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Week 3 - Module 6 - Part 1
B2B & B2C Selling



Discussion Flow (4 Week)




Module-6 Topics

Art & Science of Sales

Automation
& Al To‘¢)$&




Sales Process

PRE-SALES SALES POST SALES RE-SALES

Define the Frovice
Customer
Service, Solve
Problems, Gather

Feedback

7 N\ 7 N\

Customer Profile,
Problem and
Value Proposition




B2C Sales Funnel

BUILD : |
AWARENESS Online & _Ofﬂme

Advertising

PROVIDE Website,
INFORMATION Specifications,

Features

Proposition,

Comaprison
plf:gﬂgg Omni-Channel
Availability

DELIVERY &
SERVICE

Delivery & Installation




Building Awareness

facebook

Caatily Coca—CoIa Australia + shareacoke.com.au = ke

Sharea 150 Nam Createa
virtual can & Songs custom can

Get together
and share a Coke

Coke has always been a part of people coming together. And now,
for the first time ever, we're giving Australians the chance to find,
create and share a Coke with the people who matter to them.

Share a virtual

Coke can with
a friend in our sharea COKE wieh your

L | Viate
SHARE A

4

VIRTUAL CAN

E2 wan

x ] Info




Building Awareness

O] Instagram Y
mary orcrias!
3 DAYS AGO

samsungcanada .
Sponsored

®

°

Silkken Laumann
Olympian and Life Coach
~

Learn More

Qv A

» 385,003 views
samsungcanada What could you do if you were




Building Awareness

vy wyw .

® Microsoft

i 13,284,811 followers
aatatatsa Promoted

The Microsoft Cloud Skilled Professionals ranking is a platform to bring
recruiters, companies and top talents closer to each other.

= Microsoft

Find your way
to the cloud.

Discover your next cloud-expert with
Cloud Skilled Professionals.

R

Discover them >

—
> |d 0:04/0:10

Find the region’s best cloud professionals




Building Awareness

290 W 92% 5:31

D Q

WhatsApp Business

WhatsApp Inc.
€ Everyone

9 WhatsApp Business

INSTALL

wdO

Downloads 7152 Communica- Similar
tion

Simple tool for businesses to talk to
their customers.

READ MORE

O
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Building Awareness
Z Z xm8 X & R

$tarGOLD Movies OK

SONY SONY SO
T¥LEVISION SAB MAX €«

@N_l %L\feOK 0 CINEMA DTV colo.rs

CARTOON METWORK LEMTEYS

l.IlldI.ll CINEMA gpﬂ %
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Building Awareness
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BOOK YOUR CLASSIFIEDS
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., Went to bug &
bike or a e=r?

flop on here.
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Building Awareness
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.SUPER -/ [
*DHAMARA *[iP g S

OFFER

25TH - 28TH JANUARY. ) T :

s
Sunpure Sunflower Oil Sitr Jar +
Aashirvaad Atta Skg +

Madhur Sulphur Free Sugar 1kgx 2

Byt

?]og

?202

> e mmk:mm»w‘olm
Bourmvita Refia 7509 MBoost Box 7 Vep Atta Noodies 1205
lnmlr;:;a“'b;;ﬂw MAP, 2286 orwands MRP. UT8crmards

\:..-\ 30
bl B
' é /) ‘80

Surya Non stick Cooker Combo
St Exgel Eaprmash Pours Puse '.n.mswv:svx OovelTresemsme/L orealHES/Sunsib/ 3Ltr Cooker, Tawa, Frying Pan, Handi
e, 80 NAP. T2

Diove Croam Beauty Bathing Seap $909e3  Pantene Shamoos 650 mi Range

nar 50%)

enaia Cookies GoodOuy Ohacachp 100G

nar 50% /

[ ETR———

Y’u

i 50%/
Part ke BSath Fo Coumge Councr 145 Mo S B0/ v
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STARBazaar:

A RRRR ot TEUCD e | A TATA st TR0 Lot

.JA! STAR

MARKET *Extras

Building Awareness
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Provide Information

SAMSUNG Shop Mobile TV&AV

Galaxy S23 Ulitra

Highlights Compare Accessaries Gallery

Design

Galaxy S23 Ultra Galaxy

Home Appli: Laptop & Moni Displays ies  SmartThings Support For Business Q v &
SPECS SUPPORT REVIEWS Buy now
E-Catslogue

