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I :+ «6ARSTILG + Meaning and definition,

The emergesnce of marketing as a business discipline
is of recent origin, though it has been in praoctice in
one way or the other since the days of Adam and Eve, The
meaning and ideas associated with narketing have undergone
a zreat change over the centuries. BEven at present, the
tert merketins has been urnderstood and defined bty various
authorities in variocus ways., To corsider 2 few eatatlished
definitions of marketing

wWilliam,J.3tanton i "iarketing is a total system
of btusiness activities designed to plan, price, promote
and distribute want satisfying goodas and services, to

present and potential cuetomors."’

Definitiona Committee of the American [iarketiig
Association 1 "darketing includes all activities having
t0 do with effecting changes in the ownership and
vosasession of goods and serviceas, It is that part of
ecoriorics which deals with the oreation of time and place
and possession utilities and that phase of business
activity through which human wants are satisfied by the
exchange of goods and services for some valuable

conasideration,.”

¥hilip Kotler "harketing is getting the right
goodas and aservices, to the ri¢ht people, at the ri-ht



place, at the right time, at the right price with the
right communication and promotion." He further defines
that "Marketing is the creation and delivery of a standard

of 1iving"?

Theodore Lesvitt definea marketing "as a view point
which looks at the entire business process as a highly
integrated effort to discover, create, arouse and satisfy

consumer needs,"

In all the above defiritions more emphasis is glven
t0 the consumer, his needs and wants, "A human need is a
state of felt deprivation in a person”; Needs of any
verson are plenty and complex, ranging from basic needs
for food, clothing and shelter to social needs for
belonging, influence and affection, The human wants are
the form that human needs take as shapeéd by a person's
culture and 1ndividnality.”4 Theae human needs and
wants are the central point arourd which 211 marketing

activities revolve,

The main business of dbusiness is business, In other
words, the main objective of all business activities is
the satisfaction of human wants., We purchase Pedha not
to provide market to the pedhs-seller but to satisfy our

need, This need may be of orgnunising Eirthe~day party and



distributing pedhaes j} may be to distribute pedhaes to
express a feeling of unparalleled pleasure for getting
Ist rank in the examiration result ; may be to show our
hoapitality by offering pedhaes to the guests who visit
our home ete,, 3imilar ias the case of all other products
and the otjeoctive of all business is to give consuners

the products they want., To achieve thia objective the
producers, farmers, wholsalers, retailers eto., undertake
production and diastritution activit;ea. Eut they will
fail in reaching thies objective if no arranzement is nade
to ses that the goods move froa those places where they
are not needed to those places where they are moat needed,
It i3 the task of '"marketing' to get the gooda'where' they
ur. wanted, 'at what time' they are wanted, ‘'at what price'
they are varted, In this sense, "marketing includes all
those notivities involved in the creation of time, plage
ard possession utilitias.“s To reach the goods from the
places of their origin to the places of their use or
consumption various obstacles come in the way and marketing
by creating utilities removes those obstacles, For
example, firstly, products are to be moved from the nlnces
of their manufacture to the places of their need.
Transport function of marketing, removes this difficulty
of distance and this is the oreation of place utility.



Secondly, g£00d3 are to be made avallatle at a tine vhen
needed., 71he storaze and warehousing function of marketing
protects the products agzainst fire, rain, pests, thieves etc.,
t111 that time and it is the creation o7 time utility.
Finally, the ownership and posgession of these goods are

to be tranasferred from the original owner to the final
consuners The buying and selling functions of marketing
helps in this task and it is the coreation of posaession
utility.

Thus, ”Mgrkating is an human activity directed at
satisfying needs and wants through exchange procesaaa”su
Exchange processes involve variouas activities and functions
viz., sellers have to find out buyers, identify their
neeads, design appropriate products, promote them, store
and transport those products, negotiate with the tuyers
and so on, The product development, search, communication,
distribution, packaging, btranding, pricing and service
constitute the core of marketing, Thus, "in this exiasting
age of change, narketing is the bveantinsg herrt of many

Opsrations".7

The Evolution of the Marketing Congept_:

An agricultural and handicraft eoononmy
characterised the pre-~industrizal revolution period,



Practioally, every family unit produced its own food,
clothing, shelter and household esuipment. 3ociety was
divided into two classes- the farmers and the oraftaman,
The farmer exchanged his surplus with the articles made
by craftsman, The role of marketing in those days was
linited to the production of basic needs of life and
exchanging them to a known person in the immediate
neighbourhood,

Modern marketing is the result of Industrial
Revolution. Home handicraft operetions moved into
factories. l!ass production tecame the order of the day
with the effesot that zoods were made available at lower

Prices in large ouantities,

The incoreased nunber and size of the firms resulted
in gompetition, a phenomena unknown in the eraz of
agriculture econonmy. The atago.of competition receasitated
zn effective system of distribution and this marked the
btegining of modern marketing. Till then, the firms use to
dispose of whatever they produce tut, vhen competition set
in, firma could no longer do the disposal job, The firms
had to distribute their products over a scattered and
diostant markets, iiarketinrg at this stage became™a 1od of
distritution,”



Lateron the firms became sales-oriented, The
producer who was familiar with diatributing his products
vas forced to view the market searchirgly. DBesides facing
conpetition he was t0 ensure that his product was preferred
and accepted. A conscious effort on the part of the
producer to "sell" his product and not merely "distribute®
then was needed, This was the period of creative selling,
Goods were available in plenty and at cheap rates, 3Ieveral
brands of the same products were available, The problem
was not of "handling the product" but of "handling the

consunmer,”

After the world war 11, the size and character of
the oonsumer market and the needs of the consumers changed
rapidly. There was a substantial increase in population,
The diaposable income of the famlly registered an increase.
The consumer with a good disoretionary income at his
disposal, found himself in a better position to bargain and
get the best return for every paisa he spent. In a situation
of abundant choices the businessman could no more sit and
te satisfied after a single sale. Repeated sales were to be
ensured, for this the products were to be made availabdble at
such a price, in such a size, of such a quality, at such a
place which are most convenient and satisfactory to consuners.

