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INTRODUCTION

Marketing is the process of communicating the value of a product or service to customers. Marketing might sometimes be interpreted as the art of selling products, but sales is only one part of marketing. As the term "Marketing" may replace "Advertising" it is the overall strategy and function of promoting a product or service to the customer. 

From a societal point of view, marketing is the link between a society’s material requirements and its economic patterns of response. Marketing can be looked at as an organizational function and a set of processes for creating, delivering and communicating value to customers, and managing customer relationships in ways that benefit the organization and its shareholders. Marketing is the science of choosing target markets through market analysis and market segmentation, as well as understanding consumer buying behavior and providing superior customer value.
The economic meaning of product was first used by political economist Adam Smith. In 1776 in “The Wealth of Nations”, Adam Smith wrote that the needs of producers should be considered only with regard to meeting the needs of consumers. While this philosophy is consistent with the marketing concept, it would not be adopted widely until nearly 200 years later.

In marketing, a product is anything that can be offered to a market that might satisfy a want or need. In retailing, products are called merchandise. A related concept is sub product, a secondary but useful result of a production process.

The set of engagements necessary for successful marketing management includes, capturing marketing insights, connecting with customers, building strong brands, shaping the market offerings, delivering and communicating value, creating long-term growth, and developing marketing strategies and plans.
Recent approaches in marketing include relationship marketing with focus on the customer, business marketing or industrial marketing with focus on an organization or institution and social marketing with focus on benefits to society. New forms of marketing also use the internet and are therefore called internet marketing or more generally e-marketing, online marketing, "digital marketing", search engine marketing, or desktop advertising. It attempts to perfect the segmentation strategy used in traditional marketing. It targets its audience more precisely, and is sometimes called personalized marketing or one-to-one marketing. Internet marketing is sometimes considered to be broad in scope, because it not only refers to marketing on the Internet, but also includes marketing done via e-mail, wireless media as well as driving audience from traditional marketing methods like radio and billboard to internet properties or landing page.
MARKETING MIX (PRICE, PLACE, PROMOTION, PRODUCT)
When marketing their products firms need to create a successful mix of:
1) the right product 
2) sold at the right price

3) in the right place

4) using the most suitable promotion.
To create the right marketing mix, businesses have to meet the following conditions:

The product has to have the right features - for example, it must look good and work well.

The price must be right. Consumer will need to buy in large numbers to produce a healthy profit.

The goods must be in the right place at the right time. Making sure that the goods arrive when and where they are wanted is an important operation.

The target group needs to be made aware of the existence and availability of the product through promotion. Successful promotion helps a firm to spread costs over a larger output.

For example, a company like Nestle is constantly developing new breakfast cereals - the product element is the new product itself, getting the price right involves examining customer perceptions and rival products as well as costs of manufacture, promotion involves engaging in a range of promotional activities e.g. competitions, product tasting etc, and place involves using the best possible channels of distribution such as leading supermarket chains. 
The product is the central point on which marketing energy must focus. Finding out how to make the product, setting up the production line, providing the finance and manufacturing the product are not the responsibility of the marketing function. However, it is concerned with what the product means to the customer. Marketing therefore plays a key role in determining such aspects as:

1) the appearance of the product - in line with the requirements of the market

2) the function of the product - products must address the needs of customers as identified through market research.

The product range and how it is used is a function of the marketing mix. The range may be broadened or a brand may be extended for tactical reasons, such as matching competition or catering for seasonal fluctuations. Alternatively, a product may be repositioned to make it more acceptable for a new group of consumers as part of a long-term plan.

Of all the aspects of the marketing mix, price is the one, which creates sales revenue - all the others are costs. The price of an item is clearly an important determinant of the value of sales made. In theory, price is really determined by the discovery of what customers perceive is the value of the item on sale. Researching consumers' opinions about pricing is important as it indicates how they value what they are looking for as well as what they want to pay. An organization’s pricing policy will vary according to time and circumstances. Crudely speaking, the value of water in the Lake District will be considerably different from the value of water in the desert.

Although figures vary widely from product to product, roughly a fifth of the cost of a product goes on getting it to the customer. “Place” is concerned with various methods of transporting and storing goods, and then making them available for the customer. Getting the right product to the right place at the right time involves the distribution system. The choice of distribution method will depend on a variety of circumstances. It will be more convenient for some manufacturers to sell to wholesalers who then sell to retailers, while others will prefer to sell directly to retailers or customers.

