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UNIT-I

Marketing:Definition,Scope,Importance,Role

Marketingisatrickytopictodefineandframein.TheMarketingstudiesorfield

hasrapidlymovedandreachedaveryhighlevelbutstilldefiningisintosomefixed

variables is justimpossible.Marketing is defined as the process responsible for

identifying,anticipating,andsatisfyingcustomerrequirementsprofitably.

Marketingispartofthemanagementprocessresponsibleforidentifying,anticipating,

and satisfyingcustomerrequirementsprofitably.

Let’s tryto understand the definition ofmarketing and also geta sense ofits

importance,reach,andradiusinbusiness,corporations,organizations,andyourlife.

MeaningofMarketing

Modernmarketinghastwodifferentmeaningsinthemindsofpeoplewhousethe

term.

Onemeaningofmarketingconjuresuptheterms“selling,influencing,persuading”

thoughtbymanypersonsandalwaysviewedanddiscussedasabusinessactivity.They

mistakenlythinkofmarketingonlyassellingandpromotiontasks,butonlytwoof

severalmarketingfunctions.

Unfortunately,theothermeaningofmarketingisweakerinthepublicminds;itisthe

conceptofsensitively“servingandsatisfyinghumanneeds.”

Here,weshallacceptthesecondmeaningsinceacompany’ssuccessdependstoa

greatextentonidentifyingconsumerneeds,developinggoodproducts,andpricing,

distributing,andpromotingthem effectively,whichthismeaningfocuseson.

Now thequestionmaycometoyourmind,isthatwhywehaveacceptedthelatter

meaning.Wearesurethatyouwillbeabletogettheanswerautomaticallyaswe
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proceedwithourdiscussioninthislesson.

Marketing is stillmisunderstood by many marketing professionals,even in the

developedworld.Theactivitiesofmarketingareobvioustoeveryone.

Someofthecompanyfunctions,which areobviouslymarketing activities,include

selling,marketresearch,advertising,etc.Allofthesehavebeenaroundforalong.

Thewordmarketing,whichdescribestheaboveaspartofoneoperationalfunction

(marketing),isrelativelyrecentinitsmodernusage.

Marketingisacomparativelynew field.Theformalstudyof‘exchangeprocessesand

relationships’–whichiscalledmarketing–startedinthe1920s.Togiveyouaclearer

ideaaboutmarketing,letustakealookatthehistoricalprocess.

Theneedformarketingevolvedasahistoricalprocess.Intheearlystagesofcivilization,

eachpersonproducedwhateverheneededforhimself.

Latercametheageofspecialization,andeachpersonmadeasetofoneitem andthen

exchangedtheexcesswiththeothersforitemsthatheneeded.Thiswasthebarter

stage.

From there,civilizationmovedtothelocalmarketstage,wherepeoplebroughttheir

producetoaparticularspot–andexchangedgoodsthere.

Inremotevillagesofa3rdworldcountry,localbazaarsarethemeetingpointswhere

commodities are exchanged on certain days of the week.In more advanced

communities,thetemporarybazaarhasevolvedintoapermanentfeaturewithstalls

andshops.

Laterstill,aneedformoneyeconomyarose.Thepersonwhomadethebullockcart

couldnotexchangethisonepieceforthedifferentitemsthatheneededfrom different

people.

Therehadtobeacommondenominator–andsoamedium ofexchangedeveloped.

Thismedium wasbeadsatonetime,cowsatanother–andmanyotheritems,untilnow

weusemoneyasamedium ofexchange.

WiththeIndustrialRevolution,whichgaveafilliptothemeansofproductionofgoods,

the speed ofselling could notkeep pace with the speed ofmanufacture.Large

quantitiesofstockstartedpilingup.

Andasolutionhadtobefound.
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Thusarosetheneedformarketing;

knowingwhatthecustomerwantsbeforeplanningtomakeit,offeringproductswhich

thecustomerwantstobuy,notproducewhichwefindconvenienttomanufacture;

organizingadistributionsystem whichmatchescustomer’shabits–notthehabitsof

ourindustry;and

taking production and distribution decisions based on the feedback from the

marketplace.

Onecanbesuccessfulinmarketingbygivingthecustomerwhattheywantattheright

priceandmakingitavailableattherightplaceandintherightquantity.Marketingisa

plannedsellingeffort.Ithelpstoincreasethepaceofsellingintunewiththespeedof

manufacture.

Contemporaryliteraturedescribesmarketingvariouslyas‘afunction,’‘anorientation,’

‘anapproachorattitude,’‘philosophyofbusiness,’and‘atechniqueordiscipline.’Infact,

itisallofthese.

TheAmericanMarketingAssociationdefinesmarketingas‘thoseactivitieswhichdirect

theflowofgoodsandservices,from productiontoconsumption.’

Marketingisalsodefinedas‘thesetofhumanactivitiesdirectedatfacilitatingand

consummatingexchanges.’

Marketingisthemanagementfunctionwhichorganizesanddirectsallthosebusiness

activities involved in assessing and converting customerpurchasing powerinto

effectivedemandforaspecificproductorservice,andinmovingtheproductorservice

tothefinalconsumerorusertoachievetheprofittargetorotherobjectivessetbya

company.

Inpractice,thisusuallyentailsthefollowingtasks:

Developingandimplementingadvertisingandsalespromotionplans.

Maintainingthepersonalsellingeffortatahighlevelofperformanceandcost-

efficiency.

Providingtheplanneddegreeofservicetocustomers.

Identifyingopportunitiesinthemarketandproducingsalesforecastsasabasis

forproductionplanning.

