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MULTIPLE CHOICE QUESTIONS

1. Marketing is a process of converting the potential customers into …………..
a) Actual customers b) Prospective customers
c) Marketers d) None of these

2. Marketing is a …………..process
a) Goal oriented b) Exchange
c) Social d) All of these

3. Which of the following is not included in the function of physical supply?
a) Standardization b) Storage
c) Transport d) Packaging

4. All forces or factors that affect marketing policies, decisions and operations of a business constitute
a) Marketing mix b) Marketing environment
c) Marketing control d) None of these

5. ……………concept is based on the principle that marketing is not a department but it is pervasive
throughout the company.
a) Production b) Holistic
c) Modern d) Selling

6. …………. simply refers to product planning.
a) Merchandising b) Assembling
c) R & D d) None of these

7. Branding is a function of ………….
a) Research b) Exchange
c) Physical supply d) Facilitating

8. Market where goods are transacted on the spot or immediately
a) Future market b) Spot market
c) Perfect market d) None of these

9. Market where there is no physical delivery of goods
a) Future market b) Spot market
c) Perfect market d) None of these

10. Markets which are organized and regulated by statutory measure are
a) Regulated markets b) Unregulated markets
c) World market d) None of these

11. The markets in which goods are bought and sold in bulk quantities.
a) Wholesale market b) Retail market
c) World market d) None of these

12. Market in which gold and silver are sold
a) Commodity market b) Produce market
c) Bullion market d) None of these

13. Market where money is lend and borrowed
a) Money market b) Foreign exchange market



Chapter 1/INTRODUCTION TO MARKETING MANAGEMENT

Marketing Management Page 3

c) Stock market d) None of these
14. Market where currencies of different countries are bought and sold.

a) Money market b) Foreign exchange market
c) Stock market d) None of these

15. Market where demand for goods is greater than supply.
a) Buyers’ market b) Sellers’ market
c) Retail market d) Wholesale market

16. Market where shares, debentures, bonds, etc. of companies are bought and sold.
a) Money market b) Foreign exchange market
c) Stock market d) None of these

17. Market in which supply is greater than demand.
a) Buyers’ market b) Sellers’ market
c) Retail market d) Wholesale market

18. Marketing is applicable in …………
a) Goods b) Events
c) Property d) All of these

19. Risk bearing is a function of…………
a) Research b) Exchange
c) Physical supply d) Facilitating

20. Marketing is important to
a) Economy b) Companies
c) Consumers d) All of these

21. Profit through Customer Satisfaction Is aimed in…………. Concept
a) Production b) Holistic
c) Marketing d) Selling

22. Marketing Environment is
a) Largely uncontrollable b) Changing fast
c) Influencing marketing decisions d) All of these

23. Marketing that converts negative demand to positive demand is known as
a) Conversional b) Maintenance
c) Remarketing d) Developmental

24. Which of the following is not included in the micro environment
a) Suppliers b) Publics
c) Economic d) Customers

MARKET

MEANING
 It is derived from Latin word marcatus which means merchandise, trade or a place where business is

conducted.
 Traditionally, it means a place where goods are bought and sold
 In modern world, it means a set of consumers, potential consumers, past consumers, sellers and

intermediaries who are involved in the process of exchange of goods and services.
 In other words, it consists of people with wants, purchasing power and willingness to utilise the

purchasing power
 According to Pyle, “Market includes both place and region in which buyers and sellers are in free

competition with one another”

CONCEPTS OF MARKET
 Place Concept

Market is a convenient meeting place where buyers and sellers are meeting together for exchange of
goods.

 Area Concept
Market is any area providing a set of price making forces- Product to exchange, people to buy, etc.

 Demand Concept
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Market is a group of people having unmet wants, purchasing power to make their demand effective and
willingness to spend money to satisfy their wants.

 Management Concept
Market is a social institution performing the work of middlemen, transport, agency, warehouse, etc.

