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    Abstract: Marketing excellence is the need of the hour in 
today‘s competitive scenario. Numerous companies are striving to 
compete by continuous implementation of effective marketing 
strategies for sustainable growth. The purpose of this research is 
to investigate the impact of Internal marketing strategies and 
analyse the relationship between Focus Strategy (FS), 
Differentiation Strategy (DS), Market Penetration Strategy (MPS) 
and Sales Service Support Strategy (SSS) for Competitive 
Advantage (CA) with respect to organised sector of Coimbatore 
based pump industry in TamilNadu.The result shows that, Focus 
Strategy, Differentiation Strategy and Sales Service Support 
Strategy are having strong and positive impact on Market 
Penetration Strategies. There is also a positive and strong impact 
of Market Penetration Strategy for Competitive Advantage. It was 
suggested to provide adequate training for sales and service 
persons to constantly improve on technical expertise and look for 
new design of service quality and to monitor on-time service which 
would place organized pump industry on sustainable growth in a 
competitive market. 

Keywords: B2B Marketing Strategy, Competitive Advantage, 
SustainableGrowth in Pump Industry. 

I. INTRODUCTION 

India has always been a predominantly agrarian country. 
Agriculture Accounts for about 1/5th of the national income. 
It is the most important resources of support for the growth of 
Gross Domestic Product (GDP). Agriculture has always been 
India‘s most important economic sector. Keeping the demand 

management in mind, this research has been carried out to 
analyse the significant impact of marketing strategies to gain 
competitive advantages and thus this research would help the 
marketers and pump dealer‘s to better appreciate and 

recognize the influencing factors for the growth of 
agricultural pump-set market andto examine the effect of 
marketing strategies to gain competitive advantage in 
Coimbatore based pump industry in Tamilnadu. 
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II. STATEMENT OF THE PROBLEM 

The Central and State Governments have been lending a 
supporting role particularly marketing of energy-efficient 
pump sets. Keeping the demand management in mind, 
this research has been carried out to analyse the 
significant impact of marketing strategies to build 
competitive advantages and thus this research would help 
the marketers and pump dealer‘s to better appreciate and 

recognize the influencing factors for the growth of 
agricultural pump-set market. Hence, there is a need to 
find answer to the following questions. 

A. Objectives of the Study 

1. To understand the organised pump sector marketer‘s 

profile in Coimbatore based pump industry 
2. To study the relationship between focus strategy and 

market penetration strategy with respect to pump market. 
3. To examine the relationship between differentiation 

strategy and market penetration strategy. 
4. To investigate the relationship between the sales service 

support strategy and market penetration strategy. 
5. To analyse the relationship on market penetration strategy 

for competitive advantage. 
6. To suggest suitable model for sustainable growth in a 

competitive environment. 

B. Research Design and Sample Size 

Descriptive research is adopted by the researcher to study 
hence it describes the state it exists at present era. Both 
secondary and primary data are collected and implanted in 
this current study. The target population for this study was 
primarily, dealers and retailers associated with the 
agricultural sector pump industries in Coimbatore district, 
dealing with end suction pumps, bore well submersible and 
open well submersible pump sets etc. The respondents are in 
the capacity of Managing Directors, Proprietors, Partners etc. 
in the key positions as dealers and retailers of the organized 
pump sector firms that operate primarily in Coimbatore 
district and other targeted territories as mentioned above in 
Tamilnadu. The list of 374 dealers and retailers were 
obtained from South Indian pump manufactures association 
and the related directory was deemed as a reliable sample 
frame. 
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C. Statistical Tools Used For Analysis 

In respect to pump industry and their applications for 
marketing strategy to gain competitive advantage on their 
observed variables, gender, positions, age, educational 
qualification, brand products, market region, types of trade, 
revenue growth, cross tabulation were studied by 
percentages, chi-square test, anova, multiple regression 
techniques. Also, factor analysis and SEM were used. 

III. REVIEW OF LITERATURE 

Premkumar and Balamurugan (2012)   capturing a 
reasonable market share in competitive environment 
requires more than implementing plain production 
techniques in an effective way. The researcher has 
conducted the study to identify the global marketing 
strategies adopted by Coimbatore pump industry. This 
study also highlights certain marketing issues and 
suggested to adopt marketers to become one-stop solution 
provider that is capable of providing integrated offerings 
through diverse range of products and service network to 
quality conscious customers.  
Arthur Thomson and Strickland (2013) suggest that 
competitive advantage is usually acquired by employing a 
creative offensive strategy that is not easily aggravated by 
rivals. One of the most powerful offensive strategies is to 
challenge rivals with an equally good or better product at a 
lower price. The foremost purpose of defensive strategy is 
to protect competitive advantage and fortify the firm‘s 

competitive position. 
Jayanthi and Amudha (2013)An empricial evidence 
from the pump and motor industries of Coimbatore shows 
that these SME operate in the international markets with 
careful entry by the entrepreneur’s reactiveness .this 

research has explained the knowledge factor which are 
market knowledge, entrepreneurial knowledge  and the 
operating knowledge to be vital for exporting firms. The 
result from selected exporting firms in Coimbatore 
clearly shows that the influence of experiential 
knowledge positively affect the firm’s performance and 

internal growth. 
RajendraNargundkar and Tapan K Panda (2015) 
argued that the initial strategies of the companies were 
targeted towards generating natural growth, but due to the 
Government regulations and intense competition, it has 
become difficult even to sustain the market share. Hence, 
companies started shifting their focus on Mergers and 
Acquisitions, Strategic Alliances and Brand Acquisitions 
to achieve the desired growth. 