Specifications

wn
N
W
(A
(O]
[
>
<
%]
N
W
+

Colours

Specification
Galaxy S23 Ultra Galaxy

Green Phantom Black Lavender Cream Lime Sky Blue Graphite Red

*Colour availability may vary depanding on country, region or camrier.
*Exclusive colour availability may vary depending on country or carrier.
*Online Exclusive colours need special production. Please allow 3 to 4 weeks (estimate) for delivery.

wn
N

3 Galaxy S23+
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Provide Information

TOYOTA  rovucrs.  viRruaLsHOWROOM  SERVICE. USEDCARS MOBILTY MEDIA. TOYOTAININDIA.  MORE. BUYONLINE ¥
[————
Specifications
Overview | Exterior | Comfort | Connected Services | Safety | Specs | Gallery | Accessories

Dimensions

Seat options 7/8 7/8 7/8 7/8 7 7

Overall Length (cm) 4755 475.5 4755 4755 475.5 4755
Overall Width (cm) 184.5 184.5 184.5 184.5 185.0 185.0
Qverall Height (cm) 178.5 178.5 179.5 179.5 179.0 179.0
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Create Intent

) o/ - ) e = o v =, - preees s N v =
Flipkart .
Exp/oprepluso Search for products, brands andmore ~ Q Become a Seller More v W Cart
beatxP b/ % BIG*N 2 W
SMART WATCH > ‘.. E B LA S X
J g A V Sb

- /¥ BILLION

e, . ), °»
s /
intel
evo

Show desktop
[ |
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Create Intent
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Assist Purchase

19




Assist Purchase

70+ Banks for Netbanking

visa) @& @D ARupayy  LIFD
PYTM  amazon )l @ pronere & Pay

Pay Later and Cardless EMI
Y€ cPoulater N QAMONEY oy AZYPAY W4 ZeSt Flexmoney

Diners Club m
INTERNATIONAL
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REFLECTION

» Think of when someone Sold you a
product or service:

= How did he approach you?

=  \What process did he / she follow?
= Did you buy? Why?

= Did you not buy? Why?

B




Week 3 - Module 6 - Part 2
B2B & B2C Selling



B2B Sales Funnel

GENLEIE:RAAI:'ION Customer Profile

1-"":" Value Proposition

Terms & Conditions

DELIVERY &
SERVICE Feedback & Advocacy

;
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B2B Lead Generation

BUSINESS

 Trade shows

* Trade Directories

* Industry Associations
* Internet Search

* Financial Websites

* Industrial Parks

e Cold Calls
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B2B Lead Generation

PEOPLE

* LinkedIn

 Company Websites

Company Annual
Reports

Registrar of
Companies

Industry Seminars
Trade Shows
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Sales Presentation




Win-Win Negotiation

Win-Lose

Win-Win

Focus on ‘My’ Objectives

Lose-Lose

Lose-Win

Focus on ‘Your’ Objectives
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Win-Win Negotiation

Start with a
Win-Win
Mindset




Post Sales

W GODREJ & BOYCE Who We Are  What We Do  Good & Green  Careers Media Blog Contact Us Q

Godrej SmartCare )

1800 209 5511 - The only number you need to call for all your
service and maintenance needs! ~\
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Post Sales

SupportAssist

Troubleshooting History  Get Support 2 Profile @

Updates are available
Click Update to update the drivers. m

& i ] & =N ©

Get drivers & Scan Clean Tune Optimize Remove viruses
downloads hardware files performance network & malware
© updates available Last run: Last run Last tun Last run: Last run:
May 18, 2021 May 18,2021 May 18,2021 May 18,2021 May 18,2021
Update i | Run W L Run ) | Run 1 ‘ Run | [ Run W‘

Dell Migrate can help you copy your files and settings to
your new PC, and securely erase data from your old one.

Go now

Learn how our service plans help you get the most out of

your PC,
Get started e
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Post Sales

@

TOYOTA

° View Status
Country/Region USA Remote Services

Language

Register

Start
Engine

o

Keep me Signed In

a8

Vehicle

Touch ID

6

Unlock
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Sales Automation Tools

salesforce




Sales Automation




Sales Automation Benefits

Customer Productivity
Response Increase

Deeper Data based ll

I Engagement‘ séﬁfﬁg g

Revenue

Growth
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Al Sales Enablers

Target Market &
Customer
Identification

Customer
Response, Chat
Bots, Voice Bots

Daily Management,

Emails, Sales Pitch
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REFLECTION

» Think of your potential Startup :

= How will you sell to your Business
Customers?

