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About Marketing Weekly

At Marketing Weekly, we aspire to deliver unbiased analysis on the most recent and relevant 

topics in the realms of marketing and corporate strategy. 

With each post, we aim to provide a fresh perspective on business by linking concepts to 

corporate actions, thus hoping to inspire our readers to critically examine brands and 

initiatives that shape their lives and the world around them. 

We aim to grow the network of B-School students and aspirants who frequent the platform 

and provide them access to premium marketing content for preparatory and leisure reading. 
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2. Hetal Patel ð A Digital marketing wizard | Product owner at a leading Fintech Company.

3. Akshay Raman ð A Finance/Strategy Guru | VP at a Leading Fintech startup.

4. Kalyani Kakaraparthi ð A resolute marketing Intellect | Marketing & Research in Fashion Industry.

5. Sarbajit Biswas ð An indefatigable Strategist | Product Manager at a leading SaaS firm.
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About Compendium:

We, at Marketing Weekly, aim at simplifying concepts of marketing with the latest examples. 

Our Readers

Management 
Students 

(MBA/BBA)
Professionals Curious minds
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Introduction to MARKETING

Marketing is meeting consumer demands profitably. It starts by identifying a 

gap in the Market - something for which there is an inert need/want that isnôt 

sufficiently met.

Marketing works its way from here to build a product or a service that meets 

those needs and wants. 

Marketing covers broad areas ranging from finding the right Target Group (TG) 

to pricing and communication strategies.

For now, Understand that a successful marketing execution brings prospects 

to you (itôs a Pull strategy).

A great example of identifying gaps in the Market is Appleôs iTunes.

iTunes changed the music industry by making it possible for customers to own 

thousands of songs on one listening device at a reasonable price. 

Prior to this, owning Music was costly and piracy had encompassed the Music 

Industry.
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Introduction to Selling

Selling is a process of convincing a prospect on buying your product or 

service (it's a push strategy). 

This could be done by the Salesperson at your door or your local shopkeeper or 

a luxury showroom salesperson or in the digital world, the eCommerce website 

nudging you to make a purchase. 

A well-marketed product as against a poorly marketed product requires less 

effort in selling. E.g., Nestleôs Maggie compared to Jioôs SnacTac.

For Instance, it is easier to sell an HDFC savings account than it is to sell an 

IndusInd  bank account. You are more likely to receive a cold call from 

IndusInd explaining to you the benefits of opening an account with them.

In certain Industries where product and/or service differentiation is difficult 

to achieve, revenues are driven primarily by pushing products to 

consumers. 

For Instance, In Telecom product differentiation between Airtel and Vodafone 

is minimal. These companies focus on selling and strengthening regions of 

operation excellence and poaching customers.

Insurance is also one such field where very companies are able to create 

differentiation, hence they rely heavily on push strategy.
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Marketing Vs. Selling
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Marketing vs Selling: One view

Marketing Selling

Pull Strategy Push Strategy

Customer centric Product centric

Revenue generated from providing 

right product to the right audience

Revenue generated from reaching out 

to as many consumers as possible

Focuses on increasing revenue by 

optimizing the processes

Focuses on increasing revenue by 

increasing the volume of sales

Long Term Planning Short Term Planning

Interesting Case study on Sales: the art of direct selling
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Marketing Mix: The Ps of Marketing

Do you know what makes a product/service successful in the market?

The first step is to get the Market Mix right! 

The marketing mix is about putting the right product or a combination thereof 

in the right place, at the right time, and at the right price.

There are broadly 2 concepts in the marketing Mix: 4P & 7P.

4P:

E. Jerome McCarthy created the Marketing 4Ps in the 1960s. It stands 

relevant even today and is used by various companies for their GTM strategy.
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Product :  

A product is anything tangible and intangible that fulfills our customersô 

needs or wants. A product must be relevant & adaptable to the changing 

needs of the user. 

Cc
Core Product

Product Purpose

Intended benefit

Actual Product

Features

 

Packaging

QualityBranding

Colour

Styling

Augmented 

Product

Customer Care

After-Sales 

Service

Warranty

Impact

Cost

Delivery

Credit

Installation

Brand Value

Three levels of a product Model:
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5 Levels of Products:
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Price:   
To Buy or Not to Buy? 

