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We have great pleasure in presenting the first edition “Marketing Management
and Human Resource Management” written for students of UG courses. The subject
matter is written in a simple and easily understandable language with sufficient
support from real business world information.

The language of the book is simple and the coverage of various unit is exhaustive
with examples. This work is prepared as a basic material for the learners to know
fully about marketing management and human resource management. We have
tried to make the book very useful for the students but still we will thankfully
solicit and incorporate the suggestions of our readers. This title “Marketing
Management and Human Resource Management” provides them an opportunity to
develop the skills necessary to meet the challenges.

This is an attempt to provide the students with thorough understanding of
marketing management and human resource management concepts. In writing
this book we have benefited immensely from the studies of a number of books
and the articles written by scholars spread over diversely.

We are sure this book will prove to be useful to students and teachers alike.
The book would not have seen the light, but for the grace of God and the
blessings and support of our family members and friends.

We offer our gratitude to Himalaya Publishing House Pvt. Ltd., who is leader
in Commerce and Management publications. Our sincere regards to Mr. Niraj
Pandey, Mr. Vijay Pandey and Mr. N. K. Mitra for interest shown and for the
best effort put forth by the matter of publication of this book.
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computer typesetting work and the printing.
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Module – I: Module – I: Module – I: Module – I: Module – I: Marketing ManagementMarketing ManagementMarketing ManagementMarketing ManagementMarketing Management
Unit 1: Introduction    [No. of classes: 8/Marks: 8]

Nature, Scope and Importance of Marketing; Selling vs Marketing; Marketing mix,
Marketing Environment: Concept, Importance and Components (Economic, Demographic,
Technological, Natural, Socio-Cultural and Legal).
Unit - 2: Consumer Behaviour and Market Segmentation [No. of classes: 8/Marks: 8]

Consumer Behaviour: Nature and Importance, Factors influencing Consumer Buying
Behaviour.

Market Segmentation: Concept, Importance and Bases; Product Differentiation vs.
Market Segmentation.
Unit - 3: Product    [No. of classes: 8/Marks: 8]

Concept and Importance, Product Classifications; Concept of Product Mix; Branding,
Packaging and Labeling; Product Life Cycle; New Product Development Process.
Unit - 4: Pricing, Distribution Channels and Physical Distribution

   [No. of classes: 8/Marks: 8]
Pricing: Significance, Factors Affecting Price of a Product. Pricing Policies and

Strategies.
Distribution Channels and Physical Distribution: Channels of Distribution - Meaning

and Importance; Types of Distribution Channels; Factors Affecting choice of Distribution
Channel.
Unit 5: Promotion & Recent Developments in Marketing [No. of classes: 8/Marks: 8]

Promotion: Nature and Importance of Promotion; Communication Process; Types of
Promotion: Advertising, Personal Selling, Public Relations and Sales Promotion and their
Distinctive Characteristics.

Recent Developments in Marketing: Social Marketing, Online Marketing, Direct
Marketing, Services Marketing, Green Marketing, Rural Marketing; Consumerism.

Module – II: Module – II: Module – II: Module – II: Module – II: Human Resource ManagementHuman Resource ManagementHuman Resource ManagementHuman Resource ManagementHuman Resource Management
Unit - 1: Nature and Scope    [No. of classes: 8/Marks: 8]

Concept and Meaning of HR, Understanding the Nature and Scope of HRM, Functions
and Importance.
Unit - 2: Human Resource Planning    [No. of classes: 8/Marks: 8]

Definition, Need and Features of Human Resource Planning, Factors affecting Human
Resource Planning.
Unit - 3: Recruitment and Selection    [No. of classes: 8/Marks: 8]

Definition of Recruitment, Source, Need and Importance of Recruitment, Recruitment
Policy – Process – Sources of Recruitment Definition of Selection, Steps in Selection.
Unit - 4: Training and Development    [No. of classes: 8/Marks: 8]

Training and Development - Meaning and Purpose of Training, Benefits of Training to
Organisation and Employees - Training Methods.
Unit - 5: Job Evaluation and Performance Appraisal    [No. of classes: 8/Marks: 8]

Job Evaluation - Objectives, Scope, Method, Job Analysis, Job Description, Job
Specification - Basic Concept and Significance, Performance Appraisal - Concept.
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Bases of Market Segmentation  68
Product Differentiation vs. Market Segmentation  74
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Positioning  76
Concept of Market Share  77
Niche Market  78
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Significance of Pricing  117
Objectives of Pricing  118
Factors affecting Price of a Product  119
Types of Pricing  120
Pricing Policies  125
Importance of Pricing Policies  127
Determination of Pricing Policies  128
Methods/Types of Pricing Policies  129
Pricing Strategies  132
Distribution Channels and Physical Distribution  138
Meaning of Channels of Distribution  141
Importance of Channels of Distribution  142
Types of Distribution Channels  143
Factors affecting choice of Distribution Channel  144
Functions of Middlemen  146
Multiple Choice Questions (MCQs)  148
Answer of (MCQs)  155
Review Questions  156
Further Readings  156

     UNIT - UNIT - UNIT - UNIT - UNIT - 55555 Promotion and Recent Developments in MarketingPromotion and Recent Developments in MarketingPromotion and Recent Developments in MarketingPromotion and Recent Developments in MarketingPromotion and Recent Developments in Marketing 157 - 212157 - 212157 - 212157 - 212157 - 212
Promotion  158
Nature of Promotion  158
Importance of Promotion  158
Communication Process  159
Types of Promotion  161
Advertising  161
Types of Advertising  165
Advantages and Disadvantages of Advertising  166
Personal Selling  169
Features and Functions of Personal Selling  169
Objectives of Personal Selling  170
Steps/Process involved in Personal Selling  171
Public Relations   172
Functions of Public Relations  173
Types of Public Relations  175
Sales Promotion  177
Characteristics of Sales Promotion  177
Sales Promotion Methods  178
Recent Developments in Marketing  181
Social Marketing  181
Online Marketing  182
Direct Marketing  183



Features of Direct Marketing  183
Merits and Demerits of Direct Marketing  183
Services Marketing  184
Nature and Role of Service Marketing  186
Marketing Mix for Service  187
Green Marketing  193
Benefits of Green Marketing  195
Importance of Green Marketing  196
Rural Marketing  199
Characteristics of Rural Marketing  199
Importance of Rural Marketing  200
Consumerism  203
Multiple Choice Questions (MCQs)  204
Answer of (MCQs)  209
Review Questions  210
Further Readings  212

Module – II: Human Resource Management

     UNIT - 1UNIT - 1UNIT - 1UNIT - 1UNIT - 1 Nature and ScopeNature and ScopeNature and ScopeNature and ScopeNature and Scope 213 - 232213 - 232213 - 232213 - 232213 - 232
Introduction  215
Concept of Human Resource Management  215
Meaning of HR  215
Meaning and Definitiona of HRM  215
Nature of Human Resource Management  216
Scope of Human Resource Management  216
Objectives of Human Resource Management  219
Functions of Human Resource Management  220
Importance of Human Resource Management  224
Principles of Human Resource Management  225
Process of Human Resource Management  226
Multiple Choice Questions (MCQs)  229
Answer of (MCQs)  231
Review Questions  232
Further Readings  232

