SUBJECT: MARKETING MANAGEMENT

Module 1: Basic Concepts of Marketing

1 Marketing - Nature, Scope, and importance of marketing

Meaning and Formal Definition

Marketing is a comprehensive, societal, and managerial process by which individuals and organizations
obtain what they need and want through creating, offering, and freely exchanging products and services
of value with others. It goes far beyond simple advertising or salesmanship; it is the strategic art of
discovering un-served human desires and building matching value pipelines that result in profitable,

long-term customer relationships.

According to the Father of Modern Marketing, Dr. Philip Kotler: "Marketing is the science and art

of exploring, creating, and delivering value to satisfy the needs of a target market at a profit."

Nature of Marketing

» Customer-Centric Focus: The customer acts as the absolute center around which all business
activities revolve. Marketing dictates that production must follow customer needs, reversing old

manufacturing models.

* Dynamic and Evolving: Operating as an open system, marketing constantly adapts to shifting
macro forces such as changing consumer lifestyles, economic indicators, and digital

transformations.

* Pervasive Integration: It is not a standalone silo department. Every single corporate function—from

engineering and finance to last-mile logistics—influences the ultimate customer experience.

- Dual Art and Science: It is a Science because it relies on structured data analytics, psychographic
profiling, and rigorous market research. It is an Art because it requires creative storytelling, brand

building, and emotional connection.



Comprehensive Scope of Marketing
The operational boundaries of marketing expand across ten core entities:

» Goods: Physical, tangible items that can be manufactured, stored, and distributed (e.g.,

smartphones, vehicles, apparel).

* Services: Intangible, inseparable, and perishable activities or benefits (e.g., airline travel, banking,

hospitality).

» Experiences: Orchestrating multiple goods and services to create an unforgettable personal event

(e.g., Walt Disney World resorts).

» Events: Promoting time-bound, high-profile occurrences to targeted audiences (e.g., the Olympic

Games or music festivals).

* Persons: Building personal brands for high-profile individuals to maximize market positioning (e.g.,

athletes, celebrity artists, politicians).

* Places: Marketing geographic locations to attract tourism, corporate investments, and talent (e.g.,

"Incredible India" campaigns).

* Properties: Intangible ownership rights of either real estate or financial assets (e.g., investment

banking portfolios).

 Organizations: Building a positive institutional reputation and trust among public stakeholders (e.g.,

"Google: Do the right thing").

* Information: Generating, packaging, and distributing data, knowledge, and educational materials

(e.g., encyclopedias, research journals).

* Ideas: Promoting fundamental concepts, social values, or behavioral modifications for public welfare

(e.g., anti-smoking drives).

Importance of Marketing in the Modern Economy

Marketing serves as the engine of business survival and economic development. On a **Micro Level**,
it drives business revenue generation, uncovers new market opportunities, builds long-term brand
equity, and establishes consumer loyalty. On a **Macro Level**, it facilitates the smooth distribution of
goods, generates employment across logistics and creative fields, improves the general standard of

living by introducing innovative solutions, and bridges national supply-demand imbalances.



2 Concept of marketing: Product concept, Production concept,

Selling concept and marketing concept

Organizations approach the marketplace through distinct strategic philosophies or orientations evolved

over corporate history.

The Five Core Marketing Philosophies

* 1. The Production Concept (Industrial Revolution Era):
» Core Assumption: Consumers will favor products that are widely available and highly affordable.
» Managerial Focus: Achieving high production efficiency, expanding mass distribution networks,
and driving down unit costs.
 Real-World Example: Henry Ford's early Model T automotive strategy, characterized by the
phrase: "You can have any color you want, as long as it's black." It works well in hyper-demand,

undersupplied developing economies.

2. The Product Concept:

» Core Assumption: Consumers will favor products that offer the highest quality, performance, and
innovative features.

» Managerial Focus: Devoting continuous energy to engineering premium product refinements and
technological upgrades.

» The Legal Trap: Leads to Marketing Myopia (shortsightedness), where management falls in love
with the product itself rather than focusing on the core consumer need. *(e.g., Kodak focusing on
refining chemical film instead of recognizing consumers wanted to capture memories digitally,

leading to bankruptcy.)*

3. The Selling Concept:

» Core Assumption: Consumers, if left alone, will ordinarily not buy enough of the organization's
products unless it undertakes aggressive, high-pressure selling and promotional efforts.

