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Preface to the Fifth Edition
The objective of the 5th Revised Edition of the book “Principles of Marketing” is to provide basic 

knowledge of concepts, principles, tools and techniques of Marketing and to provide knowledge about 
various developments in the Marketing. The book covers basic concepts of marketing, marketing 
philosophies and environmental conditions affecting marketing decisions of a firm. It describes the 
dynamics of Consumer Behaviour and process of market selection. It analyses the process of value 
creation through marketing decisions involving product development and many more. 

The present book exclusively covers the course contents of the paper “Principles of Marketing” in  
B.Com. (Prog.) and B.Com. (Honours) of all Indian Universities as per the Revised Curriculum based 
on National Education Policy – 2020 (NEP – 2020)

Following are the key additions in this edition:
	 1.	 Social Marketing and Digital Marketing
	 2.	 Rural Marketing
	 3.	 Sustainable Marketing and Relationship Marketing
	 4.	 Logistics Decisions
	 5.	 Wholesaling and Retailing
	 6.	 Promotion Decisions and Integrated Marketing Communication
	 7.	 Branding, Packaging, Labeling and Product Support Services
	 8.	 Sales Promotion, Public Relations, Publicity and Direct Marketing

The book is well illustrated with more than 50 Figures, 70 Tables and nearly 35 Case Studies. More 
than 460 ‘Test Questions’ at the end of each chapter to facilitate problem solving apart from a On-line 
Question Bank of more than 230 Questions and 22 University Question Papers. To view the “Question 
Bank” please scan the QR Code given at the end of Contents.

We are confident that this Revised Edition will meet the requirement of NEP – 2020
� The Editorial Team
� Sultan Chand & Sons

PPreface
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Preface to the First Edition
Some of the distinctive features of the book are as follows:

	 1.	 Full coverage of the prescribed syllabus
	 2.	 Systematic arrangement of topics and analytical presentation.
	 3.	 Learning objectives in the beginning of each chapter to provide a bird’s eye-view of the contents.
	 4.	 Tables and diagrams to illustrate the text
	 5.	 Examples from Indian industry
	 6.	 Reader friendly format and simple language
	 7.	 Summary at the end of each chapter for quick revision before the examination.
	 8.	 Test questions culled from B.Com. (Hons.) examinations of Delhi University.

I am fully confident that the book will fully meet the requirements of the concerned students and 
teachers. I request my esteemed readers to send their suggestions and comments for improvement in 
subsequent editions of the book.

Dr. C. B. Gupta



UNIT I – INTRODUCTION TO MARKETING

1.  Nature, Importance and Scope of Marketing� 3-24
	 1.1.	 Definition of Marketing� 3
	 1.2.	 Meaning of Marketing — Micro and Macro� 4
	 1.2.1.	 Micro-Marketing� 5
	 1.2.2.	 Macro-Marketing� 5
	 1.3.	 Nature of Marketing� 6
	 1.4.	 Key or Core Concepts of Marketing� 7
	 1.4.1.	 Importance of Marketing� 9
	 1.5.	 The Marketing Process: Creating and Capturing Customer Value � 11
	 1.5.1.	 Creating Marketing Needs� 11
	 1.5.2.	 Creating Marketing Strategy and Plan� 12
	 1.5.3.	 Develop Integrated Marketing Plan and Program� 13
	 1.5.4.	 Engaging Customers and Managing Customer Relationships� 14
	 1.5.5.	 Capturing Customers Value� 15
	 1.6.	 Scope of Marketing� 16
	 1.7.	 Functions of Marketing� 17
	 1.7.1.	 Functions of Exchange� 17
	 1.7.2.	 Functions of Physical Supply� 19
	 1.7.3.	 Facilitating Functions� 19
		  Summary� 20
		  Test Questions� 21
		  Case Study 1.1� 21
		  Case Study 1.2� 23
2.  Evolution of Marketing Philosophies� 25-40
	 2.1.	 Evolution of Marketing Philosophies / Concepts� 25
	 2.2.	 Modern Marketing Concept� 27
	 2.2.1.	 Features of the Marketing Concept� 28
	 2.2.2.	 Importance of Marketing Concept� 30