= What skills will be needed?
= How will you develop those skills?

= How will you present?

=  How will you negotiate?




Sellmg Skills




End of Module
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Week 3 - Module 5 - Part 1
Sales Channels & Distribution



Discussion Flow (4 Week)




Module-5 Topics

Channels & Distribution

Distribu
Managem

'\-\_\_\__H-
e

e




What is a Sales Channel?

Sales Channels are the online or offline
network that the businesses use to sell
their products or services to consumers.

Examples are:

« Traditional Retail Stores (Kirana Stores)
« Supermarkets and Hypermarkets
 Pharmacies and Specialty Stores

« Single Brand Stores

* Online marketplaces

« Social media platforms & websites

Companies choose their sales channels
based on their product category, target
customers, competitors, cost of
distribution, etc.



https://en.wikipedia.org/wiki/File:Supply_and_demand_network_(en).svg

Physical Sales Channel

Factory Warehouse

STOCK TRANSFER

Redistribution Warehouse

‘ COMPANY SALE

Distributors

Wholesalers DISTRIBUTOR SALE

Retail Stores

RETAIL SALE

Shoppers and Consumers




Online Sales Channel

Factory Warehouse

STOCK TRANSFER

Redistribution Warehouse

‘ COMPANY SALE

Online Market Place / Platform

RETAIL SALE

AV4

Shoppers and Consumers




Omni Channel

Modern

Stores

Social Media E-Commerce

Platforms Platforms

Websites &
Portals




Traditional Stores




Modern Stores
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Single Brand Store

Shie Indiy EXPRESS
N
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\ 'y
- !
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&

2
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Online Sites

amazon.» @B‘pdaté’}lgcgtlon- B A1 - Search Amazon.in Q L

Amazon miniTV  Sell Today's Deals Best Sellers Mobiles Customer Service Electronics Prime ~ New Releases Home & Kitchen  Gift Ideag

| B¥ g N S R N

- Lowest ever price

R R

-
»
»
-
»
-
»
.
-

R
R
L

.
*
»
»
.
.
.
.
.
&
M
L
.
»
.
.

L} HDFC BANK I [ BankolBaroda @‘
EMi only

10% Instant Discount* on Credit Cards & EMI

Deals on TVs to match every 1 Up to 70% off | Deals on - Starting 199 | Shoes &

room size - Amazon Brands & more ‘ handbags §
| ML B )

Budget TVs | Upto 60% 4K TVs | Up to 12 Starting X139 | Kitchen Up to 5% L;ﬁ | Lighting & Sports shoes Men's shoes

off months No Cost EMI products Decor

i | A A o)
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Company Websites

Help  Track Order Sign In/Create Account  m

NEW &
SALE MEN  WOMEN NEW ARRIVALS COLLECTIONS w p Tell us what you are looking for O ﬂ

Men's Sale Women's Sale Footwear @Min. 50% Off

NEW pRRA g

GO ALL OUT
INSTYLE

%300 OFF ON PURCHASE OF %1999
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Social Media

©
00 Meta Get started Advertise Learn Support Q :9\ Y

Meta ads How it works Objectives Budget Creative FAQ Ad support

ﬁ e Lucky Shrub

Your customers are

Q ¢ @ vinas v
here. Find them with ==

. v
Meta ads.
Reach new and existing customers as they connect with
people and find communities on Facebook, Instagram,
Messenger and WhatsApp. ° shopnow
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REFLECTION

» Think of a Product that you use :
= Where did you buy it from?

=  Why did you buy from that outlet vs.
any other outlet?

= \What was your experience?
= Online?
=  Physical?
= Omni-Channel?

B




Week 3 - Module 5 - Part 2
Sales Channels & Distribution



What is a Distributor?

A Distributor is an independent business
entity who purchases bulk amounts (e.g. a
full truck or a container) of product from a
manufacturer.

Distributors resell and distribute the
product in smaller lots either directly to
consumers or to retailers who then sell to
consumers.

