MMBA125CCT

(Marketing Management)

(et -QfEDH Sl ST 2
(l/ 14 s
ik

A ezt
L? /zfgu/iﬁ.)ljﬂiﬂy‘

c«/w,’f.’«éb'ﬁ 29 Tuf



Copyright © 2025, Maulana Azad National Urdu University, Hyderabad

All right reserved. No part of this publication may be reproduced or transmitted in any form or by any means,
electronically or mechanically, including photocopying, recording or any information storage or retrieval system,
without prior permission in writing form the publisher (registrar@manuu.edu.in)

ISBN : 978-81-994080-2-9

Course ; Marketing Management

First Edition September 2025

Copies : 1875

Price . 130/- (The price of the book is included in admission fee of distance mode students)

Course Coordinator

Dr. Md. Rashid Farooqi, Assistant Professor, Department of Management & Commerce, MANUU

Editorial Board/Editors

Prof. Badiuddin Ahmed, Professor, Department of Management & Commerce, MANUU.

Dr. Md. Rashid Farooqi, Assistant Professor, Department of Management & Commerce, MANUU.
Dr Reshma Nikhat, Assistant Professor, Department of Management & Commerce, MANUU.

Dr. NI Mulla, Professor, CDOE MANUU

Dr. Irshad Ahmed, Assistant Professor Urdu CDOE MANUU (Language Editor)

Production
Prof. Nikhath Jahan, Mr. P Habibulla, Dr. Mohd Akmal Khan, Assistant
Professor (Urdu), Assistant Registrar, Professor (C),
CDOE MANUU Purchase & Stores CDOE MANUU

Section, MANUU

Mohd Abdul Naseer, Shaik Ismail, UDC, Syed Faheemuddin, LDC,
Section Officer, CDOE CDOE, MANUU Purchase & Stores Section,
MANUU MANUU

On behalf of the Registrar, Published by:
Centre for Distance and Online Education

Maulana Azad National Urdu University

Gachibowli, Hyderabad-500032 (TG), India

Director: dir.dde@manuu.edu.in_Publication :ddepublication@manuu.edu.in
Phone number: 040-23008314 Website: manuu.edu.in

CRC Prepared by

Printed at: Karshak Print Solutions Private Limited, Hyderabad




105
117

131
149

165
192

.://‘»’

&/}f{»/lﬁ;lﬂwr:)”%ujb
(f”“ ST Qb pe 20
YA 379, J S

e
;gﬂy‘it‘u/%wéf;gﬁoﬁutﬂ;}%
;gﬂy‘it‘u/%wéf;gﬁoﬁutﬂ;}%
;gﬂy‘it‘u/%wéf;gﬁoﬁutﬂ;}%
;gﬂy‘it‘u/%wéf;gﬁoﬁutﬂ;}%
;gﬂy‘it‘u/%wéf;gﬁoﬁutﬂ;}%
NIl PEsEE 228w f UV 5
AT PEsad a2 Ba i i, 2 1
AT eSS P65 a2 8o i i, £ 1
AT 6o a2 8o i i, £ 21
NP e pisiis 222 b E
AT IS pEsLiE 222 b1
AT ede) pEsesd 2ot b2

rcKé 1

AT A
J(u'dxa,f" S B
Jo

A deL
A

I

| BN

|| BNy
ddgusd

5
-6

-7
-8
-9

-10
-11

-12



play

e 1 e e § LTS F6 25 L b L o £ 1998MANUUDG 2904 F T
Gt d 7 & 1210 2Dl P (1) G Ll sbria Ve A+ 1S e bl
ST 12Ut binn o235 1 S @)t S A3 2L A5 b (e s 3Dkt Sl
A8 1SS #2020 $F ot EE e P e i L St e oo 6 K
e il S S

sife f b L Qe T Bt i dos 22 L L EE L 132 oot S (foa Kf,;/'aiﬂ‘zj./sém
—e bt ST N1 E L sl s a2 KU o s 350Ukt LS /zfgj;ul-aaduur Sl 50
e & AL K ST L LS a5 ik A A £ 5L 202088101 4004
U032y Ll i il Ure & AT e L Qs s Sty & s Jss s s [ 7
U 2 ety 72K A 2 I 30 S U o i B s 3 F = Ur? etz
Ko 214308 E