 UNIT -  UNIT -  UNIT -  UNIT -  UNIT - 22222 Human Resource PlanningHuman Resource PlanningHuman Resource PlanningHuman Resource PlanningHuman Resource Planning 233 - 250233 - 250233 - 250233 - 250233 - 250
Introduction  234
Definition of Human Resource Planning  234
Need of Human Resource Planning  234
Features of Human Resource Planning  235
Importance of Human Resource Planning  236



Objective of Human Resource Planning  237
Benefits of Human Resource Planning  237
Factors affecting Human Resource Planning  238
Steps involved in Human Resource Planning  240
Process of Human Resource Planning  241
Advantages and Disadvantages of HRP  244
Multiple Choice Questions (MCQs)  245
Answer of (MCQs)  248
Review Questions  249
Further Readings  250

 UNIT -  UNIT -  UNIT -  UNIT -  UNIT -  3 3 3 3 3 Recruitment and SelectionRecruitment and SelectionRecruitment and SelectionRecruitment and SelectionRecruitment and Selection 251 - 278251 - 278251 - 278251 - 278251 - 278
Recruitment  252
Definition of Recruitment  252
Need and Importance of Recruitment  252
Sources of Recruitment  253
Evaluating Recruitment Effectiveness  259
Process of Recruitment Policy  260
Selection  266
Steps in Selection Process  266
Multiple Choice Questions (MCQs)  274
Answer of (MCQs)  277
Review Questions  278
Further Readings  278

 UNIT -  UNIT -  UNIT -  UNIT -  UNIT - 44444 Training and DevelopmentTraining and DevelopmentTraining and DevelopmentTraining and DevelopmentTraining and Development  279 - 300 279 - 300 279 - 300 279 - 300 279 - 300
Introduction  280
Meaning and Definitions of Training  280
Training vs Development  280
Nature of Training and Development  281
Objectives of Training  281
Importance of Training  282
Purpose of Training  284
Need for Training  284
Benefits of Training to Organisation and Employees  285
Steps in Systematic Training Process  286
Methods or Techniques of Training  287
Advantages & Disadvantages of Training and Development  294
Multiple Choice Questions (MCQs)  295
Answer of (MCQs)  299
Review Questions  299
Further Readings  300



 UNIT -  UNIT -  UNIT -  UNIT -  UNIT - 55555 Job Evaluation and Performance AppraisalJob Evaluation and Performance AppraisalJob Evaluation and Performance AppraisalJob Evaluation and Performance AppraisalJob Evaluation and Performance Appraisal 301 - 350301 - 350301 - 350301 - 350301 - 350
Job Evaluation  302
Objectives of Job Evaluation  303
Scope of Job Evaluation  303
Process of Job Evaluation  304
Methods of Job Evaluation  305
Job Analysis  309
Features of Job Analysis  310
Importance of Job Analysis  311
Purpose of Job Analysis  312
Process of Job Analysis  313
Data Collection Methods for Job Analysis  314
Advantages of Job Analysis  317
Concept of Job Description  317
Significance of Job Description  318
Components of Job Description  318
Advantages and Disadvantages of Job Description  319
Basic Concept of Job Specification  320
Significance of Job Specification  320
Components of Job Specification  320
Advantages and Disadvantages of Job Specification  321
Concept of Performance Appraisal  322
Nature of Performance Appraisal  323
Objectives of Performance Appraisal  324
Need for Performance Appraisal  324
Characteristics of Performance Appraisal  325
Importance of Performance Appraisal  325
Methods/Techniques of Performance Appraisal  326
Process of Performance Appraisal  336
Essentials or Requisites for Effective Appraisal  338
Limitations of Performance Appraisal  339
Multiple Choice Questions (MCQs)  341
Answer of (MCQs)  348
Review Questions  349
Further Readings  350

Previous Year Question PaperPrevious Year Question PaperPrevious Year Question PaperPrevious Year Question PaperPrevious Year Question Paper 351 - 356351 - 356351 - 356351 - 356351 - 356



Introduction to Marketing Management       1

Marketing ManagementMarketing ManagementMarketing ManagementMarketing ManagementMarketing Management

Module - IModule - IModule - IModule - IModule - I

UNIT - 1: Introduction to Marketing Management

UNIT - 2: Consumer Behaviour and Market Segmentation

UNIT - 3: Product

UNIT - 4: Pricing, Distribution Channels and Physical Distribution

UNIT - 5: Promotion and Recent Developments in Marketing



 2                                                                         Marketing Management and Human Resourec Management

IIIIINTRODUCTIONNTRODUCTIONNTRODUCTIONNTRODUCTIONNTRODUCTION     TOTOTOTOTO

MMMMMARKETINGARKETINGARKETINGARKETINGARKETING M M M M MANAGEMENTANAGEMENTANAGEMENTANAGEMENTANAGEMENT1
ChapterUUUUUNITNITNITNITNIT

• Introduction
• Meaning and Definitions of Marketing
• Nature of Marketing
• Scope of Marketing
• Importance of Marketing
• Selling vs Marketing
• Marketing Mix

• Concept of Marketing Environment
• Meaning of Marketing Environment
• Importance of Marketing Environment
• Components of Marketing Environment
• Economic, Demographic Environment
• Technological, Natural Environment
• Socio-Cultural and Legal Environment

Module Outline



Introduction to Marketing Management       3

INTRODUCTION
Marketing occupies an important position in the organization of business unit. Marketing is

the management process responsible for identifying, anticipating and satisfying customer
requirements profitably. Marketing deals with customers creating customer value and satisfaction
are the heart of modern marketing thinking and practice. Traditional view of the marketing
asserts that the customer will accept whatever product the seller presents to them. In this way
the main concern of the producer is to produce without considering the choice or the behaviour
of the customer. But this point of view of marketing has now changed. The modern concept
may be viewed from the customer’s point of view. Marketing is centered around the customer.
Producers don’t produce whatever he likes but whatever consumer wants.

In this way, marketing performs all those functions which are necessary to pass on goods
from producer to the consumers in process to satisfy their needs. Thus the prime objective of
modern marketing is the satisfaction of customers needs. Therefore, marketing functions are not
limited to the functions of buying and selling but they include all functions necessary to satisfy
the customer such as financing, storage, risk bearing and after sale series.

Marketing is “the activity, set of institutions and processes for creating, communicating,
delivering and exchanging offerings that have value for customers, clients, partners and society at
large.”

For business houses marketing in general means “the process by which companies create
value for customers and build strong customer relationships, in order to capture value from
customers in return”. For business to business marketing it is creating value, solutions and
relationships either short term or long term with a company or brand. It generates the strategy
that underlies sales techniques, business communication and business developments. It is an
integrated process through which companies build strong customer relationships and create value
for their customers and for themselves.

Marketing is used to identify the customer, satisfy the customer and keep the customer.
With the customer as the focus of its activities, marketing management is one of the major
components of business management. Marketing evolved to meet the stasis in developing new
markets caused by mature markets and over capacities in the last 2-3 centuries. The adoption of
marketing strategies requires businesses to shift their focus from production to the perceived
needs and wants of their customers as the means of staying profitable.

The term marketing concept holds that achieving organizational goals depends on knowing
the needs and wants of target markets and delivering the desired satisfactions. It proposes that in
order to satisfy its organizational objectives, an organization should anticipate the needs and
wants of consumers and satisfy these more effectively than competitors.