CLASSIFICATION OF MARKET
1. On the basis of area
 Local Market
 It is a market where buyers and sellers carry on business in a particular locality, or village, or area
 For example, markets for perishable commodities

 National Market
 It is a market which regards the goods of a country as a whole as one market
 For example, markets for industrial and durable commodities

 World Market
 It is a market where buyers and sellers carry on business on a world level

2. On the basis of time
 Very Short Period Market
 It is a market where perishable commodities are bought and sold

 Short Period Market
 It is a market which durable and reproducible commodities are bought and sold

 Long Period Market
 It is a market where durable goods are bought and sold

3. On the basis of transaction
 Spot Market
 It is a market where commodities are bought and sold on the spot or immediately

 Future Market
 It is a market for future contracts
 There is no physical delivery of goods

4. On the basis of regulation
 Regulated Market
 It is a market which is organized and regulated by statutory measures
 Stock exchange is a typical example for regulated market

 Unregulated Market
 It is a market which is not regulated by any statutory measures
 It is a free market

5. On the basis of volume of business
 Wholesale Market
 It is a market in which goods are bought and sold in bulk or large quantities

 Retail Market
 It is a market in which goods are bought and sold in small quantities

6. On the basis of goods
 Commodity Market
 It is a market in which different kinds of commodities are bought and sold

 Capital Market
 It is a market in which the financial needs of business concerns are met

MARKETING

MEANING
 Marketing is one of the most important operative functions of management
 It is the process by which goods and services from producers are made available to the ultimate

consumers
 It comprises of all activities performed by firms to direct and facilitate flow of goods and services from

producers to buyers
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DEFINITION
Product Oriented Definition
 Marketing is a management function needed to create demand for the product
 “Marketing is the performance of business activities that direct the flow of goods and services from

producer to consumer or user”- American Marketing Association
 “Marketing consists of those efforts which effects transfer in the ownership of goods and services and

which provide for physical distribution” – Clark and Clark

Characteristics of Product Oriented Definition
 Consists of production, buying and selling
 Product oriented
 No emphasis on after sale service
 Aim is to earn maximum profit
 No importance to consumer satisfaction

Customer Oriented Definition
 Marketing is the process of identifying and meeting human and social needs
 Marketing is anything and everything about customer satisfaction
 “Marketing may be defined as the process of discovering and translating consumer needs and wants into

product and service specifications, creating demand for these products  and services and then in turn
expanding these demand” – Prof: H.L Hansen

Characteristics of Customer Oriented Definition
 Consumer oriented
 Begins and ends with consumer
 Emphasis on after sale service
 Aim is to earn maximum profit through consumer satisfaction
 Adopts systematic approach to marketing

Value Oriented/Modern Definition
 Marketing is is everything and everything is marketing
 “Marketing consists of all activities by which a company adapts itself to its environment-creatively and

profitably”- Ray Corey

Characteristics of Value Oriented Definition
 Goal oriented process
 Creation of utilities
 Surrounded by needs
 Process of exchange
 Social process
 Universal function
 Takes place in a dynamic environment

PPROACHES TO MARKETING
 Product approach
 It studies marketing problems of each product separately
 It deals with sources of supply, middlemen, demand potential, etc of each product separately

 Functional approach
 It analyses different functions of marketing such as buying, assembling, selling, warehousing, etc

 Institutional approach
 It stresses the importance of various institutions such as manufacturers, warehousers, etc who

perform the marketing function
 Social approach
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 It emphasises the necessity of marketing functions for the well-being of the society
 It tries to increase the quality of the life of the people

 Managerial approach
 It is the combination of all the above approaches of to marketing
 It is of recent origin
 It focuses on the managerial aspects of marketing

 System approach
 It emphasises business as a system and marketing as one of its subsystems

 Inter disciplinary approach
 It refers to the use of all other disciplines to solve the marketing problems

ELEMENTS OF MARKETING
 Needs, Wants and Demands
 Needs – are states of felt deprivation. Includes physical, social and individual needs.
 Wants – are desire for specific satisfiers of needs
 Demands– are wants for specific products backed by an ability and willingness to by them.

