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Marketing

* Philip Kotler defined marketing as “Satisfying needs and wants through an exchange process*

* and a decade later defined it as “a social and managerial process by which individuals and groups
obtain what they want and need through creating, offering and exchanging products of value with
others

* Simpler Version 1: “Process of identifying and satisfying the said and unsaid needs of customers”

* Simpler Version 2: “Artillery to influence the minds of a customer”



Marketing
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Sales & Marketing

| have a product which
need to move. My AlM
is to persuade someone
to buy it

Price can often be the biggest
stumbling block. Wherever |
go buyers tell me that my
prices are highter than my
competitors

Promotions which focus on
the product and promise a
discount are in my option
are most effective.

Most of the time | like to
speak to the buyer-the
person who places the
order. | am normally dealing
one-to-one.
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PROMOTION
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I have a range of products.
My aim is to ensure that it
meets my customers needs.

My aim is to capture value. To
understand what people want
and what they will pay for.

| want to ensure that they
don’t leave money on the ta

Promotions should resonate
with the target audience,
which includes anyone who
has an influence on the
buying decision.

My audience can be broad
including specifiers,buyers,
influences and ranging from
the user on the shop floor
through to the people in the
C-suite.



Maslow’s Hierarchy of Needs

Meeting one’s full potential *
in life, different for every

person Self
actualisation

Self fulfilment needs

Psychological

needs
Friendship,

intimacy, family,
connections

Security,
health,
finances

Food,

sleep, Biological & Physiological
water g y g



Product Life Cycle

Sales and
profits ($)

Product
development

Losses/
investment ($)

Profits

Time

Introduction  Growth Maturity  Decline

Product Extension



Product Life Cycle
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B2B/B2C/D2C/C2C/C2B

B2B B2C bzc
M @y T™
1 wow
accenture Hiaduston Um!lww Umited SKIN SCIENCE

S P 3airtel mamaearth’

n

BOMBAY
SHAVING
COMPANY

Cc2C C2B

UPWOr .

\-..x"'

l freelancer

Quikr [




Channels

Traditional Trade B2C eCommerce

B2B Institutional
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Distribution
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Distribution (FMCG)
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Relating Personal Examples

STAY OUT *
: .

OF MY TERRITORY




Relating Personal Examples
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Relating Personal Examples
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