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ABSTRACT

EVANGELISTA, EbMUND MARANAN. “Marketing Strategies of
Johndel International Incorporated.” Undergraduate Case Study. Bachelor of
Science in Business Management major in Marketing, Cavite State University, March
2000. Adviser: Adonis N. Mefiez.

T'he case study was conducted from December 1999 to January 2000 at Johndel
International Incorporated-Philippines located at 8328 Rosal St. Sto. Nifio, Parafiaque
City to determine and analyze the marketing strategies of the firm. The study gathered
information about Johndel International Incorporated on its history, description,
organization and management and marketing aspects. The marketing strategies of the
firm were analyzed. Problems encountered were given viable solutions.

The data used in the study were gathered through personal observation and
interview with the employees and management staff of Johndel International
Incorporated. The business was found to have a close supervision in their activities
however, problems were still encountered.

Product portfolio of the firm showed the depth and width of the products. Its
product lines include seafoods, pies and pastries.

In marketing, it was found out that Johndel International Incorporated is using
only the three product concepts namely, generic, formal and augmented products in their
product strategy. Generic products cortain the basic benefits that a consumer looks for in
a product. Formal products are concerned on the way how the goods are presented
together with the augmented products which are the guarantee and warranty. The firm’s

pricing strategy focuses on mark-up pricing. The pricing strategy takes into account many
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factors, most notably the services performed. Its products are perishable that is why direct
marketing was employed. Its promotional strategy is correlated with its distribution
strategy—direct marketing. It also designates employees according to their field of
specialization and to their experiences.

Low pricing, high quality services and incentives to customers, encourage more
purchase orders of products. Guarantee and warranty encourage some buyers to purchase
products as part of the augmented products. The firm gives importance to this due to its
products’ perishability. The process strategy of Johndel International Incorporated does
not tackle about the production process but how it works for the purchase and shipment
of products.

Other strategies should then be identified to strengthen the company’s competitive
position. These include the creation of a research department that will 1dentify the
strengths and weaknesses of the company that could be used as an advantage.

In order to sustain its growth, the company should be strict on imposing its
policies and practices. The company should also look for other products that could be

offered to customers.

Vil



TABLE OF CONTENTS

TTELE PORTRLA S oot isiiitsnmmsenmmrmssmo s iasommimpiosssmssossissnsscssng il

AEPROVAL SEHBEEIT L i oo st o s s s 11
BIOGRAPHICAL 72 - R O S N 111
ACKNOWLEDGMENT 1V

............
rrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrr
.....................

ABSTRACT vii

...................................................................................................................................................................................................
.........................

LIS L OF APEERIIX TABLES i s st e X1V
LIST OF APPENDIX FIGURES XV

..................................................................................................................................................................

i REcBB, JIo B0 R 1

-------------------------------------------------------------------------------------------------------------------------------------------------------------------
o

Importance of the Stud}z ......................................................................................................................................................................... 3

MELRCDOLRIOY 4
I'ime and Place of the Study 4
Collection of Data ... et R S s 4

Methods of Analyses

Scope and Limitation of the Study | _ 5

..................................................................................................................................

Historical Background s égmiiins 6
Organizaﬁon and Mmagement ................................................................................................................................................. 10
Management policies and practices. ... e . SR 13

X



Motivations and incentives ...~ 14

Marketing 16

-----------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------

--------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------

----------------------------------------------------------------------------------------------------------------------------------------------------------------

Future Plans R AL I s NN k- N Wl AR e S -

ANALYSIS OF THE FIRM 24

------------------------------------------------------------------------------------------------------------------------------------------------------------------------------

i 101 o] s 27

-
I ! lce|||||LLLL;LLLLLL,LL--||||.|.|.|.---------------|lldll--|rrl|rl||-|-|r||.|.|.|.|.|.|-J..|.gaaa........||||......------------||'|J-J---------||||lldd|--|-|Irrrr-lp|-|-|||-I.I|.|.-|.|.|-|-|-|-|..---l.-----....n......p,.;__......'.........'r 3 1

Promotion . 34

------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------

Physical evidence | 35

-------------------------------------------------------------------------------------------------------------------------------------------------------------



R I]- d - Il EEE PR ;
I I lIIle atlo S rErEEE
e P e S sy e 3
Aemrmmma AT aEEdEe .

B I B I f I OG I E ‘ l I I I I LR L T TR BT T o e
A EEE R R,
r r---r--r+|-|-|-rrr----I-Illl!i-Ill-llllllll+++++-IJJJ++++I------l!-'--i-!l-l.-il-l------|+++|.-.--.----|||l
B L I T o S,
fddrrnaaasisananaaa

:'":
[
et R R R R L B o T T T I I O [ SRR
R L e
L L
L

f

X1



