
International Conference on New Dimensions of Commerce in the Globalised ERA -2018 “NDCGE - 2018” 

 

 

208 | P a g e  MARUDHAR KESARI JAIN COLLEGE FOR WOMEN, Vaniyambadi 

   

MARKETING 

 

 
 

R.Hari priya 

IIIrd Year, B.com (CA), 

Marudhar Kesari Jain College, Vaniyambadi 

 
Abstract 
 To increase the sales of their products through 
advertising, firms must integrate their brand-
advertising strategy for capturing market share 
from competitors and their generic-advertising 
strategy for increasing primary demand for the 
category. This paper examines whether, when, and 
how much brand advertising versus generic 
advertising should be done. Using differential game 
theory, optimal advertising decisions are obtained 
for a dynamic duopoly with symmetric or 
asymmetric competitors. We show how advertising 
depends on the cost and effectiveness of each type 
of advertising for each firm, the allocation of 
market expansion benefits, and the profit margins 

determined endogenously from price competition. 
We find that generic advertising is proportionally 
more important in the short term and that there are 
free-riding effects leading to suboptimal industry 
expenditure on generic advertising that worsen as 
firms become more symmetric. Due to free-riding by 
the weaker firm, its instantaneous profit and 
market share can actually be higher. The 
effectiveness of generic advertising and the 
allocation of its benefits, however have little effect 
on the long-run market shares, which are 
determined by brand-advertising effectiveness. 
Extensions of the model show that market potential 
saturation leads to a decline in generic advertising 
over time. 

 

Introduction 

 Marketing is the study and management of exchange relationships. Marketing is used to 

create, keep and satisfy the customer. With the customer as the focus of its activities, it can be 

concluded that Marketing is one of the premier components of Business Management - the other 

being Innovation. 

 Definition: Marketing is defined by the American Marketing Association as "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”. The term developed from the 

original meaning which referred literally to going to market with goods for sale. From a Sales 

process engineering perspective, marketing is "a set of processes that are interconnected and 

interdependent with other functions"  

 

The Marketing Concept 

 The 'marketing concept' proposes that in order to satisfy the organizational objectives, an 

organization should anticipate the needs and wants of consumers and satisfy these more 

effectively than competitors. Given the centrality of customer needs and wants in marketing, a 

rich understanding of these concepts is essential:  

 Needs: Something necessary for people to live a healthy, stable and safe life. When needs 

remain unfulfilled, there is a clear adverse outcome: a dysfunction or death. Needs can be 

objective and physical, such as the need for food, water and shelter; or subjective and 

psychological, such as the need to belong to a family or social group and the need for self-

esteem. 

 Wants: Something that is desired, wished for or aspired to. Wants are not essential for basic 

survival and are often shaped by culture or peer-groups. 

https://en.wikipedia.org/wiki/Management
https://en.wikipedia.org/wiki/Exchange_(economics)
https://en.wikipedia.org/wiki/Relationship_marketing
https://en.wikipedia.org/wiki/American_Marketing_Association
https://en.wikipedia.org/wiki/Sales_process_engineering
https://en.wikipedia.org/wiki/Sales_process_engineering
https://en.wikipedia.org/wiki/Needs
https://en.wikipedia.org/wiki/Wants
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 Demands: When needs and wants are backed by the ability to pay, they have the potential to 

become economic demands. 

 Marketing research, conducted for the purpose of new product development or product 

improvement, is often concerned with identifying the consumer's unmet needs. Customer needs 

are central to market segmentation which is concerned with dividing markets into distinct groups 

of buyers on the basis of "distinct needs, characteristics, or behaviors who might require separate 

products or marketing mixes." Needs-based segmentation (also known as benefit segmentation) 

"places the customers' desires at the forefront of how a company designs and markets products or 

services."  

 
Types of Marketing 

 Agricultural marketing 

 Business marketing and industrial marketing 

 Destination marketing 

 Global marketing 

 Relationship marketing 

 Services marketing 

 Social marketing 

 

Marketing Orientations 

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

corporate state of mind" or as an "organisation[al] 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.  

 

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 practised with 

unsought goods." [24] One study found that industrial companies are more likely to hold a sales 

orientation than consumer goods companies.  