35135 CDOB)H ST 38 65 gl Lot S LA™ L L b FueTon (et
e bt G SSLMDss QL1 U il

Lﬂ/’Wui’)ir,-‘LG/ A1 23tk SLM L LML B Tmdnt MANUU) § g sssd % s
vk < (Management and Business Administration) w47 812 3 ssize sped iz iz
S s24 eSLM QA A S talsdeamaiin L5 g pd e LSk st S S Ut

—e W d Liyiseio potlocs

K.:ftfiu(u!.l;'/u((¢/:4(.ﬁ)¢fuu!’;&ﬂx@)z_uq-éungfu;wfé awjﬁuﬁJﬁgwfgu?iw;é
G oS K CinSr§ (SLM) srdlisd Lelwr§ 6L B FouTmdisboe fnls 2 rd e
SISy XN Pl S RS RSN RSV O ot e S ol e emiedid £

LG b S 52y S Mt L g f G ad L5 oty L un b6 £

| AL Uil

u’j I 4 g

eIl



play

L'uy-wg.jtéiujsc;(i; wpuiS SISy et (;u 4/)75(5; B e g LU A (1” Aol ssms2
L'Uy‘-gl/_}/b?ﬁg)Kff’jéuﬂﬁu’tc_:,35L(?%ii.ﬂiz/&/ognﬁu‘:wd/ﬂfLi,éLz ishE G sl FE T
et 1) s i 2 2004 T K A L Qe e 10 ST AU 19985 s g a F¥ T
LL sl )

6 i g gl 112 o L4 (ODL)E S U 3 st s S ALt S B2 b 2 A 8 e Bl 56.y
ETAS DL A e it Qs B35 Gmtto 85 L QSIS5-5 G et B UH(CDOB) S 10 Tad 3
G SCr I D5 iG sgan FE et £ Lot fl s o £ N L isd S S0 ot S yrini gl S
Szl LL/J%Q{wizﬁw/ziw;df-u’&g/m&y;m“L[}/ﬂ/';,wJﬁg/:g)uy’»&uw@wsz
L i frage Loz (Self Learning Materials)sis* QL4157 L) J/w(CBCS)H’/ s
B N6 WS )L Lo L i JES 24 e w6l Loy
AL PGS sy 2B o 333Gt P et e s (A DAISCDOE)H i e Toai™ 6 i
e UK 184 I b £ 2020-3081671=- 2025 $82 L G135t de 80 28 348 Ui & AL
202620250k - dosu 2 ISP VG 3S e P  W S130 £ s ot U s g AL Kl 5 i ee
— U e e S s g

LI AT 2) s P S s i WS G o 0 s B sy F s ) P Jf 9 £ dor S
y,go?Lw;’vd‘?/,w,'ﬁ/u'_‘agﬁs&ﬁj—%_,gu:m,;,uwLuu_9gfcm,¢<;@*,.QK(J;W,W,
j,gnﬁ”bt&}&/-uf@Jﬂ/@yy/dwﬁm;df;/jﬁw%&’;@ cﬁ,.,“C.)’-‘“ruf,/?u:fm(LSCs)}‘“;;g‘/’/upr_ﬁ?v
et AP LG L FISTS 2 e sy e v ey 635 Tt oS e s it
(Centre for Distance and Online % %1y o/T/ U A ke §(SLM) B ok L L b

L fgg,‘g»gsﬂ}w = il ¥ Lﬂf s (BT Uui’;&ﬂw&);i_d_émﬁi oL -2 (Education)
..al?Lruf,/?u:«’u;n'éu?f‘L&Uﬂ/’u‘-’;JMJ.;J%M,AUf-di“AL;Jr/gf,lb -ugféﬁu)4¢!vwfw@
e T =8 Ut A Lo e bt S 2 B Ui
,gif;aw“iiflbufzf%g@u‘f(w(ﬂ%dugﬂ (Remedial) SAs05e Lé.l;,}!fﬁgz»uiwi,%uwiﬂ;’%ﬁm
B AN S ot P P

SBL IV I (f'j ¢ (Management and Business) s/ ,ﬂw‘}'uri/ ;4(ué)JUuT;JWG)4.I,Q,@ S ﬁ;élgu( 4
LL/J%;,/W;U,}:;,J‘;jvngvd:w&ﬂ/(wLuéﬁwakﬂﬁﬁmtf;/ﬁ;uu/ﬂuté_&wﬁ”wész
KA e

oo, f g
ISIISss s



el 1S (98

Wy

/%,«ut'&f WAy ST S ST, s e ST QLY S6MBA
See Ut w2 ad ks st 56 £ d EMBA AU sty W05 1)
Jr £l S Tzl U Uity Loy ,-uﬁﬁ A e QLT s L(ODL)(’{; duket
Suster S SN b