 Products
 Includes goods, services, ideas and information

 Value, cost and Satisfaction
 Value - is the consumer’s estimate of product’s overall capacity to satisfy his or her needs.
 Cost - is the amount actually spent for developing and introducing the product to consumers.
 Satisfaction – is the positive feeling towards the product after its use.

 Exchange
 It is the act of obtaining a desired object from someone by offering something in return.

 Markets
 The set of actual and potential buyers of a product or service.

 Marketer
 Is someone seeking a resource from someone and willing to offer something of value in exchange

MARKETING PROCESS
 Marketing is a process involving various activities in the flow of commodities from the producer to the

consumers
 Marketing process involves:
 Concentration: It refers to assembling goods produced at different production centres at a common

market place
 Dispersion: It refers to the distribution of assembled goods to the consumers
 Equalisation: It lies in between concentration and dispersion. It refers to the adjustment of supply to

demand on the basis of time, quality and time

IMPORTANCE OF MARKETING
 Marketing is important not only for organizations but for individuals, society and economy as a whole.
 Financial success often depends on marketing ability.
 Many companies have now created a Chief Marketing Officer, or CMO, position to put marketing on a

equal footing with other C-level executives, such as the Chief Executive Officer (CEO) and Chief Financial
Officer (CFO).

 Some of its importance can be discussed as follows.

Importance of Marketing to Companies
 Helps in income generation.
 Helps in planning and decision-making.
 Helps in distribution.
 Helps in exchanging information.
 Helps to adapt to changing environment.
 Expands global presence.
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 Helps to earn goodwill.

Importance of Marketing to Consumers
 Provides quality products.
 Provides variety of products.
 Improves knowledge of consumers.
 Helps in selection.
 Consumer satisfaction.

Importance of Marketing to Society
 Provides employment.
 Raises standard of living.
 Creates utilities.
 Reduces costs.
 Solves social problems.
 Makes life easier.
 Enriches society.

Importance of Marketing to Economy
 Saves the economy from depression.
 Increase in national income.
 Economic growth.
 Ploughing back of resources

PHILOSOPHY/CONCEPT OF MARKETING
 It means the belief or attitude of the management of a firm which guides its marketing efforts
 It is the lighthouse for organisations to move in the right direction for the achievement of business goals
 Marketing concepts are broadly classified into two:

 Traditional Concepts
 Modern Concepts

Traditional Concept of Marketing
 Product Concept
 Consumer will favour those products that offer the most quality, performance or innovative features.

 Production Concept
 Consumer will favour those products that are widely available and lower in cost

 Exchange Concept
 Exchange of product between the seller and the buyer is the central idea of marketing

 Selling/Sales Concept
 Consumers if left alone, ordinarily will not buy enough products unless the seller undertakes a large

scale selling and promotional efforts

Modern Concept of Marketing
 Marketing Concept
 The key to achieve organizational goal is consumer satisfaction

 Social Marketing Concept
 Gives emphasis on society’s well-being along with consumer wants and profits

FEATURES OF MODERN MARKETING CONCEPT
 Consumer is the key
 Business has dual objectives-customer satisfaction and profit maximisation
 Needs and wants must be converted into goods and services
 Every marketing activities must start with consumer and ends with consumer satisfaction
 Consumers are classified into different groups
 Key role of the information

TRADITIONAL V/S MODERN CONCEPTS
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Traditional Concept Modern Concept

Objective is profit maximisation Objective is consumer satisfaction
Short term oriented Long term oriented
Less promotional activities Sustained promotional activities
Narrow concept Wider concept
Focus is on product only Focus is on consumer needs and wants

MARKET V/S MARKETING

Market Marketing
It is a group of potential/ future customers for
a particular product

