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This new edition of the well-known textbook on marketing managementlives up

to the promiseof its earlier editions. Up-to-date with latest developments and . |

examples,it focusses on innovationsin marketing in India.   
   
  

 

  A good numberof examples and cases in marketing initiatives, practices and
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The Indian market is a marketof aspirations and expectations.It is a market which is a dream for any

marketer, for it provides an opportunity to develop products andservices for different market segments.

In fact, the marketer can choose to remain in one segmentandstill grow big. Be it the child, teenager,

young adult, adult, or even the elders segment, each of these segmentsis a huge wanting to be served.

The Indian market is today driven by these demographic characteristics and technology which has

madevaluecreation anddelivery far more exciting and challenging. New products and business models

have replaced the old ones. Innovations are today imperative for an emerging marketlike India.It is

in this context that this edition of Marketing Managementhas been prepared. Thefocus ofthis edition

is therefore on:
1. Changesin the Indian market and factors driving this change

. The young Indian market and how this segmentis influencing consumption

. The poor markets which require innovative solutions

4. Digital Business Models

. Ethics in marketing

. Big data and analytics

. Customer engagementstrategies
The revision of the fourth edition began about two years ago in 2013, based on the feedback of

students and faculty colleagues in NMIMSand other business schools. The course on /nnovations in
Marketing brought interesting perspectives and case studies from MBAstudents. Simultaneously, PhD
scholars brought new concepts like Brand Archetypes and Brand Communications through films. As
mentioned above, Indian market provides an opportunity to develop affordable innovations and solu-

tions for customer’s needs in emerging markets.
While some of the relevant chapters have beenretained, significant changes have been madein

many others to make them contemporary with new data, research inputs and concepts. For example,

a new section on Virtual Focus Groups, Customer Engagement, Affordable Innovations also termed

as Jugaad’ and Social Networks, and Consumer Behaviour have been added. Most of the opening
Vignettes termed as ‘In Practice’ are new.All the data in the book is reviewed and made up-to-date,i.e.
of 2014 and 2015. The book hasbeenstructured into the following six sections:

- Section 1: The Marketing Environment
. Section 2: Assembling the Marketing Toolbox
- Section 3: Creating ofCustomer Value
- Section 4: Communication and Deliverance ofCustomer Value
‘ Section 4: Creating Sustainable Competitive Value and Growth
. Section 6: Broadening Horizons 
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The Indian economy has finally been unchained. Archaic policies and institutions have been done

away with in orderto link the economyto the world economy. India has already lost the decade ofthe

0s to her South East Asian neighbours and had the planners not woken uptothe realities ofthe post

cold warera, there was every likelihood that the country would have got marginalised, The opening

up of the economy means new competition in almost all sectors. This competition is posed by foreign

companies and brands, large Indian firms and industrial houses diversifying into different sectors, and

from other small and medium sized companies. The impact of increased competition has beenfelt by

several companies who have lost their market leadership to newer and more effecient entrants. The

distribution channels are choked up with multiple brands in different product categories. Today there

is hardly any product, except core sector products like power, £25 and petroleum, where the supplies

do not exceed market demand.In sucha situation its only a marketing oriented firm that can succeed,

Customerfocusis the key andIndian firms are realising that aggressive advertising andselling will no

longerhelp if they are not customerfocussed.

This is a book on marketing in the contemporary and future india. To many it may appear just an-

other book and perhaps may even wonderat the need for yet anothertext. During my several years of

teaching marketing at the MBAanddoctoral level and also training corporate executives in the field

of marketing, I always felt the need for a goodtext which will deal with contemporary marketing de-

cisions in Indian firms. My students and executives participating in my programmes shared with me

their similar concerns. Further,as| continue to delve in marketing problems of several of my client

organizations and asI looked for solutions in the books originating in North America, I realised that

most ofthemjust would not help solve the problems ofIndian companies. The reason not being that

the concepts are inapplicable or inadequate, but because the organisational culture, environment and

the Indian buyer’s behaviour and market structures differ significantly from North American firms and

markets. Hence, we needindigenisation or localisation of marketing management. This book doesthis

and is based extensively on my research and consultancy experiences as also on published data and

cases from Indian industry.

The book is divided into five parts.

Part 1 focuses on markets, structures and forces therein, and what a marketer needs to do in order

to understand them. This part contains 8 chapters.

Publisher’s Note

Chapter 1 introduces the concept of marketing and differentiates it from selling, manufacturing

Benevotingor It also «ntroducesthe reader to other key concepts like marketing mix and

rketing orientation hepts a firm succeed.
Chapter 2 is devoted to understanding the marketing environment ofthe firm and providestools and

techniquesforit.
Wevalue your
at info.india@.

