


farkets and Marketing

(b) Producers’ Market : This is a market
wheru goods are purchased for use
in further production. L

Il Ht}H-TMDITIﬂNAL MARKETS

Modern marketing has created several non-
u-p.ditinnul markets. The main types of non tradi-
tjonal markets are as follows :

1, Catalogue Market : In this type of

market, @ catalogue and samples of products are
kept in the showroom. The catalogue contains
details of goods and their prices. Customers
select goods by reading the catalogue and
examining the samples. They order the goods
and orders are sent 10 the warehouse for supply.
Goods are deliverd to the customer in the
<howrooms. A COPY of the catalogue may be
mailed to the regular customers 10 enable them
to prepare the order at home and pick up the
goods from the showroom. .,..r

In a catalogue market a broad range of high
mark up fast moving and branded goods are sold
a discount prices. These include jewellery,
watches, cameras, luggage, home appliances,
toys, power tools, sports items and so on.
ooms cut costs and margins 10
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4. Automdtic Vending Machines : Well
known brands of products of daily use are sold
Tl,hmugh vending machines, These lmi!:l'linf::-_'-. ar
installed at workplaces, schools and puh'.i:::
places. Customers insert couponsf/cash in the
machine and collect the product. Vending
machines are used 10 sell cold drinks, tea,
coffee, candy, snacks, and so on. In Delh,
Mother Dairy sells milk through vending
machines,~

5 Telemarket : The product is advertised
and demonstrated on television and in the
newpapers. Toll-free telephone numbers are
mentioned in the advertisement. Customers
place orders on the toll-free number and orders
are executed through courier. Television has
become a popular medium for direct marketing
due to growing satellite network and cable
channels. elephone shopping is very
convenient and cost-effective. Such home

6. NetWﬂrkhlnrkﬂ:mmaIkﬂﬂ‘mﬂﬂuf
independent business people who act as
distributors. These distributors in turh recruit
and sell to sub-distributors who eventually
employ persons to sell the product in the homes

r

of customers, Amway pioneered network
ket hich i
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sations. In non-business organi-

, ma keting is necessary for spreading

m 1deas and programmes of family

g, adult education, communal harnmny.

1 ational ‘integration, environmental protection,

. sic. Such marketing is called social marketing.
1

*m main objectives of marketing are as

J 3 J : NS
{g] Consumer Satisfaction : The first and
foremost objective of marketing is to

= satisfy human wants. Marketing begins
with the .identification and
understanding of needs of customers.
Then products and services which are
useful to customers are created and
exchanged for money. After the goods
are sold, after-sale service is provided
wherever necessary to satisfy customers,

| (b) Organisational Integration : Mdrkeung

integrates all activities and parts of the
| enterprise to focus on customer needs
and preferences. Customer-oriented
philosophy is adopted by all departments
to build and maintain mutually

beneficial relationships with customers.

(¢) Profitability : Marketing aims at

. earning profits by creating and
satisfying customers. When an

» eonterprise serves customers better than

its competitors it earns more profits.

~ (d) Secial Service : Another objective of
| marketing is to serve the society by
improving standard of living, generating
employment, boosting economic growth,

elc. Marketing can carry out social change
Haleig=lp pru=ding envirpnment
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buyer and
a seller
ptﬂm and |
services |
2. Nature It is an It is a process
interaction
3. Scope It is a It is a wide
narrow concept
concept

1.4. STAGES OF MARKETING ~\_~

From subsistence level and self-sufficiency
to modern marketing has been a long journey.
With specialisatipn, self-sufficiency gave way (¢
barter system. Advent of money led to the rise of
markets and exchange system. The evolution o
modern marketing can be traced through the fol
lowing stages :

1. Production-oriented Stage (1869 -
1930) : In this stage, the motto was to ‘sell wha
can be produced.” There was acute shortage «
goods and there was no need to create deman
Product was the focus of attention and comm
nication with the buyer was not needed. Prof
ucts were manufactured on the assumption th
customers would search and buy well-built ai
reasonably priced products/This was based
Say's Law : ‘Supply creates its own demand.
was believed that customers were capable
selecting products from among the competi
brands. The firms that follow the product:
stage make efforts to make their products
expensive and widely available throogh m
production and mass distribution.

In this auge nrﬂdu_:.,lmn and :ngwmmr
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p——r wide distribution
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that customers do not always buy products
which are inexpensive and easily available.