The term marketing developed from an original meaning which referred literally to going to
a market to buy or sell goods or services. Seen from a systems point of view, sales process
engineering marketing is “a set of processes that are interconnected and interdependent with
other functions, whose methods can be improved using a variety of relatively new approaches.”
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MEANING AND DEFINITION OF MARKET

Meaning of Market
Market is a centre around which marketing activities revolve. A market, in general, may be

described as a place where goods and services are offered for sale, buyers and sellers meet and
the title to goods is transferred. In olden days, buying and selling of goods was done by coming
together in periodical fares held at specific places and on specific dates. Sellers put their
commodities in these periodical fares for sales and buyers also used to go there to purchase the
commodities according to their needs.

Thus market is referred to as the place or geographical area where buyers and sellers
assemble and exchange goods or where a commodity is concentrated for sale. Today such a
market comprises of large number of population varying in age, income, religion etc. and a place
where the wants of the customers keeps on changing on day to day basis because of the
presence of many number of manufacturers who compete in the market and there by the
customer today has a chance to choose from a variety of products, hence for a manufacturer in
order to succeed in such a competent market needs to adapt certain marketing aspects to know
about his customers and the market as a whole.

Definition of Market

Market is a regular gathering of people for the purchase and sale of provisions, livestock
and other commodities.

Market is an actual or nominal place where forces of demand and supply operate and
where buyers and sellers interact (directly or through intermediaries) to trade goods,
services or contracts or instruments, for money or barter.

A market is any place where the sellers of a particular good or service can meet with the
buyers of that goods and service where there is a potential for a transaction to take place.

Market is a medium that allows buyers and sellers of a specific good or service to interact
in order to facilitate an exchange.

MARKETING
Human wants are unlimited and repetitive in nature. Business activities aim at acquiring of

wealth, converting it into desired form and making the final product available for exchange for
the satisfaction of human wants. These activities fall under industry, commerce and trade. These
three branches have one common function-the exchange function. This important and powerful
function is termed as marketing. Thus, marketing here means exchange of goods for money or
money’s worth.

Marketing is a very popular but widely misunderstood. Generally the sale and purchase of
commodities is taken to mean marketing. Thus, a producer and businessman consider marketing
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as selling activity, whereas a purchaser feels that purchasing goods is marketing. But marketing is
not only purchase and sale of commodities, it is something more. In order to understand the
correct meaning of marketing we have to understand different points of view.

Definitions of Marketing

According to American Management Association (AMA), “The performance of business
activities that direct the flow of goods and services through producers or users” “Product
Orientations”.

“Marketing is analyzing organizing, planning and controlling of the firms customer impinging
resources, policies, activities with a view to satisfy the needs and wants of chosen
customer groups at a profit”.                                         - Philip Kotler
According to E. Clark, ”Marketing consists of those efforts which affect transfer in
ownership of goods and care for their physical distribution”.

“Marketing is the business process by which products are matched with markets and
through which transfers of ownership are affected”.                          - Cundiff & Still
According to American Marketing Association, "Marketing is the activity, set of institutions
and processes for creating, communicating, delivering and exchanging offerings that have
value for customers, clients, partners and society at large".

“Marketing is a total system of interacting business activities designed to plan, price,
promote and distribute wants-satisfying products and services to present and potential
customers”.                                 - William. J. Stanton

CONCEPT OF MARKETING
The marketing concept is about matching a company’s capabilities with customer wants.

This matching process takes place in what is called the marketing environment.
Businesses do not undertake marketing activities alone. They face threats from competitors

and changes in the political, economic, social and technological environment. All these factors
have to be taken into account as business tries to match its capabilities with the needs and wants
of its target customers. An organization that adopts the marketing concept accepts the needs of
potential customers as the basis for its operations. Success is depends on satisfying customer
needs.

The marketing concept holds that the key to achieve organizational goals consists in
determining the needs and wants of target markets and delivering the desired satisfactions more
effectively and efficiently than competitors. Under marketing concept, the emphasis is on selling
satisfaction and not merely on the selling a product. The objective of marketing is not the
maximization of profitable sales volume, but profits through the satisfaction of customers. The
consumer is the pivot point and all marketing activities operate around this central point. It is,
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therefore, essential that the entrepreneurs identify the customers, establish a rapport with them,
identify their needs and deliver the goods and services that would meet their requirements.

The components of marketing concept are as under:
i) Satisfaction of Customers: In the modern era, the customer is the focus of the organization.

The organization should aim at producing those goods and services, which will lead to
satisfaction of customers.

ii) Integrated marketing: The functions of production, finance and marketing should be
integrated to satisfy the needs and expectations of customers.

iii) Profitable sales volume: Marketing is successful only when it is capable of maximizing
profitable sales and achieves long-run customer satisfaction.

NATURE OF MARKETING
The essence of market is exchange of product and services to satisfy human needs, wants,

demand and utility etc.

(i) Needs: A human need is a state of self deprivation of some basic satisfaction. People require
food, clothing, shelter, safety and a few other things for survival. This needs exist in the very
texture of human biology.

(ii) Wants: Wants are specific satisfier of these deeper needs example, an individual needs food
and wants roti. Human wants are continuously shaped and reshaped by social forces and
institution. Such as family, school and business co-operations.

(iii) Demand: Demand are wants for specific products that are backed by an ability and
willingness to buy. Wants become demands when supported by purchasing power e.g. many
people want a Mercedes, but only the ability and willing to purchase.

(iv) Utility: It is expected satisfaction from the product.

(v) Exchange: It is an act of obtaining a desired product from someone by offering something in
return.

A product is anything that can be offered to satisfy a need or want. The importance of
physical product lies not only in owning them but obtaining the service they render e.g.: we do
not buy a car just to look-at, we purchase it for the transportation service it renders. Services
are also supplied by other vehicles such as:

Person: Sachin Activities: IT.Com

Place: Hampi Organization: Pepsi Co Ltd.
A market consists of all the potential customers sharing a potential need or want who might

be willing and able to engage in exchange to satisfy that need or want. Thus the size of the
market depends upon the number of persons who exhibit the need, have resources and are
willing to offer.
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SCOPE OF MARKETING
(i) Employment opportunities: It creates employment opportunities because sales and marketing

is a people oriented activity.

(ii) Increases national income: It increases the Per capita and national income.

(iii) Improves the standard of living: It improves the standard of living of the people.

(iv) Satisfies the needs: It satisfies the needs of the people by providing the goods to  the
customers.

(v) Improves transport: It improves transport and communications.

(vi) Establishes a better relationship: It establishes a better relationship between the buyer and the
seller.

(vii) Economic stability: It achieves economic stability.

(viii) Location: It makes goods available to all geographic locations.

(ix) Increases revenue: It increases revenue to the government.

(x) Creation of utilization: It helps in creation of utilization.

(xi) Increase the profit: It enables to increase the profit.

(xii) Manage innovations: It helps the top management to manage innovations and changes.

(xiii)Maximize sales enables the firm to go for large scale production.

(xiv) Reduces the cost per unit: Mass production reduces the cost per unit of the product.

(xv) It helps the manufacturer to decide what to produce, when to produce and how to sell a
product or service.

(xvi) It enables the firm to meet the demands of various classes of consumers thereby increase the
sales.

