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Aﬁiar-studﬁ,rin_g this chapter, you should be able to understand :
2.1. Meaning of Marketing
2.2. Objectives of Marketing

23,
2.4,
2.5,
2.6.
2.7. Meaning of Pricing

2.8. Objectives of Pricing

Importance of Marketing

Meaning of Product

Difference between Marketing and Sales

Difference between Products and Services

In common language, the term ‘market’
is used to refer to a place where buyers and
sellers actually meet to buy and sell goods and
services. However, in the real sense, market
means a group of buyers and sellers interested in
exchanging goods and services for money. For
example, all those persons who want and can
afford to buy a car will constitute the market
for cars. Due to paucity of time it is always
not possible for the consumers 10 approach the
seller. As a result, seller discovers novel means
of reaching out to the consumer through various
means of communication like fax, phones, SMS
and mass media like Radios, Television and the
Internet,

According to Philip Kotler, “A market
is the set of all actual and potential buyers
of a product.” In the words of Prof. Jevons,
“A market means a body of persons who are
in intimate business relations and carry on
extensive transactions in any commodity.”
According to Clark and Clark, "A market 15 a
centre in which the forces leading to exchanges
of title to a particular product operate and
towards which and from which the actual goods
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Thus, a market is the aggregate of th
measures, activities and attitudes of buyers an

sellers which influence the demand for a produ
Or Service.

2.1. MEANING OF MARKETING
There are two approaches to marketit
.~ traditional (product oriented) and moder
(consumer oriented).

Traditional Concept — According (0
traditional approach, marketing is the prot
by which goods are made available to fi
consumers by the manufacturers. It involy
transfer of goods and services from produce 5
consumers for value Jin this approach markes
begins after the goods are produced and
with their sale. Thus, the traditional apprés
focuses merely on the physical proc =
distributing goods and SEervices.

_ Modern Concept — |According t__-
modern approach marketing mt?ﬂlﬁﬂl: g
stimulating, servicing and satlsfymim J
and wants of present and potential € o
more efficient manner than the ':.ﬂm
main task of the organisation 15
and satisfy the needs and wants 08 S558
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According to Philip Kotler, che marketing
concept 18 a customer orientation backed by
integrated marketing aimed at generating

more P'Bﬂple to mjﬂ]f

products and miﬂ.ﬂs.,fﬂm and more of these
These definitiong

customer satisfaction as the key to satisfyin reveal the fallaw:

- 1, e followin
organisational goals.”) Target market “hE characteristics of marketing, }uwms
customers who are likely to buy the product) L. Marketing is an integrated process :

Marktj:ting s not a single activity. It is rather
-::nnr-':imatinn of several inter-related E{:ﬁ?iﬁﬂﬁﬂ
The }ntemctinn between different activities give;
a unique character to marketing. Marketing is a
managerial process in so far as it involves the ;‘g

customer satisfaction, coordination (between all

departments) and profitability are the elements
of modern concept of marketing,

Elements of Modern Concept of Marketing :

e we

=

._wu?@ '?I'k""'-_“ AR == st ib.—for more and
| e Mgt i R y————

(i)Target Market : The customers
who are likely to use the product/
service constitute the target market.
The product/service should be designed
and developed keeping in view the
needs and wants of the target market.

(i) Customer Satisfaction : Modern
marketing seeks to satisfy customers
through right product at right price,
at right place and efficient after-sales
service.

(1) Integrated Marketing : Marketing
activities are coordinated with the
activities of other departments 1O
achieve customer satisfaction.

(iv) Profitability : The focus is on achieving
the long term goals of profitability and
growth through customer satisfaction.

Some popular definitions of modern

marketing are given below.

According to William Stanton, “Marketing

I8 a total system of interacting business activities

designed to plan, price, promote and distribule

want Eﬂliﬁf}'ing gumjs and services to the benefit
of present and potential customers.”

_ In the words of Philip Kotler, “Marketing

{lﬁm:_ social and managerial process by which

nm;“i‘:iﬂlﬁ and groups mb}ain whel]t they

S want through creating, uﬁ"«:rmb_l“ﬂ“d
BIng products of values with others.

& ﬂiﬂcnrding to HL Ha?nsen. “Marketiﬂﬂ
Process of discovering and translating

er wants into products and services and
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functions of planning and control. Marketing is

also a social process as it is concerned with the
satisfaction of human needs.