é’{/}bﬁ’{mﬁ:’Jﬁfakr}r-ﬁu%';lra’l/L:)L’ou;lzl;)ﬁ/ Sepd E iy S s
(L PIL S earee L3 £ S e dre s 1018 224 poe VW PE27 Sot
ML&LJK’L}&ﬂ“+wy(?fuﬁ)fxiﬁ@/gt)‘”(ﬁJ&Kﬂuﬁé&dmﬁﬁrtﬁliéﬁr_‘a&gd/ag
(Self-rs €35 ¥ o e £ 7 E Ut e §31 25 i & 1 -5 S aloi &
_u;zé Jassessment)

SUIN? K05 s J/g;“ SotesteEvbonc LW ASL St iler 2 s S
b Sl

FLG A i Jbs )L TNy KnGF Sk K3 (SLMD st QU155 B2
-Knﬁ?uﬁuﬁLu%ui;4/ BEAAP Ae? oIS o107 S 45

i L7 _‘LJMLK S Al ottt Sz SSLMDsir L5
s neatiair L Ll o= sl U, S La,yl_‘ajlf /é(uu(CDOE)f«Q FUSTsI o

e JCU A a L BN o e e S g e S i

ﬁfdfﬂfu&/



TE L _1 3¢

(Introduction to Marketing)

Structure A7 é Kl
Introduction 1.0
Objectives »E 1.1
Meaning and Definition of Marketing (x'ﬁ” sy PSR 12
Importance of Marketing B
Scope of Marketing SEEEL 1.4
Introduction to the Elements of Marketing S P LB 1.5
Meaning of Marketing and Selling prf”‘ K fu A 1.6

Consumer Market and Industrial Market :J;LG’/ seSAdile 1.7
Concept and Philosophy of Marketing B dect B 1.8
Emerging Trends in Marketing LGl nd AL 1.9

Learning Outcomes éﬁdm 1.10

Model Exam Questions eUrdEey 111

(Introduction) 4# 1.0

s It e d 2 A L Ao oSN 2 G S A K6 ST S B

b= S LL&U.&W}JK .:,gut,,”g&/w;/ Eb Lo L Ao L Ca L ginlyst ,_93/

c’%)f/;/':fal;i‘”._}//b/{u@//hcuﬁg)ﬁ&ula?dﬂ&w*zVg-ﬂjuf)§4&;§atﬁ
e 6 E F sl BT AL ST S o pE AN S o



Lt U (L TN 5 S e tnls fe & S IS L 1 I
/ur%"",;ﬁ&3;},-%;//40:@3,@/’&‘&&Jaw/Jg:;/uuﬁjmjzdtfzﬁaﬁﬁc‘lg
e bl ol S ot s U Sl e b i S e S P oaeloz

Jﬁjug;ﬁuo,+g:‘géjwsﬁwxLJp,Jyﬁﬁ@t:wz_/ft{ufdytﬁjgu{fg
B S BN g A AT LT b1 g ks PSS i
Ly psit g (s —38 L o2t BN g et U A L L o2 S
UG AR it p o g E 56 SE AL 22— FBAG forsne SL ol
Bl LS iy

ﬂ-Zq/fty/wﬁgf&}bwup%ziw:ZuﬁJoy’lg Kcygzun,/’uzif&f/tﬂuiégm
S pppd Lind e B il S\ g g TS B LB
A S wlermet 3 AT K S e it Uit S e LB
-uz&g%ér/f&u@fc}v/uf/umuz
/ugg,éuéu/,ft’/&:’@/,li“ﬁ:dlf FEs B K1 S S s 8 1 BTN et AT
S Loz 7 b F S A Mo 5 GAL et 3T P S B Ny 23 S (P U
Ry 2SI IV RS =TI

(Objectives) #¢ 1.1

SE S on Ty T oL S ST
llm{“/o/lbu!:,;ﬂ!d/u@/zt .

