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ABSTRACT

Cement is an essential component of infrastructieneelopment and most important input of constructiodustr
particularly in tle government’s infrastructure and housing prograwtsch are necessary for the country’'s s
economic growth and development.idtalso the second most consumed material on teepl The Indian cem
industry is the second largest producer of cemernhé world just behind China, but ahead of theté¢hStates ar
Japan. It is consented to be a core sector acoaufti approximately 1.3% of GDP and employing o@ekdmilliol
people. Also the industry is a significant conttidmuto the revenue collected by both the centrdl state governme
through excise and sales taxes.
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INRODUCTION:

The marketing mixs a business tool used in marketing and by marggirofessionals. The marketing mix is often crucihel
determining a product or brand's offer, and isroffgnonymous with thfour Ps: priceproduc, promotion, and placén servic
marketing, howeer, the four Ps have been expanded tc<Seven Ps or eight Bs address the different nature of serviln recet
times, the concept of four @&s been introduced as a more cust-driven replacement dour Ps!¥ And there are twdour C
theories today. One is Lauterborn's four (consumer, cost, communicationpnvenienc), another is Shimizu's four
(commodity, cost, communication, channei).

Key words: - Business Tools, Four Ps, Four

HISTROY:

In his paper "The Concept of the Marketing Mix",iN&orden reconstructed the history of the term fketing mix". He stari
teaching the term after an associate, James Qulldescribed the role the marketing manager in 1948 as mixer o
ingredients"; one who sometimes follows recipespgred by others, sometimes prepares his own rexdpbe goes alo
sometimes adapts a recipe from immediately avalatgredients, and at other times ints new ingredients no one else has t

Key words: - Concept, Reconstructed, Marketing Man.
McCarthy's Four Ps:

The marketer E. Jerome McCarthy proposed a fowldsification in 1960, which has since been usetharketers throught
the world.
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Classification
Category

Product

Price

Promotion

Distribution
(Place)

Key words: -

Seven Ps:

Definition
A product is seen as an item that satisfies whatrsumer demands. It is a tangible good or an gittéa servic:
Tangible products are those that have an indepénugrsical existence. Typical examples of r-produce:

tangible objects are thmotor ca and the disposable raz@k less obvious but ubiquitous m-produced service
a computer operating system

Every product is subject to life-cycle including a growth phase followed by a maturity ghand finally ¢
eventual period of decline as sales falls. Marketaust do careful reseh on how long the life cycle of -
product they are marketing is likely to be and ®their attention on different challenges thateads the prodt
move.

The marketer must also consider product mix Marketers can expand the current product mixreyeasing
certain product line's depth or by increasing theber of product lines. Marketers should considev to positic
the product, how to exploit the brand, hovexploit the company's resources and how to corditjue product rr
so that each product complements the other. Thketarmust also consider product development gfied

The amount a customer pays for the product. Thee psi very importal as it determines the company's profit
hence, survival. Adjusting the price has a profoimpgact on the marketing strategy, and dependintheipric:
elasticity of theproduct, often it will affect thidemandand sales as well. The marketer should set a phi
complements the other elements of the marketing

When setting a price, the marketer mustaware of thecustomer perceived val for the product. Three be
pricing strategies aremarket skimmin pricing, marketpenetration pricin and neutral pricing. The 'refere
value' (where the consumer refers to the pricesoofpeting products) and the 'differential valuké(tonsume
view of this product's attributes versus the atitéls of other products) must be taken into acc

All of the methods of communication that a marketety use to provide information to different pastebout tt
product. Promotion comprises elements such advertising, public relation, sales organization andale
promotion.

Advertising covers any communication that is paig, ffrom cinema commercials, radio and Inte
advertisements through print media and billlds. Public relations is where the communicationasdirectly pal
for and includes press releases, sponsorship dedighitions, conferences, seminars or trade faird event
Word-of-mouthis any apparently informal communication about gneduct by ordinary individuals, satis
customers or people specifically engaged to create of mouth momentum. Sales staff often playsngportar
role in word of mouth and publrelations (see 'product’ above).

Refers to providing the product at a place whichdsvenient for consumers to access. Varstrategie such ¢
intensive distribution, selective distribution, kxgive distribution andranchisin¢ can be used by the markete
complement the other aspects of the marketing

Product, Price, Promotion, Pl

The seven Ps is an additional marketing modelrfats to thealready mentioned four Ps, plus 'Physical eviderieebple', al

'Process".
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Classifications

Category

Definition

Physica evidenc¢ elements within the stc—the store front, the uniforms employees wear, signis, et
the employees of trorganization with whom customers come into cor
the processes and systems within the organizdietreffects its marketing proce

People
Proces:

These latter three factors are not cited nearbyfi@m as the first foL

Key words: - Physical EvidenceReople, Proce

Lauterborn's Four Cs:

Robert F. Lauterborn proposed a four Cs classiinain 199("" which is a more consun-oriented version of the four Rie
attempts to better fit the movement fromass marketir to niche marketing:

Four Ps

Product

Price

Promotion

Place

Four Cs

Consumer wants
and needs

Cost

Communication

Convenience

Definition
A company will only sell what the consumspecifically wants to buy. So, marketers sh

study consumer wants and needs in order to attinech one by one with something he
wants to purchas