MARKETING CONCEPT
The marketing concept holds that achieving goals of the organization depends on

determining the needs and wants of target markets and delivering the desired satisfaction more
effectively and efficiently to the competitors. The marketing concept has been stated as “We
make it happen for you” (Marriott); “To fly, to serve” (British Airways); “We are not satisfied
until you are” (GE) and “Let us exceed your expectations”.

1. Production Concept
The production concept holds that consumer will favor products that are available and

highly affordable; therefore management should focus on improving production and distribution
efficiency. This concept is one of the oldest. The production concept is useful in two situations:
when the demand for a product exceeds the supply, management should look for ways to
increase production and when the product’s cost is too high, improved productivity is needed to
bring it down.
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For example, Henry Ford’s whole philosophy was to perfect the production of the Model T
so that it’s cost could be reduced and more people could afford it. He joked about offering
people a car of any color as long as it was black. For many years, Texas Instruments followed a
philosophy run a major risk of focusing too narrowly on their own operations. For e.g., when
Texas Instruments used this strategy in the digital watch market it failed. Although Texas
Instrument’s watches were priced low, customers did not find them very attractive.

2. Product Concept
The product concept holds that consumers will favor products that offer the most quality,

performance and innovative features. Thus, an organization should devote energy in making
continuous product improvements. A product will not sell unless the manufacturer designs
packages and prices it attractively; places it in convenient distribution channels; bring it to the
attention of people who need it and convince buyers that it is a better product. The product
concept can also lead to marketing myopia.

3. Selling Concept
Selling concept hold that consumers will not buy enough of the organization’s product

unless it undertakes a large-scale selling and promotion effort. The concept is practiced with an
sought goods e.g., encyclopedias or insurance. Firm practice the selling concept when they have
over capacity. Their aim is to sell what they make rather than to make what the market wants.
Such marketing carries high risks. It focuses on creating sales transactions rather than on
building long-term, profitable relationships with customers. It assumes that customers forget their
disappointments and buy the products again. Most studies show that dissatisfied customers do
not buy again.
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4. Marketing Concept
The marketing concept holds - “achieving organizational goals depends on knowing the

needs and wants of target markets and delivering the desired satisfactions better than competitors
do”.

Under the marketing concept, customer focus and value are the routes to achieve sales and
profits.

The marketing concept is a customer-centered “sense and responds” philosophy. The job is
not to find the right customers for your product but to find the right products for your
customers.

Objectives of Marketing Concept

Various objectives of Marketing are:

(i) Creation of Demand
The marketing management’s first objective is to create demand through various means. A

conscious attempt is made to find out the preferences and tastes of the consumers. Goods and
services are produced to satisfy the needs of the customers. Demand is also created by
informing the customers the utility of various goods and services.

(ii) Customer Satisfaction
The marketing manager must study the demands of customers before offering them any

goods or services. Selling the goods or services is not that important as the satisfaction of the
customers’ needs. Modern marketing is customer- oriented. It begins and ends with the
customer.

(iii) Market Share
Every business aims at increasing its market share, i.e., the ratio of its sales to the total

sales in the economy. For instance, both Pepsi and Coke compete with each other to increase
their market share. For this, they have adopted innovative advertising, innovative packaging, sales
promotion activities, etc.

(iv) Generation of Profits
The marketing department is the only department which generates revenue for the business.

Sufficient profits must be earned as a result of sale of want-satisfying products. If the firm is
not earning profits, it will not be able to survive in the market. Moreover, profits are also needed
for the growth and diversification of the firm.

(v) Creation of Goodwill and Public Image
To build up the public image of a firm over a period is another objective of marketing. The

marketing department provides quality products to customers at reasonable prices and thus
creates its impact on the customers.
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The marketing manager attempts to raise the goodwill of the business by initiating image-
building activities such a sales promotion, publicity and advertisement, high quality, reasonable
price, convenient distribution outlets, etc.

5. Societal Marketing Concept
The societal marketing concept was an offshoot of the marketing concept wherein an

organization believes in giving back to the society by producing better products targeted towards
society welfare. Some have questioned whether the marketing concept is an appropriate
philosophy in an age of environmental deterioration, resource shortages, explosive population
growth, world hunger and poverty and neglected social services. Are companies that successfully
satisfy consumer wants necessarily acting in the best, long-run interests of consumers and
society?

The marketing concept sidesteps the potential conflicts among consumer wants, consumer
interests, and long-run societal welfare. Yet some firms and industries are criticized for satisfying
consumer wants at society’s expense. Such situations call for a new term that enlarges the
marketing concept. We propose calling it the societal marketing concept, which holds that the
organization’s task is to determine the needs, wants and interests of target markets and to deliver
the desired satisfactions more effectively and efficiently than competitors in a way that preserves
or enhances the consumer’s and the society’s well-being.

The societal marketing concept calls upon marketers to build social and ethical
considerations into their marketing practices. They must balance and juggle the often conflicting
criteria of company profits, consumer want satisfaction, and public interest. Yet a number of
companies have achieved notable sales and profit gains by adopting and practicing the societal
marketing concept. Some companies practice a form of the societal marketing concept called
cause related marketing. Pringle and Thompson define this as “activity by which a company with
an image, product or service to market builds a relationship or partnership with a ‘cause,’ or a
number of ‘causes,’ for mutual benefit.

They see it as affording an opportunity for companies to enhance their corporate reputation,
raise brand awareness, increase customer loyalty, build sales and increase press coverage. They
believe that customers will increasingly look for demonstrations of good corporate citizenship.
Smart companies will respond by adding “higher order” image attributes than simply rational and
emotional benefits. Critics, however, complain that cause related marketing might make
consumers feel they have fulfilled their philanthropic duties by buying products instead of
donating to causes directly. Thus societal marketing concept as related to cause related marketing
differs mainly because here, the company makes a proactive effort to give back to the society.
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IMPORTANCE OF MARKETING

(a) Importance of Marketing to Society
(i) Delivery of Standard of Living: The main objective of marketing is to provide goods and

services to the people in the society to satisfy their needs and wants at a reasonable price.
Therefore producing goods and services accordingly, there by creating demand for these
goods, encourage people to use them and there by improving the standard of living of the
people.

(ii) Provides Employment: According to an estimate, 40 percent of the labor force in developed
economies (USA, Germany and Japan etc.) are engaged in different marketing processes such
as marketing research work, wholesale and retail business, transport, communications,
storing, warehousing, publicity work etc. In underdeveloped economies like, India, there is a
great scope for increasing opportunities for employment by developing marketing processes.

(iii) Decreases in Distribution Cost: Marketing aims at reducing the cost of distribution as far as
possible so that the commodities might be within the reach of maximum number of
consumers. It increases the level of consumption in the society. Reduction in the cost of
distribution directly affects the price of the commodity and it will also be reduced. As a result,
the product can now be purchased by customers who were unable to purchase it due to high
prices. Even if, we assume that the price is not reduced, it will increase the profits of the
producer, which will filter down to the shareholders. A part of the profit may also be utilized
for further research work. Thus indirectly the society is benefited in the long run.

(iv) Increase in National Income: Sound marketing system is associated with creation of
increased demand for goods and services. An increased demand stimulates production activity
in the country which in turn increases the national income which is in the interest of the whole
economy.