L’/&?L’uu'&ad/d‘/?ldjgﬁéu@//t =
%[&}ﬁ&)}/)lu@ct u
L‘/,f,“l(&/'ugwéum;g G’wuluM]l, ché/l.a .
u

ol sl A1 A E A



(Meaning and Definition of Marketing) (ri” 1 /7 d/ 1.2
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The American Marketing Association defines marketing as.: “Marketing is an

organisational function and a set of processes for creating, communicating,

and delivering value to customers and for managing customer relationships in

ways that benefit the organisation and its stakeholders.”

Philip Kotler says, “Marketing is a societal process by which individuals and

groups obtain what they need and want through creating, oftering, and freely

exchanging products and services of value with others”.

Pride and Ferrel's definition says, “We define marketing as the process of

creating, distributing, promoting, and pricing goods, services, and ideas to

facilitate exchange relationships in a dynamic environment”.

“It (marketing) is the whole business seen from the point of view of its final

result, that is, from the customer’s point of view”.,
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(Objectives) ## 2.1
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(Meaning and Definition of Marketing Planning)(}:ﬁ" K8 £ ,,r‘;” J BN 2.2
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Philip Kotler defines marketing planning as:
"Marketing planning is the process of setting marketing goals and objectives,
formulating strategies to achieve them, and identifying the actions required
to accomplish those strategies. It involves analyzing the market and
understanding the consumer’s needs to develop a systematic approach to
meet organizational goals."
American Marketing Association (AMA) defines marketing planning as:
"Marketing planning is a systematic effort to develop and maintain a strategy
for meeting the needs of consumers while simultaneously achieving the
organization’s goals. It involves assessing market opportunities, formulating
strategies, and evaluating the effectiveness of marketing activities."
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Philip Kotler (1950): “The marketing mix is the set of controllable, tactical

marketing tools that the firm blends to produce the response it wants in the

target market. The major tools of the marketing mix are typically

classitied as the 4Ps: product, price, place, and promotion.”

1. E. Jerome McCarthy (1960): “The marketing mix is the combination of
the four controllable variables—product, price, place, and promotion—

that a company uses to promote its brand and products in the market.”

(Elements of Marketing Mix) ¢/-Z ié:‘f{ BN 2.7
i3S U eSS e Lﬁvﬁﬁ9/ﬁd;g,gfu@5L(foﬁﬂt
Sledgewd 25 Ps (bl ot/ el L0 Sesypmastnf b e d A clwl b=
LTt A Sl ) i L& S50 3 Ut o B § B 2ee bbb g9 (S rag
w2 S A sl Sy s PSS AT S $s Plsei iU U e St o e

-n..f/ql’("ijL

LSy et et S b S ASF 2 Sk B b (Product) iy
‘gyﬁdqjéw,/vutuwJ&/ﬁ,/fuug-g_v/uy.fghﬁgaui”d!,LtgJﬁ;£
2 b B b faB N L JE L2 e W Ll 2 sl e 30 o
-g//Jl:'/L.LLE’A/i'l/./;lz_/ﬂl/'d/.{?

ﬂ&f&u@}:’“-c‘-@&ﬁ;i; LL/J’I:J;/&&@’;/?/.{K@%FM@E (Price) = .2
Lot S p 8 e P Susd ol e (00 el mllr ot £l e O
_wfdué_tgd/uﬁgbs)JJK/.;»E-@?J’”Z}M/;gumd/fmd/.{%ﬂur“gJuﬁg/cotgv'u

b S LS F S di I G S S
il g U1 e bl F S AT A 25 LU Ut a1 4':(:.}70}.1,/; (Place) & .3
e Pl S SN st s Bois Lo p L LTy e G2 S

31



_»fs,/?u/;f%guwfﬁ,f&f c»’sd/(iﬁ-ujgf@&)uﬁ;/g L%dﬁ;u,uﬁuws
G Ffe

uic’. u,ié.gf; Juﬁ” lf_:'/,/ - J &@429&’5‘ 4U};’/ Ve uIJ/;4 (Promotion) uﬁ/u? 4
N Sl A el e BT (S5 ¢ f’“m/jf w I JE -t God” J S %
Sud Y B S st sl S 5 rloy KT 51w § F s gt JE
e b3l L2 el S Ly 4 S L

S J( JC’&CLQ Ak Nt so e etaste ZPs 415 (People) (Extended P) g5
Suit &fs,/,z%J@ﬁ F W e VL sy /’/:uﬁ;uzi&%r s si g
S St E S S is P S U SG 2d F L L5 pma b 1)
S § e 1P T U SRS o

