ReaderTT.config = {"pagecount":27,"title":"","author":"","subject":"","keywords":"","creator":"Nitro PDF Professional","producer":"","creationdate":"","moddate":"D:20170812021227-08'00'","trapped":"","fileName":"document.pdf","bounds":[[935,1210],[935,1210],[935,1210],[935,1210],[935,1210],[935,1210],[935,1210],[935,1210],[935,1210],[935,1210],[935,1210],[935,1210],[935,1210],[935,1210],[935,1210],[935,1210],[935,1210],[935,1210],[935,1210],[935,1210],[935,1210],[935,1210],[935,1210],[935,1210],[935,1210],[935,1210],[935,1210]],"bookmarks":[{"title":"MARKETING STRATEGIES OF ELECTRONICS INDUSTRY WITH SPECIAL REFFERNCE TO ELECTRONICS CORPORATION OF INDIA LIMITED","page":1,"zoom":"XYZ 168 1072 0"},{"title":"THESIS SUBMITTED FOR THE DEGREE OF DOCTOR OF PHILOSOPHY IN BUSINESS MANAGEMENT","page":1,"zoom":"XYZ 168 869 0"},{"title":"By","page":1,"zoom":"XYZ 168 704 0"},{"title":"P. HARIBABU","page":1,"zoom":"XYZ 168 652 0"},{"title":"Under the Supervision of","page":1,"zoom":"XYZ 168 551 0"},{"title":"PROF. H. VENKATESWARLU","page":1,"zoom":"XYZ 168 501 0"},{"title":"FACULTY OF BUSINESS MANAGEMENT","page":1,"zoom":"XYZ 168 400 0"},{"title":"OSMANIA UNIVERSITY","page":1,"zoom":"XYZ 168 348 0"},{"title":"HYDERABAD","page":1,"zoom":"XYZ 168 297 0"},{"title":"October\u20192015.","page":1,"zoom":"XYZ 168 247 0"},{"title":"DECLARATION","page":1,"zoom":"XYZ 168 1058 0"},{"title":"ACKNOWLEDGEMENT","page":1,"zoom":"XYZ 168 1069 0"},{"title":"TABLE OF CONTENTS","page":1,"zoom":"XYZ 168 1058 0"},{"title":"LIST OF TABLES","page":1,"zoom":"XYZ 168 1069 0"},{"title":"LIST OF FIGURES","page":1,"zoom":"XYZ 168 1054 0","children":[{"title":"Background of the Research","page":1,"zoom":"XYZ 168 870 0","children":[{"title":"Electronics Industry in India: Overview","page":1,"zoom":"XYZ 168 817 0"},{"title":"Introduction to Marketing Management practices with special reference to Electronics industry in India","page":6,"zoom":"XYZ 168 930 0"}]},{"title":"Problem Statement","page":9,"zoom":"XYZ 168 1060 0"},{"title":"Aim & Objectives","page":10,"zoom":"XYZ 168 973 0"},{"title":"Research Questions","page":10,"zoom":"XYZ 168 378 0"},{"title":"Research Methodology","page":11,"zoom":"XYZ 168 551 0","children":[{"title":"Research design strategy","page":12,"zoom":"XYZ 168 592 0","children":[{"title":"Research Methods","page":13,"zoom":"XYZ 168 1069 0"},{"title":"Research Approach","page":13,"zoom":"XYZ 168 334 0"},{"title":"Research Philosophy","page":14,"zoom":"XYZ 168 577 0"},{"title":"Research Strategy","page":15,"zoom":"XYZ 168 493 0"}]},{"title":"Data Collection Means and Protocols","page":16,"zoom":"XYZ 168 635 0","children":[{"title":"Data Type","page":17,"zoom":"XYZ 168 1069 0"},{"title":"Sampling Plan and Methods","page":18,"zoom":"XYZ 168 307 0"}]},{"title":"Data Analysis procedures","page":19,"zoom":"XYZ 168 363 0","children":[{"title":"The structure of present study\u2019s research methodology is presented through research spiral and it is comprised with stages of research methodology like Research Methods, Research Approach, Research Philosophy, Data Collection Means and Protocols, Data...","page":20,"zoom":"XYZ 168 623 0"}]},{"title":"Verifying Data Accuracy","page":21,"zoom":"XYZ 168 467 0","children":[{"title":"Validity","page":22,"zoom":"XYZ 168 1069 0"},{"title":"Reliability","page":23,"zoom":"XYZ 168 1069 0"}]},{"title":"Limitations of the methodology","page":23,"zoom":"XYZ 168 377 0"},{"title":"Ethical Issues","page":24,"zoom":"XYZ 168 727 0"}]},{"title":"Purpose/ Significance of the Study","page":24,"zoom":"XYZ 168 316 0"},{"title":"Limitations of the Study","page":25,"zoom":"XYZ 168 762 0"},{"title":"Chapterisation Plan","page":26,"zoom":"XYZ 168 1060 0"}]},{"title":"REVIEW OF LITERATURE","page":1,"zoom":"XYZ 168 965 0","children":[{"title":"Introduction