» Managerial Focus: Executing transaction-oriented sales drives, deploying aggressive outreach,
and closing deals, ignoring long-term relationships.

* Real-World Example: Typically applied to unsought goods—products consumers don't actively

think of buying (e.g., life insurance policies, encyclopedias, or vacuum cleaners).

4. The Marketing Concept (Mid-1950s Transition):

» Core Assumption: The key to achieving organizational goals consists of the company being more
effective than competitors in creating, delivering, and communicating customer value to its chosen
target markets.

» Managerial Focus: Deep consumer research, proactive market segmentation, and integrating all



business activities to satisfy target customer needs.
* Real-World Example: Amazon’s extreme customer obsession strategy, where reverse engineering

from customer frustration drives all product creations.

5. The Societal Marketing Concept (Modern Evolution):

» Core Assumption: The organization’s task is to determine the needs, wants, and interests of
target markets and to deliver the desired satisfactions more effectively than competitors in a way that
preserves or enhances the consumer’s and the society’s well-being.

» Managerial Focus: Balancing three competing pillars: Company Profits, Consumer Need
Satisfaction, and Long-Term Public Interest (e.g., environmental sustainability, ethical labor
sourcing).

» Real-World Example: Patagonia’s active corporate stance against fast-fashion waste, urging

consumers to repair old gear rather than buying new items blindly.

3 Marketing Vs. selling

Many business professionals mistake selling for marketing. In reality, selling is merely the final
operational tip of the marketing iceberg. They represent two fundamentally opposing business

philosophies.

Head-to-Head Comparative Framework

Dimension Selling Philosophy Marketing Philosophy

Core Focus Concentrates entirely on the internal Concentrates entirely on the evolving
needs of the Seller (converting needs of the Buyer (satisfying
products into liquid cash). customer desires via value).

Starting Point Begins inside the Factory walls with Begins out in the Target Market
existing product inventories. through rigorous consumer research.

Operational Deploys aggressive salesmanship, Deploys Integrated Marketing

Means high-pressure promotion, and (coordinating the 4 Ps: Product, Price,
transaction closures. Place, Promotion).



Dimension Selling Philosophy Marketing Philosophy

Ultimate End Achieving profitability through high Achieving profitability through long-
Goal Sales Volume maximization. term Customer Satisfaction and

brand loyalty.

Business Short-term perspective, focused on Long-term perspective, focused on

Horizon hitting immediate seasonal sales building customer lifetime value (CLV).
quotas.

Corporate Logic "This is what we know how to "Discover what the consumer is

manufacture, now figure out how to sell frustrated by, and engineer a unique

it to someone." value system to resolve it."

4 Marketing environment: Economic, Political, Social, legal and

technological

A marketing framework does not operate in a vacuum. It is surrounded by a complex, volatile macro-
environment that continuously exerts influence over brand positioning, supply pipelines, and pricing

flexibility. Successful brands execute continuous environmental scanning to adapt proactively.

Macro Environmental Forces & Business Impacts

* 1. Economic Environment:

Encompasses macro forces that dictate consumer purchasing power and asset spending patterns.
Key indicators include inflation indexes, interest rate shifts, unemployment levels, and currency
exchange fluctuations. For example, during high inflation cycles, disposable income drops, forcing
fast-moving consumer goods (FMCG) brands like Unilever to pivot from premium family-packs to

budget-friendly single-use sachets to maintain volume stability.
« 2. Political Environment:

The operational climate dictated by government stability, ideological shifts in leadership, trade
restrictions, tariffs, and global foreign policies. Political decisions can open or freeze entire corporate

sectors overnight. A prominent example is how sudden shifts in international trade relationships or



domestic pushbacks can force global tech giants to diversify their manufacturing footprints away

from concentrated hubs into alternate nations like India or Vietham to avoid tariff penalties.
+ 3. Social & Cultural Environment:

Shapes the core values, belief systems, dietary habits, demographic trends, and lifestyle preferences
of a population. Brands that fail to read cultural transitions face market irrelevance. Consider the
massive social transition toward personal health and wellness; this shift forced traditional beverage
giants to acquire organic juice houses and invest heavily in calorie-free alternatives to align with a

more health-conscious consumer base.

* 4. Legal Environment:

The framework of statutory legislation, consumer protection acts, labor welfare codes, and
advertising standards established by regulatory bodies. It defines hard boundaries for commercial
behavior. For instance, strict regulations on tobacco and liquor advertising force those brands to
develop alternative marketing strategies, such as surrogate marketing or lifestyle brand extensions,

to maintain public presence legally.