It is a process by means of which goods and
services are exchanged

It is a narrow concept It is a wider concept

It is an arrangement which provides an
opportunity to exchange goods

It is a process by which products are matched
with the market

It is an outlet to let out the goods It is a machinery to move goods from the point
of production to the point of consumption

It creates organisational environment
It gives a functional philosophy of consumer
orientation

MARKETING V/S SELLING

Marketing Selling

Focuses on need of the buyer Focuses on the need of the seller
It is a wider term  and includes advertising,
market research, product planning, etc.
besides selling

It refers to exchange  of  goods for money
between the sellers  and the buyers

It begins before production and continues
even after sales

It is concerned with distribution of goods
already  produced

It aims at long term goals such  as  growth and
stability

It is a machinery to move goods from the point
of production to the point of consumption

The focus is on creation of  customer demand
and its maintenance

It gives a functional philosophy of consumer
orientation

It converts customer needs into products It converts products into cash
The principle caveat vendor (let the seller
beware) is followed

The principle caveat emptor (let the buyer
beware) is followed

Profit through customer satisfaction is the
slogan

Profit through sales volume is the slogan

FUNCTIONS OF MARKETING
 Marketing function is an act or service by which original producer and the final consumers linked.
 Functions of marketing may be classified into four:
 Functions of research
 Functions of exchange
 Functions of physical supply
 Facilitating functions

Functions of Research
 Marketing begins with the functions of research.
 It consists of:
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 Marketing Research: It is the intelligence service of an organization which helps in analysing the
buyer’s habits, preferences, product image etc.

 Product Planning and Development: Systematic product planning and development is essential for to
match the product with customer’s requirements. It refers to planning and developing the products
which exactly match to the consumers.

Functions of Exchange
 The process of passing goods into consumer’s hands is called exchange.
 Functions of exchange includes:
 Buying: It is the act of purchasing of raw materials or finished goods by the manufacturers or traders.
 Assembling: It is the process of collecting and concentrating goods of the same type from different

sources at one place.
 Selling: It is the process of transferring goods and ownership to customers for money or value.

Functions of Physical Supply
 These are the functions related with creation of place and time utilities.
 Functions of physical supply include:
 Transportation: It refers to the physical movement of products from the point of origin to the point of

consumption. It creates place utility.
 Storage and warehousing: Storage means holding and preserving goods from production to purchase

by customers. Storage function is facilitated by warehouses. Storage creates time utility.
 Packaging: It includes all activities which facilitate protection of goods, identify from rival products

and establish brand images.

Facilitating Functions
 These are the functions helping the primary functions of marketing such as buying, selling, transportation,

etc
 Facilitating functions include:
 Standardization: Establishing certain standards for products on the basis of quality, colour, size,

durability, security etc.
 Grading: It is the grouping of standard products in to certain classes.
 Branding: Process of giving a name to the products by which it should become known and familiar to

the consumers
 Pricing: It is the process of fixing exchange value in terms of money.
 Financing: Finance is known as the life blood of the business. Financing means providing adequate and

cheap finance for performing various marketing functions.
 Risk bearing: Risk means the possibility of loss due to some unfavourable happenings in the future. It

is the function of reducing the possibility of loss due to unfavourable happenings in the future.
 Promotion: It includes all communications that   influence or persuade or motivate consumers to

purchase products. Promotion includes advertising, personal selling, sales promotion, etc. buyer
behaviour can be favourably influenced through promotion.

