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ABSTRACT

This present study is focused on marketing strategdopted by various companies manufacturing cogisu
durable in white goods sector. Since the firms ge&dir consumer durable white goods in a competitivarket, several
parameters and factors are considered for consdurable white goods taking various marketing stiia®to dominate
the market. Now a day’s sales maximization is sgingith marketing strategies .This paper studiesitelers perspective
to understand the impact of various strategiesrims of the influence it has on the purchase detifduring research, the
researcher learned that it is a lot cheaper to keeging customer happy than to attract new ong.rBaintaining relation
with existing customer in level that constantly emages them to stay with a company is a dynantcragticulous job.

And hence innovation in marketing strategies iy ¥weportant and is a need of the hour.
KEYWORDS: Marketing Strategies, Consumer Durables, White Gp8dles Maximization
INTRODUCTION

An organization'sstrategy is that which combines all of its markgtjoals into one comprehensiveplan. A good
marketing strategy should be drawn from marketaede and focus on the rightproduct mix in orderathieve the
maximum profit potential and sustain the busindsse marketing strategy is the foundation of a miamgeplart. The
process developing a marketing strategygeneralginsewith a scan of the business environment, hotérnal and
external, which includes understanding strategitstraints. It is generally necessary to try to gragmny aspects of the
external environment, including technological, emwmiic, cultural, political and legal aspects. Gaals chosen. Very often
the success or failure of a company is a direatlred an effective or not so effective marketintgasegy. Therefore,

choosing a marketing strategy that fits the compgaoguct is of vital importance.
Need and Rationale of the Study

Since Inception India was dominated by indigenauwtistrial houses like Videocon, BPL, ONIDA, Kelviog
and many others, but the entrance of multinatiomaladian market because of opening up of Indiemnemy gave these
companies a big blow. MNCs that are gaining goodketashare are Samsung, LG, Electrolux, Haier @t® to various

national and international companies, it is verseasial for the companies to use various innovatiagketing strategies

Thttp:/ /www.tronviggroup.com/marketing-strategy /
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from time-to- time. The main aim of proposed stiglto analyze the impact of various marketing styggts used in a tier 2
city like Nagpur where there is intense competitionl how these marketing strategies help in deugdprand name and

brand acceptance of white goods of various plagedsvarious white good categories.

REVIEW OF LITERATURE

Do you really have a global strategy?-By Gary Hamehnd C. K. Prahlad. Reprinted from Harvard
Business Review No. 85409, July —August (1985).Rgp. 139-150.

The article discusses that how Japanese televisimmufactures had an edge over US companies bechuse
competitive advantage in terms of low cost andyesttrategies. Through a detailed analysis of thevigion markets the
authors show that only by thinking about strateggrnore analytical light, companies in U.S. canriake its competitors
in the consumer electronics industry. The threafioodign competition pre occupies managers in itriessin consumer
electronics field. According to both the authors O§anizations should go global when they can nmdo get the
minimum volume needed for cost efficiency at honmel avhen international markets permit standardizextketing

approaches.

The authors have discussed various strategiesedelat cross subsidization, regaining cost competigss,
resource allocation, geography based organizagtmdn pursuing complex global marketing strategieccompany has to
find different ways, to evaluate the geographicpscaf different individual business sub systems-mfecturing,
distribution, marketing and so on

» “Marketing strategy based on customer behavior fo€D T.V”".-By: Yu-Jing Chiu, Hsiao-Chi Chen, Gwo-
Hshiung Tzeng, Joseph Z. Shyu (Institute of Manageemt of Technology, National Chiao Tung University).
International Journal of management and decision, ¥l. 7, No0.2-3\2006 (Pgs. 143-165). ISSN: 1462-
4621(PRINT), 1741-5187 (Online), Inderscience PuBliers.

