work

The top executive needs not be a marketing men but top management must have sufficient comprehensions of marketing to be able to think, plan and administer efficiently all aspects of the marketing programme.

Responsibility of the Marketing Manager 


Responsibilities for selling job. Responsibility for marketing strategy. Also tactics in relation to a company’s overall programme. Responsibility for logistics of entire distribution process. Responsibility for facing business facts. Responsibility for Innovations.

1) Receptivity to changes.

2) Creative Imagination.

3) Awareness of Obsolescence.

After discussing the organization structure, we have to consider as to “What should be the Marketing Mix”.

Integrating the Marketing Mix


Four P’s (Product, Place, Promotion and Pricing) decided simultaneously in light of consumer demand.


Very the mix of services, guarantees, etc. Choice of marketing channels – availability and the relative cost of various possible channels. Promotion also offers many difficult choices. Personal selling and mass selling techniques can be used with an infinites number of variations. Pricing is complex, because the oretically the number of demand curves is infinite, due to the interaction of consumer behaviour, competition, and the other three P’s. Marketing Management seeks the best solution by trying to get as much information as possible. It uses the techniques of economics statistics, psychology, sociology and any other discipline which discipline which can contribute to its decision making.
Answer .2 (A) PROJECT PLANNING 

Why New Product Take Their Birth?

CEOP – Four ways of increasing profits:

1) Cutting back cost of production. This involves the risk of lowering the quality of product.

2) Expansion of the existing share of market. In cases of big organization having a large share of market, further expansion may mean more efforts at bigger cost which may mean more efforts cost which may be greater than the profits that may result.

3) Other organization of firm may be purchased.

4) Product development or introduction of new products.

Product Development 

MICO – Product development may take place in one of the following four ways:-

1) Marginal variations

2) Innovation

3) Collaboration – Manufacture of the same product with some modifications under license from a foreign producer with his trade name.

4) Obsolence Introduction of new features: Car Models.

Classification

Two kinds of new product are currently being introduced in India. Articles already manufactured and marketed in foreign countries and being introduced for the first time in India. This is mostly done under collaboration with some foreign manufacturer.
Essentials of New Products 

Importance of Design:
Besides quality manufacture are product must have appealing utility in design. USA manufacturers have noted that their products do not sell well in Europe as their design in inferior to that of similar products manufactured in Italy, West Germany, or Switzerland.

Packaging:
The size and quality of packaging is sometimes more important than the contents. In all cases packaging plays a very important role in consumer acceptance. Colour fashions tend to go in a cycle over a period of 10 years.
Sources of New Ideas: Idea for new product originate from:
· Research & Development section of leading organizations that maintain them.

· The company Staff: Particularly Engineers, Salesman and Administrators at Every Level.
· Observing competitions: Make new products by modifying or adding new features to the types of products created by the competitors.

Screening a New Product: 14-Point programme is adopted in screening a new product.

1) Capital. What capital investment would be required?

2) What will be the effect of the new product on other company products?

3) What is the situation in regard to patents and licenses?

4) What raw materials are likely to be used and what is their position?

5) What service or servicing requirements will have to be met, and it practicable to arrange the same.

6) Are special transport problems involved?

7) Will the product fit in with the current sales set-up? Is the market too scattered for profitable sales coverage? Is the outlet so small that they are easily vulnerable?

8) Will it be possible maintain a regular flow of production?
Is the production process involved, adoptable to the present method of operation?

9) Does the proposed product help to overcome of slack in the use of manufacturing and distribution facilities?

10) Are training problems involved? Will it need requirement of new types of skill labour?

11) Can the product be modified easily to allow for changes in fashion? Especially impotent if large assets are needed to establish the product line.

12) What is the strength of competition? Is if feasible to break into a particular market against a powerful market leader, with the resources available?

13) Does the product satisfy a need which is likely to be short-lived?

14) What are the likely possibilities?

Answer .2 (B) TYPES OF MARKET STUDIES

We describe two general types of market studies.

1. National market studies monitor changes in the marketplace over time. The information collected includes category and brand-use patterns and customer demographic and psychographics data. The data obtained are used to identify market opportunities, define target audiences, and provide direction for development of marketing strategies. These studies may be conducted annually or more frequently depending upon the activity within the product-market and /or the vulnerability of more manufacturers conducting the study (for example, a leading brand might want to monitor the market continually in order to effectively defend its position against competition). These studies are also sometimes referred to as tracking studies.

