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Abstract 

 In this marketing topic, I have discussed about 
marketing meaning, definition, process, elements, 
advantages, disadvantages, characteristics, 
features, communication of marketing, evolution of 

marketing, importance of marketing, role of 
marketing, marketing mix, marketing environment, 
marketing orientation, marketing types, marketing 
segmentation and finally I conclude the conclusion. 

 
What is Marketing? 

 Marketing is more than any other business business function, deals with customers. Marketing 

is managing profitable customer relationships. The two fold goal of marketing is to attract new 

customers by promising superior value and to keep and grow current customers by delivering 

satisfaction. 

 Example: McDonald’s fulfills its “I’m lovin’ it” motto by being “our customer favorite place 

and way to eat” the world over giving it nearly as much share as its nearest four competitors 

combined. Walmart has become the world largest retailer-and the worlds largest company by 

delivering on its promise, Save Money Live Better. 

 

Definition of Marketing 

 According to E.F.L. Brech, “Marketing is a process of determining consumer demand for a 

product or services, motivating its sales and distributing it to ultimate consumer at a profit. A 

more precise statement could be observed when Philip kotler said, “Marketing is specifically 

concerned with how transactions are created, stimulated, facilitated and valued.” 

 According to Peter Drucker, “The aim of marketing is to make selling unnecessary. Selling 

and advertising are one of the part of a larger marketing mix a set of tools that work together to 

satisfy customer needs and build customer relationships. 

 

Importance of Marketing 

 A high level marketing activity is a prerequisite for a high level of economic activity. It has 

been aptly remarked nothing happens until somebody sells something. At present the urgency is 

for increased marketing and not merely for increased production. This alone shows the 

importance of marketing as a potential force that commends high significance for society as a 

whole. The following points testify this fact: 

 The nation income is the composed of goods and services which money can buy can buy. Any 

increase in the efficiency of marketing really results in a lower cost of distribution. lower 

prices to consumers mean a real increase in the national distribution. 

 Any reduction in the cost of marketing is really a benefit to society. Low prices are a boon to 

the entire population. 
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 Marketing process brings new varieties of useful and quality goods to consumers. This raises 

the standard of the living of the people. 

 It is marketing which has converted yesterday’s luxuries into today’s necessaries. 

 Marketing converts latent demand into efficient demand. 

 
Role of Marketing 

 Marketing has to play an important role for the well being of a firm. This is evidence from the 

following words; Peter Drucker. Marketing is the distinguishing, the unique function of the 

business. A business is set apart from all other human beings by fact that is markets products or 

services. Marketing is that phrase or aspect of an economy that has to do with results in the 

change in the custody of responsibility for an authority over goods to an end that goods produced 

by many agencies are made available for the convenience of satisfaction of different users. 

Marketing is important in economics which are based on different schools of political and social 

thoughts. 

 

Marketing Process 

 It is a fact that consumers are influenced by a host of factors ranging from cultural changes to 

technology developments and consequently abrupt changes may occur in their behavior. In other 

words while marketing concept stresses on theoretical aspects the marketing process is fully 

practice oriented. 

 The profound relationship of the two terms marketing concepts and marketing process also 

should have been understood. The marketing concept and marketing process also should be 

understood. The marketing concepts determine the marketing process. 

 

Marketing Mix 

 Analysis of forecasts, 

 Product development planning, 

 Creation of demand, 

 Distribution 

 

Marketing Environment 

1. Demographic environment. 

2. Competitive environment. 

3. Economic environment. 

4. Political/Legal environment. 

5. Social and cultural environment. 

6. Technological environment. 

 Democratic environment: Democratic structure is seldom static for long an changes in 

democratic composition after test in resiliency of a marketing firm. The ripple of these changes 

will reach the organization compelling it to alter or amend the existing marketing practices in 

vogue. 

 Competitive environment: The interactive process that occurs in market place is referred to 

as the competitive environment. One firms marketing decisions influence in market and are in 

turn often determines the success or failure of a product. 

