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The Societal Marketing Concept

The marketing concept, as described in the preceeding section cannot be considered as
adequate if we look at the challenges posed by social problems like environmental pollution,
deforestation, shortage of resources, population explosion and inflation. It is so because any
activity which satisfies human needs but is detrimental to the interests of the society at large
cannot be justified. The business orientation should, therefore, not be short-sighted to serve
only consumers’ needs. It should also consider large issues of long-term social welfare, as
illustrated above. The societal marketing concept holds that the task of any organisation is to
identify the needs and wants of the target market and deliver the desired satisfaction in an
effective and efficient manner so that the long-term well-being of the consumers and the society
is taken care of. Thus, the societal marketing concept is the extension of the marketing concept
as supplemented by the concern for the long-term welfare of the society. Apart from the
customer satisfaction, it pays attention to the social, ethical and ecological aspects of marketing.
There are large number of such issues that need to be attended.

Marketing is concerned with exchange of goods and services from producers to consumers
or users in such a way that maximises the satisfaction of customers’ needs. From the view point
of management function, number of activities are involved, which have been described as
below:

1. Gathering and Analysing Market Information: One of the important functions of a marketer
is to gather and analyse market information. This is necessary to identify the needs of the
customers and take various decisions for the successful marketing of the products and services.
This is important for making an analysis of the available opportunities and threats as well as
strengths and weaknesses of the organisation and help in deciding what opportunities can best
be pursued by it. For example, rapid growth is predicted in several areas in the Indian economy,
say in the use of internet, market for Cell phones and several other areas. Which of these areas
a particular organisation should enter or in which area should it expand requires a careful
scanning of the strengths and, weaknesses of the organisation, which is done with the help of
careful market analysis. With the growth of computers, a new trend has emerged in the
collection of market information. More and more companies are using interactive sites on the



internet, to gather customer views and opinions, before taking important business decisions.
(see the box on Global Brands) One of the popular TV News Channel (in Hindi) seeks viewers
choice (through SMS) on which of the given four or five main news stories of the day would be
broadcasted asdetailed story at the prime time, to ensure that the viewers get to listen to the
story of their own choice.

2. Marketing Planning: Another important activity or area of work of a marketer is to develop
appropriate marketing plans so that the marketing objectives of the organisation can be
achieved. For example a marketer of colour TVs, having 10 per cent of the current market share
in the country aims at enhancing his market share to 20 per cent, in the next three years. He will
have to develop a complete marketing plan covering various important aspects including the
plan forincreasing the level of production, promotion of the products, etc. and specify the action
programmes to achieve these objectives.

3. Product Designing and Development: Another important marketing activity or decision area
relates to product designing and development. The design of the product contributes to making
the product attractive to the targetcustomers. A good design can improve performance of a
product and also give it a competitive advantage in themarket. For example, when we plan to
buy any product say a motorbike, we not only see its features like cost, mileage, etc. but also
the design aspects like its shape, style, etc.

4. Standardization and Grading: Standardization refers to producing goods of predetermined
specifications, which helps in achieving uniformity and consistency in the output.
Standardisation ensures the buyers that goods conform to the predetermined standards of
quality, price and packaging and reducesthe need for inspection, testing and evaluation of the
products. Grading is the process of classification of products into different groups, on the basis
of some of its important characteristics such as quality, size, etc. Grading is particularly
necessary for products which are not produced according to predetermined specifications, such
as in the case of agricultural products, say wheat, oranges, etc. Grading ensures that goods
belong to a particular quality and helps in realising higher prices for high quality output.

5. Packaging and Labelling: Packaging refers to designing the package for the products. Labelling
refers to designing the label to be put on the package. Label may vary from a simple tag to
complex graphics. Packaging and labelling have become so important in modern day marketing
that these are considered as the pillars of marketing. Packaging is important not only for
protection of the products but also serves as a promotional tool. Sometimes, the quality of the
product is assessed by the buyers form packaging. We have seen that in the success of many of
the consumer brands in recent times such as Lays or Uncle Chips potato wafers Clinic Plus
shampoos, and Colgate Toothpaste, etc., packaging has played an important role. 6. Branding:
A very important decision area for marketing of most consumer products is whether to sell the
product in its generic name (name of the category of the product, say Fan, Pen, etc.) or to sell



them in a brand name (such as Pollar Fan or Rottomac Pen). Brand name helps in creating
product differentiations, i.e., providing basis for distinguishing the product of a firm with that of
the competitor, which in turn, helps in building customer’s loyality and in promoting its sale.
The important decision areas in respect of branding include deciding the branding strategy, say
whether each product will be given a separate brand name or the same brand name will be
extended to all products of the company, say Phillips Bulbs, Tubes and Television or Videocon
Washing Machine, Television, and Refrigerator. Selection of the brand name plays important
role in the success of a product.

7. Customer Support Services: A very important function of the marketing management relates
to developing customer support services such as after sales services, handling customer
complaints and adjustments, procuring credit services, maintenance services, technical services
and consumer information. All these services aim at providing maximum satisfaction to the
customers, which is the key to marketing success in modern days. Customer support services
prove very effective in bringing repeat sales from the customers and developing brand loyality
for a product.

8. Pricing of Products: Price of product refers to the amount of money customers have to pay
to obtain a product. Price is an important factor affecting the success or failure of a product in
the market. The demand for a product or service is related to its price. Generally lower the price,
higher would be the demand for the product and vice-versa. The marketers have to properly
analyse the factors determining the price of a product and take several crucial decisions in this
respect, including setting the pricing objectives, determining the pricing strategies, determining
the price and changing the prices.

9. Promotion: Promotion of products and services involves informing the customers about the
firm’s product, its features, etc. and persuading them to purchase these products. The four
important methods of promotion include advertising, Personal Selling, Publicity and Sales
Promotion. A marketer has to take several crucial, decisions in respect of promotion of the
products and services such as deciding the promotion budget, the promotion mix, i.e., the
combination of the promotional tools that will be use, the promotion budget, etc.

10. Physical Distribution: Managing physical distribution is another very important function in
the marketing of goods and services. The two major decision areas under this function include
(a) decision regarding channels of distribution or the marketing intermediaries (like whole
salers, retailers) to be used and (b) physical movement of the product from where it is produced
to a place where it is required by the customers for their consumption or use. The important
decision areas under physical distribution include managing inventory (levels of stock of goods),
storage and warehousing and transportation of goods from one place to the other.



11. Transportation: Transportation involves physical movement of goods from one place to the
other. As generally the users of products, particularly consumer products are wide spread and
geographically separated from the place these are produced, it is necessary to move them to
the place where it is needed for consumption or use, For example, tea produced in Assam has
to be transported not only within the state but to other far off places like Tamil Nadu, Punjab,
Jammu and Kashmir and Haryana, Rajasthan, where it is consumed.

A marketing firm has to analyse its transportation needs after taking into consideration
various factors such as nature of the product, cost and location of target market and take
decisions in respect of mode of transportation to be chosen and other related aspects.

12. Storage or Warehousing: Usually there is a time gap between the production or procurement
of goods and their sale or use. It may be because of irregular demand for the products such as
in the case of woollen garments or Raincoats or there may be irregular supply because of
seasonal production such as in the case of agricultural products (sugarcane, rice, wheat, cotton,
etc.). In order to maintain smooth flow of products in the market, there is a need for proper
storage of the products. Further, there is a need for storage of adequate stock of goods to
protect against unavoidable delays in delivery or to meet out contingencies in the demand. In
the process of marketing, the function of storage is performed by different agencies such as
manufacturers, wholesalers and retailers.