cContents



vi� Contents

	 2.2.3.	 Limitations of the Marketing Concept� 30
	 2.2.4.	 Implementation of the Marketing Concept� 31
	 2.3.	 Distinction between Marketing and Selling� 33
	 2.4.	 Recent Innovations in Modern Marketing� 34
		  Summary� 37
		  Test Questions� 38
		  Case Study 2.1� 39
3.  Service Marketing� 41-59
	 3.1.	 Concept of Service� 41
	 3.2.	 Characteristics of Services� 43
	 3.3.	 Classification of Services� 45
	 3.4.	 Marketing Mix for Services� 46
	 3.4.1.	 Product� 46
	 3.4.2.	 Pricing� 47
	 3.4.3.	 Promotion� 49
	 3.4.4.	 Distributions� 50
	 3.4.5.	 People� 51
	 3.4.6.	 Physical Evidence� 51
	 3.4.7.	 Process� 51
	 3.5.	 Service Gap Model� 52
	 3.6.	 Marketing Strategies for Service Firms � 53
	 3.7.	 The Future of Service Marketing� 54
		  Summary� 55
		  Test Questions� 56
		  Case Study 3.1� 58
4.  Marketing Mix� 61-70
	 4.1.	 Meaning of Marketing Mix� 61
	 4.2.	 Importance of Marketing Mix� 62
	 4.3.	 Elements of Marketing Mix� 63
	 4.4.	 Criticism of Marketing Mix� 65
	 4.5.	 Essentials of an Effective Marketing Mix� 65
	 4.6.	 Marketing Mix for Services (Expanded Marketing Mix)� 65
	 4.7.	 Determining the Marketing Mix� 65
	 4.8.	 Factors Determining Marketing Mix� 67
		  Summary� 67
		  Test Questions� 67
		  Case Study 4.1� 68
5.  Marketing Environment� 71-93
	 5.1.	 Environment: Concept and Meaning� 71
	 5.2.	 Concept of Marketing Environment� 72
	 5.3.	 Features of Marketing Environment� 72
	 5.4.	 Importance of Marketing Environment� 72
	 5.5.	 Micro Environment� 73
	 5.6.	 Macro Environment� 76
	 5.6.1.	 Controllable and Uncontrollable Environment� 84
	 5.7.	 Strategies to Deal with Marketing Environment� 86



Contents� vii

	 5.8.	 Competitive Environment and Strategy� 88
	 5.8.1.	 How to Develop a Competitive Marketing Strategy?� 89
	 5.8.2.	 Environmental Scanning and Analysis� 89
	 5.9.	 Mapping the Marketing Environment� 90
	 	 Summary� 91
		  Test Questions� 91
		  Case Study 5.1� 92

UNIT II – CONSUMER BEHAVIOUR AND MARKET SELECTION

6.  Consumer Behaviour� 97-113
	 6.1.	 Meaning and Nature of Consumer Behaviour� 97
	 6.2.	 Importance of Consumer Behaviour� 99
	 6.3.	 Consumer Buying Process� 100
	 6.4.	 Buying Motives of Consumers� 102
	 6.5.	 Factors Influencing Consumer Buying Decisions� 104
	 6.6.	 Level of Involvement in Decision Process� 108
	 6.6.1.	 High Level of Involvement� 108
	 6.6.2.	 Low Level of Involvement� 109
		  Summary� 111
		  Test Questions� 111
		  Case Study 6.1� 112
7.  Market Selection: Market Segmentation, Targeting and Product Positioning� 115-141
	 7.1.	 Marketing Strategy: Choosing Market value through STP� 116
	 7.2.	 Concept of Market Segmentation� 116
	 7.3.	 Importance of Market Segmentation� 117
	 7.4.	 Bases and Levels of Market Segmentation� 118
	 7.4.1.	 Bases of Market Segmentation� 118
	 7.4.2.	 Levels of Market Segmentation� 122
	 7.5.	 Criteria for Effective Market Segmentation� 124
	 7.6.	 Choosing the Basis of Market Segmentation� 126
	 7.7.	 Market Targeting: Meaning and Concept� 127
	 7.7.1.	 Meaning of Target Market� 127
	 7.7.2.	 Concept of Target Market� 127
	 7.8.	 Target Market Selection� 127
	 7.9.	 Concept of Product Positioning� 128
	 7.10.	 Importance of Product Positioning� 129
	 7.11.	 Bases of Positioning a Product� 130
	 7.12.	 Errors in Positioning� 131
	 7.13.	 Inter-Relationship between Segmentation, Targeting and Positioning� 131
	 7.14.	 Product Differentiation� 131
	 7.14.1.	 Product Differentiation Strategies� 134
	 7.14.2.	 Advantages of Product Differentiation� 135
	 7.14.3.	 Disadvantages of Product Differentiation� 136
		  Summary� 137
		  Test Questions� 137



