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j/ The  vie«« and opinions axpntBoed in this  rap^r arv  tw.» r»f *««.       ». 
not  nee^arily reflect th*  »H„ ,f the  'ocr^x,      "   ^      ^th°! *"* d° 
h.*» i eon r*produc«d with^t   fcr^U  sdittn*.     ' '' *     lhl8 á0c,4ment 
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e«py «M uMd f©r pr.parin| the w.t.r fitto! 



SUBJECT: MARKKi i í »G     -    CW¿'¿AJ, OUODÍ 

jyrBPDucTioN. 

t)       D^XNITIONS OF PAKKËTIUG 

§4»    Ml MARKETING PIJÜ¡ « TARGETS ETC, 

lit) HMWST DfcTA    -    MARKET vNTm,LICENOE 

ivi     »MOStfCT DATA    -    KWUŒT RESEAPCIi 

M    «MW rwrtoTioM  -  JüVíWXSíIIO  - num 

vt)   an»*»   -   ä »tìk^aiP»«' wet 



T 

The purpose  oí  my   ,aU. t.hic   evPn¿.,j   ¿„  tc gU«   ,ou *E  J ndvwi.u^f.s 

a v«rbal pic tur» of thaw A. Uvitie* i.. a   -.o^any which combine to 

form 4 compiate  ¿rad.in;; ¿Uiictj.on. 

Ohe Marketing Function in *h* capiti.1 yocd* or,  «or that matter, any 

other induetry should be that of a planning end support function to che 

Sales Operational Activity - the sp«ar head oí any selling «««relue is 

the Sale» Eaain»#r - th* s«l*»«an if ye« ilk« - but lite* « soldier 

on the field of ©tittle he relies on soaecne to pi«« the batti« - to 

keep hi« «applied with «munition - to ««.tafelish and operate Una» of 

eemunleetion and, abe?« ali, to »neue« that hi« aide he« the tool» 

to »in. 

**** •lff* ii iff., T?» tSift ~*~ 

Much nonsense le aatd and written aoswt marketing.   ff*e word le oft«« 

looeely used, with the «wait that it ha« a wide, varied and frequently 

lnaoourste conotatlon.    t#t u» consider the définition five» by the 

Institute of Marketing. 

tHi I 

Mftrketinq i» the Managt «ant Function which organises ani diroetn «11 

the«« boalnofi« «citivi el«« involved tn aasesümj and converting euttoner 

öt»eh*«inf pewer into effective demtnd for * specific product or service 

«ad tn movine the product or eervic« to th« fin«i con Burner and user so 

*» to achieve the profit tarjst and other objectives m by a GOMpeny* 

SLIDB 2 

"Attempting to satisfy eustoner need in order to obtein business to the 

ultimate benefit cf one's company." 

The Instituto of Marketing draws a clear distinction between the concept 

of philosophy on th« one hand and the tools or techr.iques on th« other. 



By   philosophy    lf-   ,.e,nt    XL ..:,•:     >,:,::•••..••••     ,t   "au- ••..••>'•   :*.:'. v,t..:r.>:'J.'.    •...<•..r:   puts 

the  cust^merü*   r\H&a--i   ...:.rn-   and  V'u'  -4>;.-"..:.;,<'. i .•:: o'   r&-.;-^urr.tr-i of un 

oryaiiiSiftiun   t.»  tdU n' .:J y ;..uji Aì.-ì  :.ù:.ì   ' y   nq   r^ovitn^v   t.ho^:,   r.nndn. 

ây  Lcc^niqiio»  la IM.« an i   -üv.:»*»   •-!.•«-cloi.-*. ¿ki;.'. •-•  «•;...:.', ;:.:.>:-.-'. ce «wpi«/yed 

in order to  fontu ;.•* Ut?  and   ipp,í*m«i¡*-   ü.e .YUrAöti'.r.c,   í»Un. 

Ä»fore  î fa or,  to diseuse   the Marko Line ÎM-in  It wouiu perhaps be  of 

interest te you to ¿onatdvx for a tew mon-cmls how t fro sc mar.acteftent and 

operational. <*l«rtne» oí a btisi.r«*s an«,   se to fcpaa*, all   'Targetted in' 

on one point. 

fug» 3   -  TMç çm;mmn 

111» »*i#^^t» cf a«l« engineer »luit« o£t«r» labour.s uuder the illusion that 

hm is the only cm« in contact with the caatoaer,    Th* imrpos© of tfcis 

«iidw »8 to 6h*>w just how nwriy points of contact there really are,    I 

think yon will ail vealiee  that ani«»» sil the activité* shown on «h« 

•lid« **• fveperiy plaraed and ct>-nruinat«d that irtateaá of supporting 

the sales engineer there w«uM t* ci.-io« ani,  uk# the soldier in the 

field,  th« eaies ertçirif:<#*c woali critici»* his superiors juc ti f lately » 

Uur own définition ol «arketing 1«; 

"Hark«tir.ij la »trying in ha«n*ss at «n dctftptabl* matçlit of 

profit." 

