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PPPPPreface

Marketing occupies the prime place in business activity of any organisation. The purpose of
marketing has changed over the years. Those changes have accelerated at a break-neck pace in the
past 10 years (thanks to internet), as well as in just the past one year thanks to Covid-19 pandemic. As
we look ahead in 2021, everyone is stressed out over the role of marketing and what it is supposed to
look like.

Business leaders are stressed because the future of their business survival in the current corona
virus – induced economic turbulence looks bleak. But they can do well by promoting successful
marketing activities. Marketing departmental heads are also stressed. Because they have to prove their
worth by adapting strategic marketing plans and answer positively to their top management.

On the other side, there are widely talented multi-dimensional digital marketing work force including
managers, coordinators, specialists and strategists. These people are also stressed. They have to
understand what people expect from them, what success look like and a clear understanding of how
they are supposed to be working with and supporting other members of their company.

Whether you are business leader or marketing manager or digital marketing specialist, all these
have some questions in common. What is the purpose of marketing? How should marketing be
working with other teams or departments? How can marketing people tell that marketing is doing its
job well? And when they are doing wrong? How should they get to the right track? The answer to
these questions will tell about good marketing process.

In this backdrop, this title MODERN MARKETING speaks about various aspects of marketing
and how strategic marketing tool can facilitate the successful growth of the business. This work
covers areas such as marketing basics, marketing environment, marketing-mix, market segmentation,
consumer behaviour and recent trends in marketing including digital marketing, CRM, social marketing
and so on.

This work covers the syllabus of Modern Marketing.  Prescribed for B.Com (2020-21 onwards)
third semester of Bangalore University. The book whitten in a simple style, has adequately covered all
aspects of marketing and students and readers alike will get information about the basics of marketing.
Practicing marketers can also get inputs to succeed in their marketing business. We earnestly hope
that all concerned will enjoy reading this work and internalise the marketing process to take up a job
in marketing field.
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MODERN MARKETING

OBJECTIVE: The objective is to enable students to understand the basic concept of
marketing and recent trends in Marketing.

Unit 1: INTRODUCTION TO MARKETING AND SERVICES 10 Hrs

Meaning and Definition-Market and Marketing-Nature-Goals-Concepts of Marketing-Functions
of Marketing- Importance and Scope of Marketing. Services - Meaning and Definition,
characteristics of services – classification of services – distinction between goods marketing
and service marketing, marketing mix in service industry – growth of service sector in India.
Service processes. Designing the service process – services blueprint.

Unit 2: MARKETING ENVIRONMENT (MARCO AND MICRO) 8 Hrs

Demographic-Economic-Natural-Technological – Political-Legal and Socio-Cultural.
Customer- Supplier- Manufacturer-Employees-Public and Community Competitors.

Unit 3: MARKETING MIX 16 Hrs

Meaning-Elements-Product- Product Mix- Product Lifecycle-Product Planning-New Product
Development-Stages-Failure of New Product-Branding-Packing and Packaging. Pricing -
Objectives- Factors influencing Pricing and Methods of Pricing. Physical Distribution-Meaning-
Factors affecting Channel Selection-Types of Marketing Channels .Promotion- Meaning and
Significance of Promotion- Personnel Selling and Advertising (Meaning Only).

Unit 4 :MARKETING SEGMENTATION AND BEHAVIOUR 8 Hrs

Meaning and Definition – Bases for Market Segmentation-Requisites for sound Market
Segmentation. Consumer Behaviour – Factors influencing Consumer Behaviour and Buying
Decision Process.

U nit 5: RECENT TRENDS IN MARKETING 12 Hrs

A. Introduction to E-business-Tele-marketing-M-Business- Green and Grey Marketing,
Brown marketing,Digital Marketing-Advantages and Disadvantages, Relationship
Marketing-Retailing- Virtual Marketing,Event Management, Viral Marketing, Reverse
Marketing.

B. Customer Relationship Management- Meaning and Definition – Role of CRM –
Advantages and Disadvantages.

BUSINESS LAB ACTIVITIES :

• Collect and record the effects of micro and macro environmental factors of any company.

• Develop an Advertisement copy for a new product.

• Develop a E content on Consumer Behaviour of a product of your choice.

• Prepare a market segmentation chart.

• Prepare a chart for modern marketing methods for different products.

• Draft a chart of recent marketing trends.
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CONCEPTUAL BACKDROP

If you examine your daily life style, commencing from getting up from bed in the morning
to the time you go to the bed in the evening you observe that you have used a good number of
products and services rendered by others. You get up from your bed at six in the morning,
may be with the help of an alarm piece to wake you up. Then you wash your mouth and brush
your teeth with a tooth brush and paste. After that you wash your face and wipe it with a towel,
manufactured by a reputed textile mill. Next, you drink a cup of tea prepared from a well
known brand, mixed with sugar and milk. You use a gas stove to prepare tea. Many types of
utensils are used to prepare tea. Thus, your activities go on for the whole day, using several
types of goods manufactured by different firms. When you think about it, you cannot get very
far into a day without bumping into MARKETING – and what the whole marketing system does
for you. It enters everybody’s life even without one’s consideration.

The concept of marketing is a wide term. In the early stages of the growth, marketing was
considered as selling and no distinction was made between the two terms ‘Marketing’ and
‘Selling’. Thinkers and even some business managers would say that marketing was advertising.
It is true that selling and advertising are parts of marketing. Marketing is much more than
selling and advertising. Today the term ‘marketing’ has been clearly defined. Many organisations
are involved in developing marketing activities to satisfy the needs of various groups of
customers. This division of consumers has helped the development of new products and services
and even specialisation in selling is being attained.

Very many new concepts like Network marketing, Relationship marketing, Direct
marketing are developed and are implemented to reach as many consumers as possible.
Satisfying the consumer is the main mantra in today’s marketing activity. With the development
of new markets and new avenues of selling, a wide variety of consumer and producer goods
have been designed and developed and for many marketing has become a good profession.
Particularly in developing countries like India, marketing is occupying a vital place in business
activity. Market driven economies are gaining power at the global level. Even the socialist

Chapter - 1Chapter - 1Chapter - 1Chapter - 1Chapter - 1

INTRODUCTION TO MARKETING

Meaning and Definitions of Market, Marketing and Marketing Management – Marketing
Organisation – Nature & Importance of Marketing – Marketing functions – Core Concepts
that drive markets – Functions of marketing – Goals of marketing – Benefits of marketing
– Selling and marketing – Role of marketing in economic development

UNIT – I: INTRODUCTION TO MARKETING AND SERVICES



2 Modern Marketing

countries have started studying the marketing concepts in a scientific way, to introduce them
actively in their internal distribution system.

