
                                 Subject- Principles of Marketing
                      Unit -5 (b) Recent Development in marketing 

SOCIAL MARKETING
Social marketing is a marketing approach which focuses on influencing behaviour with the primary goal of achieving "common good". It utilizes the elements of commercial marketing and applies them to social concepts. 
          In 1971, Kotler and Zaltman published a very influential article in the Journal of Marketing 'Social marketing: an approach to planned social change'. This has been widely accepted as the first time the term "social marketing" had been used technically in the world of management. They defined social marketing as "the design, implementation and control of programs calculated to influence the acceptability of social ideas and involving considerations of product planning, pricing, communication, distribution and marketing research." But how different is Social Marketing to the regular commercial or business marketing? One major difference between commercial marketing and social marketing is that the latter seeks to benefit the target audience and the general society and not monetarily profit the marketer. It seeks to influence perceptions and attitudes and modify social practices and behaviours. This tool has been used extensively in international health programs, especially for family planning and HIV and AIDS campaigns and more recently for such diverse topics as drug abuse and organ donation. It is used strategically to influence policy formulation at various levels to bring about such results.
           Characteristics of social marketing:
[bookmark: _GoBack]Behavioural Focus: Social marketing is cantered around influencing behaviours rather than selling products. It aims to encourage positive behaviours and discourage negative ones, promoting social good.
Audience-Cantered: Social marketing emphasizes understanding the target audience's needs, values, and preferences. It uses consumer research and segmentation to tailor messages and interventions to specific groups.
Research-Driven: Extensive research is a fundamental aspect of social marketing. This includes formative research to understand the target audience and the issue, as well as evaluative research to assess the effectiveness of interventions.
Segmentation: Social marketers identify and segment target audiences based on characteristics such as demographics, psychographics, and behaviors. This allows for more tailored and effective communication strategies.
Value Proposition: Social marketing communicates the value of adopting a particular behaviour or lifestyle change. It highlights the benefits and addresses perceived barriers to encourage positive actions.
Exchange Theory: Social marketing often applies the concept of exchange, emphasizing that people are more likely to adopt a behaviour if they perceive the benefits as greater than the costs. This could include tangible benefits or social rewards.
4 Ps Framework: Social marketing uses the traditional marketing mix (Product, Price, Place, and Promotion) to design and implement interventions. In social marketing, the "product" is the behaviour or idea being promoted.

Online Marketing
Online marketing is also called Internet marketing or digital marketing. It is a way of marketing used in today's world to draw customers' attention towards their goods and services and also tell them about the same. Online marketing is a way to showcase how powerful the internet has become today and how well we can connect with ease and comfort.

Online Marketing-Types
There are several types of online marketing, each distinct from the other. Still, all fall under the class of online marketing as they all use internet facilities to relate to people and advertise their goods. Some of these types have been noted below.
Search Engine Optimization (SEO)
SEO involves optimizing a website's content and design to improve its visibility in search engine results. By including suitable keywords and developing high-quality backlinks, firms can improve their organic search rankings and attract more visitors.
Pay-Per-Click Advertising (PPC)
PPC advertising allows firms to display ads on search engine result pages or other websites and pay only when users click on their ads. This method allows for precise targeting and quick results, making it an useful way to drive targeted traffic to a website.
Social Media Marketing (SMM)
SMM involves using social media platforms like Facebook, Instagram, and Twitter to engage clients and boost products or services. By making clear content and leveraging social media advertising tools, businesses can reach a vast audience and foster brand loyalty.
Content Marketing
Content marketing focuses on creating and spreading useful and relevant content, such as blog posts, videos, and infographics, to attract and engage a mark audience. By setting authority and providing keys to buyers' pain points, businesses can build trust and drive conversions.
Email Marketing
Email Marketing is a direct and personalized approach to amusing with your audience. It affects sending targeted emails to subscribers curious in your goods or services. Useful email marketing affects crafting clear and suitable content, segmenting your audience, and executing automated email campaigns to nurture leads, drive mutations, and maintain client loyalty. Email marketing lets you stay linked with your audience, provide exclusive offers, and deliver personalized messages directly to their inbox.
Influencer Marketing
Influencer Marketing leverages the favor and sway of people or social media qualities to boost products or services. By partnering with influencers who have a strong following and align with your brand values, you can tap into their credibility and reach a wider audience. Influencer Marketing can take the form of sponsored content, product reviews, endorsements, or collaborations, providing an effective way to build brand awareness and gain the trust of potential customers.



