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ABSTRACT 
Indian Plastic processing industry has made significance achievement in last 50 years with more than 30,000 units spread over India. The capacities built in most 

segments of this industry coupled with inherent capabilities have made us capable of servicing the overseas market. The demand for plastics was ever growing. 

Mid 1990s came with the need to organize Indian plastics sectors as much as to consolidate and cater to the global market requirements. The economic reforms 

launched in India since 1991, have added further fillip to the Indian plastic industry. Maharashtra Industrial Development Corporation Jalgaon is well known for 

its Plastic industries, Particularly for Polypropylene mats and Polyvinyl Chloride Pipes. The market share of Polypropylene mats of Maharashtra Industrial 

Development Corporation Jalgaon is more than 80% of the Polypropylene mat Production in Maharashtra.  But it has been observed that during previous 10 years 

the prices of Polypropylene mats has gradually decreased and profit margin for manufacturer has reached at break even point. Similar trends have been observed 

in Polyvinyl Chloride pipes and allied plastic products as well. This present situation is due to consequences of number of factors including improper marketing 

strategies, cut practices, improper and flexible pricing. The maximum small scale plastic processing units in MIDC, Jalgaon are now working at break even level. 

To cope up with present problems of industry and for progress, the strategic marketing management is mandatory for these units. Researcher has analyzed the 

situation and suggests several strategic alternatives to the industry.  

 

KEYWORD 
Globalization, Strategic Alternatives, Strategic Marketing. 

 

INTRODUCTION 
he Plastics Industry in India has made significant achievements ever since it made a modest but promising beginning by commencing production of 

Polystyrene in 1957. The plastic processing sector comprises of over 30,000 units involved in producing a variety of items through injection moulding, 

blow moulding, extrusion and calendaring. The capacities built in most segments of this industry coupled with inherent capabilities have made us 

capable of servicing the overseas markets.  

The demand for plastics was ever growing. Mid 1990s came with the need to organize Indian plastics sectors as much as to consolidate and cater to the global 

market requirements. The Indian plastics industry faced intense competition from companies that were globally consolidated. Indian plastic industry needed 

technological advancements to compete the existing players in terms of product quality, cost and quantity. The economic reforms launched in India since 1991, 

have added further fillip to the Indian plastic industry. Joint ventures, foreign investments, easier access to technology from developed countries etc have 

opened up new vistas to further facilitate the growth of this industry. 

Maharashtra Industrial Development Corporation (MIDC) has set up Industrial Estate at Jalgaon in 1983 which occupies 646 Hectors of land having 

approximately 1757 Industrial plots and more than 1000 small scale Industries in operating conditions. Maharashtra Industrial Development Corporation Jalgaon 

is mainly known as pulses, pipes & mats Industry. There are more than 200 pulse mills, 150 Polyvinyl Chloride pipe industries, 100 Polypropylene mats & 

Granules small scale Industries. Maharashtra Industrial Development Corporation Jalgaon also includes 68 large scale Industries having Rs.1728 Crore 

investment. The overall employment generated by Maharashtra Industrial Development Corporation Jalgaon is more than 28000 in numbers. Further Total 

investment in small scale Industries is Rs. 277 Crore. 

The Plastic Industries in Maharashtra Industrial Development Corporation Jalgaon mainly includes Polypropylene mats & Polyvinyl Chloride Pipe production 

units. The Jalgaon Pipes & Polypropylene mats has captured the huge market share across the nation. Jalgaon PP mats manufacturing industry are the largest 

mats manufacturing industry not only in Maharashtra but also in the Country too. Pipes from Jalgaon are also distributed and used all over India. Jain Irrigation 

Systems Ltd. Jalgaon is the milestone Company in the field of Pipe Manufacturing in India.   

 

MARKETING STRATEGY: THEORETICAL APPROACH  
ORIGIN, HISTORY, DEFINITION   

The word “Strategy,” derived from the ancient Greek, means, “the art of the general,” Till recently its use was confined to the military. Encyclopedia Britannica 

defines strategy as “the art of projecting and directing campaigns… a prelude to the battlefield.” Strategy is the corner-stone of military command. The general is 

responsible for divising the key idea by which his forces are expected to reach the goal. 