SUs /g:fﬁ;/vﬁ‘at"/ IS U sl b ur o (Process) (Extended P) f .6
JE TS T S FELE S ‘am&%/ AUy e bt g EE
=3 LSy S +mﬁi§/ aguuf i LS E sy fill il s o /J:ruﬁif»’ I
I8 S SIS R S

1t Tl Uk 7t 2 T s al Sl (Physical Evidence) (Extended P) 415l .7
3 e s by g el fogd it BB e sa g St L B
e Py ot Lt e A Z ity a2 Skt sttt iy £ 8% 2 p e I8V A4S
e S Lo Ut s S/ Al S

A L Caz S U e B s & L CL-,mﬁwu’ A

Ll S e ks St GRS e U LS B 2 u1d Ps) G 3PS (4ousn BT

Uk J&LLJMI&Z}’?%U}'&’/?J/VU’,J/LL:/JL’:”';?KL/u@/JL-L[/JIlOMu‘&/E}JK

LY BT e §2EG I e TS UAE

32



quy/)iyofmfu@@l.Z.S

(Relationship between Marketing Mix and Strategy)

ﬁv/._su,u&“J@%erffﬂﬁhuwg}wfuyné(}fJ,@Cwu(.fz@t
e QSIS o e L Luss Sy = E Ut S Kb ST L LS
_?2_lggfflaz,/’JéﬁéukjmgLnﬁnJﬁfﬂmulf9r/£,u(u@5Lw,
:%U’/,’Kd“/g}w.:«u%
e Sl S DS B sie (S ol S = F ]
dad b By Pl A B e Qnid pyd S er §A L Lk = F
"l S S A e G 26 il
nzs 28yt eolos S ldinius s S rF L L P Lol /"ﬂu( .
ced 2T Ps UL L gl ueSismatn St Ly S f v A
LI o (P gt
f-@%%Tﬂ;@)a@.@/f&ﬁ@tgyh@: u’gfﬁjvidw.ﬁﬂgﬁ’:@@h 2
AU et el gt B EF T pp Lo e Bnent
S-S 835 p 27 40 o F g2 2 B 08 g pemio S 1T
u"ﬁj{&b@“ﬂu%ﬁbﬁfc«bf‘”dbcﬂffﬁ(%J@Jﬁuﬁtyoﬁtf@ﬂf{u{'(@/
-}/)44L§.g"/,
e Gy S Ft pU S T LS e f @ By 3
WS T et TS By N BN (b &g e 88 L =By, 0
_§_Q;.,;)&lb~ziu1/ U F /54/51:%1‘/:’}? s Suss
e FU e E S P s BL R s KePdrez o Lo At 22 St 4
ul'fJJ&(J%%MLJL‘»_c‘_d/,/’twug“Azié_/wy&wziuz&iw/fu@&
FF5 I Fueleabr= PR3 L8 6w 1t B dd o 29 1d a7 S
-?Ll?.@/ublﬁ/}m{,

33



G e e B e ol e AR e F B 5 S
L Pl ilnd U BAUAS e F s pEb A S BN T S
vt AT Ul el e Pee Frinut S Los 2§ e
-+
SAY b Sl Soid o B BASE 2upind w B 26 L
/u)»-ujdﬂ/“iLL/JJW_Q&»K/Mu’lz‘av/ﬁu}/auﬁu&ful/ﬂ@hr+J/ﬁt)w
e Pt At g s SO L g aoini \F S S 20 KR

(Strategic Marketing Planning)ué Lk u@//(.ﬁ .~12.9

LSSl LTSS e i S f e SF LBy BN
/ur.’f;,fuilm:u/u:;KML?»:L’/gﬁ,cwu(d“v:tf/dit&%:L’/,f,“g_aﬂwtw_%f(é_/
_JQ/(‘;/'&L‘%/J/JJWLMw&;d%&m[,’f’yz‘a‘jmf/g
e b BT LaoleSas KA L S SN sk B A
erQif U el LB L T U7 i g s o S ks Sl S
U Jw&wiuyﬁgJ%L/,;n/uggzétg&l;&f Juf'ﬂ+3n¢/, Al ude A8
(Key Steps in Strategic Marketing Planning): 1 1 Fip B AG~ »i
525 ¢ by (Market Research and Situation Analysis): o7 6515 220 .1
(Strengths, o # SWOT -t/ F6UR7 it St PEURELTLEUAL 2 S
G sl Gaskt i st AP g N3 S #1153 <5 Weaknesses, Opportunities, Threats)
el el LS Fe
Z.Lg“i.ag,wu“»db“ L'%Lc(‘ju (Defining Objectives and Goals): ut’jl(,:'l,«,muwu» 2
st ETAALE 2B E A Diu LSl E = B St
bl 2 L U TS ks %@mu, S _»,;CL/{
(STP) (Segmentation, Targeting, and Positioning: &y sl .,?fju’ et 3
LS et ln g PR stine v S g