Distributors are a key component of the
Supply Chain as they allow manufacturers
to sell in economically viable, large
guantities to a select number of customer.

A distributor adds value to retailers by
allowing them to buy goods in smaller lots.

17



https://en.wikipedia.org/wiki/File:Supply_and_demand_network_(en).svg

Distributor Management




Distribution Warehouse

! ’
os:x\‘;:?,‘ccﬂ;gw%‘/ .
Jb ——y ot
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Distribution Fleet

https://www.dailypost.co.uk/incoming/gallery/coca-cola-truck-visits-broughton-
6353421
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Distribution Fleet

~—y
SASEDONASIOR 5 SUNIL GANGOPADHYAY
A SRIJIT MUKHERJI Fitm
9 DORNECAD CALER s s Mswaw 10 514

o "BlY RELEASING 11" 0 i6sr

2

T A Sk dem . T I, Cdmr st

2 PURE, ) YOUt

=.fec - 97 {IyIH BISCUITS
” j ™3,
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Retail Outlet

— o ——

ICE COLD

) Gt

shingnew Feeling

https://www.wsj.com/articles/SB10001424052702304870304577490092413939410
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Online Distributor

@ udaan Q Search ABOUT DOWNLOAD APP ‘ LOGIN |

WELCOMES
ALL SHOP OWNERS!

[ &

30 Lakh+ Retailers Credit upto 5 Lakhs Products from 25K Sellers

To see wholesale prices & buy products

COMPLETE SHOP'S KYC

hitps://udaan.com/homeV22?tab=All
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Online Distributor

Jio Mart About Us

PARTNER

Home

One stop online solution for
- & Personal Care

your Business needs!

Hotels | Restaurants | Offices | Hospitals & more...

Mobile Number

+91 | Enter 10 digit mobile number

Become a JioMart Partner

Show desktop

hitps://www.jiomartpartners.com/sections/landing-page

24




What is a Retailer?

Retailers are independent business entities who
purchase goods from the manufacturer, distributor
or wholesaler and sell them to the ultimate
consumers in small quantities.

Retailers do not manufacture any product they sell,
but they are the final link in the distribution chain
and add value by:

« Offering consumers a wide variety of goods
manufactured by different companies.

* Providing services such as convenience, reach,
promotions, displays, home delivery, credit etc

The Retalil industry is a significant part of overall
country’s economy. It creates employment and
offers wide varieties of career opportunity.

25



https://en.wikipedia.org/wiki/File:Supply_and_demand_network_(en).svg

Retail Management




DMart Mini Case

https://retail.economictimes.indiatimes.com/slide-shows/here-are-some-reasons-that-
explain-the-stunning-success-of-d-marts-model/57914009
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Shelf Mana

28




Category Management

29




Cold Storage

30




Shelf Replenishment

31




Shelf Replenishment

32




n-Store Pricing

33




34

In-Store Promotion




Point-of-Sale

35




Croma Mini Case

A TATA Enterprise

https://store.croma.com/croma-oberoi-mall-electronics-retail-and-repair-shop-goregaon-east-
mumbai-263695/Home

36




In-Store Display

37




In-Store Demo

— 3 ﬂ(
' ’
| B " ,
. . L —
- \ [ 59 .
o .
[ Tl F RORIeTE
y‘ A E 1 .
} >~ - : t ‘
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THREE MINUTE

REFLECTION

Think of you a few different Products such
as soaps, food commodities, electronics,
clothing & stationery. Try to discover:

» Where they are manufactured?

» Who are the distributors?

» How are the products transported?
» Who are the different retailers?




Retail Management Skills

Leadership
& Team
Work

Customer

Catcoory & supply chain
Shelf Man agb n‘iéfn
Management =\ ¥

N

40




End of Module
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Week 2 - Module 4 - Part 1
Marketing Communication



Discussion Flow (4 Week)

Customels\ldleBaseth'Iehg




Module-4 Topics

Marketing Communication




Value Based Marketing

CREATE
VALUE

COMMUNICATE
VALUE

DELIVER
VALUE




Value Based Marketing

Customer Customer

ClreelE Ve Value Prop Pricing
Communicate Customer Customer
Value Branding Advertising
Customer Customer

Deliver Value

Channels Selling




Brand Definition

A brand is a name, design, symbol or logo that
distinguishes one company’s good or service
from those of other companies.