viii� Contents

		  Case Study 7.1� 139
		  Case Study 7.2� 140
		  Case Study 7.3� 141

 UNIT III – PRODUCT DECISIONS AND  
NEW PRODUCT DEVELOPMENT

8.  Product Decisions� 145-159
	 8.1.	 Concept of a Product� 145
	 8.2.	 Importance of Product� 146
	 8.3.	 Product Classifications — Types of Products� 146
	 8.4.	 Dimensions or Levels of a Product� 148
	 8.5.	 Concept of Product Mix� 149
	 8.5.1.	 Factors Influencing Product Mix� 150
	 8.6.	 Attributes or Features of a Product� 151
	 8.7.	 Product Mix Strategies—Trading Up and Down� 151
		  Summary� 155
		  Test Questions� 155
		  Case Study 8.1� 156
9.  Branding, Packaging, Labelling and Product Support Service� 161-185
	 9.1.	 Branding� 161
	 9.1.1.	 Functions of Branding� 162
	 9.1.2.	 Kind of Brands � 163
	 9.1.3.	 Advantages of Branding� 164
	 9.1.4.	 Branding Decisions� 166
	 9.1.5.	 Essentials of a Good Brand� 169
	 9.1.6.	 Brand Equity� 169
	 9.1.7.	 Brand Loyalty� 169
	 9.2.	 Packaging� 171
	 9.2.1.	 Functions and Advantages of Packaging� 172
	 9.2.2.	 Reasons for Growth of Packaging� 173
	 9.2.3.	 Essentials of a Good Package� 173
	 9.2.4.	 Recent Trends in Packaging� 174
	 9.2.5.	 Packaging Strategies� 174
	 9.2.6.	 Ethical Aspects of Packaging� 174
	 9.3.	 Labelling� 175
	 9.3.1.	 Functions of Labelling� 176
	 9.3.2.	 Requisites of a Good Label� 176
	 9.3.3.	 Kinds of Labels� 177
	 9.3.4.	 Advantages of Labelling� 177
	 9.3.5.	 Disadvantages of Labelling� 178
	 9.4.	 Product-Support Services� 178
	 9.4.1.	 Purpose of Product Support Services� 179
	 9.4.2.	 Techniques of Product Support Services� 180
		  Summary� 181
		  Test Questions� 181



Contents� ix

		  Case Study 9.1� 182
		  Case Study 9.2� 183
10.  New Product Development and Product Life Cycle� 187-206
	 10.1.	 New Product Development� 187
	 10.1.1.	 Definition and Concept� 187
	 10.1.2.	 Importance of New Product Development� 188
	 10.1.3.	 New Product Development Process� 188
	 10.1.4.	 Tests Involved in New Product Development� 194
	 10.2.	 Product Life Cycle (PLC)� 196
	 10.2.1.	 Assumptions of Product Life Cycle	�  200
	 10.2.2.	 Features of Product Life Cycle� 200
	 10.2.3.	 Importance of Product Life Cycle� 201
	 10.2.4.	 Limitations of Product Life Cycle� 202
	 10.2.5.	 Factors Affecting Product Life Cycle of a Product� 203
		  Summary� 204
		  Test Questions� 204
		  Case Study 10.1� 205
		  Case Study 10.2� 206

UNIT IV – PRICING DECISION AND DISTRIBUTION DECISIONS

11.  Pricing Decision� 209-228
	 11.1.	 Pricing: Concept and Meaning� 209
	 11.1.1.	 Concept of Price� 209
	 11.1.2.	 Pricing: Concept and Meaning� 210
	 11.2.	 Objectives of Pricing� 211
	 11.3.	 Significance of Pricing� 211
	 11.4.	 Factors Affecting Price of a Product� 212
	 11.5.	 Major Pricing Methods� 214
	 11.5.1.	 Cost Plus or Mark-up Pricing� 214
	 11.5.2.	 Target Return Pricing� 215
	 11.5.3.	 Perceived Value Pricing or Demand Based Pricing� 215
	 11.5.4.	 Value Based Pricing� 216
	 11.5.5.	 Going-rate Pricing� 217
	 11.6.	 Pricing Policies and Strategies� 217
	 11.6.1.	 New Product Pricing Strategies� 217
	 11.6.2.	 Promotional Pricing Strategies � 219
	 11.6.3.	 Product Line Pricing Strategies� 219
	 11.6.4.	 Differential Pricing Strategies� 220
	 11.6.5.	 Product Life Cycle Pricing Strategies� 221
		  Summary� 223
		  Test Questions� 223
		  Case Study 11.1� 224