3. Sales-oriented Stage (1930 — 1950) : The
Great Depression resulted in a situation that
questioned the thinking/strategy of business
firms. Drastic changes in buying habits and
behaviour of consumers, technological
advancements in transportation  and
communication and growth of corporate form of
organisation also changed the thinking. The
focus shifted from production to selling, How to
sell became a problem and the new motio was to
‘get rid of what you have’. Producers began to
realise that consumers will not buy enough
unless they are approached with substantial
55“’?15 and promotional efforts. The focus was
nn.ml:rﬂ.;':asiug sales rather than on consumer
s o Ty i i

market. Thus, the sales-

markl:ting ac ;‘,
t could not be sold
sales force. Customer’s importape,
but only as a means of disposing as
produced. The selling philosophy jg ¢
insurance, charity fund raising 4
unsought products/ideas. B
3. Product-oriented Stage ( ._
this stage, marketers believed ﬁm
will buy the product if its quality
Therefore, the focus shifted from promog:
product improvement. Firms made *“ _
improve product features and performgpe,
However, overemphasis on product quality m
overlook other aspects which influens
satisfaction of consumers. This has been call
marketing myopia which means shoy
sighledness? B
4. Marketing-oriented Stage (1960 -
1980) : Emergence of keen competition and
consumer awareness forced producers to rethirik
over the philosophy of marketing. They red -
that business policies and programmes should b=
built around the goal of customer satisfaction=
Management should think of itself not dss
producing products but as providing valies
satisfaction to customers. The aim of mﬂm;
should be to know and understand the custom<t
so well that the product or service fits him &
sells itself, As a result, marketing became S5

— Table 1.1. Comparison of Some Stages B
Comparison ummﬁhgtmm'  Sales- Marketing-
1. Philosophy | Supply creates ; — | Oriented Stage Oriented Stage
ity €5 Its own Cpﬂtmncr will not buy | Understand customer s mﬁ
2. Features | Mass Production de —‘Et—lﬂlﬂ_hﬂfd selling. and provide hwfi-lg"”‘
3 exceeds supply, iy :"[‘iﬁﬂdprﬂducti.;m supply| Customised production "3
3. Foecus Product and 4 —————-cXceeds demand, s
T e —— e
| 4. Tacti Sh product into marker | Cro oo Appropriate marketing =
2 Goals | Profit through digno——cate demand. Satisfy customerS. __——1
-\ @7‘ ~  Shotonyiz T through onsumer |
WIDE 6 | =l a bl : Profits through €
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e uce tha “ﬂﬂsﬂhﬂfy Y consumers.
- Consumer is considered as the ‘king in this
- stage.

- 5. Societal Marketing Stage (1980~ y With
growing population, poverty, pollution and
resource shortages, the marketing concept was
expanded to include social welfare. Under the
societal marketing concept, firms are expected
to ascertain the needs, wants and interests of
targel markets and to deliver the desired
satisfactions more effectively and efficiently
than competitors in a way that preserves or
enhances the well-being of not only the
consumers but of the society as a whole,~"
The societal marketing concept requires the
marketers to build social and ethical
considerations into their marketing practices.
They must balance company profits, consumer
satisfaction and public interest. The stages of
marketing given above are also known as
concepts or philosophies of marketing.

£1.5. ROLE OF MARKETING

Marketing is said to be the eye and ear
of business because it keeps a business
enterprise in touch with the changing needs and
preferences of consumers. Marketing is essential
for the survival and growth of business.
Business aims at profits. To realise profits, a sale
has to be made. To make a sale, a customer has
lo be created. Creating and satisfying customers
is the job of marketing.

Marketing is the nerve centre of all business
activities and the beating heart of business

organisation. According to Drucker, “Marketing
: dﬁ“ﬂsﬂwgug.thewque :functiun of the
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1. A nation’s income is composed
and services wmchmonﬁymbwh v

in the efficiency of marketing _
of distribution and lesser prices to cons
These in turn help to improve the real
the people. .

2. Marketing contributes to national MHID;F
and wealth. Business firms create and sell new
products and services to satisfy human wants. In
order to do so, they make productive use of the
country’s latent resources. Fuller exploitation of
national resources generates income and wealth,
Marketing in developed countries is more
advanced than in developing countries.
Marketing also helps to increase exports and
foreign exchange earnings of a nation.

3. Marketing generates employment, A large
number of people are gainfully employed in the
distribution and marketing of products and
services. In addition, marketing generates
employment by increasing production and trade
volumes.

