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NEW H&RKETIHG IN A NEW ENVIRONMENT

Som Thoughts on a Basivc Restructuring

For some tims now, the econormic é¢nvironmnt in India has teen
characterised ty a baslp shift in emphasie on nationel priorities.
Growth objectives are temperod with conslderations of sconomic eqgue-
1lity, bagie sectors of the economy have come under the direct or inm-
direct comtrol of public bodies, and the stramglshold of vested
interests on economle lnstitutlons and process is bedng challenged.
These ahifting priorities have had ocmsidersble impact on the way
economic and socisl goods and servicss are marketed and distributed
in Indlas The sconomice imperatives have core Iinto sharper foeus as
a result of the psoent poldticsl developments., Soms of the mctions
which Heve besy tdkén or are being prowsed in the area of marketing
and distribution ares

1, The proposal and partisl implemontation of publi.c
dlgtribution grstems for eseentinl commdlties like
foudgrains, cloth, and drugs.

2. Roquiring packagsd goocds menufacturers to provide
price ond guentity Information on package labels.

8, Partisl or cét‘i;é]s ta ecntrol of reteil prices and
mrgins for soms pmdﬁcts.

4. ligqm.ring the dleplay of grocery prices at the retail
vel,

’ 5. Propscd regulation of deceptive and unfair adverhising
and promotional .practicea.

These environmental changes ralse the question as t2 whet should te
the nature of marketing in the now environment, . More categorically,
in the context- of a management institute preparing adminigtrators
who will perform in future environments, what concepts and tools
cen mrke’oing provide? :



i Firn

Onc approach to the changlug environrent is to regerd the

firm as en sdeptive nrganlsation. Under the assumptions of this
mdel, the typlecal buslness firm contdnues to furnetion as a profit
mg:d.rzﬂ.sing ‘entity but adapts its activities to the changing environ-
ment. Operationally, the constraint set of the firm goes on expsnding
and the firm tekes som actions (e.g. corporate edvertising, soelsl
development programmes, public relestions campaliegns regarding. social
achiovements) in the anticipatlon that further imposition of constraints
will b stayed. The manegerisl philogdrhy:of this spproach is charac-
terised by the "soclal responsibility® there and the mexdim of "If we-
do not do something, government will® 1s vessslessly reiterated. - The
underlying reasonlng of the "adapiive firm“ *so0clal responaihillty"
approach 1s sonewhat as follows: : ' i

The beide essumptions on which the proflt maxim ging ﬂrm
operatea ere sound and will iead to mexdmm affielancy "
snd social gain. Hcr-fever, there are externalities whida
detrect. from the public gdod.. For this reason, public
policy mast dAréct and restrein sconomic nctivity in
certadn wayse If only firms becoms soclally responsible,
the externalities, and hemce the need. for régulation, will
dinn.niah and * even dlsappear-l

_me__Problem

The problem with the' above logic is= that it is faully both, ,.
in thecry end im practicé, as far ag the Indian context is ccnéemed'n
Theoretically, the model of the profit-maximising firm is based on
the assunptions of clagsical seconomics. Under these nssumptions,
the only :2sponsibdlity of the fl:m - soeial or otherulse ~ 1s to
pexlulss profitse- To opsrate in any other fashion wonld imposs
econonic costs without corresponding benefits and therefore detract
from the-efficiensy of the firm, Hepces: theoreticalxy, the private
firm can only treat social responsibilities =s wonstraints.® This
1g torne out in practice becauss most firms, soelal redronsitility
rhetoric notwithetanding, operate as singlo objective entlilés end
only regulation by govemmsnt rﬁsults 5.n a chenge An the modu,q operen ai

-

lpgr ®social responsd.tﬁ.hty" srguments along thege H.nss, e John 2. Lar suid
(ete) W_ﬁm&neggman, Now Ycrks Holt-, Rinehart & B‘inston, 1968,

®ses Vﬂa‘am A Sm'abha_., ML&QLMJ__M geemept o .i_ﬂhlig gctorg Enter~
priges, Hyderabad: ASCI- 1968.



of these firms, In general, the sdaptive firm approach pdses ‘the
followin ;. serious problemss

]ft .frovides only guidelines for resnonding to a
ehahged environment and not for acting upon the
enﬂmmrent.

2, It does not encourags the fulfilment of the national

- social objectives in o positive way. At best, it
suggasts. mecnami gng £or minimieng the consequences
of non-ful filment of theae objectivesn.