What is included in marketing can be better explained by analysing a product or service.
For example a tooth paste. Tooth paste is used by people all over the world. Most of us were
not born with a tooth brush with tooth paste on it in our mouth. Companies like the
Colgate-Palmolive, Hindustan Lever etc. manufacture them. All tooth pastes look alike and
perform the same job cleaning the teeth. But a consumer can choose from a wide variety of
tooth pastes. They have different colours, sizes, tastes, weights and attractive packings. Price
also varies. You can purchase in any range you want.

This variation in size, price etc. complicates the production and sales of tooth paste. The
following aspects show as to what has to be done before and after a firm decides to produce a
tooth paste.

(a) Analyse the requirements of users of tooth paste and decide whether they want
more of the same ones or different tooth paste.

(b) Visualize the type of tooth paste – size, colour, price and taste – the different
consumers want and decide how many of these people, the firm can satisfy.

(c) Estimate how many of these people will use that particular tooth paste in the next
few years and what quantity will they buy.

(d) Estimate the price at which they purchase their paste and find out whether the firm
can make profit out of it.

(e) Find out where these users will be and how to get the firm’s paste to them.
(f) Think of the type of promotion to be adopted to sell the product to the potential

customers.
(g) Estimate the competitor’s position in the market where you sell. The estimate should

be in terms of the quantity they produce, price they fix for each size, packaging they
make, promotion strategy they adopt etc.

All these activities are not part of production. But they are part of a big process called
MARKETING. Marketing provides a required direction and helps make sure that the right
products are produced and find their way to consumers. The tooth paste example will illustrate
that marketing includes much more than selling and advertising. It plays an essential role in
providing consumers with need satisfying goods and services.

Marketing activities started from the days of ‘Barter Economy’ or even earlier. But it still
looks new and attracts many people to involve themselves in this activity in one form or the
other. But the marketing activity was recognised properly after the Industrial Revolution.
Commercial Revolution provides an impetus to marketing activities. Although, the subject
matter of economics discussed wide variety of marketing activities, marketing ideas were not
brought to the lime light by this discipline. Only in twentieth century, marketing activities had
a new look and started developing as a separate discipline. In the last hundred years, it went
through many phases and today it has emerged as a key discipline in the business world,
assuming newer heights. The goods and services which were once considered luxury, have
become essential commodities today because of the development of marketing. Thousands of
innovative consumer products have entered the offices and households all over the world due
to the marketing effort. Today Information Technology is heavily supporting marketing process.
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MARKET – THE CONCEPT

The first concept to be understood in marketing management is MARKET. The term
‘Market’ is derived from the Latin word ‘maratus’. This means merchandise, wares, traffic,
trade or place of business. This term has been defined by many in many ways. But its central
theme is that it is an activity which centres round two important operations viz. BUYING and
SELLING. Simply, it means an ‘Exchange Activity’.

Definitions

“A market is an aggregate demand of the potential buyers for a product/service.”
— American Marketing Association

“A market is an area for potential exchanges.” — Philip Kotler
“Any person or group with whom an individual or organisation has an existing or potential

exchange relationship can be considered as market.”
— W.J. Stanton and Others

“Market is a group of sellers and buyers who are willing to exchange goods and/or services
for something of value. Of course, some negotiation may be needed. This can be made
face-to-face at some physical location. Or it can be done indirectly — through a complex
network of middlemen who link buyers and sellers who are far apart.” — E.J. McCarthy/W.D.
Perreult

“Originally, a market was a public place in a town where provisions and other objects
were exposed for sale, but the word has been generalised to mean any body of persons who are
having intimate business relations and carry on extensive transactions in any commodity.”
— Prof. Jevons

“Market includes both place and region in which buyers and sellers are in free competition
with one another.” — Pyle

“The term market refers not to place, but to a commodity or commodities and buyers and
sellers who are in direct competition with one another.” — Chapman

“A market is a centre about which or an area in which the forces leading to exchange of
title to a particular product operate and towards which the actual goods tend to travel.” —
Clark and Clark

“Market, for most commodities, may be thought of not as a geographical meeting place,
but as getting together of buyers and sellers in person, by mail, telephone, telegraph, or any
other means of communication.” — Mitchell

These and many more definitions put forward by leading writers on marketing exhibit
vital dimensions of market. But the main function is ‘Exchange’.

Figure 1.1 explains the concept of market in detail. From this we understand that market
is not just a place where buyers and sellers meet. It is something more. It is a group of buyers
and sellers interested in negotiating the terms of purchase and sale of goods and services. The
negotiation may take place in person or through any other type of communication, like
telephone, correspondence, or teleshopping, electronic-mail or mobile. Two vital forces of
market viz. demand and supply facilitate the exchange process of consumers and sellers.

‘Exchange’ is the main activity in a market. Exchange is possible when something (goods)
is there to offer and somebody is there to accept. Purchase consideration (price of the product
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or service) also plays an important role in matching the buyer and seller. Therefore, price is
the meeting point of buyers and sellers in the market. Actually price is determined by the free
play of demand for and supply of goods. Thus, ‘market’ is an exchange activity which
takes place between buyers and sellers directly or through middlemen, in a place
or otherwise, for a price, resulting in physical/legal delivery of ownership of goods.
Various definitions given also focus on these following aspects of market.

• Aggregate demand of potential buyers.
• Area for potential exchanges.
• Buyers and sellers exchange goods or service for a price.

Fig. 1.1 The Market (Exchange Process)

• Exchange may take place in a specific location or through other channels —
middlemen, telephone, paper correspondence, electronic mail, teleshopping etc.

• Having intimate business relations and carry on extensive transactions in any
commodity.

• Element of competition exists.
• Market information, legal controls, regulation for fair trading, market feed-back

regarding repeat purchase, are other facilitating factors of market.
In short, the concepts of the term ‘market’ reveal the following main features:
(1) Meeting place for exchange is a matter of convenience.
(2) Buyers (demand) and sellers (supply) are the two sides of the market.
(3) The meeting of minds is more important than face-to-face meeting in order to create

a market, wherein we have one single price for an article of exchange.
(4) The price is determined by the free play of demand and supply.
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(5) It is presumed that there is free competition in the market among the sellers and
among the buyers.

(6) Usually money acts as the medium of exchange and the act of exchange involves
transfer of ownership and possession from a seller to a buyer in the market.