FEATURES OF MODERN MARKETING
 Consumer oriented
 In early period, the objective of business was to maximise profit, but today it is consumer satisfaction
 Every firm wants:
 To identify consumer needs and wants
 To produce those goods needed by consumers
 To produce goods in the quantity needed by consumers
 To sell the goods at the price consumer willing to pay
 To supply the goods at the time when the consumer requires

 “Marketing is not a function, it is the whole business seen from the consumer’s point of view”- Peter F
Drucker

 Consumer is the king in the market
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 Begins and ends with consumers
 Begins with the identification of consumer needs and wants
 Ends with selling goods at the price consumer willing to buy

 Precedes and succeeds production
 Before undertaking production, firms want to undertake market research
 After completing production (and sales), firms want to provide after sale services

 Guiding element of business
 Marketing has become a pervasive force capable of guiding and controlling production

 Competition oriented
 Era of cut throat competition

 Target marketing is the strategy
 Market has to be divided into several segments, and selecting one or two segments for marketing

 Direct marketing and direct selling
 Branch shops of MNCs at nearby villages
 Appearance of salesmen at consumer’s door step

 Relies on information
 Emphasises mutuality of benefits
 Good return for business and greatest satisfaction to consumers

 Emphasises on consumer retention
 Cyber marketing/Online marketing
 Shifting from international to borderless marketing
 Innovation
 Innovate or perish is the slogan

 BPO/Business Process Outsourcing

FACTORS RESPONSIBLE FOR THE GROWTH OF MODERN CONCEPT OF MARKETING
 Population growth

Brought an increase in demand for products and services and created variety in taste and preference
 Growing number of households

Small family concept created new challenges before marketers
 Increase in disposable income

Necessitated the manufacture of new styles of goods and services
 Change in attitude towards life

People after new styles, new fashion and newer things
They want more and more fancy goods

 Technological development
 Growth of marketing channels
 Growth of mass communication media

IMPORTANCE OF MARKETING IN INDIAN ECONOMY
 Increase in employment opportunities
 Increase in per capita income
 Increase in standard of living
 Increase in export
 Balanced economic growth
 Development of transport and communication facilities
 Development of warehousing facilities
 Development of banking and insurance
 Development of standard of living
 Development of new means of finance
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EVOLUTION OF MARKETING CONCEPT
 Although the concept of marketing emerged after the industrial revolution, the changes in business in

terms of adapting to the concept came about gradually.
 It took many years for the business to realise that satisfying customer is the key for making sales and

profits in the long run.
 Business has gone through different phases or stages of marketing over years. Various stages in the

evolution of marketing concepts are:

Stages of economic self-sufficiency
 The small families themselves carried out all works to satisfy their need for food, clothing and shelter.
 There was no exchange at all.

Stage of primitive communism
 The land was owned in common and the outputs of labour were shared in common.
 The tools and provisions were the common property of all
 There was no need for exchange

Stage of simple barter
 It realised that some people are able to produce certain goods quickly than others. This led to economic

specialisation.
 Gradually, the tribes and communities also turned to the status of specialisation
 Those who produced in large quantity exchanged the surplus goods to others who did not produce that

item.
 Personal selling practice originated during this stage.

Stage of local markets
 Barter system encouraged the emergence of local markets
 Firstly, these markets were the temporary affairs like trade fairs. Later, they took on more permanent

shapes like stall, shops and bazaars.
 The local markets led into the birth of specialised markets.
 Marketing has developed into the process of exchange of economic goods and a set of specialised

institutions that facilitated exchange.
 Expanded the concept of selling into the concept of marketing

Stage of money economy
 Development of a common medium of exchange
 Firstly they used various forms such as fish, books, shells, pearls, sheep, cows, slaves, etc.
 The use of metallic coins quickened the pace of trade and provided more durable base for the operation of

local markets

Stage of early capitalism
 Rise of a property class and a labour class. The talents of some people helped them in the successful

accumulation. They used other’s personnel efforts for production
 It used branding, grading, packing and advertising
 Emerged the hawkers and peddlers
 But, there was no serious effort to study the needs of consumers