A brand communicates the qualities of the
product to the consumer and serves as the
cornerstone of all communication and
advertising.

Brand Value refers to the pricing premium that a
company generates compared to a similar
competitive or generic product.

Brands are a company's most valuable assets.
Companies protect their brands by registering
them legally.




Global Brands & Value

THE WORLD’S TOP 10 MOST VALUABLE BRANDS 2022
L= B )" 6 |
‘ = $355.1bn @ *=% $107.3bn

amazon = 2 “ Bl ficehook 2= 7
=" == $350.3bn = $101.2bn

Google = 3
$263.4bn $75.1bn

BE Microsoft BE= 4 « g'é - 9 1
. $184.2bl‘l HUAWEI $71.2bl'l

Walmart >,< BEE 5 T verizon’ B 10 |
$111.9bn = $69.6bn

Source: Brand Finance Global 500 2022




Indian Brands & Value

«= TOP 10 MOST VALUABLE INDIAN BRANDS 2022

e ® 2 & 3% © 4 @ 5+ ®
|nf0$5 le Regnce 9

e Sfae drr s °
TATA T Industries Limited a l r te l
$23.9bn $12.8bn $11.1bn $8.6bn $7.7bn

6+® 7+ B 8+ > 9+ ® 10+

o SBI £} HDFC BANK | wnpro:§ mahund}g:g yrreya

$7.5bn $6.9bn $6.4bn $6.1bn $6.1bn

inance India 100 2022




Soft Drinks Brands

TOP 10 MOST VALUABLE SOFT DRINKS BRANDS 2022

1e £ 2¢ £ 3¢ 2 40 5+« £

RedBull -
2 I“ESCAFE’. nnnnnn

EEEEEEEEEEE

$6.9bn $6.4bn $6.3bn
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Car Brands

TOP 10 MOST VALUABLE AUTOMOBILE BRANDS 2023

@ ‘* e
TESLA E PORSCHE

USS$66.2 bn US$58.8 bn US$52.5 bn US$40.4 bn USS$36.8 bn

6 ® 7e e 8¢ £ 094 10+ @&

woves @@ D, QD
=~ HYUNDAI

USS34 bn USS$24.2 bn US$22.3 bn US$15.9 bn USS13.9 bn

Source: Brand Finance Automotive Industry 2023 brandirectory.com/auto
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Luxury Brands

TOP 10 MOST VALUABLE LUXURY & PREMIUM BRANDS 2022

Te & 22 O 3% O 4« O 5+ 0O

@ HERMES

PORSCHE el CHANEL PARIS

$33.7bn $23.4bn $18.1bn $15.3bn $13.5bn
6+ O 7+ () 8« © 9% 0O 10+ £
. W ESTEE
&/ leer DIOR ROLEX 43) LAUDER

FeFrari COMPANIES
$12.4bn $9.0bn $8.4bn $8.0bn $7.9bn

Brand Finance’ @ Source: Brand Finance Luxury & Premium 50 2022 brandirectory.com/luxury-and-premium
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Brand Positioning

Brand positioning is to occupy a unigue
position in the mind of the target consumer, In
a way that establishes how the brand is
different from competitive brands.

A Dbrand positioning strategy, therefore,
Involves creating emotions and associations Iin
customers’ minds to make them perceive the
brand in a specific way. Often the positioning is
expressed In 3-4 words or a simple tagline
which are self-explanatory and powerful.

The brand position needs to reflect in every
aspect of the brand: the core product or
service, visual Identity, packaging and
advertising, etc.

13




Brand Positioning

Think difterent.




Brand Positioning




Brand Positioning

’.‘ Mercedes-Benz

The best or nothing.




Brand Positioning

ARAT @< dF
o State Bank of India

EY WA &7 aF

THE BANKER TO EVERY INDIAN




Brand Positioning

pDantalmns

[ LOUE WITH LIFE
IN®WITH FASHION




Brand Positioning

-

p H S

THE ALL-NEW

b}

pLOR
P05

19




Brand Positioning




Positioning Support

B A i i e e e e T ST e e e

LEVI STRAUSS & CO :

SAN FRANCISCO t.AL

e

Levi's |5 ke

wall Info Levi's Live  Work Wear  Levi's Girl  Wear What Fits

JEANSTOO TIGHT | THE WAIST FITS BUT Tﬁi WAIST TENDS TO
_INTHE waisT? n(tsu-r FLATTER? | Im IN THE BACK? |

Ly
S

Information

fl

oo
&d

Lewt Strauss & Co. Founded in 1853 In
Sen Francisco.