%, It 1gof littls help to the manager in a goclety owned
or controlled’ enterprise (s.gs e public sector firm or
cooperative).where the problem is not of adapting as
mch a8 of .acting on the environmente

The Qld Marketdnz

‘fho marketing a1 geipline, in its present form of development,
provides brosd conceptuallsations sbout the consumer, the firm, and
their interface. As such, the bndy of knowledge in marketing is
cheracterised by categorics of- thinking todey are the elements of
the marketing mix - produet, pric, place, and promotion. As the
environmental pressures on marketing have mounted, there has been
a rovement towarde brosder definition of these categnries. For
example, the cetegory "product" has been broadened to include
services, sccial programg, idens, cte. Similarly, the category
"market! hgs been widened to include client publics other than
customerss” The genorzal thrust of the hroadening movement 1s, thus,
t0 malnt-in the exlsting categorles of marketing but to modify their
content and scope acccerding to the chenges in the environment. In
this sense, the bivadening rmovement follows the adaptive firm model.

How fer is this justified, particularly in the Incian context?
For engwering this question, one has to examine the origin of the . -
marketing categsries and ask further if the assumptions underlyling
thesc categorles are satisfied in contemporary India.

3\:\ee Philip Kotler and Sidney J. Levy "Broadening the Concept of

- Marketing", Joumnl of Merlketing, Vol. 33, Jan. 1968 and Philip
Kotler %A Genaric Concept of Narketing" Jourmal of Marketing,
Wol, %, April, 1972



The concepts and categories of marketing have coms into
existenc. only in the twentleth century, their devclopment largely
occurring in the United States.? With mddest beginnings in the
1900's, the marketdng discipline: grew rapidly through the inter-
war years and the "modern marketing conecepts got crystallised in the
40s and the 50ss It is only in the 60s and 703 that the marketing
discipline has had to face environmental challenges of any significant
dimensions The general sconomie milieu in which marketing was born
end flourished is characterised by the emergence of the "glant firm"
or monoroly capitalisms Most of thé ‘marketing concdpts are modifieatior
of clagsical lelgsez-faire concepts in light of the fact that several
variables earlier thought to be market determined came under the direct
or indirect ¢ontrol of the firmsS The merketing mix variables evolved
ag arguments in the profit function of thé large firm. Markating
strategy became ‘a major tool for cutperforming the rivels in ol g~
polistic merket structuress The repertorle of marketing concepts
and techniques has been characterised by the following featuress

1. Existence of large oligopolistic ent‘\rpr'lsefs capable :
of inﬂuencing the merkot.

2, Private, proﬁ'b—mmdmising farm of enferprise.

3. Existence of a mre or loss ffreet. -econony, i.e.,
fres from state mgtﬂ.ation.

4, In*herpreta'tion of market demand as &n adequate proxy
for cmguner naedaa o S Vi ape
5. -Assumed absence of power re 1atianships in the mrke’o—-
place, except in the context of channel cont.rol

One could extent the 1igt of such premises on which the s’aperatmcture
of conventicnal marketing concepts has been built up. However, it is
easy to see that thess concepts bear little relevance to the social
end 2compmic reality of oontsmporary Indin, or, for that matter,

the contémporary wesiermn world. In today's India, giant cemtralised
private enterpris¢ is not-the only form of enterpriss, economy is
ragulated by central planning mechaniema, market demand hag failed

41“01’- a well written hist.oridé.l account.'. of -the developrent of marketing,

soc Robert Bartels. Marketing Theory snd Metatheory, Homewood, I1l:
Richard D, Irwin, 1970, espocially cheapter 3. e -

Ssee Paul A. Baran and Paul M. Sveczy, Monovoly (epitel, New York:
Monthly Review Press, 1966,



tc te a barometer of resl. congumor needs; and the rroduction and
distribution of goods iLinﬂuenosa by power relatiﬂnahips botween
various sectiong of the society.

.Given that ths premises underlyliug the concepts and tach-
ni@ﬁib!‘ marketing do-nétireflect reaslity, what should be the
theb’!‘etical and practiecal focus of n"queting?

IhLNﬂ.M&r_ug

_ Before goiniinto a dlgcuggion of what "new" marketihg should -
be, 1t is worthwiilde to extimine goms view Eoints which are frequently
put forward to salvage and refurbtish "old" merketing. One stream
of argument is that there is nothing wrong with marketing as it
oxlets, the problem les in the anvironment, If only we could bring
about the blisaful state of en ogonmomy of state controls, give
market forces a free play, and let the profit motive work its
wonders. Gv¥erything will be all right. The trouble is that this
Smithten- scenaris is a will o! wigp which has never existed his-
torlcally in 2 pure forms Moredver, the "free market" sconario
1s quite smtitletical to the existing econcepts of marketing, for,
marketing 1s the technology of explicity anmg_with the
markst.