to Chapter","page":1,"zoom":"XYZ 212 886 0"},{"title":"Introduction to Case organization: ECIL","page":1,"zoom":"XYZ 168 365 0","children":[{"title":"Profile of the company","page":1,"zoom":"XYZ 168 310 0"},{"title":"Governance at ECIL","page":5,"zoom":"XYZ 168 569 0"},{"title":"Departments and work undertaken","page":8,"zoom":"XYZ 168 508 0"},{"title":"Marketing Strategies adopted within the organization","page":13,"zoom":"XYZ 168 843 0","children":[{"title":"Control System Group","page":14,"zoom":"XYZ 168 771 0"},{"title":"Antenna Products & SATCOM Division","page":15,"zoom":"XYZ 168 334 0"},{"title":"Tele Com Division","page":17,"zoom":"XYZ 168 656 0"}]}]},{"title":"Summary of the chapter","page":19,"zoom":"XYZ 168 1060 0"}]},{"title":"PRODUCT  STRATEGY","page":1,"zoom":"XYZ 168 1000 0","children":[{"title":"Introduction to Chapter","page":1,"zoom":"XYZ 212 921 0"},{"title":"Introduction to Marketing Mix Design","page":1,"zoom":"XYZ 168 388 0"},{"title":"Connection between marketing Mix and Design","page":10,"zoom":"XYZ 168 889 0"},{"title":"Marketing strategies used within Electronics Industry","page":14,"zoom":"XYZ 168 351 0"},{"title":"Marketing Strategies used within ECIL","page":20,"zoom":"XYZ 168 1060 0","children":[{"title":"Data Analysis and Interpretations","page":20,"zoom":"XYZ 168 803 0","children":[{"title":"Business objectives over the next two years","page":20,"zoom":"XYZ 168 750 0"},{"title":"Target audience","page":21,"zoom":"XYZ 168 377 0"},{"title":"Selling products or services","page":22,"zoom":"XYZ 168 846 0"},{"title":"Data Presentation:","page":22,"zoom":"XYZ 168 530 0"},{"title":"Product's biggest selling point","page":23,"zoom":"XYZ 168 455 0"},{"title":"Unique Selling Proposition of the organization","page":25,"zoom":"XYZ 168 1069 0"},{"title":"The size of marketing budget","page":25,"zoom":"XYZ 168 774 0"},{"title":"Marketing cost per revenue","page":25,"zoom":"XYZ 168 595 0"},{"title":"Development cost per revenue","page":26,"zoom":"XYZ 168 1069 0"},{"title":"After the marketing costs, the respondents were asked about the development cost per revenue. Based on the review of the responses given by the employees of the marketing department of ECIL, the development cost per revenue is nearly 25 crore of rupees.","page":26,"zoom":"XYZ 168 1038 0"},{"title":"Clear image branding","page":26,"zoom":"XYZ 168 852 0"},{"title":"Image and branding reflect the Present Scenario","page":27,"zoom":"XYZ 168 534 0"},{"title":"Shift in the marketing strategy in the recent years","page":28,"zoom":""},{"title":"Positioning strategy for product","page":29,"zoom":""},{"title":"Selling products to customers","page":30,"zoom":""},{"title":"Geographic domain","page":32,"zoom":""},{"title":"Price Comparison with competitors","page":33,"zoom":""},{"title":"Company listing in the stock market","page":34,"zoom":""},{"title":"Tender process of ECIL","page":35,"zoom":""}]}]},{"title":"Summary of the chapter","page":36,"zoom":""}]},{"title":"Chapter: 4","page":1,"zoom":"XYZ 168 1058 0"},{"title":"PRICING STRATEGY","page":1,"zoom":"XYZ 168 1035 0","children":[{"title":"Introduction to Chapter","page":1,"zoom":"XYZ 168 951 0"},{"title":"Introduction to Pricing Strategy","page":2,"zoom":"XYZ 168 889 0"},{"title":"Pricing strategies used within Electronics Industry","page":6,"zoom":"XYZ 168 1060 0"},{"title":"Pricing strategies used within ECIL","page":10,"zoom":"XYZ 168 846 0","children":[{"title":"Implication of Porter\u2019s five model in ECIL\u2019s pricing strategy","page":10,"zoom":"XYZ 168 791 0"}]},{"title":"Data Analysis and Interpretations","page":14,"zoom":"XYZ 168 467 0","children":[{"title":"Pricing strategy of ECIL","page":15,"zoom":"XYZ 168 846 0"},{"title":"Pricing framework","page":17,"zoom":"XYZ 168 