34



ﬁ:uzg&éf S QS By e S et/ FH(s) B Pk o s o
e Gt LAY L Stk e Aa Ty,

wed 2 st .1 (Developing Marketing Strategies): S Sust = B 4
BN AL S b A ations S St b\ A6 21 L PS) S 35 Lol
ST IS S A S T S TS St ST F S o erlonat
ny

Jj 4u’!§‘g&gd//lg&f YNy (Implementation and Execution): ATJ}Jf 236 .5
}.T/;Jj/“y-bamd'@u:;Kau“,u,u‘Jiﬁ Juz/u,,;cf; JJ’wu:m-‘gmd/,/t/ﬁn
_%ﬁiégﬂéédyﬂful};u@@tu&/ﬂ

0/ /’fl.dy 't &/M Sust c);..f‘&f/l.(ﬁd}l’ (Monitoring and Control): s f/ul[}!f .6
el & /"/m’;f & <% (KPIs) g/Lﬁuidf :LKﬂ’-‘avm/ Lot M L s 2 A
_E LIS U LS A L Enalb Q¥ So bt LA A S S

el by S d Lo sFlome Qb Lol 78 edhd Lusis ¥ B A G

FureLid Lé_/;éc/uz‘f&f.f;u’ﬁjvL_Ju,;d/gul{&.ijm‘é_/(’w,wwfu‘é‘

-‘Lt'/r/.l;/;l

(Learning Outcomes)él}dm 2.10

w S Y& e Vi S eginand $g LS i v § BTN Yo L5 S M6 b
L(w-ujé Sk Gwid” £ o (Product, Price, Place, Promotion) P
F ool S 76l 5810 b ari EAZ 5L Udr SMART sie_#SWOT

-4“_6/6}}(}}&;;?/m{l/d/.iUJ}}H@CL%LJ}’H&.}"LU};‘;LC“_J/
CBTAE QS As KO u e S s S PG A K S S (V P 4
e A SEF

35



(Model Exam Questions) :«UVL}L?";:/‘; 2.11

(Objective Answer Type Questions) =i luic,glzu"” Yl

eSS B L L L Lao Bz S ke S84
-

—etblf =75 /w,g»./tgéf Q2

et i e Lo F LG o Ui S BTA (3

Specific, Measurable, , b U? :ui/”‘lgLn SMART <6 L&A (4

- Time-bound.s/Relevant
(True/False)-‘améf/?J/u?m:f@’}4_5/d( B (5
(True/False)-U w285/ aj.;upgc,u%f sl LA LIS A o S_&4 (6
(True/False)_‘LJnJ/ o0 it Ldu,@),‘,}jk.@g,@fjtﬁ 1 (7
?‘Lw{u/‘LJ"’LL/&agJM%z/L‘MKJ’L@L (8
St UYL Lt Fr Ao d 2 g Ut BT (O
S bl AL L3 et BB Ut S ke SEA (10

(Short Answers Type Questions)eUir b iz 27
_q/o»w,d/%md/..@u@@l.ééffyu{l (1
LU S I B 2

/¥ (Place) LA B3

-J/ th,J;l;/?JL’y ol S Jd/gm{mu"/u@fjt 4

e aoa uﬁL/J‘umz»J,«Jky/&%}/ﬁxp@@tﬁﬂ (5

(Long Answers Type Questions);ulﬂrd' b:ﬁgl,!ﬁdj b
-J/- wu,&mwéuu,u/ SRS
_Q/flg’/f’/J&uﬁwq;wu,gdz‘ﬁ/fé..@v@fzt Q

