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Read the following case study and answer the questions given below.
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Introduction
The NIVEA brand is one of the most recognized skin and pey uty care brands in the world. NIVEA

cream was first introduced ip 911 and the NIVEA brand now extends to 14 product ranges

worldwide from sun care to lacial moisturizers. deodorant and shower products. In 1980 when

Beiersdort, the international company that owns NIVEA. launched jts NIVEA FOR MEN range
internationaify, it broke new ground with its afier shave balm product. |t was the first balm on the

market that did not contain aleohol, which can irritate the skin, [t proved to be Yery popular with

consumers,

1993, NIVEA FOR MEN developed a fulfer range of male skin-care products. This reflected the

growing social acceptance of these products with male consumers. The brand was able to exploit

its knowledge of the skin-care market. The company’s research showed men mainly wanted skin-
care products that protected the face after shaving, Men were willing to buy products thai he!ped
t

calm and soothe irritated skin caused by shaving.

The NIVEA FOR MEN brand was launched in UK in 1998. A that time total annual sales of men’s

skin-care products (facial and shaving preparations) in UK were anly £68 million with the male

facial product sector worth only £7.3 million. Sales of male skin-care products have grown steadily
since the launch of NIVEA FOR MEN and the market in 2008 was worth over £]17

male facial products worth £49 million.

million with

}
NIVEA FOR MEN wanted to increase its share of the UK male skin-care market. This case study

examines how NIVEA re-launched the NIVEA FOR MEN range in 2008. This was part of jts

overall plan to develop the range in the UK. It shows how the company developed a marketing plan

for the re-launch angd organised its marketing activities 1o achieve its aims and objectives, The study
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focuses on how a company can respond to changes in consumer expectations, external infly
and business aims 1o achieve those objectives.
Assessing the market
NIVEA FOR MEN needs to know what its male customers want and what competitor pro
exists. As well as targeting the male consumer, women are also an important target marke
NIVEA FOR MEN. This is because women often buy male grooming products for their pari
as well as helping them choose which products to buy. NIVEA FOR MEN used a SWOT ang
to help it assess the market. This takes a detailed look at the internal strengths and weakness,
the business, as well as external opportunities and threats in the market-place.
Setting objectives
Beiersdorf wanted to increase its UK market share for NIVEA FOR M EN. but also wanted gy
market penetration for male skin-care products. In other words, it wanted not Just a greater
of the existing market; it wanted to expand that market. It wanted more men buying skin-
products. One key aim was to move men from just considering skin-care products to making ai
purchases. It also aimed 10 sell more male skin-care products to women. Research had indic
that women were often the initial purchaser of skin-care products for men. NIVEA FOR MEN;
this key fact as a way to increase opportunities for sales. Another objective was to develo
NIVEA FOR MEN brand image. The NIVEA brand has always stood for good quality prod
that are reliable, user-friendly and good value for money. The brand’s core values are secy
trust, closeness and credibility. These values would be strengthened and expanded on with th
launch, to get more men and women to think of NIVEA as first choice for skin-care,
Marketing strategies
This focus on product development combined with an emphasis on consumer needs s 4
differentiator for NIVEA FOR MEN. It is a major reason why in UK the brand is still the mg
leader in the male facial skin-care market. Another cornerstone of UK marketing strategy for
re-launch was promotion. NIVEA sought to build on and develop the approach it had used in
past. In the 1980s, advertising in men’s style and fashion magazines along with product samp
was a major promotional tool. In the 1990s, the-:._0t)1npany used radio, television and p
advertising together with sampling. Since 2000, there has been a greater emphasis on consy
needs and an increasing use of experiential activities in the promotional mix. Experiel
marketing isvabout engaging consumers through two-way communications that bring by
personalities to life and add value to the target audience. This helps build an emotional connec

between the brand and the consumers,
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Itis importang 10 getthe promotional balance right. NIVEA FOR MEN promoted the new launches
of its products through a mixgyre of above-the-[ine and below-the-[ipe Promotion. The yse of sport
was a key element here. NIVEA FOR MEN supported foothal] SVENLs at a grass-roors level through
its partnership wi;h Power league to bujld positive rcfa[ion.ships with men. This helped creqre
stronger brand affinity for NIVEA FOR MEN among men. It glso allowed the brand to build ang
Maintain g consistent dialogue with men, which helps 1o drive sales.

