9
11

TOGLIATTI ACADEMY OF MANAGEMENT 

Finance and credits department.

PRACTICAL WORK №4

course: «Marketing»

theme: «Marketing program».
Group theme: «The marketing program on promotion of motor oil  “LUKOIL-SUPER”.

Group members:

Artjukhina Marija

Golikov Aleksei

Maljavina Sofia

Sheveleva Olesja

Togliatti 2001

CONTENTS:

3The brief description of the product

The target market
4
The competitive environment
7
The program of the product promotion
8
Goals and objectives of the program
8
Idea of the program
8
Means of promotion of a product and the budget of the program
8


The brief description of the product 

Motor oil is an important element of a design of the engine. It should provide the given resource of work of the engine, at technical, mechanical and chemical influence. One of the major conditions of achievement of high reliability of the engine - mutual conformity of a design of the engine, conditions of its operations and properties of oil. 

The object of the marketing program on promotion of a product is one of types of motor oil of Open Society "Lukoil" - motor oil " Lukoil - Super". Open Society " Petroleum company " Lukoil " - the recognized leader of the Russian petroleum industry in the field of search, extractions, oil refining and realizations of mineral oil. At oil refining factories Lukoil it is made more than 35% of all oils, developed in Russia. The company is guided by interests of consumers and produces wide assortment of the oils answering to modern international requirements, both on a level of operational properties, and on classes of viscosity. Thus Lukoil can offer oils and for second-hand, with the big deterioration of engines of automobiles of any marks, and for engines of automobiles of last generation. Motor oils " Lukoil" meet the international requirements showed by the Society automobile and aviation engineers (SAE), the American institute of petroleum (API), the European union of automobile manufacturers (ACEA). 

For drawing up of the marketing program we have chosen motor oil " Lukoil - SUPER". Our choice speaks the following the reasons: 

1. Whereas assortment of motor oils LUKOIL wide enough, we have chosen one type of the oil focused on quite certain circle of consumers, the information about which is mentioned below in work. 

2. Motor oils of the company are focused on the diversified categories of consumers, target segments that demands development and application various under the contents of marketing programs. In our work we shall try to develop the program of promotion of one type of oil for the certain target segment. To each product the own marketing program is necessary for its successful realization and promotion in view of distinctions in characteristics and needs of target segments. 

3. Results of studying of the competitive environment testify to necessity of development of the marketing program for this type of oil.

Motor oils " LUKOIL - SUPER" – belongs to the group of universal all-weather mineral and semi- synthetical  (only for a class of viscosity 5W) oils with a high level of protective properties. Oils are made on a mineral basis with packages of additives Shell, Lubrisol or Exxon. They are applied to greasing powerful diesel engines, including with pressurization, automobiles and building - road engineering; also it can be used for petrol engines of cars with constrained injection without pressurization. 

Advantages: 

· It has high anticorrosive properties and thermal stability; 

· It prevents highly and low temperature adjournment on details of the engine; 

· It provides easy start-up of the engine in the winter, fast greasing of the removed sites and is prevented with deterioration of rubed details at the moment of start-up of the engine due to good pumpability oils at low temperatures; 

· It provides reliable protection of diesel engines in heavy conditions of operation at work on sulphurous fuel owing to high antideterioration properties; 

· They are compatible to oils of other manufacturers of the same degree of quality on API; 

· There are correspond to requirements of Open Society " AutoVASe ", Open Society " GAS " and Open Society " Autodiesel engine " to perspective engines.

At once it is necessary to determine a position of group in which we assume ourselves, developing the given marketing program. So, a position of group - is the official dealer of the company of Open Society " LUKOIL" in the Samara area. In this connection it is necessary for us to prepare programs of promotion of assortment of production of the company in our region. The present marketing program is developed by us for promotion one of type of motor oils - " LUKOIL - SUPER". 

In more detail about a position of group it will be mentioned below at a designation of the purposes of the present program. 

The target market

So, the position of group is an official dealer of Open Society " LUKOIL " in the Samara area. This position assumes, that we are the legal person being an affiliated or dependent society of Open Society " LUKOIL ", with a steady financial position and volume of realization from 1 ton of packed production in one month which is allocated the right on accommodation and sale of packed production of the company within the limits of territory of activity, that is the geographical region fixed for us (in borders of administrative territorial formations(educations)) in which territory realization of packed production is carried out. Packed production - oils, the goods of technical chemistry, autocosmetics, white spirit, the lighting kerosene, cooling liquids, greasings and the other production of technical purpose(assignment) packaged in container in volume up to 5 litres and volume from 10 litres and more. 

