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Abstract:- 

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. As the term "Marketing" may replace "Advertising" it is the overall strategy and 

function of promoting a product or service to the customer. From a societal point of view, 

marketing is the link between a society’s material requirements and its economic patterns of 

response. Marketing satisfies these needs and wants through exchange processes and building 

long term relationships. Marketing is the science of choosing target markets through market 

analysis and market segmentation, as well as understanding consumer buying behavior and 

providing superior customer value. The marketing concept possibly sidesteps the potential 

conflicts among consumer wants, consumer interests, and long-run societal welfare. 
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Introduction:- 

Marketing is the process of communicating the value of a product or service to customers. 

Marketing might sometimes be interpreted as the art of selling products, but sales is only one part of 

marketing. As the term "Marketing" may replace "Advertising" it is the overall strategy and function 

of promoting a product or service to the customer. From a societal point of view, marketing is the 

link between a society’s material requirements and its economic patterns of response. Marketing 

satisfies these needs and wants through exchange processes and building long term relationships. 

The process of communicating the value of a product or service through positioning to customers. 

Marketing can be looked at as an organizational function and a set of processes for creating, 

delivering and communicating value to customers, and managing customer relationships in ways that 

benefit the organization and its shareholders. Marketing is the science of choosing target markets 

through market analysis and market segmentation, as well as understanding consumer buying 

behavior and providing superior customer value. The set of engagements necessary for successful 

marketing management includes, capturing marketing insights, connecting with customers, building 

strong brands, shaping the market offerings, delivering and communicating value, creating long-term 

growth, and developing marketing strategies and plans. 
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Objectives of Study:- 

Following are some objective of study. 

1. To study the marketing concept. 

2. To study the five concepts in marketing. 

3. To study customer orientation in marketing. 

4. To study new marketing trends in India. 

Research Methodology:- 

The paper is based on the conceptual study and for preparing the paper only secondary data 

is used. The information and data is collected through various journals, books, periodicals and also 

using various websites. 

Definition:- 

The management process through which goods and services move from concept to the 

customer. It includes the coordination of four elements called the 4 P's of marketing: 

(1)  Identification, selection and development of a product, 

(2)  Determination of its price, 

(3)  Selection of a distribution channel to reach the customer's place, and 

(4)  Development and implementation of a promotional strategy. 

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 example, new Apple products are developed to include improved applications and 

systems, are set at different prices depending on how much capability the customer desires, and are 

sold in places where other Apple products are sold. In order to promote the device, the company 

featured its debut at tech events and is highly advertised on the web and on television. Marketing is 

based on thinking about the business in terms of customer needs and their satisfaction. Marketing 

differs from selling because (in the words of Harvard Business School's retired professor of 

marketing Theodore C. Levitt) "Selling concerns itself with the tricks and techniques of getting 

people to exchange their cash for our product. It is not concerned with the values that the exchange 

is all about. And it does not, as marketing invariable does, view the entire business process as 

consisting of a tightly integrated effort to discover, create, arouse and satisfy customer needs." In 

other words, marketing has less to do with getting customers to pay for our product as it does 

developing a demand for that product and fulfilling the customer's needs. 
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The Five Concepts in Marketing:- 

What philosophy should guide a company marketing and selling efforts?  What relative 

weights should be given to the interests of the organization, the customers, and society?  These 

interest often clash, however, an organization’s marketing and selling activities should be carried out 

under a well-thought-out philosophy of efficiency, effectiveness, and socially responsibility. 

1.  The Production Concept. 

This concept is the oldest of the concepts in business.  It holds that consumers will 

prefer products that are widely available and inexpensive.  Managers 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.  The Product Concept. 

This orientation holds that consumers will favor those products that offer the most 

quality, performance, or innovative features.  Managers 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.  However, these managers are 

sometimes caught up in a love affair with their product and do not realize what the market 

needs.  Management might commit the “better-mousetrap” fallacy, believing that a better 

mousetrap will lead people to beat a path to its door.   

3.  The Selling Concept. 

This is another common business orientation. It holds that consumers and businesses, 

if left alone, will ordinarily not buy enough of the selling company’s products.  The 

organization must, therefore, undertake an aggressive selling and promotion effort.  This 

concept assumes that consumers typically sho9w buyi8ng inertia or resistance and must be 

coaxed into buying.  It also assumes that the company has a whole battery of effective selling 

and promotional tools to stimulate more buying. Most firms practice the selling concept 

when they have overcapacity.  Their aim is to sell what they make rather than make what the 

market wants. 

