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Writing a book has always been a challenging exercise. One has to consider the 
various experiences and inclinations of his prospective readers.

In some instances, this is enough to discourage the would-be author in pushing through with his project.

There are a lot of books in basic marketing, especially the foreign authored, which provide extensive treatment of the subject.

Although reprints are made available and their prices are greatly reduced, a great number of Filipino students are still hard pressed to purchase them.

Fortunately, there are a number of Filipino authors like Dr. Julita R. Gomez, Dr. Felicitas U. Evangelista and others, Dr. Gregorio S. Miranda, Violeta A. Llanes, Teodoro M. Jurado, and Edgar del Val, who keep the flame of marketing education much alive with their books.

This book provides an additional purchasing alternative to students of marketing. Among the fourteen chapters, special topics on International Marketing, Marketing and Society, and Service and Nonbusiness Marketing are included.

Questions for review and discussion are provided at the end of each chapter. To broaden the student's learning experiences, suggested items for research are listed in each chapter.

These items constitute the special project requirements for the subject.
Tables and figures are also included whenever necessary.

This will make the discussions easier to comprehend.

By and large, this is an attempt to contribute to existing literature in marketing.








AN OVERVIEW OF MARKETING


	The Industrial Revolution (1750-1850) spawned the era of scientific management in the latter part of the nineteenth century. 

A little later, in the year 1900, marketing as a field of study was made to begin.

It has since contributed tremendously to the economic growth of several nations, especially the United States.

It is interesting to note that the development of the economies of the 
leading capitalistic societies went hand in hand with the development of the marketing concept.



THE RELEVANCE OF STUDYING MARKETING

Problems exist and will continue to exist until effective solutions are formulated and implemented. Solutions will be better, however, if the formulator is armed with knowledge about the specific discipline covering the problem.

As a business discipline, marketing offers a lot of promise to various human endeavors. Consider the following:

1. A researcher reported that consumers buy tomatoes from retailers at four times the price paid to the farmer-producer.

2. Marketing, according to Converse and Huegy, is the "transportation of the goods from the point of production to the consumers and all the transactions involved in getting goods from the producers to the consumers."

3. Consumer wants into product and service specifications, and then in turn helping to make it possible for more and more consumers to enjoy more and more of these products and services."

McCarthy, for his part, defines marketing as the "performance of business activities which directs the flow of goods and services from producer to consumer or user in order to satisfy customers and accomplish the company's objectives."

Cundiff and others, define marketing as the "managerial process by which products are matched with markets and through which transfer of ownership are effected."

Pride and Ferrell define marketing as "individual and organizational activities aimed at facilitating and expediting exchanges within a set of dynamic environments forces."

To Kotler, marketing is "human activity directed at satisfying needs and wants through exchange processes."

Stanton defines marketing in two aspects:

1. the macro-societal dimension — which refers to any exchange intended to satisfy human wants or needs, and

2. the micro-organizational definitions — which refers to the total system of activities designed to plan, price, promote, and distribute want satisfying goods and services to markets.


PRINCIPLES OF MARKETING

	The foregoing definitions show how marketing has been perceived by various authors and how new activities have been included as well. In critical terms, the authors refer to marketing as follows:

1. When Converse and Huegy include "transportation of goods" in their definition, they see marketing within the context of "physical distribution."

2. When Hansen focuses on "the process of discovering and translating . . . wants", he stresses the need to include marketing research as an important component of marketing.

3. McCarthy is more realistic when he stresses not only "satisfying consumer wants" but also "the company's objectives."

4. "Matching of products with markets" and "transfer of ownership" are the concern of Cundiff and others.

5. Pride and Ferrell maintain that marketing concerns not only organizations but individuals as well.

6. Kotler moves further by indicating "human activity (which includes individuals, organizations, businesses, politicians, actors, etc.) directed at satisfying needs and wants."

7. Seeing the dangers of a very broad and all-encompassing definition, Stanton tried simplification by subdividing the previous general concept to two specific concepts: macro-societal and micro-organizational.

8. The macro-societal view concerns marketing and its relationship with society, while the micro-organizational view focuses on the activities of the firm.

9. Buskirk refers to the former as "macro-marketing" or the society's total marketing system, and the latter as "micro-marketing" or the marketing activities of the firm.¹⁰