Fig. 1.2 The Market (Exchange Process)
Note:1. The circle of exchange represents the market to conduct the process

of exchange wherein products are exchanged against money/other
products (i.e., barter exchange).

2. In the market, ownership and possession of products would be transferred from the
seller to the buyer as per sale contract.

3. Factors affecting the exchange process in the market are (1) demand and supply, (2)
price, (3) market information with the buyers and sellers, (4) legal control and
regulations to ensure fair trading.

4. Feedback information indicates buyer’s post-purchase experience. If satisfied, seller
gets repeat orders. If dissatisfied, buyer will buy other brands.

MARKETING – THE CONCEPT

Market – The exchange of goods or services for a price - cannot take place on its own.
There are other facilitating factors which help the exchange process. “Ing” fixed to the term
“Market” (i.e. Market + ing = Marketing) explains about various factors that smoothen the
exchange process. These factors may be price, transport, finance, storing, packaging,
promotion, distribution etc. without the help of these factors, exchange of goods or service
cannot take place.

Some Definitions

“Marketing includes all activities involved in the creation of place, time and possession
utilities. Place utility is created when goods and services are available at the places they are
needed; time utility when they are needed; and possession utility, when they are transferred
to those who need them.” — Converse, Hugey and Mitchell

“Marketing is the process of discovering and translating consumer needs and wants into
product and service specifications, creating demand for these products and services and then
in turn expanding this demand.” — Hansen
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“Marketing is the business process by which products are matched with market and
through which transfers of ownership are effected.” — Cundiff

“Marketing is concerned with the people and activities involved in the flow of goods and
services from producer to consumer.” — American Marketing Association

“Marketing is the creative management function which promotes trade and employment
by assessing consumer needs and initiating research and development to meet them. It
co-ordinates the resources of production and distribution of goods and services and determines
and directs the nature and scale of the total efforts required to sell maximum production to the
ultimate user.”

— UK Institute of Marketing
“Marketing is said to be the eyes and ears of a business organisation, because it keeps the

business in close contact with economic, political, social and technological environment and
informs it of events that can influence its activities as per the requirements of the market.
Marketing helps in having a good range of products in constant demand and suggests to the
management the scope of improving and developing new products to satisfy the changing
customer needs”

 — S. A. Sherlekar. Indian Marketing Guru
“The purpose of business is to create a customer by which he lays stress on two aspects

(a) Identification of consumer needs and (b) Organising the business to meet these needs.”
— Peter F. Drucker

“Marketing is the set of human activities directed at facilitating and consummating
exchanges.” — Philip Kotler

Indian “Marketing Gurus” such as Sherlekar, Amit Agarwal, Ramit Selhi, Prahlad
Kakkar, Prasoon Joshi, R Balki, Piyush Pandey, Josy Paul, Arvind Sharma, Sam
Balsara, Senthil Kumar, Alyque Padamsee have also defined the concept “Marketing”
particularly focusing on e-advertising as the main component of marketing. These are the
ones, who have been considered as “Ad Gurus” of India.

All these definitions throw light on one or the other aspect of marketing. No single
definition is complete and new dimensions are added to the concept by recent writers on the
subject. However, we can identify from the above definitions as to what marketing is.

• It is a creation of utility in terms of time, place and possession.
• It is a process of converting customer needs into product and service and demand

creation.
• Matching consumers and products.
• It is a consumer to consumer activity.
• A creative management function involving production of goods and services, pricing

them, promoting them and distributing them to the consumers to satisfy their wants.
Thus, Marketing is a comprehensive term and it includes all resources and a set of activities

necessary to direct and facilitate the flow of goods and services from producer to consumer
through the process of distribution. Businessmen refer marketing process as distribution
process. Human efforts, finance and management constitute the primary resources in
marketing. We have twin activities which are most significant in marketing: (1) Matching the
product or service, an article of trade, with demand, i.e., customer needs and desires or target
market, (2) The transfer of ownership and possession at every stage in the flow of goods from
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the primary producer to the ultimate consumer. Marketing comprises all activities involved
in the determination and satisfaction of customer needs at a profit. By means of marketing
function, marketer can direct the firm’s response to an ever-changing market environment
and orient all parts of the business towards the creation of a satisfied customer.

Marketing is an ongoing process of planning and executing the marketing mix
(Product, Price, Place, and Promotion) for products, services or ideas to create exchange
between individuals and organizations.

Marketing tends to be seen as a creative industry, which includes advertising,
distribution and selling. It is also concerned with anticipating the customers’ future needs
and wants, which are often discovered through market research.

Essentially, marketing is the process of creating or directing an organization to be
successful in selling a product or service that people not only desire, but are willing to buy.

Therefore good marketing must be able to create a “proposition” or set of benefits for
the end customer that delivers value through products or services.

Thus marketing encompasses all activities of exchange conducted by producers and
middlemen in commerce for the purpose of satisfying consumer demand. New dimension
added to the marketing concept is ‘Systems Approach’. It is an integrated approach bringing
all marketing activities under an integrated whole. Under Systems approach marketing is
defined as an on going social process for the creation and delivery of standards and styles of
life.

Marketing Arena

                                         Seeking                          Matching                       Programming

Chart: Marketing Arena
The three components of marketing arena are briefly explained in the following

paragraphs.

1. Seeking: It is the first function. The purpose of seeking is to discover the customer
and customer needs. The marketing opportunity is revealed through an analysis of the
environment.

2. Matching: Marketing is a matching process. Customer demand has to be matched
with organisational resources and environmental limitations, such as competition, government
regulations, general economic conditions and so on.

3. Programming: The marketing programme, called the marketing mix, covering
product, price, promotion and distribution strategies (4 Ps) will be formulated and
implemented to accomplish the twin objectives of customer satisfaction and profitability.

Thus, marketing comprises an integrated system of business activities in order to plan,
price, promote and distribute goods and services to meet consumer needs within the limits of
society. We can evolve a planned system of action dealing with the problem of moving large
volume of products, by looking forward to ultimate customers and backward to suppliers, and
by linking customers and suppliers together in a sequence of proper steps.
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MARKETING MANAGEMENT — THE CONCEPT

Marketing management represents marketing concept in action, i.e., preplanned demand
management — under customer oriented  marketing philosophy. The American Management
Association defines  marketing management as follows:

“Marketing management is the process of planning and executing the conception, pricing,
promotion and distribution of goods, services and ideas to create exchanges with target groups
that satisfy customer and organisational objectives.”

According to Philip Kotler, “marketing management is the analysis, planning,
implementation and control of programme designed to create, build and maintain beneficial
exchanges and relationships with target market for the purpose of achieving organisational
objectives.”