Another defenci\of exi sting marketing cdnéepts, e much
subtler one, claims that even though the environment has changed,
the concerts and techniques of marketing retaih a mag.lcal constancy .
and universility. .After all, cvery crganisation in any socloe conord ¢
context has a "product! which it tries to "sz:l1" to its. "o.xsto"ners. "
Such superficisl stmilaritieg ere: quite arpealing and, in fact,
the entlre aspelal marketing movemsnt 1s based on such "transfer of
technol-gy." However, as in any blind toc.hnology transfer, the
0ld concepts have- quita spacific denet.ative and c¢onnotative moanings

e oropagators of this so’enario tend to f;orge'o that Adam Smith
hed a specific higtorical mission,in promoting this scenario. He
was trying to rid the Burorean econorios of the mercantilistic-and
arresting the forees of production, Free capitalism, then, served
as a revolutionary foree which SWept awgy the ocutmoded feudel
economic structuress See Paul 4. Baran, m_zglmggl__gm_gﬁ
M Naw York. Monthly Review Press, 1951,

7See, for ingtance, Philip Kotler snd Gerald Zaltman "Sodal Market-»
ing: An Approach to Flanned Social Change", Journal oi @g gti_g,



which are rooted in privete, monopolistic, capital-intensive,
mcro enterprisé and thei ) application elsewhere is both
fallaciius and hagzardous.

The new marketing, in order to be relevant to the emrging
‘environment, has to incorporate some fundamental restructuring of
the concepts of marketinge 4Above all, the new marketing discipline
hag to come to grips with the fact vhat the social and economic
conditiong in contemporary Third World countries are not a replics
of an carlisr stage of developrent of the acvanced.countriess. For
thig .reason, the discipline has to start thinking gd initio about
1ts mission, scope, and content, given the real 50cioecommic en-
vironment of the developing countries. :

It is quite evident that the migsion of marksting, or any

other dlgcipline in the same ganre, is to solve the problems of
what should be the legvel and compogdtiop of the output of goods a
and services in a soclety and how should this output be digtributed.”
The determination of the overall level of ocutput in a snclety is
based on poMtical and economic:congiderations, although marketing
can play a peripheral role in the process.  In ths determination

£ the composlition and distribution of output, marketing has a

lgnificant mle to play. . .

ae Comrogition of Output T

In conventionel marketing, the commsition of gosds and
ervices - both the type and the relative guentities - are deter—
ined through the market. Effective determination of. the composition
f output therefore 1is done by those who have the neximm power in
he marketplace, vize the giant monopolies and oligopolies. The
ov markcting hag to coms to grips with the fact that the power.
alance in the contecmporary marketplace is often pot with the . -
onopoliess Consumers in organised groups, and tke state as a
epresentative of consum r interests, often -Influences the compo -
ion of the output. In India, this is happening to sors extent in
he case of essentinl commoditios. For the specialist in marketing,
his implies that 1t is no longer sufficlent to measure preferenceg
nd changes in preferencese It becomes necegsary 1o measure peedg
nd chenges in needss B '

This 1s supported, althougx in a2 sonawhat traditionalist mner,
by David J, Luck "Brosdening the Concept of Marketing - Too Fer,”

Journel of Marketlpg, Vol. 34, July 1969,

Se Nikhilesh Dholakia and Ruby Roy Dholakias "Merketing Planning in
@ Social Enterprise," mmmmm, 1975 (ferthcomng).



Nceds, unlike preferences, have a strong gogial and higtoricel
dimersion. The soclel, gharacter of needs was perhaps mogt cleerly
articu” ted by Vehlen. 1 Marketers heve some und rstanding of the;
socinl character of nesls as is reflected by their use of concepts
like market segrentation, referenes groups, diffusion of innovetions,
family 1life cycle, etcs i However, until reeently, =srketers had
paid little sttentiod to the process of gclaligation by which
needs are formed and transfocrmer. There is some attempt now to
ucdergband the processes by which consumers, <specially chiliren, ..
leant 'their consumption roles.ll In the context of underdeveloped
covntries, it 1s of critical interest %7 understand the processes
of learning of consumption ok s by children ag well as adultse
For, in thesc countries, consumption ro%i,s are getting transformed
and redefined with incrédiblo rapidity.” Vbat the marketing -
peopls have falled to approcists is the intimate and dlelectical
olstionship tetwesn consumption needs and ths work environment
of mén. As the relationship of men with his work environment
transforms, so also hils consumption needs change. IiIn Ildkia, we
find that the exchange of lahour for money is fast repiacing the
0ld obligatory and féudalistic wark rolese!® Parallsl with, and
becaige of, ‘thisiproleterisatlon rrocess, the consumption needs
ore bocoming increaslngly "marketised! -~ there is a comscious
articulation of neods for cesential goods in the marketplacss
. Waat does-&¥l thfa mien for the practical, hard-nosed marksting
speclaligt? - It means that it is no longer enough to ask the
gucstion "which Ruco Biscult Tastes Better?" Market Research
has to move from the reassuveoment of preferences to the:wnderstonding
. .of nesdse In terms of tec :aiquos this implies a shift from siruc-
tured, directed instruments t¢ unstructured, non—dirscted instrumentes
In Serms of resgearch questions, consumntion sygtemg .become the focvs
rather than consumption Items. - But abtove all this, the marketer hag
to devite methods of prioritiging needs by their roclal significanece
He has. to develop calenll of socdel tradeoffs. He has to acquire
andlytieal gkillg which enable him to understand the gocial end |
historieal cheracter of needs and then, verhaps, predict the
likely transformations in social needs.

