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Final Yc:rr.Firrt s(.ntc\tcr l--r:rrrrin ..

varrrering rJ:T:1"^ 
sp(ciari,,arion in

lntroduction

fhe NIVEA brand is ore ol-rhe mosl ll
crcarr !|as llf5r introdoccd in ,n,,,ttot,]'r"u.u'n",rd6eaut]crrebrandsirrthcworld.Nlv|A
\{or/dwide fiom s.r c.rc ro lu.irl ,:: 

lhe NlvEn brend now crtends 1o l4 procrucr ranges

ffi::r;ff ;Tilry;:j::,: ff ilfft,::.,:"li;1lt:t' Jx ;*:
market thal {lid not contajn alcohol, ,r,.,.h,i,. 

uri"r.h"n. b,,ln prodLrct. lt rvas the lirsl balm on ihe

consLrnrers. 
ich 

'an 
irrilale lhc skin. Ir proled ln be rer.! popurar uilh

ltgl. NiVFtA FOR IVIEN deletopcd a I
growiDs sociatacccpra,,". ot,t,"." nr,,.,illJft'nn8c 

of nale skin-carc producrs. lhis rcflecrccl rhe

irs knortc,igc ottt,..t 
"";.;:]:"" 

"ith rnale consrrmcrs fhe bren.l ras abre lo exproir

care prodLrols that protecled rhe tace ali( : 
nlrant's research sio\r'ed nen rnainly wanled skin,

lain .nd n)orr,e ifrjrare, . ,,,, .,,,:; ;;:; ,f;,.''t 
t" "" .' rilirnr- to hur ploruch rhar herfed

I hc NIVLTA I-.Oti MEN Irr"nrJ ,vas lrL,n.h
skin_care procilrcts ,,.".'r, 

"".1 -.,-,",,,, ,"d 
in uK jn 1998' Al that liinc (olai annu.l salcs ofmcn.s

faciaiproduct se*or ruor,t, 
",,;r;;;;,;i"p"||tions) 

irr llK uere on11 '168 nillion *irh the nrare

si'rce the Jaunch orNrvr^;,i;r;. ;:l' 
t' lt\ ur rnile 'lirr'(Jrt fi"cl.ct\ h.\r B,o*,r sread,l!

r'dre'.,j-J n.od.,\ r\ \. o- 
" , 

," 
" 

,. -''' 
t lnili lrr '"rl'x \1 '\ frn.\.', _ 

" ", 
r:;,,.

):::::,"j;)J'::J;ffiJ'J::e orrhe L'jK n,are skin.carJmarket rhis casc s,Lrdl

o\rehr pran ro deverop ln. .uur. ,n ,n" ,o ')T FoR l\'lEN mngc in 2008 rhjs rvas parr of irs
1b,. the re-iaunch and oril;;;,n.ji;:]:'hows 

how the corrpan) a*"rop"a u 
'0, 

i.r,,,e pr,,n
g acti!,ities rc achievc jls eims alld ob.jeclives. l.hc sttdv



D2,
fbcusc; on how ar corTrpan'iin *spond ro changes in consuricr erpcctirrions. externar influrd,rJL, .\..Jt t.., I. 1,,1,,r. r ,.....t,\...

Asscssing the ma.kct'

NJV[A iroR MEN necds tu knoi\ ]:rr ils m.Lre c,stoJners wanr and *hat corrpctitor praL
exists. As \\,ell as 1lrycting rhe male c
NIVrA roR NlL.N. 

_fhi5 j5 !sqxri'..,!(orrsuner' 

wolrcll ilre also an i'lportal)l ttlrgel mark{

as rve ll as hclping rhen, 
",,.,,,r. 

,",,,.,, oriur,",::::: Jlj::t::l::il:::]lH:l
1() help ir assess rhe fiarkct. This takes I