Any complaint from consumer was to he attended soon, if it
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needed replacing he had to do it, if it required sales-
gervice he had to provide it. 7This realization on the part
of the producers forced them to change their attitude

from ‘only profits' to "satisfaotion and profits,” Marketing
at this stage starts with the determination of consumer

wvants and ends with the satisfaction of those wanta., This
marketing concept marks a major shift in emphaasis from

"the product to the consumer," It places the consumer

both at the beginrning and at the end of the business cyocle,
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When a consunmer tuys a pack of milk powder, he expects
a purpose to be served, a need to be satisfiled. If the
milk-powder does not provide him the flavour, the taste
and the refreshment he expects from it, his purchase has
not served the purpose, To put it more oclearly, the
narketing man who s0ld the milk-powder has falled to satiasfy
his customer. And why satiafy the customer ? Lecause,
”consqmor satisfaction 13 the foundatiorn on which any

usiress builds its future.”

Marketing Concept and India 1:

The questior is often raised whether the marketing
corsept 18 relevart to a developing natior like India as
it 12 relevant to advarced ard developed countries like
UuS.A. and UK., It i3 arzued that the question ¢f ‘creating
a market or customer' is applicatle to advanced countries
vheres the expanaion of goods and services is at a nore
ranid speed than the expansion of customers, As ouch this
modern marketing concept is not appliocatle to Irdia., But,
it 49 2 wrong notion and is based on the wrong and
improrer understandinzg of the meaning of the terz

‘marreting concept.'

The moat important task performed by marketing in
the developed countries is the channelizing of resources



in confirmity with demand which in turn, helps in speeding
up the tempo of sconomic developnent. Ferformance of this
task is equally important for a developing country like
ours, whatever be their economic position, people- whether
fron developed, developing or under-developed countries-
desire for better food, better clothing, better shelter

and for more and more comferts and luxuries. When marketing
ensures this improved standard of living, how can it de
avolided ? Marketing is not only helpful for achieving

the overall objectives of economic development., The neglect
of markcfing keeps these objectives far from achievement,
For example, in India, planrers have given much importance
t0 produoction ignoring marketing. as a result, India has
only production centres and the same have developed as
marketing cerntres also, These are the urban centres of
the country. Consequently, the tenefits of economic
planning 4s shared by these few urban centres, If the
proper policy for marketing development was adopted, then
our plannera would have been atle to avoid the problem of
imbalanced economic development. At least now, due
importance is to be given towards this aapocf as

‘iarketing is an effective instrument to reach the targets
of economic progress,' irarketing creates demand for more

and more goods and services, This encourages for uore and
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nore produotion and distritution activities giving
opportunities for more and gainful employment. This
relps for the fast progress of economy and equally for the
fast improvenrent in standard of living of the peorple,

Purther more, India is wedded to mixed egonony where
private and putlic participation irn trade and induatry
co-exist. Certain basic sectors of industry and trade are
reserved for public sector while other vast areas are open
for private sector. ko doubt, under mixed econony, the
production, distritution and pricing of certain essential
~products are controlled but, too many items of consumption....
anjoy a free market ocharagterised by cut-throat-competition,
Agd vherever competition is present there is a need for

elfective marketing.

To conclude with, marketing touches every one's
life. 1t i3 the means by which standard of living is
developed and delivered to people, 1t is very much relevant
to India and all the nations irrespective of thelr atuge
of econonic development or thelr differences 1lu economic

and political philosophies,

Significange of marketing :

The significance of marketing can vte assessed from
Feter.F.Drucker's s.exprousions $ "It is in marketing that
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we gatisfy individual's, organisational's, social ard national
values, needs and works, be it through producirg goods,
suprlying services, fostering inrovation for creating
safisraction.” Hehoo, marketing is significant to all viz,,
an individual oonsumer, an orzanisation, the society and

the nation as a whole.

Jignifiocance of marketinz to_congumers s The marketing
concept forces to realise that all organisational goals
including profits shall be fulfilled through consumer
satifaction. The attempt of all the competinz firms to
satisfy consumer puts the latter in a most sovereign poaition
"Love your customer, not produot”, "You are the ltoas®,

"Mnd wants and f£1l1l them" are some of the slogans usec

by firmes to desoribe the sovereignty of consumer, Ilower
prioces, better quality, ready stock at moét convenient
rlaces are some of the benefits that acorue to the corsumer
as a direct result of marketing, The custoner can targain
to derive maximum berefits, can choose out of the colourful
varieties, can oonmplain and his complaint will be soon
attended too, can buy on credit, on instalment or on cash
vith heavy discount or even return the item if he is not
aatiafied with it., "The consuzer, certainly is the xain
beneficiary of the marketing oonocept.”
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"”aignificanoo of marketing for an organisation lies in th;”“

12

Significange of marketing fo organigation : In the
wvorda of Peter.F.Drucker, "Any organisation in whioch
marketing is either absent or incidental ias not a btusiness

and should never be run as if it were one,"” 9 The

faot that the organisation is forced to keep itself in
touch with the ever changing situations of market. A
firm will always fesl the pulse of market through continous

'marketing research, planning, control and innovation, Ifmm

will be fast in responding to the changes in buyer's
attitude, It quickly corrects the defects of its products,
if any, It bases its decisions not on guess work but on
reliable data and the exact interpretation of such data,

It never stick up to a single product-lire btut instead
goes on diversifying or simplifying or entering altogether
& nevw product line.” A firm which 4s not alive to the
changes in the market, and which goes on with the same
product for years together, without catering to the changing
needs of the consumer, is likely to face obsoclesacence,

But, a firm that practices the marketing concept will

move with the changing times.”‘o

Significance of marketing to gocis ty : Marketing has
been defined as the process for delivery of stardard of
living to the society. The growth of the American economy
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into one of the most advanced societies is the test example
~for this, By inventing rew goods and services ard by
educating the corsumer, marketing acts as a 'change agent'
erd as "value adder" irn society. larketing sets the pace
for social development by making the society familiar with

more of neceassaries, comforts and luxuries,

significance of marketing o India : HMarketing oan
boost India's economic progress provided the existing
marketing environment are exploited fully. A oconscious
application of marketing will benefit the nation in many

wyays 8

Pirstly, marketing helps in the production of those
goods and services which are esasentlally needed, In other
woxrds, available scarce resources will be used to their
optimum extent, Over and idle-~capacity of planis is avoided,
This avoids the dead investment in the field of industry.

