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reached by a particular country or area in the development process. Mention of firm names or
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SUBJECT : MARKEL I MG~ CAPLI AL GUODS

.

INTRODUCTION.

$) DEFINITIONS OF MARKETING

$1) THE MARXETING PLAN - TARGETS ETC,

$41) MARRET DATA ~ MARKET INTELLIGENCE

¥)  SALES PROMOTION ~ ADVERTISING -~ FIIMS

vi) BUIGETS -« A MANAGEMENY TCL




The purpose of my aln thiz evening is wo Jive vou @t industrialists

a verbal picture of these & Livitius i, a wonpany Which combine to

farm a camplete crading fuaction.

The Marketing Fanction in the cepitel goeds or, £or thet matter, any
othe: industry should be that of a planning and support tunction to the
Sales Operational Activity - the spear head of any selling exercive is
the Sales Engineexr -~ the salesman {f you like - but like & soldier

on the field of battle he relies on somecne to plan ths battle - to
keep him supplied with wmunition - to evtablish and operate lines of

communication and, above all, to ensure that his side has the tools
to win,

Nuch nonsense is said and written about marketing. The word is often
loasely used, with the result that it has & wide, vazied and fregquantly
insocurate conotation. Let us censider tie definstion given by the

Institute of Marketing.

i )

"Marketing s the Management Punction which organises and dirocts all
those hui#eu acttivicies involved in asseseing and converting customss
purchasing power into effective demand for a spscific product or sesvice
ard in moving the product or service to the final consumer and user 80

&8 to achieve tha profit taryet and other objectives eet by a Company.”

sLIoe 2
"Attenpting to satisfy customer need in order to obtain business to the

ultimate bunefit cf one's company.”

The Institute of Marketing drawe a clear distinction hetwean the concept

of philosophy on the cne hand and the tools or techriques on the other,




By philagophy 1o Leant 1l Lne aaie o S Tge o Manaemenl oot oh pats
the custmerc' necas rog0 and oo apeLioati oo o0 reaovarces b oan

organisation Lo tden! ivaag acd el oty ong Frovitaiaey thoso needs.

dy technigues I8 meant wicse retdelint okilio Wionh nast pe empioyed

gy

in order to forrulste and v p emen’t the Margelion Plan.

PRSI

{

Before 1 9o or to discuss the Marketine Plan LU woulu verhaps be of
interest to you to oonsider for o few mokents how Liose management and
opirational clements of a husiress are, 3¢ to speak, ail 'Targetted In'

on ane point.

SLIDE 3 - THE CUSIGMER

The salestan cr sele engineer Juite often labowme viader the illusion that

he is the cunly one in contact with the customer. The purpose of this

i
slide 38 to show just how many poaints of contact there realiy are, I
think you will all vealise Chat unloss all the activities ghown on the g

slide are properly plarned and cosordinated that inshtead of supporting
the sales snclaear <lizre would bo chacs anyt, like the =0ldier [r the

field, the sales cagincer wouli cxitlcise his superiors Justifiably,
Our own definition of amarketing is:
"Marketing lu ataying in husinsses at an Acteptable margin of
profic.”

SLIDE 4 <~ THE MARKFTING PLAN

a) Deflue the task.

b) Sfet olLjectives,

&) Patermine ¢ reihog,
Jd) Detarmine the cogr.
e) Imvlenant the method,

£ oniner the resuits.




q; Analyse the rea i,

-

h) Determine Covrective metinds, 1f requarod,

A famous philcsopher zetentist orce sald that. before sne can sey that

he understands a subiect he must firatly be avle to quantify every

aspect of {t.
Now true this is If we care to think about it,

Surely, theretore, this should apply to market.ing - welling - production -

the business we are in.

What must ene quantify, thevefore, in terms of marketing a product.

e) The Market ~ Its Total Potential _Size
a.4) Bistributioun,
By Gaographical Dispersal.
By Industxy.
By Company, or Group of Companies.
b) The Suppliers to that Market.
b.4) Their Relative Shares.

e) he Trends of the Market.
4 Zhe Factors of influence on that Market.