Stage of mass production
 Result of industrial revolution of the seventeenth century.
 Say’s law- supply creates its own demand- was truly applicable in this stage
 Emergence of professional management to organise men, material, machine and money
 Originated the modern marketing practices like branding, packaging, advertising and sales promotion
 Marketing becomes the name of all activities undertaken to exchange goods and services from producers

to consumers.
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Stage of affluent society
 The concept of marketing became consumer oriented.
 Firms analyse the needs and wants of consumers and adjust their productive capacity to meet that wants.
 Emphasis was laid down on marketing research

Stage of value based marketing
 Consumers are looking for higher values in the form of reasonable price, selection, quality and service.
 Firms used value to prevent competition
 They attempt to find the most desirable balance between providing benefits to customers and keeping

their cost down.
MARKETING MANAGEMENT

MEANING AND DEFINITION
 It is a functional area of business management
 It simply means the management of marketing activities
 It is the process of planning, organising, directing, controlling and evaluating the efforts of an organisation

for the purpose of achieving the marketing objectives.
 “Marketing management is the art and science of choosing target markets and getting, keeping and

growing customers through creating, delivering and communicating superior customer value”- Kotler and
Keller

OBJECTIVES OF MARKETING MANAGEMENT
 To increase consumption
 To create goodwill
 To reduce cost
 To stabilize price
 To ensure growth
 To improve quality of life
 To provide wide choice of goods

MARKETING MANAGEMENT TASKS
 Conversional marketing
 It is needed when there is negative demand for the product.
 Negative demand exists when majority of consumers dislike the product or service
 Conversional marketing means developing a plan or strategy that will convert the negative demand

into a positive demand
 Developmental marketing
 It is required when there is latent demand for the product
 Latent demand means that a substantial number of customers in the market strongly share the need

for a product that does not exists not at all
 Developmental marketing means developing a plan or strategy that will convert the latent demand

into actual demand
 Remarketing
 It is required when there is a falling demand/faltering demand for the product
 Falling demand/faltering demand means that the demand for a product is less than it used to be and

further decline in demand is expected
 Remarketing means developing a plan or strategy applied for revitalizing the falling demand/faltering

demand for a product by taking remedial measures
 Remarketing may be applied by finding or creating new uses or users or satisfaction for an existing

product
 Maintenance marketing
 It is needed when there is a full demand for the product
 Full demand exists when the current level of demand for a product is equal to the desired level
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 Maintenance marketing is the task of continuously monitoring the demand level and maintaining at
the full level

MARKETING MANAGEMENT V/S SALES MANAGEMENT

Marketing management Sales Management

Broader concept Narrow concept
Modern concept Traditional concept
Includes sales management It is a part of marketing management
Aims profit maximisation through customer
satisfaction

Aims profit maximisation through sales
maximisation

Deals with the problems of buyers Deals with the problems of sellers

MARKETING ENVIRONMENT
 The performance a company depends on its sales and its sales depends upon marketing environment that

influences its marketing activities
 “The term environment may be defined as the aggregate of all conditions, events and influences that

surround and affect it”- Keith Davis
 The Marketing environment refers to those forces or factors that are external to the marketing function of

an organisation, but influences it’s marketing abilities, in dealing with customers
 It includes all those factors which are external to a firm and which affect the marketing objectives and

policies of a firm.
 Marketing environment may be defined as the external factors and forces that affect a firm’s ability to

develop and maintain successful transactions and relationships with the target customers”- Philip Kotler

Features of Marketing Environment
 Largely uncontrollable
 Changing fast
 Influences marketing decision making
 Offers some opportunities and threats
 Marketing environmental factors are inter related
 May be micro environment or macro environment

Types of Marketing Environment
 Marketing environment is broadly divided into two- internal environment and external environment

Internal Environment
 Internal environment is a set of all forces or factors which are which are inherent to the firm can be

controllable by the management.
 These consist of marketing policies, marketing strategies, the selection of target marketing, marketing

objectives and marketing control.

External Environment
 External environment is a set of all forces or factors which are external to the organisation, and thus they

are uncontrollable and usually affecting the industry as a whole, rather than the individual players
 The uncontrollable environmental consist of two levels i.e., micro environment and macro environment.

