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CHAPTER 1

INTRODUCTION TO MARKETING

Introduction
Every business, service or product oriented organization must complete its operation by
disposing of its products or rendering its services to the customers.

Various marketing concepts hold that customers will generally not buy a product they don’t
know or they have not been asked/convinced to buy. It is therefore the role of the marketing
function in any business to fill this gap and complete the business operation.

DEFINITION OF MARKETING

The Chartered Institute of Marketing of the United Kingdom defines marketing as, “The
management process which identifies, anticipates, and supplies customer needs efficiently and
profitably.”

Kibera (1996) defines marketing as “the performance of business and non-business activities
which attempt to satisfy a target individual or group needs and wants for mutual benefit or
benefits.”

Kotler (2006), the American marketing guru provides the definition of marketing as “A social
and managerial process whereby individuals and groups obtain what they need and want through
creating and exchanging products and value with others.”

Kotler and Armstrong (2008) define marketing as “The process by which companies create value
for customers and build strong customer relationships in order to capture value from customers
in return.”

IMPORTANCE OF MARKETING
Importance of marketing can be studied as follows:
(1) Marketing Helps in Transfer, Exchange and Movement of Goods:

Marketing is very helpful in transfer, exchange and movement of goods. Goods and services are
made available to customers through various intermediaries’ viz., wholesalers and retailers etc.
Marketing is helpful to both producers and consumers.
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To the former, it tells about the specific needs and preferences of consumers and to the latter
about the products that manufacturers can offer. According to Prof. Haney Hansen “Marketing
involves the design of the products acceptable to the consumers and the conduct of those
activities which facilitate the transfer of ownership between seller and buyer.”

(2) Marketing Is Helpful In Raising And Maintaining The Standard Of Living Of The
Community:

Marketing is above all the giving of a standard of living to the community. Paul Mazur states,
“Marketing is the delivery of standard of living”. Professor Malcolm McNair has further added
that “Marketing is the creation and delivery of standard of living to the society”.

By making available the uninterrupted supply of goods and services to consumers at a reasonable
price, marketing has played an important role in raising and maintaining living standards of the
community. Community comprises of three classes of people i.e., rich, middle and poor.
Everything which is used by these different classes of people is supplied by marketing.

In the modern times, with the emergence of latest marketing techniques even the poorer sections
of society have attained a reasonable level of living standard. This is basically due to large scale
production and lesser prices of commodities and services. Marketing has infact, revolutionised
and modernised the living standard of people in modern times.

(3) Marketing Creates Employment:

Marketing is complex mechanism involving many people in one form or the other. The major
marketing functions are buying, selling, financing, transport, warehousing, risk bearing and
standardisation, etc. In each such function different activities are performed by a large number of
individuals and bodies.

Thus, marketing gives employment to many people. It is estimated that about 40% of total
population is directly or indirectly dependent upon marketing. In the modern era of large scale
production and industrialisation, role of marketing has widened.

This enlarged role of marketing has created many employment opportunities for people.
Converse, Huegy and Mitchell have rightly pointed out that “In order to have continuous
production, there must be continuous marketing, only then employment can be sustained and
high level of business activity can be continued”.

(4) Marketing as a Source of Income and Revenue:

The performance of marketing function is all important, because it is the only way through which
the concern could generate revenue or income and bring in profits. Buskirk has pointed out that,
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