4. Marketing helps to improve the standard
of living of the people. By increasing per capita
income and by bringing new and better products
and services to consumers, marketing raises
the quality of life in society. It is marketing
which has converted “yesterday's luxuries into
today's necessities”, :

5. In a developing country like India,
marketing is all the more important. It helps (o
make fuller utilisation of untapped assets and
energies. Marketing contributes 10 ﬂ.m

development of enchprf:n:urialpand |
talent. Development of marketing leads to the

[ &,
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sectors of the economy. ¢ and

6. Marketing enables the governmen
non-government organisations £0 ‘]. King,
Socipl ovils ks w::;m ﬁiﬁfy;tc. It 1s
Wﬁﬁﬂ:ﬁiﬂg that family planning,

; ss and other

pollution control, AIDS awarenes s
socially useful programmes have achieve

onable degree of success.
iy AND NATURE OF PRODUCT
A p[‘*c;ﬂi.lcl means anything tangible tll::‘ltl can
be offered to a market for attention, acquisition,
use or consumption that can satisfy a wanl of
need. It consists of physical objects and tangible
attributes such as colour, package,
manufacturer’s name, retailer's prestige, etc. A
product is both what a seller sells unu:ll what a
buyer buys. A product is a physical object that
can be seen, touched and felt. A ball pen, a car,
a refrigerator, a house, all are examples of
products.

The features of a product are given
below :
1. Tangibility : A product is tangible. It is
made of certain physical attributes such as

shape, size, etc. It can be seen, touched and felt,

2, Associated Attributes : In addition to
physical features, a product has certain attributes
which help customers to distinguish it from
other products. Package, brand name, warranty,
etc., are such associated athhutfj,.

3. Life Cycle : Every product has its life
cycle which consists of introduction, growth,
maturity and decline stages, -

4. El_u:lmnge Value : A product has some
value which can be measured in terms of money.

S. Need Satisfaction : Every [:r[‘ﬂdll::[Ts
meant to satisfy some human n::edf

Products may be classified as follows :

1. Cm!_imr Products : These products are
meant for final consumption and are ngt for fur-
£\ 7 Shoton Y1271

{wine ] 0 I |
N® . Y’ Ny JiIvioy A -~ S rmer=

7

(a)

(b)

(c)

C : Prodocs
are purchased frequen
minimum of efforts. They gre
personal convenience. Newiatt
are examples of convenience e,
Shopping Products : These ;
are purchased after a comp
analysis of quality, price, warranty,
of competitive brands. Furniture, o
TV, fridge. washing machine, scoptax
cars are examples of such m‘;lm
Speciality Products : These produc,
are purchased with special effons
Jewellery, fancy items, computers ars
examples of these products. >

:
AEn

2. Industrial Products : These products are
purchased for use in the production of other
goods. Raw materials, components and machin-
ery are industrial products. Industrial products
are of the following types :

(a)

. (b}

(c)

(d) Installations :

Raw Materials : These include natural
and farm products such as wheat, cotion,
milk, coal, etc,

Supplies : These include nuts, bolts, u-"=
bricating oil, heating fuel, typewriter
ribbons, elc,

Accessory Equipment : These include
typewriters, calculators, small lathes,
portable drills etc. ’
These include heavy
machinery, factory sites, trucks, etc.

1.7. MEANING AND NATURE OF SERVICE

Service means an intangible act or perfor-

mance

that can satisfy some human need

can be offered for sale. Beauty parlour, dry

cleaning, nursing home, courier firm, s
theatre, auto rp;_-pair ‘\-'-'E'-'Tk.‘-ihﬂp all p[m,'ldﬁfﬁ
vices.)The functions performed by teachers,

cinema

=

tors Aand lawyers are also services. fol
z : ol
The main features of services are 85

lows -
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~ pot be separated from the service provider. For

~ example, the driver and conductor of the bus

have to be in the bus whenever the bus provides
 gervice 10 passengers. ~—

4. Variability : Services can rarely be
gtandardised or made uniform. For example, the
quality of service which a waiter provides in a
hotel or restaurant may differ from customer to
customer or from one time period to another,~

Services may be classified into the follow-
ing categories :

Financial Services : Banks and finan-

cial institutions provide various finan-

cial services to their customers. Accepl-

ing deposits, granting loans and ad-

vances, agency and utility functions are
amples of financial SErvices—

) Insurance Services Insurance
companies provide life insurance, fire
insurance, marine insurance, motor
insurance, medical insurance and all
types of insurance SErVICES —

(¢) Transport Services Railways,
roadways, shipping and airways provide
transport services for passengers and

. goods.