(a) Marketing to Society

(b) Marketing to the Firm

(c) Marketing  in Underdeveloped Economy

(d) Marketing in Developed Economy

(e) Marketing in a Seller or Buyer’s market
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(b) Importance of Marketing to the Firm
(i) Helpful in Business Planning and decision making: Marketing is helpful not only to plan the

production but it is also helpful in business planning and in taking various decisions regarding
the business. In today’s economy, production is planned according to the sales forecasts and
not according to the production capacity of the firm. A firm will produce what it can sell or as
much quantity as it can sell and not what and how much it can produce. Thus marketing
decisions affect the business decisions. All other activities such as planning, production,
purchase, finance revolve around the marketing decisions.

(ii) Helpful in Increasing Profits:  Every business is carried on with the profit motive. Marketing
helps in increasing the business profits by reducing the selling cost on one hand and by
increasing the demand of the product through advertising and sales promotion activities on the
other hand.

(iii) Helpful in Communication between Firm and Society: Business collects various information
regarding consumers’ behaviour and the changes in their behaviour from time to time through
marketing. Marketing also provides information to the firm about the competitors, price,
policies and distribution policies. Marketing provides extensive information of the product
regarding its quality, price, utility and place of availability to the society. Thus, society comes
to know about the new products

(c) Importance of Marketing in Underdeveloped Economy
Marketing has a special significance in underdeveloped economies. A rapid development of

the economy is possible only by adopting the modern methods of marketing. Marketing in
underdeveloped economies is still in its infancy. Industrialisation and organization goes hand in
hand with application of modern refinements in the field of marketing. An effective marketing
system alone can bring the fruits of production to the people. India provides the best example in
this regard. One of the main reasons for recession is actually the result of recollecting the
development of marketing. “Marketing” is an effective engine for development. It mobilizes latent
economic energy and thus it is the creator of small business. Thus, the concept of marketing in
underdeveloped economies has to go a long way to catch up with the requirements of rapid
industrial growth.

(d) Importance of Marketing in a Developed Economy
The economy of abundance is indicated by the way of life itself, which connotes a certain

degree of development in marketing. In such countries the volume of production with all its up-
to-date technology is generally more than the demand. In order to maintain the level of
production it is absolutely necessary that the produced amount is disposed off readily in the
country itself or abroad on the basis of non price competition. This is possible only by a very
sound and advanced marketing system because of still competition in the market.
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(e) Importance of Marketing in a seller or Buyer’s Market
A seller’s market is one in which the demand for goods and services exceeds the supply. In

such a situation there is tendency of growing monopolies. On the other hand buyer’s market is
one in which the supply of goods exceeds the demand. Every firm is eager to sell its goods but
only that the firm succeeds which adopts the scientific ways of marketing of goods, which
means adopting the designs and quality of goods in accordance with the changing tastes and
likings of the common consumers. Thus the importance of marketing in both the sellers and the
buyers market is great indeed.

FUNCTIONS OF MARKETING

(a) Merchandising Functions
The process of the passing of goods to the customer’s hands is called the function of

exchange. This process can be divided into buying, assembling and selling.

(i) Buying: Buying is the first step in the process of marketing. A manufacturer has to buy raw
materials for production, a wholesaler has to buy goods to be sold to the consumer. Buying
involves transfer of ownership of goods from seller to the buyer.

(ii) Assembling: Assembling means creation and maintenance of the stock of goods, purchased
from different sources.

(iii) Selling: The purpose of selling is to find buyers to whom goods can be sold at a price
satisfactory to the seller. At all stages of marketing, it is necessary for someone to sell.

(b) Physical Distribution Functions
This function relates to the process of transporting the goods from the place of seller to the

place of buyer and includes two main functions:

(i) Transportation: Marketing system requires an economical and effective transportation
system. A good system of ‘transportation’ increases the value of goods by the creation of
place of utility.

(ii) Storage and Warehousing: Goods must be stored for different reasons, goods produced
seasonally may be used throughout the year, goods meant for use during the short period may
be produced over the longer period, manufacturer store raw materials for ready supply are
also stored in the hope of getting a higher price in future.

(a) Merchandising Functions

(b) Physical Distribution Functions

(c) Facilitating Functions
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(c)  Facilitating Functions
These functions make the marketing process easy and include financing, risk bearing,

standardization, pricing, branding advertising, salesmanship, sales promotion, packaging, market
information, marketing research and marketing intelligence.

(i) Financing: It is very difficult to carry on marketing activities smoothly without the availability
of adequate and cheap finance. Commercial Banks, Co-operative credit Societies and
government agencies arrange for short-term finance, medium term, finance and long term
finance to facilitate marketing.

(ii) Risk-Bearing: Marketing of goods involves innumerable risks due to theft, distortion accidents
etc. The most important factor responsible for the risk is fluctuation in prices. The other
factor, competition in the market, change in habits of the consumers, natural calamities etc.

(iii) Standardization: This has now been accepted as an ethical basis of marketing. A standard is a
measure that is generally recognized as model for comparison. Standards are determined on
the basis of color, weight, quality and other factors of a product.

(iv) Pricing: Pricing is also an important function which is closely alluding to selling. Price policy
of the concern directly affects the profit element. In determining price policy, several factors
are to be borne in mind such as cost of the product competitor’s prices, marketing policies,
government policy or customary or convenient pricing.

(v) Branding: Branding is the management process by which a product is branded. It is a general
term covering various activities such as giving a brand name to a product, designing a brand
mark and establishing and popularizing it.

(vi) Advertising: Any paid form of non-personal communication of ideas, goods or services by
business firms are identified in the advertising message intended to lead to a sale immediately
or eventually. The main purpose of every commercial organization is to promote sales because
it is the only way to commercialize the product. Any activity towards sales-promotion may be
called promotional activities.  Advertising and sales promotion are indirect and non personal
methods, while personal selling is direct and personal method of sales promotion.

(vii) Salesmanship:  Salesmanship is neither an art nor is completely based on scientific principles.
It is a combination of both. A salesman must possess inborn talents and must have a real
interest in the profession. Salesman comes in contact with the number of persons, guides and
advises them to purchase goods of the producer to whom he represents convince them
describes them the attractive and positive features of the products and pre-sale and after sale
services and thus makes a sale.

(viii) Sales Promotion: Sales promotion and personal selling are parts of promotional mix. Sale
promotion techniques are indirect and non-personal. While personal selling is quite direct and
personal. The main purpose of the sale promotion activities is to stimulate consumers and
dealers effectively. Sales promotion directed at consumers may be done with a view to
increase the products rate of use among existing consumer product.
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(ix) Packaging: A good package is the representation of the artistic combination of the designer’s
creative skills and the product and marketing and sales knowledge of the manufacturer’s
management team. The development of packaging is the sum total of the talents of the
designer, the researcher, the technician, the advertising man, the top management. At times, it
may include in the team the use of packaging committee and packaging directions, the role of
independent decisions and the delegation of market research in the solution of packaging
problems. Packaging may be defined as the general group of activities in product planning
which involve designing and producing the container or wrapper for a product.

(x) Market Information: Marketing requires information such as the number of consumers, their
locations, purchasing power, product and brand preferences, tastes, habits and so on.

(xi) Marketing Research: Marketing research is a systematic method of problem analysis, model
building and fact finding for the purpose of improved decision making and control in the
marketing of goods and services.

