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The marketing concept : The marketing concept holds that achieving organisational goals

depends on determining the needs and wants of target markets and delivering the desired
satisfactions more effectively and efficiently than competitors do.

The societal marketing concept : The societal marketing concept holds that the organisation
should determine the needs, wants and interests of target markets. It should then deliver the desired
satisfactions more effectively and efficiently than competitors in a way that maintains or improves
both the consumer’s and society’s well-being.

The marketing mix
The set of controllable tactical marketing tools — product, price, place and promotion — that the
firm blends to produce the response it wants in the target market.

Anything that can be offered to a market for attention, acquisition, use or
consumption that might satisfy a want or need. It includes physical objects, services,

Product persons, places, organisations and ideas.
It includes- Variety, quality, design, features, brand name, packaging, services,
warranties
The amount of money charged for a product or service, or the sum of the values that
Price consumers exchange for the benefits of having or using the product or service.

It includes- List price, discounts, allowances, payment period, credit terms

All the company activities that make the product or service available to target
Place customers.
It includes - Channels, coverage, assortments, location, inventory, transport

Activities that communicate the product or service and its merits to target customers
Promotion | and persuade them to buy.
It includes - Advertising, promotions, personal selling, publicity

Strategic marketing
Strategic plan—A plan that describes how a firm will adapt to take advantage of opportunities in

its constantly changing environment, thereby maintaining a strategic fit between the firm’s goals
and capabilities and its changing market opportunities.

Mission statement— A statement of the organisation’s purpose — what it wants to accomplish in
the wider environment.

SWOT analysis—A distillation of the findings of the internal and external audits which draws
attention to the critical organisational strengths and weaknesses and the opportunities and threats
facing the company.

Business portfolio— The collection of businesses and products that make up the company.
Portfolio analysis—A tool by which management identifies and evaluates the various businesses
that make up the company.

Strategic business unit (SBU)—A unit of the company that has a separate mission and objectives
and that can be planned independently from other company businesses. An SBU can be a company
division, a product line within a division, or sometimes a single product or brand.
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5+ 2197 939 (New Product Development)
+td ArGa f&om A1 9 A AIEAE WOrHD AL, A welied AGSIAG I AN A T
Y A LLTANEA TCS! (F A U@ TAZAF T LA SOF- TG4 #7 (New product) T |
TeA AA4] BFACAE 4171 - ofb |
T ey Tamtaa wisiag FEasi-

wngfs> >ma=n@aaw WWE; $>ww>ma“” a‘f‘tﬁsﬁiﬁw>

— e ] SFAAG LYY 41~ GEed] Fﬁ (Idea generation) |
—> HEA A SquE =19 g9 afaferdiead (Commercialization) |

OS5 7 #[tdTd TFeeid & @rifrs feaft faara 7ea qree = | 34

3. (@l (FfHe Toa «d] T3 (Customer-centered new-product development)

3. 7# fofés w1 #1) €= (Team-based new-product development)

o, fawgs g #¢) TFu4 (Systematic new-product development)
Y4 (@FF @A (@Saa TN AN G 7oq Sod 418 (@9 F(d 992 (FoOmd HEBad
wfeeme! 2 ¥ SIF- (FOl (@FFRF T A4 TFE 90 |
fafen cereifaa fafeq faoin a7 gata F1@ @9, 7Y IBNAT G “ TFG QAT AfqwFT
(Overlapping) ¥4 Slt- wa fefés wga #ay Taaa ate |
A TEEE CFLE I i W 9l et seaSl «inet areTa S A9, «inew e
oo Bq OIS~ EEIES w6 878 (Sequential product development) 3T |

*ITlT &4 St&d 41+979% (Stages of Product Life Cycle)

3T <Al AGIE 2 (AT OF IR AGR (AF T @ A e ofe @ W oy A =
TN F0A OF - Mol Gaa-58F 07 |
fefeil Sbeag we Gie-vraa ©9- ¢ft | 74l

>. 74} Ta= 9 (Product development stage)

. 7b41 ¥4 (Introduction stage)

©. #i4fa @« (Growth stage)

8. %Sl @2 (Maturity stage)

&. “ien ¥4 (Decline stage)

: R
o fe=y
E —
o o Samm g il o T e T

foas =it Sw-50a dIoTE

Eminent Publication 151



NS - IS, syew fAffias (o) : fafa + =igst

Previous Questions

1. ‘Idea Generation’ stage in new product development process does not include —
(Fr=m =i fefafat=m e i (AM) : 202))

A internal idea sources  B. extenal 1dea sources C. crowdsourcing D. on-boarding
il (FE3: D): “SAlfee =] 7ga FaniFe s6me dfcsa sfeqdieats afe | T ) Saaad &=
T FOETE *MUFCeE T WL TS T | R @riferE Gifae, Sered a3 AT e,
ST, AT @9 T e I @k T T I GNAE TS T AT A 419 L Ty e
ZqeTS] A I |