The analysis of the competitive environment (dealer network) has shown, that now in the Samara area there is no official distributor of motor oils of Open Society " LUKOIL ". In this connection for expansion of activity of the company and extraction of the additional profit it is necessary to create representation of the company in our region. The nearest official dealer of the company is in Saratov - Open Society " LUKOIL-SARATOV ". Therefore the organization expansion of a dealer network on territories of the Samara area will allow to reduce the price for packed production of the company. The group counts expedient to organize representation of the company in territory of Togliatti, as city - centre of motor industry of Russia. Begin the dealer of Open Society " LUKOIL ", it is necessary to have the CERTIFICATE of the Dealer which contains: 

· Unique number of the form which should coincide with number of the certificate; 

· the Unique code of the dealer which completely characterizes the owner of the given certificate; 

· Time of action of the certificate; 

· the Name and the address of the trading organization trading in production of Open Society " LUKOIL "; 

· the Phone and the name of the higher organization.

In this connection the purposes of the Dealer on the nearest intermediate term prospect are: 

1. Become the Direct dealer of the company, that is the legal person being an affiliated or dependent society of Open Society " LUKOIL ", with a steady financial position and volume of realization from 30 tons of packed production in one month and which is allocated with the right on accommodation and sale of packed production of Open Society " LUKOIL " within the limits of the Territory fixed for the Direct dealer according to the agreement with the Direct dealer. 

2. Become the general dealer of the company, that is the legal person being an affiliated or dependent society of Open Society " LUKOIL ", with volume of realization over 100 tons of packed production per one the month, taken up the exclusive right to accommodation and sale of packed production of Open Society " LUKOIL " within the limits of the Territory fixed for the General dealer, according to the agreement with the General dealer.

In view of specificity and special characteristics of motor oils of Open Society " LUKOIL ", it can be applied to engines of automobiles of quite certain type. Motor oil "LUKOIL-SUPER" can be used as universal all-weather mark in northern and moderate climatic zones for greasing modern domestic diesel engines cargo and cars MAZ, KamAZ, ZIL, GAS, IZhMASH, UAS with moderate pressurization. Also it can be applied to greasing carburettor petrol engines automobile and lorries of domestic and foreign manufacture. 

According to it, it is necessary to define our target market which becomes the basic source of the profit of the organization. Motor oils "LUKOIL-SUPER" are focused first of all on the market of the organizations, but also can be applied and physical persons, however our target market by development of the given program is the market of the organizations (the purpose - maximization of the profit) which will allow to reach(achieve) required volume of selling according to the agreement of Open Society " LUKOIL " with the Dealer. Legal persons of various patterns of ownership and kinds of the activity concern to it(him), having in the motor-vehicle pool cargo and cars and anyhow using motor oils for greasing engines. 

The given target market of consumers of motor oils "LUKOIL-SUPER" concerns to categories of the accessible market (the consumers having interest and opportunities to purchase of motor oils in immediate prospects) and the potential market (the market which should be developed and won, directing the marketing actions and realizing marketing strategy in this direction).

Segmentation of the target market assumes allocation of several categories of consumers, depending on parameters of segmentation: 

1. Geographical segmentation - includes the organizations and the enterprises located in territory of city of Togliatti which use motor oils for manufacture of other goods and services. We do not consider the enterprise and the organization of other cities of area, that is our target market is only Togliatti, we are focused while only on this market of consumers. In this connection one of the strategic purposes of the Dealer can be expansion of a field of activity on other cities of area with the purpose of realization of packed production in their territory. 

2. Demographic segmentation - assumes division of the enterprises and the organizations using in the work motor oils, on various consumer groups: 

· transport agencies in territory of. Togliatti (road service stations, autocombines, the motor transportation enterprises (bus stations, trolleybus depot and taxi pools)); 

· the enterprises and the organizations on rendering transport services of Togliatti (cargo transportation, passenger transportations), having in stock park both automobile, and lorries of domestic and foreign manufacture; 

· the road-building, mining and building organizations of Togliatti having special engineering: heavy dumpers, off-highway engineering (various cranes, dredges, caterpillar tractors); 

· the industrial enterprises and the organizations which are having in stock park of lorries for transportation of materials and finished goods. 

This is the structure of the most perspective is those, in opinion of group, the target market of the official Dealer of Open Society " LUKOIL " in the Samara area concerning which the given marketing program of promotion of motor oils "LUKOIL-SUPER" is aimed.