Fig.1.3 Marketing Management Activities
From the above definitions, marketing management may be defined as the process of

management of marketing programmes for accomplishing organisational goals and objectives.
The process of management is the set of managerial functions known as planning,
implementation and control of programmes to achieve predetermined objectives. Marketing
management involves planning, implementation and control of marketing programmes or
campaigns. Marketing management is directly in charge of: (1) the setting of marketing goals
and objectives, (2) developing the marketing plan, (3) organising the marketing function, (4)
putting the marketing plan into action, and (5) controlling the marketing programme. We have
the management cycle of planning-action- control-replanning.

Marketing management would be influenced by: (1) the forces operating in the marketing
system, and (2) the philosophy and objectives of the organisation. At present the philosophy
and objective of the organisation are reflected in the broadened marketing concept, i.e., societal
marketing concept, wherein. We have socially responsible marketing. As an agency of demand
management, marketing management is in charge of regulating the level, timing and character
of market demand in such a manner that the enterprise will be enabled to achieve its objectives,
viz., productivity, customer and social satisfaction.
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Core Concepts that Drive Markets (Market-Cycle)

Understanding of various marketing concepts helps marketing managers to develop
effective marketing strategies. Following are the important concepts used in marketing

Fig: 1.4 Marketing Concepts
1. Needs, wants and Demand

Needs, wants, and demands are a part of basic marketing principles. Though they are 3
simple worlds, they hold a very complex meaning behind them

Needs: Need is something you have to have. Needs are usually physiological Following
are the basic needs of any human being

• A roof over the head
• Enough food and water to maintain health
• Basic health care and hygiene products
• Clothing (just to remain comfortable and appropriately dressed)

Want: It is something you would like to have. Wants are psychological.  Therefore,
everything that goes beyond needs is called a want. Example – a big house, branded clothes,
fancy foods and drinks, a new car – is a want.

Desire: It is strong wants to which the person is dedicated. Desire is comfort, luxury and
beyond.

Demand: It is a desire supported by necessary purchasing power.
2. Products and Services

Product is an article or substance that is manufactured or refined for sale.
Intangible products such as accounting, banking, cleaning, consultancy, education,

insurance, medical treatment, or transportation are called services.
3. Value, satisfaction and quality

Value, satisfaction and quality are interrelated concepts. Because customers focus on
value, quality and satisfaction while purchasing products form the market.
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a) Value: It is the ratio between what benefits the customer gets and what he spends.
The customer gets benefits of a product or service and spends money. Product
choice is guided by the value provided by the product.
• Benefits of customer may be functional and emotional
• Cost of products can be monetary, time, and energy
Marketing should provide value to the customers by raising benefits and reducing
costs.

b) Satisfaction: It is the customer’s perceived performance from a product in relation
to the expectations.
The customer is dissatisfied if the performance fails to match his expectations;
delighted if the performance exceeds expectations. Marketing aims for total
customer satisfaction by matching product performance with expectations.

c) Quality: Quality is perception of product excellence by customers. It is linked to
customer need satisfaction. Organizations adopt the concept of Total Quality
Management (TQM) to maintain and increase the level of customer satisfaction.
They continuously improve the quality of their products for enhancing customer
satisfaction. Everyone is committed and involved to satisfy customer needs though
quality improvement.

4. Exchange, transactions and relationships
Exchange: The act of obtaining a desired object from someone by offering something in

return.
E.g. Hungry people could find food by hunting, fishing, or gathering fruit. They could beg

for food or take food from someone else. Or they could offer money, another good, or a service
in return for food.

Exchange must be seen as a process rather than as an event. This is the sense in which
exchange is described as a value-creating process; that is, exchange normally leaves both
parties better off than before the exchange.

Transaction: A trade between two parties that involves at least two things of value,
agreed-upon conditions, a time of agreement, and a place of agreement.

E.g. One party gives some money to another party and gets a product in return. For
example, Ram pays ` 6000 to buy a television.

Relationship marketing: The process of creating, maintaining, and enhancing strong,
value-laden relationships with customers and other stakeholders.

Beyond creating short-term transactions, marketers need to build long-term relationship
with valued customers, distributors, dealers, and suppliers. They want to build strong economic
and social connections by promising and consistently delivering high-quality products, good
service, and fair prices to maximise profit. A marketing network is required for better
relationship marketing.

Marketing Network: It consists of the company and all its supporting stakeholders:
customers, employees, suppliers, distributors, retailers, ad agencies, and other with whom it
has built mutually profitable business relationships.
5. Markets

Market is defined as the set of all actual and potential buyers of a product or service. In
the context, the following concepts are worth understanding
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Marketplace is physical place such as a store you shop in
Marketplace is digital- shopping online
Meta-markets: some product whose purchase necessitates the purchase of other

products or services is called Meta market .e.g. new automobile market, where buying a new
car calls for the purchase of insurance, getting a loan from the bank and so on
6. Concept of Consumerism: the consumerism concept holds that consumers need to
be protected from inferior products in the markets.

APPROACHES TO THE STUDY OF MARKETING

Approaches to study of marketing can be discussed under two broad headings
(a) Traditional approach and (b) Modern approach
Five basic approaches are commonly used to describe the marketing systems: (1)

Commodity approach, (2) Functional approach, (3) Institutional approach, (4) Managerial or
Decision-making approach, and (5) Systems-approach.

(1) Commodity Approach

Under the commodity approach, we study the flow of a certain commodity and its journey
from the original producer right upto the final customer. In such a study, we can locate the
centre of production, people engaged in buying and selling of the product, mode of
transportation, problems of selling and advertising the product, problems of financing it,
problem arising out of its storage and so on. Through such an approach, we can find out the
differences in marketing producers, services and problems. Thus, we can have a fuller picture
of the field of marketing. Marketing of agricultural products such as cotton, wheat, jute represent
the commodity approach.

(2) Functional Approach

Under the functional approach, we concentrate our attention on the specialised services
or functions or activities performed by marketers. The study of marketing functions (like,
buying, selling, storage, risk bearing, transport financing and providing information) represents
the functional approach to the marketing system.

(3) Institutional Approach

Under the institutional approach, our main interest centres round the marketing
institutions or agencies such as wholesalers, retailers, transport undertakings, banks, insurance
companies etc., who participate in discharging their marketing responsibilities during the
movement of distribution of goods. We try to find out how these various business institutions
and agencies work together to form a total marketing system.