Price is only a part of the totcost to satisi a want or a need. The total cost will conside
example thecost of timein acquiring a good or a servicecost of consciencby consumir
that or even cost of guilt"for not treating the kids". It reflects the towbst of ownershi
Many factor. affect Cost, including but not limited to the custr's cost to change
implement the new product or service and the custisntost for not selecting a competi
product or servic:

While promotion is "manipulative” and im the seller, communication is "cooperative"
from the buyer with the aim to create a dialoguéhwihe potential costumers based on
needs and lifestyles. It represents a broader faCosmimunications can include advertis
public relations, psonal selling, viral advertisingnd any form of communication betweet
organization and the consun

In the era of Interne catalogs, credit cards and phones people neithet tiego anyplace
satisfy a want or a need nor are limited to a féaegs to satisfy them. Marketers should k
how the target market prefersbuy, how to be there and be ubiquitous, in ordeguarante
convenience to bi. With the rise of Internet and hybrid models ofrghasing, Place
becoming less relevant. Convenience takes intoustdbe ease of buying the product, fin
the produg, finding information about the product, and selether factors

Key words: - Consumer wants and Needs, Cost, Communication, €enc:

Four Cs: in the Seven Cs Compass ModglCorporation and consumer -oriented model)

After Koichi Shimizu proposed a four Cs classifioatin 1973, this was expandedthe Seven Cs Compass Mc to provide
more complete picture of the nature of marketing981. It attempts to explain the success or faidfra firm within a mrket anc
is somewhat analogous to Michael Portdiamond mod¢, which tries to explain the success and failuralifferent countrie
economically.
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The Seven Cs Compass Model are:

+ (Cl)Corporation — The core of four Cs is corporation (company and-profit organization). -O-S (Organization
Competitor, Stakeholdewithin the Corporation. The company has to ttefiicomplianct and accountabilitgs importar
The competition in the areas in which the compammetes with otheiirms in its industry

The four elements in the Seven Cs Compass Mo:

- A formal approach to this custor-focused marketing mix is known as Four @ommodity, Cost, Communication
Channel in “the Seven Cs Compass Model. Tfour Cs Model provides a demandstome centric version alternative
the wellknown four Ps supply side modproduct, price, promotion, placef marketing manageme.

o Product— Commodity

o Price— Cost

o Promotion— Communicatio
o Place— Channel

P "C" category "C" definition

category
(Original meaning of Latin.: Commodus=convenient)isl not "product out". The goods

Product  (C2)Commodity services for the consumers or citizens. Steve Babdeen making the goods with which ple

are pleased. It will not become commoditizatioa @ommodity is built from the ste

(Original meaning of Lati: Constare= It makes sacrifices): There is not @nbducing cost a
selling cost but purchasing cost and social

(Original meaning of Latit Communis=sharing of meaning): marketing communic : No
Promotion (C4)Communicationonly promotion but communication is important. Coamications can include advising, sale
promotion, public relations, publicity, personaligg, corporate identit

Place (C5)Channel (Original meaning is a Can : marketing channels. Flow of goa

Price (C3)Cost

The compass of consumers and Circumstances (envimoent) are:
« (C6)Consumer—(Needle of compass to Consun

The factors related to consumers can be explaigélebfirst character of four directions markedtbacompassnodel. These c
be remembered by the cardinal directidmsnce the narrcompass model:

o N =Needs
o W=Wants
o S = Security

o E = Educationgonsumer educatii)
« (C7)Circumstances— (Needle of compass to Circumstanc

In addition to the consumer, there are various otrotlable external environmental factors encirglihe companies. Hert ca
also be explained by the first character of the flirections marked on ttcompass model:

o N = National andnternationg(Political, legal and ethical)environment
o W =Weather
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o S = Social and Cultural
o E =Economic

These can also be remembered by the cardinal idineatnarked on a compass. The Seven Cs Compasd Madé&amework
Co-marketing (Symbiotic marketing). It haeen criticized for being little more than the f&s with different points of empha
In particular, the seven Cs inclusiomisconsumers in the marketing narecriticized, since they aretargetof marketing, whi
the other elements of the marketing mix tactics The seven Cs also include numerous strategieprtmuct developme
distribution, and pricing, while assuming that aomgrs want tw-way communications with compani An alterndive approac
has been suggested in a book called 'Service Aubyralian Author, Peter Bowman. Bowman suggestalae based approacl!
service marketing activities. Bowman suggests imgleting seven service marketing principles whictiude value, usines
development, reputation, customer service andaedesign. Service 7 has been widely distributedimviAustralia

Key words: - Channel, Circumstances, Social, Culture, Econ

Conclusion & Suggestion:

Considering the growing demand for cen in India and higher capacity utilization over theays, key Indian play:
have already begun to revisit their business gieée Further, as cement is a commodity and theegsois well know
there is no USP as far as this product is concerfibdefore, the differentiation would largely relate dperatin
efficiencies, cost optimizations and reduction, anoviding superior product and service and mankgesitrategies st
as the presence of a stable and proactive markétadership, targetinspecifically various customer and ma
segments, an expansion in product profile compléeaewith aggressive sales promotion and advertisitidoe the ke
to unlocking the puzzle of profit and expansiotha Indian cement industry in the 21st Cey.
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