Seoondly, marketing creates enterpreneurs and
managzers. India has remained under developed or it ias
described well as a developing end not as a developed
nation for want of professional managers and risk-taking
enterpreneurs., The scarcity of resources is not at all
tre problem coming in the way of progress, PFunds can bde
borrowed, technical know=how can te iunported, plant,



14

projects, machinery and equipmente can be arranzed hut,
proper manning of all these is the real problem, Economio
development Just caunot happen. It has to be ackieved
throuzh the conscious efforts of people. Marketing :.
creates such people and for India, such people- nanagers

and enterprensurs- are the prime need of the hour,

Thirdly, marketing is helpful in gaining full and
near full employment., Continuous production is not possitle
without continuocus distritution, And for performing these
and similar functions a large army of persons is employed.

Pourthly, marketing can change public opinion, Cf
all, the Indian customer is more traditional and
superstitious., To create new norms of behaviour, new
stardards of conduct and new ways of life, narketing is

scaential.

The economists realise that in any country. the
economic aystém and marketing system greatly influence each
cfher. Beororioc growth itself is viewd as the expansion
cf a nation's market., A country remained under-developed
nainly becausse of the neglect of marketing. . In the words
of Peter.F.lrucker "If we want economic development in
fresdom and responsitility, we have to build it on the
foundation of nmerketing. The history of the growth of the
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United itates or Japan contains no miracle, If any miracle
has ocourred, it 1& only a narketing miracle macde possibdle
- by the daring marketing companies of these nations,®
similarly, if an economic miracle has to happen in India,
it has to happen only through marketing.

Criticisps of marketing :

The marketing concept is a philosophy of service,
satisfaction and mutual gain, Although, marketing delivers
standard of living and responsidble marketers fulfil the
needs and aspirations of buyer with appropriate products
but, marketing is not free from comments and odjections,
Individual consumers and society as a whole suffer from

the disadvantages of marketing.

Individual corsumers have to face with the following
disadvantages on acoount of marketing : Higher prices,
deceptive practices, high pressure sellinz and poor service

t0 consuners,

Higher prices are the result of high cost of
distritution and still higher cost of advertising and
promotion. The gready middlemen add their share to the
price of product beyond the value of their actual services,
Heavy and unnecessary advertising snd promotion zctivities
of the manufacturer further adds to the original price of
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product. For example, 407 to 607 of the final price o2
consumer goods is taken away by middlemen, Fut, marketers
are having their own ansvers for such critiocisms. irstly,
middlenen perform those furctions which would otherwise
have to be performed by either producer or by the consumer.
3ecordly, mass advortising and promotional activities are
a must to inform the prospective customers about the

aerits of produocts,

The marketing systenm is charsed with the deceptive
practices adopted by marketers. Such tactios include for
example, advertising a large price-reduction from an
artificially increased price list, wronge-picturisation of
the product's attributes, mis.representing the product's
performance, exaggerating the apparent contents of a
package (not f£1lling the package to the top). The
marketers respond to such comment with the following
observation that 3 ir the long run such practices will
reault in more loss than benefit to their tusiness as
chances of brand changing in favour of more reliable

product will be their.

Marketing is labelled for high-pressure selling,
That is, salesman will use such technigues that the persons
will be induced to purchase a product which actually they
are not in need of, Bofoio. the buyer gets any tinme to



17

re-~think about his decislion the sale is effected, Thirnzs

are actually sold and not bought. Insurance policies,
'Bank deposit weeks' and door-todoor sale are the test

,‘cxamp;o for this.

Foor service to the disadvantaged (low and middle
income) consumers is the grave charge labelled against
narketing, The poor pay more, that is the lower income
sonsumer purchase at a small shop which keep sub-quality
goods and charge higher prices., The middle class consumer
in an attempt to maintain his statﬁa purchases the goods
on most disadvantaged terms viz., no varieties for
selection, intereat added instalment sales, no return of
defective goods etc,

Marketing is charged for contributing several bad
effects upon the society as a whole whioh include fzlse
needa, insufficient public goods, excessive politieal

power etc,

False wants are those which are not the geniun needs
of consumers but are imposed upon them from external forces
created by marketing. For example, most of teenagers try
to behave, consume and use in accordance with the
advertisments, [Host of the existing needs to ertertain,

to have fun, to relax are coming under this ocatecory.
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Marketing is also accounted for creating a social
imbalance between private goods and pudblic goods, "An
increase in the consnmption of automodiles requires a
facilitating supply of streets, high ways, traffic control
and parking space., The protective services of the police
and the highway patrols must also be available, as must
those of the hospitals., Although the need for balance here
is extraordinarily clear, over use of privately produced
vehicles has, on odoaaion, got far out of line with the
supply of the related public services. The result has been
hideous road congestion, an annual massacre of impressive

proportions, and chronic colitis in the oitiea."11

Marketing is blamed for concenteration of excessive
political powers in the hands of those people who help to
frame the business polioiis as per the tunes of business
people., Providing funds to political p:rties, opening of
achoola and hospitals in the name of political figures,
erection of a large size statue of a dead political figure
at putlic places by businessmen are some of the means to

&£ain access to political powver,

To conclude, the system that dissatisfy the consumer,
pollute the society, swallow the ocompetitor, gain the
protection and favour of legislators is of course be

oriticised. PBut, in fact, a consumer oriented and
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innovative marketing ia free from all such exaggeruted
comments, To quote Joshi and Mamoria "Makreting is the
father of innovation and product development, prompter of
entreprensurial talent, developer of ecoromy, stimlater
of consumption and higher standard of living and guardian

of price system,”

Approaches to the study of marketing :

The approach to study the subject of marketing has
passed through several staes before reaching the present

decision-making approach.

broadly, marketing can be studied through ary of
the following four approaches i

1. The functional approach,

2. The institutional approach,

3« The commodity approach, and

4, The decision making approach.

