

















15.2.3 Marketing Strategy for Services: The Extended Marketing Mix

The marketing mix of goods includes the 4 Ps namely, product strategy, price strategy,
promotion strategy and place strategy. There are certain unique characteristics of services that

require a separate treatment in terms of marketing strategy. These characteristics are:

1. Intangibility — Services do not have a physical form, you cannot see, taste, smell or
feel the services beforehand and hence it is difficult to sample and evaluate them. For

example, how could you sample a hair transplant or a Luxury cruise?

il. Inseparability — Services are produced and consumed simultaneously which means
that the service provision and consumption happens simultaneously. It is also difficult
to separate the service delivery from the service provider. Can you think of treatment

without a doctor? a barber, plumber construction worker etc.

iii. Perishability — Services do not have a shelf life. They cannot be saved or stored for

later consumption.

iv. Variability - As humans beings/personnel are inherent part of service delivery and
while performing a certain service inconsistency is bound to occur which is inherent
in-service provision. The service provision is also very specific to the customer who is

being served.

In the light of the above-mentioned unique characteristics of services it was observed that the
traditional marketing of 4 Ps was inadequate. Hence additional 3 Ps were added to the mix

namely physical evidence, people and process respectively.

Physical Evidence: Evidence of service quality through the tangible cues like the ambient,
design and social elements at the service facility. Service quality is demonstrated through
proper designing of place, people, equipment, communication material, symbols etc. Most
service providers try to include certain tangible elements into their service offering to
augment customer experience. For example, when you visit a beauty parlor or a doctor’s
clinic, you will find well designed waiting areas, often with stacks of magazines and
luxurious sofas to read and relax while waiting. Similarly, restaurants also put in a lot of
thought and money in designing their interiors to create a quality perception and memorable

experience to their guests.



Figure 3: Components of Physical Evidence
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People/Personnel: Personnel are the inherent part of service delivery and the face of the
company for the consumers. Think of any service be it restaurant, bank or even departmental
stores, all of them are known not only for their tangible offerings but also the service
provided by its staff. Personnel perform not only the operational but also marketing related
roles. For example, you must have had an experience in beauty salon that the personnel not
only provide you the requested service (operational role) but also tries to suggest different

packages available (marketing role of cross selling).

Process: Refers to methods and procedures used to deliver the service to the consumer. The

process may include:

» Service personnel coming to the consumer to provide service eg. Urban Company
sending personnel to provide a variety of services like parlor services, mechanics,

cleaners, drivers, painters and a host of other similar service providers.

» Consumer going to the service facility to avail the service eg. Restaurants, medical

services, tax consultants etc.

» Services delivered through mediums like internet, telephone, for example online

banking, online stock broking, online air and rail tickets etc.



Depending upon the nature, duration and frequency of service encounters the services can be

further classified into two viz:

i.  High Contact Services:
These services involve personal visit of the customer to the service facility, active
involvement with the service organization and its personnel during service delivery.
Medical and hospital services, restaurant and hotel services etc.

ii.  Low Contact Services:
These services require minimum physical contact between the customer and service
providers. Service provider and the consumer communicate through mediums like

mail, telephone and internet etc.

Activity 3

Visit a few cafes/restaurants and carefully study and compare the following components of
the physical evidence:

1) Colour such scheme of interiors

15.2.4 Role of Technology Interventions on Service Delivery
With the advent and use of new technology although the broad service category or need

remains constant the product form has altered, for example.

» Traditional cinema halls are replaced by Multiplexes, but they still fulfill the need for

entertainment

» Traditional banking services are being replaced by online banking, ATM, Debit and

Credit cards etc.



Though there are cases where technology has drastically altered or a decline is observed in
certain category of services, for example Internet surpassing traditional postal services which

was hitherto a high contact service delivery model.

With the onset of technology and far-reaching impact of technology interventions in general
and information technology (IT enabled services) in particular, the whole platform and
interface of service encounters and service delivery has undergone a sea change. Many of the
service offerings which were categorized under high contact services like banking, commerce
(retailing), restaurants, academics (teaching and learning process from K G — P G) etc. are
now delivered through a low contact format eg. Online banking, ATMs, online shopping,
online food delivery services, online education/learning etc. This transition along with the
innumerable benefits compels the marketers with newer challenges differentiation, process

management to nurture and monitor on a continuous basis.

Activity 4

List down any five of the services in which you switched from a high contact to a low contact
format with the use of information technology (internet) and provide the service providers

name:

S.No. Service Availed Service Provider

1.

e A

15.3 DIGITAL MARKETING

One of the many challenges faced by every business today is to catch the customers’
attention. Marketing has assumed an even more critical role in not only attracting, engaging
but also retaining the customers. With the entry of large number of big and small players, the
domestic as well as global markets are becoming saturated. This saturation has led the
marketers into exploring and using newer platforms for reaching out to the customers.
Internet has emerged as an efficient way to reach and attract a larger number of tech savvy

consumer base.

10



People usually get confused between Marketing and Digital Marketing. So, prior to moving
ahead let’s get this confusion be cleared in the minds of the people. Digital marketing is not
different from marketing. The principles and significance of marketing remains the same.

Digital marketing is just one of the many different marketing mediums and platforms.

15.3.1 Introduction to Digital Marketing

Digital marketing is a broad term that describes all the marketing activities to promote a
given product or service using any form of digital channels and requires the use of an
electronic device such as a smart phone; laptop, a P C etc. It includes all the platforms from
Television ads, digital billboards, to social media. Digital marketing communication is not

limited to the internet only.

Internet marketing, as the name suggests refers to any marketing activity that requires internet
to connect with the audience. It is a subset of digital marketing. The whole focus of Internet
marketing is to build online presence for the product or service being marketed. With the
advent of internet, this mode of marketing becomes critical for companies to connect, engage

and retain its customers.