2. Strategic market studies focus on an in-depth analysis of a specific product-market. Typically these types of studies fall under the umbrella of custom research and are address specific marketing issues and/or problems. We discuss and illustrate three types of strategic market studies: positioning studies, segmentation studies and structure studies. Positioning studies attempt to portray the interrelationship among a set of brands in terms of consumer perceptions who will respond to a given marketing-mix configuration in a similar manner. Structure studies attempt to define the competitive relationships within a product – market. In essence all three are used to help marketing managers understand and cope with their competitive environment.

Intensity of composition in virtually all areas of business, predicting the reactions of competitors to s film’s own marketing plans is one of the most pressing problems most firms face. Among the crucial managerial questions concerning competitions are:
· What is driving competition in my industry or in industries I am thinking of entering?

· What actions are competitions likely to take, and what is the best way to respond?

· How will my industry evolve (over time)?

· How can the firm be best positioned to compete in the long run?

In the remaining sections of this chapter we discuss three types of strategic studies designed to provide information on the competitive structure of a product-market. In essence, each of the studies discussed provides insights into the interrelationships of firms, consumers and products so that the marketing manager may better understand and predict consumer and competitor reactions to the firm’s marketing-mix decisions.
MARKETING SEGMENTATION STUDIES
Put simple, the term market segment refers to subgroups of consumers who respond to given marketing mix strategy in a similar manner; in other words, segments consist of subgroups of consumers who exhibit differing sensitivities to some marketing-mix element. Through initially the contributions of segmentation analysis to marketing planning was to provide a framework for the analysis of existing data, today its role has expanded to provide a basis for identifying the date needed for strategy development and implementation research provides guidelines for a firm’s marketing strategy and resources allocation among markets and products and consequently influences all marketing tactical plans programs. By recognizing consumer heterogeneity, a firm can increase its profitability by segmenting its market.


Market segment subgroups of consumers who respond to a given marketing
Philosophy and Objectives



Segmentation research has been used to answer a wide Varity of questions concerning market response to a firm marketing strategy – that is, product changes, price changes, new product offering – and the selection of target markets. Typical management questions that guide market segmentation studies involve such issues as 
1. How do the evaluations of a set of new product concepts vary by different respondent groups – males versus female, users verses nonusers of the company’s brand, and so on?

2. Are these different promotion-sensitive segments for a new product concept and how do they differ with respect to product use, concept evaluations, attitudes and demographic and psychographic profiles?

3. How do the target markets for a new-product concept differ with the respect to end benefits sought, product-use characteristics, and other background characteristics?

Answer .3 (A) NAME TESTS 


Name are important because of the information they convey the name of a product communicates both denotative and connotative meaning. Denotative meaning refers to the literal, explicit meaning of a name. Connotative meaning refers to the associations that the name provokes beyond its literal, explicit meaning – in other words, the imagery that is associated with a brand name. Specifically, a brand name (1) identifies the product to consumer, retailer, distributor, and manufacturer and (2) differentiates the product from competitive products and conveys physical and emotional benefits.

We don’t mean to say that a good name will save a bad product. However, in these days of product me-too-ism, a dull or otherwise in appropriate name can be a severe handicap even to a superior product.
Philosophy and Objectives


Obviously, a name should be legible, pronounceable, memorable, and distinctive. However, the denotative and connotative meaning associated with a name should be consistent and support the overall brand ststrategy plan and corporate direction. Once a name has been decided upon, all of the advertising, packaging and promotional efforts are directed toward implanting that name in the minds and vocabulary of consumers. Thus, probably that last thing manufacturers want to do is to change the names of their products, although there have been exceptions such as ESSO to EXXON, Datsun to Nissan.

Name – testing research is typically conducted for one or more of the following reasons:
1. To generate new name ideas.

2. To measure legibility and pronounce ability.

3. To measure association with product category.

4. To measure relative ability to product strategy – supporting promises of product use and end – benefits.
There are many different strategies in developing names for products. For example, some companies choose to give meaning to a meaningless name like “Kodak”, while others choose names like “Rice Krispies”, which literally describes the physical product. Approaches to naming a product include.
1 Company names. Libby, Scott Paper, general Mills, Pilsbury, and Kraft are all examples of companies that attach their corporate names to the products they market. In contract, other corporations such as general Foods and proctor & Gamble follow a strategy of using individual brand names for their products.

2 Explicit descriptive names. Minute Rice, Rice-A-Roni, Wheat chex, and Light’n lively are all examples of names meant to describe the physical product.
3 Line names .These names are assigned to avarity of specific products that the company markets. Betty Crocker, green giant and Aunt Jemina are examples of line names.