(4) Managerial or Decision Making Approach

This approach which is of recent origin combines certain features of the commodity,
institutional and functional approaches. In this approach, the focus of marketing study is on
the decision making process. The study encompasses discussion of the different underlying
concepts, decision influencing factors, alternative strategies and techniques and methods of
problem solving.
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(5) The Systems Approach

A system is a set of interacting or interdependent groups co-ordinated to form a unified
whole and organised to accomplish a set of objectives. In the model of systems approach we
have: (1) Objective, (2) Inputs, (3) Processor, (4) Outputs, and (5) Feedback. The objectives
direct the process. Control monitors the process. Information feedback gives information
from internal and external sources and it is the basis for future change in the system. An open
system has its own environment giving the inputs and accepting the outputs. Inputs are
processed, producing outputs to meet the objective, the twin objectives of marketing system
are customer satisfaction and profitability.

The systems approach provides the best model for marketing activity. It places emphasis
on the inputs to the system and the outputs produced. It helps in the determination of
marketing and corporate goals, and the development of marketing programmes and the total
marketing mix.

Adoption of a systems approach provides a good basis for the logical and orderly analysis
of marketing activities. It stresses marketing linkages inside and outside the firm. It emphasizes
changing environment. It provides a framework for control. It depends on using the right
information. Markets can be understood only through study of information.

Besides these five approaches which are said time and again, we can add some other
approaches like: (i) Legal approach, (ii) Societal approach, and (iii) Economic approach.

Legal approach focuses its attention on the legal transfer of ownership of goods to the
buyer. It highlights the various legislations that are in force to support marketing system. Acts
like Sale of Goods Act, Carrier Act, Construct Act etc., at national level and Act like Regulated
Market Act at state level provide legal aspects of marketing.

Societal approach states that society identifies its own consumption needs and satisfy it
accordingly. Modern aspect of marketing — consumer to consumer — is the theme of societal
approach. Consumers in the society project their desires, producers produce the products
accordingly and sell them to consumers. This is a recent thinking on marketing concept. Societal
concept projects the idea that “society meets its own consumption needs.”

Economic approach considers market forces like demand, supply, price etc. The market
behaviour, the types of markets etc. are considered in this approach.

MODERN APPROACHES TO STUDY MARKETING

The basic aim of marketing management is to reach as many customers as possible and
serve them better with an intention of creating good market share. In today’s business, customer
is king. Therefore, companies formulate their strategies based on marketing concept which
they feel more profitable to them. Following are the marketing concepts on which company
can formulate its marketing strategy

1 . Production Orientation
2. Product Orientation
3. Sales Orientation
4. Marketing Orientation and
5. Social Marketing Orientation
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1. Production Orientation
This concept is the oldest of the concepts in business. The focus of production orientation

is to reduce costs through mass production. A business orientated around production believes
that the “economies of scale” generated by mass production will reduce costs and maximise
profits.  Production orientation assumes that consumers will prefer products that are widely
available and inexpensive. Organisations focusing on this concept concentrate on achieving
high production efficiency, low costs, and mass distribution. They assume that consumers are
primarily interested in product availability and low prices.  This orientation makes sense in
developing countries, where consumers are more interested in obtaining the product than in
its features.
2. Product Orientation

This orientation holds that consumers will favour those products that offer the most
quality, performance, or innovative features.  Companies focusing on this concept concentrate
on making superior products and improving them over time. They assume that buyers admire
well-made products and can appraise quality and performance. The problem with this approach
is that superiority alone does not sell products; superior products will not sell unless they
satisfy consumer wants and needs.
3. Sales Orientation

The companies following this orientation aim at selling what they make rather than make
what the market wants. Companies following this orientation make the product, and then sell
it to the target market. The organization must, therefore, undertake an aggressive selling and
promotion effort. Companies following this orientation believe that it has an effective selling
and promotional tools to stimulate more buying.
4. Market Orientation

A market orientated company puts the customer at the “heart” of the business. According
to this concept customer is truly a king. A market orientated organisation attempts to
understand customer needs and wants. This is done with the help of market research. Marketing
strategy is formulated based on their market research. Once sales begin, further research will
be conducted to find out what consumers think about the product and whether product
improvements are required. As markets continuously change, market research and product
development is an ongoing process for a market orientation company. Marketing concept
tries to achieve competitive advantage by providing products which would suit customer
needs.

Benefits of Marketing Concept

A business enterprise adopting the market-oriented business approach can enjoy the
following advantages: (1) Long-term success is assured to an enterprise only if it recognises
that the needs of the market are paramount. (2) It enables the firm to move more quickly to
capitalise on market opportunities. Marketing risks can be reduced only by knowing and
understanding the market. (3) Customer needs, wants and desires receive top consideration in
all business activities. (4) Greater attention is given to the product planning and development
so that merchandising can become more effective. (5) Demand side of the equation of exchange
is honoured more and supply is adjusted to changing demand. Hence, more emphasis is given
to research and innovation. (6) Marketing system based on the marketing concept assures
integrated view of business operations and indicates interdependence of different departments
of a business organisation. (7) Interests of the enterprise and society can be harmonised as
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profit through service emphasized. (8) Marketing research is now an integral part of the
marketing process and it is a managerial tool in decision-making in the field of marketing.
5. Social marketing Concept

It is the use of marketing principles and techniques to influence a target audience to
voluntarily accept, reject, modify, or abandon a behaviour for the benefit of individuals, groups,
or society as a whole. Social marketing is the use of commercial marketing principles and
techniques to improve the welfare of people and the physical, social and economic environment
in which they live. It is a carefully planned, long-term approach to changing human behaviour.

Social marketing has similar characteristics to marketing orientation but with the added
quality that there will be a curtailment of any harmful activities to society, in product,
production, or selling methods. Social marketing can be applied to promote good products or
to make a society avoid bad products and thus to promote society’s well-being as a whole. For
example, this may include asking people not to smoke in public areas, asking them to use seat
belts, or prompting them to make them follow speed limits. Social marketing is sometimes
seen only as using standard commercial marketing practices to achieve non-commercial goals.

MARKETING ORGANISATION

The role of organisations in developing the marketing activity cannot be ignored. Several
institutions are involved in discharging marketing functions. They may be either small or big,
good or bad, but they are on their toes to satisfy human wants. Twentieth century has been the
age of organisations. Man is so attached to these organisations that he cannot live without
them. Organisations – profit or non-profit – government or private – are in different forms and
sizes. Business organisations are in the form of sole trading concerns, partnership and joint
stock companies. Joint sector undertakings have also gained momentum these days. All these
forms of organisations, at national and international levels are engaged in selling their products
through a network of branches. They are called marketing organisations.