36



el AL ey TS I o S LS NS SIE S = B0 (3

oSS A A K LT B UG 1 (4

P o5 h kS p sl P et S os§ P e S B A =B B (5
S04 sl S

37



LB L3

(Marketing Environment)
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Introduction
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Meaning of Marketing Environment
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Concept of Marketing Research
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Learning Outcomes
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(Meaning of Marketing Environment)b.«ﬂ?/ Kl Ji Lu@/JL 3.2
(Value) /,54’4//“?Jgff/uu((fygf(ﬁ‘ajﬁKJufd/u/,uJ‘;uwn/z_JiL.@CL
Ao ot Enitit A e o S Sl o S pekd 3 e 1l gk
G et LU QAL s loet LS B ds Kz b S S
2B SBNAES o)1) Fn, e S fpedid LosmiSasbes S
AT F et IS e\ Pt F g O uid £ A6 Aot Qe S sl
ﬂf,awﬁJJ?““'/no;zrJuf/uaﬁ.:‘},z;_tunyJutﬂ“w&CJw/;i&wLauui
kT
2 e A o Bk L LS zbamg}”“” 4J!f&./umf bos 2 LA
d/gumué_/ﬂ%gwﬂ’vicﬁjuJ(f’yzw“gnJb‘u’/ﬂn,@mwf}@ﬂlpﬂ?uu:w_ug
J}’Jffp{.é:(dfwd"uﬁ)winu:y,u"i(fwa,,{_wamuu‘u?qwdvﬁiyw
Lebes Ll AG N D (e fE etz i Ll Loty
1. Philip Kotler:

"The marketing environment consists of the actors and forces outside
marketing that affect marketing management’s ability to develop and
maintain successtul relationships with its target customers."”

2. William J. Stanton:
"The marketing environment is a set of external factors—political,
economic, social, and technological—that are largely uncontrollable and
have an impact on the business operations and performance."

3. Pride and Ferrell:
"The marketing environment includes all the internal and external forces
that directly or indirectly influence an organization’s ability to deliver

value to its customers."
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(Meaning and Definition of Consumer Behavior)
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1) Schiffman and Kanuk:
"Consumer behavior is the study of how individuals make decisions to
spend their available resources (time, money, effort) on consumption-
related items."

2) Solomon:
"Consumer behavior is the process involved when individuals or groups
select, purchase, use, or dispose of products, services, ideas, or
experiences to satisfy needs and desires."

3) Hawkins, Mothersbaugh, and Best:
"Consumer behavior is the study of individuals, groups, or organizations
and the processes they use to select, secure, use, and dispose of products

and services, including the impact of these processes on society."
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(Factors Determining Consumer Behavior)
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(Types of Product Lines)ruld/ J U_”J/ﬁ{, 7.4
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(Meaning and Definitions of Channels of Distribution)
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Definitions of Channels of Distributions:
According to Philip Kotler, “Every producer seeks to link together the set of
marketing intermediaries that best fulfil the firms’ objective. This set of
marketing intermediaries is called marketing channel also trade channel and

channel of distribution.”
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According to William J. Stanton, “A channel of distribution for a product is
the route taken by the title of the goods as they move from the producer to the
ultimate consumer or the industrial user.”
According to American Marketing Association,” The structure of intra com-
pany organisation units and extra company agents and dealers, wholesaler
and retailer, through which a commodity, product or service is marketed.”

In other words, a channel of distribution is a pathway directing the flow
of goods and services from producer to consumer consisting of number of
intermediaries. It is an organised network which performs all the activities

required to link producers with users to accomplish the marketing task.
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« Coercive Power (threats of termination),
« Reward Power (incentives and bonuses),
« Legitimate Power (based on agreements),
« Expert Power (unique knowledge), and

« Referent Power (brand respect)
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4}/316"(&53/@!5 11.2
(Meaning and Definitions of Personal Selling)
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Definitions of Personal Selling:

According to Philip Kotler, “Personal selling is face to face interaction with
one or more prospective purchasers for the purpose of making presentation,

answering questions, and procuring orders”.
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According to Prof. William J. Stanton, “Personal selling is the personal
communication of information to persuade a prospective customer to buy a
service or 1dea”.

According to the American Marketing Association, “Personal selling is an
oral presentation in a conservative with one or more prospective customers

for the purpose of making sales”.
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(Lack of Distraction) d/ Sl 3
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(Job Turnover) s/l .3
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(Presentation) J’% 4
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Definition of Sales Promotion:

The term sales promotion has been defined by many eminent authors. Some

of the important sales promotion definition are as follows:

1.