The following comparative table will make it easier to understand the difference between the

two:

Marketing Strategy Digital Marketing Internet Marketing

Email Marketing v v

Social Media Marketing

Web Design

Pay per click advertising

v
v
v
v

Search Engine optimization

TV advertisements

SMS Alerts

SERNERENEENERNEENERN

Digital Billboards

Rise of Digital Marketing is accelerated by the increase in Smartphone and internet usage.
People, now a days, prefer talking and meeting people online rather than in person. Due to
this shift in human nature and psychology, our ever-innovative marketers came up with

newer ways to connect with people, and that is, online — over the web or internet.
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15.3. The advantages of digital marketing:

i.  Universal reach — Allows all marketers whether small or large to reach new markets

and carry out their business globally

ii.  Cost Effectiveness- Digital marketing provides a more targeted and lower cost option

of reaching the right customer

iii. Results are easier to measure and track — with the help of various sophisticated
web analytics tools companies can measure the effectiveness of their websites and

promotional campaigns.

iv.  High level of customization and personalization by making use of the customer
database which is usually linked with the company’s website. This database helps the
company to profile their customers more effectively and position their offerings to

well identified segments.

v. Improved conversion rates — Presence of a website makes the whole process of
purchase very easy and simple. It requires lesser efforts on the part of consumer as

compared to the traditional methods of shopping.

15.3.3 An overview of some Digital Marketing Strategies:
i) Email Marketing

Engaging the consumers by sending the promotional content and advertisement through
emails is termed as email marketing. Businesses usually maintain email directories for email
marketing. It provides information and spreads awareness about the offerings (product or
service) of the organization. It is the most subtle way to initiate conversation with your

prospects.
ii) Search Engine Optimization

Search engine optimization, in short known as SEO, is the process or procedure to make the
content of our website efficient with respect to the keywords that are entered by the users in
the form of search queries in search engine. Keywords are at the heart of SEO. Keywords
vary with niche you are operating in. Based on the ethical practices, SEO can be performed in

three different ways, namely, White Hat SEO, Grey Hat SEO and lastly Black Hat SEO.
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SEO is majorly responsible for getting our website or a webpage ranked on top of Search

Engine Result Page (SERP).
iii) Social Media Marketing

The term seems quite self-explanatory as it includes social media in it. No doubt, this area of
Digital Marketing is gaining a lot of attention and popularity, as most of the youth and
college going population is heavy users of social media platforms. And therefore, this is the

most favorite and liked media channel by people because they are in touch with this tool.

Social media marketing refers to connecting with people, sharing or exchanging information,
promoting our offerings and creating awareness about our existence over the social media
platforms. Most used social media platforms are Facebook, Instagram, LinkedIn, Pinterest,

Twitter, Quora, and so on, the list is quite long and unending.

So, organizations use these platforms, the most, to stay in touch with the people, as more than

half the entire population of earth is online right now while you are reading this.
iv) Facebook Ad

Facebook has a vast user base. It does not only provide platform for people to connect but
also aid organizations to promote their offerings. It provides advertisement services as well,
and advertising on Facebook is the most economical of all the options available. And it’s not
only economical but also the effective and efficient one, the one that fetches you good results.

Facebook help companies/businesses to find themselves their customers/audience.
V) Google Ad

This is the advertising services offered by Google. On an average Google receives more than
3.5 billion search queries on a daily basis (Bond, C.2020). Of course, they are all of different
niche. Google offers different formats of ads, like, Search ads, Display ads, and Video ads.

Let’s take look at how these formats look like
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a) Search ad
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vi) Web Analytics

Just running an ad campaign or a website is not enough. One must be well aware of the
performance of its website and ads. And therefore, to help businesses measure their
performance, analytics tool is provided to them by the platform owner. For example, to track
and check the performance of your ad campaigns over Google, Google provides Google
Analytics. Similarly, how your ads are doing on Facebook can be tracked via stats provided

by Facebook Ad Manager.

Analytics gives us a fair and clear picture about whether our efforts, time and money are
gelling up well and heading right direction or not. And therefore, Web analytics is one of the

major areas of Digital Marketing that is to be taken care of.

vii)  Search Engine Marketing

Search engine marketing promotes website’s visibility in the search result of the search
engine. It is of two types — firstly Paid advertising and secondly, the free one, Search engine
optimization (SEO) we have already seen earlier, so, let’s have a look at the paid forms.

There are different forms of paid advertising solutions that include

a) Pay Per Click (PPC) — where the advertiser only has to pay when his/her ad is clicked
upon by the user

b) Cost Per Thousand Impression (CPM) — in this advertiser is charged on the basis of
number of times the ads is shown for the concerned query

c) Cost Per Acquisition/ Cost per Customer — it analyses the cost incurred for acquiring a

single customer.

Activity 5
Answer the following

a) Digital marketing is often referred to as
1) online marketing
i) internet marketing
iii) web marketing
iv) All of the above

b) Which of the following is a type of digital marketing activity?
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i) Email marketing.

il) Social media marketing.
iii) Web Analytics.

iv) All of the above

¢) What is not true about digital marketing?
i) Digital marketing refers to marketing products or services using electronic
devices.
ii) Digital marketing can be done online.
ii1) Digital marketing cannot be done online.

iv) Digital marketing includes internet marketing.

d) Search page engine optimization refers to
1) Programming keywords into a website
ii) Each page of a website for design
iii) Number of links appearing in your website

iv) The number of search engine sites a website

15.4 RURAL MARKETING

15.4.1 Rural Market in India

With about 65.5% of population living in the villages (World Bank, 2020) and generating
nearly half of the national income, the rural market has a very significant and critical place in
the Indian marketing environment. The huge potential of this rural market along with the
saturation in urban markets has caught the interest of all the companies big and small to
explore and exploit the growing demand for all product categories and services offerings

being offered by the businesses.

An Overview and Importance of Rural marketing

The underlying reasons for the growing importance given to rural marketing and the need for
a suitable framework of marketing strategies for the rural market are diverse in nature.
Firstly, the fact that not only a huge proportion of the population is residing in the villages but

also their purchasing capacity is increasing. According to Indian Brand Equity Foundation
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(2021), the rural FMCG market is expected to grow to US$ 220 billion by 2025. The rural
markets are witnessing higher rate of growth in the FMCG sector as compared to their urban
counterpart. Major players in the category of FMCG like Hindustan Unilever Limited (HUL),
Nestle, Britannia, ITC, Marico etc are targeting the rural market in a big way. Rural segment
is also seen as a very lucrative segment by the electronics and Smartphone companies thanks
to the significant young population living in Rural India. This segment has higher brand

awareness, evolving aspirations, internet access and affordability.