The promotion is the business of communicating with customers. It will provide information that will assist them in making a decision to purchase a product or service. The razzmatazz, pace and creativity of some promotional activities are almost alien to normal business activities.
The cost associated with promotion or advertising goods and services often represents a sizeable proportion of the overall cost of producing an item. However, successful promotion increases sales so that advertising and other costs are spread over a larger output. Though increased promotional activity is often a sign of a response to a problem such as competitive activity, it enables an organization to develop and build up a succession of messages and can be extremely cost-effective.
Product marketing, as opposed to product management, deals with more outbound marketing tasks (in the older sense of the phrase). For example, product management deals with the nuts and bolts of product development within a firm, whereas product marketing deals with marketing the product to prospects, customers, and others. Product marketing, as a job function within a firm, also differs from other marketing jobs such as marketing communications ("marcom"), online marketing, advertising, marketing strategy, public relations, etc. Product marketing in a business addresses four important strategic questions: 
1) What products will be offered (i.e., the breadth and depth of the product line)?

2) Who will be the target customers (i.e., the boundaries of the market segments to be served)?

3) How will the products reach those (i.e., the distribution channel and are there viable possibilities that create a solid business model)?

4) At what price should the products be offered?
HOW TO MARKET A NEW PRODUCT
The key to successful marketing is answering the following question for your business: How will you communicate a meaningful difference about your business idea (product or service) to the people who might be most interested in buying it?

First, define your market as accurately as possible so you have a deeper understanding of exactly who you're selling to. For example, instead of all women, it may be working women with above-average incomes and kids under age 5. Instead of all men, it may be divorced men in their 40s with six-figure salaries. The more specific you get, the more accurately you'll be able to target your sales and marketing efforts, choosing the sales channels most receptive to your product.
New products can be categorized into:

1) Products that create a new market or niche segment. Paper disposable diapers are a good example of an entirely new-to-the-world product that, when introduced, created an entirely new and explosively large growth segment for infant care.

2) Additions or line extensions to existing products. New flavors and new sizes of existing products are examples of line extensions. For example, new Life Savers flavors continue to proliferate, continually refreshing a brand name and product line over several decades.

3) Product improvements. Cars are a good example of products where continuous improvements are made each year, with increased safety, road handling, driver/rider comfort, entertainment feature improvements, etc., that competitors strive to quickly copy.

4) Repositioned products. Tums (the anti-acid stomach product) has successfully repositioned itself to feature its high calcium content as a benefit primarily for women's health needs, along with its original antacid claims.

Next, you'll need to develop a sales plan. One of the key elements of the sales plan is the marketing plan. Without a plan, you will squander valuable time, money and resources chasing one "bright shiny object" after another, missing potential customers and the opportunity to increase the spend of your current customers. A good marketing plan summarizes the who, what, where, when, and how much questions of company marketing and sales activities for the planning year:

1) Who are our target buyers?

2) What sources of uniqueness or positioning in the market do we have?

3) Where will we implement our marketing spending plans?

4) When will marketing spending plans occur?

5) How much sales, spending, and profits will we achieve?
 Lack of time, resources, funds, and awareness of the real market situation prevent small companies from consciously pursuing product development and review of current products. At a minimum, small companies should compare the competitive strengths of their products against those of their direct and indirect competitors' products at least once a year. However, this review should not focus merely on competitors but should also examine the overall market situation.
MAJOR MARKETING FUNCTIONS

Marketing is sometimes thought of as simply the process of buying and selling. Its tasks are much more extensive than this simple description. For a marketing system to be operative and effective, there are three general types of functions which it must provide. 

1) Exchange functions: 

a) buying

b) selling

c) pricing

2) Physical functions: 

a) assembling

b) transport and handling

c) storage

d) processing and packaging

e) grading and standardization
3) Facilitating functions

a) financing and risk-bearing

b) market information

c) demand and supply creation

d) market research 

Exchange functions are what is commonly thought of as marketing. They involve finding a buyer or a seller, negotiating price and transferring ownership (but not necessarily physical transfer). These functions take place at the "market" - that is, the physical meeting point for buyers and sellers at the point of production or via some other means of communication. At this point, formal or informal property rights are important to ensure the reliable transfer of ownership and to guarantee legality (e.g. that animals on sale were not stolen and will not be reclaimed).

Physical functions enable the actual flow of commodities through space and time from producer to consumer and their transformation to a form desirable to the consumer. Assembling or concentrating the product at convenient points allows its economical transport (i.e. getting enough animals together to transport cheaply). This is a valuable function which is often overlooked in the public perception of traders. Storage allows the commodity to be held until peak season demand, thereby stabilizing supply. Processing transforms the commodity into the products desired by the consumers. Grading and standardization allow the consumer to be more confident of the characteristics of the good being purchased.

Financing and risk-bearing are two important facilitating functions. The owner of goods at any marketing stage must sacrifice the opportunity to use the working capital needed to buy those goods elsewhere. Or the owner must borrow that capital. In either case, capital must be provided by the trader or by some lending source. Regardless, cost is involved. Further, there is an implicit cost in the risk of losing all or part of that capital through theft, spoilage, mortality or changing market conditions. Without the willingness to provide the capital and to bear these costs, no stage of the market chain could function. Other facilitating functions enable producers to respond to consumer needs and thus provide goods in the locations, quantity and form desired.