Micro-Environment
 It consists of elements or forces close to the company that influence marketing directly.
 It includes supplier, marketing intermediaries, customers, competitors and the general public

Supplier
 One who supply the resources or inputs needed by the company to produce goods and services.
 Any shortage of supply affects the marketing function and thus, should avoid dependence on any single

supplier

Marketing Intermediaries
 They are the middlemen who create place utility and time utility.
 These includes wholesalers, retailers, transport companies, marketing consulting firms, marketing services

agencies and assist the company in promoting the right products to the right markets
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Competitors
 They are the organisations that offer similar products and services
 The company should monitor the competitive environment and competitor’s offerings
 Sun Tsu wrote in his book ‘the art of war’, “if you know your enemy and know yourself, you need not fear

the results of a 100 battles”

Customers
 It refers to consumer markets, industrial markets, reseller markets, international markets and government

markets having its own characteristics
 A company should gather information about them in order to identify and anticipate consumer needs and

wants

General Public
 General public comprises of labour unions, trade associations, press and media, government officials, etc
 Marketers have to take into account the views of the  general public while taking price, quality and service

decisions.

Macro-Environment
 Macro-environment consists of forces affecting the entire society or economy at large.
 Macro environment influences entire industry as a whole.
 The various variables of Macro-environment are:

Demographic Environment
 Demographic factors refers to the characteristics of population, and includes factors such as population

growth, change in age-group, marriages, family sizes, movement of people from big cities to rural or sub
urban areas, literacy, etc.

 It is essential for the market to understand the demographic forces in a country which helps him frame
optimal marketing-mix.

Socio-Cultural Environment
 It includes values, food habits, religious belief, type of education, etc.
 It determines what, where, how and when people buy products and services
 Marketer should consider the changes in various socio-cultural factors

Economic Environment
 It comprises of inflation rate, interest rate, business cycle, economic system of the country, economic

policies of the government, etc.
 These economic factors have a tremendous impact on marketing activities

Ethical Environment
 In the race of earning more and more profits, business people disintegrate the ethical values from the

business.
 This leads to adulteration, limitation etc. resulting in socio-economic pollution of minds and relations.

Political/ Legal Environment
 Political environment refers to the government policies, rules and regulations and decisions
 The legal environment consists of various laws passed by Central or State Government or by local

administration.
 Marketing managers required full knowledge and understanding of political philosophy and ideologies of

major political groups and legal environment for framing marketing strategies and growth of business.

Technological Environment
 Technological forces produce new products, production methods, new markets and opportunities
 It helps to shape changes in living style of the consumers.
 It has the responsibility of relating changing life- style patterns, values and changing technology to market

opportunities for profitable sales to particular market segment.

Ecological/Natural Environment
 Industrialization creates environmental pollution and depletion of natural resources
 The used packing materials, plastics and bottles create unhealthy surroundings
 Marketers should consider these ecological problems in formulating marketing plans
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International environment
 It consists of those factors which have an impact on foreign trade
 These factors may be foreign policy, international treaties, and various Acts which affect the trade dealing

with other countries
 A firm engaged in international marketing should consider all these factors

ENVIRONMENTAL SCANNING
 Environmental forces are dynamic and any changes in them brings uncertainties, threats and

opportunities for the marketers
 Changes in the environmental forces can be monitored through environmental scanning
 It simply refers to the collection of information and screening it to anticipate and interpret changes in the

environment
 It is the systematic collection of information about various environmental factors that have an impact on

business to identify threats and opportunities and formulate appropriate strategies.

Advantages of Environmental Scanning
 It enables to know customer needs
 It helps to anticipate the strategies of competitors
 It helps to establish marketing objectives easily
 It provides a basis for forecasting
 It facilitates product innovations
 It helps in market segmentation
 It helps in designing marketing mix