4.  The Marketing Concept. 

This is a business philosophy that challenges the above three business orientations.  

Its central tenets crystallized in the 1950s.  It holds that the key to achieving its 

organizational goals (goals of the selling company) consists of the company being more 
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effective than competitors in creating, delivering, and communicating customer value to its 

selected target customers. The marketing concept rests on four pillars:  target market, 

customer needs, integrated marketing and profitability. 

5.  The Societal Marketing Concept. 

This concept 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 (this is the original Marketing Concept).  Additionally, it holds 

that this all must be done in a way that preserves or enhances the consumer’s and the 

society’s well-being. 

Distinctions between the Sales Concept and the Marketing Concept: 

1. The Sales Concept focuses on the needs of the seller.  The Marketing Concept focuses on the 

needs of the buyer. 

2. The Sales Concept is preoccupied with the seller’s need to convert his/her product into cash.  

The Marketing Concept is preoccupied with the idea of satisfying the needs of the customer by 

means of the product as a solution to the customer’s problem (needs). 

3. The Marketing Concept represents the major change in today’s company orientation that 

provides the foundation to achieve competitive advantage.  This philosophy is the foundation of 

consultative selling. 

Customer orientation 

Constructive criticism helps marketers adapt offerings to meet changing customer needs. A 

firm in the market economy survives by producing goods that persons are willing and able to buy. 

Consequently, ascertaining consumer demand is vital for a firm's future viability and even existence 

as a going concern. Many companies today have a customer focus (or market orientation). This 

implies that the company focuses its activities and products on consumer demands. Generally, there 

are three ways of doing this: the customer-driven approach, the market change identification 

approach and the product innovation approach. In the consumer-driven approach, consumer wants 

are the drivers of all strategic marketing decisions. No strategy is pursued until it passes the test of 

consumer research. Every aspect of a market offering, including the nature of the product itself, is 

driven by the needs of potential consumers. The starting point is always the consumer. The rationale 

for this approach is that there is no reason to spend R&D funds developing products that people will 

not buy. History attests to many products that were commercial failures in spite of being 

technological breakthroughs. 

A formal approach to this customer-focused marketing is known as SIVA  (Solution, 
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Information, Value, and Access). This system is basically the four Ps renamed and reworded to 

provide a customer focus. The SIVA Model provides a demand/customer-centric alternative to the 

well-known 4Ps supply side model (product, price, placement, promotion) of marketing 

management. 

Product  → Solution 

Promotion  → Information 

Price   → Value 

Place (Distribution) → Access 

If any of the 4Ps were problematic or were not in the marketing factor of the business, the 

business could be in trouble and so other companies may appear in the surroundings of the company, 

so the consumer demand on its products will decrease. However, in recent years service marketing 

has widened the domains to be considered, contributing to the 7P's of marketing in total. The other 

3P's of service marketing are: process, physical environment and people. 

New marketing trends in India 

1.  More Emphasis on Quality, Value, and Customer Satisfaction: 

Today’s customers place a greater weight to direct motivations (convenience, status, 

style, features, services and qualities) to buy product. Today’s marketers give more emphasis 

on the notion, “offer more for less.” 

2.  More Emphasis on Relationship Building and Customer Retention: 

Today’s marketers are focusing on lifelong customers. They are shifting from 

transaction thinking to relationship building. Large companies create, maintain and update 

large customer database containing demographic, life-style, past experience, buying habits, 

degree of responsiveness to different stimuli, etc., and design their offerings to create, please, 

or delight customers who remain loyal to them. Similarly more emphasis is given to retain 

them throughout life. Marketers strongly believe: “Customer retention is easier than 

customer creation.” 

3.  More Emphasis on Managing Business Processes and Integrated Business Functions: 

Today’s companies are shifting their thinking from managing a set of semi 

independent departments, each with its own logic, to managing a set of fundamental business 

processes, each of which impact customer service and satisfaction. Companies are assigning 

cross-disciplinary personnel to manage each process. Marketing personnel are increasingly 

working on cross- disciplinary terms rather than only in the marketing department. This is the 

positive development, which broadens marketers’ perspectives on business and also leads to 
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broaden perspective of employees from other department. 