Probably the main question that comes to our mind after seeing the Price tag. 

A great product at the wrong price can fail terribly. 

The Primary determinants of the Pricing of a product are the perceived value, 

the utility of the product, and the price which the target segment is willing to 

pay. 

Pricing 

Techniques

Very Low price to attract buyers. 

E.g.-Jio Infocomm.

Here basic service is offered for free but 

advance options are chargeable. 

E.g., Canvas, Grammarly
A bundle of products or services is 

offered at a lesser price than if you 

buy each product separately. 

E.g., Dish TV Family Pack

Here the production cost is 

minimized. 

E.g.-Dmart, BigBazzar

Here the emotions of customers are 

targeted rather than the logic. 

E.g.- 499 instead of 500

Price keeps on changing as per 

time & demand. 

E.g.: Airline Ticket Pricing

Discounts are offered on a few products. 

E.g., End of Season Sales (EORS)

The product is priced high to create a 

perception of premium-ness 

E.g.-Rolex, iPhone

Penetration Pricing

Freemium Pricing

Economy Pricing

Bundle Pricing

Psychological Pricing

Dynamic Pricing

Promotional Pricing

Premium Pricing
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Place: 
So how does a product move from the place of production to the place of 

consumption? 

The place is basically the channel of distribution a company chooses to increase 

the reach of its products. 

Below are major channels that are used to facilitate distribution:

Å Direct Sales: Door to door, Selling at the Manufacturerôs Plant

Å Indirect Channel: One-Level Channel, Hybrid Distribution Channel, or 

Multi -Channel Distribution System.

Å Ecommerce

Promotions: 
How does a new product reach people? It begins with the inception of the new 

product idea; the price is fixed and then the product is distributedé..but how 

will people know about it? Promotions play a major role in increasing the 

awareness of the product. Promotion helps in increasing brand/product 

awareness and in lead generations. Marketing campaigns include promotional 

activities to engage and attract consumers.

There are two types of Promotions:

Ç Sales Promotion: Bundle offers, Discounts, BTL activities, etc.

Ç Marketing Promotions: Digital Campaigns, Sponsorships, etc.

https://bit.ly/33FZ7nd
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ÅRs 139000-190000, 

depending on the 

configuration.

ÅUsing credit card 

discounts for effective 

pricing. (Mix of Price + 

Promotion)

PRICE

ÅSales Promotion: Free 

access to Apple TV to 

new customers

ÅMarketing Promotion: 

Campaign-Its tough out 

there

PROMOTION

ÅApple has partnered 

with Ingram Micro & 

Redington India 

Limited to distribute 

Apple Products 

nationwide

ÅE-commerce websites

PLACE

ÅSmart Phone Built

ÅFeatures: Triple camera, 

A16 bionic chip, 6.7 

inches display, Longest 

battery life, Water 

resistance, XDR OLED 

display

PRODUCT

Marketing Mix (4P) for iPhone 14 Pro Max:
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Å In India, the plain variant is available 

in 4 SKUs from 21 gm to 200 gm.

ÅPrice starts from Rs. 50 for the 

smallest SKU and Rs. 375 for the 

biggest one which is 200 gm. 

PRICE

ÅMost eCommerce players and quick 

commerce hyperlocal brands 

provide discounts of 4% to 25% 

depending upon the season. 

ÅAs it is not a serious purchase 

decision, people arenôt much 

concerned about discounts. 

PROMOTION

ÅBuy it from retail shops nearby.

ÅBuy it from modern retail such as 

Walmart, Carrefour, Dmart , etc.

ÅBuy it online on eCommerce 

websites like Amazon, Flipkart , etc.

ÅGet it from hyperlocal quick 

commerce platforms like Zepto, 

Blinkit , etc.

PLACE

Å100% Pure & triple-filtered 

petroleum jelly.

ÅProduct is hypoallergenic & helps 

heal dry, damaged & cracked skin.

ÅProduct has occlusive properties that 

create a protective barrier.