*     ?»* HA*m-»IG PLAN 

Defitte th*» task. 

net objectives. 

Determino  • ¡ í-  r«»i.h^c. 

Determine  the  tv>g*-. 

iKplentirtt  the method. 

Koni ::cr  the   te*»al t;->. 



-     J 

g)       Analyse   tho  n-Mii. •.>,. 

h)       Determine   .-rractive «ief::>.1a,   if   t¥qulr,d. 

A famous philosopher  5cltnU«t  orce seid that before  ^ can ,*y that 

h« und**»tandil a ,«bj«ct he »^t  fitsUy fo« able to ^«»tify «ver/ 

aspect of it. 

Moi» true this iu Li we car«¿ to think about it. 

«ureiy,  therefore, this »houid aptly to marketing - »eUii^ - pr<rfucticm 

«m business «M «re in. 

•wfc swat one quantify, therefore, in ttm of »»rketiiif « product. 

•* fh« Market - Its Total Potential Size 

•ti) Distribution, 

By Geographical Dispersai. 

6y Industry. 

•y Company, or Group of Companies. 

W fitf^ fuggila« to that Market. 

k*i| Their Relativ« Share«. 

•> !»• tread« ot tha Market. 

* "P** y*ctgr.i of influante on that Maritai, 

á. i » Technolcçic* i. 

i. li} Cowawrcini. 

d.Uiî        Politicai. 

If thw factor» can toa quantified tha task can than be defined in 

poaitive tama of clear objectives aet which can im understood. 

In setting objectives in the marketing it must b* appreciated that they 

•uat be all embracing - that it-,  relating not only to the selling 



I-ur.f/^.ors,   bu¡:  ,;•:   *•.?-.:<* 

fLuanaúl   co,¡Lr r , '«O...I1      "••: 32i   :V:' íj'.l.t   X i. 

«re   iv^il^u   j.-v.l t.;iaL pi,,; ¡.f.s j:-v  :>c 

¿" ¿reíd a not rclíiff"? ri-,  » ¡,.   - .r-.-.-i 
í.,vi;.i<3ey•".  ¿¿'nse 

P«rhat.-'í can iv>3t  ¡1J-. rat«» .«or you  th,i prc-,,.^   of   setting cl.jñuUv«» 

in relation t- A mmiîcr of  *..y,;-i. ;.¡.:  . 

3ÌidP, 
4Uì*L.:. w/  reff.-iaficf to the uaitfc 

suuejK 

_       ^•-•ty x- «•Ai*bw te praiuM tu» vario«, prwiwete,    1Wi 

i*w*tvo .,,r, latftcìatlof. gatn*r««i fro» the marJMt «né 

attuitor«d regyUriy ro m^utn tMt  th»  r**-,«•.*    ~    -w «» c*t tn* r«itur«fü -iiravth pattar» or phaaiuf 

ottt pattefiM ,irw ob»#rved «nd actôd upon. 

"Wla first ui»J«i.tlv« wi'l   K"   •' r, »,n   »». « w*.i   i-   „J fiu tin» capacity.     Secondly, to fili 

...   .ne  t inaurai yei_E.     Por ifxio^l«, ti» 

buii* ti«» ¿ol- , pt^t caula u ere* .-12 Ww»Ui..    *•*„ Would fa. 

*wu*a to „u -t ite..t allì _ths tTâpaetty ^vc?id th0 catMnt ^^ 

uptMtion ta «naure continuity ,,f production, 

A» we ara con.id.ring *.t*fcu*íwd arociacta, ti» *»»•<*..< 
^•WWT»# tft« variation m demand f«r 

for «aeh product.    A further object*-*» „ni    th.^r j «w. «HI, tharefor«, ta to obtÄift 

«fiter, by renati»* fen,, AvaUaW.-* ^-fer«. „0 „ „.      . 

products for which th. y-^tér ^ 1# rnVMUd# 

In planaire the un« of av«.iiabi« M*iv-...       • . 
U    tfVit *"° ** «9*UUi* the target., 

apeciai objetives  .-.«,-, bc   ,at«/Mî «^       6-  . 