 Economic environment: The changes in economic conditions can have destructive impacts on 

business plans of firms. Economic forecasts looking a head through the next decide or two are 
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likely to find their predictions clouded by their recurrent themes of shorts rising costs and up and 

down business cycle. 

 Political/ legal environment: The legal environment for making decisions is characterized by 

numerous laws passed by the central and state government and even by the local administration. 

The vast network of laws and regulations policy decisions governments’ bureaucracy and the 

legislative process have varied impact on marketing strategies. 

 Social and cultural environment: The concepts of social responsibility have crept into the 

marketing literature as an alternative to the marketing concepts. The implication of socially 

responsible marketing is that business firms are that business firms should take the lead in 

eliminating socially harmful products. 

 Technological environment: Advances in technology are important uncontrollable 

environments for markets. 

 

Marketing Orientation 

 A marketing orientation has been defined as a "philosophy of business management." or "a 

corporate state of mind or as an "organization culture Although scholars continue to debate the 

precise nature of specific orientations that inform marketing practice, the most commonly cited 

orientations are as follows:  

 

Product Orientation 

 A firm employing a product orientation is mainly concerned with the quality of its own 

product. A product orientation is based on the assumption that, all things being equal, consumers 

will purchase products of a superior quality. The approach is most effective when the firm has 

deep insights into customers and their needs and desires derived from research or intuition and 

understands consumers' quality expectations and reservation prices. For example, Sony Walkman 

or Apple iPod were innovative product designs that addressed consumers unmet needs. Although 

the product orientation has largely been supplanted by the marketing orientation, firms practising 

a product orientation can still be found in haute couture and in arts marketing.  

 

Sales Orientation 

 A firm using a sales orientation focuses primarily on the selling/promotion of the firm's 

existing products, rather than determining new or unmet consumer needs or desires. 

Consequently, this entails simply selling existing products, using promotion and direct sales 

techniques to attain the highest sales possible The sales orientation "is typically practiced with 

unsought goods One study found that industrial companies are more likely to hold a sales 

orientation than consumer goods companies The approach may also suit scenarios in which a firm 

holds dead stock, or otherwise sells a product that is in high demand, with little likelihood of 

changes in consumer tastes diminishing demand. 

 

Production Orientation 

 A firm focusing on a production orientation specializes in producing as much as possible of a 

given product or service in order to achieve economies of scale or economies of scope. A 

production orientation may be deployed when a high demand for a product or service exists, 

coupled with certainty that consumer tastes and preferences remain relatively constant (similar 

to the sales orientation). The so-called production era is thought to have dominated marketing 

practice from the 1860s to the 1930s, but other theorists argue that evidence of the production 

https://en.wikipedia.org/wiki/Economies_of_scale
https://en.wikipedia.org/wiki/Economies_of_scope
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orientation can still be found in some companies or industries. Specifically Kotler and Armstrong 

note that the production philosophy is "one of the oldest philosophies that guides sellers... [and] 

is still useful in some situations."  

 The marketing orientation is perhaps the most common orientation used in contemporary 

marketing. It is a customer-centric approach that involves a firm basing its marketing program 

around products that suit new consumer tastes. Firms adopting a marketing orientation typically 

engage in extensive market research to gauge consumer desires, use R&D to develop a product 

attuned to the revealed information, and then utilize promotion techniques to ensure consumers 

are aware of the product's existence and the benefits it can deliver Scales designed to measure a 

firm's overall market orientation have been developed and found to be relatively robust in a 

variety of contexts.  

 
The Marketing Environment 

 The term "marketing environment" relates to all of the factors (whether internal, external, 

direct or indirect) that affect a firm's marketing decision-making/planning. A firm's marketing 

environment consists of three main areas, which are: 

 The macro-environment, over which a firm holds little control 

 The micro-environment, over which a firm holds a greater amount (though not necessarily 

total) control 

 The internal environment, which includes the factors inside of the company itself  

 

The macro-environment 

 A firm's marketing macro-environment consists of a variety of external factors that manifest 

on a large (or macro) scale. These are typically economic, social, political or technological 

phenomena. A common method of assessing a firm's macro-environment is via a PESTLE (Political, 

Economic, Social, Technological, Legal, Ecological) analysis. Within, a firm would analyze national 

political issues, culture and climate, key macroeconomic conditions, health and indicators (such 

as economic growth, inflation, unemployment, etc.), social trends/attitudes, and the nature of 

technology's impact on its society and the business processes within the society. 