Ensuringthatthephysicaldistributionofgoodsmeetstheneedsofcompany
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strategy.

Initiatingandcoordinatingnew-productinnovationanddevelopments.

Developingaprofitableproductrange,ensuringthattheproductmixisoptimum

toachievecorporateobjectives.

Reviewingproductpricingandinitiatingnecessarychanges.Ofcourse,these

tasks’relativeimportancediffersfrom businesstobusiness,dependingonitssize,

complexity,andthenatureofmarketconditionswithinwhichitoperates.

Ontheotherhand,PhilipKotlerdefinesmarketingas“asocialandmanagerial

processbywhichindividualsandgroupsobtainwhattheyneedandwantthrough

creatingandexchangingproductsandvaluewithothers.”Thisisamorecomprehensive

definition,andwewillfollowthisdefinitionthroughoutourdiscussion.

Inessence,marketingcoversallthoseactivitiesinvolvedinprovidingcustomer

satisfactionandmakingaprofitforthemanufacturerwhousesavailableresourcesto

themaximum.

MarketingSTARTSwiththecustomer–whatHEwantstohaveandENDSwiththe

customer–givinghim whatHEwants.

MarketingDefinition

TheAMA(AmericanMarketingAssociation)isaprestigiousandinfluentialorganization

intheUSAandtheinternationalarena.

Thedefinitionofmarketingin1964was;“Theprocessofplanningandexecuting

theconception,pricing,promotion,anddistributionofgoods,services,andideasto

createexchangesthatsatisfyindividualandorganizationalobjectives.”

ItwasuntilAMAapprovedandpunishedanotherin2004;

Marketing is an organizationalfunction and a set of processes for creating,

communicating, and delivering value to customers and managing customer

relationshipsinwaysthatbenefittheorganizationanditsstakeholders.

InOctober2007,theypublishedanewone;

Marketing is the activity,setofinstitutions,and processes forcreating,

communicating,delivering,andexchangingofferingsthathavevalueforcustomers,

clients,partners,andsocietyatlarge.

Thethreedefinitionsarenotthatdifferent,butthereisasignificantdifferencebetween
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them.Iliketocallthem thegenerationgap.

The firstdefinition ofAMA “create exchanges thatsatisfy individualand

organizationalobjectives”indicatesthatmarketingisthereforcreatingexchangesfor

theinvolvedpartiestoservetheirpurpose.

Theyforgotaboutyou and me;thecustomer’sbenefitorvalue.Theyalso

somehow puta boundary to the marketing functions;“process ofplanning and

executingtheconception,pricing,promotion,anddistributionofgoods,services,and

ideas.”

Intheseconddefinition,theyincludeus-thecustomers’valuebut“inwaysthat

benefittheorganizationanditsstakeholders.”HeretheyshowedtheExtendofthe

marketingactivities;“functionandasetofprocessesforcreating,communicating,and

deliveringvalue.”

ThethirddefinitionofmarketingbyAMAistobethemostpreciseoneofthe

closeton.Well,theyputvaluesofcustomersandsocietyatequalstotheorganization’s

objectives. Theyalsoputitinfrontandregardeditasthemainforcebehindthe

marketingactivities.See,thethirdchangecomesveryquickly.

Anditisrightlyso.Businesseshavefoundoutthatcustomersaretheonly

reasonforthesuccess,notthelargecapitalortheproduct/servicetheyproduce.For

someofthem,ithadtobefoundinahardway.

Wecan saythatmarketing isallaboutdelivering customervalue,and the

businesses should be too.Businesses in trying to getcustomers’attention and

marketingincludeallthoseactivates.

ThemarketingguruofSiliconValley,RegisMcKenna,definedmarketingconciselyand

outrageously;

 Marketingiseverything.

A boldstatementfrom RegisMcKenna’sbuttakealookagain,andit’sverytrue.

Marketingfunctionsarenotfixedonjustproducts,pricing,promotion,anddistribution.

Itisalltheactivatesthataffecthowyourcustomerperceivesyourcompany.

Sointhatsense,everythingismarketing.Marketingisforunderstandingwhat

thecustomerneeds,and then to provideitrequiresmarketing to go beyond the

marketingdepartment.
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Andattheend,wearedefiningmarketinglikethis-

Everyactionofanorganization;eitherorbitsaround,dependson,forcedbythe

activitiesthatmarketingmakestocommunicatewithcustomerstoindicateproduct’s

orservice’svalue.

Marketing’suniversalfunctionsarebuying,selling,transporting,sorting,standardization

andgrading,financing,risk-taking,andmarketinformation.

Selling: Thesellingfunctioninvolvespromotingtheproduct.Itincludestheuseof

personalselling,advertising,andothermass-sellingmethods.

Transportation: Thetransportingfunctionisthemovementofgoodsfrom oneplaceto

another.

Sorting: Thesortingfunctioninvolvesholdinggoodsuntilcustomersneedit.

StandardizationandGrading: Thestandardizationandgradinginvolvesortingproducts

accordingtosizeandquality.Thismakesbuyingandsellingeasierbecauseitreduces

theneedforinspectionandsampling.

Financing: Thefinancingprovidesthenecessarycashandcredittoproduce,transport,

store,promote,sell,andbuyproducts.

Risk-Taking: Itinvolvesbearingtheuncertaintiesthatarepartofthemarketingprocess.

Afirm canneverbesurethatcustomerswillwanttobuyitsproductscanalsobe

damaged,stolen,oroutdated.

WhoPerformsMarketingFunctions?