2. Apple customers who keep buying same brand in every purchase is an example of -
(=W =171 fefmRE=w r==fa & (AM) : 203))
A. user status B.usagerate C. loyalty status D. benefits sought
gt (Bea: C): @1 LT JET TPieT aW4 I R @I o6 91 oRE afe fefre @ @
aferariitns amfoe sa1@ 9e Aige oite JFagfe &Ee 991 auifte &7 | fsfbe «iig & Fire wigrer
tefa war & A T FCATT=EEA A1EF AT 99 R Srgaery sifan wd f&facary s |
3. VF Corporation offering mere than thirty premium brands is an example of —
(M o R @[ & (AM) : 2033)
A. mass marketing B. segmented marketing C. niche marketing D. micromarketing
71T (Be2: B): 94 fesfosad @ - @ema arage, ey 91 Spared fofers smg IemEce wween
(wemre [ee T4 SeSiFe (719) I@EEresad (Undifferentiated (mass) marketing) €3 7578
I@EEETR G2 @A 4 T e cremmn oWl oRE GF @ RRIge  JEEmeresad
(Differentiated (segmented) marketing) 7@ (F=ii" WA 08 92 7 g Fe=1e 88 a1 A0S
w11 =12 @rfs ey wlwd e e e e e w93 arers e fog fog =i
&7 ¥ Faige (F59) IeFarssad (Concentrated (Niche) marketing) (58 &R @9
e ot R Su fo@ sl Sux 92 @ IETaesd FNee AfoEm @1 B

IERETesacE (Micromarketing) (F@ & e Ife 31 S/gs @8 I3 3¢ IEFEeFT FED
&% T4l T oI ©IE qIEF IEEredad I+ |
4. is the base of marketing planning? (T3=1E (AM) : 2033)
A. Demand B. Demand Analysis  C. Demand function D. Demand forecasting

1 (B83: D): s AfaesaE Fise gl sikam dem fFdn | rd Iamares@ o sResns
vifkar sfrem Fda sace 71 #iE, o 1 Eea Sifknl S ATE WSl A FEER FAce HAlE A |
(wrerm w0 Sikae & & 407 foote < @1 oo 5 & onam fo o wfem R = s =
JEFECFRICE L9298 FA0S T WS (7 Ol AN (U@ SASKI ¢l FIIHIR F9CS A1 |

5. TS HIed A JT &AW (@ A9 IETeFqe 1T Free? (Rafef (AAO) : 2035)
A. g519 B. fq=is= C. Fag7=
D #@ifes @ E. =02 78
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Model Test
Model Test: 1
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Introduction to Marketing
Marketing—A social and managerial process by which individuals and groups obtain what they

need and want through creating and exchanging products and value with others.

Human need—A state of felt deprivation

Human want—The form that a human need takes as shaped by culture and individual personality
Demands—Human wants that are backed by buying power

Marketing offer—Some combination of products, services, information, or experiences offered to
a market to satisfy a need or want.

Customer value—The consumer’s assessment of the product’s overall capacity to satisfy his or
her needs.

Customer satisfaction—The extent to which a product’s perceived performance matches a
buyer’s expectations. If the product’s performance falls short of expectations, the buyer is
dissatisfied. If performance matches or exceeds expectations, the buyer is satisfied or delighted.
Exchange—The act of obtaining a desired object from someone by offering something in retum.
Transaction—A trade between two parties that involves at least two things of value, agreed-upon
conditions, a time of agreement and a place of agreement.

Relationship marketing— The process of creating, maintaining and enhancing strong, value-
laden relationships with customers and other stakeholders.

Market—The set of all actual and potential buyers of a product or service.

Marketing management— The art and science of choosing target markets and building profitable
relationships with them.

Demarketing—Marketing to reduce demand temporarily or permanently — the aim is not to
destroy demand, but only to reduce or shift it.

Marketing management philosophies : There are five alternative concepts under which
organisations conduct their marketing activities: the production, product, selling, marketing and
societal marketing concepts.

ept of Marketing

The production concept : The production concept holds that consumers will favour products that

are available and highly affordable, and that management should therefore focus on improving
production and distribution efficiency. This concept is one of the oldest philosophies that guide
sellers.

Product concept : The product concept, holds that consumers will favour products that offer the
most quality, performance and innovative features, and that an organisation should thus devote
energy to making continuous product improvements.

Selling concept : The selling concept holds that consumers will not buy enough of the
organisation’s products unless it undertakes a large-scale selling and promotion effort. The concept
1s typically practised with unsought goods.
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