2 Friends Like This

21




Brand Positioning

Aart

Daily Discounts Daily Savings




ositioning Support

Hygienically enjo, ]
Pani puri at Home™

1% DISCo 1.
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THREE MINUTE

REFLECTION

» Think of a Brand you use regularly?
= \Whatis the Logo design?
=  What s the tagline?

= How is it ‘positioned’ in your mind?
How do you think and feel about the
Brand?

" How does the Brand support it’s

‘positioning’?




Week 2 - Module 4 - Part 2
Marketing Communication



Value Based Marketing

Customer Customer

ClreelE VelllE Value Prop Pricing
Communicate Customer Customer
Value Branding Advertising
Customer Customer

Deliver Value

Channels Selling

26




What is Advertising?

Advertising is how a company communicates to
their target customers about their products and
services, in a way that...

* Informs
 Excites
 Engages
 Educates
 Enables

...the customers to actually purchase and use their
brands and products.

Good Advertisements influence our emotions,
perceptions, behaviors, how we look & what we
wear, etc.

27




Top-10 Global Advertisers

1. Procter & Gamble : Annual Ad Spend: $11.5 Bn

2. Amazon : Annual Ad Spend: $10.9 Bn

3. L'Oréal : Annual Ad Spend: $9.9 Bn

. Samsung Electronics Co: Annual Ad Spend: $8.6 Bn
5. Alibaba Group Holding : Annual Ad Spend: $8.4 Bn
6. Unilever : Annual Ad Spend: $8.1 Bn

7. Nestle : Annual Ad Spend: $7.8 Bn
8
9
1

AN

. Comcast Corp : Annual Ad Spend: $6.7 Bn
. LVMH : Annual Ad Spend: $5.8 Bn
0. Alphabet (Google) : Annual Ad Spend: $5.4 Bn

https://www.marketingmind.in/worlds-largest-advertisers-in-2021/

28




Advertising Key Elements

Goals &
Budget




Top Media Channels

Preference Global consumers Marketers

Sponsored events Online video ads

n Cinema ads Sponsored events
ﬂ Out of home ads Digital out of home ads
Point of sale ads Video streaming ads
H Digital out of home ads Social media story ads

Source! Kantar Media Reactions 2025

https://www.kantar.com/inspiration/advertising-media/the-top-ranking-advertising-platforms-for-2023
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Top Media Brands

Preference Global consumers

Marketers

Google
o TikTok
©)

@ spotify

23 YouTube
Google

©

o' TikTok

% Spotify

Source: Kontor Media Reoctions 2023

https://www.kantar.com/inspiration/advertising-media/the-top-ranking-advertising-platforms-for-2023
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Top Indian TV Advertisers

Top 10 Advertiser Group - Across Genres

HINDUSTAN LEVER LTD 4564.71

RECKITT BENCKISER (INDIA) LTD 3807.12

GODREJ CONSUMER PRODUCTS LTD 1196.43

BEROOKE EOND LIPTON INDIA LTD 1071.15

CADBURYS INDIALTD 7141

ITC LTD 577.02

BRITANNIA INDUSTRIES LTD 516.07

FLIPKART.COM 513.73

PONDS INDIA 491.9

PROCTER & GAMBLE 480.6

https://barcindia.co.in/data-insights/advertisers 32




Advertising Types

» Print advertising

» Direct mail advertising

» Television advertising

» Radio advertising

» Movie advertising

» In-store advertising

» Outdoor advertising

» Phone SMS advertising
» Social media advertising
» Influencer Marketing

» Paid search advertising
» Pay per click / SEO

» Display advertising

» E-Commerce Advertising
> Affiliate marketing

» Endorsement Advertisement 33




Print Ads
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Print Ads
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In-store Ads
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In-Store Promoter
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Outdoor Ads
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Social Media Ad

facebook (s

Create a Page

Join or log in to Facebook

Email or phone

Password

Connect your business, yourself or your cause to the worldwide community of people on Facebook. To get started, chot

1
;

Business or brand

Showcase your products and services, spotlight your brand and
reach more customers on Facebook.