 

The micro-environment 

 A firm's micro-environment comprises factors pertinent to the firm itself, or stakeholders 

closely connected with the firm or company. A firm's micro-environment typically spans: 

 Customers/consumers 

 Employees 

 Suppliers 

 The Media 

 By contrast to the macro-environment, an organization holds a greater degree of control over 

these factors. 

 
The Internal Environment 

 A firm’s internal environment consists of factors inside of the actual company. These are 

factors controlled by the firm and they affect the relationship that a firm has with its customers. 

These include factors such as: 

 

https://en.wikipedia.org/wiki/Macroeconomics
https://en.wikipedia.org/wiki/Inflation
https://en.wikipedia.org/wiki/Unemployment
https://en.wikipedia.org/wiki/Social_Trends
https://en.wikipedia.org/wiki/Consumer
https://en.wikipedia.org/wiki/Employees
https://en.wikipedia.org/wiki/Suppliers
https://en.wikipedia.org/wiki/Media_(communication)
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 Labor 

 Inventory 

 Company Policy 

 Logistics 

 Budget 

 Capital Assets 

existing product. With this in mind, the marketing department would inform the R&D department 

to create a prototype of a product/service based on consumers' new desires. 

 The production department would then start to manufacture the product, while the 

marketing department would focus on the promotion, distribution, pricing, etc. of the product. 

Additionally, a firm's finance department would be consulted, with respect to securing 

appropriate funding for the development, production and promotion of the product. Inter-

departmental conflicts may occur, should a firm adhere to the marketing orientation. Production 

may oppose the installation, support and servicing of new capital stock, which may be needed to 

manufacture a new product. Finance may oppose the required capital expenditure, since it could 

undermine a healthy cash flow for the organization. 

 Mutually Beneficial Exchange: In a transaction in the market economy, a firm gains revenue, 

which thus leads to more profits/market share/sales. A consumer on the other hand gains the 

satisfaction of a need/want, utility, reliability and value for money from the purchase of a 

product or service. As no-one has to buy goods from any one supplier in the market economy, 

firms must entice consumers to buy goods with contemporary marketing ideals. 

 

Market Segmentation 

 Market segmentation consists of taking the total heterogeneous market for a product and 

dividing it into several sub-markets or segments, each of which tends to be homogeneous in all 

significant aspects 

 

The purposes of Market Segmentation 

 Market segmentation is conducted for two main purposes, including: 

 A better allocation of a firm's finite resources 

 To better serve the more diversified tastes of contemporary consumers 

 A firm only possesses a certain amount of resources. Accordingly, it must make choices (and 

appreciate the related costs) in servicing specific groups of consumers. Moreover, with more 

diversity in the tastes of modern consumers, firms are taking noting the benefit of servicing a 

multiplicity of new markets. 

 

Overview of Segmentation Process 

 The steps of segmentation are Segment, Target, Position (abbreviated STP). 

 

Segment 

 Segmentation involves the initial splitting up of consumers into persons of like 

needs/wants/tastes. Four commonly used criteria are used for segmentation, which include: 

 Geographical (a country, region, city, town, etc.) 

 Psychographic (e.g. personality traits or lifestyle traits which influence consumer behaviour) 

 Demographic (e.g. age, gender, socio-economic class, education, etc.) 

https://en.wikipedia.org/wiki/Market_segmentation
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 Behaviour (e.g. brand loyalty, usage rate, etc.) 