The marketing organisations are formed to satisfy the wants of consumers. The organiser
is the key person in the organisation process. He collects capital and invests it in the area of his
choice, to produce a product. The organiser not only invests, but also co-ordinates the other
factors of production. He produces the required goods or services and sells it. Many
organisations fail to co-ordinate the factors and may have to disappear from the marketing
scene. A successful organiser knows the techniques of co-ordination and also the art of selling
his product in the target market. If he cannot assess the potency of his rivals in the market, he
fails to catch up with the market.

The consumer is the king in the market. Consumer tries to satisfy his wants from different
market sources. His taste, fashion and preferences also change from time to time. Hence, the
marketeer should learn the art of reading the mind of the consumer and act accordingly.

The marketing organisations may develop fast in the initial stages and have a gradual
decline after some time or they may have steady growth or develop slowly in the initial stages
and grow fast, in later stages.  The two major reasons that can be attributed are: (i) The fast
changing mind of the consumer, (ii) The keen competition from rivals. The well established
producers and marketers have a sudden death in the market as they forget these two factors.
This means that they are not aware of the marketing culture. As the rivals work hard, the
established ones will have to gradually fade out, if they are not alert in the market.

Whatever may be the level of production, or behaviour of consumer and the threat of
rivals in the market, the role of organisations cannot be forgotten. In this book we attempt to
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analyse the role of different types of marketing organisations and the management of marketing
activities to attain their ultimate goal of ‘Profit maximisation.’

Several concepts have been used in marketing management study and in this chapter, the
concepts of ‘Market’, ‘Marketing’ and “Marketing Management” and their different forms have
been explained.

Marketing Organization

Marketing organization is the structure of the marketing function within the
organization. The two most commonly used approaches to organizing the marketing effort
into a product-based organization and a market-based organization.

Market-Based Marketing Organization is a marketing structure of an organization
in which staff specialists have responsibility for particular markets (rather than for particular
products of the organization);

NATURE AND IMPORTANCE OF MARKETING

Nature

1. Marketing is consumer-oriented process:  A business exists to satisfy human
needs. Therefore, it is essential that the organization must first find out the customers needs.
Only such goods should be produced which best satisfy consumer needs. In the words of
Levitt, instead of trying to market what is easiest for us to make, we must find out much more
about what the consumer is willing to buy.

2. Market starts and ends with the customer (C2C): Marketing starts even before
production starts. Under consumer oriented marketing, it is essential to understand what
customers really want. Understanding of customer wants is possible only when the information
is collected from the customers regarding their tastes, fashions, buying habit etc. Therefore,
establishment of proper information system is essential for the success of the marketing
function.   Marketing research helps the organization to understand customer wants. Reliable
information helps the organization to produce right type of goods that are needed by the
consumer. This helps in satisfying both the customers and the organization.

3. Marketing is the guiding element of business: In the past marketing was considered
as a function concerned with getting goods and services into the hands of customers. Today
marketing is much more than this. Modern marketing is a function directed towards economic
development of the country and in raising the standard of living of the people. Modern marketing
involves the integration of various activities involved in marketing process. The responsibility of
modern marketing is to reach customers at a maximum speed with minimum cost.

4. Marketing is a system: Marketing has been viewed as an ongoing or dynamic process
involving a set of interacting and interrelated activities to reach customer. It receives inputs
from the environment (customers) in the form of valuable information. Using these valuable
information, organization supply the desired products and services to satisfy customer needs
and thereby earns profit.

5. Marketing is a goal-oriented process: Marketing seeks to achieve some useful
goals like any other business activity. The very basic aim of marketing is to generate
considerable amount of profit through customer satisfaction. Increase in volume of sales,
increase in profit and increase in growth are the three objectives of marketing. While attaining
these objectives, organizations should assume social responsibilities to a greater extent.
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6. Marketing is a process of exchange: Marketing essentially a process of exchange.
Goods and services are exchanged between the buyers and the sellers. Goods and services are
handed over to the buyers by the organizations and the customers in turn gives money to the
organization. One more important exchange observed in marketing is information. Marketing
information is exchanged between the buyers and the sellers. Information is power.
Information is the foundation on which the organization success depends.

7. Marketing is a process: Marketing involves various functions to be performed in
an order. Various activities should be properly related. This process should be flexible. Any
changes in social and environmental factors influence the marketing process. Therefore,
marketing management should have a watch on these changes.  The process should be
improved to suit these changes.

Importance of Marketing

Marketing plays an important role in the success of a business enterprise. Marketing is
primarily concerned with movement of goods and services from the producer to the consumers
in order to satisfy their needs. Marketing contributes directly to keep the wheels of the
organization moving on the path to progress and prosperity. The importance of marketing is
explained as follows:

1 . Marketing helps in the realization of the objectives for which the organization has
been set up. In fact, effective marketing is essential for the survival and growth of
the organization.

2. It helps the community to satisfy their economic and social needs and thus raise
their standard of living. It ensures better deal and services for the consumers. It
helps the enterprise to fulfill its social responsibilities

3. It helps in producing those products that are needed by the consumers and
community at large. It activates the production-consumption chain. Thus, it helps
in an efficient and productive utilization of resources, both human and materials,
eliminating wastages.

4. It helps the enterprise to adapt to the changing conditions and circumstances.
5. It provides guidance to the organization on the innovations to be adopted, enabling

it to face competition more squarely.
6. It helps the enterprise in achieving the maximum efficiency, productivity and

profitability with the minimum of effort and cost.
7 . It ensures the economic growth of the enterprises which results in growth and

economic development of the country.
Thus, marketing is recognised as the most significant activity in our society. Marketing is

all around us. Our daily existence, our entire economic life, our life styles are continuously
affected by a wide range of marketing activities. The food we eat, the clothes we wear, the
housing that shelters us, the comforts and amenities we enjoy in our home and at work places,
the health and welfare activities which give use peace of mind, all these are profoundly affected
each day by the marketing system. Marketing alone can put goods and services we want and
need at our doorsteps, and satisfy our varied and innumerable needs and wants. Our entire
economic life shall be simply paralysed, if marketing system fails to shoulder its main
responsibility, viz., discovering and serving the market demand.
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Marketing has achieved social importance because it is entrusted with the task of creation
and delivery of standard of living to society. Marketing studies continuously consumer demand
which is varied and dynamic. On the basis of up-to-date knowledge of nature, character and
magnitude of market demand, the firm produces wanted goods and services which are offered
to consumers at fair prices through distribution channels.

