The Internet Marketing Process
1. Explore the market opportunity

2. Review competitor activity

3. Understand the target consumer

4. Define the user benefit

5. Set objectives

6. Define roles and responsibilities

7. Consider the options

8. Brief design and creative work

9. Set up systems for e-commerce

10. Check legal issues

11. Measure quantified targets

12. Conduct market research
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Sales Forecasting

Sales-forecasting is an attempt to determine the volume of sales which can reasonably be expected at some future date on a scientific basis.  It is the intellectual act of estimating the sales potential for a company including the assessment of efforts of competitors and an appraisal of the trends of industry concerned and general economic conditions that have bearing on demand.  Hence, a sales-forecast is the primary planning document in any organization.  It is an estimate of sales in terms of volume or value for a definite future period under a proposed marketing programme or plan and under assumed economic conditions.


According to American Marketing Association, it is “an estimate of sales in monetary value or physical units for a specific future period under a proposed marketing plan or a programme under an assumed set of eonomic and other forces outside the unit for which the forecast is made.”

Sales Potential Versus Sales Forecasting

Sales potential is the quantitative estimate of the maximum possible sales opportunities present in a particular market segment open to as specified company, selling a product or a service during a said future period.  Sales potential is greater than sales forecast because, some companies may not have sufficient production capacity to capitalize on the full sales potential or a firm may not have developed its distribution net-work to the point where it is capable of reaching every potential customer or it may not attempt to realize its total sales potential because of limited financial resources or a firm being more profit oriented than sales oriented may seek maximum profit from limited sales and not the possible sales.


Thus, sales potential indicates how much a company could sell if it had all the necessary resources and desired to use them for this purpose.  On the other hand, sales forecast indicates how much a company with a given amount of resources can sell if it implements a particular marketing programme.

Factors involved in Sales Forecasting

1. Economic conditions

2. Business conditions

3. Sociological conditions

4. Psychological conditions

5. Competitive conditions

6. Internal conditions

Steps in Sales Forecasting

1. Determine the purposes for which forecasts are used

2. Divide the company products into homogeneous groups

3. Determine the factors affecting the sales of each product and their relative importance

4. Choose the forecasting methods

5. Gather the available data

6. Analyse the data

7. Check and recheck the deductions

8. Make assumptions regarding other factors

9. Convert deductions and assumptions into forecasts

10. Apply the forecast to company operations

Types of Forecasting

1. Short – range forecasts: over a period of month or twelve months

2. Medium – range forecasts: two – 12 months to forty-eight months

3. Long – range forecasts: Above five years and up to fifteen years and thirty years in exceptional cases

Methods of Forecasting

1. Jury of executive opinion or Delphi method.

2. Poll of Sales-force opinion method

3. Projection of past sales method
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4. Survey of Consumer’s buying plans method

5. Market factor analysis method

6. Economic model building and simulation method.