Marketing functionsare allpartofthe marketing processand mustbe done by

someone.

Noneofthem eliminated.In a planned economy,someofthefunctionsmaybe

performedbygovernmentagencies.Othersmaybelefttoindividualproducersand

consumers.

Inamarketingdirectedeconomy,marketingfunctionsareperformedbyproducers,

consumers,andavarietyofmarketingspecialists.

ScopeofMarketing

Thedefinitionofmarketingstatedearliersuggeststhatthescopeofmarketingis

extensive.Marketinginvolvesdeterminingneedsandwants,demand,andproduce

productstosatisfythem throughexchangeprocesses.
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Undertheexpanded notionofmarketing,individuals,socialorganizations,political

parties,educationalinstitutions,charities,andmanyotherorganizationsareengagedin

marketing.Wewillnow lookatthebroaddimensionsofmarketingandthebusiness

dimensionsofmarketingtounderstandwhatmarketingencompasses.

Marketingfrom aGeneralPerspective

Traditionally,marketing is regarded as an activity performed by business

organizations.However,marketing can also be performed by other types of

organizationsandevenbyindividuals.Forexample,apoliticalpartyusesmarketing

whenitpersuadesvoterstovoteforitscandidate.

Universitygraduatescanusemarketingprinciplestomaximizetheeffectiveness

oftheirsearchforajob.Againstthisbackdrop,thereexistsawidevarietyformarketers,

whattheyaremarketing,andwhataretheirpotentialmarkets.

Inadditiontoawidevarietyofitemsgenerallyconsideredasgoodsandservices,

ideas,persons,places,andorganizationsarealsomarketed.

Inthisgeneralperspective,marketscovermorethanthedirectconsumersofproducts.

Forexample,in addition to its students,a public university’s marketcomprises

governmentagencieswhoprovidefunds,citizenslivingaroundtheuniversityaffected

byuniversityactivities,andalumniwhosupportvariousuniversityprograms.

A company’s markets include governmentagencies,environmentalists,and

shareholders.Thus,anyindividualorgroupwithwhom apersonororganizationhasan

existingorpotentialexchangerelationshipcanberegardedasamarket.

Marketingcanoccurwhenonesocialunit(personororganization)strivesto

exchangevaluewithanothersocialunit.Thus,theessenceofmarketingisatransaction

orexchange.Inthisbroadsense,marketingconsistsofactivitiesdesignedtogenerate

andfacilitateexchangesintendedtosatisfyhumanneedsorwants.

Marketingfrom theBusinessPerspective

Inasociety,organizationsandindividualsareinvolvedinandexposedtovarious

marketingactivities.Theseorganizationsmayormaynotbeprofit-oriented,although

theymayfacesomemarketingproblems.

However,thepopularnotionofmarketingdoesnotprovideaconceptualframeworkfor

practicalpurposes.Marketingshouldbevisualizedasawholetogetmaximum return
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outoftheinvestmentsinmarketingactivities.

So,weneedto definemarketingfrom abusinessviewpointthatwillguide

managersinbusinessandnonprofitorganizationsincarryingouttheirmarketingtasks.

Ourdefinitionofmarketing–applicableinabusinessoranonprofitorganization-

isasfollows:Marketingisatotalsystem ofbusinessactivitiesdesignedtoplan,price,

promote and distribute want-satisfying products to target markets to achieve

organizationalobjectives.

Thisdefinitionhasthefollowingsignificantimplications:

Theentiresystem ofbusinessactivitiesshouldbecustomer-oriented.Customers’

wantsmustberecognizedandsatisfied.

Marketingshouldstartwithanideaaboutawant-satisfyingproductandshouldnotend

untilthecustomers’wantsarecompletelysatisfied,whichmaybesometimeafterthe

exchangeismade.

ImportanceofMarketing

Itisimportanttostudymarketingforseveralreasons.Marketingstimulates

demand,costsalargepartofsales,employspeople,supportsindustries,affectsall

consumers,andplaysamajorroleindailylives.

Since marketing stimulates demand,marketing’s fundamentaltaskis to generate

consumerinterestforgoodsandservices.Increasedconsumerinterestingoodsand

servicesincreasesdemand and increasestheGrossNationalProduct(GNP)ofa

country.

Alargeportionofsalesrevenuegoestocovermarketingcosts.Thesecosts

should notbemistaken asmarketing profits,norshould itbeassumed thatthe

eliminationofmarketingactivitieswouldlowerprices.Amountspenttocovervarious

marketingcostsisjustifiedbecausemarketingperformsveryimportantfunctionsto

bringgoodsandservicesfrom producertoconsumerwhoisseparatedfrom eachother.

A sizableportionofacountry’scivilianlaborforceisengagedinmarketing

activities.Thisincludespeopleemployedintheretailing,wholesaling,transportation,

warehousing,communications industries,and those involved with marketing and

activitiesformanufacturing,financial,service,agricultural,mining,andotherindustries.
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In the USA,forinstance,about17 million people work in retailing,6 million in

wholesaling,and 4 million in transportation.And projections indicate thatfuture

employmentinmarketingwillremainstrong.15

Someindustriesrunonthesupportofmarketingactivities,suchasadvertising

andmarketingresearch.TotalannualU.S.advertisingexpendituresexceed$100billion.

Manyagencies,includingYoung&Rubicam,J.WalterThompson,McCann-Ericksonand

Ogilvy&Mather,haveworldwidebillingsof$1billionormore.Approximately$1.8billion

isspentyearlyintheUnitedStatesonmarketingresearch.