Secondly, the marketers have also realised that the characteristics and challenges of rural
markets are very different from the urban markets. The needs mindset and behaviour of rural
consumers is not like their urban counterparts, so in order to tap the huge rural potential
marketers need to create innovative and creative solutions appealing to this section of rural

buyers.

Rural consumer represents a very different and distinct socio-economic and lifestyle profile.
The whole decision-making process adopted by a typical rural consumer right from need
identification, information gathering, evaluation of alternatives, and impact of reference
groups to the final purchase is unique and different. Marketers still do not have an adequate
pool of knowledge to understand all facets of rural consumers and require having deeper

insights into the buyer behaviour.

15.4.2 Nature of Rural Marketing Transactions

Initially rural marketing was synonymously used with agriculture marketing, but the
spectrum of transactions and activities that come under rural marketing is much wider and

deeper.

Rural marketing involves marketing of rural agricultural products in urban markets.
Agricultural produces included food grains and industrial inputs comprising of
sugarcane, cotton and oilseeds etc.

Rural transactions also include the sale of agricultural inputs like fertilizers,
pesticides, high yield variety seeds, power tillers, threshers and harvesters etc. in the
villages.

Transaction of non-agricultural products produced by village industries and cottage
industries like soaps, handicrafts, handloom textiles, paintings and heritage crafts etc.

to the urban markets also comes under rural marketing.
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Rural marketing also involves goods and services produced and created in the villages
and consumed locally within the village. These include products like pottery, local
carpentry, hairdressing and tailoring etc.

Today rural marketing transactions include sale and consumption of products and
services of various organized player across the category of consumables (FMCGs),
durables and services. From transactional marketing there is a move towards long
term commitment and a holistic marketing approach for the rural markets. Rural
markets witnessed a higher growth rate in the consumables as well as durables as
compared to their urban counterpart.

Big players like HUL with their initiatives like Project Shakti and ITC with its e-
Chaupal are working for community mobilization, innovating distribution channels
and brand activation. Organised retailing has also started, some of the popular
examples are Chaupal Sagar, Hariyaali Kissan Bazaar etc. Companies also started

CSR initiatives like ITCs Sunehra Kal.

15.4.3 Challenges in Rural Marketing

Rural market undoubtedly is one of the most attractive destinations for all the brands, but it is

not free from challenges. This market is not only large, but also geographically scattered. The

rural market is quite complex and cannot be considered as a homogenous segment because of

the multiplicity of languages spoken, wide variations in the economic conditions and socio-

cultural norms prevalent there. The major challenges in tapping this rural market are:

ii.

iii.

Low per capita and seasonal income: A considerable proportion of rural population
is dependent on agriculture for their livelihood. This makes their employment
seasonal in nature. The agricultural situation determines the rural demand. Therefore,
the demand is not stable or regular in view of the inconsistencies of the climate and
weather conditions prevailing at a given point of time. The per-capita income is also
low in villages compared with urban areas.

Distribution bottlenecks: Even today still many rural areas are not properly
connected by proper road and railway transport. It is nearly impossible to reach some
far-off villages. These logistic challenges often lead to high distribution cost.
Communication problems: The communication infrastructure is  still

underdeveloped. There still exists low level of literacy and the presence of many
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languages and dialects further complicates the whole communication process.
Traditional media channels also are not that effective in reaching the wider rural
audience.

iv.  Presence of fake and spurious brands: Due to high level of illiteracy and lack of
brand awareness the rural market is flooded with fake and spurious brands.

v.  Differing Buying behaviour: Rural Consumers are very different from their urban
counterpart. They believe in collective decision making and are deeply influenced by
culture, customs and rituals. Many of the decisions and purchases still require social
sanctions. A typical rural consumer faces different constraints and possesses different

needs.

Activity 6
The rural environment poses a range of opportunities and challenges for the marketers.

Explain with reference to:

a) Marketing of banking services (SBI)

15.4.4 Marketing challenges and Rural Marketing Strategies

To enter and sustain in the rural market, companies and marketers have understood the need
to rethink and redesign the whole marketing mix. The strategies designed for the urban
markets will not yield the results in the rural scenario owing to huge economic, socio-cultural
differences. The traditional marketing mix including the 4 Ps needs to be revisited and
redesigned to match 4 Ps as viz. Product-Acceptability; Price-Affordability; Promotion-

Awareness; Place-Accessibility.

The above rephrased 4Ps of marketing mix elements for rural markets and their specific

needs and wants and the proposed solutions and strategies is discussed below.
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Product Strategy:

Challenge: While in the urban markets there is a demand for augmented and differentiated
products, the rural market still operates at the basic level of product classification. The
products are still at the introductory or early growth stage of PLC (Product life cycle). The
rural consumers want a basic, durable and ‘no-frills’ product. They also lack proper exposure
and awareness. The problem is further aggravated by the presence of fake and spurious

products.

Solution: Product innovation as well as adaptation is required to meet the needs, habits and
lifestyle of the rural consumer. In case of FMCGs there are a lot of product adaptations in
terms pack sizing (small pack sizes and sachets) and variants e.g. Colgate toothpaste, chick

shampoo, tiger biscuits etc came out with small packs and sachets for the rural market.
Let us see some of the very interesting product innovations:

» IFFCO Bazar, the e-commerce portal of Indian Farmers Fertiliser Cooperative
(IFFCO), is available in 12 Indian languages and provides free home delivery across

India.

» CEAT Specialty, a division of CEAT, launched its new range of farm tyres

“Vardhan”. Vardhan is designed to perform activities related to core farming.

» LG introduced LG Sampoorna Television which had an onscreen display in regional
language. Acting on the marketing insight that rural households usually have larger
family-size and that power cuts are very common in villages, LG came out with a
washing machines with higher load capacity and memory backup so that the washing

function may resume from where it was interrupted by the power cut!
» Micromax came up with Macromax Xli which promised a 30-day battery backup

» Philips Free Power Radio was designed in such a way that it required one minute
winding instead of a battery.

Branding strategy

Rural population has a higher recall for colours, numbers, and symbols. Brand names
incorporating these elements have a higher brand resonance and recall. Some of the

examples of brands using these elements are:

Colours - Lal Dant Manjan, Lal Battery, and Brook Bond Red label
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Numbers - Godrej No.1, 555, 502 Pataka, Brook Bond Al

Logos and Symbols — Ghari Detergent, Rath Vanaspati, Wagh Bakri, 3 Roses Tea,
Katchua Chaap, Cycle Agarbatti

Price Strategy

Challenge: Majority of rural population has a seasonal nature of employment; the per capita

income is generally low and many of the consumers are daily wagers.