DIRECT MARKETING
Direct marketing is a form of advertising that communicates a marketing message directly to a potential customer. A direct marketing campaign happens through emails, social media DMs, mail-order catalogs, promotional flyers and coupons, telemarketing, and door-to-door visits. Direct marketing differs from other forms of advertising that use mass distribution marketing such as TV ads. 
What direct marketing aims to do Even though a direct marketing campaign might reach millions of people, each instance of direct marketing should feel like a one-on-one conversation between a brand and a potential customer.To achieve this, direct marketers use personalisation  techniques, such as mentioning the recipient’s name or referencing a recent action they’ve taken.The main aim of personalized outreach is to persuade a prospect to take action. That action could be:
Viewing a website
Making a phone call to learn more
Returning a postcard or form to request a quote
Giving your name and email address
Making a purchase
6 direct marketing types and examples
Direct marketing is a targeted form of advertising used on prospects who are determined to be likely buyers.
Here are six common types of direct marketing and examples of how marketers might use channels to reach a target audience:
1. Email   
E mail marketing  can be used as a direct marketing strategy. Through email, marketers send promotional messages, announcements, and newsletters to current or potential customers. These communications can include special offers, promo codes, or other relevant information.
Newsletters
 Newsletters are regularly distributed emails that provide updates, information, and entertainment. They serve as a consistent touchpoint between a brand and a customer, and can be segmented to increase personalization. For example, followers of a running club on social media might receive an email newsletter with tips for improving your speed, alongside a coupon for discounts on new sneakers.
2. Social media
Social media marketing uses platforms like Facebook and Instagram to reach audiences. Brands can send direct messages or use targeted ads to reach potential customers, leveraging a vast user base and data-rich environment.
Social media DMs
Direct messages on social media are personalized messages sent to followers or potential customers. They offer a direct and instantaneous line of communication, allowing brands to address specific customer queries, concerns, or interests.
Targeted social ads
Targeted ads are tailored based on a user’s age, gender, interests, purchase and browsing history, and other demographic factors. This allows brands to reach the right audience with the right message. For instance, followers of Instagram influencers popular with teens might be served Facebook Ads  for an acne remedy, based on the assumption that they’re more likely to be interested in the product.

Social media strategy and planning templates
Ready to get started with your social media strategy? These free, customizable templates give you tools to plan and execute a strategy that connects you with your target audience while keeping your content calendar organized.
3. Catalogues
Catalogues printed or digital booklets that showcase a brand’s products, are the historic form of direct marketing. They are typically sent to customers who have shown previous interest in products, offering a tactile and branded way to browse.
4. Flyers, postcards, and coupons
These marketing materials can be sent physically through mail or digitally via email. They often include information about recently launched products and services, or news of an upcoming sale or special event.
Direct mail
Direct mail involves sending physical marketing materials, like flyers or postcards, to potential customers. 
While sometimes seen as an old-fashioned form of direct marketing, the presence of a physical (perhaps personalized) piece of branded content in your prospect’s home can be a more persuasive sales tool than an email sitting in their inbox.
5. In-person (direct selling)
In-person direct selling involves selling products or services to customers face-to-face. This allows for immediate feedback and personal interaction, enhancing the customer’s connection with the brand.
Pop-ups
Pop –Ups are temporary sales spaces that allow customers to experience products or services first hand. They offer a unique and engaging shopping experience, often in high-traffic areas, to reach a broad audience.

Direct selling
Direct selling often involves personal selling tactics, such as door to door sales , event sales. This approach allows for an emotional connection between the salesperson and the customer, often leading to higher engagement.
6. Telemarketing
 Telemarketing
 involves contacting potential customers over the phone to sell products or services. This direct approach allows for immediate interaction and response, making it a powerful tool for sales and customer engagement.
7 Cold calling
Cold Outreach is a specific telemarketing strategy where businesses call large lists of potential customers, often without prior contact. Despite being unsolicited, it can reach a broad audience quickly and can generate leads if executed effectively.
8 SMS marketing 
SMS marketing involves sending promotional text messages to customers. With the rise of messaging apps like WhatsApp and Facebook Messenger, businesses are finding new ways to reach customers via text. For example, a brand might send a text message with a reminder about items left in a shopping cart.
Advantages of direct marketing
Direct marketing isn’t a scattergun approach. Instead, it targets your marketing resources at people likely to be interested in your product or service, based on information you’ve gathered about them.
Direct marketing has several other advantages:
Personal Touch: You can tailor a message to make the recipient feel it’s just for them. This personalization can increase engagement and response rates.
Cost-effective: It’s more economical to market to identified potential buyers. You’re not wasting resources on those unlikely to be interested.
High ROI: Direct marketing can offer a high return on investment. The odds of making a sale are higher when your customer list is already inclined toward your product or service.
Measurable: Direct marketing provides ways to track the success of each campaign. This data lets you tweak and improve your approach with each new campaign cycle.