(xii) Marketing Intelligence: Marketing intelligence system “is a set of procedures and sources
used by managers to obtain their everyday information about pertinent development in the
marketing environment”. While the external records system supplies results data, the
marketing intelligence system supplies happenings data. Marketing managers carry on
marketing intelligence mostly on their own by reading books, newspapers and trade
publications, talking to customers, suppliers, distributors and other outsiders and talking with
other managers and personnel within the company. Yet this system is casual and valuable
information could be lost or arrive too large. Well, run companies take additional steps to
improve the quality and quantity of marketing intelligence.

MARKETING VS SELLING

               Marketing                           Selling

1. Marketing focuses on customers needs.

2. Customer enjoys supreme importance.

3. Integrated approach to achieve long term
         goals.

4. Converting customers needs into products.

5. Caveat Vendor (Let the seller beware)

6. Profits through customer satisfaction.

1. Selling focuses on the needs of the seller.

2. Product enjoys  supreme importance.

3. Fragmented approach to achieve immediate
   goals.

4. Converting customers needs into products.

5. Caveat Emptor (Let the buyer beware)

6. Profits through sales volume.
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ADVANTAGES OF MARKETING

1. Establishes Brand Recognition: The primary and most important benefit of marketing is
brand recognition. Marketing strategies help to imprint a brand in the minds of customers.

2. Gains and Retains Customers: Once a brand has gained its ground and established its
customers, marketing enables it to retain its customers. This is essential so that the brand does
not lose ground to products that newly come into the market.

3. Identifies real customers: Marketing strategies allows the business to identify potential and
actual customers. Instead of trying to force a product or service on unwilling customers,
marketing helps to target customers who have the real need.

4. Provides Information: Marketing a product is the best way to provide information about it.
The salient features of a product or service is what is used to market the product. This will
attract customers towards the product.

5. Saves Time: Effective marketing will help to reduce the break-even period of a business. By
promoting a product or service through effective marketing, a business can promote its sales
and reach its intended client faster.

6. Establishes Trust: Repeated and effective marketing ensures that a product remains in the
minds of its intended customers. This in the longer run would help in establishing a brand
trust, which would make customers choose the product irrespective of competition. Trust is
created over a long period of time and marketing is an effective way in establishing it.

7. Encourages Referrals: Marketing encourages new customers to seek information about the
brand. By making a product seen and heard frequently, a business also increases the chances
of word-of-mouth referrals.

8. Addresses Issues: The various means of marketing a product can also act as a means of
clearing inhibitions or misunderstandings about the quality or nature of a product or service.
Often, marketing can become an effective tool in clarifying misapprehensions relating to a
brand.

Effective marketing allows a business to reach its potential customers by fulfilling their
needs at the right time. But, how effective or efficient a marketing strategy is, the success of a
business will depend on the quality of the product or service it offers. Therefore, only a quality
product marketed in the appropriate manner through an effective channel to reach its potential
customers at the right time can achieve success.
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MARKETING MIX
Marketing is one of the most fundamental concepts associated with the marketing process.

Marketing Mix represents an assemblage of tasks and sub tasks, which ultimately will help to
satisfy the customers requirements in such a way as to enable the firm to attain it’s objectives in
an optimum fashion.

The marketing mix concept provides a valuable framework for allocating financial and
human resources. Every company has to allocate certain amount of resources. Every company
has to allocate certain amount of resources towards its marketing effort and the resources must
be used in the most effective way. The resources must determine with some precision which of
the various ingredients available is likely to provide maximum customer satisfaction on the one
hand optimum response from the market place on the other.

Definitions

According to St. Anton, “Marketing Mix is the term used to describe the combination of the
four inputs which constitute the core of company’s marketing system i.e. the product, the
price structure, the promotional activities and distribution system”.

According to Philip Kotler, “Marketing Mix is the set of controllable variables that the firm
can use to influence the buyers response”.

Marketing Mix represents the total marketing program of a firm. It involves decisions with
regard to product, price, place and promotion. These above four elements differ from firm to
firm. Marketing mix serve as the linkage between a business firm and its customers. Marketing
mix is a dynamic concept with changes in market conditions and the environment.

The concept of marketing mix is useful in designing a market strategy to meet the
uncontrollable forces or also called as external factors or market forces. They are:

 Consumers Buying Behaviour

 Traders Behaviour

 Competitor Behaviour

 Government Behaviour

The marketing mix referees a combination of various elements which in their totality
constitutes a firm “ Marketing System”.

IMPORTANCE OF MARKETING MIX
a) The marketing mix is a significant tool for creating the right marketing strategy and its

implementation through effective tactics.

b) The assessment of the roles of the product, promotion, price and place plays a vital part in the
overall marketing approach.
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c) The mix helps in determining which marketing strategy is right for the organization. It is the
first step before even create the business or marketing plan.

d) The reason is that the marketing mix decisions also have an impact on the positioning,
targeting and segmentation decisions.

e) Marketing mix is a concept used by business owners, marketing executives and operations
managers to describe the essential elements of a marketing strategy.

f) Traditionally, four Ps are associated with the marketing mix product, price, promotion and
place. The marketing mix's importance lies in its ability to help a business determine the
suitability of a product or service for a particular target consumer base.

FACTORS AFFECTING MARKETING MIX
The determining the marketing is to satisfy the needs and wants of the customers in the

most effective and economical manner. Marketing mix represents the setting of the firm’s
marketing decision variables at a particular point of time. The process of determining the
marketing-mix consists of the following steps:

1. Identification
The marketing department must identify the target customers to whom the sales are to be

made.

2. Analysis
Once the target market is identified, the next step is to discover and understand the needs

and desires of the customers. Marketing research is used in locating and analysing the target
market. It is necessary to know the number, location, buying power and motives of customers.
The nature of competition, dealers’ behaviour and government regulations must be analysed.

3. Design
On the basis of the knowledge obtained through identification and analysis, an appropriate

mix of product, price, promotion and channel is designed. Design involves not only the
determination of each component but the proper integration of individual variables so that they
reinforce one another.

4. Testing
It is desirable to make a test run of the marketing-mix designed by the marketing

department. The designed mix may be used in a small group of customers. The reaction of
customers will indicate the adjustments required in the mix.

5. Adoption
After the necessary modifications, the marketing-mix is adopted and put into use. The

adopted mix should be evaluated from time-to-time and it must be adapted to changes in the
environment of business.
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ELEMENT OF MARKETING MIX/4PS OF MARKETING MIX
Marketing Mix is the combination of different marketing variables being used by a firm to

market its goods and services. The marketing mix will naturally be changing according to
changing marketing conditions and above with changing environmental factors (technical, social
economic and political) affecting each market. It is of course based on marketing research and
marketing information. It must be fully related to customer demand, competition as well as other
aforesaid environmental forces. Different elements of marketing mix are as follows:

1. Product Mix
A product is any good or service that consumer want. Product are the things possessing

utility. It has four components:

(i) Product range (ii) Service after sale

(iii) Brand (iv) Package

The product management involves product mix in consultation with marketing manager.
Product mix involves planning, developing and producing the right type of products and services.
It deals with the dimensions of product line, durability and other qualities. The product policy of
the firm also deals with proper branding right packaging, appropriate color and other product
features.