Target 

 Once a segment has been identified, a firm must ascertain whether the segment is beneficial 

for them to service. The DAMP acronym (meaning Discernable, Accessible, Measurable and 

Profitable) are used as criteria to gauge the viability of a target market. The elements of DAMP 

are: 

 Discernable - how a segment can be differentiated from other segments. 

 Accessible - how a segment can be accessed via Marketing Communications produced by a 

firm 

 Measurable - can the segment be quantified and its size determined? 

 Profitable - can a sufficient return on investment be attained from a segment's servicing? 

The next step in the targeting process is the level of differentiation involved in a segment 

serving. Three modes of differentiation exist, which are commonly applied by firms. These are: 

 Undifferentiated - where a company produces a like product for all of a market segment 

 Differentiated - in which a firm produced slight modifications of a product within a segment 

 Niche - in which an organisation forges a product to satisfy a specialised target market 

 

Position 

 Positioning concerns how to position a product in the minds of consumers and inform what 

attributes differentiate it from the competitor's products. A firm often performs this by producing 

a perceptual map, which denotes similar products produced in the same industry according to 

how consumers perceive their price and quality. From a product's placing on the map, a firm 

would tailor its marketing communications to suit meld with the product's perception among 

consumers, and its position among competitors' offering. 

 

Marketing Communications 

 Marketing communications is an audience-centered activity designed to engage audiences and 

promote responses. It is defined by actions a firm takes to communicate with end-users, 

consumers, and external parties. Marketing communications encompass four distinct subsets, 

which are: 

 

Personal Sales 

 Oral presentation given by a salesperson who approaches individuals or a group of potential 

customers: 

 Live, interactive relationship 

 Personal interest 

 Attention and response 

 Interesting presentation 

 Clear and thorough. 

 
Sales Promotion 

Short-term incentives to encourage buying of products: 

 Instant appeal 

 Anxiety to sell 

https://en.wikipedia.org/wiki/Niche_market
https://en.wikipedia.org/wiki/Positioning_(marketing)
https://en.wikipedia.org/wiki/Marketing_communications
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 An example is coupons or a sale. People are given an incentive to buy, but this does not build 

customer loyalty or encourage future repeat buys. A major drawback of sales promotion is that it 

is easily copied by competition. It cannot be used as a sustainable source of differentiation. 

Public Relations  

 Public Relations (or PR, as an acronym) is the use of media tools by a firm in order to promote 

goodwill from an organization to a target market segment, or other consumers of a firm's 

good/service. PR stems from the fact that a firm cannot seek to antagonize or inflame its market 

base, due to incurring a lessened demand for its good/service. Organizations undertake PR in 

order to assure consumers, and to forestall negative perceptions towards it. PR can span: 

 Interviews 

 Speeches/Presentations 

 Corporate literature, such as financial statements, brochures, etc. 

Publicity 

 Publicity involves attaining space in media, without having to pay directly for such coverage. 

As an example, an organization may have the launch of a new product covered by a newspaper or 

TV news segment. This benefits the firm in question since it is making consumers aware of its 

product, without necessarily paying a newspaper or television station to cover the event. 

Advertising 

 Advertising occurs when a firm directly pays a media channel to publicize its product. 

Common examples of this include TV and radio adverts, billboards, branding, sponsorship, etc. 

Marketing Communications “Mix” 

 Marketing communications mix is used to reach, engage, provoke audience-centered 

conversations. It consists of 5 tools, which are:  

 Advertising 

 Sales & Promotion 

 Public Relations, 

 Direct Marketing and 

Personal Selling 

 The types of messages that are enhanced can be: 

1. Informational, 

2. Emotional, 

3. User-generated, or/and 

4. Brand content. 

 The last main component of MC mix is Media, which corresponds to the channel used to send 

the message. Media is divided into 3 categories, and these are media by: 

1. Form, 

2. Source and 

3. Functionality 

Conclusion 

 Marketing is the most exciting of all business sports. It is the heartbeat of every successful 

business. It is continually changing in response to the explosion of information, The expansion of 

technology, and the aggressiveness of competition, at all levels and every where. All business 

strategy is marketing strategy. 
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