1. Ihe functional approagh : As per this approach,
narketing is studied from functional point of view. In
other words, the various activities undertaken to perform
the various functions of marketing constitute the subject
matter of this approach,

lMarketing can be studied under eight major functions

grouped in three ocategories viz,, the functions of exchange,
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Bxhivit-II ; Functional-approach to marketing

the functions of physical supply and the facilitating
functions( txhitit-II). The exchan;;e functions are sub-
classlified irto two major functions, viz., buying and selling.
The functions of physical supply are also sub-clasaified

into transport and storage. The facilitating functions

were z2dded from time to time as the resd arises. They are

finance, 3tandardisation, market risk and market information.
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The main drawback of this approach is that too much
importance is attached to individual functions inatead
of studying how they are applied to particular business

operation,

2, TIhe Ingtitutional approach : In this approach
the institutions engaged ir performing various marketing

functions are being studied, In the journey of goods from
producer to consunmer various middlemen are engaged. In
the retail field, this study includes the activities of
chain stores, departmental stores, super-markets,
independent astores, door=to-door nale, road side sale eto.
In the wholesale area, this atudy covers the asctivities

of vholesalers, brokers, wholesale receivers eto, Apart
from these inatitutions who, while tranafering the goods
from producer to consumer, hold title ¢to the product,
there are several institutions which do not hold title

to the produoct but plays a major role in transfering the
goods from producer to consumer, For example, hunan porters,
rickshaesa, biocycle, pack-animals, bullockw~oarts, lorries,
railwvays, airlines do the actual JoS of transporting men
and material from one place to another; financial
institutions provide the needed funds; warehouses pfovid.
the storage facilities; the advertising agenciea, the

insurance companies etc. These are all facilitating
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institutions, for they effectively facilitate the marketing
operations., Under this approach, much importance is

attached to institutions rather than commodities,

3« The Commadity approagh : Under this anproach
- the major emphasis is focussed upon the commodities,
Particular commodity under study (say, nilk, pedha, wheat)
is selected and is theroughly followed from the place of
Torigin t1l1l 1t reaches the final consumer or user. The
source of supply, the nature and extent of demarnd, the
purpose of its need, who needs it, who sells it, the
niddleman used, the oparations under taken at various stages

atc. Such and gimilar aspects are gtudied,

This method is concrete for it gives detail
descriptions of the syatem used for the marketing of each

commodity. BPut it is a time consuming process,

4., The Legigion-making approagh s "The nature of
marketing is such that it can te best understood 4f all

these three approaches ( funotional, institutional,
commodity) are used in covering various aspects of the
subjeot."a

This is the latest approach in which marketing is
studied from the management's point of view, It ism a

combination of all the three approaches. The management
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analyses the altermative factors, study the pros-and-cons
of each alternative and decide t¢ pick the one in which
the risk is least.

Thusg, this management approach can be regarded as
the test as it combines the advantages of all three approaches
while ignoring the disadvantages. Iut, unblasgsed, right

and timely deciasion iu expected from the management.

1.2 3 Zhe Market : Meaning and lefinition 1

The term'mariket' has been derived from the latin
vord *Marcatus' meaning trade or a’placo where things are
bought and sold. Commorly, when we aspeak of a market, we
refer t0 a place where things are purchased and sold and
where the purchasers and the sellers physically meet. Hut,
in Marketing, the scope of the term 'Market' is more than
this, It has been defined as "a centre about which or an
area in vhich the forces leading to exchange of titls to
a partioular product operate and towards which and from
which the actual goods tend to travol."13 The term market
ircludes Poth place and region in which buyers and sellers
are in free touch by means of mall, telephone, in person,
| c=2blae, telegraph to exchange or agree to exchange the
title to product. An economic market is said to exist
"wherever and vhenever the buyers ard sellsrsof goods and

services meet in search of opportunities for the adjustment
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0f their mutual interests and transact business in an
atmosphere of free and open oompctition."14 In the words
of Philip Kotler, "A market ia the mset of actual and

votential buyers of a produet."s

Thus, as the society grows and advances markets
does not remain as a mere physical place where buyers and
sellers meet phrsically. But, srith modern means of
communications and transportation, a nmarketer can advertiae
his produot effectively, accept orders of thousands of
suatoners over telephone and deliver the goods within no
time at far off places. Without having face-to-face ocontact
the needs can be satisfied., A milk dealer for example,
gives advertisment in the moming news paper, about the
avallability of milk, collects orders over telephone by
530 a.m, deliver the milk vans to various places by
6.30 a,m, collects the cheques by 7.00 a.,m, and thus the

consumers are enabled to use milk by 7.00 an.n,

Clasgifigation of marketg

Markets have been classified variously on various
basis. The nature of bthusiness, the nature of com-odity,
tke position of seller, the area covered and the time of
dealinzs forms the tasis, Briefly markets can be oclassified
into following categories
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t. Cn the basis of geographiocal area,

- 2s Cn the basis of volume of tusiness,

3. On the basis of nature of commodities,

4, On the basis of the position of asellers, and
5« On the basis of the nature of transactions.

