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/l/larb(eﬁ]r)g

Class /2 - Business Studies - Cch //

Concept
'.Sef'!-op activities thro which a Hrm
creates, communicates & ~ett= delivers
valve to customers - all aimed at

saﬁ'_ffymy their needs & wants.

/l//aro(eﬂnﬁ = Idenhfy need -+ create oﬁﬁenhy -+ exdmnje

<-broader than Sel/r'nﬂ

Exc hanye Mechanism

Feafums ( </

/. "/Veec/_f & Wants of consumers

o Creaf'fnﬂ a marKet o-@fen'nja

2. Customer Value ¢ percef'ued benefits )
.

T, C;JSf'Orwer satisfaction = loyalfy !

/l/lv(fq vs S elling

/Mb(f:g s customer-tocused, profit thro
Saﬁ'_fﬁach'on, lonﬂer Vitw, :'nfeﬂmf'ed etfort.
Sell 7 produc'f" ﬁocu.{ed, pro@'f thro vol,

short view, isolated efHfort, pushy push
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Functions of Marketing

X s < ¥ i
MVMine activities a marKeter carries out

/
2
=
&
s
6.
T
g.
7

Gathering & analysing market info.
/Mar%eﬂnﬁ planning { okjectives, strategy 7
Product des(gm'ny & dev§lopmenf
Standardisation & Grading

Paco{ajf'ny & Labelling . .
Branding ( brand rname + brand marxk )
Customer TGS Support  Service

Pricing of the product

Promotion { ads, sales promo, etc )

/Mb{f;g quf P hilo sophies

7

Production Concept _more = better.
Focws on eFhcent production

Product Concept . best guality wins.
Continvous product improvement .

Selh'nﬂ Concept - )oush hard, sell more.
/—lﬂgressiue ads & personal  selling

M”“:? Concept :  customer is King.

Ia’enﬁfy reeds <7 sa h'_s'#/ -7  prohit

Societal /Wb(f'ﬁ 2 customer + Socfefy.

Eco- J:n'endly + Ionﬁ -term welfare

Evolution : *Prodn -7 Product -> Sell =2 /l//b(f:g -F Socret

e
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. ;}  Marketing Mix (9 Ps ) E
o/ e
3 } - 3
/ PfOJUCf'_ T Price Je Place ok Promotion _
|
{ Y : _
E frodoct ( /st P ) _ ; E
} Anything that can be offered to a marxet
| 7'Q;f attention, aczufsfh'on, use or consumption. :
s Levels
| =
f (a) Core prqducf' - basic beneht : -
] T -
| (b) Actual product - features, brand o
|
e (<) Aujmenfed e warranty, atter-sales 3 -{
=
I Elements 5 Brandf'ny, Labelh'ny, Pacf/(ayihy 3
- Price C 20d P ) .
| —
‘i Amount of money paid by buyer for a
L product . Sets reverve & pro-nq'f'abﬂffy : -
" Facf’grs E
\ (/) Cost 015_ the proo’ucf 3
' (2) Uf'f'h'fy & demand . f 1
i (2) Competition -
l (97 Gouvt reﬁula tion
I‘ E :'5
1 | (5] Miktg methods used
ﬁi i 5 F
i ; 3 A
f } Methods  :  Cost-plus G'ofny -rate * <-9 methods :
4 [ —
j - Penetration S"(l}‘ﬂmlhﬂ priu'ny E
3 |
! .
1,
|
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Place & P romotion

Place (. 3d P )

to the customer at the r{ghf place & tirme
\-‘

Activities that mawe the product available

Chanrels of Distrioution

la) Zeo lbuel - oM o> Cost { direct )

(b) One level & S -7 [etailer -7 C

() Two level - M -7 W'saler‘ -7 et oC
(d) Three level - + Aﬁenf in between

Phy.sfcal Distribution = transport + Sforaﬂe

+ inventory + order prDCQSanﬂ

Promotion ( Yth P 2

Inﬁormfnﬁ & per_s'uadinj the buyer

Promotion Mix () ’

/. ‘85?’?7*5977 /—]duerf'i_ﬂ'ny - paid, ron-personal

2. Personal .S’el!r'ny - face-to-+ace

= Sales Promotion - short-term offers
T Pubh'cffy - un-paid rews mention
$.  Public Relations - ﬂood—m’ﬂ

e e s

el as a e - rarely just one

Choice depeno(;f on producf', budjef’, market . o
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