Solution: Affordable pricing is one of the most important consideration Key point to
remember is that the rural consumers want ‘value for money’ products not ‘Cheap’ products
Hence, fitting the consumer needs into an affordable price point is the priority and then other
features of product are designed accordingly. Pack sizes and price points are very critical for

sales. Smaller pack sizes sold at lower price have more acceptance than larger packs.

Promotion Strategy

Challenge: Unlike the urban markets where the issue faced by companies is to find ways of
differentiating their offerings and breaking the clutter; rural market poses different set of
challenges like finding innovative ways to reach and communicate with the rural audience
due to the lack of literacy and media reach in the rural market. The objective here is

awareness creation and education.

Solution: The rural promotion should include a lot of unconventional platforms like mandis,

haats, melas, mills, primary health centres, pilgrim sites etc to reach to mass audience.

Innovative promotional techniques like puppet shows, folk theatre, songs, demonstrations,
posters, and wall paintings are often used to create awareness. Video and demonstration vans
are also gaining popularity, they provide ‘touch and feel’ experience to the rural audience.
Radio jingles can be used to create awareness and brand recall. For example, LIC uses a lot
of puppet shows to create awareness regarding life insurance. Colgate and Lifebouy carry out

a lot of camps in local schools to create awareness regarding hygiene.
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Activity 7

(a) You want to create awareness regarding health and hygiene in the rural areas. What
promotional techniques will you use?

Place Strategy

Challenge: Lack of proper infrastructure like roads, railways lead to high distribution cost
which along with non-availability of retail outlets poses a serious problem in entering the

rural markets. Less than half the villages are connected through motorable, all weather roads.

Solution: Apart from the conventional distribution channels the following options are also

used:

a) Rural Marketing Vehicle (RMV): For establishing grassroots contact and provide ‘touch

and feel’ demonstrations, RMVs are used.

b) Melas and Haats: The importance of haats, melas and mandis as distribution channels is
attributed to their sheer numbers and footfalls. Around 47,000 haats held throughout the
country mostly on a weekly basis. The number of melas organised is 25,000 annually
whereas there are 7600 mandis operating in India which provide one of the most used

mediums of interaction with farmers.
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15.5 GREEN MARKETING: A BRIEF INTRODUCTION

By now we are familiar with the term “green marketing”. What comes to your mind when

n n

you hear this term? Some common associations that come to the mind are "organic", "eco-

nn

friendly," "recyclable," or "sustainable". There is a reason why the concept of green
marketing is gaining so much importance. Recent years have witnessed a rising concern with
regards to the problems of climate change, ecological imbalance, rising carbon footprints,
depleting natural resources and overuse of non-renewable resources. Today we are all
discussing the issues of air pollution (poor air quality Index), plastic in oceans, global
warming and food waste. These environmental issues influence all human activities,
including business. This is particularly true for marketing. Today, there is an increasing

interest and demand by both consumers and companies to adopt more green and sustainable

practices.

The idea of green marketing emerged as the delayed response to minimise the harm that was
done to our planet by the companies as well as society at large. Brands have understood that
they need to change their missions and practices from revenue driven approach to
environmentally responsible business practices with long term sustainability in mind. For
example, ONGC, India’s largest oil producer is working to invent green crematoriums, which

will replace funeral pyres that use excess oxygen and emit smoke.
15.5.1 Meaning and Importance

In simple English, green marketing refers to selling products and services by featuring their
ecological advantages. Green marketing is an important and popular component of
sustainable marketing. It refers to systematic designing, developing and promoting products
and services in such a manner that they fulfil the needs of the consumers with respect to

quantity, quality and price without negative impact on the environment and natural resources.

It promotes the adoption of an ideal marketing mix to maximize profits for the company
while meeting the sustainability norms. The focus is to fulfil the consumer needs with no or
minimum harm to the natural environment. Green marketing includes a broad spectrum of
activities, including product redesigning and modification, changes to the production process,

use of recycled packaging etc.
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Factors Enabling Adoption of Green Marketing:

Businesses, consumers and society at large are of the opinion that a lot of damage has already

been done to the planet. Having understood the extent of damage occurred in the last few

years due to the limited resources available have been indiscriminately used to fulfill the

limitless human wants.

It’s time now for firms to wake up and initiate alternate ways and means to develop

innovative strategies to fulfill the needs of the consumers with minimum use of natural

resources and little damage to the environment. There are several reasons which have led to

the rise in adoption of green marketing practices by companies.

il.

iii.

1v.

Environmental concern: Rapid depletion and rising prices of natural resources is
making it mandatory for the companies to think of sustainable solutions going green
is an environmental responsible decision. It is believed that India is the third largest
emitter of greenhouse gases. Reducing these greenhouse gases will reduce the carbon
footprint and untimely will help in reducing the global warming.

Government pressure: Government agencies, regulatory bodies and policy
frameworks are also encouraging sustainability and green practices. Several
regulations have been implemented by Governments to keep a check on the hazardous
waste produced by firms and many environmental licenses are also issued to control
the production byproducts.

Rising Consumer awareness: There is a rising awareness and concern regarding the
composition and sourcing of products and the consumers are also eager to have to
socially responsible products and services that are harmless to the ecosystem
Economic advantages: Reduction in wastages will reduce operating costs of the
business and this will save more. Eco-friendly business equipment like, use of natural
lighting, water conservation will not only save costs but also improves the image of
business in the eyes of the customers, potential investors, communities and
government.

Competitive advantage: Another significant importance of green marketing is that it
helps firm to maintain competitive position in the market. By and large firms notice
competitors improving their natural practices. There are instances where competitive
pressure has caused an entire industry to alter its practices and thus reduce its negative

environmental impact.
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vi.  Innovation: Green marketing helps to design many products and services that are not
only economically affordable but also satisfy the human needs. For example, SBI
used Eco and power friendly equipment in its ATMs; which not only saved power

costs but also earned them carbon credits.