Let's consider positioning motor oils "LUKOIL-SUPER", that is a place of the given kind of production in relation to competitors. The price of motor oils "LUKOIL-SUPER" now in Togliatti makes 125-150 roubles (including the trading margin) for standard 5-òè the liter canister. The organization of the official dealer will allow to reduce for territories of city of Togliatti the price for production on 10-18? That will allow to create necessary competitive advantages at the first stage for capture of the certain share of the market and achievement of target segments. 

The current positioning of motor oils "LUKOIL-SUPER" can be considered from 2 positions: 

1) Positioning on parameters: the high price - the low price / high quality - poor quality (see. Table 1). 

2) Positioning on parameters: good operational properties - bad operational properties / a high class of viscosity - a low class of viscosity (see. Table 2).

Таблица 1.
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Таблица 2.

The competitive environment

The main competitors of Open Society "LUKOIL" in the sphere of manufacture of motor oils are various Russian oil refining factories and the enterprises which are letting out so-called "industrial" oils of type I-20A, and also a lot of the foreign companies: Castrol, Shell, Teboil, Essolube, Ethyl, Esso, Chevron, Mobil 1, BPVisco, Agip, Texaco, Exxon, Motor Oil.

The main competitors of our organization as an official dealer in the sphere of realization of motor oils are distributors of the above-stated companies, and also the dealers of "AutoVAZ" realizing at the same time motor oils of various manufacturers, situated in Togliatti. Shops at the gas station,  the specialized shops on sale of autochemistry, spare parts and other production for owners of automobiles concern to the number of these dealers. As competitors it is also possible to examine the individual businessmen realizing motor oils along highway, in roadside autoshops, whose prices are rather high.

The main our competitors are presented in the Table 1.

Table 1.

Firm
Address
Description

“BTM”

Motor oils for VAZ autos

“SAB-plus”
Primorsky Boulevard, 7
Realization of motor oils «Mobil 1»

“Automag”



“Ravenol”
Novozavodskay street, 29
German motor oils

Thus, it is possible to make a conclusion, that the competitive environment in Togliatti is rather extensive, the monopolistically competition in sphere of realization of motor oils in view of a wide price spectrum of distributors is observed, and the level of a competition is high enough. In this connection our group for the Dealer of Open Society "LUKOIL" in Togliatti considers possible market strategy of fast penetration on the market. Rather low prices for motor oils "Lukoil-Super" (what will be possible due to the organization of the official distributor in the region) with very high quality of production of Open Society "LUKOIL", and also high enough publicity expenses and promotion of motor oils will allow, in opinion of group, quickly to grasp a share of the market and to reach target groups of consumers in the shortest terms. Achievement of a high turnover of selling of production in the near future and then achievements of the strategic purposes of the Dealer are planned.

The program of the product promotion

Goals and objectives of the program 

Whereas the organization of representation of Open Society "LUKOIL" in the Samara region is planned (in Togliatti in particular), the goal of the given marketing program of promotion of motor oils "Lukoil-Super" is fast penetration on the market, a gain of the certain share of the market in the shortest terms and achievement of target groups of consumers. It is possible because of rather low prices for motor oils "Lukoil-Super" with very high quality of production of Open Society "LUKOIL", and also enough high expenses for publicity and promotion of motor oils to reach target groups of consumers in the shortest period of time.

The final goal of the program is the maximization of the profit of the Dealer of the company due to fast increase of a turnover by means of enough low prices in comparison with competitors and high expenses for promotion of production.

Idea of the program

The basic idea of this marketing program on promotion of motor oils of Open Society "LUKOIL" is to inform first and then to convince final potential consumers to buy motor oils of Open Society "LUKOIL", because the production has very high quality exceeding all Russian analogues and some foreign samples, and has low enough price in comparison with the competitive organizations.

Idea of the program is that the production of Open Society "LUKOIL" associated with the high quality, the reasonable prices and reliability in using. In opinion of our group, it is possible due to development of effective marketing strategy, the promotion program of production in which the emphasis should be made on advantages of products (see. above) and on the company as the manufacturer of motor oils. 

In connection with this in the strategy should be used the following important information concerning characteristics of motor oils of Open Society "LUKOIL" (advantage of production that creates competitive advantages of the company):

1. Optimum size of viscosity of oil for lorries according to conditions of its operation.

2. High antioxidizing properties.

3. A high level “untiwearout” properties.

4. Presence of netralisating actions for decrease of corrosion of the engine.

5. The long period of work without replacement (500-1000 motor hours of work of the engine) - 20-40 thousand kilometers of run. 