rhe business, as werras."**","00".,*1,.,j,'1"1,;:n jfftil_#')slhs and reakness

Setting obiecti\,er

Beicrsdo $,at1tc.J to ilrcrcasc ils Lli< markct sltarc lbr NlVL.,\ l:OR N,iL\. but :llso lvanted gr
rnarkcrpenerrariontd.rnatcskin-crrcpr,rtuer\.tr,,rhrr \\rril\, r \\.,nLcd n,,,.r,,r, ,r,.n,.r,
ol the c\isting rrarkel; it wantcd to e\patrd tllal markel. It wantcd rnore rnen bul,ing skirr.
prodLtcts. One key ain was to no!e men i.otnjUsl considerirg skin,care producls 10 makingaL
purchases. lt also ajmed lo selj more lnalc skin carc proLlods li) lvotnen. Rcsearch had indi(
thrt lvornen $erc oftcn rhe inifiar purchascr r)tskin-c{re producrs ,or rnen. \rvEA It)rt NirrN
lhis kcJ lacl ns a r\ay to increase opportunitics 1br srlc5. Another objective wats to dc|clol
NIVIIA FOR j\'{EN brand ;mage..t.he Nt\,f.A brJlrLt hus rtrrir)s.,n 

^, 
,,,l' *,n, Ur",n., l)|,o,that are reriabre, user-fiiendly and good varue tbr money. rhc brand.s core varues arc secu

trust. closcness and credibilily. Ihese values would be srrcnglhened and expancled on wtth th,
launch. to gel more nen and \\,omen Io rhink of\IVUA ts f.irst choice ibr skin care
N'larkcting sf rategies

This tbcls on ptuduct delL'roprnent comhinc.r wrih ar cr)rphasis on consumer needs is d
dill_erertiator tor NIVIjA t-.OR N4hN. lt is o tnajor reason wh) in t,lK the brand is still the nra
leadcr in thc n)alc lacial skin car.c marl<et

re-Jauncr,,vaspronorion NrvEA.",,-,,,,J;:l:':::,1;:::il',:ff:::l'i;::,::r,;
pasl. In the 1980s_ advel1ising in rDcn.s st)lc and tb!hron rnagirriIcs rlong r\,ith proc]uct sanf
was a major promotional tool. In the 1990s. the..-conpan) used radio. tcle\ision and p
adveiising together u,ith sampling. Sincc 2000 therc |rs buen.l grc,ttcr entphasis ol colts!
needs and an increasing use ol experieltiJr Jcri\iri(\ in,n. pr.,.o,iJnur rrr\. Experier
nrarkeling israbout engaging consuncrs through oro-wa1 comnlunications trrat bring b
perso alities to Iil-c and add \,alre to thc lrrgct aualience. 

.lhis 
helps build an cmotioral connec

belwcen the brand aDd the cot.JsUl]ters.



r',. j,,rn,tIrJ,,l | .",.,tr,. 1, ,,,,,1,.,
oritsp,oducrslhroL,sha 

",-,,,",,i.i,.i:l::'-;l: ))t 
t 

'o \lr\r)rL,,,,oredrhene!,!rauncr,es

was4kcyelefientbere.NlvLAFart(ura^"---' 
," 

t"t_thr_lirclr',rn, 
lion. lheu\eol.sporl

irr nir,,L-Jril, *tih r,,,,.r,,,",. . ,. 
',*rrl r(dl 'rbrltcr.rr rr .,srrr

st,.',.ser blancj irllnirv,,,, *'ur^ ,1,.,f'llil.lu'''i'" '"r',''""'t';pl *'"',"'"''*o 
l"u"r'h'''u'th

nainrair a consisle ,, d,",.,r,,. ,,,,,, 1.ll'l 
tln .1" 

", , ., ,,1;:,'.,,;J ;" :[J:;: :]l,
Above-rhe,rine ,.",,,";.;;;;,;:,.: 

Dcn \hich hcrps k, d,j'e sare\

''rdrcn.( lJi r,,,,r ,, 
^. " 

n .r"r 
' ltt r"" r 'r ':" ' .1,(r,i .,,,.',r.. \,h

associared rvitfi niare r..;ot ,r,iu-.u,.. 

\i\€\ F{,R 
^,r_;;,,:;.;",1;.,r,hich 

reac}reda *id,.