1. Geographiocal glassification of market : lNarkets
are further sud oclassified into the following four
categories, looking to the area covered : a) Looal Harket
b) Regilonal Market, o) National Market, and d) world
Market,

a) Logal karket s This market covers & very small
locality say a village, town or a few villages, ZIuyers
and sellers from the same village or town are seen in this
market, It provides a place to expose the products and
inmediate cash to sellers. The concenteration process
starts from such local markets. The facilities like storage,
o=emzrading, brending, finance, insurance are not available ==

in such markets.

b) BRegional iiarket_: Such markets cover the whole
regions, say a few towns together or !éw dintricts togzether
form a regional market. The process of concenteration
is done to a greater extent in such regional marketa. The

farners, the middlemen and their agents or manufacturer's
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azent are sesen in these markets, various facilities like
finanoirg, bvanking, insurance, grading, storage,

standardisation are available in such regional markets,

¢) Kational market 3 The national market covers
the whole geographical toundaries of a nation., There are
certain commodities for whioh demand exist in all parts
of the country, ror example, jute, cotton, wheat, rice
is demandéed and supplied throughout the country. The
citizens of the same country play their role as buyers,

gellers and as middlemen,

d) The world merket : This market cover the buyers
and sellers from various nations., The advanced means of
tressport, communiocation, storage, international finance
has helped markets to grow beyond the political and
georraphical boundaries of the nations, Today, even the
perishalble products like vegetatles, meat, fish, milk

products are having world market,

2. On the Ybagis of yolume gf lusiness frangacted :
Ca the basis of the quantity of soods purchased and sold,
the narkets are classified into : a) wholesale market and

b) retail market,

a) iholgsale market 1 Under such markets goods
are bought and sold in large quantities, It is a link
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in bvetween the manufacturer and the retailers, Az the
manufaetu;ors find 1% diffioult to contact and sell in

amall quantities to a large number of retailers and retailers
are also handicapped due to financial shortages, hence,

a middlemen in between the manufacturer and retailer

ocome into picture that is the wholesaler., He purchases

in large lots from manmufacturers and sells in smaller lots

to reteilers.

b) igetaille market ;3 Herein goods are purchased
either from wholesalers or from manufactuers directly and
80ld in small quantities directly to the final consumers,
Zasy access 1s the main advantage of such markets ¢o
..-—cOngumers and to the manufacturer, such markets provide ... .

the information about changes in Luyer behaviour,

3. On_the kagig of nature of goxmoditieg : There
are two broad groups of markets divided on the basie of
the rature of commodities viz., commodity markets and
the capltal markets.

Colnmodity markets : On the basis of the nature of
the commodities the markets are named after different
conmodities. There are manufactured =zoods, semi-
‘manutacturwd goods, agriocultural n~oods etc, Lifferent

commodities are used in different ways. 3Some are directly
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.onsumed while there are sone ~oods which are processed
pefore Iiral use, OUn such basis commodity markets are sub-
divided into :
a) Produce exchanges,
b) Manufactured goods market, and
o) Bullion market.

a) Produce gxchanges : These are well organised
markets for raw-materials and are found in industrially developed
cities. :zach market is governed by its own ralea =rd
regulatioﬁs. Jingle commodity is dealt in each narket tut
there is no restrictions for the sale of other coimodities. The
jute exohan je in Jalcutta, the cotton exchanze of Ilombay thse

wheat exchan~e of Hapur, kKarachi, Chicarso are s3one of the examples,

b) The manufagtured rogoag maxkets : These are the
warkets lfor manufactured ard semiemanufactured gocds. or
example cotton and jute yarm, fibre, leather oods, machinery
9tc., are scld ir suoh markets, A few such arkets of national
i.portance are the gunny trade exchange Jalcutta, the leather

é..chanze, kanpurs the piece-goods exchanse of Tombay etc.

c) The bullion market : These markets deal ir -old,
gilver and precious stones. These are well-or-anised
markets and are found only in developed centres of the world,

“or exanple at lelhi, Lombay, Calcutta, london, liew-Iork etec.
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Capital markets : Capital is essential for
development, Today's business is so large that an
individual's surplus form just a meagre amount of whole
capital, Various forms of capital is needed at various
stages of businesa. Further short period and longer period
financial requirements are their. On this basis, capital
markets are sub-clasalified into

a) The money market,

b) The foreign exchange market, and

¢) The atock exchanze,

a) The money market : Dr. Lorenzo has defined
monsy market "as that seotion of the capital market which
i3 concerned with short-term loans for finaneirg current
busir.ess operations®, It means and includes all those
finanoial agencies which are concerned with the collection
of surplus savin s from the public and allowirg the needed
firns to borrow loans., This market provides loans for a

short period to meet working business requirements,

b) The forelsn exghange market : ILr. Lorenzo has
éefined this market as "the other section of the capital

market which facilitates the operations of business
tronsactions tetween two or more countries usirg different
forms of money arnd the transfer of capital for a lonz

period is called the foreign exchange mnrket."
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It is an international market concerned with the
supply of currencies of different nations needed for the

fiaport and export trade of a country.

¢) The stock gxghange : It 1s a market dealing in
the shares, debentures and other securities ol various
companies, The long-term financial requirements of
conpanies is met by such markets. 1t is a highly speciaslised
market and usually command a very wide area of operation,
Caloutta, Iombay, iiadras, Lelhi, Bangalore are the established
stcck exchanges in India,

4., On the basgis of the position of sellers : On the
basis of the importance attached to sellers the markets
have been classified into the following three catesories

a) The primary market,

b) The secondary market, and

¢} The terminél market,

a) The primary mayket : It is a market situated in
a loecality, The farmers of nearby areas btring their out put
to sell as it is not corvenient for them to take the same
t0 the seconaary markets of blg citiea, The wholesalers
tieir agents and co-operative socisties operate ir such

markets,

b) The segondary market : This is a wholesale
market in which the wholesellers aell the goods to retailers.
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The quantity of purchase and sale is relatively large in
such markets hence final consumers do not ocome into picture

ir these markets.