From the business point of view, strategy may be defined as “the schemes whereby a firm’s resources and advantages are managed in order to surprise and 

surpass competitions or to exploit opportunities.” Marketing strategy connotes a broad set of determinations that would direct the entire marketing planning 

process.” According to Philip Kotler, “marketing strategy is the basic approach that the business unit will use to achieve its objectives and it consists of broad 

decisions on target markets, marketing positioning and mix and marketing expenditures levels,”. David W. Cravens says “marketing strategy encompasses the 

design, implementation and management overtime of the total marketing efforts as it relates to the product, channels of distribution, price, advertising and sale 

force”. Sir Philip Kotler also says, Marketing Strategy is “A set of objectives, policies and rules that guide over time firm’s marketing efforts.” It is a policy to 

maintain the concern’s competitive position in the market. Management gives it a shape with strategies for each product, its distribution, promotion and pricing. 

It tries to balance the controllable with uncontrollable and thus shapes the market needs and wants and fulfils company goals. For this he combines product 

market distribution, promotion and pricing strategies into a single overall marketing strategy.  

 

MARKETING DECISION IN A COMPETITIVE SETTING  
Skilled in planning and using the controllable on individual the marketer has an opportunity to win the buying preferences of certain market segments on a more 

or less permanent basis. In monopolistic situation the actions of one marketing manager have no effect upon that of the other while their skill makes major 

contenders in their industries and those lacking in skill fall back. Every marketer has to consider the moves of competitors and their reactions to his own 

marketing decisions. Marketing decisions in a competitive setting are influenced by the following factors : 

1. THE PRODUCT: Whether the marketer is an inventor or a follower to market his product successfully, he must be careful about the competitor’s timings of 

actions. By the actions of the competitors many products have slipped below the status and disappeared.  

2. DISTRIBUTION (MARKETING CHANNELS): A successful product must reach the central buying places. It must follow the customary channel. The concern 

should offer a better product, a lower price, a more effective promotional programme or some other combination of other factors.  

T 
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3. PHYSICAL DISTRIBUTION: Marketers want to have the right resource at the right place and at the right time. They care for reasonable costs. As 

competitors’ actions and operations influence physical distribution decisions, the marketing manager must try to send his goods at the required place at 

the time when needed.  

4. PROMOTION: The methods applied by the marketer to stimulate market demand are very important. He should spend sufficient amount on advertising 

giving the knowledge of qualities of his product and a comparison with competitors’ products in the market.  

5. PRICE: The price must coincide with the customer’s evaluation of the items. Superior quality brands may be marketed to defeat the competitors. 

Marketers use aggressive market strategies when they use the other means of controllables.  

 

PREPARING OVERALL MARKETING STRATEGY 
In order to achieve careful integration of all dimensions of the marketing efforts, the marketers should determine whether or not  the combination of inputs 

going into the overall marketing strategy is optimal. It involves evaluating of the possible inputs to the overall marketing strategy in terms of  the likely outputs. 

The marketer should make selections from the various inputs in such a way that the combination is the best he can devise for achieving the desired outputs.  

FACTORS AFFECTING OVERALL MARKETING STRATEGY 

1. COMPETITORS’ COUNTER-MOVES: These differ with various marketing inputs. Though most competitors can easily and quickly match or otherwise adjust 

to price changes, they often find it difficult to follow or to retaliate against product innovations. This explains why many marketers seek to gain differential 

advantage over their competitors by varying product characteristics as altering promotion than prices.  

2. SYNERGISTIC POTENTIAL: Marketing inputs are capable of being mutually reinforcing or having synergistic potential. The marketer should consider this 

working towards an optimum overall marketing strategy. Displays and advertisements can be made mutually reinforcing since the display repeats the 

advertising efforts message at a time when the consumer is in an outlet where the product is on sale. Product inputs and marketing channel inputs can be 

mutually reinforcing, depending upon the effectiveness with which they are integrated.  

3. SUBSTITUTABILITY: The selection of marketing inputs is also affected by their degree of substitutability. Substitutability is the extent to which one type of 

input can be substituted for another type in as much as the nature of marketing objectives such as that of retaining a certain level of profit presents a 

decision-maker from making unlimited use of all inputs. Consideration of substitutability helps in determining which inputs to include and which to 

emphasize in the overall marketing strategy.  

4. DIVERSITY IN PRODUCTIVITY LEVELS OF VARIOUS MARKETING INPUTS: The marketers should recognize that all inputs do not have equal productivity. 