Disadvantages of direct marketing
While direct marketing has its advantages, it’s not without its downsides. Here are a few potential challenges to consider:
Cost Direct marketing can be a cost-effective way to target potential customers, but the initial outlay for creating and launching a campaign can also be high. This includes costs for market research, designing the marketing materials, and di
stribution.
Lack of Social proof: Direct marketing often involves one-on-one communication between the brand and the potential customer. This means there’s less opportunity for social proof such as reviews or testimonials, which can influence a buyer’s decision.
 Lower Reach: Direct marketing is targeted, which means it’s not always the best method for reaching a broad audience quickly. If your goal is widespread brand awareness, there may be more effective strategies than direct marketing.

SERVICE MARKETING

A service is a transaction between a buyer and a seller without any transfer of physical goods. “A service is an activity or a series of activities which take place between service providers and consumers which results into their satisfaction”
Service marketing involves services, such as financial services, hospitality services, tourism and leisure services, rental services, healthcare services and trade services. Services are often limited to time periods, and the duration in which a customer receives a service is called a service encounter 
The characteristics of services are: Inseparability (production and consumption cannot be separated), Intangibility (lack of physical form), Perishability (services cannot be stored or inventoried) and Variability (performance is subject to human variation). These characteristics show a fundamental difference between goods and services and ask for separate marketing strategies.

FEATURES OF SERVICES

1. Intangibility:-Intangibility is an important consideration that complicates the functional responsibility of a marketing manager, specially while influencing and motivating the prospects/customers. The goods of tangible nature can be displayed, the prospects or buyers can have a view and they can even test and make a trial before making the buying decisions. The selling processes are thus found easier. We are aware of the fact that services are of intangible nature and it is intangibility that complicates the task of decision-makers.

While motivating, they find it difficult to perform and display and the positive or negative opinions regarding the services come up only after the completion of the using process. The customer can’t touch the services, they albeit can’t smell them. In a true sense, it is not a physical object. It has mental connotations. According to Carman and Uhl, a buyer of products (goods) have an opportunity to see, touch, hear, smell or taste them before they buy.
 2. Perishability:
Another point complicating the task of a professional is the nature of perishability that we find in the services. The goods if not sold today can be stored, preserved for further selling. Thus, the risk element is here in a different form. But in the context of services, if we fail to sell the services, it is lost only not for today but even for the future. If a labour stops to work, if a seat in the aircraft remains unsold, if a bedroom in a hotel remains unbooked, a chair in a cinema hall remains vacant; we find the business non-existent and the opportunities are lost and lost forever. The services can’t be stored or preserved.
Unutilised or underutilised services are found to be a waste. A building unoccupied, a person unemployed, credit unutilised, vacant beds in a hospital are economic waste. Of course, this is due mainly to its perishability. This makes it essential that decision-makers or the executives by using their professionalism minimise the possibilities of economic waste. The opportunities come and you need to capitalise on the same by using your excellence.
3. Inseparability:
This is also a feature that complicates the task of professionals while marketing the services. The inseparability focuses on the fact that the services are not of separable nature. Generally, the services are created and supplied simultaneously. Like the dancers, musicians, dentists and other professionals create and offer services at the same time. In other words, the services and their providers are the same. Donald Cowell says, “Goods are produced, sold and then consumed whereas the services are sold and then produced and consumed.”
               It is inseparability that makes the task of marketing services a bit difficult. The goods are produced at one point and then distributed by others at other points. In the services, we find the selling processes making ways for the generation of services. The professionals while marketing the services thus bear the responsibility of removing or minimising the gap between the services-promised and services-offered.