4. More Emphasis on Global Thinking and Local Market Planning: 

As stated earlier, today’s customers are global, or cosmopolitan. They exhibit 

international characteristics. This is due to information technology, rapid means of 

transportation, liberalization, and mobility of people across the world. Companies are 

pursuing markets beyond their borders. They have to drop their traditions, customs, and 

assumptions regarding customers. 

They have to adapt to their offering as per the cultural prerequisites. Decisions are 

taken by local representatives, who are much aware of the global economic, political, legal, 

and social realities. Companies must think globally, but act locally. Today’s marketers 

believe: “Act locally, but think globally.” 

5.  More Emphasis on Strategic Alliances and Networks: 

A company cannot satisfy customers without help of others. It lacks adequate 

resources and requirements to succeed. Company needs to involve in partnering with other 

organisations, local as well as global partners who supply different requirements for success. 

Senior manager at top-level management spends an increasing amount of time for 

designing strategic alliance and network that create competitive advantages for the partnering 

firms. Merger, acquisition, and partnering are result of a strong thirst for strategic alliance 

and networks. 

6.  More Emphasis on Direct and Online Marketing: 

Information technology and communication revolution promise to change the nature 

of buying and selling. Companies follow direct channel in term hiring salesmen, setting own 

distribution network, designing network marketing, applying online marketing, and 

contracting with giant shopping/retailing malls. People anywhere in the world can access the 

Internet and companies’ home pages to scan offers and order goods. Via online service, they 

can give and get advice on products and services by chatting with other users, determine the 

best values, place orders, and get next-day delivery. As a result of advances in database 

technology, companies can do more direct marketing and rely less on wholesale and retail 

intermediaries. Beyond this, much company buying is now done automatically through 

electronic data interchange link among companies. All these trends portend a greater buying 

and selling efficiency. 

7.  More Emphasis on Services Marketing: 

As per general survey, about 70% people are, either directly or indirectly, involved in 
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service marketing. Because services are intangible and perishable, variable and inseparable, 

they pose additional challenges compared to tangible good marketing. Marketers are 

increasingly developing strategies for service firms that sell insurance, software, consulting 

services, banking, insurance, and other services. 

8.  More Emphasis on High-tech Industries: 

Due to rapid economic growth, high-tech firms emerged, which differ from 

traditional firms. High-tech firms face higher risk, slower product acceptance, shorter 

product life cycles, and faster technological obsolescence. High-tech firms must master the 

art of marketing their venture to the financial community and convincing enough customers 

to adopt their new products. 

9. More Emphasis on Ethical Marketing Behaviour: 

The market place is highly susceptible to abuse by those who lack scruples and are 

willing to prosper at the expense of others. Marketers must practice their craft with high 

standards. Even, governments have imposed a number of restrictions to refrain them from 

malpractices. Marketers are trying to sell their products by obeying and observing moral 

standards or business ethics. 

10.  Other issues: 

a. Craze for international standards and emphasis on quality, value and customer 

satisfaction. Application of TQM (even, Six Sigma) in every aspect of marketing 

management. 

b. Changed attitude toward competition. They compete not for maximum gains but for 

maximum offers to customers. 

c. Relationship marketing at both levels at internal functions of organization and at 

outside with service providers, to satisfy customers. 

d. Concept of global and complex customers. 

e. Marketing department is placed in the center of management. It enjoys unique and 

dominant status in organization. 

f. Use of latest technology for survey and research. 

g.  on after-sales services. 

h. Entertaining value in advertising, etc. 
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Conclusion:- 

India has huge potential for growth in every sector. India is third largest economy on basis of 

purchasing power and having GDP growth of more than 8% for more than 4 years. India has huge 

potential in every sector like telecommunication, consumer durables, pharmacy, infrastructure, 

banking and insurance and service sector which is contributing more than 50% to GDP. It will keep 

you updated about recent market updates and innovation and development in various sectors. The 

demand for marketing is going to keep increasing for at least for the next 20 years. Indian market is 

now becoming a global market. With so many new companies entering in to the Indian market it is 

very much necessary for these companies to promote their product, to enter into the inner market and 

also to compete with its competitors. Therefore it is very much necessary for the companies to 

market itself and its product. Also it is marketing which create awareness among the customer for 

any good and services. 
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