ÅIt helps in preventing dryness 

associated with Eczema. 

PRODUCT

Marketing Mix (4P) for Vaseline Petroleum Jelly

https://bit.ly/33FZ7nd
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7P

The 7Ps are generally used in the service industries 

Extending the marketing mix by adding Physical Evidence, Process, and 

People to 4P, bring the marketing function closer to human resource 

management and operations.

https://bit.ly/33FZ7nd
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People:

The people in the framework represent the employees, consultants, and 
freelancers who deliver the service to customers. 

People are the most critical factor in providing knowledge-based services 
as they add value to the experience of the consumer. 

Hence, training, personal selling, and customer service are key ways to 
ensure good service from the employees facing consumers. 

E.g., Waiters of a restaurant, Hairstylists in a Salon, business analysts 
in IT companies, etc.

Process:

The processes are the steps that are required to deliver the service to a 
customer. 

The aim of all service companies is to have a seamless process flow, 
making it easier for the consumer. 

These companies share process maps for employees to make sure that 
work is repeatable and successful.

The Remaining 3 Ps of the 7P:

https://bit.ly/33FZ7nd
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Physical Evidence:

The physical evidence is a combination of the environment and branding 

where the service is provided to a customer. 

The physical evidence capital would be:

ÅA service brochure 

ÅFranchise Layouts 

ÅUniform & Mascots of brand 

ÅSocial media accounts 

ÅA corporate website 

ÅCompany Service center/Point of Sales

https://bit.ly/33FZ7nd
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Example of 7Ps:

PRODUCT:

Veg & Non-Veg menu

Beverages

Frozen desserts

PRICE:

Very affordable-Starts @Rs 29 

Range: Rs 29-Rs 

Psychological pricing

Cost leader

PROMOTION:

Happy Meals with free toys

Billboard ads

Social media

PLACE:

Popular locations.

Across most cities like malls 

Drive-In & drive through options

PHYSICAL EVIDENCE:

McDonalds-Mascot

Social media accounts

Franchise buildings

Employee uniform

PROCESS:

Transparent to consumers

Uniform process worldwide

PEOPLE:

Fast & Friendly Service

Interesting Read: Dynamic Pricing: The art of the deal

https://bit.ly/33FZ7nd
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Segmentat ion, Targeting, & Posit ioning (STP)

Å Segmentation is a practice that seeks out pieces of the total market 

that contain customers with identifiable characteristics, as defined by 

income, age, personal interests, ethnic background, special needs, and 

so forth. 

Å The point of segmentation is to break a mass market into 

submarkets of customers who have common needs.

Why do we need segmentation?

Not all individuals have similar needs. Individuals have different needs 

based on various factors which define them or their lifestyles like needs of 

men, women, and kids differ from each other completely, or the needs of 

married individuals would differ from bachelors or needs of people from 

different countries will be different, when they are to be satisfied using 

various products and services. 

Identifying these segments makes it possible to do two things:

(1) Create goods and services that are better tailored to the needs of 

specific customers.

(2) Focus on marketing resources more efficiently.

Segmentat ion:

https://bit.ly/33FZ7nd
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Market segments must rate favorably on five key criteria 

(MSADA ) for them to be useful: 

Å Measurable: The size, characteristics & purchasing power of the 

segments can be measured. 

Å Substantial: The segments are large and profitable enough to serve. A 

segment should be the largest possible homogeneous group worth 

going after with a tailored marketing program. 

Å Accessible: The segments can be effectively reached and served. 

Å Differentiable: The segments are conceptually distinguishable and 

respond differently to different marketing-mix elements and programs.  

Å Actionable: Effective programs can be formulated to attract and serve 

segments.