4.1) Technolcgical.
4.14) Commercial.

 d.444)  Political.

1f thess factors can be quantificd the task can then be defined in

positive tems cf clear objectives set which can be understood.

In setting objectives in the marketing Lt must be appreciated that they

must be all embracing - that ig, relating rot ouly to the selling
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Parhars 1 cun pese dllszrace Jor vou thy Ericess o8 getting ollewidves

o
*

tn relation o 4 DUBLG T ol ev, ol vendlote Y referonce Lo the uaxt

3lide,

SLIUE €

in thie cese capazity i avaliahic tu profucy the various producte. This
Capacity Lau been provided onoantommation gathered frem the market and
monitored regularty ro encurs that the reduired growth Fattern cr phasing

out patterns ace clserved and acted upon,

The first Lidective wilj u Lo f1il the cavacity, secondly, to £111
forward gapacity bayond tha «rd of rhe flnanaial year., por exanple, the
huild time jos a predust could e frog 12 TONtis . Jrders would be
required to fill at jcast 3L2 months Cepacity pevend the curcent vear's

wneration tu ensure centinvity of production.

As we are conmidaring estaclished progucts, the variation 1n demand for
®2ch product will reveal differences in “he volume >f orders required

for sach product. A turther objective will, therzfore, pe to obtain

ordars by remlating the avallahlo eifeort v Concentrate on those

Products fur which the §-oater need iy rovealed,

*

In planning the use of aVailable effore ang *Y reculating the taxgets,

Special obdertives Lan be care,ed for., poe vXAMple, if g canpany is

Planning .apcreans developne:s g 15 i your interest tu have your

producty in on rhe qrodesd floear, thap S92 a CITCUmSLaLce oo Le

catexad for whern plamning the Tabgel allocatios,
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The real surpose of pianning 11 the way the table {g gat Ut ia to set

objectives ags targety, ghug queatifyiag che heeds for the s:iles forca,

In considering the methods in be employed to achieve the targets get

one must look gt many factors.

4 The margin (profit) on the turnover expected.

b)  The nature of the product - ivg technical conplexity,

¢} The application of the product - i Fany instances it must
b2 realisel shat one is reaily marketing a process.

4) The end users anq thair locatien.

) The perscn, or persons on whom tha buying deciston really restas,

2} The financial conaideration - i@ the Froduct une that can be 7
marketad into in@uetyios wien financing problems ~ ig the
*pm&uct. 90 technically ccaplox that Lt requires vpecial financial

schemes ag incentive, o.g., trial period plan and so on.
*

In detemmining method we can then set dwn the type of Approach needed.

1)  Persona) contact,

2)  EBducation of Ustr i the techianiogical apr.ication and
benetits to be derived,

3 Pinanciai Justiiicacion,

4 Extending che awarerness poricd.

et us take vach {n twyn,




- L, .

In respect of (L) we zre talking about seiling time or fice to face
contact with the petential user - buyer. Therefoze, wnat can be
planned to extend this. The sales speratioral nanageinent will obviously
plan to maximise the us. of soles engineers' time, but market planning
can organise such events as working social fupetione, lestures, either
in certain areas or at the Company '3 Head Office, depaendent only on

getting the customers there.

Now in considerlrqg (2) we must look at the effectiveness firgtly of the

sales enginesr ard what can be Justifiably expected of him. 1t may bs

that he needs to be supported by specialists - factory repreaentativas - §

design experta, etc. These can be planned for. 1In addition, one must

look at the support literature and other aids such as fiip charts - filae ~
slides - catalogue material and so on, also to cunsider sducational seminsrs
demonstrations and 30 on. The extent which support of any sort can be

planned must be related to the profit to be cbtatned - it's no use spending
£10 to make only E1.