A product is anything that can be offered to a market to satisfy a want or need. Products
that are marketed include physical goods, services, experiences, events, persons, places,
properties, organizations, information and ideas. Product is the most important component of the
marketing program. The product policy and strategy is the cornerstone of a marketing mix. If
the product fails to satisfy the consumer no other element of the marketing mix can remove the
dissatisfaction or improve the product performance in the market place. Good product is a key to
market success. Product decisions are taken first by the marketers and these decisions are
central to all other marketing decisions such as price, promotion and distribution. Product is the
engine that pulls the rest of the marketing program. Products fill the needs of the society. It

Elements of Marketing Mix

Product Mix
1. Brand  2. Style
3. Colour 4. Design
5. Product line
6. Package
7. Warranty
8. service

Price Mix
1. Pricing Strategy
2. Pricing Policy
3. Basic Price
4. Terms of Credit
5. Discounts
6. Allowances

Promotion Mix
1. Personal Selling 
2. Advertising
3. Publicity
4. Sales Promotion
    (a) Dealers Aids
    (b) Consumers Aids

Place Mix

Physical Distribution

Distribution Channels
1. Wholesalers
2. Retailers
3. Merchantile Agents

1. Transport
2. Warehousing
3. Inventory
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represents a handle of expectations to consumers and society. In planning its market offering, the
marketer needs to think five levels of the product. Each level adds more customer value and the
five levels constitute customer value hierarchy. The most fundamental level is the core benefit
i.e., the fundamental service or benefit the customer is really buying. For example, a hotel guest
is buying “rest and sleep”. Marketers should see themselves as benefit provider. In the second
stage the marketer has to turn the core benefit into a basic product. Thus a hotel room includes
bed, bathroom, and desk and so on. At the third level, the marketer prepares an unexpected
product, a set of attributes and conditions buyers normally expect when they purchased the
product. For example, A hotel guest expects a clean bed, fresh towels, working lamps. As most
hotels meet the minimum expectations, the traveler normally settles for whichever hotel is most
convenient or least expensive. At the fourth level the marketer prepares an augmented product
that exceeds customer’s expectations. A hotel can include a remote control television set, fine
dinning and room service like greeting the customer on his birthday or a special gift for the
newly married. Today’s competition takes place at the augmented level. Product augmentation
leads the marketer to look at the user’s total consumption system: the way the user performs the
tasks of getting, using, fixing, and disposing of the product. At the fifth level is the potential
product, which encompasses all the possible augmentations and transformations that the product
might undergo in the future. Here is where the company searches for new ways to satisfy
customers and distinguish their offers. Successful companies add benefits to their offering that
not only satisfy customer but also surprise and delight them.

Hence a product is said to be successful if it succeeds to satisfy the customer’s needs. The
management must first decide the products to be manufactured to meet the needs of the
customers. Thereafter the company decides upon the variety, quality, design, features, brand,
name, packaging, services and the like. For example, Hindustan Uni Lever Limited (HULL)
products consists of toiletries and detergent soaps, shampoos, face cream, and other health care
products. The company offers a huge variety of toiletries and health care products for different
target market at different prices hereby it ensures consumer satisfaction.

2. Price Mix
Price is an important factor affecting the success of firm. Pricing decisions and policies

have a direct influence on sales volume and profits of business. This is an important element in
marketing mix. Right pricing can be determined through pricing research and testing marketing
demand, cost, competition, government regulations etc, are the vital factors that must be taken
into consideration in the determination of price. Price is a source of revenue and a main
determinant of profit. Price is matter of vital importance to both the seller and buyer in the
market place. In money economy, without prices there cannot be marketing. Only when the
buyer and seller agree on price, there can be exchange of goods and services leading to transfer
of ownership. In a competitive market, price is determined by free play of demand and supply.
With changing demand and supply conditions the price increases or decreases. It influences
consumer purchase decisions. It reflects purchasing power of currency, it can determine the
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general living standards. Pricing governs the very feasibility of any marketing program because it
is the only element in a marketing mix accounting for demand and sales revenue. Other elements
are cost factors. Pricing decisions interconnect marketing actions with the financial objectives of
the enterprise. Among the most important marketing variables influenced by pricing decisions are:
sales volume, profit margins, rate of return on investment, trade margins, advertising and sales
promotion, product image, new product development. Therefore pricing decisions play a very
important role in the design of marketing mix. Price is a powerful marketing factor with the
financial objectives of the enterprise. Among the most important marketing variables influenced
by pricing decisions are: sales volume, profit margins, rate of return on investment, trade
margins, advertising and sales promotion, product image, new product development. Therefore,
pricing decisions play an important role in the design of marketing mix.

3. Promotion Mix
This is concerned with bringing products to the knowledge of customers and persuading

them informing and influencing the customers. Promotion means to advance an idea in such a
way as to gain its acceptance and approval. It is any communication activity whose main
objective is to move forward a product, service or idea in a channel of distribution. It is an effort
by a marketer to inform and persuade buyers to accept resell, recommend or use article, service,
idea which is being promoted. Promotion is a form of communication with an additional element
of persuasion. The promotional activities always attempt to affect knowledge, attitudes,
preferences and behaviour of the buyers. In any exchange activity, communication is absolutely
necessary. The company may have the best product, package, fair price, but people will not buy
the product, if they have never heard of it, and they are simply unaware of its existence. The
marketer must communicate to his prospective buyers and provide them adequate information in
a persuasive language. People must know that the right product available at the right place and at
the right price. Promotion is a spark plug in the marketing mix.  This is the third element in the
marketing mix and it is an important marketing strategy. Marketers have adopted a
communication view of their firm’s promotional activities. All marketing communication must be
planned as part of a total system, not as independent pieces. Promotion Mix involves the decision
with respect to advertising, personal selling, sales promotions, publicity, sales forces and direct
marketing.

For the firm’s promotion in order to be effective, its promotion objectives must be clearly
defined-because the right promotion blend depends on what the firm wants to accomplish. The
three basic promotion objectives: Informing, Persuading and reminding target customers about
the company and its marketing mix should always be kept in mind.

4. Place/Distribution Mix
Place is getting the “right” product to the target market’s place. A product isn’t good to

customer if isn’t available when and where it is wanted. Offering customers a good product at a
reasonable price is important to a successful marketing strategy. But it’s not the whole story.
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Managers must also think about place-making products available in the right quantities and
locations when the customer wants them. Place requires the selection and use of marketing
specialists-middlemen and facilitators, to provide target customers with time, place and
possession utilities. The marketing managers must consider ‘Place objectives’ in relation to the
product life cycle. Place decisions have long-run effects. They are harder to change than
product, price and promotion decisions. Effective working arrangements with others in the
channel may take several years and a good deal of money to develop. Legal contracts with the
channel partners may also limit changes. And it is hard to move retail stores and wholesale
facilities, once leases are signed and customer movement patterns are settled. Place includes
company activities that make the product available to target customers. The overall aim is to
provide the customer with optimum satisfaction in relation to what economists call the utility of
place and the utility of time. Selecting the most appropriate channel of output to reach the
customer is a decision of great strategic importance. It is a decision, which helps to drive the
subsequent logistics system and provides the customer satisfaction envisaged by the marketing
process. There are number of different channels open to the marketer. The company could deal
directly with the customer, reach them via wholesalers, agents or retailers, use mail order or
employ any combination.

Hence Place in the marketing mix is concerned with the decisions relating to wholesale and
retail outlets or channels of distribution. The objectives of selecting and managing trade channels
are to provide the products to the right consumer at the right time and at the right place on a
continuing basis. A manufacturer may distribute his goods through his own outlets or he may
employee wholesalers and retailers for this purpose. In determination of distribution mix a firm
has to take decisions with regard to the mode of transportation of goods to middle men, use of
company vehicles or both.