Some inputs need a minimum level of use before they begin to have measurable effects. An advertising message must often be repeated several times 

before consumers become aware of it. The lower cost per consumer, contact through radio, magazines and billboards often make it possible to present a 

much stronger impact on consumer with a limited budget.  

5. ELASTICITY OF MARKETING INPUTS: Different marketing inputs are elastic. They influence the demand of the product. The marketing manager must 

recognize that effect on the product. For example, a manufacturer determines different prices for different customers or for different areas on the basis of 

varying elasticity of demand. The prices for wholesalers, retailers and consumers are different in almost all market.  

While formulating the overall marketing strategy the marketing manager must consider all the above factors. The strategy must be so elastic as to incorporate all 

the strategic factors of the competitors as and when required.  

FORMULATING THE MARKETING STRATEGY  

Basically, formulation of marketing strategy consists of three main tasks i.e.  Selecting the target market, positioning the offer & assembling the marketing mix. 

This implies that the essence of the marketing strategy of a firm for a given product/brand can be  grasped from the target market chosen, the way it is 

positioned and how the marketing mix is organized. The target market shows the whom the unit intends to sell the products; positioning and marketing mix 

together show how and using what uniqueness or distinction, the unit intends to sell. The three together constitute the marketing strategy platform of the given 

product.  

1. SELECTING THE TARGET MARKET: To say that target market selection is a part of marketing strategy development is just stating the obvious. It does 

not fully bring out the import of the inseparable linkage between the two. When the selection of the target market is over, an important part of the marketing 

strategy of the product is determined, defined and expressed.  

2. POSITIONING: The next major dimension of marketing strategy relates to positioning of the offer. The firm has already selected the target market and 

decided its basic offer. Now, what is the conjunction between these two entities? How do they get connected? What is the interface? In other words, what is the 

locus the firm seeks among the customers in the chosen target market with its offering? How would the firm want the consumer to view and receive the offer? 

3. ASSEMBLING THE MARKETING MIX: The marketing mix means assembling the four Ps of marketing in the best possible combination. Involved in this 

process are the choice of the appropriate marketing activities and the allocation of the appropriate marketing effort / resources to each one of them. The firm 

has to find out how it can generate the targeted sales and profit. It considers different marketing mixes with varying levels of expenditure on each marketing 

activity and tries to figure out the effectiveness of different combinations in terms of the possible sales and profits. It then chooses the combination / mix of 

product, price, place and promotion that is best according to its judgment.  

a. Mix has to be worked out for every brand 

b. Deciding the Weightage for each P 

c. Marketing Mix has to take its Cue from Customers / Markets  

d. Marketing Mix cannot be Static  

e. Marketing Mix is the Visible Part of Marketing Strategy  

f. Marketing Strategy of Any Firm can be stated in Terms of its Target Market, Positioning and Marketing Mix 

 

OBJECTIVES OF THE STUDY 
1) To study overall marketing strategy adopted by small-scale plastic industries. 

2) To study various new worldwide marketing techniques available in the field of plastic industries. 

3) To study various allied marketing management strategies adopted by small-scale plastic industries. 

4) To suggest long term measures to small-scale plastic industries for sustaining in globalize economy. 

5) To evaluate the impact of globalization on marketing    strategies of small-scale plastic industries. 

  

RESEARCH METHODOLOGY 
(a)   HYPOTHESIS: 

Hypotheses of the proposed research work are as under 

1) Rational marketing management strategies lead to increased sale of plastic products, which in turn increases overall profitability.  

2) The Small-scale plastic units in Maharashtra Industrial Development Corporation Jalgaon are not having sound marketing strategies  for promotion of 

their products. 

(b)  DATA COLLECTION: 

For obtaining primary data, researcher has interviewed 82 entrepreneurs, out of them 60 full fledged questionnaire are considered for analyses & also 160 

marketing executives selected on stratified random sampling technique. The well designed structured questionnaire was used for data collection.  
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Secondary data was collected from company manuals & records. Reports of Association of plastic industries, magazines, journals,  newspapers, reference 

books etc. 

(c)  DATA ANALYSIS: 

Survey responses were analyzed by using various statistical tools i.e., median, correlation, regression, ANOVAs etc. The analysis of various questions along with 

pie charts is as given below. 

• Do you have separate marketing department?  

 

Availability of Marketing Department  

 

 Frequency Percent Cumulative Percent

       Yes 7 11.7 11.7 

No 53 88.3 100.0 

Total 60 100.0  
 

 

 
• Do you have Brand Name? 