These functions create the marketing environment, whose elements are:

1) Market and facilities - including all of the physical infrastructure that a market may depend on.

2) Market information and intelligence - including informal and formal communication systems, and standard weights and grades on which market information depends.

3) Institutional environment - including the government policy environment, regulations and supporting legislation.

MARKET RESEARCH
The term "information age" defines our world today. All businesses require accurate and timely information to be successful. Whether your company is large or small, financing, equipment, materials, talent, and experience alone are not enough to succeed without a constant flow of the right business information.

Market research is any organized effort to gather information about markets or customers. It is a very important component of business strategy. Market research began to be conceptualized and put into formal practice during the 1920s, as an offshoot of the advertising boom of the Golden Age of radio in the United States. Advertisers began to realize the significance of demographics revealed by sponsorship of different radio programs. 

Many large companies make market research into a very sophisticated and lengthy process so they can find out everything possible about their customers.

The first step in conducting market research is to decide what you really need to find out. The kind of information you are seeking should determine the type of research you will do (although budgetary constraints will play a part in your decision).

Do you need to obtain a general feel for how key target buyers think about your product category and its various types of items, brands, and buying occasions? If so, interviewing groups of target buyers in focus groups may be the way to go, even though this type of research indicates only directional trends and may not be statistically reliable. Or is the confirmation of general trends in your industry sufficient? In that case, reading information from outside information services, industry trade associations, and industry experts may be all that you need to do.

You may wish to conduct blind tests of different formulas before finalizing recipes for a new product. In that case, you can do "laboratory" tests, where brands, packages, and names of products are not revealed to the test subjects, and achieve statistically reliable results at the 90 percent to 95 percent confidence level of predictability. Or perhaps you have completed extensive product development and testing and are now ready for a field test of your prototype products.

Generally, market research breaks down into the following categories:

1) Primary research. It involves customized data-gathering about the specific usage patterns, product feature likes and dislikes, etc., of target buyers or current users of your products. This is research done specifically for you or by you.

2) Secondary research. With secondary research, someone else has gathered data and complied it into non-customized reports. Most of us are familiar with secondary research from doing library research with books and periodicals. While extremely valuable for general market trends, it does not provide you with information about how your specific customers view your specific goods or services.

Secondary research is something every student has completed at one time or another, usually by doing library research with books and periodicals for a school report. This is usually the cheapest and easiest type of research for small businesses to conduct. However, it may be less useful than primary research because the information you obtain was not developed with your particular problem or situation in mind.

Nevertheless, for some types of information, secondary market research is the only kind available. Examples of information best gleaned from secondary research are questions about your competitor's market share or the absolute numbers of potential customers for your product or services.

Secondary research can be divided into two categories:

1) External research. External research involves looking at data gathered by industry experts, trade associations, or companies that specialize in gathering and compiling data about various industries. This is exactly the same type of information that you would use to determine your customer demographics.

2) Internal research. Internal research is data gathered by your company for purposes other than market research, but which you can use to gauge what the market will do in the future. For example, a sales reports broken down by product line can point to a growth area, even though it was originally generated for sales rep commission payments.
Laboratory studies are a type of primary marketing research that are often used by larger consumer products companies. Although these tests have a high degree of reliability and correlation with actual market performance when the test product, pricing, and advertising are similar to those actually used in the real market, they are cost prohibitive for nearly all smaller companies. A well-conducted laboratory study can easily run well over $250,000. 

Field studies are a type of experimental, primary market research that is more accessible to small businesses. They are generally real-world tests in a controlled group of stores or in a single city. For large and small companies, the best test of a product may often be actual market conditions. And for many small companies, a real world test is the only experimental research available — anything else is just too expensive.

All businesses, large or small, need to know key information about their marketing environment, competitors, and target buyer/users. Smaller businesses may not be able to afford to purchase Nielsen data for their industries at a cost of thousands of dollars per month. However, total market size, major competitors by category, and target buyer/user profile information is often available free from industry publications and trade associations. 

Market research itself does not arrive at marketing decisions, not does it guarantee that the organization will be successful in marketing its products. However, when conducted in a systematic, analytical and objective manner, market research can reduce the uncertainty in the decision-making process and increase the probability and the magnitude of success. 
UNIQUE SELLING PROPOSITION
In order to successfully market itself, every business owner needs to focus on what's special and different about his or her business. The best way to do this is to try to express this uniqueness in a single statement. If you cannot concisely describe the uniqueness of your idea (and create some excitement in potential users), you may not have the basis for a successful business.