2. Marketing is customer oriented :
Marketing exists to identify and satisfy the
wants of present and potential consumers. It
starts and ends with the consumer. Customer is
the focus of all marketing activities.

3. Marketing is a system : Marketing 1s a
system comprising several sub-systems. Under
marketing inputs (information about customers)
are drawn from the society (supra system) and
converted into outputs (want satisfaction) which
are supplied to the society.

4. Marketing is a part of total environment :
Marketing operates within the framework _uf
total environment which comprises €conomic,
social, legal, political, international ﬂ.‘nd other
Changes in the environment influence
Marketing is, therefore, a
keeps on adjusting to the

forces.
marketing activities.
dynamic process as it
changing environment. |

5. Marketing 18 creative : Mﬂl’l!_l.‘.ffl_lng
place and possession utilities.
is created by pres»:*:rvmg Sgu:s
for use in future. Place utility 18 created by

eeded
carrying goods 10 places W i
mm.t Marketing creates posse

avices fr

transferring products g S ‘E:Shehﬂﬂﬂn buyer
to customer. Exchange peacs ent in marketing.
and seller is the essential elem s pickeling

e ented :

6. Marketing 2 gt s both bﬂf‘:
chieve : heneficia
[t results 10

creates time,
Time utility

benefits for
mutually

geeks to @
and seller.
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mﬁ' Rt Bomdert of Living . 5
is helpful in improving the standard of living

arketing

of people by offering a wide variety of

. : goods
and services with freedom of choice, It pyg
modernised the living standards of people
through the supply of quality products at
reasonable prices,.~

_A. Large Scale Production : Marketing
makes mass selling possible and thereby
facilitates large scale production. Economies of

large scale production help to reduce the cost of
production per unit, -

\.6: Economic Development : Marketing gives
a boost to transportation, banking, insurance,
warehousing and other economic activities.
It makes the economy strong and stable by
balancing production with consumption. In fact,
marketing is the kingpin that keeps the economy
moving ahead.f,
1. Foreign Exchange Earner : Marketing
helps in exploring foreign markets and in
exporting goods and services. It is through

2. Focus : Selling focuses on the needs

of the seller, and marketing, on the needs of
Fhr: bll‘:l,"El‘. Selling is mainly concerned with
increasing the sales volume and no attempt is
made to find out the needs of customers. Under
marketing, needs of customers are determined

first and then suitable products are developed
to satisfy their needs.

3. Beginning and End : Selling begins after
the products are manufactured and comes to an
end with their transfer to the buver. Marketing
begins before production and confinues after the
sale. Market research and after-sale service are
important elements of marketing.

4. Orientation : Selling is internally
oriented because it seeks to maximise profits

; : ; .
: .arne valuable forei through increased volume of sales. On the other
ting that a country carns valuable foreign o : 1
f, nm:ll:*: ng . 2 5 hand, marketing is externally oriented as it seeks
: exchange. -~ g to achieve profits through customer satisfaction.
r \_8: Creation of Utilities : Marketing includes  goyin0 gims at short-term profit maximisation
{ all activities involved in the creation of place b one marketing aims at long-term stability
utility, time utility and pn:-:suﬁsiun lltllll;.-'_ Place and erowth.
R e %Wi]d?? Iu::?it T-: 5 Demand Creation : Selling presupposes
u e - 1 - ' I i e . - §
splaces wi'u:rt? ioy o mL_F Llll | .I tL the i ght the existence of demand for the firm's pmdtfr:t.
-:'reated by rna?l-ung gpnd; avai 11 1d|. %S]wn soods O the other hand, marketing involves creation
g E R wion utiuty 18 0% ; he and maintenance of consumer demand.
are transferred to those who need them. _ . £ the products
n Marketing involves the design © ; P in
- L . . 1 ownershi
d 2.4. DIFFERENCE BETWEEN acceptable o customers and nﬂnﬂieﬂuﬂlﬂ hand,
a MARKETING AND SALES from the seller to the P"Fﬁ.fr: from customers
- - ; Jling involves procuring orde e
= Quite often marketing and sales ar¢ u:nﬂ_dl SLU"‘L-:: 1”‘1 EJ_I 3 tE,: products to them. Selling 1
as interchangeable terms. In fact nmrket_mg tl:; and Ell ol ,nid while marketing is customer-
” ) 1= ke ] 1
p & much wider term than sales. Sales refers n P"-JdL:Ld Selling begins after the Pmdui:;{nl
of the activities involved in obtaining ”fd':r:; TTI:(J ;:.n:]l::e it is concerned with sale of goods Elizlc ni
ds  customers and dirccting the flow of g00dS B DOSIEE ), By oiing, an the contram iy
services to them. It involves transfer of ownership P[?duu.em;: production cycle in order me;jﬂﬂ with
' = belore : an
: 5 rices. , mes 10
ng and possession of goods and service . customers’ wants. Sellng c0 the customer. But
a The main points of difference DesWEr ry of the product [0
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nEl 1
@GO

