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Consumer Expectations : Learn

to sell the way consumers want
to buy

\of//

JAGO -

GRAHAK
-~ JAGO

V4

/,"\

by: Prof. Sri Ram Khanna

Managing Editor, Consumer Voice, New Delhi
& Professor , Dept of Commerce, Delhi School of Econom

@



1. The Marketing Concept:

1.1 The New Concept of Marketing: The “new” concept of marketing,
which appeared about 1960s, shifted the focus of marketing from the
product to the customer. The objective was still profit, but the means of
achieving the objective expanded to include the entire marketing mix, or
the “four Ps” as they became known: product, price, place (channels of
distribution), and promotion.

1.2 The Strategic Concept of Marketing: The strategic concept of
marketing, shifted the focus of marketing from the customer or the
product to the customer Iin the context of the broader external
environment. Knowing everything there is to know about the customer in
a context including the competition, government policy and regulation,
and the broader economic social, and political macro forces that shape
the evolution of markets
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Shift the marketing objective — from profit to stakeholder benefits.
Stakeholders are individuals or groups who have an interest in the activity
of a company. They include the employees and management, customers,
society, and government, to mention only the most prominent. There is a
growing recognition that profits are a reward for performance (defined as
satisfying customers in a socially responsible or acceptable way). Team
committed to continuing innovation and to producing quality products.
Marketing must focus on the customer in context and deliver value by
creating stakeholder benefits for both customers and employees.

It Is a critical means to the end of creating stakeholder benefits. Aim of
marketing Is to create value for stakeholders, and the key stakeholder is
the customer. If your customer can get greater value from your competitor
because your competitor is willing to accept a lower level of profit reward
for investors and management, the customer will choose your competitor,

~dnd you will be out of business. (
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paradigm to a focus of managing strategic partnerships and positioning
the firm between vendors and customers in the value chain with the aim
and purpose of creating value for customers. The notion of boundaryless
marketing is shown in Figurel. Marketing, in addition to being a concept
and a philosophy, is a set of activities and business process. The
marketing activities are called the four Ps: product, price, place
(distribution), and promotion (or communication). These four Ps can be
expanded to five Ps by adding probe (research). The marketing
management process is the task focusing the resources and objectives
of the organization on opportunities in the environment.

2. The Three Principles of Marketing: The essence of marketing can be
summarized in three great principles.

2.1 Customer Value and the Value Equation: The task of
marketing is to create customer value that is greater then the value
created by competitors. Value for the customer can be increased by

" ;mprovmg product and/or service benefits, by reducing the price, or by a

Mﬁocomblnatlon of these elements. Companies with a cost advantage can

GRAMAK price as a competitive weapon.
- JAGO 4
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Knowledge of the customer combined with innovation and creativity can
lead to a total offering that offers superior customer value. If the benefits
are strong enough and valued enough by customers, a company does not
need to be the low-price competitor to win customers.

2.2 Competitive or Differential Advantage: The second
great principle of marketing is competitive advantage. A Competitive
advantage is a total offer, vis-a-vis relevant competition, that is more
attractive to customers. The advantage can exist in any element of the
company’s offer. the product, price, the advertising and point-of-sale
promotion, or the distribution of the product. One of the most powerful
strategies for penetrating a new national market is to offer a superior
product at a lower price. The price advantage will get immediate customer
attention, and, for those customers who purchase the product, the superior

v=EZ

where

V = value
B = perceived benefits — perceived costs (for example, switching costs)
P=price
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Focus: The third marketing principle is focus, or the
concentration of attention. FOcus IS required to succeed in the
task of creating customer value at a competitive advantage.

All great enterprises, large and small are successful because they have
understood and applied this great principle.IBM succeeded and became
a great company because it was more clearly focused on customer
needs and wants than any other company in the emerging data
processing industry.

One of the reasons IBM found itself in crisis on the early 1990s was that
Its competitors had become much more clearly focused on customer
needs and wants. Dell and Compaq, for example, focused on giving
customers computing power at low prices: IBM was offering the same
computing power at higher prices.