1060 0"},{"title":"Business penetration pricing policy","page":18,"zoom":"XYZ 168 829 0"},{"title":"Skimming pricing policy would be detrimental to the eventual growth and development of the company","page":19,"zoom":"XYZ 168 467 0"},{"title":"The policy of pricing to sell consistently at a competitive price","page":21,"zoom":"XYZ 168 1045 0"},{"title":"Standardization or adaption of competitors\u2019 price","page":22,"zoom":"XYZ 168 930 0"},{"title":"Devising pricing strategy an important part of company strategy","page":24,"zoom":"XYZ 168 1045 0"},{"title":"The market penetration policy","page":24,"zoom":"XYZ 168 649 0"},{"title":"The main factors which are responsible when deciding the prices","page":24,"zoom":"XYZ 168 369 0"}]},{"title":"Summary of the chapter","page":26,"zoom":"XYZ 168 762 0"}]},{"title":"Chapter: 5","page":1,"zoom":"XYZ 168 1014 0"},{"title":"PROMOTION STRATEGY","page":1,"zoom":"XYZ 168 974 0","children":[{"title":"26TIntroduction to Chapter","page":1,"zoom":"XYZ 212 887 0"},{"title":"Introduction to Promotion Strategy","page":2,"zoom":"XYZ 168 803 0"},{"title":"Promotion strategies used within Electronics Industry","page":6,"zoom":"XYZ 168 412 0"},{"title":"Promotion strategies used within ECIL","page":7,"zoom":"XYZ 168 381 0"},{"title":"Data Analysis and Interpretations","page":10,"zoom":"XYZ 168 635 0","children":[{"title":"The promotional strategy","page":10,"zoom":"XYZ 168 582 0"},{"title":"The promotional strategy in Antenna Products and SATCOM division (AP&SD)","page":12,"zoom":"XYZ 168 1060 0"},{"title":"The factors impact the promotional strategies in Telecommunication Division (TCD)","page":13,"zoom":"XYZ 168 719 0"},{"title":"The factors impact the promotional strategies in Control and Automation Division (CAD)","page":15,"zoom":"XYZ 168 1060 0"},{"title":"Competitors in your market","page":16,"zoom":"XYZ 168 823 0","children":[{"title":"Market share of competitors","page":17,"zoom":"XYZ 168 1069 0"},{"title":"Seminars frequency and impact","page":17,"zoom":"XYZ 168 626 0"},{"title":"Awards and Accolades","page":18,"zoom":"XYZ 168 1069 0"}]},{"title":"Role of institutional marketing","page":18,"zoom":"XYZ 168 588 0"}]},{"title":"Summary of the chapter","page":20,"zoom":"XYZ 168 551 0"}]},{"title":"Chapter: 6","page":1,"zoom":"XYZ 168 1069 0"},{"title":"PLACE STRATEGY","page":1,"zoom":"XYZ 168 1035 0","children":[{"title":"Introduction to Chapter","page":1,"zoom":"XYZ 212 942 0"},{"title":"Introduction to Place Strategy","page":2,"zoom":"XYZ 168 846 0"},{"title":"Place strategies used within Electronics Industry","page":7,"zoom":"XYZ 168 1060 0"},{"title":"Place strategies used within ECIL","page":9,"zoom":"XYZ 168 930 0","children":[{"title":"Selling the product","page":10,"zoom":"XYZ 168 1060 0"},{"title":"Geographic domain","page":10,"zoom":"XYZ 168 623 0"},{"title":"End users buy/look for product","page":11,"zoom":"XYZ 168 1060 0"}]},{"title":"Data Analysis and Interpretations","page":11,"zoom":"XYZ 168 846 0","children":[{"title":"The positioning strategies of the organization","page":11,"zoom":"XYZ 168 566 0"},{"title":"Clients\u2019 reach ability of tender access.","page":12,"zoom":"XYZ 168 435 0"},{"title":"The different distribution strategies","page":13,"zoom":"XYZ 168 1060 0"},{"title":"The factors responsible for deciding distribution strategies","page":13,"zoom":"XYZ 168 635 0"},{"title":"The modifications required in distribution strategy","page":14,"zoom":"XYZ 168 1060 0"},{"title":"A positioning strategy with respect to case departments, Antenna Products and Satcom Division (AP&SD), Telecommunication Division (TCD) and Control and Automation Division (CAD).","page":17,"zoom":"XYZ 168 1060 0"},{"title":"Major customers","page":19,"zoom":"XYZ 168 1060 0"},{"title":"Standardized