x� Contents

		  Case Study 11.2� 227
		  Case Study 11.3� 227
12.  Distribution Decisions� 229-249
	 12.1.	 Delivering Customer Value: Managing Supply Chain� 229
	 12.2.	 Meaning of a Channel of Distribution� 230
	 12.3.	 Importance of Channel of Distribution� 231
	 12.4.	 Types of Distribution Channels� 232
	 12.5.	 Factors Affecting Choice of a Distribution Channel� 236
	 12.6.	 Functions of Channel of Distribution� 238
	 12.7.	 Distribution Strategies� 239
	 12.7.1.	 Intensive Distribution� 239
	 12.7.2.	 Exclusive Distribution� 240
	 12.7.3.	 Selective Distribution� 240
	 12.8.	 Modern Distribution Trends� 241
	 12.9.	 Vertical Marketing System� 242
	 12.10.	 Horizontal Marketing System� 243
	 12.11.	 Third Party Delivery� 244
	 12.12.	 Multi-Channel Marketing System� 245
		  Summary� 246
		  Test Questions� 247
		  Case Study 12.1� 248
13.  Wholesaling and Retailing� 251-266
	 13.1.	 Intermediaries – Meaning� 251
	 13.2.	 Types of Intermediaries� 252
	 13.3.	 Wholesaler� 253
	 13.3.1.	 Meaning of Wholesaler� 253
	 13.3.2.	 Characteristics of Wholesalers� 253
	 13.3.3.	 Functions of Wholesaler or Services Rendered by Wholesalers� 254
	 13.3.4.	 Types of Wholesalers� 255
	 13.4.	 Retailers� 256
	 13.4.1.	 Meaning of Retailer� 256
	 13.4.2.	 Characteristics of Retailers� 256
	 13.4.3.	 Functions of Retailers or Services Rendered by Retailers� 257
	 13.5.	 Elimination of Middlemen / Intermediaries� 258
	 13.6.	 Classification of Retail Formats� 259
	 13.7.	 Types of Large Retail Formats� 260
		  Summary� 261
		  Test Questions� 262
		  Case Study 13.1� 263
		  Case Study 13.2� 264
14.  Logistics Decisions� 267-274
	 14.1.	 Meaning and Nature of Logistics� 267
	 14.2.	 Classification of Logistic Activities� 268
	 14.3.	 Importance of Marketing Logistics Decisions� 269
	 14.4.	 Objectives of Marketing Logistics Decisions� 270
	 14.5.	 Marketing Logistics Functions� 271



Contents� xi

		  Summary� 272
		  Test Questions� 273
		  Case Study 14.1� 273

UNIT V – PROMOTION DECISIONS AND  
DEVELOPMENTS IN MARKETING

15.  Promotion Decisions and Integrated Marketing Communication� 277-296
	 15.1.	 Concept and Nature of Promotion� 277
	 15.1.1.	 Features of Promotion� 277
	 15.2.	 Importance of Promotion� 278
	 15.3.	 Meaning of Promotion Mix� 278
	 15.3.1.	 Elements of Promotion Mix (Methods or Tools of Promotion)� 279
	 15.3.2.	 Factors Affecting Promotion Mix Decisions� 287
	 15.4.	 Promotion Mix Strategies� 289
	 15.5.	 Communication Process� 290
	 15.6.	 Integrated Marketing Communication (IMC) Approach� 291
		  Summary� 293
		  Test Questions� 293
		  Case Study 15.1� 294
		  Case Study 15.2� 295
		  Case Study 15.3� 295
16.  Advertising and Personal Selling� 297-329
	 16.1.	 Advertising� 297
	 16.1.1.	 Meaning of Advertising� 297
	 16.1.2.	 Objectives of Advertising� 298
	 16.1.3.	 Kinds of Advertising� 299
	 16.1.4.	 Significance of Advertising� 300
	 16.1.5.	 Criticism of Advertising (Is Advertising Necessary?)� 301
	 16.1.6.	 Characteristics of an Effective Advertisement� 302
	 16.1.7.	 Different Media of Advertising� 305
	 16.1.8.	 Choice of Advertising Media� 311
	 16.2.	 Personal Selling� 314
	 16.2.1.	 Meaning of Personal Selling� 314
	 16.2.2.	 Importance of Personal Selling� 315
	 16.2.3.	 Personal Selling Process� 316
	 16.2.4.	 Objectives of Personal Selling� 317
	 16.2.5.	 Common Personal Selling Techniques� 318
	 16.2.6.	 Requisites of Effective Personal Selling� 319
	 16.2.7.	 Advantages of Personal Selling� 320
	 16.2.8.	 Disadvantages of Personal Selling� 321
	 16.3.	 Differences between Advertising and Personal Selling� 323
		  Summary� 324
		  Test Questions� 324
		  Case Study 16.1� 327
		  Case Study 16.2� 328
		  Case Study 16.3� 328