Clear focus on customer needs & wants and on the competitive offer is

. ‘reguired to mobilize effort needed to maintain a differential advantage.

‘éAF?RHAk' Accomplished only by focusing or concentrating resources and

- _JAGO efforts on customer needs and wants and creating a better value
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Consumer interest above all

SLOW POISON!NG BY
PESTICIDES FOUND™

17 fruits and 106 pesticides lab tested
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Sensitising Mgmt to Consumer
| ~Concerns
¢ Are u going to hide behind the cover of
conformance to rules on nutrition/safety issues

¢ Are u willing to take the extra effort required to
provide the same level of safety and nutrition
and consumers as u expect for ur family ?

& Are u willing to surpass consumer expectations
with the value that you offer to them ?

% Do you have a mechanism to listen to

JAG sumers ?
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How to Create Food value for
Consumers ?

& Vertical Issues Specific to Food
Standards , Nutrition & Safety

& Horizontal Issues related to implications
of distribution,Large vs Small Retailing

& Conseguence of Economic Growth ,
rise in GDP, PCI and standards of living

& Changing Social trends and family and
workspace contexts



Customer Expectations!!!

& Nutrition : wholesome and pure food

& Safe : Food Conforming to highest
Safety Standards

& Food Appealing to taste buds
& Competitively priced , affordable

& Choice: Variety In tastes, pack size,
flavours and ingredients




Customers Changing Context!!!

& Rising segment of younger consumers:
food adventurers to sample new tastes

& Shortage of time: Ready to cook food
& In a hurry: Ready to heat and eat

& Simulate eating out experience

& Easy to make lunch packs for office

....% Walting to develop new brand loyalties
JAGO -



Directions for New Tastes!!!
& Cross over foods: regionally ethnic tastes
to spread across regions

& Learning from nutritionally sound traditional
food practices and cuisines

& Application of recipes using traditional ,
natural vegetational diversity

& Catering to the rising circle of non-veggies
| “l- New tastebuds of the international traveller
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Vertical Issues: farm to table

& Better Food Standards and their
Compliance

& Better Nutrition ,Safety and Labelling for
consumers

& Can you offer novelty along with taste ?

& Can you eliminate foodborne risks to
human health ?

1A Can you create healthy foods ?

SSouax Can you do it at an affordable price ?
- JAGO

o
f—‘l“ B DY NG Y GGG TS BB S



m— m— m— m— m—
‘Current status or_safety and Nutrition

Standards in Food
= PFA controlling market food tor 50 years.

= Functioning Under Control of Food Inspectors
under supervision of Local Health Authority

= Degenerated In to hafta System in many States

= New law : Food Safety and Standards Act
Recently enforced

= New Food Safety and Standards Authority : Yet
to make its presence felt in the markets

Jﬁéioi ‘a Can you rise above these standards ?
CRAA
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Expectations from FSSA

= Expected to improve the standards of food
available in markets

& Protect public from unsafe food

% Establish System to link source of food borne
disease with food regulation

% Improve nutritional quality of foods available
through food standards

~ & WIll FSSA be able to meet these expectations ?
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Opportunity for MSMEs to work with

Large Retallers to Deliver Food of
iInternational Standards ?

1 Improved Compliance with National Food
Control Systems

1 Willing to Upgrade : National Standards
to Codex Standards

_l Invest in technology and best practices to
Improve standards
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CHALLENGE OF Meeting CODEX

STANDARDS for home consumers

1 Food articles segregated in three broad groups.

1. Foods which are meant entirely for domestic
production and use.

2. Foods which have an export potential

3. Foods which may be imported to meet short-
ages and demands of discerning consumers.

-l.,Significant Barriers to Harmonisation of
inco National and Codex Standards

JAGO 19
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Can Food MSMEs meet CHALLENGE
OF LABELING OF FOOD PRODUCTS