As per the research conducted by the authors, raenuérs of LCD-TV tend to focus on technology wlittle
consideration for customer needs. Customer behdasrbeen researched upon by them in order to lmare about
customer needs in an effort to reduce the gap leetwerhnology and customer needs. Customer behawefined in this
study as buying behavior. The traditional concdpharketing strategy is not multi-dimensional aidtlse employed the
Decision Making Trial and Evaluation Laboratory (RMBTEL) method. The DEMATEL method is used to detect
customer buying-decision-factors. The relative treteship supports strategic planning in actual aittins and the
competitive environment. Results show that customafing-factors include price, quality, resolutiohkinescope, low
radiation, and the relationship between these fac@Quality is a powerful factor affecting othevdth advertising as a
prime example. The marketing strategy planning &awork is proposed according to the relationshipledfision factors.
This study provides relationships and marketingtetty planning for firms in the LCD-TV market to etecustomer
needs.

e lamwire (April 2012).Growth In consumer durables demand and e-commerogoad fit; ASSOCHAM reports

overall market to grow INRRs.52k crores by 20RBtreived from www.iamwire.com/2012/04/consumer-

durable-market-reach-rs-52000-crores-assocham/# arhgv2
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ASSOCHAM's recent report says that consumer eleatsoand durables sector in India is expected doveat a
CAGR of about 15% .The reason for the growth islédgeby rising demand from Indian middle class aslas growing
sale through online retail formats. “Demand for ssomer electronics and durables is driven by youemafraphic
population backed by rising disposable income ddilted and highly educated workforce” said Dr.R.&vit (Secretary
General) ASSOCHAM.

Low penetration levels ,easy finance choices amivigry eminence of consumer electronics along wettair
stores ,online retail industry and 400+ Indian neddass coupled with comprehensive rise in legbrosperity is the

reason fro increased demand in the electronicssingu

As per Mr.Ranjith Boyanapillai, Founder & CEO of Bheprice.com, an e-tailer of electronics and camesu
durables ,the AIDA model of buying(Awareness-Inggi@esire-Action), AID is happening increasinglylina,and the last
stage too can be converted online which dependsa dgbt price point, delivery time and service ex@erce. As per
ASSOCHAM report MNC'’s with superior technology abetter quality control account fro 70% market shfareoverall
consumer electronics and durables in the Indiarket@and also has a strong hold on urban middles dagment growing

about 12 to 15% and in semi urban and rural athag have a growth of 40% in overall market..

E-tailers such as Buytheprice.com, Homeshop18 k&ttp Infibeam, India plaza, Future Bazaar alonghwi
multichannel retailers such as CROMA, Vijay Sal&s @ave captured a very large share which in hawe prompted

original manufacturer to set their own online ref@imat such as LG, Samsung, Sony etc.
RESEARCH DESIGN

The research design followed in this thesis is dDigsive’ in nature. The problem statement is basadthe
impact of the marketing strategies used by theedsalThese types of studies are performed eadiibtt this is an
attempt which is made in different segment of thedpct.Thus this is an attempt to bridge the gajwéen generic

strategies which are to be used and actual steeteghich are being used.
PROBLEM STATEMENT

The specific purpose of the study is to identifyl @ssess the impact of various marketing strategfieghite
goods companies In Nagpur city. Since the consustestronics goods referred to as white goods, léfeigerators,
televisions and air conditioners, have low penitrain the country, leaving vast room for futuregth , the major focus
will be on how effectively marketing strategies demused to explore the full potential with spegiadference to Nagpur

Region.

OBJECTIVES
e To study the effectiveness of use of marketingetyias in increasing consumers base.
» To study whether Marketing strategies used by dedlave provided motivation to consumers for maneipase
» To study whether the sales of appliances haveteffedue to use of marketing strategies by the deale

* To study whether the uses of different marketimgtsgies are effective in increasing the sales®fppliances.
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e To study whether the use more and innovative mengettrategies by dealers for increasing the saiisbe

effective

» To study whether is there a relationship betweéeses offered to the customers and sales of titRipra

HYPOTHESIS

» HO 1- The use of marketing strategies has beefeittefe in increasing consumers base.

* HO 2- Marketing strategies used by dealers haveigeed no significant motivation to consumers.