6. The low outlay of oil on an intoxication.

Apart from this the idea of the program also includes a stress on authenticity of production. As the prospective Dealer is the first representation of the company in the Samara region, it is possible to make a conclusion, that any other production of Open Society "LUKOIL" sold in this region, is packed imitation of the real products made without the permission of Open Society "LUKOIL" without dependence on quality. In connection with this in the strategy of marketing on promotion of production it is necessary to mention authenticity of production, presence of all necessary certificates and documents on realization of motor oils, and also to call consumers to buy only the original oil with high quality. It is necessary to mention that Open Society "LUKOIL" always takes care of the quality of its products.

The main idea of the program is to generate so-called " brand loyalty", that is adherence to production of the certain mark, in our case to motor oils of Open Society "LUKOIL".

Means of promotion of a product and the budget of the program

As the basic target market of the Dealer is the market of the enterprises and the organizations of Togliatti using in their activity motor oils, hence, marketing actions and used means of marketing campaign of the organization should be directed to achievement of this target segment.

Within the framework of this part of work it is necessary to examine the following important points:

1. The scheme of distribution of motor oils.

2. Advertising and the budget of advertising.

3. Methods of stimulation of selling.

1. The scheme of distribution of motor oils.

The given section means consideration of possible ways of selling, realization of motor oils "Lukoil-Super" in Togliatti. Whereas firm motor oils can be realized only by the official distributors, having certificates with the right of trade of the packed production of Open Society "LUKOIL", our production can not be realized through a network of the autoshops already available in city, that is the Dealer has no right to transfer the products of the company for realization to other firms. Accordingly, in our case, motor oils will be realized by means of gasoline stations of Open Society "LUKOIL", and through direct realization by the Dealer of the company.

2. Advertising and the budget of advertising.

In the choice of price policy strategy opportunities of the Dealer are limited, because the wholesale price of oils 93-108 ruble. Hence, with the marginal costs and the prices of competitors the price of 5 litres of motor oils "Lukoil-Super" is 120-130 ruble.

Within the framework of an advertising campaign positioning of the production is ffered according to the following strategy (Table 2):

Table 2

Strategy

1. Positioning on attribute: association of the product with the particular characteristics

2. Positioning on consumer: association of the product with the particular consumer group

3. Positioning on advantage: association of the production with the particular consumer advantage

4. Positioning on correlation price/quality: reasonable prices, high quality

The main goal of our group - stimulation of demand of potential consumers and creation of image of the Dealer of Open Society "LUKOIL" in the city. That is the special attention at the initial stage will be given to the promotion of the company and realization of the products. Use of the following ways of promotion of production is planned: 

· advertising in press - advertising in mass media (local newspapers, magazines);

· printed advertising - preparation of catalogues and booklets about the company and its production;

· screen advertising - advertising on TV;

· the outdoor advertising;

· advertising on vehicles;

· advertising on a place of sale - posters, booklets;

· exhibitions and demonstrations of production.

The main goals of the group for the greatest efficiency on promotion of production with using of the above-stated tools, the following:

· achievement of a maximum level of knowledge of consumers about offered production, a way and a place of its purchase, about the organization at whole;

· belief of consumers in a choice and purchase of production of the official dealer of the company, being based on its advantages and features;

· periodical realization of actions for maintenance and preservation at buyers of interest to production and the Dealer.

As advertising means will be used:

· periodical local printed editions of Togliatti (such city newspapers, as "From Hands in Hands", "The Togliatti Review", magazines "Togliatti - Managers" and  "AIM-Press" (magazine on the automarket of Togliatti)). Development of the advertising text and its placement in newspapers and magazines is supposed.

· television programs and advertising blocks of local TV (telechannels "Autodrome", Broadcasting Company "Lada-TV"). Development of an advertising roller about the company and production by the broadcasting company and its display during time is supposed.

· the prepared booklets, posters and catalogues about the organization - dealer and production (the printing House of Togliatti);

· the outdoor advertising on special publicity boards (service of the organization "Vector");

· advertising on transport (advertising agency " New Stroke ");

· demonstration of production on a salesplace - the organization of exhibitions of production. 

The list of actions for promotion of production with the instruction of responsible persons, terms of performance of works and expenses for a data structure of actions is given in Table 3. The budget of advertising with the instruction of used marketing tools and expenses for their use is given in Table 4.