xii� Contents

17.  Sales Promotion, Public Relations, Publicity and Direct Marketing� 331-369
	 17.1.	 Sales Promotion� 331
	 17.1.1.	 Meaning of Sales Promotion� 331
	 17.1.2.	 Functions and Importance of Sales Promotion� 332
	 17.1.3.	 Limitations of Sales Promotion� 334
	 17.1.4.	 Reasons for Increasing Use of Sales Promotion� 335
	 17.1.5.	 Methods (Levels) of Sales Promotion� 336
	 17.1.6.	 Problems in Sales Promotion� 342
	 17.1.7.	 Types of Sales Promotion Programme� 342
	 17.2.	 Public Relations� 343
	 17.2.1.	 Meaning and Nature of Public Relations� 343
	 17.2.2.	 Functions of Public Relations� 344
	 17.2.3.	 Importance of Public Relations� 345
	 17.2.4.	 Public Relations Techniques� 346
	 17.2.5.	 Advantages of Public Relations� 347
	 17.2.6.	 Disadvantages of Public Relations� 348
	 17.3.	 Publicity� 349
	 17.3.1.	 Meaning and Features of Publicity� 349
	 17.3.2.	 Objectives of Publicity� 350
	 17.3.3.	 Functions and Importance of Publicity� 351
	 17.3.4.	 Types of Publicity� 352
	 17.3.5.	 Advantages of Publicity� 353
	 17.3.6.	 Disadvantages of Publicity� 354
	 17.4.	 Direct Marketing� 355
	 17.4.1.	 Meaning and Nature of Direct Marketing� 355
	 17.4.2.	 Forms of Direct Marketing	�  356
	 17.4.3.	 Advantages of Direct Marketing� 357
	 17.4.4.	 Disadvantages of Direct Marketing	�  358
		  Summary� 359
		  Test Questions	�  359
		  Case Study 17.1� 361
		  Case Study 17.2� 362
18.  Sustainable Marketing and Relationship Marketing� 363-383
	 18.1.	 Sustainable Marketing� 363
	 18.1.1.	 Sustainable Marketing Concept� 363
	 18.1.2.	 Evolution of Green Marketing� 364
	 18.1.3.	 Green Marketing vs Sustainable Marketing� 365
	 18.1.4.	 Principles of Sustainable Marketing� 366
	 18.1.5.	 Importance of Sustainable Marketing� 367
	 18.1.6.	 Challenges of Sustainable Marketing� 368
	 18.1.7.	 Sustainable Marketing Tools� 369
	 18.2.	 Relationship Marketing� 371
	 18.2.1.	 Concept of Relationship Marketing	�  371
	 18.2.2.	 Essentials of Relationship Marketing� 372
	 18.2.3.	 Importance of Relationship Marketing� 373
	 18.2.4.	 Advantages of Relationship Marketing� 374



Contents� xiii

	 18.2.5.	 Disadvantages of Relationship Marketing� 375
	 18.2.6.	 Dimensions of Relationship Marketing� 376
		  Summary� 378
		  Test Questions� 378
		  Case Study 18.1� 379
		  Case Study 18.2� 381
19.  Rural Marketing� 385-395
	 19.1.	 Rural Marketing: Concept and Definitions � 385
	 19.1.1.	 Concept� 385
	 19.1.2.	 Definitions� 386
	 19.2.	 Characteristics of Rural Marketing� 387
	 19.3.	 Growing Importance of Rural Marketing� 388
	 19.4.	 Issues and Challenges in Rural Marketing� 389
	 19.5.	 Rural Marketing Mix� 390
	 19.6.	 Distinction between Rural and Urban Market� 391
		  Summary� 393
		  Test Questions� 393
		  Case Study 19.1� 394
20.  Social Marketing and Digital Marketing� 397-411
	 20.1.	 Social Marketing� 397
	 20.1.1.	 Concept of Social Marketing� 397
	 20.1.2.	 Definitions of Social Marketing� 498
	 20.1.3.	 Characteristics of Social Marketing:� 499
	 20.1.4.	 Forms of Social Marketing� 499
	 20.1.5.	 Social Marketing Strategies� 499
	 20.1.6.	 Difference between Commercial and Social Marketing� 401
	 20.2.	 Digital Marketing� 401
	 20.2.1.	 Digital Marketing – Concept and Definitions� 401
	 20.2.2.	 Characteristics of Digital Marketing� 403
	 20.2.3.	 Advantages of Digital Marketing� 404
	 20.2.4.	 Disadvantages of Digital Marketing� 405
	 20.2.5.	 Tools of Digital Marketing� 406
		  Summary� 408
		  Test Questions� 408
		  Case Study 20.1� 409
		  Case Study 20.2� 410