 

Availability of Brand Name 

 

 Frequency Percent Cumulative Percent

 Yes 48 80.0 80.0 

No 12 20.0 100.0 

Total 60 100.0  
 

 

 
• Do you promote your Brand? How? 

 

Brand Promotion Status 

 

 Frequency Percent Cumulative Percent

 Yes 32 53.3 53.3 

No 28 46.7 100.0 

Total 60 100.0  
 

 

 
However the 80% despondence having their own Brand name and 53% of them are taking efforts to promote the Brand, but researcher has observed that they 

are not aware about the methodology to promote the Brand and they are also not aware about the importance of Brand Value in the market. 

• Have you prepared marketing strategy for your product? 

 

Marketing Strategy For Products 

 

 Frequency Percent Cumulative Percent

 Yes 38 63.3 63.3 

No 22 36.7 100.0 

Total 60 100.0  
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• Do you think your existing marketing strategy is best and gives maximum results? 

 

Satisfied With Existing Marketing strategies 

 

 Frequency Percent Cumulative Percent

 Yes 8 13.3 13.3 

No 23 38.3 51.7 

Dont Know 29 48.3 100.0 

Total 60 100.0  
 

 

 
• Do you know about marketing mix (i.e. Product, Price, Place, Promotion) and their role in determining marketing Policies and Strategies of your unit? If 

yes please explain in details. 

 

Awareness about Marketing Mix & their Role 

 

 Frequency Percent Cumulative Percent

 Known 12 20.0 20.0 

Partial Known 24 40.0 60.0 

Unknown 24 40.0 100.0 

Total 60 100.0  
 

 

 
• How do you advertise? 

Mode of Advertisement Preferred Response from 60 entrepreneurs 

Through word of mouth 47 

Through print media 22 

Through internet (email) 18 

Through electronic media  04 

Bill boards 00 

• How you get order for your products?  What is the mode of sales preferred for your Products? 

 

Mode of sale  Preferred Response from 60 entrepreneurs  

Direct sale at factory Gate 60 

Indirect sale through channels 18 

Direct sale through sales executives 07 

Online and Telemarketing 05 

 

 STRATEGIC MARKETING MANAGEMENT IN SMALL SCALE PLASTIC UNITS; PRESENT SCENARIO  
Maharashtra Industrial Development Corporation Jalgaon is well known for its Plastic industries, Particularly for Polypropylene mats and Polyvinyl Chloride 

Pipes. The market share of Polypropylene mats of Maharashtra Industrial Development Corporation Jalgaon is more than 80% of the Polypropylene mat 

Production in Maharashtra. Researcher has personally collected the information through questionnaire about marketing management of small scale plastic 

industries in the Maharashtra Industrial Development Corporation Jalgaon. Also several strength areas of small scale plastic industries are also identified. As to 

pointing limitation of words in research paper a very brief analysis is given below.  

During the analysis of selling price of  PP mats it has been observed that during previous 10 years, the prices of Polypropylene mats has gradually decreased and 

profit margin for manufacturer has reached at breakeven point. Similar trends have been observed in Polyvinyl Chloride pipes and allied plastic products as well. 

The continuous decline trend of plastic mats enforced Manufactures to use raw material of inferior quality i.e. in 1999 the ratio is 80% virgin material + 20% 

recycled material. Where as in 2009 it was 10% virgin material and 90% recycled material. The price, utility, quality and ductility of recycled material is very less 

than the virgin material. Hence it results in very poor quality of Production. This present situation is due to consequences of number of factors including 

improper marketing strategies, cut practices, improper and flexible pricing. In plastic units marketing strategies adopted by entrepreneurs and marketing 

executive are at its basic level, instead of competing with global level, they corrode the market by reducing the prices and by providing cheaper quality products. 

This is badly affects on quality, quantity and acceptability of plastic products of whole small scale industries in Jalgaon. 

Researcher would like to ponder upon non availability of separate marketing department. Analysis shows that 75% small scale Units do not have separate 

marketing department to promote their products.  Maximum of these small scale units consider marketing as an allied activity with finance and production.  

Globalization is one of the major factors responsible for current trend in small scale plastic industries at Maharashtra Industrial Development Corporation 

Jalgaon.  Globalization directly or indirectly has affected all business strategies of small scale plastic industries across India.   

