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The question commonly coming to the mind is what can be marketed. Is it a product or service
or something else. Let us first understand what is a product?

A product is a ‘bundle of utilities’or ‘source of satisfaction’, that can be used to satisfy
human needs and wants. It is not confined to physical objects, such as motor cycle, biscuit, bulb
and pencil but also refers to other things of value such as services, ideas, places, etc., that can
be offered to the potential buyers for their use. In the marketing literature, anything that can
be of value to the buyer can be termed as a ‘product’. It can be tangible, i.e., which can be felt,
seen and touched physically such as a pencil, a cycle or an intangible such as services rendered
by a doctor, hairdresser or a lawyer.

Apart from the product, what can be marketed is a service or a person (say political parties
persuading to vote for a particular candidate) or an idea (say Red Cross persuading to donate
blood) or a place (say Kerala Tourism persuading people to visit Kerala for health tourism). Thus,
anything that is of value to the other can be marketed. It can be a product or a service or a
person or a place or an idea or an event or an organisation or experience or properties. (see
box) Who is a marketer? : Marketer refers to any person who takes more active part in the
process of exchange. Normally it is the seller who is more active in the exchange process as he/
she analyses the needs of the potential buyers, develops a market offering and persuades the
buyers to buy the product. However, there may be certain situations where the buyer may be
taking more active role in the exchange process. Let us say in situations of rare supply, the buyer
may be taking extra efforts in persuading the seller to sell the product to him/her. This may be
happening in defence deals or take a situation where a country having installed a nuclear plant
needs the supply of nuclear fuel or ‘Heavy Water’. It may need to convince the supplier of the
products to supply the same to it, by promising that it will be used for peaceful purposes only.
In this case, the buyer will be treated as the marketer. Thus, any body, who takes more active
role in the exchange process will be taken as the marketer.

Marketing management means management of the marketing function. In other words,
marketing management refers to planning, organising, directing and control of the activities
which facilitate exchange of goods and services between producers and consumers or users of
products and services. Thus the focus of marketing management is on achieving desired



exchange outcomes with the target markets. Taking a management perspective, the term
marketing has been defined as “the process of planning and executing the conception, pricing,
promotion and distribution of ideas, goods and services to create exchanges that satisfy
individual and organisational goals” by American Management Association, similarly Philip
Kotler has defined Marketing management as the art and science of choosing target markets
and getting, keeping and growing customers through creating, delivering and communicating
superior customer values of management.

A careful analysis of the definition reveals that the process of management of marketing
involves:

(i) Choosing a target market, say a manufacturer may choose to make readymade garments for
children up to the age of 5 years;

(ii) In respect of the target market chosen, the focus of the process of management is on getting,
keeping as well as growing the customers. That means the marketer has to create demand for
his products so that the target customers purchase the product, keep them satisfied with the
firm’s products and also attract more customers to the firm’s products so that the firm can grow;
and

(iii) The mechanism for achieving the objective is through creating, developing and
communicating superior values for the customers. That means, the primary job of a marketing
manager is to create superior values so that the customers are attracted to the products and
services and communicate these values to the prospective buyers and persuade them to buy
these products.

Marketing management involves performance of various functions such as Analysing
and planning the marketing activities, implementing marketing plans and setting control
mechanism. These functions are to be performed in such a way that organization’s objectives
are achieved at the minimum cost. Marketing management generally is related to creation of
demand. However, in certain situations, the manager has to restrict the demand. For example,
if there is a situation of ‘overfull demand’, i.e., the demand being more than what the company
can or want to handle, (like what the situation in our country was before the adoption of policies
of liberalisation and Globalisation, in early 90’s, in most consumer products be it automobiles
or electronics goods or other durable products. The job of marketing mangers, in these
situations would be to find ways to reduce the demand temporarily by say reducing the
expenditure on promotion or increasing the prices. Similarly, if the demand is ‘irregular’, such
as in case of seasonal products, (say fans, woollen clothes) the marketer’s job is to change the
time pattern of demand through such methods as providing short-term incentives, to the
buyers. Thus, the marketing management in not only concerned with creating demand but with
managing the demand effectively, as per the situation in the market.