15.5.2 The 4Ps of Green Marketing Mix

Product: The raw materials considered while developing a green product include the
sourcing and ingredients used in making the products, for example natural, organic and eco-
friendly material is used, raw material is sourced from local suppliers; emphasis is also given
on adopting lean processes of production to reduce carbon footprints. A very good example is
that of Nestle which emphasizes on the sustainable use of natural and non-renewable
resources. It works closely with the farmer communities and has engaged more than 100,000
milk farmers. The company also uses a lot of recycled material in its packaging. Another
example is of Godrej which was the first brand to make soaps with chemicals which do not
harm the marine environment. Indusind Bank installed the country’s first solar-powered

ATM and initiated an eco-savvy move in the Indian banking sector.

Price: Green products are usually more expensive than the traditional products freely
available in the market because of the ingredients that are used to make them. For example,
organic food grown with natural fertilizers may be more expensive than those foods not
utilizing natural fertilizers this higher price act as a hurdle in the mass acceptance for many
green products. Companies need to reduce this price barrier. Also, there is a need to create
the value of green products in the eyes of the consumer so that he doesn’t mind paying a little

extra to maintain a cleaner and greener environment.

Place: In order to reduce the carbon footprints and unnecessary fuel consumption sustainable
distribution strategy uses a variety of efforts like using alternative energy sources, arranging
for transportation with minimum emissions and optimizing distribution routes. Selling

through Internet as compared to a shop also saves business resources.

Promotion: Sustainable promotion involves creating awareness amongst consumers
regarding the environmental and social issues. Businesses and marketers should create

awareness regarding the company’s sustainable practices. Many consumers are still not aware

25



of the environmental, social and ethical initiatives undertaken by organizations. More and

more public relations initiatives should be undertaken to create grass root awareness.

15.5.3 Problems Associated with Green Marketing

There are many challenges in adopting green marketing:

1)

2)

3)

4)

5)

New Concept: Green marketing is relatively a new concept. Though buyers and
sellers are getting more and more aware about this concept but it still requires more
education. There is a need to make the masses aware about the green marketing.

Need for standardization: Not all marketing messages claiming to be green are
actually green. There is no standardization currently available that could certify a
product as authentic organic.

Patience and Perseverance: The green marketing is a movement that will require a
lot of patience from the marketer as well as consumers. Marketers need to see green
marketing as a long-term investment and this investment will not provide immediate
results.

Investments: Green technologies require a lot of investment in research and
development.

Green Myopia: In the zeal of producing a green product, the companies should not
lose sight of the primary consumer need. There is a need to understand why a
customer is purchasing a product. And then inspire the consumer to switch to
environment friendly products. In other words, Green marketing should focus on both

making the product green and achieving customer satisfaction.

Green marketing is much more than just marketing and earning profits. It is a way to give

back to the nature, to help the environment in regenerating itself. There are still gap areas to

fully understand green marketing and use green marketing on a day-to-day basis. It is

extremely important that green marketing becomes the norm rather than an exception or just a

fad.

Activity 8

List four green marketing initiatives that FMCG companies can adopt:
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15.6 RELATIONSHIP MARKETING

The primary objective or focus of marketing is to create strong and long-lasting relationship
with all your customers. Companies do this by creating personal connections with the

consumers, engaging them and making them feel ‘valued’.

You may recall the concept of marketing evolved from the production concept which worked
on the principle of ‘make and sell’ to a holistic concept which emphasized on sensing the
needs of all the stakeholder viz. customers, employees, suppliers, and the whole community
at large. This led to a shift in the approach of the marketers from Transactional Marketing to
Relationship Marketing. This brings us to the concept of transactional marketing.
Transactional Marketing is a marketing technique used by businesses to attract consumers
with a sole focus on one-time sales and profit while relationship marketing aims to retain the
customers by satisfying their needs continuously. A tabular comparison of these two

marketing concepts is represented below:

Basis Transactional Marketing

Relationship Marketing

Meaning

Transactional Marketing is a
marketing technique used by
businesses to attract
consumers with one-time

sales.

Relationship Marketing is a
method in which the main
objective is to have a
sustainable long relationship
with customers and satisfy

their needs continuously.

Time horizon

Short term involvement

Long term engagement

Customer goal

Attracting new customers

Customer retention

Customer loyalty

Low

High
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Customer interaction Minimum Maximum

Nature Centred on getting an order | Centred on repeat orders

Sales objectives Maximization of current | To become the preferred
sales supplier in the market.

Relationship marketing aims at creating a “Marketing network” which includes not only the
company and consumers but also all the other stakeholders like employees, suppliers,
distributors, retailers, advertising agencies, etc. All the stake holders work to create mutually

beneficial business relationship in the form of strong economic, social and technical ties.

In relationship marketing the focus shifts from transaction to relationship building.
Transactions move from being negotiated every time to a routine based task which in turn
leads to decrease in transaction cost and time. In such a situation competition is between
marketing networks rather than between companies, and the golden ball goes to those who
have built better networks. The basic principle is simple. Build an effective network of

relationships with key stakeholders and continue to benefit.

Firms nowadays are following a new trend known as relationship-marketing programs to
stimulate usage and customer loyalty. For example, Myntra has launched a program known
as Myntra insider which gives customers early access to new sales and extra discounts than
regular customer, this is for those people that are regular buyers from the platform, the idea
here is to encourage and reward customer loyalty. The reward for Myntra is that over a period

of time they get a sustainable base of a loyal customer group and not switchers.

Many companies start “Club” membership and provide membership to the existing customers
as a part of their relationship programs. These club memberships help in creating long term
sustainable relationship with the customers by providing them special benefits and giving
them preferential treatment in comparison to non-club members. This idea has taken off in
the last decade, it is used by retail chains (Shoppers Stop), airlines, Gyms, hotel chains,
online shopping platforms (Amazon prime, Myntra) etc. Induce loyalty in customer through
monetary incentives and various schemes like club membership, loyalty point and vouchers.
Airlines provide frequent flyer points to reward their loyal customers. Major retail chains also
provide membership cards to provide benefits and rebates to loyal consumers. For example,

Shoppers Stop First Citizen cards. Zomato Gold membership card etc.
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It is very important for the marketers to determine the “lifetime value” of their customers. Till
recently the customers lifetime value was solely determined by their profitability in terms of
sales however now it also includes the consumers’ behaviour in terms of their referrals
(positive word of mouth and reviews), and knowledge sharing (information and feedback

provided by consumer).