4CS OF MARKETING MIX
The 4 C’s model of marketing on the other hand is more consumer oriented. Because of its

focus on consumers, the 4 C’s model is mainly used for Niche Marketing.

The four variables in the 4 C’s model are:

1. Consumer,

2. Cost,

3. Convenience and

4. Communication.
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1. Customer
The principle of four C’s of marketing states the  customer should be prime focus. Unlike

the traditional marketing mix where the primary focus is on Products, in the 4 C’s model, the
primary focus is on the customer. Thus the companies which follow this model believe in
making products which satisfy their customers. They are generally ready to offer customizable
products and because they have a general set of target customers, this principle is only applicable
for smaller market segments and not for mass markets. For mass markets, the traditional
marketing mix can be used.

2. Cost
Cost is equivalent to Pricing in the traditional marketing mix. Cost is a very important

consideration during consumer decision making and hence in the 4 C’s principle, the cost variable
is given special attention. The 4 C’s model generally plans on the basis of Customers and not
products. And hence they have to plan the cost of the product on the basis of their customer. If
you are targeting a SEC A segment, then the costing of the product needs to be premium to have
proper psychological positioning. On the other hand, if your product is for the SEC B and SEC C
classes, then it needs to have a lower costing. Thus over here, costing of the product depends
on the customer.

3. Communication
The concept of communication remains same for both, the traditional marketing mix as well

as for the 4 C’s of marketing. Off course, the marketing communications for a company
following the 4 C’s of marketing is completely different as it needs a completely different
Segmentation, targeting and positioning. As said before, the 4 C’s of marketing are generally used
for Niche products. The media vehicles used for marketing communications for a mass product
and that for a niche product are different.

4. Convenience
Convenience is equivalent of distribution or placement of the traditional marketing mix.

When you have a niche customer base, the convenience of the customer in acquiring your
product plays a critical role. Take a niche product like Heavy machinery as an example or even
products like television and air conditioners.
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MARKETING ENVIRONMENT
Marketing Environment is ever changing; modern marketers realize that environmental

scanning would provide them with continuous interaction between the customers and the
business they are in, based on integration, the marketing managers can evolve marketing
strategies to ensure effective and efficient goal achievement. The environment of a business
enterprise may be static or dynamic. When the environment forces do not show a significant
change, they are termed as stable or static environment. But the environment of modern
organizations is dynamic because of frequent changes.

Marketing attributes of a business are affected by a large number of environmental factors
that surrounds the company. These factors or forces influence the decision-making capability of
the enterprise. A marketing system, system of a company thus must have to operate within the
framework of the environmental forces.

The marketing environment surrounds and impacts upon the organization. There are three
key perspectives on the marketing environment, namely the 'macro-environment,' the 'micro-
environment' and the 'internal environment'.

The micro-environment includes suppliers that deal directly or indirectly, consumers and
customers and other local stakeholders. Micro tends to suggest small, but this can be misleading.
In this context, micro describes the relationship between firms and the driving forces that control
this relationship. It is a more local relationship and the firm may exercise a degree of influence.

The macro-environment includes all factors that can influence an organization, but that are
out of their direct control. A company does not generally influence any laws. It is continuously
changing and the company needs to be flexible to adapt. There may be aggressive competition
and rivalry in a market. Globalization means that there is always the threat of substitute products
and new entrants. The wider environment is also ever changing and the marketer needs to
compensate for changes in culture, politics, economics and technology.

Meaning of Marketing Environment
Marketing Environment refers to the encompasses the marketing team within an organization

and includes all of the outside factors of marketing that affect the team's ability to develop and
maintain successful customer relationships with their targeted customer group.

Example, the relevant environment for a car type manufacturing, technology, the tax
structure, import-export regulation, the distributors, dealers, competitors etc.

Definition of Marketing Environment

According to Philip Kotler, “Marketing environment refers to the external factors and
forces that affect the company’s ability to develop and maintain successful and relationships
with its target customers”.



Introduction to Marketing Management       25

IMPORTANCE OF MARKETING ENVIRONMENT
The marketing manager needs to be dynamic to effectively deal with the challenges of

environment. The environment of business is not static. It is changing with fast speed. The
following importance of environment scanning has been suggested by various authorities:

i) Increased general awareness: It creates an increased general awareness of environmental
changes on the part of management.

ii) Greater effectiveness: It guides with greater effectiveness in matters relating to Government.

iii) Marketing analysis: It helps in marketing analysis.

iv) Resource allocations: It suggests improvements in diversification and resource allocations.

v) Capitalize upon opportunities: It helps firms to identify and capitalize upon opportunities
rather than losing out to competitors.

vi) Objective qualitative information: It provides a base of 'objective qualitative information'
about the business environment that can subsequently be of value in designing the strategies.

COMPONENTS OF MARKETING ENVIRONMENT/FACTORS INFLUENCING

MARKETING ENVIRONMENT
Some of these marketing environmental factors may be controllable or uncontrollable.

The environment may be grouped into two parts. They are:

(i) Economic Environment

(ii) Demographic Environment

(iii) Technological Environment

(iv) Natural Environment

(v) Socio-Cultural Environment

(vi) Legal Environment

(vii) Global Environment

(viii) Physical Environment

B. Macro Environment

   Factors influencing
Marketing Environment

A. Micro Environment

(i) Organization’s Internal
    Environment

(ii) Suppliers

(iii) Market intermediaries

(iv) Customers

(v) Competitors

(vi) Company Resources

(vii) Management Philosophy

(viii) Public

t

t t

1. Value System
2. Mission & Objectives of the Business
3. Organizational Structure
4. Financial Capability
5. Human Resource Management

Internal Environment External Environment
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A. Internal Environment
Internal Environment refers to environment within the organization. It includes internal

factors of the business which can be controlled by business. It includes objectives of business,
managerial policies, management and employee of the organization, labour management
relationship, brand image and corporate image, working conditions in the organization,
technological and research and development capabilities. Internal environment includes 5 M’s i.e.,
Men, Materials, Machinery, Money and Management available with business organisation. These
components are usually within the control of business.

Some of the internal environment components are as follows:

1. Value System
The value system of the founders, Board of directors, managers, workers of the

organization has important bearing on the strategies of the organization.

2. Mission and Objectives of the Business
Firm’s philosophies, priorities, development, policies are guided by the mission and

objectives of the organization. Mission and objectives are the first steps in the development of the
organization.

Mission Statement of the HUL “Unilever’s mission is to add Vitality to life. We meet
everyday needs for nutrition, hygiene and personal cares with brands that help people feel good,
look good and get more out of life.”

3. Organizational Structure
Organisational hierarchy is the authority which flows from top to bottom. Some

management structures and styles delay decision making and while others facilitate quick decision
making.

4. Financial Capability
Financial factors like financial policies, financial position and capital structure etc. affect

corporate strategies and decisions.

5. Human Resource Management
The characteristics of the human resources like skill, quality, morale, commitment, attitude,

knowledge etc. could contribute to the strength and weakness of an organisation. Some
organizations find difficult to carry out restructuring or modernization because of resistance by
employees.

B. External Environment

1. Micro Environment
Micro Environment refers to the company’s immediate environment i.e., those environmental

factors that are in its proximity. These factors influence the company’s non-capability to produce
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