4. Heterogeneity:
Another feature is heterogeneity which makes it difficult to establish standard. The quality of services can’t be standardised. The prices charged may be too high or too low. In the case of entertainment and sports, we find the same thing. The same type of services can’t be sold to all the customers even if they pay the same price.
                       The consumers rate the services in a different way. Of course, it is due to the difference in the perception of individuals at the levels of providers and users. The heterogeneity factor makes it difficult to market efficiently. The professionals by using their excellence bear the responsibility of minimising the problem.
5. Ownership:
It is also ownership that makes it significant to market the services in a bit different way. The goods sold are transferred from one place to another, the ownership is also transferred and this provides to the buyers an opportunity to resell. In the case of services, we don’t find the same thing. The users have just an access to the service. As for example, a consumer can use personal care services or Medicare services or can use a hotel room or swimming pool, however the ownership rests with the providers.
7Ps of Service Marketing Mix 
i)  Product 
Product is defined as any tangible or intangible benefit that is offered to a market for attention and acquisition that satisfy a need. They further argued that product is made up of tangible and intangible benefits. The tangible benefits are mostly called product whilst the intangible ones are also called services. A product can be merchandise, finished goods, raw material or a service. A firm or a company is known by its product and the firm’s face value depends on the performance of its product in the market, therefore the maximum effort is put by the strategy makers to ensure that their product meets their targeted customers’ needs better than the competitors. Product can be defined in a restaurant industry “food” however food presentation and quality also needs careful consideration. In the restaurant Industry customers especially affluent ones are more concern with time they spent before they are served.

i. Price 

Price is the only element of the service marketing mix which generates revenue for a business. While deciding upon the price of a product, strategists carefully study the cost of acquiring raw materials, cost of manufacturing the product, quality of the product, brand’s position in the market, the condition of the market and competition in the market. Pricing in case of services is rather more difficult than in case of products. As a restaurant owner, price can be quoted in a menu to customers for only for the food being served. Price is the only element of marketing mix which is changed very rapidly more than the other p’s .

Place 
Place is the another element of marketing mix which signify where services accessible to customers and making restaurant customer relations effective .When analysing restaurant location ,certain factors must be considered to ensure a well informed decision, including cost, traffic flow ingress, parking ,visibility, demographics, competition and municipal regulations .
iii) Promotion 
This concept is a crucial part of marketing mix for any company. Promotion is the most flexible part of the marketing mix, which can be changed easier than the others. The main goals of the promotion is to gain awareness, increase interest in product or service, differentiate it from competitors’, improve the reputation and image, persuade consumers and convince them to buy.    

iv) Physical Evidence
Physical evidence is one of the important factors that can influence the choice of a certain product or service. The indoor design of the premises is very significant as well. It concerns the design, appearance, furniture, lighting, conditioning, temperature, music, smells, etc. In addition, some fast food restaurants have induced customers to purchase more by piping pleasant aromas into their dining rooms. The customers’ ambience should match with the product or service concept and should be comfortable and convenient. The effect of atmospherics, has been largely used to study the importance of the man-made elements of the physical and human environment and how these elements influence customer satisfaction and behavior in a restaurant context. Aesthetics, ambience, table setting, lighting, layout, and service staff, these are six dimensions which are very important in creating a dining atmospheric in a restaurant and hotel. In case of a restaurant Physical evidence is not only the appearance, but the look of packaging material, branding, and even the way the employees present themselves. Physical evidence is every surrounding detail.


v) People 
The personnel are those people who provide product or service to customer. They are very important for all type of businesses. They present the product or make a service and the way the act and offer the product can be either a company’s advantage or disadvantage. Their behaviour may influence the customers’ perception of the whole business, improve the image and build trust. In restaurant industry people are playing very important role specially chef as they are the back bone of the business. Studies show that many restaurants get popular due to unique taste and restaurant named on their chef names. 
vi) Process 
The “how “of service delivery is called the ‘process’ or the ‘functional’ quality. The attitudes and behavior of service personnel influence perceived service performance. These behaviors are usually associated with what is called the ‘process’. The ways of delivery the product or service to the customer is crucial for any company. The process represents the total concept of operational management, how does the whole system works. Efficiency in the front and back of the house impact customer experiences. No one likes to wait around excessively; the customer must enjoy their experience from the second they enter the restaurant to the second they leave. A timely process is a part of what the guest is paying for and is what will keep them coming back for more.




\
Green Marketing
Green marketing, also known as sustainable marketing or environmental marketing, refers to the practice of promoting products or services that have minimal negative impact on the environment. It involves incorporating sustainable practices and communicating them effectively to consumers. Green marketing is driven by the growing recognition of the need to preserve the environment and address climate change concerns. It aims to promote products and services that are produced using sustainable methods and materials.One aspect of green marketing is the development and promotion of eco-friendly products. These products are manufactured using processes that minimize resource consumption, reduce waste generation, and minimize emissions. They often have certifications or labels that indicate their environmental friendliness.