Philip Kotler defines it as “Sales Promotion encompasses all the tools

in the marketing mix whose major role is persuasive communication®.

. According to Mason and Rath — “Sales Promotion consists of those

activities that are designed to bring a company‘s goods or services to

the favourable attention of consumers.

. “Sales promotion comprises that range of techniques used to attain

sales/marketing objectives in a cost-effective manner adding value to a
product or service either to intermediate or end users, normally but not
exclusively within a definite time period”. — Institute of Sales
Promotion, U.K.

Those marketing activities, other than personal selling, advertising and
publicity that stimulate consumer purchasing and dealer effectiveness,
such as displays, shows and exhibitions, demonstrations and various
non-recurrent selling efforts not in the ordinary routine — American

Marketing Association

. Sales Promotionis an exercise in information, persuasion and

influence. William J. Stanton

(Objectives of Sales Promotion) MG’»LU’ /}4}5 11.8
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Public Relations (PR)

Public relations (PR) is the practice of managing and disseminat-
ing information from an individual or an organization (such as a
business, government agency, or a nonprofit organization) to the

public in order to influence their perception.
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Employee & Customer Relation Government & Media Relation Investor & Marketing Comm. Relation
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Public Relations Definition:
One of the carliest Public Relations Definition was coined by Edward

Bernays:

161



1.  Public Relations is a management function which tabulates public
attitudes, defines the policies, procedures and interest of an organization
followed by executing a program of action to earn public understanding and
acceptance.

2. Public Relations Society of America (PRSA):

Public Relations is concerned with or dedicated to creating mutual
understanding among groups and institutions.

3. World Assembly of Public Relations Association:

“Public Relations is the art and social science of analysing trends, predicting
their consequences. Counselling organization leaders and implementing
planned programmes of action which will serve both the organizations and

the public interest”.

(Objectives of Public Relations) 4+ b il 11.14
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Introduction
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(Introduction)/gf? 12.0
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What is Advertising?

Advertising is a communication process that promotes a product, service, or event. According to American
Marketing Association (AMA) advertising is “any paid form of non-personal presentation and
promotion of goods, ideas or services by an identified sponsor”.
)
-
=1 =
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Definitions of Advertising:

Any paid down non-personal presentation and promotion of ideas, goods or
services by business firms identified in the advertising message intended to
lead to a sale immediately or eventually. — American Marketing Association
William J. Stanton, “Advertising consists of all the activities involved in
presenting to a group, a non-personal oral or visual, openly sponsored

message regarding a product or service or idea, this message is called an
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advertisement, is disseminated through one or more media and is paid for by
the identified sponsor®.

Richard Buskirk, “Advertising is a paid form of non-person presentation of
ideas, goods or services by an identified sponsor®.

Wheeler, “Advertising is a paid form of non-person ‘s presentation of ideas,
goods or services by an identified sponsor *.

According to Jermy Bullmore, Chairman of J.  Walter
Thompson, “Advertising is any paid form of communication intended to

inform and/or influence one or more people “
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(Classification of Advertising)( £ ,.?/)d/ Ltsi 12.6
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Classification of Advertising on the various basis

A 4 v ¢ v v

Area Coverage Audience Media Function Stage
1) Local 1) Consumer 1) Print Media |1) Direct Action and 1) Pioneering stage
Indirect Action.
2) Regional 2) Industrial 2) Electronic  |2) Primary & Selective 2) Competitive Stage
3) National 3) Trade 3) Outdoor 3) Product & Institutional
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4) International  |4) Professional 4) Other
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Delhi: Tata McGraw-Hill.

2. Kotler, P., & Armstrong, G. (2017). Principles of marketing (17th ed.). Pearson.

3. Kaotler, P., Keller, K., Koshy, L., & Jha, M. (2012). Marketing management: A South
Asian perspective (14th ed.). New Delhi: Pearson.

4. Perrault, W. D. Jr., Cannon, J. P., & McCarthy, E. J. (2010). Basic marketing. New
Delhi: Tata McGraw-Hill.

5. Ramaswamy, V. S., & Namakumari, S. (2010). Marketing management: Global
perspective, Indian context (4th ed.). New Delhi: Macmillan.

Note: It is advised to follow latest editions of suggested books.
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