4 Implicit imagery names.  A common strategy is to use a name that does not literally describe the product, but implicitly and indirectly conveys characteristics about the product. Examples include Tasters choice, Pampers, and Liquid Paper.
5 Created names. These names do not have a literal meaning with respect to the characteristics of a product. However, through advertising they may acquire indirect meaning that can reflect of a product. Examples of created names include Aim, Marlboro, Virginia Slims and scope.

6 Designer’s names. These names are associated with individuals who are leading figures of fashion design. They lend their names to mass-marketed fashion and accessories and in some cases even to unrelated products.
TYPES OF PRODUCT TEST

There are two broad types of product- test procedures 
1. Monadic product test present the consumer with one product and ask for an evaluation of that product with no other specific product for comparison. Actually the test product and compared to all other similar product the consumer has ever used and specifically to the product currently being used.

2. Comparison product test present the consumer with two or more products and ask for a comparison and rating of each. There are many different variations of comparison products tests. In sequential monadic designs respondent test one product evaluates it and then is given a second product to evaluate independently. In protomonadic design a respondent tests one product evaluate it, and then is given a second product and compares the two. In paired comparison design, a respondent is given to product to compare again each other. In repeat paired comparison design, respondent is given to or more sets of products to compare against each other at two different points in time.

Answer .3 (B) Advertising Budget


The method used by different firms, in fixing the appropriation vary a great deal in practice according to policy, the type of business, and existing organization.

1. The appropriation may simply be regarded as an investment in developing or maintaining goodwill under these circumstances it is usually arbitrarily determined 

2. Sales may be budgeted for the forthcoming period and an economic percentage of these based on profit, allocated to advertising. This percentage will vary according to the profit on the type of commodities sold 
3. Sales may be budgeted in the terms of units over a forthcoming period and a some constituted of so much per unit sold is made on the bases of the appropriation, this sum being finally included in the costing of the article 

4. The manufacturer may worth out the margin between manufacturing cost and the price to distributor and allow a proportion of this two makeup the appropriation 

5. The appropriation may be arrived at scientifically be working out a plan to achieve a set objective and estimated the cost of this. If the financial resources of the organization are not equal to this, or the cost is out of all proportion so that it would achieve the objective, or the objective may be altered. The last method is a scientific one that must necessarily facilitate the company coordination of production, sales and advertising on the budget basis 
Advertising campaign planning  

An advertising campaign involves much more then preparing advertisement.  It starts with a study of the market (the people who can be expected to buy the product). Advertisers must know the average income, the likes and dislike and the buying habits and possible customers in order to prepare ads that appeal to them.

In addition, the advertisers must consider the strength of his compotators.

An advertiser must know why he wishes to advertise
1. Selling branch product 

2. Gaining prestige – many companies advertise to establish good reputations with the public. This is often called institutional or prestige advertising.

3. Influencing public opinion – and organization advertisers when it cannot agree with union demands.

The advertising campaign plan is dived into a series of heads 

1. The organization : its role in the product 

2. The product 

3. The market 

4. The marketing picture last year 

5. Finding from the market research and motivation research conducted 

6. The competitor’s past advertising program 

7. The consumer and the copy platform 

8. The advertising budget-analyzed 

9. The selection of media 
Answer .5 (A) Establishing Prices


The Pricing of a new product is often a puzzle that the top management has to solve. Some solve this problem by hunches, other by needed economic studies. Market analysis and industrial economists are often employed to study pricing and make recommendations.

Some of the economic considerations that go into the decision making about pricing policies are:-

1. When the patent rights for a new product have been achieved the management may take into consideration the security of such patent.
a) If the patented article cannot be copied with ease, the price may be set high.

b) If the patented article can be copied by competitors the management may adopted a ‘Skim-the-cream’ price policy in the early history of the product. As competition enters the market and dictates the need for price revision, the price is lowered.
2. Where the product is a type of machine that requires regular purchase of supplies for use in the machine.

a) The machine price may be low.

b) The supply material is price high.

3. The cycle of demand of a product is the best guide for a manufacturer of that formulates his pricing policy. The method is called by the Americans as ‘The razor-and-the blade’ price policy. Here the price of the ‘razor’ is kept low, while ‘blades’ are reasonably high priced.

a) If his product is new, it enjoys a short period of freedom from competition. He can charge reasonably high.
b) As time goes on, competitive items appear on the market and the originator revises his prices. Eventually, the prices of all competitive products become highly competitive.

Foundation of price police.