15.6.1 Elements of Relationship Marketing: The relationship-marketing program
incorporates the following three key elements:

(A)Identifying and building marketing databases of potential and present
customers:
In relationship marketing, the focal point is to establish a company-wide database of detailed

customer information. Once potential customers have been identified, marketers capture and
store data about their names, contact information etc. in short, all the relevant data in a
database for future communication. The data warehouse collects and stores the data at a
central place, the data analysts use the data-mining techniques to profile and segment the
customers and understand their lifestyle patterns. Advertiser then use more personalized and

targeted media channels to reach and engage the customers.

Most of these databases can be built using secondary data. Furthermore, companies are
known to buy data from “data brokers” and can further classify and verify data from their
data base and the one bought from data brokers. This new data can be used to initiate contact

with new potential customers.

(B) Delivering customized messages to targeted audience:
For advertisers, more precise targeting means greater impact. This specific targeting can be
achieved as per the product or service being offered and study of consumer’s media
consumption habits. Relationship marketing helps in understanding the lifestyle and media
consumption habits of present as well as potential customers. For instance, if you are selling
Jam, tea or snacks you will want Mass media advertising (Television advertising etc.) to go
on air at morning or evening when people are having breakfast and, in the evening, when
families are gathered around the television. Timing and media utilized are crucial in this case.
Various media for message delivery are utilized presently but are categorized primarily under

print and digital.

Social media advertising has seen a sharp rise in prominence in recent years as more and

more eyes are glued to social media, via such a medium company can create customized
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messages which are very potent can convert a potential prospect to a customer, all this is
only possible when an enhanced database containing volumes of necessary data have been

acquired.

(C) Tracking the relationship for better media utilization
Technological and media innovations along with the increased digital marketing initiatives
help the advertisers to measure and understand the effectiveness of different advertising
campaigns and media channels. Relationship marketing emphasizes on tracking the cost of
acquiring and maintaining customer relationships over the years. Again, marketing research
plays an important role in this phase of relationship marketing programs. Follow-up is

usually done by research studies.
15.6.2 Role of Sales Force in Relationship Marketing:

In today’s cut throat competition the role of sales personnel has become more critical. Their
role is not restricted to just one transaction but in the creation of long-term partnership. New
gen salespeople are becoming more market-focused and customer-oriented. They are not only
concerned about producing sales but also aim at generating customer satisfaction and creating
long term associations. Relationship marketing emphasizes that important accounts need
focused and ongoing attention. The best salespeople are those who are not only highly
motivated and good at closing sales (closers), but also customer problem solvers and
relationship builders. In relationship marketing sales persons and their client work as a team,
where the sales person assumes the role of a solution provider by identifying and
understanding the specific needs of the client and customizing the products/services
accordingly. Digital platforms like company websites and databases further help the sales
executives in prospecting and targeting the potential customers as well as cross selling and

engaging the existing customer.

15.6.3 Relationship Marketing in Direct Marketing:

Relationship marketing has been in practice since the time when direct marketing included
the use of catalogues by retailers to promote and sell the products directly to the consumers to
provide a “human contact”. It has not lost its significance even in the current era of digital
transformation where the manufacturers try to reach, communicate, engage and sell the
products directly to the end users via digital channels. Earlier relationship marketing included
editorial write ups, customized content to engage with the audience, for example cookware

catalogue providing recipes and menus etc.
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Today direct marketing players use a lot of relationship marketing initiatives to engage the

customers which include

» Sending information about new products and discount options.
» Providing information about new products in which the consumer may be interested

based on previous purchases.

» Taking customer feedback.

15.6.4 Relationship Marketing in Retailing:

Retailers have long realized that the cost and efforts required to attract new consumers are
more than retaining the existing ones. This long and profitable relationship is possible only if
there is a mutual give and take. The retailer needs to create a holistic retail experience, keep
track of the customer’s activity and satisfaction and finally create maximum contact points
with the customer. Relationship marketing emphasizes on a symbiotic “win -win”
relationship between the retailer and customer where the retailers prosper in the long run by
attracting, retaining, making profits etc only when the customer also gains by receiving
personalised treatment and good value. Otherwise, retailers lose (shoppers patronize
competitors) and customers lose (by having to spend time and money learning about other

retailers).

ICT has made it much easier to develop a customer database that contains information about
the shoppers’ attributes and past shopping behavior. This makes communication with the
consumer better, more frequent, and more focused. All the major retailers indulge in a lot of
relation marketing practices like providing loyalty points, membership cards, sending
personalized SMS and emails intimating the consumers about new products, deals and

discounts etc.
Benefits of Relationship Marketing:

Relationship marketing helps in generating customer loyalty and secures a customer for life
time. There are innumerable benefits of having happy and loyal set of customers. Loyal
customers are easy to service, do not deflect and spread positive word of mouth. Because of
the trust which is gained over a period of time the customers are ready to try new offerings of

the company. Continuous feedback mechanism which is a prominent feature of relationship
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marketing helps the company to improve its product and service offerings. Loyal customers

act as partners and often provide innovative insights for the company.

Activity 9
State whether true of false

a) Relationship marketing aim at maximization of current profit from transaction..........

b) Sales persons do not have much role to play in relationship marketing............

c) The focus of relationship marketing is on maintaining a central database of all the
customers............

d) Loyalty points and memberships are some of the strategies used in relationship

marketing..............

15.6.5 Concept of Customer Relationship Management (CRM)

Have you ever had an experience where you had gone to any well-known stores like
Shoppers Stop, Lifestyle etc. and after shopping the personnel at the billing counter took
some of your details like birthday, anniversary etc. offered you membership cards and once
you reach home, you start getting SMS and emails asking for feedbacks, telling you about

new offers and sales, wishing you on your birthday! Yes, this is CRM in practice.

Customer relationship management (CRM) is a set of practices, techniques, and strategies
used by businesses to monitor and interpret customer relationships and data during the

customer lifecycle.

It is a process that focuses on creating a deeper, richer, and better relationship with
consumers, resulting in consumer satisfaction, regular contact, and long-term commitment. It
is all about developing and sustaining long-term consumer business relationships. It is a
strategy to develop stronger relationships with the customers by identifying and tracking their

needs and behaviour.