TEST YOUR KNOWLEDGE (SCAN THE QR CODE)

		  Question Bank�
		  University Question Papers B. Com (1-22)�

Scan for  
Question Bank



FList of Figures

	 1.1:	 Key Marketing Concepts� 7
	 1.2:	 Role of Marketing� 9
	 1.3:	 Marketing Functions� 17
	 1.4:	 Demand Functions in Marketing� 20
	 2.1:	 Pillars of Societal Marketing Concept� 26
	 2.2:	 Foundations of Modern  

Marketing Concept� 30
	 2.3:	 Marketing and Selling Concept� 34
	 2.4:	 Components or Dimensions of Holistic 

Marketing� 36
	 3.1:	 Service Flow Analysis� 51
	  3.2:	 Three Types of Marketing in  

Service Firms� 53
	 4.1:	 Marketing Mix� 64
	 4.2:	 Marketing Mix for Two Segments� 66
	 5.1:	 Components of Marketing Environment� 74
	 5.2:	 Macro Environment� 77
	 5.3:	 Effect of Economic Conditions on  

Marketing� 78
	 5.4:	 The Interaction of Pressure Groups and  

its Impact on Marketing� 80
	 5.5:	 The Impact of Legal Environment on 

Marketing� 81
	 5.6:	 Controllable Factors� 84
	 5.7:	 Uncontrollable Factors� 85
	 5.8:	 Controllable and Uncontrollable Factors� 86
	 5.9:	 Impact of Controllable and Uncontrollable 

Factors� 86
	 6.1:	 Stimulus Response Model of Buying 

Behaviour� 99
	 6.2:	 Consumer Buying Decision Process� 100
	 6.3:	 Behaviour is a Goal Directed Activity� 102

	 6.4:	 Buying Motives� 103
	 6.5:	 Factors Influencing  

Consumer Behaviour� 104
	 7.1:	 How to Segment a Market?� 123
	 7.2:	 Common Bases of Market Segmentation� 123
	 7.3:	 Process of Market Segmentation� 125
	 7.4:	 Inter-relationship between Segmentation, 

Targeting and Positioning� 131
	 8.1:	 Dimensions or Levels of a Product� 149
	 8.2:	 Features of a Product � 151
	 8.3:	 Product Mix of Hindustan Unilever� 153
	 9.1:	 Branding Decisions by Management� 166
	 9.2:	 Constructs or Brand Equity� 169
	 9.3:	 Pyramid of Brand Loyalty� 170
	 10.1:	 Stages in New Product Development� 190
	 10.2:	 Decisions Involved in Test Marketing� 193
	 10.3:	 Mortality of New Product Ideas� 193
	 10.4:	 Product Life Cycle� 196
	 11.1:	 Factors Affecting Price� 213
	 12.1:	 Marketing Flows in a Channel System� 231
	 12.2:	 Distribution Channels� 232
	 12.3:	 Marketing Channels� 235
	 15.1:	 Promotion Mix� 282
	 15.2:	 Promotion Mix Strategies� 289
	 15.3:	 Marketing Communication Process� 290
	 15.4:	 Integrated Marketing Communication� 291
	 16.1:	 Kinds of Advertising� 299
	 16.2:	 Personal Selling Process� 317
	 17.1:	 Effect of Promotion on  