v~

) ————
P morsten Wblen, The Theory of the Leisure Class, Noir York,
New York, Macmillanm 1899.

lgeott ward "Csnsumer Socinlisation", Journel Of Copgumer Reseérch,
vol, 1, Sep., 1974, ' ‘ ‘
24n informal compertson of folk songs by Pulin Ghrg indicated that in
the past 20 years, the desirable profile of & htisband depicted in olk
songs sung Yy maiden village Yelles has altered considerably. The
‘eariier follr _songs wis‘c@d,_ for a hendseme, well-to-de. farmer with g
patsh of land and a peir -of bullocks. Teday's folk.soags aspire
for a2 husband who wears a tereleme shirt and rides a ‘oi:ycle in a "ilmer
sty.-.c,. Pulin Garg, Fergonal Comunicatinp, 1975. :

‘5The latter are well descri ved in T.S. Epscein, EMLDQ!&J@M_M
Soetsl Change in South Indin, Manchester: Manchester Unive Press, 1962.




Jhe Distribuytion of Output

Traditionally, the distribution of output has been determined
by the distribution by buying power coupled with the distribution of
preferencess Marketers have been adept at ldentifylng segments of
buylng power as well as prefsrence which provide profitable marketing
opportunitless In the new environment, the distribution of buylng
power and preferances cannot eontinue to be the determinant of what
is produced and how it 1s distributeds The distribution of buying
power can be, and ls, affected by policiag cesligned tp influence
the digtribution of income and wealth, Thus, income distribution
nnd income stabilligation policles bscome very mueh the concern for
marketers becouse the demand for basic commocdities can be influenced
by such polieless In the design of marketing mixes, income variahles
can pley a complamentary role to price variables.

Distribution acenrding to naed is a concept quite alien to
markz=terse For example, in the stupendous xask of distributing
egaential commodities in Indin today, preaisus little help is
available from the marketers in terms of identifying need segments,
developing and motivating channcls with a grass-root reach, and

orche strating the movement of goods through such channels. For
example, marketers have falled to appreclate that for meny co—
operative chennelg to work suceessfully, ths cooperation must spen
both consumptive and productive activities of individuals so that
income-generating and income=-expending activities cen be synchroniaeo.

To tackle the immense problems of distribution in India, espe-ciaﬁ?f’*‘-
the distribution of essential cormodities, keters will have to
ring in several new concepts and tools, Speeifics L1y, they will
have to understand the distribution and ariticality of Aeeds, the
interrelutionghips between income and markcting mix variatles,
the degres of access of needy segments to varisus types of channels,

and the functioning of both produeer and consumer cooperat.ives.
Concluding Remarks

The social and economic environment today does not corresnond
to the oligopolistic, froe-market scenario in which the conventional
mrketing concepts are rooteds The comventional tools and techniques
are losing their validity and rclevancee However, in India, es in
mst Third World countries, the propagators and the practitioners of
marketing have felled to face up to the changing realities. Although
pertial end insufficient, this pasper represents an attempt to focus
- on the need for a change in the marketing discipline.

14Access here refers rot msrely to physical sccess but the -total accessibl~:

1ity in Yerms of time and place; and the sdciosconomic compatibility
of outlets with consumer, Se4 U.K. Srivastavh "The Fhemomenon of Double
Squeeze and the Urben Poor," Working Tarer,-IIM, Ahmedebad, 1975.



ERFATA IN T.E. No.90

Page, para, line

Instead of

Eead

P.-2, para 2, line 11

p.3, subpares 3

p+3, para 2, line

p+4, para 2, line
p.5, para 3, line

p.5, footnote 6,
line 3 -

p.6, para 2, line
p.8, pere 1, line

p‘s’ Peara 3) 1ine

-

rheteric
society owned

. .thinking todey..

extent
an economy of

and erresting

ed initie -
distribution by

ariticality

rhetoric
socielly owned

..thinking which form
the basis for managerial
action. The care cate-
gories of marketing
today..

extend

an economy free of

end feudalistic straight
jackets which were
hempering developrent
and arresting

ab initio

distribution of

eriticality