 

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). 

https://en.wikipedia.org/wiki/Demand
https://en.wikipedia.org/wiki/Purchasing_power
https://en.wikipedia.org/wiki/Agricultural_marketing
https://en.wikipedia.org/wiki/Business_marketing
https://en.wikipedia.org/wiki/Industrial_marketing
https://en.wikipedia.org/wiki/Destination_marketing
https://en.wikipedia.org/wiki/Global_marketing
https://en.wikipedia.org/wiki/Relationship_marketing
https://en.wikipedia.org/wiki/Services_marketing
https://en.wikipedia.org/wiki/Social_marketing
https://en.wikipedia.org/wiki/Marketing#cite_note-24
https://en.wikipedia.org/wiki/Economies_of_scale
https://en.wikipedia.org/wiki/Economies_of_scope
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 Marketing Orientation 

 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. The marketing orientation 

often has three prime facets, which are: 

 Customer orientation: A firm in the market economy can survive 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. 

 Organizational orientation: Information from an organization's marketing department would 

be used to guide the actions of other department's within the firm. As an example, a marketing 

department could ascertain (via marketing research) that consumers desired a new type of 

product, or a new usage for an 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. 

 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. 

 

Origins of the four Ps 

 Interest in the functional school of thought, which was primarily concerned with mapping the 

functions of marketing was waning while the managerial thought, which focussed on the problems 

and challenges managerial. The original marketing mix or the 4Ps 

Product → Solution 

Promotion → Information 

Price → Value 

Placement → Access 

 A Managerial Approach which outlined the ingredients in the mix as the memorable 4 Ps, 

namely product, price, place and promotion. The marketing mix is based upon four controllable 

variables that a company manages in its effort to satisfy the corporation's objectives as well as 

the needs and wants of a target market.  

 

Brief outline of the 4 Ps 

 The traditional marketing mix refers to four broad levels of marketing decision, 

namely: product, price, promotion, and place.  

https://en.wikipedia.org/wiki/Market_economy
https://en.wikipedia.org/wiki/Goods
https://en.wikipedia.org/wiki/Consumer_demand
https://en.wikipedia.org/wiki/Business_entity
https://en.wikipedia.org/wiki/Going_concern
https://en.wikipedia.org/wiki/Target_market
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Product 

 The product aspects of marketing deal with the specifications of the actual goods or services, 

and how it relates to the end-user's needs and wants. The product element consists of product 

design, new product innovation, branding, packaging, labelling. The scope of a product generally 

includes supporting elements such as warranties, guarantees, and support 

Pricing 

 This refers to the process of setting a price for a product, including discounts. The price need 

not be monetary; it can simply be what is exchanged for the product or services, e.g. time, 

energy, or attention or any sacrifices consumers make in order to acquire a product or service. 

The price is the cost that a consumer pays for a product--monetary or not. Methods of setting 

prices are in the domain of pricing science. 

Place (or distribution) 

 This refers to how the product gets to the customer; the distribution channels and 

intermediaries such as wholesalers and retailers who enable customers to access products or 

services in a convenient manner. This third P has also sometimes been called Place, referring to 

the channel by which a product or service is sold (e.g. online vs. retail),  

Promotion 

 This includes all aspects of marketing communications; advertising, sales promotion, 

including promotional education, public relations, personal selling, product placement, branded 

entertainment, event marketing, trade shows and exhibitions. 

 

Modifications and Extensions to the Marketing Mix (4 Ps) 

 Expanded marketing mix for services: Extensions of the four P's include "people", "process", 

and "physical evidence" and are often applied in the case of services marketing. Other 

extensions have been found necessary in retail marketing, industrial marketing and internet 

marketing. 

 Industrial or B2B marketing needs to account for the long term contractual agreements that 

are typical in supply chain transactions. Relationship marketing attempts to do this by looking 

at marketing from a long term relationship perspective rather than individual transactions 

 Services marketing needs to account for the unique characteristics. In order to recognize the 

special challenges involved in selling services, as opposed to goods, some authors advocate 

extending the model to 7 Ps for service industries by adding; Process - the way in which 

orders are handled, customers are satisfied and the service is delivered; Physical Evidence - 

is tangible evidence with which customers interact and with the potential to impact on the 

customer's service experience; People -service personnel and other customers with whom 

customers interact and form part of the overall service experience. 