Peopleareconsumersofvariousgoodsandservicesproducedinsociety.

Knowledgeofmarketingmakesconsumersbetterinformed,moreselective,and

moreefficient.Consumerscanestablisheffectivechannelsofcommunicationwith

organizationsandcangetcomplaintsresolvedmoreeasilyandfavorably.

Anunderstudyingoftheroleofmarketingleadtheconsumerstowardforming

consumergroups.Theseconsumergroupsoftenhaveasignificantinfluenceonthe

activitiesofmarketers.

Marketinghasastronginfluenceonthebeliefsandlifestylesofthemembersofsociety.

Marketinghasoftenbeenblamedfordevelopingmaterialisticattitudes,fads,product

obsolescence,arelianceongadgets,conspicuousconsumption,superficialproduct

differences,andwastingresources.

Marketerscountertheseallegationsbysayingthattheymerelyrespondtopeople’s

desiresandmakethebestgoodsandservicestheycanatthepricepeoplewillpay.

Marketingplaysanimportantroleinimprovingqualityoflife.

Forexample,marketersencouragecompaniestomakesaferproductssuchaslow-

nicotinecigarettes.Marketerscreatepublicservicemessagesonenergyconservation,

curesfordiseases,alcoholabuse,andotherpublicinterestissues.Theyalsohelpnew

goods,ideas,andservicestobeacceptedandassimilatedbypeople.

Knowledgeofmarketingisalsovaluableforthosenotdirectlyinvolvedwithmarketing.

For example,marketing principles can be utilized by doctors,lawyers,

managementconsultants,financialanalysts,research and developmentpersonnel,

economists,statisticians,cityplanners,nonprofitinstitutions,andothers.

Eachoftheseprofessionsandorganizationsrequiresanunderstandingand
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satisfactionofthepatient,client,consumer,taxpayer,orcontributorneeds.Andmany

ofthem arenewundertakingmarketingresearch,advertising,andsoon.

RoleofMarketinginEconomicDevelopment

Themainpurposeofmarketsandintermediariesistomaketheexchangeeasier

andallowgreaterproduction,consumption,andotheractivities,includingrecreation.An

effective marketing system is necessary for economic development.Improved

marketingmaybethekeytogrowthinless-developednations.Withoutaneffective

marketingsystem,thelessdevelopednationsmaynotescapethe“viciouscircleof

poverty.”

Manypeopleinthesenationscan’tleavetheirsubsistencewayoflifetoproduce

forthemarketbecausetherearenobuyersforwhattheyproduce.Andthereareno

buyersbecauseeveryoneelseisproducingfortheirownneeds.

Asaresult,distributionsystemsandintermediariesdonotdevelop.

Breakingthisviciouscircleofpovertymayrequiremajorchangesinthemarketing

systemsthataretypicalinless-developednations.Withoutaneffectivemarketing

system,peoplecan’tleavetheirsubsistencewayoflife.

Marketingmeansdeliveringthegoodsandservicesthatcustomerswantand

need.Itmeansgettingproductstothem attherighttime,intherightplace,andata

pricethey’rewillingtopay.

So,effectivemarketingisneededtolinkproducersandconsumers.

MarketingRoleinStrategicPlanning

Marketing plays an importantrole in strategic planning in the sense that

consumers’needsandthecompany’sabilitytosatisfythem toguidethecompany

missionandobjectives

Mostcompanystrategicplanningdealswithmarketingvariablessuchasmarketshare,

marketdevelopment,andgrowth.Inmostcases,itisverydifficulttoisolatestrategic

planningfrom marketingplanning.

Virtually,strategicplanningisoftenreferredtoasstrategicmarketingplanning.

Marketingplaysakeyroleinthecompany’sstrategicplanninginseveralways.

First,marketing provides a guiding philosophy-the marketing conceptthat

suggeststhatcompanystrategyshouldrevolvearoundservingimportantconsumer
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groups’needs.

Second,marketingprovidesinputstostrategicplannersbyidentifyingattractivemarket

opportunitiesandassessingthefirm’spotentialtotakeadvantageofthem.

Finally,withinindividualbusinessunits,marketingdesignsstrategiesforreachingthe

unit’sobjectives.

MarketingandtheOtherBusinessFunctions

Opinionsvaryabouttheroleofmarketing in acompany.Oneview isthat

marketingbearsequalimportancetoanyotherfunction.Anotherviewisthatmarketing

isthemostimportantofallthefunctionsofacompany.

ToquotePeterDrucker,“Thebusinessaimstocreatecustomers.”Themarketing

departmentdefinesitsmission,products,and marketsand directotherfunctions

performedtoensurecustomersatisfaction.

Astutemarketersareinclinedtoputthecustomeratthecenterofthecompany.They

believethatacompanymustattractandholdcustomersforbeingsuccessful.

Promisesmustbemadetoattractthecustomers,andtheycanberetainedbyproviding

satisfaction.Marketingoffersthepromiseandensuresitsdelivery.

Marketingplaysacoordinatingroleinhelpingensurethatalldepartmentsworktogether

toensureconsumersatisfaction.

Conflictsbetweendepartmentsregardingmarketingissuescanhappen.

Businessfunctionsdifferintheirobjectivesandactivities.Productionisconcernedwith

suppliers,financeisinterestedinstockholdersandsoundinvestment,andmarketing

focusesonproducts,pricing,promotion,anddistribution.

Allthedifferentfunctionsofacompanymustbecarriedoutharmoniouslytogenerate

valueforconsumers.