_~(d) Warehousing Services : Warehouses
and cold storages provide services tO
businessmen for storage of goods.
Businessmen can keep their goods in

‘A{ﬁﬂhﬁﬂ warechouses for a chargg~
B), Communication Services : Postal

services, courier gervices, telephone

services, All India Radio, Doordarshan,
el hot o #zp_examples of

rigtion services.

-
e

= fl-‘-‘_i,l.'.-. ATy
magic shows, d
,,@' Personal Services : Tailoring, dry
cleaning, beauty parlours, laundry, shoe
repair are examples of personal services.—

(i) Repair Services : These services are

" rendered for repair of buses, cars, com-
puters, televisions, radios, etc.

1.8, DIFFERENCE BETWEEN PRODUCT
" AND SERVICE

A product can be differentiated from a service
on the following grounds.

1. Tangibility : A product is tangible as it
can be seen, tasted and touched. On the other
hand. a service is intangible because it cannot be
seen. tasted or touched. Therefore, a product can
be checked before purchase while a service
cannot be checked before purchase.

5 Perishability : A product is durable and
+ can be stored. For example, a showroom can
ctore twenty cars which could not be sold this
year. But a service is perishable and cannot be
stored. If a bus which can carry forty passengers
has only thirty passengers, then the service
meant for ten seats perishes.

3. Ownership : When one buys a product
one becomes its owner. For example, when you
buy a car the ownership of the car is transferred
from the seller to you. But when one buys a
service one does not become its owner. For
‘nstance, if you hire a taxi there is no transfer of
ownership from the seller to you.

4. Inseparability : A product can be
separated from its producer. For example, ﬁ
producer of a car need not be present when
car is sold to a customer. But a service cannot be
separated from the §ervi-::e: pmv.lder. For
example, when you ravel by a taxi
driver has to be present.

=0=20.05.26 20:0=2




Not separable, remote trg
——— Difficult to control and m
e — Cannot be stored. _
=.'-.__ 4-_' % -:q.. : _.". . s be I_Eghi}r smsitim’ e.2., de - -
Lﬁ’%l Eilllli : _ﬁ_ﬂi” m:' f&;ﬂp are needed when there is a patie

Product can be replaced.

Service delivered cannot be

| Increases costs and restricts sales.

Increases customer delight,.

| transaction.

ationship| Product and brand are the focus of

A very important link.

| Main strategy in product marketing.

People are equally important.

ﬂmﬂﬂy durable.

Usually perishable.

Transferable

Not transferable.

5. Homogeneity : In case of a standardised
product, each unit of the product is a perfect
substitute for another. It is impossible to
differentiate one unit from other units. For
example, when you buy a Maruti car you will
gel the same quality irrespective of the place of
purchase. But services are not homogeneous.
For example, you may not get the same service
quality each time vou hire a taxi. Services are
highly variable. A patient may not get the same
treatment in a village hospital which he can get
in a metro hospital,

6. Technology : A product is technology
based whereas a service is person-based. For
example, the quality of a car is dependent large]y
=4 pmducl:um technology but the Quality of its
m ‘dcpmdﬂnt largely on the skill of (he

7. Aﬁﬂ?‘sﬂlﬂ SE“"]I.‘.E : CD’IEUI]]EI' dufﬂblﬂ
products such as cars, scooters, air conditioner
waﬂs. refrigerators, etc., require repair Erfcli
maintenance facilities after their gqja Bk
such facilities are required in case of saﬁcesm
- 1..- ~ Shotonyi2 |

Vivo Al camera

participate in the process of manufacturir
products. But customers participate in
production of services. For example, when a cai
is manufactured the customer need not b
present. But when he hires a taxi he has to be
present.

9. Marketing Mix : In case of productsy
marketing mix consists of four elements—
product, price, place (distribution) and
promotion. But in case of services, marketing
mix consists of three additional elements—
people (who provide service), physical Eﬁdﬂ"f‘"
(the tangible aspects of the environment I
which a service is provided, i.e., furnitufé
interior decoration, and crockery used if ¥
restaurant) and process (a series of Step®
mvolved in providing a service).

1.9. REASONS FOR INCREASING
_ IMPORTANCE OF SERVICES

() Economic Planning : Gnvernlﬂm!%
lﬂd{a launched five year plans in 1951 t0 M
fapid growth of the country. Indu i

requires industrial 2020.05.26 20:C
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