Today, the manufacturer of a new product must take into consideration, the two basic fundamentals of price fixing.
a) The market potential in the price range at which the manufacturer wishes to sell his product.
b) The actual amount of profit that a retailer would earn on each unit of the product as compared to competitive product.

PRICE & MOTIVATION


A normal person only buys something he wants, so that low price in itself will not persuade him to buy an article which cannot serve any purpose he has in his mind. No one will buy a wooden-leg is both his legs are secure-even at a very low price of, any one naya prise each.

The consumer buys and values an article because of its service in order words its use-value to him. In buying a hat, the purchaser consider (a) its efficiency as a head covering. (b) its acceptability as regards style and appearance and (c) its durability.

Very low price are often suspected by consumers, who find it impossible to believe that a satisfactory article can be sold at the price quoted. On the other hand many consumers who find the quality of moderate-price do tend to stimulate sales after consumers believe that a small price reduction will promptly increase sales may be disappointed because:
i) The trade may suspect that this ‘small reduction’ may lead to further reduction, and they may plan accordingly.

ii) Even a sizable price slash does not always encourage facing rising prices or strong demand.
iii) Consumer’s purchasing power has limitations and he may not be prepared to buy the same article again when the prices are reduced.

Answer .5 (B) THE MARKETING STRATEGY 

The marketing strategy consists in directing a proper marketing mix towards a target group of customers or market segment. The “Four Ps” are decided and directed at the consumers on the basis of proper diagnosis of firm-market system arrived through the process of marketing research.

The first step in the marketing process is the identification of the need of a group of persons or market segment. Let us presume that the need is ‘to be more attractive to the opposite sex’. On terms of this need, we can select many different types of products. The one which comes first to mind is perfumes. Therefore, let us take out product as perfumes. Let us now design out marketing strategy.




              MARKETING – A BIRD’S EYE VIEW


                                 

Pricing
1. Profit Margins
2. Sales at Different Prices

3. The Right Price
Product Planning                                               



Promotion

1. Introduction of New Product
TARGET CONSUMERS
              1. Advertising
2. Improvement of Existing                   (Market Segment)                          2. Sales Force Selling                                          
3. Elimination of material

Marketing Research
              3. Sales Promotion


4. Packaging

5. Branding

                                    Physical Distribution

1. Selection of Distribution 

2. Logistics of Distribution

(Warehousing, Insurance, Transportation

MARKETING AT DIFFERENT LEVELS OF DEVELOPMENT

Development country is a stage in the economic development of a country the role of marketing in a developing economy.

                   Marketing Functions Performed at Different Levels of Development
	Level
	Orientation
	Function
	

	Subsistence
	Traditional
	Barter trade, exchange of goods; central markets prevalent; no specialization; no marketing activity; very rare trading in some form in most societies; for example ancient Africa’s salt Trade
	Undeveloped country

	Transition
	Self-sufficiency
	Degree of specialization; small-scale cottage industry; limited entrepreneurial activity; firms are labour intensive producer is marketeer
	Less developed country

	Mass Production
	Local markets
	Specializations industry is transitional but some market orientation separation of marketing; sellers market conditions prevalent; limited marketing activities.
	Developing country

	Commercialization
	Regional national, and international markets
	Total specialization in production and marketing activities, complete market orientation; national, regional, and expert markets topped; mass distribution practices.
	Development country


Answer .6 (A) ELEMENTS OF MARKETING MIX IN SERVICE MARKETING

For marketing of products the four elements of marketing mix are product, price distribution and promotion, which are used in a specific combination to arrive at the marketing strategy. In the case of services, there are three additional elements. These elements are people, physical evidence and process.

PRODUCT: - The most important issue in the service product understands what benefits and satisfaction the consumer is seeking from the service. Form the view-point of a restaurant’s may be seeking an ‘outing’, an atmosphere different from home, relaxation, entertainment or even status. The marketing of services can be success only if there is a match between the service product from the consumer’s view-point and the supplier’s view-point. To find this match, as a manager you would have to analyze your service at the following levels;
1. The customer benefit concept;