Butinreality,thisisnotalwaysthecase,andconflictsbetweenthedepartmentsare

rare.

Themarketingdepartmentoperatesfrom theconsumer’sstandpoint.Buttoensure

consumersatisfaction,itwantsotherdepartmentstoworkinawaynotconsidered

comfortable.

Marketing activities can increase purchasing costs,disruptproduction schedules,

increaseinventories,andcreatebudgetaryproblems.Inpractice,otherdepartments
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maybeunwillingtobesubservienttothemarketingdepartment.

Thus,marketingmanagementcanbestsupportconsumersatisfactionbyworkingto

understandthecompany’sotherdepartments.

Marketingmanagersmustworkcloselywithmanagersofotherfunctionstodevelopa

system offunctionalplans.Thedifferentdepartmentscanworktogethertoaccomplish

thecompany’soverallstrategicobjectives.

ImpactofMarketing–MarketingisExcitingandDynamic.

Itwouldhelpifyourealizedthatmarketingisexciting,fascinating,stimulating,

andalwaysdynamic.Numerousactivitiesareinvolvedinit,notonlyadvertising,selling,

publicity,andpublicrelations.Greatmarketingachievementsmaybeexperiencedby

companiesoneyeartomeetequallysizabledefeatsthefollowingyear.

Everyorganization’sabilitytosurviveisaffectedbymarketing.Knowledgeofmarketing

principles,concepts,andtheorieshelpsmarketerscopewithtoday’sdynamic,complex

environmentinwhichmajorandunpredictablechangesoftenoccur,andthisisan

ongoingprocess.

Marketingaccountsforalargepartofeveryone’sbudget.Youwillbesurprisedtoknow

thatmarketingcostsareestimatedtocomprise50percentormoresales.Onaverage,

fiftypaiseoutofeverytakaspenttogotocovercostsarisingfrom suchactivitiesas

marketingresearch,branding,packaging,transportation,warehousing,merchandising,

advertising,personalselling,andpublicrelationspublicity.

Marketingalsoinfluencesourqualityoflife.Increasedconsumerawarenessaboutsuch

issues as energyconservation,nutrition,and physicalfitness and saferproducts

contributetothewell-beingofsocietyofwhichweareapart.Marketing,inachieving

thesedesirableends,playsasignificantrole.

Becauseofitsdiversityandthenumerouschallenges,rewardingcareeropportunities

existinmarketing.Nobusinessdisciplinehasmanydifferentcareerpossibilitiesas

marketing.

Itisknownfrom differentstudiesthatapproximatelyoneoutofthreejobsisdirectlyor

closelyrelatedtomarketing.Thetypesoforganizationswithentry-levelpositionsin

marketinginclude,amongothers,businessfirmssuchasmanufacturers,servicefirms,

wholesalers,retailers,advertisingagencies,consultingfirms,andprivateandpublic
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nonprofitorganizationssuchashospitals,theperformingarts,charities,specialinterest

groups,andgovernmentagencies.

Conclusion–Marketingtouchesallofuseverydayineverysphereofourlives.

Marketingmeansworkingwithmarketstobringaboutexchangesforthepurposeof

satisfyinghumanneedsandwants.Wecanalsoputitinthisway:marketingisatotalof

businessactivitiesdesigned to plan,price,promote,and distributewant-satisfying

productstotargetmarketstoachieveorganizationalobjectives.Marketing,therefore,

servestosatisfytheobjectivesofboththeparties–marketandthemarketer.

Marketingtouchesallofuseverydayineverysphereofourlives.How it

influencesusisimportantfrom amarketing perspective.Marketersfacedifferent

demand states oftheirproducts.Each ofthe demand states calls fordifferent

marketingactivitiesthatamarketershouldbeawareof.

SocietalMarketingConcept:Definition,Advantages,Examples

Societalmarketing conceptholds thata company should make good marketing

decisionsbyconsideringconsumer’swants,thecompany’srequirements,andsociety’s

long-term interests.

5MarketingConcepts:MarketingManagementPhilosophies

5marketingconceptshelpsorganizationsplans,designstrategiesandexecutetheir

marketing strategies to get target consumers.
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5CoreCustomerandMarketplaceConcepts

The5 coreconceptsofcustomerand marketplaceallow you to understand and

examinethecustomer,marketplace,andwhyitbehavesinvarioussituations.5core

customerandmarketplaceconceptsare;(1)needs,wants,anddemands,(2)market

offeringssuch asproducts,services,and experiences,(3)value,satisfaction,and

quality(4)exchange,transactions,andrelationships,...

MarketOrientedStrategicPlanning

MarketingPlan:ContentsofaMarketingPlan

Undertakingactionsbasedonamarketingplancanplaceacompanybetterthanits

competitors.Preparing theplanrequiresafew sequentialsteps,whichshould be

followedforabetterplantofollow.Amarketingplanshouldcontain,amongothers,an

executive summary,statementofthe currentmarketing situation,analysis ofthe
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opportunitiesandissues,...

MarketingProcess:5StepsofMarketingProcess

Marketingishow companiescreatevalueforcustomersandbuildstrongcustomer

relationships to capture value from customers in return.5 step process ofthe

marketingframeworkwhereinvalueiscreatedforcustomersandmarketerscapture

valuefrom customersinreturn.UnderstandingTheMarketplaceAndCustomerNeeds

And Wants. Designing A Customer-Driven Marketing Strategy. Constructing...

MarketOrientedStrategicPlanning

Amarketermustseekwaysofmaintainingabalancebetweenhisobjectives,skills,and

resources,andthedynamicenvironment.Strategicplanninghelpshim toachievethis.