Another important aspect is communicating the environmental benefits of these products to consumers. This involves educating consumers about the positive impacts of choosing eco-friendly options and creating awareness about the importance of making sustainable choices.
Companies adopting green marketing strategies often focus on highlighting the use of renewable energy sources, reducing carbon emissions, promoting recycling and waste management, and conserving natural resources. They may also emphasize the use of organic or natural ingredients in their products and promote fair trade practices.

Green marketing extends beyond product attributes. It also encompasses the entire supply chain, from sourcing raw materials to distribution and disposal. Companies aim to reduce their carbon footprint by optimizing transportation routes, minimizing packaging waste, and implementing sustainable practices at every stage.

Consumers today are more environmentally conscious and increasingly prefer products that align with their values. Green marketing provides an opportunity for companies to tap into this growing market segment and gain a competitive edge. However, green marketing also faces challenges. It requires careful consideration and verification of environmental claims to avoid greenwashing, which refers to misleading or exaggerated claims about a product's environmental benefits. Clear and transparent communication is crucial to build trust with consumers.Regulatory bodies, such as the Federal Trade Commission (FTC), have established guidelines and principles for green marketing to prevent deceptive practices. Adhering to these guidelines ensures companies maintain credibility and integrity in their messaging. Furthermore, green marketing should focus on long-term sustainability rather than just short-term marketing tactics. It should promote a holistic approach to sustainability, addressing social and environmental issues beyond product attributes.


Rural Marketing: 
The rural markets are estimated to be growing fastly compared to the urban markets. In recent years, rural markets have acquired significance in countries like China and India, as the overall growth of the economy has resulted into substantial increase in the purchasing power of the rural communities. On account of the green revolution in India, the rural areas are consuming a large quantity of industrial and urban manufactured products. In this context, a special marketing strategy, namely, rural marketing has taken shape. Sometimes, rural marketing is confused with agricultural marketing – the later denotes marketing of produce of the rural areas to the urban consumers or industrial consumers, whereas rural marketing involves delivering manufactured or processed inputs or services to rural producers or consumers. 
Various definitions of Rural Market: 
 Census of India 2011: The rural market has been defined as a place where the population is not more than 5,000, the density of population is not more than 400 per square kilometer and at least 75 per cent of the male working population is engaged in agriculture. 
 RBI (Reserve Bank of India): Locations with population up to 10,000 people will be considered as rural and 10,000 to 1, 00,000 as semi-urban. 
 Planning Commission: Places with population up to 15,000 people are considered as rural.
  NABARD: All locations irrespective of villages or towns, up to a population of 10,000 will be considered as rural. 
 Most Companies in the FMCG would define rural as any place with a population up to 20,000 people. 
 Consumer Durable Companies would consider any town with a population below 50,000 people as rural. 
 A Simple Definition from Marketers’ View would be “any market that exists in an area where population with less than 10,000 people, low density of population and without significant infrastructure facilities is a rural market”. 


Scope of rural marketing: 
1. Large Population: According to 2011 census rural population is 68.4% of total population and it is scattered over a wide range of geographical area 
2. Rising Rural Prosperity: Average income level has improved due to modern farming practices, contract farming, industrialization, migration to urban areas and remittance of money by family members settled abroad. 
3. Growth in Consumption: There is a growth in purchasing power of rural consumers. Changing Lifestyle: Lifestyle of rural consumer has changed considerably. 
4. Life Cycle Advantage: The products, which have attained the maturity stage in urban market, are still in growth stage in rural market. 
5. Market Growth Rate Higher than Urban: As per the survey made by NCAER the growth rate of FMCG market and durables market is higher in rural areas as compared to urban areas. 
Consumerism
Consumerism is the theory that individuals who consume goods and services in large quantities will be better off. Some economists believe that consumer spending stimulates production and economic growth.
                Consumerism is the idea that increasing the consumption of goods and services purchased in the market is always a desirable goal, and that a person's well-being and happiness depend fundamentally on obtaining consumer goods and material possessions.
Healthy consumption is a big positive for the economy as it indicates that people are ready to spend; this ensures that there is a circulation of money in the economy. However, if consumption drops, then it indicates underlying problems. It may be due to a high unemployment rate, increased interest rates, and so on. Hence, consumption can be considered an indicator of the overall economic health of a country.