¢) The terminal market : It gives a full atop to
the journey of goods from the places of production to the

places of consumption. The final oconsumers purchase the

- goods from retailers in smaller quantities for their own

use or consumption,

5 On the besig of the nature of trangactiop : On
the btasis of the nature and mode of btusiness transacted,
the markets have been clasasified into two categories viz,.,

the spot market and the futures market.

a) The spot market : These are the markets in
which buyers have to pay for and accept the delivery of the
goods on the spot immediately or within a short time and
the sellers should bve ready to give delivery of the goods
of =2 particular grade on the spot., Heady delivery and
acoeptance of such delivery is the btasic feature of

spot market.

b) The futures market : It refers to those
transactions of an organised produce exchange where in the
agreenent 13 entered in between the parties. 3uch

agreenent is to deliver a partiocular grade of products
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in fixed quantity after a future date. The price wil) te
fixed either at the time of enterinz into contract or will
bte fixed later on as per the terms of agreememt. IHence,
in such markets, a promise is made to deliver and to pay

for a specified grade of goods on sone future date.

This is Just the btrief classifiocation of markets.
Apart from this markets are olassified on various basis,
for example on the basls of free inter-course, markets have
been classified as perfect and imperfect markets; on the
baslis of producera and middlemer the markets are clasasified

a3 the consumers mnarket, producers market, reseller's market.

Market Jegmengafion

The term market refers to the agzgregate of all demands
for a particular product or service. It conasist of thousands
of individual ocustomers or hurdreds of groups of customers.
These customers differ in many ways. They differ in their
vants, income, locations, buying attitudes, age sex, culture
etc. All the customers may be in need of the same thing,
tut the ways of satisfyirg those needs differ from ore
group o° customers to another, for example, need of cloths;
one group may cover its btody by purchasirg khadi cloth, the
cther by terewool and so on. In other words, each total
market co::sist of separate sub-markets with separate

features of their own, The ways ¢f approashing these
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different groups also differ and there comes "the need of

segmentation of market,"

Jtanton has defined the term market segmentation
"as the process of takirg the total, heterogenous market
for a product and dividing it into several sub-markets or
segments, each of which tends to te homegenous in 2all
significant aspeeta.“‘s In other wordas, it is the
development of different demand schedules in place of one
demand schedule for the whole market, 3Sach demand schedule
repreaents one of the various groups of a whole market.
For example, a market for ready made garments ocan Ve
divided into different sub-markets say or college boya,
for college girls, for sportsmer,, ior children, for office
workers, for workshop workers etc. A total market differs
in many ways but, a sub-market or a segment of total

market stands identical ir all its features,

Bageg for market_ sesgmentation : A fim can segment
;ita market in various waya. The method varies from product
_to product., The most important method of segmenting a .
"total market is to divide it into two sub-markets viz,,
the wltimate consumer's market and the industrial user's
norket, the criteria being the purpose of purchase.,
Ultimate consumers purchase for their own use. They

satis?y thelr own non-business wants and constitute
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consunexr market, Industrial users - .are husiness,
industrﬁa;,institutional organisations vho buy »nroducts
or sarvices for use inr their business or for makine othar
produotas, Milk oan be purchased by houase-wifs for using
in morning coffee constituting consuuner market, {n the
other hand if the same milk is ocolleocted by a dairy like
K. 4.¥s for processing it into powder or other milk-product
then éniry is an industrial user and constitute ihe organ
of industrisl market.

The sesmen tation of all mar ets into two groups-
consumer and industrial is extremely important Irom the
marketing point of view, As the two markets tuy dilferently,
different marketing programme is to be chalked out depending
upon vwhether the purchaser is a final consumer or an

industrialist,

The middlemen also constitute the separate ané major
segment of market as they purchase neither for thelr own
censumption nor for further processing. They purchase for
resale either to next middleman or to finel consuner, As
suoh the marketing programme, product, design, package,
ingentives, distritution, pricing, promotion- for such
*i4iddlemen’s Market is to bte differed,

A consumer marxet can still be sezmonted on the basis
of common consumer charasteratics, sushk 23 ags, sorx, income,

education, regions, nations, languages etc,
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Table 3 1.1 & Hajor variables for consumer market segmentation

Variabvles s Typrioal Breakdowns
Geographls
(‘fg.,
Regzion 3outh India, Xorth India, Zentral India eto,.
States Uttar Pradesh, Maharashtm, lamat:ka,
Temil Nadu, Jamm & Kashmiy, <eat Bencal ete,.
Cities Josmopolitan, 3t~te ecapitals, .iatrict
Lead quarters etec,.
Denéity Zural, Urban, sub-urbar,

Clinute

lear rachic 3

Age

Jex
Fanily size
Family 1ife cyocle

Incone

Qeoupation
r

sducation

rationality

FPoych hie @

1ife style

Feraonality

. Jehaviorigtic

I= f aga Oooasion
Benefits sougbt
User status

Usage-rate

Brand loyalty
Asraroneas atarce

Attituce toward
procuct

yclume H

Arid, semi~-Arid, Jold, samm.

3 months to 3 years, 3 years to 6 years,

6 years to 11 years, 12 years to 19 years,
20 years to 35 years, 35 years to 50 years,
51 years and above,

Male, female.
2 magmtera, 3-5 members, 6 members and abtove,
Child, adolscent, adult, youn; narried,

couples with one or two issues, couple with
more lssues, old,

Upto Rs. 3,600, is. 5,700, Rs. 12,700,
K8, 18,000, d4s. 24,000, Rs. 36,070 and above.

Jtudents, house-wives, professicnals,
businessmen, officials, oral’tamen, technicians
farmers, wrostlers eto,.

Illiterate, literate, lLiigh-school, graduate,
Post graduate.

Indian, American, Australian, Arebian, British,

a Lower-poors, poors, lower-niddles, niddles,

lower=uppars, upper=-uppers.
2yraditionally-superstitious, moderate-
traditional, faghionadle, active-advancing,
ploaauro-seekira.

Gremarious, suthoritarian, ambitious,
thrifty, dependent, independent.

Regular ocoasion, .pecial occasion.
Juality, service, economy, atatus, distinotion,

tegular user, first-time user, potential
user, Bx-user, lon-user.

Heavy~-usa~e, medium-usage, licht-usage.

aprd-core loyals, soft-core loyala,
shifting loyals, switchers.