CRM helps an organization in maximizing interactions with customers, suppliers, or
prospects via one or more touch points like a call centres, sales representatives, Website, or e-

mail — for the purpose of acquiring, retaining, or cross-selling customers.

An important part of CRM is to identify and classify different types of customers and

developing specific strategies for engaging and communicating with them. Examples of such
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strategies include rewarding and developing better relationships with profitable customers by

providing them membership benefits, loyalty points and various other incentives; identifying

and locating new customers who can be profitable and attracting them with various offers,

and finally finding the unprofitable customers and managing them accordingly.

The whole process of attracting, engaging and retaining the consumer requires a number of

tedious tasks which can be automated some examples of CRM marketing automation include:

>

>

Sending of thank you message after every purchase.

Offering greetings on special occasions like birthdays, anniversaries etc. along with

promo codes.
Sending information about new products and discount options.

Sending an email to people that abandon purchases in their shopping cart without

buying.

Providing information about new products in which the consumer may be interested

based on previous purchases.
Intimating the consumer when a product in his/her wish list goes on sale.

Taking customer feedback.

Activity 10

Search and write down the relationship marketing (CRM) strategies followed by the
following
a) Reliance Jio
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15.6.6 Advantages of CRM

i.  Improves customer service and enhancement of speed of delivery.
ii.  Helps in identifying potential customers.

iii. ~CRM emphasizes on training and development of the employees to become more

customers oriented which leads to increased customer retention.
iv.  Real time analysis of data collected from consumers.

v. Increase in long-term relationships: By treating the customers as partners and
involving them in the process of product designing as well taking regular feedbacks

for service improvement, the firms can promote long term associations.
vi.  Higher return on investment.

vii. A central database helps keep track of customer activities.

15.7 OVERVIEW OF SOME LATEST MARKETING TRENDS

15.7.1 Sensory Marketing

Has it ever happened that while walking through the gallery of a shopping mall a strong
aroma of coffee caught your attention and you ended up having a coffee and muffin from the
café! Or the colourful ambience, fresh lime fragrance and cheerful music triggered your
appetite? These are the examples of sensory marketing. Sensory marketing as the name
suggests refers to the marketing strategy adopted by the companies to target at least one or a
combination of consumer senses namely the sense of vision, smell, taste, hearing or touch.
That is the reason why the a lively, loud and fast music is played in the quick service
restaurant to speed up the consumption while a fine dining restaurant plays soft, soothing and

slow music.

Sensory marketing focuses on the human brain and the five senses to attract and retain the
consumers. This is done to trigger an emotional, cognitive and behavioural response from the

consumer.
The benefits of sensory marketing include:

i.  Building a sense of familiarity and trust with the brand

ii.  Creating a memorable experience which lead to positive brand associations
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iii.  Improving customer loyalty

Next, to help you gain a better understanding of sensory marketing and branding let us look

at some of the examples:

» Dunkin’ Donuts implemented a large-scale sensory branding campaign in Seoul, South
Korea in which air infusers, fitted in the local city buses released the fragrance of freshly
brewed coffee whenever the Dunkin Donuts jingle was played. After the jingle the buses

would stop close to a Dunkin Donuts outlet.

» Luxury car manufacturers use “engine sound enhancements” along with the new car smell
and work on the sound of the car door closing. These are all carefully planned to inspire

feelings of excitement, safety and luxury.

By adopting these strategies brands are able to connect with the consumers on the emotional
level. Brands nowadays are doing a lot of research and spending their time and money in

determining what type of sensory cues can create a positive and memorable message.
15.7.2 Online Behavioural Advertising

One of the major phenomena which is affecting the whole landscape, content and focus of
advertising is Online behaviour advertising. Online behavioural advertising (OBA) is the
practice of collecting data from a particular computer regarding internet browsing activity for
the purpose of understanding and predicting user’s preferences to deliver highly personalized
advertising. So, whenever we visit a website, search some information, tweet on twitter, post

on Facebook, write blogs, our activities are being monitored continuously.

These activities also include online purchasing patterns and time spent by them on any
internet platform. The data is often collected by marketers and advertisers and then they
organize, aggregate and distribute this data among relevant data fiduciaries. In a nutshell,
OBA is nothing but an internet advertisement provided by marketers to relevant customers
based on their online behaviour. Let’s consider the case of Harsh. Harsh was reading an
article on The Hindu, titled ‘Go Back to Bicycles’. The article was about climate change and
how modern vehicular transportations like; cars are making the climate worse by their CFCs
emissions. The writer gave a suggestion to cycle more. Later Harsh went on Flipkart and

searched cycles. Later, on the same day he noticed the advertisements of cycles over every
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website he visited. This is the classic example of OBA. Now, the question is why do

marketers use this technique?

Online behavioral advertisement is a path breaking marketing technique that brings several
opportunities for both marketers and customers. As the ads are personalized, customers get
relevant offers leading to better user services. This indeed uplifts customer relationships.
When a consumer notices an ad for the product which interests him, he immediately clicks on
it. This is far easier and faster for the consumer than to manually navigate himself to that
website. Hence, higher efficiency in online shopping is on the table. This increases the sales
and profits of the marketer. Let us consider another example of OBA. But this time let’s take

OBA a step forward to understand the depth of this phenomenon.
15.7.3 Consumer to Consumer Marketing (C2C Marketing)

Consumer to Consumer Marketing or C2C e-Commerce is gaining a lot of popularity
nowadays. It includes online transaction or selling of goods and services between consumers.
C2C e Commerce provides the individuals a platform to sell something they no longer need
or to sell products made by them in a home-based business. This transaction is facilitated by a
third-party website or online interface. This third-party site takes cares of the smooth

conduct of transaction and charges a small commission for the same.

Consumer-to-consumer e-Commerce helps consumers to buy and sell directly with other
consumers without having a middleman, or maintaining their own offline or online storefront.
Some of the examples of this model in India include OLX.com, Quikr.com and Ebay.in etc.
Consumers can buy and sell anything right from furniture, electronic items, bikes, mobiles to

flats.