MSADA Framework:

https://bit.ly/33FZ7nd
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Segmentation 

variable

Sr. 

no
Basis of Segmentation Example

Geographic

1 Geographic segmentation Regions - North, South, East, West

2 City or metro size Urban, Suburban, Rural

3 Density Urban, Suburban, Rural

4 Climate Hot, Cold, Tropical

Demographic

5 Age Under 5, 5-11,12-17,18-34,35-49,50-64,64+

6 Family size 1-2,3-4,5+

7 Family life cycle
Young, Single, Young married, No children married, 

youngest child below 6 

8 Gender Female, Male, Transgender

9 Income Under $10,000, $10,000-15,000 and so on 

10 Occupation Profession, technical, Managers etc. 

11 Education Grade school or less, graduate, post-graduate 

12 Religion Hindu, Muslim, Christian, Sikh, Jain, Atheist. 

13 Race White, Brown, Tribals 

14 Generation Gen X, Millennials (Gen Y) 

15 Nationality Indian, South African, American

16 Social class Lower, Middle, Upper

Psychographic 

17 Psychographic lifestyle Culture-oriented, sports-oriented, outdoor-oriented

18 Personality Compulsive, gregarious, authoritarian, ambitious 

Behavioural

19 Behavioural occasions Regular occasion, Special occasion

20 Benefits Quality, service, economy, speed 

21 User status Nonuser, ex-user, potential user, first time user 

22 Usage rate Light user, medium user, heavy user 

23 Loyalty status None, medium, strong, absolute 

24 Readiness stage
Unaware, informed, interested, desirous, intended to 

buy

25 Attitude toward product Enthusiastic, positive, indifferent, negative, hostile 

Complete table for Segmentat ion:

https://bit.ly/33FZ7nd
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Possible Levels of Segmentation

Marriott International® owns a number of different hotel chains 

that target specific consumer groups.

https://bit.ly/33FZ7nd
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About Marriotôs Segmentation:

Courtyard by Marriott®  hotels focus on travelers on the road, who want 

a nice, clean place to stay during their trip. 

Ritz-Carlton® hotels target those who don't mind paying a premium for 

luxury.

Marriott ExecuStay® hotels are aimed at professionals who need a long-

term & comfortable place to stay.

Marriott International doesn't communicate the same marketing message 

to all its customers. 

Each hotel is designed and positioned to appeal to the unique 

wants and needs of a specific group.

https://bit.ly/33FZ7nd
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32

ITC Hotels has 4 distinct brands each catering to a different segment:

1) ITC Hotels:  Exclusive Tie up with Marriott's 'The Luxury collection'. 

These are luxury hotels located at strategic locations. They cater to 

business and leisure customers looking for a luxurious stay.

2) Welcom Hotels: Welcom Hotels offer a 5-star experience.

3) Fortune Hotels: Under the fortune brand, ITC operates mid-market to 

upscale hotel chains in the full-service first-class business hotel segment.

4) WelcomHeritage: Under the WelcomHeritage brand, a chain of resorts, 

forts, Havelis, and palaces are operational to provide a different hospitality 

experience. Ancient royal homes and their grandeur is preserved and a fine 

range of services is provided for customers looking an experience.

ITC Hotels Segmentation:
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Targeting:  

The segments that fit into the company objective that can be serviced are 

identified & targeted.

A firm can sell one product to several segments with product 

specialization.

Firms focus on serving many needs of a specific customer segment with 

market specialization.
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Positioning:

Å Creating a favorable & distinctive image (or position) for the 

product in the mind of the consumer. 

Å Positioning is like owning a word such as safety for Volvo.

Å To Develop a conducive position, the brand requires optimal 

Points-of-parity (POPs) and Points-of-difference (PODs) 

https://bit.ly/33FZ7nd
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GSKôs ENO, an antacid, has always positioned itself as an instant reliever 

from acidity.  Positioning statement: Take ENO for fast relief from acidity. It 

gets to work in 6 seconds.

ñTo acidity-stricken people, ENO is a powdered antacid that gives 

instant relief in 6 secondsò

Additional examples of positioning:

Volvo: Safety, Nike: Sporty, Johnson & Johnson: Mother's Choice

Interesting Read: Why Colgate is a Market Leader in Oral Care?

https://bit.ly/33FZ7nd
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36

Points of difference (POD) are attributes unique to the brand that is 

strongly held & favorably evaluated by consumers. 