Unasmre, aware, informed, intorested,
desirous, irterdinn to dbuy.

snthusiastie, positive, indifferent,
negativo.‘hpstile.

uvftua of purchaze imlk, small-scale, medium-scale,

Jource s Adopted from Philip otler's "trinciples of .iarketing®

Pa e 17T.
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Thz’above classifioation is not the water-tight
compartnents for segementing a market, Consumer
ocharacterstics usually involve a large number of varialtles.
Therefor, market can be segmented not only under a single
tase but through a succession of bages. For example, a
given market can be segmented as per region & state-wise
in the firat irstance, Then frnily size, a~e, sex, inoome
can be used. This oan te followed with the personslity
traita, the brand loyalty, benefits sousht, awamess stage
and the volume of purchase, In faot, the aim is to go as
deep as poasitle in segmenting the market so that, the
moat attrgativo and relevant segments suited for the given
narketing programme is chosen out of the total heterozenous
market., Once the needs and characteristics of the customen-
grcap are brought into clear focus, the marketing appeals
can he made to f£2ll exactly in line W th the resuirements
of the customer-zroup. further, when the customer-sroups
are apprached after careful segmentation expected response

would te forthooming from then,

Thua, by tailoring narketing progranmes to pinpointed
market seguents, a firm can 6o a better marketing job and
make more optimum use of availatle resources, Through
market sezuentation all customers of all sub-nmarkets can be

satisfied, Iecauss, the products are desimmed to match the

BHHD  DALALADILD KIMDGL vee us DEWE
B AJ UNIVERSITY, KOLHAVWE,
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needs .nd desires of such customers, the size, colour,
contents, packages are developed only after taking into
agoount their tastes and aspirations and finally, the
prices are fixed after giving due weightage to their
ability to pay. In this way, full satisfaction of the
less or unsatiafied zroup is made poasible through

rarket sezrentation,

Harket govereze 3

Market segmentation by itaelf will not zuarantee
succeszful marketinz, After market scgmentaﬁon the fimm
has to decide how many segments are to be covered. The
firm can adopt any of the following three market—-coverige
strateslies :

a) Undiffererntiated marketing,

b) lifferentiated marketirg, and

¢) Concentrated marketinsz,

a) Undifferentiated narketing : Under this strategy
different narket segments are ignored and the whole narket
ia regarded as a single soémont. The more common needs of
gonsuners is identified and tried to fulfil by offering a
single product, A single market offer is made to gover
the largest segments of market, MNo doubt such a policy
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results in more economies in produoction cost, distribution
co3t, promotion expenses etc, but 1t is not free from
risks, Although soms products are suitable for a large
punter of people but "it is rarely possible for a product
to be all things to all people.” The result is either
dissatisfaction or under satisfaction of somne of the

market aesments,

b) Lifferengiated marketingz s Under this stratesy

differer.t market se-ments are covered with differert
products and marketing programme. The product and marketinrg
programme is designed tco suit every purse, purpose sné
personality, The firm aims at going more deeper in each
segnent by identifying different needs, tastes ard desires
of each segment. In this way the total sales are increaseq,
repeated purchases are ensured and more satiafaction of a

larze number of market segments is assured,

However, this policy increasss the costs like
vroduction cost, inventory cost, promotion cost, research
and development cost etc. DBut, such a high cost is
balanced from increased total sales of the fimm,

¢) soncerirated marketing : This policy tries to
cover a large share of one or a few sub-narkets. This
policy forces the firm to concentrate all its marketing

efforts in a singzle segement, The {irm zo0es much deeper
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to meet the full needs of the segment it wishes to serve,
As such, it earns special reputation for its products
within the segment., The fim with limited resocurces can
eart: a high rate of return on its investaent, However,
this limiting the marketing operationa to a particular
segzment 13 harmful vhen a sound competitor enters the

gane seguent.

After segmenting the total market, the differentiated
marketing is preferatle where the firm i3 having large
resourced. A fira with linited rescurces may zo in for
concenterated marketing, Undifferentiited marketing 1is

chogsen only where market i3 homogenous,

143 Channels of Ligtridution 1

Goods chanze many hands befors they reach the final
consumers, The services of a larze number of middlemen is
used to place the zoods into the hands of final user, This
channal of distribtution has been derined as "the route
taken by the title to the product as they move from the
producer to the ultimate consumer or industrial user."‘a
A channel inoludes both the producer and the final user
plus those middlenen like wholesalers and retailers who
pay for and become the owner of products for resale

sonetimes, the middlemen like agents are also ircluded in
the ckarnel, 3uch agent middlemen, althourh do not take
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title to the product tut they are included for the aotive
role they play in the transfer of ownership.

The facilitating institutiors like banks, transport
serviées. insurance companies eto, are not ircluded in
the charnel for they do not take the title to the produoct.
A chernel for product comes to end uwhen the product is
changed in its form, For exanple, milk is collected by 2
local milk-colleotor, he may supply it to the local
co=-operative diary, the diary will su ply to a large firm
vhich will te prooessing that milk into Gheey Ghee will be
supplied by this firm ¢o a dealer, dealer sells the Ghee
t0 retailer and from their the final consumer will purchase
the Shee, In thig case, at the processing unit the =ilk
i3 converted into Ghee and as tre shape of product is
chanred the charnnel for milk ends and a charnel for Ghee

atartas.