i % === ———
- . A |




erating revenue .
¥ : L0 j’,“.ﬁﬂﬂl’ﬂl“lﬂﬂ'ﬁ!ﬂ_ﬂ=
Satisfying human wans is an art requiring
continuous practice. It involves app_lllﬂatmﬂ
of knowledge and skills to create utilities for
both Euyer and seller. Marketing is a am?nce
in the sense that it contains an organised
body of knowledge borrowed from economics,
psychology, sociology. anthropology, law and
other disciplines. Marketing is, therefore, inter-
disciplinary in nature.

8. Marketing is wider than market :
Market implies potential buyers and sellers of
a product or service. Marketing consists of not
only the buyers and sellers but all institutions
and activities involved in planning, pricing,
promoting and distributing want satisfying
products and services.

9. Marketing is pervasive : Marketing is
required in business as well as in social and other
organisations. In non-business organisations.
marketing is necessary for spreading socially
useful ideas and programmes of family planning,
adult education, communal harmony, national
integration, environmental protection, etc. Such

marketing 1s called social marketing.

""Zlf OBJECTIVES OF MARKETING

" The main objectives of marketing are as
follows :

~_A. Creation of Demand : A business firm
can sell goods and services only when there are
customers willing to buy them. Therefore, the
first purpose of marketing s to create demand
for goods and services. For this purpose,
marketing finds out the needs and preferences
of custnmersj’l‘hf:n advertising, personal selling,
sales promotion and other methods are used to
create demand and to persuade customers to buy.

. Customer Satisfaction :(Mudern
marketing is customer oriented. Today, all
marketing activities begin and end with the
customers. The focus is on selling satisfaction
rather than on selling a specific product or

L
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seeks to have a reasonable g
demand. In a competitive

selling efforts are mﬂ‘?
and services popular. Good guatie.
offered at reasonable prices g . O
share in the marke EHe

{ Profitability and Growg .
seeks to achieve long-term goals of v s

and growth by satisfying the wants
In order to survive and grow, 3
must create and satisfy l::ustn-*
customers are not satisfied, buﬁiﬁ-ﬂﬁs_‘i'
earn and survive. Therefore, modem majus
begins and ends with the customers,

5. Goodwill : Marketing aims at byjlds
the reputation of the enterprise over a time Tk
enterprise attempts to earn a name for itselfy
build its position in the market by sellmgqﬂ
products at reasonable prices, and throgl
efficient after sales services., - |

6. Standard of Living : Marketing um
at improving the living standards of peopk
(a) providing a wide variety of pﬂldll'-h
and services (b) supplying new and bett!
quality products (c) creating more employme!
opportunities.

2.3, IMPORTANCE OF MARKETING _
Marketing offers the following benefit:

1. Generation of Revenu¢ : Mnrllﬂﬂ
is the only source from which hﬂﬁm”“,ﬂ:
generate revenue to meet 1S Eﬂpﬁ‘ﬁﬁm-
to earn profits. The survival and g0 i 7
business enterprise depends on the effect¥™
and efficiency of marketing, ;;utmﬂh#

. 2-Customer Satisfaction Ml:;zd o
to identify and satisfy the ‘ﬂﬂ“ds‘ ; nnli“#
consumers. Modern marketing I
with the customers. N

. Employment Generation -
offers challenging and rewarding

g so B
large number of per?nns. It :,I[gin##
employment in production by €RF=E
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