Planning   .apert^nt dc-eiopr»:.»-   j-^  •• -   <Q   •., 
/ ^f   «»..«mst s.u have your 

product« in on the arua^d  f!(,3r, *v,_   ,   .., 

Càtarod foc wh.-r. planmay   th-  •   . .,.,    ,,- 



1 

OîUr objwrtr /*-s • c-\ • r. ci  • :¡r-1 n:,'  -n^r'-. 

*£'.; easily  .not.   ir,?.c   L'-o  - ' • • 

indiwtry known  f. b,> «  ih, j^,^ „..,,.,     . 

-c-!   l' your c/-^r*mm* with 
-h*.' Jiif-cuitu» ci appesa», ^l0v* *       , 

y tP|L]*   is   «t   out  1«   to Mt 
obi«etlv»fl as tarati., thua mwntifvi-«  * 

"»^W to achiev# th# tM99U Mt 

©•«» «Wt   IOC*   «t  Bftny  fwtoï|> 

SLIM 

•: 

til 

O 

d) 

»I 

fi 

*• ««flu (ptofu)  on tu» tumo»« «^efd. 

3*« «nel UM» «^ thtis locatif5n> 

f*»      ^ on who* tr« fcvyiJlg ÖÄeaBl|w| w#Uy f#sfe#< 

*n* .ttortuçt «w tint e«« ba 

.preset „ «.^..^ ;awlox ttat it tifquirM  ipwui ^^ 

1Í      P«r»on*l contact. 

2) Education of uacir il4 th# uchaolooici  «~M     *, «.«ffcn«io40KHcai application and 

benefits to. b« derived, 

3) Financial iu«tmcation. 

<)      txt^Jino si» awareness porlod. 

£*t üB t«tt« #«ch in turn. 



In  respect oí   (1)   ve  are  talking about  soiling timo or  fi«  to  L'ace 

contact with the potential  user      buyer.     Ther^fure,  what can bo 

planned to extend this.     The sAles operational management will obviously 

plfln to naxlnist* the US'J  of  s¿'les engineers'  time,  cut market, planning 

can organine such events as working/social functions,   lecture», either 

in certain areas or at the Company-* Head Office, dependent only on 

getting the customers there. 

How in considering (2) we must look at the effectiveness firstly of the 

sales engine9i ard what can be Justifiably expected of him.    It «ay be 

thet he needc to be supported by specialists - factory representativas - 

design experta, etc.    these car. be planned for.    In addition, one must 

look «t the support literature and other aids such as flip chart» - filo» - 

elidas - catalogua material and so on, also to consider educational seminars 

demon* triions and so on,    if»«* extent which support of any sort can be 

planned must be related to the profit to be obtained - it's no use spending 

flO to make only El. 

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

4» often overlooked by salesmen and sales engineers.    The customer »net be 

convinced of the economic viability for purchasing « specific product. 

«st beat source of such information ie the supplier,    the sales enginset 

cannot be expected to be an expert financial wizard, but he must be 

expected to be able to present a financial arguaient convlncinaly.    Harket 

planning should, therefore, ensure that proper procedures are implemented 

to provide the best expert advice on the financial Justification statement. 

Aleo that training of aales engineers 1» carried out in this select. 

furthermore, that properly organised financial schemes exist and that the 

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

to be operated. 



V':.\if tf. 2 y .   wv   'M-i,    »,   j_ 

product duiirn)   i.r.f»   ct'c 

¡\<  -'i   : r\r. 
•",*!     v/f; 

!ril'-*-'í    t;i Market piüiinlufi  .,hr>i¡d ti» 
 *"* * '•''"'•    "   '•':%R-'  cv«ry uHK-ttuiïity 

CO   ks«,>    •:.*>«    .'Uî.î.-.r^t     9   „f;,,..^   ., ,,,„,.. 
i.lijj    . .,   ,r  i   ,M:y  f.«   dò;«- 

I dm sure you «« all   fÄ.i,ai. witht    ,.|eI> 
- «-r* *t,  -,,  cours«, direct »ail  - 

advertising - ui«PhOÍ* TWl,s - tho ,p,cl<lli> cr.uir,, 

visit«  to ax.Utii^  ll£.F£  c aap.-,nii.3. 

:v«S *orkK  vi»it  - 

Oft« «stp««fc that no market ,>Unni0n -,„ mVmr ,„.., 

»ugg«»ted that it does, *ivi *•>•>*• 4= *• 
*-••, *nd that is tne p«*««^ íelétioMhip r.ïwt ,m0ttW 

be bum up ani cui ti•»:! t*twe«n th* 
»*i*f eaqin#«r and ni« cuateatf». 

m« bwt w«y of knmptnq i prospect tiive u fm ^ 

t*> tit» fuu th* help and -escure*«  av«U«J>U to 

* ialvs *>i4gi««#jr |# M»« 

*»ith hii eu«corners. 