Table 3.

Promotion actions

The name of the action
terms
Responsible persons
Expences

An advertising text, booklets, posters and cataloques
01.01.2002 – 15.01.2002
Ivanov, Sidirov
460

Creation of advertising roller with “Lada-TV” and “Avtodrom”
01.01.2002 – 23.01.2002
Petrov, Sidorov
750

Control over preparation of booklets, posters and catalogues
16.01.2002 – 31.01.2002
Ivanov
200

Replacement of articles
16.01.2002 – 15.03.2002 
Ivanov
600

Control over fulfilling of the order on outside advertising and advertising in transport
01.01.2001 – 15.01.2001
Petrov
300

Organization of actions on product demonstration
01.01.2002 – 30.01.2002
Petrov, Sidorov
3400






TOTAL
01.01.2002 – 15.03.2002

5710

Table 4.

Budget of advertising

Means
Period and frequency of use
Expenses

ruble
Comment

Articles:




Newspaper "From Hands in Hands"
16.01.2002 – 15.03.2002 – weekly
1200
8 times on 150 r.

Newspaper "The Togliatti Review"
01.02.2002 – 15.02.2002 – in every issue 15.02.2002 – 15.03.2002 – weekly
2380
14 times on 170 r

Magazine "Togliatti - Managers"
16.01.2002 – 16.03.2002 – monthly
2400
3 times on 800 r.

Magazine "AIM-Press"
16.01.2002 – 16.03.2002 – monthly 
1800
3 times on 600 r.

Producing of videoproduction (“Lada-TV”)
01.01.2002 – 23.01.2002
6200
Firm’s tariff

Placement of advertising video production on TV (“Lada-TV”)
15.02.2002 – 01.04.2002 – 2 times a week
2700
225 r. for 30 seconds 12 times a period

Producing of advertising video production (“Avtodrom”)
01.01.2002 – 23.01.2002
5000
Firm’s tariff

Placement of advertising video production on TV (“Avtodrom”)
24.01.2002 – 15.02.2002 – 4 times a week 16.02.2002 – 01.04.2002 – 1 time a week
5400
300 r. for 30 seconds 18 times a period

Preparation of booklets, posters and catalogues
01.01.2002 – 31.01.2002
3800


Outside advertising (“Vector”)
16.01.2001 - 31.03.2001
6400
800 r.

Advertising on transport ("New Stroke")
16.01.2001 - 31.03.2001
7800
Each  260r.

Product demonstration
16.01.2002 – 15.02.2002 – once a week 16.02.2002 – 15.04.2002 – once a month
1400
Expenses on presentation and preparation of the premises

Expenses on organization (total on the table 4)
01.01.2001-15.03.2001
5710







TOTAL
01.01.2002 – 15.04.2002
52190


3. Methods of stimulation of selling

The system of additional services and servicing clients means maintenance of accessible, fast and qualitative service. The increase of selling can be achieved just by means of system of servicing and system of additional services which includes: delivery of production at wholesale purchase; recommendations for use of motor oils; answers to questions of clients, consultations etc.

One of the ways of stimulation are discounts. In our case for stimulation of selling probably application of the following kinds of discounts (see. Table 5):

Table 5

Method
Description

Discounts on the volume of purchased goods
Decrease of the price for buyers making wholesale purchase

Seasonal discounts
Decrease of the price in winter for stimulation of the sale and the volume of the sales

Special discounts
Decrease of the price for constant clients

Appointment of the price for special cases
In particular moments the particular prices might be fixed

Discounts with psychological influence
Appointment of very high price and discounts on it

The other methods of stimulation include:

Table 6

Means
Description

1. Taste samples
Offer of a particular volume of free oil for the first visit

2. Coupons
Certificates with discounts on particular product

3. Discounts
See Table 4

4. Marked-down products
The product with decreased price (due to other package and etc.)

5. Prizes (games, lotteries)
To give an opportunity to buy something

6. Guarantees
Guarantees that the product have the high quality and etc.

7. Demonstration


The system of stimulation of selling as a whole should include the following stages:

1. To present the goods and to break into a new market - an advertising campaign (see above).

2. To expand knowledge of the consumer of the purposes and ways of use of the goods, to create favorable representation about the Dealer, his work with clients - an advertising campaign (see is higher).

3. Clear positioning of the product - see above.

4. Constant maintenance of interest of consumers to the organization and its goods.

5. Creation of contacts with consumers.
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