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1. Exchange Concept
2. Production Concept
3. Product Concept
4. Selling Concept
5. Marketing Concept
6. Societal Concept
7. Relationship Marketing Concept
8. Holistic Concept

Evolution of Marketing Concept

SMART REVISION

Marketing

Module 1 - Introduction to Marketing

1.1

MARKETING

i

i
According to American Marketing Association, “Marketing is the activity, set of institutions, 
and processes for creating, communicating, delivering and exchanging offerings that have 
value for customers, clients, partners and society at large.”

1. M arketing Research (MR)
2. Marketing Information System (MIS)
3. S ales promotion schemes
4. Advertisement strategy
5. D eveloping product design
6. A fter-sales-services
7. Branding, P ackaging and Labeling
8. T est marketing
9. P ricing decisions
10.P ersonal selling
11. Physical distribution
12. Customer Relationship Management (CRM)

Functions of Marketing

1. Assists the process of b rand building
2. Aids in achieving organizational g oals
3. Contributes to s ocial welfare
4. Systematic p rocess
5. Facilitates business e xpansion
6. Builds c orporate image
7. Inter-linked with other marketing

functions
8. Aids in f acing competition
9. Enables identification of target market
10. C onsumer centric process
11. Influenced by market a tmosphere
12. C ontinuous process
13. Includes ideas, goods and services
14. D ynamic function

Features of Marketing

Blue & Green SPECIFIC ACID

SMART CODE:

1. Benefits s takeholders
2. Facilitates e xpansion and growth
3. Creates brand awareness
4. R educes risks
5. C onsumer satisfaction
6. H igher efficiency
7. Goal o riented process
8. Aids in f acing competition
9. C ost effective process
10 C reates brand loyalty
11. Builds c ompany reputation
12. Benefits of e conomies of scale
13. O ptimum resource allocation

Importance of Marketing
SEARCH OF C3EOSMART CODE:

MISADAPT P3CSMART CODE:
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ii

Strategic marketing management means developing step-by-step process to achieve overall 
objectives of the organization.

STRATEGIC MARKETING MANAGEMENTii

1. Identifying organizational goals
2. Market Research (MR)
3. Identifying target consumers
4. Budget planning
5. Identifying marketing objectives
6. Developing marketing strategy
7. Implementation of marketing strategy
8. Evaluation of marketing strategy
9. Customer Relationship Management (CRM)

Steps / Key Elements of Strategic Marketing Management

Traditional Marketing v/s Strategic Marketing Management
Traditional Marketing Strategic Marketing Management

The focus is on profit maximization.
Along with profit, focus is on creation of 
goodwill, consumer satisfaction, consumer loyalty, 
etc.

Efforts are not devoted to building healthy 
relations with customers.

It is customer oriented and recognizes the 
importance of building healthy customer relations.

Product pricing is based on production, 
distribution cost and profit margin.

Consumer requirements, prices set by competitors, 
income levels are also considered.

Market Research and Development is not given 
much importance.

Product planning, pricing structure, target market 
etc. are decided on the basis of research.

It concentrates more on already established 
patterns and practices.

It focuses on innovation to deliver new and 
better quality products.

The marketing managers usually consider 
short-term time frame.

The marketing managers consider long-term 
organizational objectives.Sample Content
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