Zagtorg affegting ghannel selegtion : A channel
play an important role in determining the efficiency and
cost of distribution, Hence, more care is to be taken while
selecting the particular channel and the number and type
of middlemer.therein, The producer nay adopt selective
sellirg policy, exclusive a -ency or he may use & larze

nunber of middlemen to distritute his products at every
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converient points. <The channel may te selected on the

basis of following fauctors 3

{. the nature of product,
2. the size of the market,
3. availability of capital,
4., mapagement's poliocy,

5 the sellins cost,

6., the degree of competition,

The rature of the product determines the number and
type cf middlenmen to be used, Accordingly, a product may
te perishable or durable, consumer or induastrialiast, a
luxurious or a nesessary product, For necessary and
oorsumer products the large numter of middlemen are to be
used, ror remaining products the channel may be

relatively short,

The size of the market also determines the lensth
of the channel,larger the asize, lenger will be thse channel,
T™The finencial position of a firm helps to undertake the "
marketing activities by itself or to use the services of
middlemen., If surplus capital is avallable after meeting
the manufacturing processes then the firm may think of using
thls capital in undertaking distrilution work, Jeleotion
of the right middlemen a:.d the number of middlemen, depends

A
5977
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again upon the managenent'’s policy. Some times,
management may decide to use the surplus capital in
expanaion of business rather than undertaking marketin

operations, In such cases, it has to depend upon middlemen,

The percentage of selling cost in total coat of the
product also determines in choosing the chain of middlemen.
1£ the selling cost 1s negliglble than marketing work can
be assigned to middlemen. On the other hand, if selling
cost oonstitutes major portion of the tot:l price ther the
£irm may limit its number of middlemen, Further, if
ocut-throat competition is there then to control the narket
a firm can open its own retall branches instead of relying

upon middlemen who represent too many competing manufacturers.

Un the bvasis of abtove factors, the channels ¢f
distribution can be classified elither as dirsct channel or

as indirect channel,

=izsgt chanpsl
Producen-to-consumer;
a) bLooreto-Docr sule,
b) Hail order sale,
o) O(wn retail centreu,
) Sale at fuctory gute

e) Sale through mechauiocal devices,
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Indirect channels 3
1, Producer-to-retailer-to-consuner,

2. Producern-to=vwholeasalers~to-retallen-to-
gongumer,

3¢ Producer-to-agents-to-retailer-to-
consumer,

4., Iroducer=to-azents=to-wholesalers-to-
retallers-to-consumers.

SROPHCER

Zxhibit-I1I ¢ Major chavgela of distribution for acnsumer
productsa,
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1. Ergducgr-{o-gonsumgr ghannel s This is the shortest
and the most simple channel of distribution., It involves

no middlemen, The producer may appoint his own sales

forbe to visit house to house and sell, the goods may be
g0ld by poat 1f the product is portatle and consumers are
literate or the £irm nay decide to estadlish 1ita own retail
gsentres 10 control market, to meet competitior and to
elinirate middlemer's commission., Murther, sales may be
made at factory's gate or sale's vanding.machine may bdbe

inatalled at various localities,

2, Producgr-jo-retailer-fo~gonsumer ghannel : Llarge
retail stores like Janata Bazars, 3uper Harkets, lLepartmental
3tores etc., purchasgse directly, in large quantities from
producers. The share of wholessler from the firsl price

is elinirated under this chennel.

3. Eroducgr-}o- wholesaler-to-retaller-to-gonsumer

channel : This is a traditional channel of
diatritution used in casze of consumer products. Those
retailers who operate ir smzller scale and those producers
who are unatle to divert thoeir attention from production
side find the 3ervices of wholasalers most useful, ¥Wide
and scattered market can ta covered effectively only
through this nethod, Tihose products whish avre to te
distriduted at each point of convenience are to be marketed
through this chanrel,
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4. 2?9#99!¥H§9~aﬁ!ﬂ$r§9°lpﬁﬂilzﬂzterﬁpﬁﬁ2ﬂ!? ghannel :
3ome producers prefer to use the services of their own
ager:ts or brokers, to reach the retail market, The whole~

saler, who represent many aompetitive producers, is

avoided and retailers are ercourazed to push up the products,

5« Ergducgr-to-ageri-fo~-whglgsaler-fo-refailer-to-
gonsumer channel ¢ Those producers vwhose area

of operation extends beyond geozraphical boundaries of the
nation or who want to serve the entire national market make
use of this ochannel, Hence, products will be passed on to
various wholesalers through their agents, the different
vholesalers will be disposing of the products to snaller
retailers, who in turn places the products in the hands of

ultimnte consumers,

This is the broad classification and not the
wvater=tight-compartmnent. The firm, depending upon its
marketizg polioy, may alter the channel. The length of
the channel and the number of niddlemen depends upon the
intensity of distribution., The channels of distribution
and middlemen therein are always on $xrial, and changes
oocour constantly. :‘1ddlemnen survive only when their
existence is economically sourd and socially desiradle,
The new channels and middlenen arise to do nex tasks or to

d¢ the existirg tasks more better.
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Legernining ingenaity of distribution

After decidinz upor the zeneral channels o%
distribution the next job of a fim i3 to deternine the
intensity of distribution. In other words, the number of
middlemen to be used at wholesale and at retall point is
~tc e considered., The following three methods are available
for a fim

a) Intersive distribdbution,

b) 3elective distribution, and

6) B8xclusive distribution,

a) ;izs_eg.,s;vg distridbution : This policy is adopted
by the firms manufasturing consumer convenrience zooda. Ais
the consumer do not postpone his purchase for non availability
of a partioular btrand at his convenient locality the firm
haa t0 use a large number of middlemen, The firm has to
make uae of services of every retaller where final consumers
reasonably look for the product, Under intensive distridution
the turden of advertisirs and promotion rests upon the

marufasturer,

b) Jelegtive distribution : A few middlemen both
wholesalers and retaillers- are selected for distribution
of producta. The ocustomers having brand preferences are

to be approached through this method. The fim will bte
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selective in choosing the retailers, As a result, he

selects few and not all the retailers, The firms producing
congumer shoprping or speciality goods prefer this method

to market their products., The risk of bad debts and high
cost of approaching a large army of retailers under intensive
selling is avoided,

e) srclusive digtribution 3 It is an agreement
in between the firm and the middlemen. The firm promises
to supply its products to a partisular middlemen in a
particular market-territory. In retumrm, the middlemen
agrees to devote full attention to market the firm's products.
s0ue times, middlemen are not allowed to deal in competitive
products., The producers of speciality goods usually follow
this poliacy.

The intensity of distribution depends upon the
factors like nature of the product, marketing policy of
the fimm, competitior in market, buyer's attitude towards

pioaucts and their brand etc,
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