
MODULE OBJECTIVES

After going through this module you will be able to 
understand:

• What is the interface of a sales person with the Marketing 
department?

• What are the various concepts of doing business?
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• What are the various concepts of doing business?
• What is the Marketing Management process - CAMMIS?
• How  does a company develop/ identify a Concept?
• The factors that are involved in the Analysis of Market 

Opportunity stage:
• Market environment study
• Understanding Consumer Behaviour
• Segmentation and Targeting.



MODULE OBJECTIVES

• The Market Strategy design :
• Product Planning

• Pricing decisions 

• Placement considerations

• Promotion planning and developing sales promotion campaigns
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• Promotion planning and developing sales promotion campaigns

• What is Positioning and Repositioning and the need for it?

• What are the factors involved in conducting Market Testing ?

• How  is the Marketing Process / plan Implemented ?

• What is online marketing and how it works?

• What is social marketing and the social marketing process.



OBJECTIVES

After going through this session you will be able to 
understand :

• What is the interface of a Salesperson with the Marketing 
department of his Organisation?
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department of his Organisation?
• What is a Market?
• What is Marketing ?
• What constitutes the Marketing Mix?
• What are the typical Concepts of conducting business?
• What is the Marketing Concept?
• What is the Marketing Process?



INTERFACE OF SALES AND 
MARKETING

Sales and Marketing, function being 
complimentary, interface on the following :

• Market information : on target customer, 
competition, market performance, sales 
data etc..

Marketing Management 1\1\4

data etc..
• Product : Design, contents, sizes, 
• Pricing : rationale, components, discount 

structure
• Promotion : Advertising and Sales 

Promotion support
• Placement : Channel decision, Inventory 

control and distribution support



WHAT IS A MARKET?

A market is a group of potential customers ( people 
or Organisations),
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• Sharing similar needs to satisfy

• Money to spend and 

• The willingness to spend it



It is a physical location or….
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a virtual place .
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WHAT IS MARKETING

Marketing involves, 

• Ascertaining generic needs of the market
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• Developing and offering a product or service 
to fulfill those needs 

• Devising strategies to support the product or 
service being offered



MARKETING MIX

Marketing mix elements are :

• Product 
• Price
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• Price
• Place
• Promotion

Commonly referred to as the “4P’s” of Marketing, these 
tools are used to achieve the marketing objectives in the 
target market



THE MARKETING MIX ELEMENTS

• Product  : Any goods or services offered by an 
organisation to satisfy specific consumer needs

• Price : The value of the goods or services for both the 
seller and the buyer
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seller and the buyer

• Place : The  distribution or physical movement of goods 
and services from the producer to the consumer

• Promotion : Any form of communication used to inform, 
persuade and remind consumers about goods or 
services



CONCEPTS OF DOING BUSINESS

PRODUCTION CONCEPT
• Holds that the Consumer will buy a product which is 

• priced low  and
• widely distributed 
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• Management’s focus : Mass production and extensive 
distribution

• Concept holds in two situations:
• When demand exceeds supply and consumer wants the product 

and not its finer points
• When product’s cost is high and has to be brought down by 

increasing production



Henry Ford (1863-1947)

SUCCESS THROUGH PRODUCTION 
CONCEPT
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The first Model T Ford was built on 
September 27, 1908. Ford continued 
building the "T" for the next 19 years, 
until it was replaced by the Model "A" in 
1928.



Henry Fords vision

"I will build a car for the great multitude. It will be 
large enough for the family, but small enough for 
the individual to run and care for. It will be 
constructed of the best materials, by the best 
men to be hired, after the simplest designs that 
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men to be hired, after the simplest designs that 
modern engineering can devise. But it will be low 
in price that no man making a good salary will be 
unable to own one-and enjoy with his family the 
blessing of hours of pleasure in God's great open 
spaces.“                      -Henry Ford



The reality…… A Ford Model T (1926) 
Advertisement
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The Model T story

• Initially the Model T came in 3 colors,
red,green and gray
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• By 1910 Ford started painting their 
cars dark blue- almost black.

• By 1914 all the cars were painted 
Black to achieve maximum economies of scale.  

• Ford was producing one car every 93 minutes!



"The Customer Can Have Any Color He 

Wants So Long As It's Black". 

The Model T story
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Wants So Long As It's Black". 
-- Henry Ford



By 1927 Ford had sold  

The Model T story
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Model Ts !

Ford Motor Co. stopped producing Model Ts in 
July 1927



CONCEPTS OF DOING BUSINESS

PRODUCT CONCEPT 

• Holds that Consumer will buy a  product which is best 
in :
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in :
• Quality

• Features

• Performance

• Management’s focus :  make superior products and 
improve them periodically



PRODUCT CONCEPT IN ACTION
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• In 1985 Steve Jobs resigned from Apple 
Computers to formed his company, Next Inc.

• In late 1980’s Steve Jobs introduced a new 
desktop computer called NeXT.

Steve Jobs (1955- )



The NeXT Story

• NeXT was attractive and user friendly.It was the first ever 
computer with a hi-fi speakers and CD-ROM reader.

• It was positioned as a “scholars workstation”. It was priced 
at $ 10,000 

• With such a steep price tag,most ‘scholars’ could not afford 
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• With such a steep price tag,most ‘scholars’ could not afford 
it.

• It was then re-positioned as an “engineers best tool”. 
However, engineers preferred Sun Micro Systems & 
Silicon Graphics desktop work station,which they were 
using already.



• The software for NeXT was not compatible with 
IBM or Apple , so few compatible software were 
available in the market.

• In 1993, after spending $200 million on design, 

The NeXT Story
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• In 1993, after spending $200 million on design, 
development, promotion & marketing, Jobs 
stopped production and sale of NeXT.



CONCEPTS OF DOING BUSINESS

SALES  CONCEPT

• Holds that the consumers resist purchase and 
have to be coaxed to buy
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have to be coaxed to buy

• Management’s focus : undertake 

aggressive selling and promotion 

efforts



CONCEPTS OF DOING BUSINESS

MARKETING CONCEPT

• Holds that Consumers prefer 
to buy a product that best 
satisfies  their needs
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satisfies  their needs

• Management’s focus : know  
and understand the 
Consumers and their needs 
and then produce products 
that satisfy their needs



THE MARKETING PROCESS

CONCEPT DEVELOPMENT

ANALYSIS OF MARKET 
OPPORTUNITYSELLING
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OPPORTUNITY

MARKET  STRATEGY
DESIGN

MARKET  TESTING

IMPLEMENTATION

SELLING



SUMMARY OF LEARNING

• Sales and Marketing interface on  market, customer 
and competition information and the 4 Ps

• Marketing involves ascertaining generic needs and 
devising strategies to satisfy these needs

• Elements of Marketing Mix are Product, Price, Place 
and Promotion
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and Promotion
• Concepts for conducting business are Production 

concept; Product  concept; Sales concept  and 
Marketing concept

• The Marketing management Process CAMMIS 
involves : Concept development; Analysis of Market 
Opportunity; Market Strategy Design; 
Market Testing; Implementation and Selling