Forgotten account?

Do you want to join Facebook?

Community or public figure

Connect and share with peaple in your community, organisation
team, group or club.

41




Search Ads

indian soaps

People also ask

Which soap brand is Indian?
Which is best soap in India?
How many soaps are made in India?

Which Indian soap has less chemicals?

Singh Cart
hit) ghi

Shop for best Indian Soaps

42




Search Ads

= Google Ads J

To help you get started with Google Ads, we’ll give you 20,000 in free ad credit when you spend ¥20,000.
Learn more

Get more views
with Google Ads
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Search Engine Optimisation

7
() Google Search Central Documenta Q& @ language v i ql
Documentation
SEO fundamentals A

Get your website on Google

How Google Search works Home > Search Central > Documentation Was this helpful? i) on
Creating helpful, reliable, people-first

content On this page v Send feedback
SEO Starter Guide

Who is this guide for?

Do you need an SEO? Getting started

Maintaining your site's SEO Glossary

Developer's guide to Search Are you on Google?

< How do | get my site on Google?
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Endorsement Ads
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REFLECTION

» Think of a Brand that you use regularly
= How is it advertised?
=  Online, Offline, In-store
= What is the key ‘message’?

=  How effective is the advertising?
Do you buy based on the
advertisement?




Digital Marketing Skills




End of Module

Indian Institute of Technology Bombay

[IT Bombay, Powai, Mumbai 400 076, Maharashtra, India
Phone: +91 (22) 2572 2545 | Fax: +91 (22) 2572 3480
https://www.iitb.ac.in
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Quadrangle Of Success,
& Course Wrap up



Quadrangle of Success

1 )
@ Knowledge Skill =5

Facts, Information, Theory, Hard Skills, Soft Skills
Books, School, College

@ Attitude Energy @

Beliefs, Opinions, _ Physical, Mental,
Emotions, Reactions Emotional Spritual




Attitude

4 ™ < B
Calm Honest
Positive Helpful
Confident Friendly
Thoughtful Sympathetic
Energetic Communicative
Humorous Collaborative
- J

- J




WEF - Job Skills

v

of all employees will need
reskilling by 2025.

Source: Future of Jobs Report 2020, World Economec Forum




WEF - Job Skills

WORLD
ECONOMIC
FORUM

p -

Top 10 skills
of 2025

Analytical thinking and innovation

&

Active learning and learning strategies

&

Complex problem-solving

Critical thinking and analysis

Creativity, originality and initiative

Leadership and social influence

Technology use, monitoring and control

Technology design and programming
Type of skill

@ Problem-solving
@ Seif-management Resilience, stress tolerance and flexibility
@ Working with people

@ Technology use and development Reasoning, problem-solving and ideation

ece

Source: Future of Jobs Report 2020, World Economic Forum




Course Recap

Modern Businesses are complex
& multi-functional

Informed
Career
Choices

Broad business understanding
can help Employees &
Entrepreneurs




Discussion Flow (4 Week)




Module-1 Topics

Market Research




Module-2 Topics

Customers & Segments




Module-3 Topics

Introduction to Marketing

=~

Value Based

Marketiﬁﬁi‘"ﬁ%:5




Module-4 Topics

Marketing Communication




Module-5 Topics

Channels & Distribution




Module-6 Topics

Art & Science of Sales

%\’l

Sales F‘erhe
A

utomatl\&f;

Al Tools \“




Module-7 Topics

Customer Service

N

Customer
Process &
Tools




Module-8 Topics

Intro to Supply Chain




Course Follow Up

for Entrepreneurs- Part 1, Internal
Operations’

|Enro| iInto NPTEL ‘Business Fundamentals

Enrol into a specialised Management or
Entrepreneurship program |
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BUSINESS FUNDAMENTALS
FOR ENTREPRENEURS (1)
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Discussion Flow (4 Weeks)




End of Course

Indian Institute of Technology Bombay

[IT Bombay, Powai, Mumbai 400 076, Maharashtra, India
Phone: +91 (22) 2572 2545 | Fax: +91 (22) 2572 3480
https://www.iitb.ac.in
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