2. The service concept;

3. The service offer;

4. The service delivery system.

1. Customer Benefit Concept: - the service product which you offer in the market place must have its origin in the benefits which the customers are seeking. Both the problem is that customers themselves may not have a clear idea of what they are seeking or they may find it difficult to express or it may be combination of several benefits and not a single one.
2. Service Concept: - Using the customer benefits as the starting point, the service concept defines the specific benefits which the service offers.
3. Service Offer: - Having defined the business in which you are operating, the next step is to give a specific shape and form to the basic service concept. To refer to the example of centre for the performing arts, the service concept is to provide entertainment. The service offer is concerned with the specific element the will be used to provide entertainment, drama, music, mime, poetry, recitation, dance.
4. Service forms: - In what form should be services be made available to the customers is another area of decision making. Should all the shows of the centre be available in a package deal against a yearly membership fee or a seasonal ticket?  Should there be daily tickets with the consumer having freedom to watch any one or more performances being staged on that particular day?
5. Service Delivery System: - When you go to your blank to withdraw money from your account, you either use a cheque or a withdrawal slip in which you fill all the particulars hand it over to the clerk, who after verifying the details, gives you money. The cheque or withdrawal slip and the clerk constitute system.
Answer .6 (B) CUNSUMER PRODUCTS OR GOODS

Consumer goods are those which are used by ultimate consumers or households and in such form that they can be used without further commercial processing. Consumer goods can be divided into 

1) Convenience Goods

2) Shopping Goods

3) Durables or Durable Goods

4) Non-durables or Non-Durable Goods.

Convenience Goods – These are goods which consumers generally purchase frequently without making an effort or as a habit. These convenience goods include soap, newspapers, tooth paste, cigarettes, etc. often convenience goods are bought impulsively or spontaneously.

Shopping Goods – these are goods which are purchased after going around shops and comparing the different alternatives offered by different manufacturers + retailers. In this case, emphasis on quality, price, fashion, style etc. is of great importance e.g. the purchase of sarees by ladies.
Durable Goods: - These are goods which are ‘durable’ or which last for some time. Example of such goods would be electric irons, refrigerators, televisions sets etc. this type of product requires more selling effort from the salesman.
Non-durable Goods: - these are goods which get depleted on consumption. For example a bottle of soft drink is consumed at once on one occasion within a matter of minutes. These are the products that have to be advertised heavily, with a view to inducing people to try them out, and thus, build up brand preference and brand loyalty.
Answer .6 (C) Advantages / Disadvantages of Branding 

Branding as an aspect of product marketing can be analyzed from two different standpoint that of buyers and sellers. It is also possible to have a societal viewpoint.

a) Buyers

The buyers can derive several advantages:
1. A brand generally denotes uniform quality.

2. It makes shopping easier.

3. Competition among brand can, over a period of time, lead to quality improvement.
4. Purchasing a socially visible brand can give psychological satisfaction to the buyer.

b) Sellers 

A marketer can also derive advantages such as:
1. It helps in product identification

2. In a highly competitive market, it can carve out a niche itself through product differentiation

3. If brand loyalty can be developed through successful promotion, the firm will be able to exert quasi-monopolistic power.
c) Societal View 

From a macro-standpoint, a brand’s role in improving and maintaining product quality can be considered as positive. Brands also help in better dissemination of product knowledge; better knowledge can contribute to more scientific and rational decision making.

Answer .6 (D) Packaging & Sales Promotions 

Packaging is the art, science and technology or preparing goods for transport and sale. Two salient aspects of packaging. These are:
a) It has to help in the physical transportation and sale of the products packaged.

b) Packaging as a function consists of two distinct elements,

i) The positive aspects, viz. The science and technology related to package design, selection of packaging materials etc.
ii) The behavioural aspects, viz. The art of product design which is associated with consumer motivation research, buying research, etc.

Sales promotion merges on one side into advertising and on the other into practical selling. The boundary lines are largely conventional, but in general, they conform to the particular duties allotted in practice, to the sales promotion Department. Sales promotion is largely concerned with “printed Salesmanship” since usually this is the principal means of spreading information. In addition, sales promotion includes the personal efforts by which a sales policy is carried out, and it embraces the control of salesman and their activities.
Answer .6 (E) NEW PRODUCT DEVELOPMENT STRATEGY

It is very important to have a strategy for development new products. Many products fail and in order to keep expanding company sales, we must new products. Some products of Hindustan level have failed, but still they remain leading manufacturers because they have continuously added to their lines and added product lines to their product mix. Their ‘HIMA’ peas introduced in toe 60’s flopped, because, in the words of chairman of Hindustan Level, ‘India is not yet ready for convenience foods, neatly done up in packages’. The products ‘concept’ requires testing before one goes into product designing and it is very necessary to have an adequate strategy for developing new products and introducing them. Several stages must be defined. Fig III gives the stages in new product development. These will now be discussed in detail.


                    Fig III: Stages in New Product Development

	Idea Generation

	Screening of Ideas

	Concept testing

	Product Designing and Evaluation

	Product testing

	Product Launching
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