’ y. 
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Chapter 3 is on marketing planning and addressesissues in marketinevolving a planto seize opportunities.
Chapter 4 is on maketing research and information systems and helps the reader understandtheresearch process, avoidingpitfalls in marketing research and how to design an effective marketing andintelligence system.
Chapter 5 deals with the changingprofile of the Indian buyer andhelps the reader understand themotivations of buyersas also the influencesthat work ontheir decision making,Chapter6 takes a lookat the organisational buyer’s decision making and Chapters 7 and 8 are marketsegmentation and demand forecasting.
Part 2 deals with the marketing mix andhasten chapters.
Chapter 9 is on product decisions in the contemporary Indian market.Chapter 10 is on new product decisions.
Chapter11 is devoted toa growing concern in marketing, viz. brand equity, and through Indianil-lustrates key concepts in brand equity.

opportunity analysis and

Chapter 12 is on pricing decisions and introduces the readerto priving strategies andtactices usefulin the Indian market.
Chapters 13, 14, 15 and 16 are devoted to promotion decisions andthe different elements of mix.Chapter 17 is on sales force managementin the Indian context.
Chapter 18 is on distribution management and addresses key issues in effective distribution inIndian markets.
Part 3 is on marketing strategy and organisational issues in design, implementation and economy.Chapter 19 is focussed on marketing strategy and helps the reader undeStrategy andcore businessstrategyas alsothe strategy formulationprocess,Chapter 20 is on marketing organisation. This chapter helps the reader understand the market-ing organisation in Indian firms and also the issues that confront managementin designing focussedorganisation.
Chapter 21 is on marketing performanceandcontrol.
Part 4 is on contemporary issues in marketing and chapters here deal with global marketingservice,and rural marketing.
Part 5 introduces the readerto case methodology andinstrumentationin marketing. It will help thereaderto link theory to business realities. The part contains eight cases drawn from consumers, indus-trial products andservices, and instruments like marketing effectiveness measurement, marketing andother instruments in marketing planning and product management.This bookis a departure from others asit contextualises marketing problems by citing Indian playsand marketing instruments used by us in India.It hasrich illustrations from Indian companies.Iamhopeful that management students across the country as also marketing executiveswill find thisuseful.
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After reading this chapter, you should be ableto:

Lot

an insight into t

successes ofIndian companies

in the domestic as well

as the international

markets.

Explain the changing Indian marketand innovation challenges

Describe the new marketing concepts andthe significance of social networksin the

Great Indian Market

Distinguish between typesoforientations prevalentin organisations

Describe the evolution of the contemporary marketing process

Explain the purpose of marketing

Explain new marketing horizons
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Analysethe customerlife cycle and stagestherein

Explain the factors in customer acquisition and how customercanbe retained

Describe the customer value and value maximisation strategies

Demonstratethe relationship between customervalue andloyally

Categorise the financial dimensions of customeracquisition and retention

India is today the 2™ largest mobile market, The numberof subscribers is expected to reach

as high as 468.47 million, thus accounting for almost 69.35% penetration in 2013, This rapid

growth in mobile subscribers has surp 1 the esti of pl: Though G of

India hadplanned to reach a target of BOO million subscribers by 2015, the same was achieved

in 2011, Severalfactors like price of handset, call pricing, apps, value added services, etc, have

| contributedto this phenomenal growth Smartphones also contributed to this rapid growth

Within the mobile industry, smanphones have grown al a much faster pace than any other

From just about 2.3 million smartphones in 2009, it was reponed that more than 19 million

smartphones weresold in Incia in 2012, This increase in sales and penetration in Indian mar-

ket waslargely contributed by development of Android OS which accounts for about 50% of

the total smartphone market in India, The development of the apps ecosystem and alsothe

enablement of GPRS andinternet including Google search on Android based smartphones

hike Samsung contributed to their growth. At the same time smartphone sales growth was

driven by lowering of the price curve of most devices, be they from Samsung ur Micromax

ot Karbonn The second major player in the smartphoneis iPhone, followed by Blackberry, 
~

\ | Smartphonesales have also been driven by teens and the young market which has 4 strony

~
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 1, Direct marketing helps companiesto focus their marketing efforts, Teleshopping,hong, consequencethereto financial results, It involves analysis of firms strengths and weakness on™ 18ping channels, catalogue marketing, and online shopping are some of thetools (ft the bases of ROL (103)

SUBJECT INDEXaeaa77 tals gore “osemet vals Sotaonaand a in ! 7, Another approachis theportfolio madel which refers to BCG and GE models. The BCG model ! : teer laeiiliated’ the growth of direct marketing, To avoid intermediary, conillisty demands thefirm to identify a strategic business unit on the basis of threecriteria namely:out to the customer, companiesuse the direct marketing route, (LO +)
(LO4)
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In the fast changing world of ours, consumers continuously want improved products at lower

, ie at their doorsteps. It is here that innovation plays a significant role and can provide to
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