Points of parity (POP) are those attributes that are not unique to the 

brand but are shared with other brands. POPs are in three basic forms: 

1. Category: Attributes or benefits that consumers view as essential to a 

credible offering within a product/service category. (Necessary but not 

sufficient conditions for brand choice) 

2. Correlational: Potentially negative Attributes that arise from the 

existence of positive associations for the brand. Ex: If it's inexpensive, 

it may not be of good quality. 

3. Competitive: Attributes designed to overcome the weakness of the 

brand in the light of competitors (Competitorsô PODs suggest the 

brandôs POPs) 
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Source: Pinterest

Product Mix
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Product Line 1 Product Line 2 Product Line 3 Product Line 4

Product 

Type

Product 

Type

Product 

Type

Product 

Type

Product 

Type

Product A

Product B

Product C

Product D

Product C

Product D
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SKU: Stock keeping unit, means volume 

or weight of a product. 

E.g., Maggieôs 70 gm SKU 1, 280 gm 

SKU 2, 420 gm SKU 3, etc. 
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Few Key Definitions:

Product Line: Similar kinds of products having different colors, sizes, tastes, 

etc. sold under one brand name. 

E.g., Oreoôs Chocolate, Normal, Orange, etc. flavors & their different weights. 

Product Line Length: It is defined as the number of products in a single 

product line. If we see the previous example, Oreo has a product line length of 3.

Product Line Width:  It is defined as the number of similar product lines 

parallel to each other. You may have two or more brands under the biscuits or 

beverage category.

For E.g., Coca-Cola has Minute maid, Coke, Sprite, and Powerade. Each of 

these lines has different variants & SKUs which makes product length. 

Product Mix Width:  It is a sum of all different kinds of product lines under 

all categories. 

If we see Unileverôs product mix, we will find various categories such as skin 

soap, detergent, deodorant, ice cream, shampoo, etc. 

The Sum total of the entire range makes the Width of the Product Mix.

Interesting Read: How do Brands choose their product mix name? 
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Type of Advertising: ATL  BTL & TTL

Type of Advertising

VATL

VBTL

VTTL

Interesting Read: Digital Out of Home Advertising
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Above The Line 

(ATL)

Below The Line

(BTL)

Through The Line

(TTL)

Reach the entire market as a whole to 

build brand awareness and inform the 

masses about a product.

Focused communication for specific 

target groups through individual level 

interaction.

A combination of ATL and BTL, using 

mass advertising forms a customer 

database to focus on conversion.

Category Above The Line Below The Line Through The Line

Target Undifferentiated Segment Specific target segment
Mass market with focused 

conversion

Known as Mass marketing One to One marketing Combination of ATL & BTL

Media used

TV, Radio, Print, 

Billboards, 

Cinema Adverts

Flyers, Door to Door, PR events, SMS, 

Emails, College/institute events

Digital marketing, 360 

degree marketing with both 

ATL & BTL

Response
May or may not drive 

customer response
One to One response

Customer response can be 

gauged indirectly

ROI Difficult to measure Easier to measure due to direct responseEasier to measure than ATL

3 Ways to promote your Products:
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FMCG and personal care brands use ATL marketing techniques to increase 

brand recall and subconsciously influence the purchase.

How do we measure the success of an ATL campaign?
V The reach of members watching the ad.

V The frequency of views. 

V The number of impressions across various platforms. 

Companies use BTL activities in  places such a College, university, 

societies. high foot-fall areas to target its prospects.

How do we measure a BTL campaign?
V Sales achieved at a place of activity.

V New customer acquired at the site.

V Conversion rates on site (at a place of activity).

V Impression estimates via footfalls.

V Open rate of email campaigns.

TTL can help brands use an integrated approach to advertise 

products to both mass & focused markets together.
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Example of Vodafone (Now VI):

As part of ATL advertising, Vodafone 

books key places for hoardings of its 

upcoming initiatives. 

For example hoardings at airports, High 

streets, City roads, etc.

For BTL advertising, you may have 

seen a booth of Vodafone inside the 

malls in the past before it merged with 

the Idea to become VI.

Interesting Read: Concept of Future DOOH!
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Example for TTL - Uber Booths outside airports/Ads
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SALES AND DISTRIBUTION MANAGEMENT
























































































































































































































































































































































