Product Life Cycle, Sales and Profit� 342



TList of Tables

	 1.1:	 Difference between Market and Marketing� 6
	 1.2:	 Role of Marketing in Bridging Gaps� 11
	 2.1:	 Comparison between Different Concepts� 27
	 2.2:	 Questionnaire for Judging Marketing Orientation� 32
	 2.3:	 Distinction between Marketing and Selling� 33
	  3.1:	 Reasons for Growth in Service Industries� 42
	 3.2:	 Distinction between Services and Products� 42
	 3.3:	 Implications of Service Characteristics and Ways of Overcoming Them� 44
	 3.4:	 Service Quality Dimensions� 47
	 3.5:	 Criteria for Evaluating the Quality of Services� 47
	  3.6:	 Price Terminology for Selected Services� 48
	  3.7:	 Ten Principles for a Quality Approach to Marketing Services	�  49
	 3.8:	 Typical Middlemen for Services� 50
	 3.9:	 Elements of Marketing Mix� 52
	 3.10:	 Additional Elements in Case of Services� 52
	 4.1:	 Marketing Mix at a Glance� 64
	 5.1:	 Effect of Different Economic Stages on Marketing Variables� 78
	 5.2:	 Implication of Policy for Marketing Process� 78
	  5.3:	 Macro Environment of Marketing� 84
	 6.1:	 Factors Influencing Consumer Buying Decisions� 107
	 7.1:	 Market Segmentation and Needs� 119
	 7.2.	 Toothpaste Market Segment Description� 120
	 7.3:	 Segmentation on Utility� 121
	 7.4:	 Distinction Between Niche Marketing and Mass Marketing� 124
	 7.5:	 Bases of Product Differentiation� 132
	 7.6:	 Product Differentiation vs. Market Segmentation� 134
	 8.1:	 Types of Product and Examples� 146
	 8.2:	 Distinction between Product and Service� 146
	 8.3:	 Types of Consumer Products� 147
	 8.4:	 Marketing Considerations for Consumer Product� 147
	 8.5:	 Distinction between Consumer Products and Industrial Products� 148



xvi� List of Tables

	 8.6:	 Product Mix of Hindustan Unilever Limited� 150
	 8.7:	 Objectives and Uses of Product Diversification� 154
	 9.1:	 Difference between Brand and Trade Mark� 162
	 9.2:	 Companies and their Popular Brands� 163
	 9.3:	 Top 50 Ranking (out of 1,000) in TRA’s Brand Trust Report 2023� 167
	 9.4:	 Some Small Packs Launched Recently. . .� 171
	 9.5:	 Ten Tips for Developing Effective Packaging� 173
	 10.1:	 Sources of New-Product Ideas� 190
	 10.2:	 Checklist for Evaluating New-Product Ideas� 191
	 10.3:	 Questions for Electric Car Concept Test� 191
	 10.4:	 Product Life Cycle Characteristics� 197
	 10.5:	 Summary of Product Life Cycle Characteristics, Objectives, and Strategies� 198
	 10.6:	 Stages in Product Life Cycle and Corresponding Strategies� 200
	 11.1:	 Comparison of Three Most Important Pricing Methods� 216
	 11.2:	 Difference between Skimming Pricing and Penetration Pricing� 218
	 12.1:	 Understanding the Role of Real World Factors can Boost Online Sales� 234
	 12.2:	 Factors Influencing Selection of Distribution Channel� 238
	 12.3:	 Hindustan Unilaver Ltd. (HUL) Spreads its Wings� 240
	 12.4:	 Distinction between Intensive, Selective and Exclusive Distribution� 241
	 15.1:	 Merits and Demerits of Personal Selling� 280
	 15.2:	 Merits and Demerits of Advertising� 280
	 15.3:	 Distinction between Advertising and Personal Selling� 281
	 15.4:	 Merits and Demerits of Publicity� 281
	 15.5:	 Distinction between Advertising and Publicity� 282
	 15.6:	 Merits and Demerits of Sales Promotion� 284
	 15.7:	 Types of Sales Promotion� 284
	 15.8:	 Difference between Advertising and Sales Promotion� 285
	 15.9:	 Comparison between Pull Strategy and Push Strategy� 289
	 16.1:	 Advertising Objectives� 298
	 16.2:	 Media Spend 2023 in India� 311
	 16.3:	 Most Used Social Media Platforms in India 2023� 311
	 16.4: 	Comparative Evaluation of Advertising Media� 312
	 16.5:	 Difference between Advertising and Personal Selling� 323
	 17.1:	 Distinction between Advertising, Personal Selling and Sales Promotion� 332
	 17.2:	 Types of Sales Promotion� 338
	 17.3:	 Comparison of Current Sales Promotion Practices Across Sites� 339
	 17.4:	 Sales Promotion Techniques� 340
	 17.5:	 The Ten Commandments of Creative Sales Promotion� 340
	 17.6:	 Typical Problems and Possible Promotional Solutions� 341
	 17.7:	 Elements of Public Relations� 344



CSList of Case Studies

	 1.1:	� Toyota’s Global Strategy: Unraveling the 
Road to Success� 21

	 1.2:	� ABN Ambro Bank’s Marketing Strategy:  
Navigating the Financial  
Landscape for Growth� 23

	 2.1:	� Helix Latex Industries Marketing: 
Innovating Product for Market  
Penetration and Customer Engagement� 39

	 3.1:	� XYZ Insurance – Transforming Service 
Marketing for Enhanced  
Customer Experience� 58