',en 
s ma,..zincs. D,akins rhe dair\ ,,.l.ni '.'.:"u "'' ""'';::;';",; ;:" ;ri:' 

tive rnare imasc

promorjoi)s 
\r.crc 0scd ro arrr0(.r u",1.,,*" 

,,r ,h"i,.0,.,,d,,.,. ,,," 
" 
,..";;;;;'''""rlorials 

ii populal

ir''r.dor,rrJr'rr,rr.rrrd.,$,.1..\...,,.J.\r' r' $r :., ,. ;.',;::.""rrr(' 
!nri"

oranrJp<'e,ic rh(.1.i.d.,cdiJeo.,r;',,.';::,;'.'''''.,'.'';.;;.r,ii,H;:;r'
'nli ,rn.r;.r rr...,rr(,rr,. rr.r. n,,.,.,, ., . 

i\ wr, \\rq.|er,,\rfp,,rir,Truo(,.r,indr.ro\r,r.
( ,1',r.,,i,ror.r...re.,r.., 

,. ,.n'] ]',': -, r".,h,h, ,r.. br.,,Li

producr rhar beslsuitstheirrceds. 
r\/rcI hcl,.*-"^,n.r,r,',,", ;:il"tr::;T|,r:

Conrlusion _ etaluaring rfic plarr
NI\E,\ FOR MFN allotred a rinrc,,r
,\r\:.1 r, ,, r;, .: ,::;;";,;, .,i:,;';,:i|i'::t',""". 

indicalo,s ro asse s ,re succcss oi.,he

.. 
\larkct sharc _ i)irj thc, r.c_Jarnci I

;nH;ffi,I; ;; :,, ,::,i::.:; ;it ,,; , 

,: 

t, ;t,.:"1. ,: .,;lj, 
na ke, share

'oVerallsales.wasthisill]ine[jlhobjecl;v..'l.,,.'.,.

r.i,",""::i:':,:::ii;:;;;,;:;:;,:;::,1:,:"::,1:li;l;,:l:::.:;i,lj,:;:::::
. B|i]nd nilg( JdrrrrS\ _ \J\ L \ JUltur','r;nsq\rrdro,,o,;,,rr.'-,-,i ,j")^; ,i-'l',,.r? ;('\i', ,,.,, ,r,(,ilrv

rllLr\,'rr(' rhor \rvF A ruR v, .'' ,,-., .- 
'{6 rr! r\ 

"'l '\j, \"r<d j. . D. . un\,I,,,,r. 
'cofipared ro oiher b.ar.ls_ "' an erlremelr- losilive bran! ;,uog. o.irh 

"ouruur.r:j



Thcse results sho* that. in uK. rhe Nrvr A FoR MrrN re_raunch met irs o'eraI largcrs. which r
a significant achievement. conside.ing the diltlc!Jr cLonotnrlj !-ljntrr( Th. rrt rrker"hg plan f.ort
rs-J.rrrrclr . -co or,r pcrlLnr :,rrc. rr,r t,,rr:c.

rhe h,Rnd iud co nprn)..,,,""r,,.,," **" ll'"LL',l;il: i::."J,.l"l,],::,:il|] 
" 
H,|j:il

Lrsing skin-care producrs.

QuesfioIs:

i Pcrfbrn . s\f o'r'anarl'sis lor NrvEA anci srare irs posir;on berorc !he re_raunch or,NIVrFOR MEN,

'c\9

' Product innovation - ln response 10 uonsLrfter
innovation and deleloprncnt. the l\IVLA l-OR N,lE\
lbrmulations improlerl.

I ll.

l'eedlrack end lbllorving cxtensive prod

rangc hiis bcen e\pandecl afd thc e)i sl

(Marks 0
ils rrarketing plalt to re_iaLtnch NIVE

(Marts 0

'Belo$, the line promotio

T \D,J:n rr, oJr lh.I \l\ I r\ r..e,l cr, prepJ..Ir,
proou!t\ to lnen.

Briefly explain the concepts of.A611ve 1he jjne prornotion, and
with your oxn cxample.

ir. Erplain 
'rh1 NIVEA usccj lirorblll (Nlarh0i

ltlen,., 
sponsorshtp lo help increasc its salcs olNlVEA li

Q2.

Discuss how ellecrivc you rhink rhe narkeling plan rbr NIVIA ].OR VEN h".(XIf 
0(

(Marks 0N

'Lk'tu'e intolt,al n,ith ttutnl, lirntt.l rtttiling tn ottr loifi,,,,,"r.t::,"nr:::i:,
.ruperntarker.t rtr tlcpartntnl ,tat.c.\ to intL

rheories oi'srrucrurar c.,u"g". in,.,,iri"g;i',';',".]jl,i,";^'";1r;'^""'-^ il::;ji'Higgint ttatcs t'rcblent Saltng i.\ Ltn integftl pdtt oJ or!<anizatio ulh/c I Briefly explrirIllesl<p\:n\oi\cdin,reatrrcprootcrn.o,rin!f,..r.,*.tru.r,jrJbtr(\,JtnpL.