Above-the-Jjne promotion inclyuded television and Cinema advertisements, which reached wide
audience. By using links with sport, NIVEA FOR MEN aimed to build a positive male image
associated with male facial skin-care. The brand alsq benefited from Press advertorials in popular
men’s magazines, making the daily usage of their prodyeys more acceptable,

Promotions were used o attraet ACW customers. For example, the distribution of free samples
encouraged trial of NIVEA FOR MEN products which drove purchase. These Promotions have
helped bujld up brand awarenegs and consyner flﬂmifiarir}' which reinforee the NIVEA FOR MEN
brand presence. There is g dedicated NIVEA FOR MEN website to SUPPOrt its products and provide
information to educate men qp their skin-care needs. To enhance the brand a tool called g
‘Configurator’ was created on the websjte to help customers specity their skin type and find the

product that best Suits their needs,

Conclusion - evaluating the plan
NIVEA FOR MEN adopted a range of key performance indicators to dSsess the suceess of the
NIVEA FOR MEN re-launch in UK. It looked at:

* Market share - Did the re-launch acceelerate thig growth and help achieye its market share
objectives? NIVEA FOR MEN is marker leader in Mmany countries and js consistently gaining
additional market share.

* Overall sales - Wag this in line with objectives? lmemalioﬁa”y, NIVEA FOR MEN skin-care
products grew by almost 209 Its sales in UK market at retail in 2008 were nearly £30 million ang
in line with expectations,

* Brand image ratings - NIVEA FOR MEN was the Bey Skin-care Range winner in the FHM
Grooming Award 2008 for the fifth vear runmg. This award was voted for by consumers. |y
Ulustrates that NIVEA FOR MEN has an extremely positive brang image witf; consumers

compared to other brands.
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= Product innovation - In response (o consumer feedback and following extensive prog

innovation and development, the NIVEA FOR MEN range has been expanded and the exis|

formulations improved.

These results show that, in UK, the NIVEA FOR MEN re-launch met its overall targets, which

a significant achievement, considering the difficult economic climate. The mar keting plan for|

e-launch used past performance and forecast data to create a new marketing strategy. This byl

the brand and company’s strengths to take advantage of the increasing change of male attitudes|

using skin-care products,

Questions:

I Perform a SWOT a nalysis for NIVEA and state its position before the re-launch of NJVE
FOR MEN.

{(Marks (

i Explain the data that NIVEA used when preparing its marketing plan to re-launch NIVE

products to men.

(Marks {
ii.  Briefly explain the concepts of *Above the line Promotion® and ‘Below the line Promotig

with your own example.

(Marks (¢
tv.  Explain why NIVEA used football sponsorship to help increase its sales ol NIVEA fi
men?

(Marks 0¢

v.  Discuss how effective you think the marketing plan for NIVEA FOR MEN has been?
(Marks 0f
(Total 28 Marks
i) We are involved with many fornis of retailing in our daily Iives-from the tradition

1]

supermarkels or department stores 1o internet commerce and roadside sialls ' Analyse th

theories of structural changes in retailing with suitable example. (Marks 06

i)  Higgins states Problem Solving is an integral part of organizational life". Briefly explair

the steps involved in creative problem so[vmg process with a suitable example,

i
3,

(Marks 06)
i) Both theoretical life cyele model and a real world product life ¢ 1;('!(.’ exist . ‘Reality seldon
confirm the theory'. ‘Two theories have attempied (o explain the product life cycle’
Compare and contrast the adoption theory and consumer adoption process with proper

example. (Marks 06)

(Total 18 Marks)
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Marketers not only musi ident iy the services most desired by their customers but also mus
determine the bestavavs 1o deliver high-quality service 1o achieve customer satisfaction ',
Discuss the role of the [ollowing in the successful delivery of high quality services to an
organization’s customers:

a. Organizational structure and culture

b. Personnel issues
¢. Planning for service recovery (Marks 06)

“Several approaches can be used (o position a company’s product in the minds of consumier.
Each approach must take into consideration the nature of the customer, the product and
the unique selling proposition that will set the company’'s product apart from its
competitors . Briefly discuss the key variables for posttioning.

(Marks 06)
Define and Explain the followings:
a. Supply partnership slide
b. Strategic platform
¢. Privacy issues and ethical issues

{(Marks 06)

(Total 18 Marks)

‘Marketers can implement the new markeling concept and compete successfully for long-
lerm relationship with customers in a global marketplace . Discuss the ways in which a
company can succeed in market place. Support your answer with suitable example,

(Marks 05)

The application of pricing stratevies 1o cach sage in the Life cyele are significantly
different”, Wustrate the suitable pricing strategies with product life cyele.

(Marks 06)
As a marketing manage rjor a brand of packaged foods, you are responsible for developing

consumer- oriented marketing programs. Within this context, evaluate the following
influences on consumer purchases.

a. Culture and sub-culture s b. Social class

¢. Reference group o, Personal characteristics

e. Psychological factors f. Product charac}aeristics

g. Purchase situation {Marks 07)
3 (Total 18 Marks)



Q5.

06

) Marketers must develop long term relationship with all stakeholders’. Ilustrate
statement citing relationship marketing and transaction marketing.
+

(Marks
uss this stater

i)

Introduction of new technology may sérve as creative destruction’ Disc

with suitable example.

(Marks
i)  The strategic planning procesy involves number of fundamental steps . Briefly analyse
steps in Strategic Planning Process.

(Marks
(Total 18 Mar



