
MARKETING BASIC CONCEPT AND IT’S 
APPLICATION IN INDUSTRY

MARKETING

Riska Septifani, STP., MP.

AGROINDUSTRIAL TECHNOLOGY DEPARTMENT

AGRICULTURAL TECHNOLOGY FACULTY

UNIVERSITAS BRAWIJAYA



INTRODUCTION

MARKETING increase value-
added

Customer Ready 
to Buy



MARKETING SALESVS



MARKETING AND SALES

MARKETING SALES

Focus on the customer's
needs

Focus on product

The company determine the
customers’ needs first,
then make the product

The company make product
first, then sell it

Management oriented to profit 
from customers’ satisfaction

Management oriented to
profit from sales volume

Planning oriented to the long-
term results based on new 
products and future market

Planning oriented towards short-
term results based on the recent 
product and market

The pressure are on the buyer Pressure are on the needs of
the seller



Focus Activities Endstart

marketing

sales

market

Manufact
ure

Customers’ 
needs

products

Integrated 
marketing

Sales and 
promotion

Profit 
comes from 
cust. 
satisfaction

Profit 
comes 

from sales 
volume



Why need management…?

 Achieving the goal (individuals and
organizations)

 The balance between the conflicting
objectives (owners, employees, customers,
creditors, government)

 Achieving EFFICIENCY and EFFECTIVENESS



Customers – are the people who buy the 

products

Consumers – are the people who 

actually use the product



Marketing Strategy

It is a combination of target markets and marketing 
mixes.



Marketing principles

 Segmenting

Targeting

Positioning 

Diferentiation

 Selling

Marketing Mix >> 4P

Brand

 Service



Marketing strategy planning

Marketing Target

 Marketing Research

 Segmentation

 Positioning

 Competition

 Marketing Mix



Marketing research

 Market research involves collecting, recording, 
and analysis of all the facts relating to the sale 
and transfer of products from producers to 
consumers.

 Resources:
The main source: the customer, the dealer, seller
The secondary source: the press, the government, 
financial institutions, trade associations and research 
institutes



Segmentation

 Distribution / group of heterogeneous market 
conditions depends on:

1. Demographic
2. Geographical
3. Price
4. Psychographics



Positioning

Positioning is the process by which the company
explained the position of the product to
consumers, including in distinguishing the
product with competitors' products (the
position of market competition).

There are two approaches in positioning:
Based on the nature of the product
and based on competitors



Positioning strategies based on the 
characteristics of the production

 Attribute

 Benefits

 Use (time, application)

 Competitor

 Class

 Quality / price



1. Market Leader

A big company that leads the market
Examples are Microsoft (computer software),
McDonald's (fast food) and Visa (credit card)

Strategy:
Expanding the total market demand
Protecting market share
Increase market share



2. Market Challenger

 Market challenger initially have to define its
strategic objectives, namely to increase market
share

 Strategy
Challenger can attack the market leader
Challenger can attack the size of a company with 
which the company was not doing his job and 
does not have enough funds.
Challenger can attack the local and regional



3. Market Follower

Companies that choose not challenge market but
follow the market leader

Four general strategy for followers:

Faker

Cloner

Impersonator

Adopters



4. Market Nicher

 Smaller companies usually avoid competing
with larger companies by targeting a small
market in small quantities and not in demand
by large enterprises



competitive environment

Company’s Value Chain

Distributors Suppliers

Customers

COMPANY



MARKETING MIX

The marketing mix includes controllable factors
that have been selected to meet customer
needs.

The four components of the marketing mix
product
Price
Promotion
Place



Marketing Mix

• is the whole concept of the object or process that provides 
a value to the consumer

• Consumers do not only buy of the products phisically but
also buy benefits and value of the product.

Products

• Where the product is placed or where these products can 
be obtained.

• But more common in the marketing mix is defined as the 
distribution channel (ease obtained).

Place



Marketing Mix

• As an activity taking advantage of a product and 
persuade consumers to buy them.

• Consisting of four devices commonly called the 
promotional mix are: Advertising, Sales Promotion, 
Personal Selling, and Publicity

Promotion

• Decisions on pricing should be consistent with the 
marketing strategy

• Pricing strategy should pay attention to the purpose of 
determining the price, namely: to survive, maximize 
profit, maximize sales, return on investment.

Price



The 4 P’s of the Marketing Mix



The Marketing Mix



People (Partisipant) 

 Employees and sales service provider, or those
who are involved directly or indirectly in the
service process itself

 Example: in the beauty services are the
receptionist, doctors and beauty therapists.



Process (Proses)

 Processes are activities that show how services are
provided to consumers (the purpose of attracting
consumers) for purchases of goods.

 Example: free consulting services, product
delivery, credit card, card member services and
facilities that affect the image of the company.



Physical evidence

 The physical environment is the circumstances of 
geography and institutional environment, 
decoration, room, sound, scent, light, weather, and 
layout which are important as stimuli objects (Belk 
1974 within Assael 1992).
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