Í think that perhaps j ^àm &n 

«nh«ac« hi« petmnmX »twMlAf 

titì enough about wkat planning. it i» a 

«**<* *hich, to d.^, „„pwriy, „ouid «Wr. ^ hiWB of ti«* to 

mmt the* w*y detail^ work involve. 

öW ,u«tt«r\tä *4houfc th« ofcittf 
Î weald itk*#  therefore, ot talk now ¿or a  f 

Mto poéülbl« the f Mulatto» of a »toting piar.. 

0». of th, pri«« ree^nyUuliti^ or a Moating Dapart^fc *iui« » 

c^p.ny is t,^ of wth.IlRu# ^esylug and evaiiatjng ^ ^ ^^ 

dUMMtlng data ln .U ô5$pects o£ tJ|f industrm envlrunßent ^^ 

a bearing en the market; fot cne's product«. 

ïfcere «re many way« in *h.,h U,íF o*t.a e an .be  usci. 



Wh.«n * conpanv is t-.l*n.u; g !-c e/t-'-id *fs o,^r,»Mca into a new aro-, 

data will have bee». «i;.ppli-..-ü to awr,^wr,t by vukeUi.;; justifying the 

whole ope £3 hi on. 

The information given would r«lat« to: 

SLIDE 9 

a) The size  and location of the market  in that are*. 

b) The geographical centre of distribution and control. 

si      The viability ft" operating through resident sal»» engine*« 

or distributors, etc 

4)       The viability  of having an offic» - »howtOOß - K«J»hou*»# 

etc.   in th«t i rea. 

e)      The cus-.cjmors - potentiel and existing» their location, tlM •**• 

fj      The üompetition in the a*ea and ita strength. 

9}       Local taxes,  etc. 

Ths section or departttent witnin the Marketing Depsrusent ienerally 

entrusted with this work is in nany companies known M the Market 

Intelligence- Section.    ínter-alia they are c;ener*lly responsible fot «H 

statistical returns* to management, but also they will be monitoring 

data on ptoducts,  their ewrket share, trends, etc. 

Market intelligence work» *a Goosed to »arket laaearch, is «ore oí ten 

then not carried out as a desk axercise. 

X can five you an «maraple of s recent ¡narket intelligence exercise c*rrl«4 

out in my company. 

Having satisfied ourselves  >f the »i*e of the U.S.A. narket for e certain 

product we looked at the beat means of effecting our saies opération end 

then to put it into effect. 

It was determined that we would work through distributors managed by 

our own resident Manager. 



An  «xf/ma«  wií!  "l.-jH -...irr   <>o vu     : •'>  tr.o 

ai       Yo ô;--ari^„'i   V.J.  -^,;., ,•   corvara»,,   îli-n1   si« ana ioc<jf M,n 

«srvl *i5.-:.s;fif-i by  Industry, 

b.»       Thd 7tiö^re»F>Ui:al >>iarfü  of Act-iVi.',./. 

:•;       The   Wdir.-j   .;o.%e^rivd   an;:  industries   for-  «pec•aj.it fri Víi 

»ppli. options busti upoá success ful oppile at... en« into th« 

SäBB industrias In oïher parts of the wur¿4. 



CONCLUSION 

THE THl^E PILLARS Of AN'Y MAtJKETlfK- BXEPÇ1SE  th«* ¡eel ore  &te:- 

1. MARKST liËSLAKCH. 

2. ADVERTISING AND Sfú£h PROMOTION. 

3. SALES/SEWICE/AWlïNtSTRATIOM, 

These three pillara ear» ba broken 4own into »even basic marketing 

function«. 

1.      Collection oí data, which shauld indicate how marketing 

objectives shall be attained. 

3.      Product planning.    'Aia converts knowledge ol the eue-teeie* 

into saleable» profitable products. 

3.      Inform, educate and pre-seil the customer, and to make 

Certonal selling efforts «ore effective. 

é.     Provide the personal contact that converts «ffteUnff 

effort« into sales. 

5. Prevent present cttstcmers bo com i ny »x-cuatomers by secvicinf 

what is sold. 

6. Administer - aakino, the product available in tit« canities 

the customer wants, in locations that pormit prompt delivery. 

7. Develop and provide the right people« at the right tin», to 

par for» the marketing function«. 