Therefore,knowledgeofstrategicplanning,implementation,andcontrolisnecessary

fora marketerto survive in the changing environment.Whatis Market-Oriented

Strategic Planning? Market-Oriented Strategic Planning is the...
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BCGMatrix:Definition,Chart,ExplanationWithExamples

BCGstandsforBostonConsultingGroup;alsocalled‘Growth/ShareMatrix/BCGMatrix’;

developedbyBostonConsultingGroup,aworld-renownedmanagementconsultingfirm

locatedintheUSA. Itisausefultoolforanalyzingadiversifiedcompany’sbusiness

portfolio.IntheBCGmatrix,SBU(StrategicBusinessUnit)isaunitofthecompanythat

hasaseparatemission...

StrategicPlanningGap

Acompanycanprojecttotalsalesandprofitsthroughplansforexistingbusinesses.

Theprojectedsalessometimesarelessthanwhatmanagementdesires.Management

usuallydevelopsoracquiresnewbusinessestofillupsuchagap.Thisgapisusually

arisenoutofthestrategicplanninggapbetweenfuturedesiredsalesandprojected
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sales.How...

MissionMeaning:IdealContentsofaMissionStatement

Missionshoulddefinetheorganizationline/linesofbusiness,identifyit'sproductsand

services,andspecifythemarketsitservesatpresentandthenearfuture.

ManagingMarketingInformation

MarketingInformation:Sources,NeedforMarketingInformation

Modernmarketingisamuchmoreexactsciencethanitwas.Inthepast,marketingwas

essentiallyanart– dependingalmostentirelyontheintuitionandjudgmentofthe

entrepreneurwhowasanall-aroundexpertinmarketing,production,andfinance.Of

course,themarketenvironmentwasmuchlesscomplex.Thenumberofcompetitors
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and...

MarketingInformationSystem (MIS):Meaning,Tasks,Components

Astheneedforinformationgrew,sodidtheneedformoresophisticatedmeansof

collectingandprocessingdata.Nolongerisarandom,haphazardaccumulationofbits

andpiecesofdatasatisfactory.Tofulfillthisneed,aMarketingInformationSystem

(MIS)emergedasacriticalcomponentofthemarketingprocess.Morebroadly-based

andcomplex...

MarketingIntelligenceSystem

Amarketingintelligencesystem isasetofproceduresandsourcesusedbymanagers

toobtaintheireverydayinformationaboutpertinentdevelopmentsinthemarketing

environment.Itmeansthatthisisamechanism usedbyexecutivestogatherdataon

the developments taking place in the environment– commercial,technological,
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legal/political,andsoon–...

MarketingResearchProcess

Mostmarketingmanagersdelegatethedetaileddesignandimplementationofresearch

projectstospecialistseitherwithinoroutsidetheirorganizations.Theprincipalreason

forsuchdelegationisthatmostmarketingmanagersdonothavethetimeorthe

expertisetoengageinmarketresearchactivities.Theymust,toagreaterorlesser

extent,dependon...

MarketDemandEstimation

The marketing opportunities ofa companyare basicallyidentified byconducting

marketingresearch.Aftertheresearchidentifiesopportunities,targetmarketsshould

beselectedverycarefully,evaluatingtheidentifiedopportunities.Tobeginwith,thesize,

growth,and profitpotentialofeach ofthe opportunitiesmustbe measured and

forecasted by the management. Several departments in the...



22

SalesForecasting

Salesforecastingistheprocessofselectingandtargetingspecificmarketsegments,

andidentifyingwhichsub-marketsarebothviableandattractiverequiresthesales

forecastorestimatingfuturedemand.Withoutasalesforecast,themarketingexecutive

couldnotdeterminewhatsalesvolumetoexpect,howmuchtoproduce,andhowmuch

moneyandeffortto...

AnalyzingCompetitors

AnalyzingCompetition:IndustryConcept&MarketConceptofCompetition

Competitionisapowerfulinfluenceindeterminingtheextentandnatureofafirm’s

marketingactivities.Veryfewfirmsoperateinamarketenvironmentallbythemselves.

Mostcompaniesfacecompetitionfrom atleastoneotherbusiness,andusuallyfrom

several.Broadlyspeaking,allfirmscompetewitheachotherforthebuyingpowerof

consumers....

4TypesofCompetitors

Nocompanycanexpecttooperateinamarketwithouthavingcompetition.Companies
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thusfacecompetition.Acompanycanfacefourcategoriesofcompetition.Itshouldbe

preparedwithstrategiestoattackimmediateandpotentialcompetitors.Identifying

competitors to attack is vitalfora companyto survive in this age ofextreme

competition.4Types...

4StepsofDesigningCompetitiveIntelligenceSystem

Howdoyougatherinformationonyourcompetitiveenvironment?Theanswerliesinthe

design ofa competitive intelligence system.Ifyou collectinformation using a

competitiveintelligencesystem,youcannotbeinundatedwithuselessandirrelevant

information.Thesystem’sdesignshouldbesuchthatithelpsyousavemoneyand

providetimelyandaccurate...

StepsinCustomerValueAnalysis

Ifacompanyhasasoundcompetitiveintelligencesystem putinplaceandwork,itis

easierforthecompanytodevisestrategiestodealwithcompetitors.Becausethe

information provided by the said system willhelp the company decide which

competitorsshouldbeattackedandwhichtobeavoided,managersusuallygofor

customer...