 

Expanded Marketing Mix for Retail 

 Retail marketing needs to account for the unique facets of retail stores. A number of authors 

have argued for the inclusion of two new Ps, namely, Personnel and Presentation since these 

contribute to the customer's unique retail experience and are the principal basis for retail 

differentiation. Some scholars also recommend adding Retail Format (i.e. retail formula) since 

it contributes to customer expectations. The modified retail marketing mix is often called 

the 6 Ps of retailing 

https://en.wikipedia.org/wiki/Product_(business)
https://en.wikipedia.org/wiki/End-user
https://en.wikipedia.org/wiki/Pricing
https://en.wikipedia.org/wiki/Price
https://en.wikipedia.org/wiki/Pricing_science
https://en.wikipedia.org/wiki/Distribution_(business)
https://en.wikipedia.org/wiki/Retailer
https://en.wikipedia.org/wiki/Promotion_(marketing)
https://en.wikipedia.org/wiki/Advertising
https://en.wikipedia.org/wiki/Sales_promotion
https://en.wikipedia.org/wiki/Promotional_education
https://en.wikipedia.org/wiki/Public_relations
https://en.wikipedia.org/wiki/Sales
https://en.wikipedia.org/wiki/Product_placement
https://en.wikipedia.org/wiki/Branded_entertainment
https://en.wikipedia.org/wiki/Branded_entertainment
https://en.wikipedia.org/wiki/Branded_entertainment
https://en.wikipedia.org/wiki/Exhibitions
https://en.wikipedia.org/wiki/Services_marketing
https://en.wikipedia.org/wiki/Business-to-business
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 Internet marketing presents both marketing practitioners and scholars with special challenges 

including: customer empowerment, new communication modes, real-time interactivity, 

access to global markets, high levels of market transparency and difficulty maintaining 

competitive advantages. Some authors cite a further P - Packaging - this is thought by many 

to be part of Product, but in certain markets (Japan, China for example) and with certain 

products (perfume, cosmetics) the packaging of a product has a greater importance - maybe 

even than the product itself. 

 
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 PESTLE analysis, 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 

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: 

 Labor 

 Inventory 

 Company Policy 

 Logistics 

 Budget 

 Capital Assets 

https://en.wikipedia.org/wiki/PESTLE_analysis
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/Social_Trends
https://en.wikipedia.org/wiki/Social_Trends
https://en.wikipedia.org/wiki/Consumer
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https://en.wikipedia.org/wiki/Media_(communication)
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Marketing Communications "mix" 

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

conversations. It consists of 5 tools, which are 

1. Advertising, 

2. Sales & Promotion, 

3. Public Relations,  

4. Direct Marketing and 

5. Personal Selling.  

 The types of messages that are enhanced can be 

1. Informational 

2. Emotional 

3. User-generated 

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  

3. Functionality. 

 
Marketing planning 

 The area of marketing planning involves forging a plan for a firm's marketing activities. A 

marketing plan can also pertain to a specific product, as well as to an organisation's overall 

marketing strategy. 

 

Marketing planning process 

 Within the overall strategic marketing plan, the stages of the process are listed as thus 

 
Mission Statement 

 Corporate Objectives 

 Marketing Audit 

 SWOT (Strengths, Weaknesses, Opportunities, Threats) analysis 

 Assumptions arising from the Audit and SWOT analysis 

 Marketing objectives derived from the assumptions 

 An estimation of the expected results of the objectives 

 Identification of alternative plans/mixes 

 Budgeting for the marketing plan 

 A first-year implementation program. 

 

Product Life Cycle 

 The product life cycle (PLC) is a tool used by marketing managers to gauge the progress of a 

product, especially relating to sales or revenue accrued over time. The PLC is based on a few key 

assumptions, including: 

 A given product would possess introduction, growth, maturity, and decline stage 

 No product lasts perpetually on the market 

 A firm must employ differing strategies, according to where a product is on the PLC 

https://en.wikipedia.org/wiki/SWOT_analysis
https://en.wikipedia.org/wiki/Product_lifecycle
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Conclusion 

 A marketing strategy is something that constantly evolves, adapting to changing market 

conditions. Within Enterprise, the outcomes from its many different types of business are 

constantly reviewed and evaluated. Judgements are then fed into the decision making process. 

This enabled new strategies to be developed to improve operations. However, while strategies 

change, one aspect of the business has remained in place. This is a continued focus on high levels 

of customer service and employee relations. This strategy has enabled Enterprise to enjoy 

continued growth for more than 55 years and the prospect of further growth in the future. 

 