» HO 3- The sales of appliances have remain unaffettie to use of marketing strategies by the dealers

» HO 4- The uses of different marketing strategiesiageffective in increasing the sales of the amoles.

e HO 5-The use more and innovative marketing strateby dealers for increasing the sales of the apgdis may

not be effective.

« HO 6- There will be significant impact of marketisgategies of company in developing brand namebaadd

acceptance of Consumer durable goods

SAMPLING UNIT & SAMPLING FRAME

The element or unit being studied in this casedaaders of white goods in Nagpur. 10 dealers otevpoods are

taken as the sample size. The sampling type isezoant sampling.

DATA ANALYSIS
Hypothesis Testing for Dealers-

Reliability Analysis

Table 1
Case Processing Summary
N %
Valid 10 100.0
Cases Excluded 0 0.0
Total 10 100.0

a. List wise deletion based on all variables inghecedure,

Table 2

Reliability Statistics

Cronbach's Alpha | N of Items

.864 6

Table 3

Index Copernicus Value: 3.0 - Articles can be serib editor@impactjournals.us




An Analytical Study of Impact of Marketing Strategies of Company in Developing Brand Name and Brand 31
Acceptance of Consumer Durable Goods with SpecialdRerence to Nagpur Region (From the Dealers Persgee)

Reliability Statistics
Value .686
Part 1 N of ltems| 3
Cronbach's Alpha Part 2 Value .813
N of ltems| 3
Total N of ltems 6
Correlation Between Forms .880
.| .Equal Length .936
Spearman-Brown Coefﬁmenunequal Length 936
Guttman Split-Half Coefficient .932

Interpretation

The above table states the reliability analysishaf customers’ database used for the hypothediage§he
rationale behind doing reliability analysis is toeck the consistency of the responses given byesondents so that the
premises which could be established should be stmij hence researcher has taken utmost precdotiorintain the

consistency of the data.

The reliability coefficient when is more than OtBen the data is considered to be reliable. Thefficgent)
Cronbach’s alpha is 0.690 in this case hence the @ be considered as reliable. Further reseaccimelucted another
test also to recheck the validity which is Guttnsgpfit half coefficient i90.932which indicates the high reliability of the
data.

Hypothesis-I
HO 1- The use of marketing strategies has beefeitafe in increasing consumers base.

Table 4

One-Sample Statistics
N Mean | Std. Deviation | Std. Error Mean

Effective in increase in

10 | 4.6000 .69921 22111
concsumers
One-Sample Test
Test Value = 3
95% Confidence
. . . Interval of the
t df Sig. (2-tailed) | Mean Difference Difference
Lower | Upper
Effective in increase in 7.236| 9 .000 1.60000 1.0998 2.1002
concsumers
Interpretation-

The significance value while testing the premiseneaout to be 0.000 which is less than 0.05 thathés
significant value falls in the error or rejectiorea which implies that researcher rejects the mygbthesis and accepts that

the use of marketing strategies have been effeutiiereasing the customer base.

Hypothesis-II
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HO 2- Marketing strategies used by dealers haveiged no significant motivation to consumers.

Table 5

Motivated consumers to buycg dg 10  4.3000 .8232 360 | | ]

Test Value = 3
95% Confidence
. . . Interval of the
t df Sig. (2-tailed)| Mean Difference Difference
Lower Upper
Motivated consumers to buyce 4,993 .001 1.30000] .7111 1.8889

Interpretation-

The significance value while testing the premiseneaout to be 0.000 which is less than 0.05 thathés

significant value falls in the error or rejectiorea which implies that researcher rejects the mygbthesis and accepts that

different schemes offered to customers have meativitem to buy more CEG.