The question of financial justification for the choice of one's product

is often overlooked by salesmen and sales engineers. The customer must be
convinced o! the sconomic viability for purchasing a specific product.

The best source of such information ie the supplier, ‘ The sales enginee:
cannot be expected to be an expert financial wizard, but he must be
oxpected to be able to present a financial argument convincingly. Macket
planning should, therefore, ensure that proper procedures are implemented
to provide the best expert advice on the financial Justification statesent.
Also that training of sales engineers is carried out in this subject.
Purthermore, that properly organised finanf:ial schemes exist and that the

sales force have the fullest detail about them and how they are intended

to be operated.
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advertising - telephone guories - the specialiy ;:fmr%ved wiorke visit -

vigits to Cristing uesy toapeaieg,

One aspect thab no market Planning can evar beat, wor sheuld it aver be

suggested that it dees, and that 18 the personal relationship rhat should

be bullt up and caluivaces between the sales engineer and My customers.

The best way of keeping a prospect alive le for the sajas sngineer 6 yse

to the full the help and resources avallable to snhance his Personal standing

with his customers .

{ “hink that perhaps I have sciq enough about market planning. 1t s &

subject which, to develnp properly, would require wany hours of time to

qover the very detailed work involvaed,

I would like, therefore, ot talk now for a few moments ahout the other
aspects of marketing, wai.h "1l g0 to providing the back-up and tndeed

make possible the formulation of & marketing pian.

MARKETING DATA

One of tine prime responglinilitios of a Marketing Department witnin a
company is that of gatherin;, dgsesuing ana evaluating and then tinelly

diaum.lnat;lng date iy all aspects of the industrial environment having

a bearing cn the markas for cne's products,

There are many ways Lo whioh thir Jata can be uved,




When o company $s nlant, g Lo exstead Lie Geeraticn 10th A new ared,
Jdata wiil have beei anppliee to malagemernt Dy rarketin. Justafying the

whole operation,

The information given would relate Lo

SLIE 9
a) The size and locaticn of the narket in that area.
b) The geographical centre of distribution and control.
3] The viability of cperating through resident sales engineers
or distributcrs, et
4) The viability of having ap office - showroam - warehouse,
etc. in the area,
e) The cus:omers - potentiai and existing, their location, sise ete,
£} The competition in the asea and iua strength.

g} local taxes, ew.

e section or department witnin the Marketing Department Jensrally
entrusted with this work is in many companies known as the Market
Intelligence Secticn. Inter-alia they are generally responsible for all
statistical returns to management, but alsc they will be monitoring

data on products, their carket share, trends, etc,

Merket lInteiligence wourk, as cppused to market i¢aearch, is more often

than not carried out as a desk axarcise.

I can give you an example of a recent market intelligence exercise carried

sut in my company.

Having satisfied curselves >t the siZe of the U.S.A. market for & certain

product we looked at the best mesns df effeciing cur sales operation and

then to put it into effect.

It was determined that we would work through distributors managed by

ocur own resident Manager,
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CONCLUSTON

THE THREE PILLARS OF ANY MASKETIM: EXERCISE thoavetore are:-

l. MARKET JESLAFRCH.
2. ADVERTISING AND SALEL PROMOTION.

3. SALES/SERVICE/ADMINISTRATION.

These three pillars can be broken dJdown into seven basi¢c marketing

functions.

1. Collection of data, which should indicate how marketing
obiectives shall be attained.

3. Product planning. uhis converts knowledge of the customer
into saleable, profitable products.

3. Inform, educate and pre-sell the customer, and to make
perscnal selling efforts more effective,

4, Provide the pursonal contact that converts marketing

efforts into sales.

5, Prevent present customers becaming ex-~customers by sexvicing
what i3 sold,

$. AMnminister - making the product available in the quanities
the customer wants, in locations that pemmit prompt delivery.

7. Develop and provide the right people, at the right time, to

perform the marketing functions.