« 5. Technological Environment:

The fastest-moving force in the modern matrix, driving rapid product obsolescence while creating
new industries. It includes automation tracks, e-commerce networks, data analytics engines, and
artificial intelligence. The transition from physical movie rentals to automated streaming infrastructure
shows how fast technological forces can destroy traditional market leaders while giving rise to agile,

digital-first platforms.

5 Portfolio approach: BCG matrix and GE McKinsey matrix (with

real world examples)

Multi-product conglomerates use portfolio analysis tools to allocate capital across different business

units, balancing investments between stable cash generators and future growth opportunities.

I. The BCG Matrix (Boston Consulting Group Growth-Share Matrix)

The BCG Matrix evaluates Strategic Business Units (SBUs) based on two parameters: Market Growth

Rate (Industry Attractiveness) and Relative Market Share (Corporate Competitive Strength).

BCG MATRIX VISUAL GRID MAP



* STARS ? QUESTION MARKS

HIGH GROWTH | HIGH SHARE HIGH GROWTH | LOW SHARE

Market leaders in hyper-expansion sectors. High potential ventures in rapid growth sectors
Require massive funding to defend share. Turn but holding small share. Require heavy cash to
into Cash Cows over time. build or must face divestment.

CASH COWS DOGS

LOW GROWTH | HIGH SHARE LOW GROWTH | LOW SHARE

Established, dominant entities in mature Weak structural positioning in stagnant, slow-
industries. Low reinvestment demand; pumps moving lines. Tie up executive time with low
surplus cash flow to fund other SBUs. returns. Prime targets for liquidation.

Real-World Application: The Apple Portfolio Matrix

« Stars: Apple Services (iCloud, Apple Music, App Store) and premium iPhone
models, commanding dominant share in high-growth digital ecosystems.

» Cash Cows: The MacBook and iPad divisions. Operating in mature, slow-growing
global hardware markets, they require low innovation outlays while pumping massive,
reliable cash flows directly into Apple’s treasury.

* Question Marks: Apple Vision Pro (Spatial Computing) and Apple TV+. They
require immense research and content outlays in hyper-growth industries, but hold
low current market shares.

* Dogs: The iPod division. As smartphones consolidated media playback, it

experienced structural decline and was officially discontinued.

Il. The GE McKinsey Matrix (The Nine-Cell Portfolio Framework)

Developed as a more sophisticated alternative to the simple BCG grid, the GE McKinsey Matrix uses a
3x3 layout to evaluate business units. It expands the analysis by replacing BCG's single-metric
parameters with multi-factored composite scores: Industry Attractiveness and Business Unit

Strength.

GE MCKINSEY NINE-CELL STRATEGY GRID MAP



Industry

Attraction /
Unit
Strength

STRONG AVERAGE

GROW / INVEST GROW / INVEST HOLD / SELECT
Maximize Allocation Build Aggressively Niche Defense
GROW / INVEST HOLD / SELECT HARVEST / DIVEST
Defend Share Segmented Reinvestment Minimize Exposure
HOLD / SELECT HARVEST / DIVEST HARVEST / DIVEST
Harvest Earnings Extract Capital Liquidate Immediately

* Industry Attractiveness Factors: Long-term market growth rate, overall industry size, structural
profitability scales (Porter's Five Forces), macroeconomic pricing barriers, and technological entry

hurdles.

» Business Unit Strength Factors: Corporate market share, brand equity health, plant manufacturing

capacity, cost-structure margins, relative product quality, and proprietary R&D patents.

Real-World Application: The Alphabet Inc. (Google) Portfolio Matrix

» Grow/Invest Zone (Green): Google Search and Google Cloud Platform (GCP).
They hold immense market power in high-value, growing sectors, receiving massive
capital allocations to scale Al computing frameworks.

» Hold/Select Zone (Yellow): YouTube Premium subscription structures and Google
Hardware (Pixel lines). They operate in competitive, highly attractive spaces with
moderate, growing share, requiring targeted investment.

» Harvest/Divest Zone (Red): Google Nest or Google’s legacy hardware plays that
failed to gain market traction in low-margin smart home markets, leading to resource

re-allocation or winding down.

End of Module 1 - Basic Concepts of Marketing
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