IV. DATA ANALYSIS AND INTERPRETATION 

The statistical tools - Percentage, Chi-square test, Anova and 
Multiple regression techniques have been used appropriately. 

A. Gender Classification of the Respondents  

 

S.No 

 

Gender 

Number of the respondents 

Deales Retailers Total 

1 Male 107                 
(28.6%) 

240   
(64.17%) 

347    
(92.3%) 

2 Female 12                
(3.20%) 

15                   
(4.0%) 

27                  
(7.21) 

Total 119      
(31.8%) 

255   
(68.18%) 

374 

B. Classification on Respondent Position  

  Number of the respondents 
S.No Position Dealers Retailers Total 

1 
Managing 
Director 

6           
(1.6%) 

8                             
(2.1%) 

15                                  
(4.0%) 

2 
Sole 

Proprietor 
7                     

(1.8%) 
15                   

(4.0%) 
27                  

(7.21) 

3 Partner 
79      

(21.1%) 
208 

(55.6%) 
287                       

(76.7%) 

4 Executive 
7                   

(1.8%) 
16            

(4.2%) 
23                             

(6.1%) 

5 
Sales 

Manager 
5                  

(1.3%) 
3                  

(0.8%) 
8                             

(2.1%) 

6 
Front Office 

Staff 
8                     

(2.1%) 
4                     

(2.1%) 
12                         

(4.3%) 

7 
Sales/Service 

Engineer 
7                    

(1.8%) 
4                    

(1.0%) 
11                  

(2.9%) 

Total 
119 

(31.%) 
255 

(69.2%) 374 
 

C.  Classification Based on Product Brands  

  Number of the respondents 

S.No 
Brand of 
Product Dealers Retailes Total 

1 Texmo 
44               

(11.76%) 
104          

(27.8%) 
148               

(39.6%) 

2 Aquatex 
24              

(6.4%) 
83                  

(22.2%) 
107                

(28.6%) 

3 CRI 
15              

(4.0%) 
26                      

(6.9%) 
41               

(11.0%) 

4 Suguna 
16                  

(4.3%) 
18                  

(4.8%) 
34                 

(9.0%) 

5 Kirloskar 
13         

(3.47%) 
14                  

(3.74%) 
27                   

(7.2%) 

6 Deccan 
4                    

(1.0%) 
7                    

(1.8%) 
11                  

(2.9%) 

7 Mahindra 
3                        

(0.8%) 
3                    

(0.8%) 
6          

(1.6%) 

Total 
119 

(31.8%) 
255              

(68.2%) 374 

D. Classification Based On Market Region and Types of 
Trade  

  Trade Type 
Market 
Region  Dealers Retailers Total 

Coimbatore 66 (17.6%) 162(43.3%) 228 (60.9%) 

Erode 16 (4.3%) 25 (6.7%) 41 (10.9%)  

13 (3.5%) 20 (5.3%) 33 (8.8%) Namakkal 

Salem 14 (3.7%) 39 (10.4%) 53 (14.1%) 

Tiruppur 10 (2.7%) 9 (2.4%) 19 (5.0%) 

Total 119(31.8%) 255 (68.2%) 374 
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V. FINDINGS & RECOMMENDATION  

It is the responsibility of the marketing personnel‘s, to 

collect periodic market intelligence reports, to watch and 
monitor the movement of un-organized sectors 

Tamil Nadu government has provided the free power 
supply to the farmers for farm equipment like motor pump 
sets. This should not be, miss used by any chance. This can be 
regularly monitored through regulatory officials, to check 
which unorganized manufactures and supplies any kind of 
non-energy efficient pump sets. 

VI. IMPLICATION OF THE STUDY  

Implications for the Society The end users are the part of the 
public society. They enjoy the benefit of quality product at 
right place and right time at right price. It is suggested that 
they should support to the energy efficiency product to grow 
and sustain 
Implications for the Researchers / Academicians There is 
a great opportunity for the researchers and academicians to 
bring out their analysis with cognitive dimensions in a virtual 
scenario through this energy efficiency movement 

VII.        CONCLUSION 

From the outcome of this Study, it can be concluded that the 
development of proven new model as referred the new model 
constructed has successfully achieved the desired result for 
effective marketing strategies to build competitive advantage 
with special reference to the organised Coimbatore based 
pump industry. Now the obligations of driving through the 
grass root level marketing is in the hands of each pump set 
marketers and all the stake holders who have the aspiration to 
accomplish the goal for sustainability in the competitive 
business environments. By means of promoting energy 
efficiency pump sets, the pump set manufactures and 
marketers have played an important role as well as the 
Tamilnadu government also would take the maximum benefit 
on energy conversation ground. 

VIII. VIII.SCOPE FOR FURTHER RESEARCH  

This study was primarily focused on major players in the 
organized pumps sector who have got their manufacturing 
setup in Coimbatore City mainly dealing with agricultural 
pump-sets.  

The area of study was limited to the major districts in 
Tamilnadu namely Coimbatore, Erode, Tiruppur, Salem and 
Namakal. Future study can incorporate the other regional 
states with different magnitudes.  

The researcher has included the various attributes related to 
marketing mix and competitive advantages as noted in 
research design. There may be other variables for competitive 
advantage, such as, cost leadership strategy, blue ocean 
strategy etc., which can be considered for future research. 
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