MarketDifferentiation

Differentiation:5DifferentiatingVariables

As a practicalmatter,allsellers’offerings are differentiated from those oftheir

competition.Differentiationmaybebaseduponcertaincharacteristicsoftheproduct

itself.Itmayalsoexistconcerningtheconditionssurroundingitssale.Acompany’s

productmayalsobedifferentiatedbytheimagesofitspersonnelandthetypeof

distributionchannelit...

ProductDifferentiation

Productdifferentiationisthepathchosenbymostbrand leadersinanyindustry.

Cellulosetapebecameknownas‘Sellotape,’andthevacuum cleanersarereferredtoas

‘Hoovers’isagreatcredittotheoriginators.Theybecomenaturalfirstchoicebrands

against which allcompetitors are judged.Maturing markets mean increased

competitionformarketshare...

MarketPositioning:Definition,Strategies,Importance,Erros
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Marketingpositioningistheprocessofdevelopingamarketingmixthatputsthe

productinauniquepositiontothetargetedsegmentsforattractingpotentialbuyers.

Marketingpositioninginvolvesarrangingforaproducttooccupyaclear,distinctive,and

desirableplacerelativetocompetingproductsinthemindsoftargetconsumers,which

isaccomplishedthrough...

NewProductDevelopment

NewProductDevelopment:Definition,Process

Gettingtheproductrightisthesinglemostimportantactivityofmarketing.Ifthe

productisnotwhatthemarketwants,noamountofpriceadjustment,dependable

delivery,orbrilliantpromotionwillencourageconsumerstobuyit–oratleast,notmore

thanonce,andveryfew companiesproduceproductswhichare‘once-in-a-lifetime’

buys....

5StagesofConsumerAdoptionProcess(BuyerDecisionProcessforNewProducts)

Itisinterestinghow consumerslearnaboutproductsforthefirsttimeanddecide

whethertoadoptthem.Theadoptionprocessforanewproductisthementalprocess

throughwhichanindividualpassesfrom firstlearningaboutaninnovationtofinal

adoption”and adoption as the decision by an individualto become a regular...
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5 Types ofAdopters:Innovators,Early Adopters,Early Majority,Late Majority,

Laggards.

Differentpeople trynew products atvarying speeds.Foreach product,we find

consumptionpioneersandearlyadopters.Otherconsumersadoptnewproductsmuch

later.Peoplecanbeclassifiedinto5adoptercategories.Consumerspassthroughfive

stagesintheprocessofadoptinganew product.Innovators.EarlyAdopters.Early

Majority.LateMajority.Laggards.Let’s...

ProductLifeCycleStrategies

MarketEvolution:Definition,StagesofMarketEvolution

Evolution,indictionaryterm,meanstheprocessofgrowth.Inotherwords,evolutionis

thetheorythatseesinthehistoryofallthings–adevelopmentorgradualadvance

from asimpleandrudimentaryconditiontoonethatismorecomplexandofhigher

character.Thus,marketevolutionmeansthedevelopmentorgradualadvance...

DynamicsofAttributeCompetition:HowToIdentifyandMeasureMarketAcceptability

ofProducts’NewAttributes
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Youknowthatveryfewfirmsoperateinamarketenvironmentallbythemselves.Most

companiesfacecompetitionfrom atleastoneorotherbusiness,andusuallyfrom

several.Thus,competitiveforcesmakesubstitutesavailableforalmosteveryproduct

orserviceonthemarket.Nomatterwhatnew attributeyouaddtoyourproductto...

ProductLifeCycle:4PLCStagesandMarketingStrategiesofPLC

Theproductlifecycleisaseriesofstagesprogressingfrom theproduct’sinitialentryto

itsultimatewithdrawalfrom themarket.Contemporarymarketerstrytoplanforthelife

oftheproductbeforeitiseverintroduced.Theytrytomaximizeprofitsovertheentire

period.Itisonthemarket,notjustin...

MarketingStrategies

MarketLeaderStrategies

Youmayfindindustriesdominatedbyonlyonefirm.Thelargestshareofthemarketis

occupiedbythesaidfirm andisknownasthemarketleader.Theotherfirmsoperating

inthesaidmarketenjoyonlyarelativelysmallportionofthetotalmarket.Theyare

always under pressure by the leader because...
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MarketChallengerStrategies

Marketchallengersarethefirmstryingtocatchtheleader’spositionand

fighting hard to increase theirmarketshares.Theyare called challengers

becausetheythrow directchallengestotheleaderbypenetratinghismarket

domain.Thechallengingfirmsthatfailtopenetratetheleader’sareasbecome

marketfollowers.Therefore,itisevidentthatsome...

MarketNicheStrategies

WhatisMarketNicheStrategy?Anicheisasmallmarketwhoseneedsarenotbeing

well-servedbytheexistingproducts.Anichemaybeidentifiedbydividingasegment

intosub-segmentsordefiningagroupwithadifferentsetofcharacteristics,whichmay

lookforaspecialcombinationofbenefitsofattributesinthe...

ProductLines

WhatisProduct?

Productisconsideredtobeoneofthemostcriticalelementsofthemarketingmix.

Distribution,promotion,and pricing strategiesdepend veryheavilyupon whatthe

productis,itsattributes,anditsfunction.Therearemanymisconceptionsaboutwhata

productis.Therefore,attentionmustbedirectedtodefiningaproductandtheproduct

mix....