Rosser Reeves, a pioneer of television advertising, was the author of the phrase, "unique selling proposition," or USP, which is a unique message about itself versus the competition that each business or brand should develop and use consistently in its advertising and promotion. By USP we don't necessarily mean a slogan or a phrase that will appear in your advertising, although that's one possible use for it. However, at this point we're focusing on its usefulness as a tool to help you focus on what your business is all about.

There are several questions to ask about your business to determine a USP:

1) What is unique about your business or brand vs. direct competitors? You'll probably find a whole list of things that set you apart; the next questions will help you decide which of these to focus on.

2) Which of these factors are most important to the buyers and end users of your business or brand?

3) Which of these factors are not easily imitated by competitors?

4) Which of these factors can be easily communicated and understood by buyers or end users?

5) Can you construct a memorable message of these unique, meaningful qualities about your business or brand?

6) Finally, how will you communicate this message to buyers and end users? Marketing tools to communicate USPs include media advertising, promotion programs (e.g., direct mail), packaging, and sales personnel.

For examples of USPs, think about different brands of products you've seen advertised on TV. What's the main message underlying the ad? Different brands and types of products utilize different primary themes, attributes, or ideas associated with each brand.

For example, cigarette, liquor, and perfume advertising tends to sell brands based on emotional, "borrowed values," instead of strictly product features. Users are encouraged to fantasize that they may accrue the "benefits" of sex appeal or a more satisfying/fun lifestyle, perhaps portrayed by the famous or beautiful spokespersons for a particular brand. However, products like medicinal brands (e.g., cough and cold products) work hard at identifying and promoting unique features that will provide more relief faster than competitors. For these types of products, the way the product works is the most meaningful factor for customers.

It is important to focus on the "unique" in USP. For example, if you provide free delivery service because no one else in town is doing so, you've constructed a USP based on service that you provide. However, if you offer free delivery service because everyone else in town does and you need to provide it simply to keep up with the competition, it's not something that sets you apart and should not be the focus of your USP.

Do Customers Value Your Uniqueness?

One of the quickest ways to fail in business is to market a product or service that hardly anyone wants, needs, or understands. Find out if there is a real need for your idea. To see if there is a real need for what you want to provide, ask these three questions:

1) Who are the people willing to pay for it?

2) How many people will pay for it?

3) How much will they pay?

Ideally, you should always research and test your idea against the realities of the marketplace. Many business owners have tested their ideas by working as employees in their industry for a number of years and have seen firsthand what works and what doesn't. But even well-seasoned industry experts can benefit from analyzing the market environment in a way that will help to evaluate the potential of an idea.

If you are just starting out and are not sure of what business to look into, look for anomalies in the marketplace that you can capitalize on (preferably something that you know about and are interested in). Webster's Dictionary defines anomaly as, "departure from the...usual method; abnormality," in other words, something out of the ordinary.

In marketing terms, an "anomaly" is an unsatisfied need that you can make a profit from. In order to be able to accurately determine whether your business idea has enough appeal to a sufficient number of customers, you'll have to become very aware of who your target buyers are.

CONCLUSION
Marketing is said to be the most important element of new product development. There is good reason for this. Marketing means the life or death of a product. Everything from the concept of a new product to meeting customers' needs is a part of marketing in new product development. With the right research, a product will be successful from the beginning.
Marketing is perhaps the most important activity in a business because it has a direct effect on profitability and sales. Larger businesses will dedicate specific staff and departments for the purpose of marketing.

It is important to realize that marketing cannot be carried out in isolation from the rest of the business. For example, the marketing section of a business needs to work closely with operations, research and development, finance and human resources to check their plans are possible. Operations will need to use sales forecasts produced by the marketing department to plan their production schedules. Sales forecasts will also be an important part of the budgets produced by the finance department, as well as the deployment of labour for the human resources department.
Marketing operates in an environment external to the firm. These environmental relationships exist with customers, employees, the government, vendors, and society as a whole. They form the basis of the societal issues that confront contemporary marketing. Marketing's relationship to its external environment has a significant effect on the relative degree of success the firm achieves. Marketers must continually find new ways to deal with the social issues facing our competitive system.

Marketing plays a very essential role in the success of a company. It educates people on the latest market trends, helps boost a company’s sales and profit, and develops company reputation. But marketers must be creative and wise enough to promote their products with the proper marketing tactics. Although marketing is important, if it is not conducted and researched well, the company might just be wasting on expenses and time on a failed marketing approach.

A career in marketing is enjoyable and fun. Most people who work in marketing will tell you it provides them with the challenge they have always wanted. The reason being is marketing is always changing; there are always techniques to learn, cases to study, and strategies to research.

If you can communicate your thoughts, ideas, and information clearly and concisely both in writing and verbally, are able to recognize problems and devise an appropriate plan of action to resolve that problem, are good at generating new ideas you could be a good candidate for entering and being successful in the career of marketing. Marketing offers various career opportunities, so it's easy to choose one that reflects your interest, values, and personal style.
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