 

FINDINGS 
1. Marketing Strategy used by entrepreneurs are at very basic level and instead of promoting own product they are always intended to  grab on door 

customers. 

2. Only 10% entrepreneurs are aware about formulation process of marketing strategy. 

3. More than 60% entrepreneurs believe that for plastic mats “cheapest is the best” is the optimum strategy. 

4. More than 70% entrepreneurs are not using proper marketing communication tools. Maximum of them concentrates on word of mouth and personal 

selling to retailers.  
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5. Only 20% entrepreneurs are having formulated marketing management strategy to promote their products. 

6. More than 80% entrepreneurs were not conscious and know the important of the Brand Value in market. 

7. Out of all interviewed units, more than 80% units don’t have separate marketing department. The one who is look after production or office, he caters 

marketing as an additional responsibility.  

8. The adverse impact of globalization on plastic industries is clearly seen. 

 

RECOMMENDING THE BEST STRATEGY FOR PROGRESS  
During the analysis of small scale plastic processing industries research has clearly observed that maximum entrepreneurs are either not aware or not interested 

to implement effective marketing management process for promotion of their products. Researcher further identifies that the main reason behind cultivation of 

such attitude is Negligence in designing and implementing marketing strategy.  Although strategies are changes as per kind, nature and other characteristics of 

business but by considering the general business environment of small scale plastic processing units. Researcher has suggested several best Strategic 

applications and steps for survival and progress of these small scale plastic processing units in competitive environment. 

1) EXPANDING MARKET SHARE: The Small Scale Plastic Processing Units would try to improve their market share. The profit impact of market strategies (PIMs 

status) indicates that profitability rises with the market share Sidney Schoeffler, Robbert buzzell and Donald Heany have found on an average, a difference of 10 

percentage points in market share accompanied by a difference of about five points in pretox return or return on Investment ROI. Hence, expanding market 

share is a prime strategy for plastic processing units.  

2) MARKET CHALLENGER STRATEGIES: The Small Scale Plastic Processing unit which is not dominant but occupying fairly prominent positions in the market and 

are next to the market leaders are generally beneficiary’s of such strategies. Market challenger strategies includes: Price discount strategy, cheap prizing 

strategy, Introduction of minisize packages & intense advertisement campaign strategy. 

3) MARKET FOLLOWER’S STRATEGIES: There are a large number of small scale plastic processing units which are content with moderate market presence. These 

units have limited resources and therefore cannot go for quality innovation, new technologies or extensive promotional campaigns and therefore their 

production capacities and marketing efforts would remain moderate. The market followers would construct their strategies in relation to the companies who 

have higher market shares than themselves.  

The market followers should frame their strategy depending upon the market segment to which its product goes and in general the unit keeps its manufacturing 

cost low and its product quality acceptable to the consumers. Follower units have their set of customers in different segments and they try to retain these 

customers. Often, these customers are targeted by market challenger units for improving their sales and market share. The market follower units decide their 

growth depending upon the growth potential of target markets. These units do not have the capability to grow aggressively like the large companies in the 

challenger’s role. The market follower units often concentrate on profit and cost and effective organizational management.  

4) MARKET NICHE STRATEGY: In the niche or focus strategy the small scale plastic processing units concentrates on a selected few target markets. As the small 

scale plastic processing units i.e. manufacturer of plastic processing mats and PVC pipes are already classified in niche category the following niche market 

strategies can be used as per applicability.  

SPECIALIST NICHE: Such units may specialize in one type of job like fabrication of plastic products, plastic mats, PVC Pipes and Hollow plastic containers.  

VERTICAL JOB SPECIALIST NICHE: Such units may be specializing in certain production parts or jobs which are required by large original equipment 

manufacturers like plastic moulded container for oil.  

PRODUCT LINE NICHE: It includes units which may produce special products and continue to sell these products.  

 

CONCLUSION 
The Small scale Plastic Processing Units in MIDC, Jalgaon has been moving through critical state. Instead of “survival to the fittest” maximum entrepreneurs 

believes in “Cheapest is the best” which badly affects on their business operation and promotion activities. The successful and efficient implementation of 

marketing management strategies is the optimum solution for overcoming the problem of survival and existence. However, even though the small scale plastic 

processing units are affected and effected by globalization, still they proves their flexibility to operate the business in adverse scenario and work together and 

identifies themselves as a market leader in plastic mats and pipes in India. 
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