	 4.1:	 Marketing Mix of CJA Ltd.� 68
	 5.1:	 Fine Blades Marketing Strategy� 92
	 6.1:	� The Changing Perspectives of the India 

Consumer: Shifting Trends and  
Implications for Business� 112

	 7.1:	 Dunkin’ Donuts� 139
	 7.2:	� UK Mobile Phone Industry: Market 

Segmentation� 140
	 7.3:	� Product Differentiation of XYZ Mobile 

Phones in India� 141
	 8.1:	 Marketing of Milk – Amul� 156
	 9.1:	� Indian Company –  

“EcoFresh Organic Foods”� 182
	 9.2:	� Amul – Branding,  

Packaging, and Labeling� 183
	 10.1:	� Caterpillar Tractor Company:  

The 4 Point Product Strategy� 205
	 10.2:	� Ajanta Biscuits:  

New Product Development� 206
	 11.1:	� Brand Extension Excellence:  

A Deep Dive into Deepa Product’s  
New Toothpaste Line� 224

	 11.2:	� Minty Fresh Economics: A Case  
Study on Clorets Pricing Strategy� 227

	 11.3:	� Bagging Success: A Case Study on 
Samsonite’s Pricing Strategy� 227

	 12.1:	� Distribution Channels in the  
Indian FMCG Sector� 248

	 13.1:	 XYZ Wholesale Distributors� 263
	 13.2:	� XYZ Electronics –  

Thriving in the Indian Retail Market� 264
	 14.1:	� Improving Last-Mile Delivery in 

E-Commerce – An Indian Perspective� 273
	 15.1:	 Promotion Decisions� 294
	 15.2:	� Spotless Success: A Case Study on  

Effective Promotion Strategy of a  
Cleaning Solution� 295

	 15.3:	� Pouring Success: A Case Study on Bisleri’s 
Marketing and Branding Strategies� 295

	 16.1:	� Enhancing Health and Taste: A Case  
Study on ‘NISHAN’ Jams� 327

	 16.2:	� Revolutionizing Learning: A Case  
Study of Edutech’s Education CD� 328

	 16.3:	� Smiles of Success:  
A Case Study – P&G Toothpaste� 328

	 17.1:	 Sales Promotion for A&M� 361
	 17.2:	� Sales Promotion Strategy: Mountain  

States Bottled Water� 362
	 18.1:	� ITC Limited’s Sustainable Marketing 

Initiatives in India� 379
	 18.2:	� Tata Sky’s Relationship Marketing 

Initiatives in India� 381
	 19.1:	� Rural Marketing Strategy for a  

Solar Energy Company� 394
	 20.1:	� Dove’s “Real Beauty” Campaign� 409
	 20.2:	 Nike’s “Just Do It” Campaign� 410



Chapter 
No. Chapter Name Tables Figures Case 

Study 
Test 

Questions
UNIT I – INTRODUCTION TO MARKETING

1. Nature, Importance and Scope of Marketing 2 4 2 17
2. Evolution of Marketing Philosophies 3 4 1 28
3. Service Marketing 10 2 1 48
4. Marketing Mix 1 2 1 19
5. Marketing Environment 3 9 1 23

UNIT II – CONSUMER BEHAVIOUR AND MARKET SELECTION
6. Consumer Behaviour 1 5 1 22
7. Market Selection: Market Segmentation, Targeting 

and Product Positioning
6 4 3 41

UNIT III – PRODUCT DECISIONS AND NEW PRODUCT DEVELOPMENT
8. Product Decisions 7 3 1 8
9. Branding, Packaging, Labelling and Product 

Support Service
5 3 2 11

10. New Product Development and Product Life Cycle 6 4 2 13
UNIT IV – PRICING DECISION AND DISTRIBUTION DECISIONS

11. Pricing Decision 2 1 3 20
12. Distribution Decisions 4 3 1 26
13. Wholesaling and Retailing — — 2 19
14. Logistics Decisions — — 1 8

UNIT V – PROMOTION DECISIONS AND DEVELOPMENTS IN MARKETING
15. Promotion Decisions and Integrated Marketing 

Communication
9 4 3 22

16. Advertising and Personal Selling 5 2 3 54
17. Sales Promotion, Public Relations, Publicity and 

Direct Marketing
7 1 2 35

18. Sustainable Marketing and Relationship Marketing — — 2 20
19. Rural Marketing — — 1 15
20. Social Marketing and Digital Marketing — — 2 20

Total 71 51 35 469

SSnapshot of the Book




	TC 1191 F
	Page 1

	TC 1191 P & C
	TC 1191 B
	Page 1