Certain problems associated with C2C marketing include difficulty in payment mechanism
and inconsistency in product quality as many times consumer-to-consumer trades are for

second-hand goods.
15.7.4 Direct to Consumer Marketing (D2C marketing)

Direct to consumer marketing involves direct promotion and selling of products and services
to the end consumer, thereby removing all the intermediaries. In direct-to-consumer
marketing companies manufacture, promote, sell and ship the products independently and

establish direct contact with the end consumers.
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Today, markets worldwide are witnessing the rise of direct-to-consumer brands across
categories from beauty, personal care, fashion to food and beverages, India is no exception.
Some very popular D2C brands include Sugar, WOW Skin care, Freewill, Bare Anatomy
Zivame, Nat Habit, Mamaearth, Lenskart, Licious, Healthkart, Country Delight etc.

This rising popularity of D2C brands can be attributed to rising internet penetration, evolving
consumer needs, customized offerings, convenience and seamless processes. The companies
involved in D2C marketing have a very clear value proposition and try to connect with the
consumers at a very personal and emotional level. With efficient use of technology and
innovative marketing these companies are able to achieve high level of operational
efficiency. Making use of the consumer data to draw consumer insights and by having
feedback led business model, D2C brands are able to develop products as per the evolving

needs of consumers.

15.8 Summary

Marketing of services require a separate treatment because of its unique characteristics of
intangibility, inseparability, variability and perishability. So, services marketing mix includes
additional 3 Ps namely Physical evidence, personnel and process. Just any other sector, the

landscape of service delivery has metamorphosed due to the rapidly changing technology.

Digital transformation has brought about a sea change in the interactions between companies
and consumers. Digital marketing which encompasses a number of strategies like email
marketing, search engine optimization (SEO), social media marketing, web analytics etc. has

led to better customer engagement, customized communication and trackable results.

Marketers have understood that India lives in Bharat i.e. in rural hinterland. The huge
untapped potential of this rural market along with the saturation in the urban market has led
all the companies across different product and service categories to redesign the whole
marketing mix. Product innovation, affordable pricing, use of unconventional promotional

and distribution channels are the key to exploit the full potential of this market.

Last few decades have seen a shift from transactional marketing to Relationship marketing
which focuses on consumer retention and sustainable long relationship. Customer
Relationship management (CRM) aims to create a deeper, richer, and better relationship with

consumers, resulting in consumer satisfaction, regular contact, and long-term commitment.
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Climate change and environmental concerns have been given due importance by companies,
consumers and policy makers. Sustainable marketing and green marketing practices have
assumed a lot of importance. Sustainable marketing encompasses a host of activities starting
from rethinking, redesigning, developing and promoting products and services in such a
manner that they not only meet the current consumer needs but also the needs of future

generations.

By tracking the online browsing behavior of consumers, companies are able to provide
personalized promotion but this has led to rise in privacy concerns. Sensory marketing which
aims at engaging all the senses of consumers for a better emotional, cognitive and behavioral
response is being used by major product and service brands.C2C and D2C marketing has
provided newer platforms for interactions between company and consumers as well as

between consumers.

In order to keep pace with the changing technology and consumer needs the paradigms of

marketing keep on changing and evolving. To conclude it all change is the only constant.

15.9 Key words

Physical Evidence: It is the additional marketing mix element for services which includes all
the physical cues in the ambient, design and social environment of the service interface which

reassures the consumer of the quality of service.

Search Engine Optimization (SEQ): The process or procedure to make the content of the
website efficient with respect to the keyword search so as to quantity and quality of website

traffic.

Social Media Marketing: Social media marketing refers to connecting with people, sharing
or exchanging information, promoting our offerings and creating awareness about our

existence over the social media platforms

Green Marketing: refers to systematic designing, developing and promoting products and
services in such a manner that they fulfil the needs of the consumers with respect to quantity,

quality and price without negative impact on the environment and natural resources.
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Haats: They are periodic markets (usually weekly) that form an integral part of the rural
distribution system in India. This is a location which witnesses a public gathering of buyers

and sellers at fixed times and at fixed locations

Mela: Mela in Sanskrit means "gathering" or a "fair". It comprises of gatherings and can be

religious, commercial, cultural or sport-related.

Data Warehouse: A data warehouse is a large collection of business data used to help an

organization make decisions.

Data mining: It is the process which the companies adopt to retrieve information from raw
data by using different software. It helps them in learning more about their customers and

design their marketing strategies.

Customer Relationship Management: Customer relationship management (CRM) is a set
of practices, techniques, and strategies used by businesses to monitor and interpret customer

relationships and data during the customer lifecycle.

Online Behavioral Advertising (OBA): Online behavioural advertising (OBA) is the
practice of collecting data from a particular computer regarding internet browsing activity for
the purpose of understanding and predicting user’s preferences to deliver highly personalized

advertising.

Consumer to consumer (C2C) Marketing: C2C marketing refers to online transaction of
goods between consumers. C2C eCommerce provides the individuals a platform to sell

something they no longer need or to sell products made by them in a home-based business

Direct to Consumer (D2C) Marketing: Direct to consumer marketing involves direct
promotion and selling of products and services to the end consumer, thereby removing all the

intermediaries

15.10 Self-Assessment Questions

1. The unique characteristics of services require special treatment in terms of extended

marketing mix. Elaborate upon the statement by taking an example of restaurant.

2. Choose any company of your choice and list down the digital marketing tools used by

it.
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3. Choose pick the following two companies for example Amul and HUL and compare

their green marketing strategies.

4. Study the relationship marketing initiatives of Airtel, also note down the benefits the

company achieved due to its superior CRM practices.

5. Why it is essential to make the whole marketing mix elements tailor made according
to the rural needs in order to be successful? Take an hypothetical example of your

choice and discuss.

6. Discuss the various strategies that the marketers use for the product modification in

rural markets with the help of suitable examples..

7. Visit any retail store or restaurant, observe all the sensory marketing elements there

and discuss which of the element had the strongest impact on you and why?

15.11 FURTHER READINGS

Lovelock, C. and Chatterjee Jayanta (2017); Services Marketing | People Technology

Strategy | 8™ Edition, Pearson publication
Pradeep Kashyap (2016). Rural Marketing.3rd Edition. Pearson publication

Mullick, N.H. (2016). Customer Relationship Management. Oxford University press. India

15.12 REFERENCES

World Bank (2021). “Rural population (% of total population)”. World Development
indicators, https://data.worldbank.org/indicator/SP.RUR.TOTL.ZS

Indian Brand Equity Foundation (2021). “Fast Moving Consumer Goods”,
https://www.ibef.org/download/FMCG-January-2021.pdf

40