MARKETING FUNCTIONS

Marketing process includes marketing functions. These functions help the manufacturer
in taking his products from the place of their manufacture to the places of the consumer.
Marketing function is defined as “as act or operation or service through which the product and
the final consumer are linked together.” Different writers have classified marketing functions
in different ways and there is no unanimity among them regarding classifications.

Classification of Marketing Functions

Many writers have classified marketing functions into three categories, namely,
Concentration, dispersion and equalisation. Equalisation means, the activity which occur
between the process of concentration and dispersion; Clark and Clark have stated that
“equalisation consists of a department of supply and demand on the basis of time, quantity and
quality.” Pyle has classified all marketing functions into two categories, namely, Concentrating
and dispersing. They are given below:

A. CONCENTRATING
(i) Buying and assembling;

(ii) Transporting;

(iii) Storing;

(iv) Grading;

(v) Financing;

(vi) Risk taking.
B. DISPERSING

(i) Selling;

(ii) Transporting;

(iii) Storing;

(iv) Grading;

(v) Financing;

(vi) Risk bearing;

(vii) Dividing.
In this classification, some functions are included in both the categories. It is argued that

functions under one head help to concentrate or assemble the products and under another
head they help to disperse the products.

Some writers have classified marketing functions under utility heads. They are:
A. Creating time and place utility (Physical movement)

(i) Transporting;

(ii) Storing;
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(iii) Packing;

(iv) Dividing;

(v) Grading;

(vi) Grade assembly.
B. Creating possession utility (Movement of ownership)

(i) Determining needs;

(ii) Creating demand;

(iii) Finding buyer aid seller;

(iv) Negotiating;

(v) Transporting likes;

(vi) Equalisation.
C. Creating form utility

(i) Formulating policies;

(ii) Financing;

(iii) Supervision;

(iv) Accounting;

(v) Securing information;

(vi) Risk bearing.
The above classification includes large number of functions, but some of them (example:

accounting and supervision) are non-essential functions.
Clark and Clark have divided the marketing functions, into the following three divisions:
A. Functions of Exchange

(i) Buying and assembling

(ii) Selling
B. Functions of Physical Supply

(i) Transportation

(ii) Storage
C. Facilitating Functions

(i) Financing

(ii) Risk taking

(iii) Standardisation and grading

(iv) Market information
This classification has been widely accepted because all the essential marketing functions

are included under it. A brief explanation of all these marketing functions is given here.

Functions of Exchange

In the process of transferring title of goods, the two important functions necessary are
buying and selling. These are complementary functions. Buying helps the processes to procure
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goods of required quality and quantity and at a price satisfactory to him. The purpose of
selling is to find, buyers to whom goods can be sold at a price satisfactory to the seller.

1. Buying

The function of buying consists of those activities involved in assembling goods under a
single ownership. It is done either by businessmen or consumers. Its immediate purpose is to
bring goods where they are wanted for production or resale or consumption. Buying also
involves the following subsidiary functions.

(a) The Function of Planning: The buyers must plan in order to determine their
needs. Business buyers must study their own markets to know the quantity and quality of
goods they should buy. Consumers must determine the type of products that they desire to
possess.

(b) The Contractual Function: This involves finding out the sources of supply. This
function is more relevant in the case of consumers.

(c) The Function of Assembling: Modern conditions of production, marketing and
consumption make assembling an important activity. Goods produced at different places must
be assembled in order to serve promptly the needs of manufacturers, wholesalers, retailers
and consumers.

(d) Negotiation and Contractual Function: The terms and conditions of purchase
are negotiated with the seller. After this final agreement are made and the transfer of titles take
place.

2. Selling

The primary task of marketing is to bring seller and buyer together. It is essential because
no exchange can take place until each knows the desires of the other. At all stages of marketing,
it is necessarily for some one to sell. Selling necessary takes the following subsidiary functions:

(a) The Function of Product Planning: Though product planning is a production
function, it is important to marketing also. A satisfactory product is the starting point of entire
marketing activity. The seller must offer a product that satisfies the needs and desires of buyers.
He must know what kind of goods he should produces and when to produce. He must make
them available to buyers at a price they are willing to pay.

(b) The Contractual Function: This refers to the location of buyers and maintaining
contacts with them.

(c) The Function of Demand Creation: This include all efforts of sellers to induce
buyers to purchase their products. In order to increase sales, demand creational efforts like
personal selling, advertising. etc. are undertaken by seller.

(d) The Negotiatory Function: The terms and conditions of sale are negotiated
between sellers and buyers. The terms of sale include such matters as qualities and quantities
of products, time and method of shipment, time and method of payment and so on.

(e) The Contractual Function: This involves entering into the final agreement to sell
goods including the transfer of its title.
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Functions of Physical Supply

This physical supply of goods from the producers to consumers takes place by means of
transportation and storage. The function of exchange will be effective only through the functions
of physical exchange.

1. Transportation

Transport development makes possible large scale production, specialisation and widens
the market. It enables the flow of goods produced at one place to places of consumption the
world over. Transportation service has also added to the variety of goods available for
consumption. Besides, it has reduced the cost and increased the speed of their physical
distribution.

2. Storage

Storage is essential mainly to the process of equalization. Its function is to hold the stocks
of goods from the time of their production to the time their use. Goods must be stored for
various 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 material for ready supply, and the goods are also stored in the hope of getting a higher
price in future.

Facilitating Functions

In addition to the functions of exchange and physical supply, other facilitating functions
involved in marketing are financing, risk taking, market information, standardisation and
grading.

1. Financing

Normal marketing process needs vast financial resources for investment in land, buildings,
furniture and so on; for maintaining the stock of goods and extending credit to buyers. To meet
these demands, large capital is necessary and the means by which this capital is supplied is
called ‘financing’. There are people who have the skill required to run a business but have no
capital. At the same time, there are many others who have capital but lack the time, the ability
or the desire to invest. Again, in some businesses, there are seasonal peaks during which large
capital is required. Firms engaged in such businesses should have either huge amount of capital
or they must be able to borrow it. The function of finance is to meet such problems.