distributions strategy","page":20,"zoom":"XYZ 168 881 0"}]},{"title":"Summary of the chapter","page":21,"zoom":"XYZ 168 780 0"}]},{"title":"Chapter: 7","page":1,"zoom":"XYZ 168 1054 0"},{"title":"AFTER SALES SERVICE STRATEGY","page":1,"zoom":"XYZ 168 1035 0","children":[{"title":"Introduction to Chapter","page":1,"zoom":"XYZ 212 938 0"},{"title":"Introduction to After Sales Service","page":2,"zoom":"XYZ 168 1060 0"},{"title":"After Sales Service strategies used within Electronics Industry","page":7,"zoom":"XYZ 168 1060 0"},{"title":"After Sales Service strategies used within ECIL","page":9,"zoom":"XYZ 168 889 0"},{"title":"Qualitative Analysis","page":10,"zoom":"XYZ 168 1060 0","children":[{"title":"Process of customer satisfaction survey","page":10,"zoom":"XYZ 168 1029 0"},{"title":"Process of complaint handling process","page":11,"zoom":"XYZ 168 1060 0"},{"title":"Grievance Redress Mechanism","page":11,"zoom":"XYZ 168 427 0"}]},{"title":"Quantitative Analysis:","page":13,"zoom":"XYZ 168 594 0","children":[{"title":"Grievance handling cell","page":13,"zoom":"XYZ 168 540 0"},{"title":"Customer satisfaction survey","page":15,"zoom":"XYZ 168 1060 0"},{"title":"Customers\u2019 complaints are systematically processed and solution is provided in time","page":16,"zoom":"XYZ 168 823 0"},{"title":"As complaints are handled to the satisfaction of the customers, so acknowledgements is encouraged for further improvement of the product or service.","page":18,"zoom":"XYZ 168 1060 0"},{"title":"Company today faces increasing competition prompting them to focus on improved customer service","page":20,"zoom":"XYZ 168 1060 0"},{"title":"Customers\u2019 complaints are handled through institutional mechanism in the form of Information and Facilitation Centers (IFCs), information on internet and so on.","page":21,"zoom":"XYZ 168 823 0"},{"title":"Improved after sales service allows the identification of customers\u2019 needs and put more emphasis on superior customer value.","page":23,"zoom":"XYZ 168 1060 0"},{"title":"After sales service gives opportune answers to their needs or requirements and consequently obtaining satisfaction and loyalty","page":24,"zoom":"XYZ 168 739 0"},{"title":"Service quality impacts on satisfaction, satisfaction on customer retention and customer retention has impact on profitability to save cost from imports.","page":26,"zoom":"XYZ 168 1060 0"}]},{"title":"Summary of the chapter","page":28,"zoom":""}]},{"title":"Chapter: 8","page":1,"zoom":"XYZ 168 1069 0"},{"title":"FINDINGS, CONCLUSION & RECOMMENDATION","page":1,"zoom":"XYZ 168 1035 0","children":[{"title":"Introduction to Chapter","page":1,"zoom":"XYZ 212 933 0"},{"title":"Findings","page":1,"zoom":"XYZ 168 441 0","children":[{"title":"Result of Marketing Strategy","page":2,"zoom":"XYZ 168 1060 0","children":[{"title":"The qualitative data answer open ended question which was conducted through interview method. 85% of the respondents say that for its innovativeness the organization has Unique Selling Proposition. The second open-ended question provides opinion about...","page":3,"zoom":"XYZ 168 424 0"}]},{"title":"Result of Pricing Strategy","page":4,"zoom":"XYZ 168 394 0"},{"title":"Result of Promotional Strategy","page":6,"zoom":"XYZ 168 678 0"},{"title":"Result of Place Strategy","page":8,"zoom":"XYZ 168 1060 0"},{"title":"Result of After Sales Service Strategy","page":10,"zoom":"XYZ 168 673 0"}]},{"title":"Conclusions","page":13,"zoom":"XYZ 168 1060 0"},{"title":"Summary and Future Scope","page":17,"zoom":"XYZ 168 757 0"}]},{"title":"ABSTRACT","page":1,"zoom":"XYZ 168 1069 0"},{"title":"REFERENCES","page":1,"zoom":"XYZ 168 1069 0"},{"title":"Appendix I: Questionnaire","page":24,"zoom":"XYZ 168 1054 0"}],"thumbnailType":"jpg","pageType":"html","pageLabels":[]};