'Itoth th?.)rc/k1tt ti/c q./" **t"/ 
"^.t . ,r,,t ,,ortLl yo./ (t ti/. q,..tr c.r,, , 

^"j)j)r::.rt ttt,t 14! tl^.,,1 L,, ,tt,.ort,, l.,tt, 
j

cemprre and conrrns.hc.,,"0,',,,,,,,.",i"r,,.11i;1,: ,::.::1,1:; ;:'.1i,1':;:1,example. 
(Marks 06)

(Totat l8 Mnrks)

iD

iii)



Q3.

0{
i) l,lorketen not .ril.t Dntn ifutltllt thr .\(rri.c.t ] o.\l lrtircd hy thctr Lu\k)ner.\ hut ol.ta Dr.t\t

detrrntihc lhc hct,r,rry; to rlcIivcr ltith-qt4litr \t,].\.tt( to t1..lti,\,e ( .\to jet:iatislAction 
.

DiscLrss rhe rolc ot rhc filtowing ln rt)e successfirt dctiver) ot.high quality seNjces ro ajl
organizat;on s cusrcrners:

a. Organizational structure and cultUl!

ii) 
"tc,erarappft,rches 

c nbcut?dtapa\iti)nd&r)4xtnvtrto.hrctitith(t)lintr.\tltortrutcr
Ectch approach nust tdLe iuo consijerati)n thr nuturc o/ the c .\toner, Ihe prothrct ond
the uniqu? .\ellihg propo\ition that r,ill ,et thc .onpd y,.\ pn)l ct apart Jn) t it.,(outtetitor.t . Itrjeti] discdss thc kc].\,ariabtes tir posilioning.

b. Personnel issues

c. Plann'ng lbr servjce recovery

iii) Dellne and L:i\pJain rhc, fuJio$ ings:
a. Supply paftncrship slide
b. Slrategic plallornl
c. Privacy issues and eLhical jssues

(Marks 06)

(I'Iarks 06)

:,- b. Social ctass

d. Persooal charactcristics
f. Produljt cfia racfuristi(sI

rVarks 0_l
(Totat l8 Marks)

Q1, i)

(Markr 06)
(Total l8 Marks)

'Mutkckr.\ LLu inpt.u?nt th? tk* n(rk?una ton..tt rr,t cunqjck \ttctr.\r/t!ll! fu)r /otlg,tarnt relstionship with custonkrs in a glohut nut k.4.t,^." . Di..;;, i," ""1r,"'*n,.n "company can succeed in markel place. Suppor_i your answer with suitable exarnplc.

(Marks 05)

'Th? oNli&tiotj.)/ tt)at)S \trutt,:<it\ to rath \/ag in the ti/i tyh: ore tigny'icdnth.
.|y'l"rclr'. I usrratc llrr sritabte prjcirg slralcgjes \\ilh pro{jrcr liJ.e c\cle.

(NIrrks 06)
A.tdnarketingndndgerJitrubranttolpatkagetlfioel.s,.,-ouureratpon:ible./orrlevt:laping
.onfitnu'h arien!?.{ nturkcrtng proqrttntr. WirhiI lhis context. evaluate the idllorringinfluences on c]onsumcr purchases.

it)

iii)

a, Culture trnd suh-cultu..
c. Refeaence group
e. Psychological factors
g. Purchase situ:rtion



Q5. i)

a,6

'Marketer.s nutt &telolt [oug tern relo!it)n.thip \\,ith .]ll stake holt.tu.\,. lllusft'lte
staternert ci!ing relationship Jnarketing and transaclron rnarke{ing.

tnrrotluttton ol ntl t((hnala!:r t .tj:.\t,r\,( u\tkltit,( lf\tru(.tit)n. O,""",. ,,,lliol}
with suilabie eriarnpic.

(Markr
'Thc .\tnlcgt.: plolniug proLt \.\ itrn!\,(\ Ltlmb(./ /utrt1n(ntt!/ rn t.,.. Urjelly anatysi

steps in St€tegic Piilnning proces!

(Markr

('l'otal 18 Mar

ii)

ii0