1 Codex General Standard for the Labeling of
pre-packaged foods (CODEX STAN 1- 1985).

1 The specified name of the food
_1 Date marking and storage instructions

JAGO 0
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CHALLENGE OF TRUTH IN
LABELING OF FOOD PRODUCTS

1 Existing Provisions for labelling of Food under
Indian laws for different type of products.

.  Agmark (Agricultural Marketing)
I[I.  Fruit Products Order, 1955
[11. ISI mark by BIS (Bureau of Indian Standards)

I\VV. Delhi Edible Oils (Procedure for ldentification and
Declaration of unadulterated Stocks) Order, 1998

V..,, The Edible oils Packaging (Regulation) Order, 1998

UHA he Atomic Energy (Control of Irradiation of
- JAGE-00d) Rules, 1996 21
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THE CHALLENGE OF LABELING OF FOOD
PRODUCTS

d Identification of key issues for Indian Government for
considering changes in Indian Labeling regulations.

. Blended Products: They have to be specifically declared.

1.  Specific labeling required for classes of products

11  Liberalization of Indian PFA Laws along the lines of
Codex standard on Food Labeling

IV Food with nutritional information

V Guidelines on Claims

VI  Food safety

VII, Standards

rd

.~~~ - Issues related to the Labeling of Vegetarian and
Non-vegetarian food in India

22




Expectations from Organised
Retall

e Improve Food Quality & protect Indian consumers
from risks of food borne illnesses due to microbial
pathogens, bio toxins and chemical or other
contaminants in food.

e Encourage holistic approach from farm to table to
reduce food borne hazards for consumers

e Adopt modern principles of Risk Analysis based on
better scientific knowledge of food borne illnesses and
preventive measures for food safety and quality.

e Bring the best practices in Food Value Chain to Indian
v 4, CONsumers



Expectations...........

e Improving the level of public safety from
human risks from food and food related
Ilinesses to reach global standards.

e Food standards should include components
that will enhance the level of nutrition and
human safety from the health point of view.

e Truth in communications on food labels and
In food advertising.

e Better Implementation of Food standards
¢ |Improved consumer awareness about

food safety, nutrition and standards for a
'+, healthy lifestyle




Horizontal Benefits of Organised
Food Retall

& Enhancing Competition between Large
& Small Retallers

& Improved Product Quality and Lower
Retall Prices

& Greater Degree of Consumer Protection
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FDI vs Domestic Capital

& DI brings with it mgmt systems,
technology and global sourcing

& If it has worked In a wide range of
Industries why not multi brand retall

& Decentralised retall has lesser degree
of competition FDI will shake it up

& Food MSMEs will be the biggest
beneficiaries of organised retall



India Is not the first Country: rpi
and organised retailing in many countries

¢ Introduce safeguards eg. Japan provincial
governments license stores above floor size

¢ Make declaration of FPP mandatory along
with store MRP against deceptive pricing.

¢ Package to assist small retailers to form
chains , retalls coops with finance, tax
Incentives in affected areas.

¢ Start with discount stores on periphery of
cities
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Consumer interest above all

SLOW POISON!NG BY
PESTICIDES FOUND™

17 fruits and 106 pesticides lab tested
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& Test Programme Backg round
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¢ Selection of Fruits & Vegetables
Methods of Fruits & Vegetables Procurement

Regions & Areas of Fruits & Vegetables
Procurement

Finalisation of Test Methods
Testing Instruments
Definition of Maximum Residue Limit (MRL)

Indian MRL of Pesticides for Fruits &
Vegetables

EU MRL of Pesticides for Fruits & Vegetables
List of Banned Pesticides

Names of Pesticides Tested

Comparison of EU & Indian MRL

Tables of Lab. Finding
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Violations of Banned Pesticides
Violations of Indian MRL
Violations of EU MRL

Harmful Effects of Pesticides on Human
Health

Legal Provisions of Pesticides
Reasons of Pesticides Menace

Remedies to minimize its impact on Human
Health

Analysis of Findings & Recommendations
Consumer Advice
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