2. Risk Taking

The whole of the marketing process involves undoubtedly a risk. The risk is borne by
those who take part in marketing. There is risk of loss, fire, flood, theft, deterioration, damage,
bad debts, etc. Loss may also arise due to changes in the conditions of supply and demand and
changes in value of money. Some of these risks can be insured against wholly or partly and
then there are many others risks which must be borne by the businessmen. The extent to
which these risks can be transferred, borne and incurred against are significant in the marketing
process.
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3. Market Information

The function of collection, communications, and interpretation of market information is
also important to marketing. Modern marketing requires information such as, the number of
consumers and their locations, their purchasing power, their product and brand preferences,
their motivation and so on. Many of the major decisions taken by the businessmen are based
on their interpretation of the available problems, such as whether to go into a business, when
and where to sell, whether to change the existing products or product lines, whether to sell
directly or through middlemen, whether to make any change in the price, and the marketing
methods to meet the demands of the changing market conditions. For taking appropriate
decisions on all such issues, market information must be accurate and adequate. It must be
properly interpreted by those who use it. Decision making process in the field of marketing
should be based on adequate, up to date, reliable and timely information.

In view of this, marketing information service has assumed a unique importance in our
business system. Modern means of communication can be employed for dissemination of
market information. Organised markets, banks, government agencies act as clearing houses of
vital market information.

Computer-based marketing information system offers several benefits to marketing
managers. These are: (1) more timely information, (2) more complete information, (3) more
reliable and thorough analysis of data (4) more thorough evaluation and consideration of
many alternatives.

Under the marketing concept, i.e., customer oriented marketing approach, supply
becomes the function (result) of demand. Demand is the main controlling factor and demand
analysis must be the foundation of all marketing functions. We have four aspects of demand
management. (1) analysis and forecasting of demand, i.e., Market research, (2) product planning
and development to match the anticipated demand, (3) influencing and stimulating of demand
by promotive sales strategy and pricing, (4) serving of demand i.e., physical distribution,
service after sale etc.

4. Standardisation and Grading

The term standardistaion refers to the establishment of standards for products. A standard
is a measure of designation for quantity. It consists of list of specifications. It maybe based on
size, colour, appearance, chemical content, strength, shape, specific gravity, amount of foreign
matter, amount of moisture, etc., A standard carries the idea of uniformity. It means, the
product brought at different places or from different sellers will be of the same quality. When
we call a commodity a standard one, we mean that it is of a certain quality which is dependent
upon chemical contents, flavour, size, colour, appearance, etc.

When standardised goods are further subdivided into well defined classes, they are known
to have been graded. Established standards for form goods are commonly called grades. In the
discussion on marketing, the word grading is used as being synonymous with standardising,
but it should be noted that what is most important is the standard, and grading usually follows
standardisation. The term ‘standard’ has a broader significance than ‘grade’. Grading is simply
a means of dividing the products of varying quality, size, etc., into lots conforming to certain
standards.
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Fig. 1.5 Aspects of Demand (Supply a function of Demand)
Apart from the various functions of marketing stated under three categories, other

functions which facilitate marketing of goods and services are as follows.

Pricing

Pricing is the function around which the supply and demand for a product balances. In
economic theory, pricing plays a very important part in the equilibrium of a firm under both
pure and monopolistic competition. There is in reality, segments of market for each product.
Hence, the prevalence of monopolistic or imperfect competition in the market.

Price is the primary source of revenue which every firm tries to maximise. The firm at the
same time tries to expand the market in order to sell more. So, the firm is concerned with
maximising the sales. This is possible only at a right price. The price has to be neither at high,
which will drive away the buyers, nor low, which will drive away the sellers being in loss. Hence,
pricing decision is not only important but also has to be changing. The price set in the beginning
has to be reviewed and reformulated from time to time to maximise the sales.

The various factors which influences the pricing decisions are: Objectives of business,
competition, Product and promotion policies, Price elasticity, conflicting interests of
manufacturer and middlemen, Influence of non-business groups, etc.

Branding

The word brand is a comprehensive term. A brand is name, term, symbol or design or a
combination of themes, which is intended to identify the goods or services of one seller or
group of sellers and to differentiate them from those of competition. A brand identifies the
product for a buyer and gives seller a chance to earn goodwill and repeated patronage.

Branding is the practice of giving a specified name to a product or group of products from
one seller. The specified name creates individuality in the product and hence, it can be easily
distinguished or recognised in the market from the rival products.

The marketer can build up a bright image of his organisation around the brand. Branded
products can be easily recognised by the customer in the retail shop. It offers protection to the
consumer as it identifies the firm behind the product. Branding enables the firm of assured
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control over the market. It creates an exclusive market for the product. Branding, by
differentiating a product from the products of competition, enables the brand owner to establish
his own price which cannot be easily compared with the prices of competing goods.

Packing and Packaging

Packing may be defined as the general group of activities in the planning of a product.
These activities concentrate on formulating a design of the package and producing an
appropriate and attractive container or wrapper for a product. The container itself can act as
a forceful salesmen at the point of purchase or an effective medium of advertisement ensuring
impulse buying. Almost every article has to be packed to make a trip to the ultimate consumer.
Packing provides handling convenience, maintains freshness and quality of the product, and
prevent the damages of adulteration of the product.

Packaging is much more than mere packing. Packaging is marketing necessity. The problem
does not want just the product. They want explanation, assurance, confidences and praise; all
integrated or combined with a pleasant and eye catching get-up or appearance on the top to
gain action i.e., to close the sale. Thus, a good package ensures ultimate success of the product
as a commercial venture. Packaging is an invaluable and to decision making by the customers
and is an important clue to buyers. Package is ‘advertising on the shelf’, a means of attractive
display in the retailers shops.

Sales Promotion

Sales promotion is one of the facilitating functions of marketing and is considered to be a
key element in marketing strategy. Prospective buyers must be aware of the (a) want of satisfying
characteristics of the products (b) as well as the availability of the product.

Therefore, the talks assigned to the promotions are establishing and maintaining
communication with market segments.

These are various methods to achieve these objectives. Amongst the important
promotional methods are, personal selling and advertising. Other methods, each appropriate
and effective under particular circumstances are, packaging, branding, point of purchase
display, discount sale, etc. However, it is the main determination of the proper ‘mix’ of
advertising, personal selling and other forms of promotion which is a major problem
confronting the marketing management.

Salesmanship

Salesmanship involves direct personal contact of the seller or his representative with the
buyer. J.S. Knox has defined salesmanship as the art of persuading people to purchase goods
which will give lasting satisfaction, by using methods which consume the least time and efforts.
In personal contact, salesmen make direct contact with the buyer and negotiate for the sale of
the goods and services. The efficiency in selling is directly dependent upon the skill with which
it is carried on and the individuals who perform this task.

Some of the advantages of salesmanship are, the salesman gives advice to the buyers and
helps there to take decisions. He clears the buyers doubts, shows samples and demonstration
the product. He helps the indecisive buyers to make their minds and done the sales. He also
researches out for prospective buyers to create new demand for the product.