TypesofProducts(ConsumerProductsandIndustrialProducts)

Marketersconsidergoodsprimarilyintermsofwhom theyarebeingtargeted.They

classifygoods based on whethertheyare consumergoods orindustrialgoods.
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Generally,productsareclassifiedintotwotypes;ConsumerProducts(convenience

products,shopping products,specialty products,unsought products).Industrial

Products(capitalgoods,rawmaterials,componentparts,majorequipment,accessory

equipment,operating...

LevelsofProduct

A particularproducthas 5 levels (core benefit,generic product,expected level,

augmented product,potentialproduct).When a buyerbuysa product,he buysa

package,notonlythetangibleproduct.Withasoap,youpurchase,forexample,the

soapitself,animage,andanumberofinterrelatedsatisfactions.Marketersshould,

therefore,needtothink...

ProductMixDecisions

Aproductmixisalloftheproductlinesthatthecompanysellsinthemarketplace,and

notthosestillinthedevelopmentortestingstages.Forexample,acompany’sproduct

mixmaybeconstitutedofcosmetics,toiletries,andmedicine.Again,eachlinemay

have a subline, such as cosmetics may be broken down into...

ProductLineDecisions

ProductLineDecisionsmeansacompanyofferssimilarproductstosolveawhole



29

rangeofsimilarproblemsthattargetcustomershave.TounderstandProductLine

Decisionssimply,wecanlookatasmartphonemanufacturer,likeSamsungandApple.

Theyareknowntocustomersassmartphonemakers,buttheyaremorethanthat.Both

Samsungand...

IndividualProductDecisions

Fordevelopingmarketingplansandstrategies,amarketerneedstomakeindividual

productdecisions.Theseanswerswhatdecisionsamarketerhastomakebefore

developingandmarketingindividualproducts?Individualproductdecisionsstartwith

settingtherightproductattributes.Tomaketheproductstandoutfrom thecompetition,

brandingneedstobedoneproperly.Packaging...

PricingStrategies

Price:Meaning,Role,StepsofPriceSettingProcess

Priceisthesacrificemadebytheconsumerstogetanitem.Theyareverysensitiveto

whattheysacrificeforaproduct.Inpricesetting,marketersshouldconsiderconsumers’

abilitytopay,thedemandfortheproductthatexists,thecostinvolvedinproducingthe

item, and the costs, prices, and offers of their...
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PriceAdaptationStrategies

WhatisPriceAdaptation?Pricessetbyacompanydonotalwaysremainthesame.

Overtime,theoriginalpriceestablishedforalmostanyproductwillhavetobeadjusted.

Themarketingexecutivewillfinditnecessarytochangetheproduct’spriceseveral

times during the course of its life cycle. They are changed or...

PriceChanges:Initiation&ReactionsofPriceChanges

Inadynamicbusinessworld,priceadministrationcannotendwiththesettingofan

initialprice.Changingmarketplaceconditionsoftenrequiretheorganizationtocutor

increasepricestostopmakingchanges.Companiesoftenfacesituationswherethey

mayneedtoreduceorincreasetheirpricesevenafterdevelopingpricingstrategiesand

structures.Inthis...

MarketingCommunication
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MarketingCommunication

Onceaproducthasbeencreatedandapricedeterminedforit,themarketingfocus

switchestopromotionorcommunication.However,goodaproduct,itwillseldom sell

itself.Knowledgeabouttheproductmustbecommunicatedtopotentialcustomers,

eitherthrough word ofmouth,advertising,orsome form ofdisplay.Therefore,

marketersdonotrestrict...

EvaluatingMarketingActivities

MarketingOrganization:Meaning,Purpose,Role,OrganizingMarketingUnit

Thestructureandrelationshipsofmarketingpersonnel,includinglinesofauthorityand

responsibility thatconnectand coordinate individuals,strongly affectmarketing

activities.People in the organization carryoutactivities ofmarketing.Marketing

management,therefore,cannottake place exceptwithin a specific organizational

setting.The organizationalsetting is termed as ‘marketing’s home.’Thus an

understandingof...

MarketingEvaluatingandControlling

Marketing isacomplexactivity.Itinvolvesmanyoptions,itrequirescoordination
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amongmanyfunctionsandtasks,anditmustrespondtochangesincustomersand

competitors.Thesefactorsmakeplanningdifficultandoftenmaketheachievementof

amarketingstrategyorprogram evenmoreproblematic.Withoutgoodcontroland

evaluationprocedures,eventhebest...

TypesofMarketingControl

Twomajortypesofmarketingcontrolarecommon.Thefirstisthecontrolofday-to-day

operations;thus,implementation controlinvolves ongoing activities and uses the

organization’sregularaccountingandreportingprocedurestoanalyzemarketingplans

andactions.Primarily,implementationcontrolseekstoanswerthequestion,‘Arewe

doing things right?’ Strategic control involves major strategic...

MarketingImplementation:Definition,Aspects

Marketingimplementationdefinesastheprocessthatturnsmarketingplansintoaction

assignmentsandensuresthatsuchassignmentsareexecutedtoaccomplishtheplan’s
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statedobjectives.Nomarketingprogram willsucceedifitisnotimplementedproperly.

Toimplement,themarketingexecutivemust;obtainthesupportofallthepeopleand

institutionswhowillbe...

SocialResponsibilityofMarketing

SocialCriticismsofMarketing

Thesocialenvironmentisoneofthemostdifficulttaskstomonitorbecausechangesin

valuesandattitudes,andlifestylesarenoteasilymeasuredinreassuringlyquantifiable

ways.Thesocialenvironmentcomprisesthestructureanddynamicsofindividualsand

groupsandtheissueswithwhichtheyareconcerned.Businessfirmsoperateinvarious

settingsof...