Hypothesis-IlI

HO 3- The sales of appliances have remain unaffedite to use of marketing strategies by the dealers

Table 6

Sales increased due to
mktngstrtegy
Test Value = 3
95%
Confidence
t df Sig. (2-tailed) | Mean Difference Interval of the
Difference
Lower | Upper
Sales increased due to 9.000| 9 .000 1.50000 1.1230 1.87[70
mktngstrtegy
Interpretation-

The significance value while testing the premiseneaout to be 0.000 which is less than 0.05 thathés

significant value falls in the error or rejectiorea which implies that researcher rejects the mygbthesis and accepts that

The sales of appliances have remain unaffectedaduse of marketing strategies by the dealers .

Hypothesis-IV

HO4 - The uses of different marketing strategiesiaeffective in increasing the sales of the apykss.

Table 7
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Effective in increasing

10 4.3000 .82327 .26034
sales
One-Sample Test
Test Value = 3
95% Confidence
. . . Interval of the
t df Sig. (2-tailed) Mean Difference Difference
Lower Upper
SE;‘;‘;“VG inincreasing | 4 993 9 .001 1.30000 7111 1.888¢

Interpretation-

The significance value while testing the premiseneaout to be 0.000 which is less than 0.05 thathés
significant value falls in the error or rejectiorea which implies that researcher rejects the mygbthesis and accepts that

the sales of appliances have increased due tof usarketing strategies by the dealers.
Hypothesis-V

HO 5-The use more and innovative marketing stragegy dealers for increasing the sales of the apgpdis may

not be effective.

Table 8
One-Sample Statistics
N Mean Std. Deviation Std. Error Mean
Dealers should use 10 4.6000 69921 22111
mktngstragies
One-Sample Test
Test Value = 3
95% Confidence
Mean Interval of the
t df Sig. (2-tailed) Differenc | Difference

€ Lower Ur;pe
Dealers shquld use 7.23 9 000 1.60000 1.0998 2.100
mktngstragies 6 2

Interpretation-

The significance value while testing the premiseneaout to be 0.000 which is less than 0.05 thathés
significant value falls in the error or rejectiorea which implies that researcher rejects themygbthesis and accepts that

the different marketing strategies are effectivenoreasing the sales of the appliances

Hypothesis- VI

HO6- There will be significant impact of marketing segies of company in developing brand name and brand

acceptance of Consumer durable goods

To test the given hypothesis the response was ggokeon the following marketing strategies adogigdhe

companies from the dealer’s in the Nagpur city. @btial response is as under:
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Table 9: Actual Response from Dealer’s

Yes | No | Total
Product Innovation 8 2 10
Pricing of the Product 3 7 10
Advertisement & Sales Promotign 7 3 10

18 | 12 30

Majority of the dealer is of the opinion that thenovation made by the company in their productsrdmrte
effectively in developing brand name and brand pizee. Whereas the Advertising and various safaaqtion schemes
launched by the companies from time to time aldpsh@ building and developing the brand. On thetary Pricing
strategy of the company may not be that effectivddveloping the brand name and brand acceptanperaie sample
respondents. Out of the three strategies as peatehier’'s opinion two strategies are useful in ttgyiag the brand. Thus
we primarily say that marketing strategies havigaificant impact on in developing brand name arahld acceptance for
consumer durable goods. But to accept it, the déstignificance is to be adopted. Chi-square testised to test the
hypothesis, as the data classified according terawattributes. This test helps us to determinetiadr the relationship is

significant or not.

Table 10: Expected Response from Dealer’s

Yes | No | Total
Product Innovation 6 4 10
Pricing of the Product 6 4 10
Advertisement & Sales Promotign 6 4 10

18 | 12 30

Table 11: Difference between Actual and Expected Rponse from Dealer

Yes | No
Product Innovation 2 -2
Pricing of the Product -3 3
Advertisement & Sales Promotign 1 41

Table 12: Square of Difference between Actual andX¥pected Response from Dealer

Divided by Expected Response from Dealer’s

Yes | No
Product Innovation 0.6V 1
Pricing of the Product 1.5 2.25
Advertisement & Sales Promotign 0.17 0.25

The summation of square of difference between Aand expected response from dealer divided by agde

response from dealer is 5.85.
Degree of freedom = (No of rows — 1) x (No of Colum1)
=B-1)x(2-1)
=2

On comparison of the calculated value (5.84) with tabulated value at 5% level of significance egrde of
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freedom 2 (5.990) is lesser. Thus, there is noendd to reject the null hypothesis.

Therefore, the hypothesis “There will be significaimpact of marketing strategies of company in degmng

brand name and brand acceptance of Consumer duraipb@ds” is accepted

FINDING OF DEALER’S ANALYSIS

All the dealers who have been selected as samgpomeents are selling all the white durable gookighvhave

been selected for the purpose research purpose.

Equal numbers of dealer’s (30 per cent each) diiagehite durable goods of Samsung and LG. Whsrd0

per cent are selling either Videocon or all thendsa

Dealer’'s monthly sale of Refrigerator, TelevisicgtsSand Washing Machine is more of LG Company.
In case of Air Conditioner, the sale of Samsungfscanditioner is high compared to LG and Videocon.
Videocon and LG both share equal sale in case afowave Oven.

Sales of LG company’s white durable goods (70 mat)cis high as compared to Samsung (20 per cewt) a
Videocon (10 per cent)

The company LG (40 per cent) offers more incentiiles foreign/Tourist trips turn over profit etdgllowed by

Samsung (30 per cent) and Videocon (20 per cent)

To make improvement in sales, majority of the deslereferred to make an advertisement as their (&nper
cent), whereas as a 30% of the total sample regmiscpreferred to depend upon the company’s marketi

strategy.

Majority of the dealers (60 per cent) are of thinagm that Company LG is most popular in white dieagoods
as compared to Samsung (20 per cent) and Videddbpdr cent).

CONCLUSIONS AND RECOMMENDATION

This present study focused on marketing strategifepted by various dealers selling consumer durabiée

goods sector. Since the firms have sold their ameswurable white goods in a competitive marketess parameters

and factors are considered for consumer durabléevguods taking various marketing strategies toidata the market.

In each organization it may be durable or non deréies to maximize the profit on those days’ nesis objectives as of

taking to maximize the profit. Now a day’s salesximazation with marketing strategies is adoptedHtoy firms.

It is important that consumer durable industry gpg@rious marketing strategy to their relationshiplding initiatives

with the various stakeholders that influence theimpetitiveness in the market.

There is also a lack of trust in the relationshgivieen consumer durable white goods and to deterthigir
brand preferences with regards to the supply oflpets and services. Against this background ther clear

need for the management of consumer durable wbitdgy

The biggest challenge faced by the consumer durathite goods sector in India is customer retenéind also to
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pay more in order tSo hold them in terms of servidated factors.

The changing shape of the consumer durable whitdgymdustry is certain relationship drivers whigk likely

to have an impact across consumer durable whitdgyoategories.

There is a true competitive advantage thereforeoower opinions matter and their responses will inatg

change within the organization.

The biggest problem however, is that companiesatarmanage the customer contact experience withcgarft

details.

One of the critical factors that influence consumerable demand is the government spending onsiméreture,

especially the rural electrification programmed.

Therefore the present study solves the problenfisliofving objectives and is set to achieve the fgmdilition of

the study.

Because of stiff competition between the consumeallle white goods, it is extremely difficult nats} to

acquire new customer but also to hold back theiagisustomer.

The main objective of the research is to study Ntegketing Strategies in the consumer durable whideds

sector by analysing the satisfaction, loyalty agtgmtion of the model.

In this context, studied the relevance of customsatisfaction and how it affects the loyalty aaetkntion in the

consumer durable white goods.

It is virtually important to understand the factdhsit considered on customers retention and treethait it can

play in formulating strategies and plans.

The frustrating fact is that the CRM practices le tonsumer durable white goods are found to beveigt

effective in customer’s satisfaction and in turpdlby and retention.

During research, the researcher learned thatitas cheaper to keep existing customer happy thattract new
one. But maintaining relation with existing custanie level that constantly encourages them to stith a
company is a dynamic and meticulous job. And hengevation in marketing strategies is very impottand is
a need of an hour.
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