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ABSTRACT  

The area of study known as strategic marketing is founded on the concept of strategy for marketing management 

strategy , which is essential to leadership implementation. Additionally, it is wherever many of the highest pressing 

issues that marketing chiefs and strategists have identified today take place. The extent whereby a company is set up 

to provide goods or services to market participants is known as market management. Maintaining a proper 

equilibrium between the earnings and losses ratio is crucial. The marketing strategies are outfitted with many 

elements that are necessary for creating the system of management more effective. The present research is intended 

to give the crucial function of marketing management techniques considering that there are many researches that 

limit the marketing process. 
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INTRODUCTION  

 

A key component of marketing is creating and implementing a strategy for marketing. A number of issues in the field 

of marketing tactics are revealed by recent publications about the primary obstacles encountered by marketers. These 

include: (i) the manner in which to construct corporate frameworks that better facilitate the creation of standard 

marketing approaches that allow them to manage and respond to fluctuating consumer expectations and company 

requirements; and (ii) how to determine the ideal combination of marketing approaches to achieve optimum outcomes 

given competing priorities and numerous internal and external stakeholders. (iii) methods to guide leaders across the 

entire organization in creating and putting into practice plans that increase customer involvement and focus on the 

customer. Due to its significance in relation to implement, marketing strategy is additionally a major topic of study 

for educational scholars, a crucial component of traditional business school curriculum, and a fundamental 

component of theoretical interpretations of corporate success. Though the discipline of tactical marketing as a whole 
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has seen an increase in scientific attention, it is uncertain to what extent of this study is related to marketing strategy, 

which is the main concept in the discipline. Studies relevant to comprehending such tasks is essential to demonstrating 

the importance of the educational field of marketing, because creating and implementing a marketing plan is 

fundamental in relation to what managers do in reality. Improving conceptual knowledge concerning marketing also 

requires a greater awareness of the current level of marketing strategy expertise. Before attempting to construct indian 

marketing concepts, for instance, it is important to understand which ideas were previously used in previous studies 

and which parts of traditional marketing plans have gotten little consideration. Suggestions for the creation of novel 

methods and techniques can also be found through rigorous studies of the application of various research strategies 

and techniques in a given field as well as how they have evolved throughout the years. 

 

 

NATURE OF MARKETING MANAGEMENT 

 

Revenue is only one aspect of marketing, which is a multifaceted roles:  

1) Management Task: In order to make money, marketing involves everything around effectively 

managing an organization’s goods, location, pricing, and publicity. 

 

 

 

 

 

 

 

 

 

 

 

 

2) Human Activity: It fulfills people’s endless desires and requirements.  

3) Financial Activity: Making revenue is an additional important promotional goal.  

4) Art as well as Science: Knowing human nature and psychology is a science, while generating demand 

from customers for something is an artwork.  

5) Consumer-Centric: The goal of buyer retention informs marketing techniques. 

6) Customer-focused: It uses market research and standard surveys to learn about the wants and needs 

of consumers.  

7) Objective-driven: It seeks to achieve both the customer’s and vendor’s profitability objectives.  

8) Participatory Engagement: The exchange of thoughts and knowledge between consumers and vendors 

is the core of marketing.  

9) Adaptive Approach: In order to increase its efficacy, marketing strategies are always evolving. 

Promotes usefulness: It provides usefulness to the customer using four separate mechanisms; shape, time, location, 

and acquisition. 
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OBJECTIVES OF MARKETING MANAGEMENT  

 

 

 

 

 

 

 

 

 

 

 

 

Listed below are examples of various marketing approaches’ objectives:  

 

1. Consumer Happiness: A company’s main goal is to meet the demands of its clients.  

2. Assure financial viability: Every firm is operated for revenue and similarly applies for marketing.  

3. Creating Corporate Branding: It presents a positive perception of the business and the goods to 

consumers.  

4. Produce Need: It aims to increase consumer appetite for goods and services.  

5. Sales Boosting Value: Boosting sales of goods or services in order to make money is a complex 

procedure.  

6. Improve Good Product Quality: Marketing starts client comments and reviews and applies those to 

improve the product. 

7. Develop Moment and Location Service: This ensures that the customer can access the service or good 

at any time and from any location. 

 

 

MARKETING ENVIRONMENT  

 

Numerous internal and external elements impact the company's marketing initiatives. Although a few of the causes 

are under the company's authority, the majority are not, and the company must adjust to prevent modifications to 

such variables from having an impact. Collectively, these internal as well as external components create the marketing 

environment that the company works in. The marketing atmosphere is the confluence of internal and external 

dynamics and variables that impact a business's capacity to build relationships and provide customer service. A 

company's internal and external environments make up its marketing ecosystem. Directors, employees, equipment, 

supplies, and other elements make up the business's inner environment. The outside environment is further broken 

down into two parts: micro and macro, respectively. Although it is external to the organization, the small or job 

environment is nonetheless unique to the company. It is made up of elements involved in developing, distributing, 

and advertising the product. Greater societal dynamics that have an impact on humanity in its entirety are included 

Objectives of Marketing Management 
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in the macro or wide ecology. The socioeconomic, demographic, tangible, technological, linguistic, legal, political, 

and societal environments comprise the extensive ecosystem.  

 

“A company’s marketing environment consists of the actors and forces outside of marketing that affect Marketing 

management ability to build and maintain successful relationships with target customers”. –Philip Kotler 

 

IMPORTANCE OF MARKETING ENVIRONMENT  

 

Each organization, regardless of size, works in the marketing ecosystem. Its internal as well as external environments 

determine its existence, revenues, reputation, and placement both now and in the future. One of the areas of 

commercial life that is most changing is the company’s atmosphere. One must correctly comprehend and assess the 

marketing landscape and its elements in order to successfully operate and remain in the industry for an extended 

period of time. 

 

1. Crucial for organizing Future preparation requires an awareness of both the inside and outside worlds. If an 

advertising professional wishes his plans to be successful, he must be completely informed of the promotional 

context’s present situation, dynamics, and projected futures. 

2. Comprehending Clients A deep understanding of the marketing landscape enables marketers to recognize 

and anticipate the true desires of their target audience. A thorough examination of the environment of marketing 

enables the advertiser comprehend more about what customers do and lessens the chatter between the advertiser and 

consumers. 

3. Harvesting Trends: It takes a great deal of understanding of the marketing landscape to enter new areas and 

take advantage of emerging trends. To develop an impenetrable strategy, the advertiser must conduct study on every 

facet of the environment. 

4. Dangers and chances: A thorough understanding of the marketplace environment frequently provides a 

marketer with a competitive edge as he ensures that his company is protected from any dangers and takes benefit of 

potential chances. 

5. Recognizing the Rivals: There are various competitors vying for the same position in every specialty. A 

deeper comprehension of the world of marketing enables the marketing professional to learn more regarding the 

rivals and their pros above his company, and inversely. 

 

 

RECENT TRENDS IN MARKETING IN INDIA  

The recently followed trends in marketing include 

• Internet Marketing 

• Multilevel Marketing . 

• CRM or Customer Relationship Management. 

• Green Marketing 

• Event Marketing 

• Rural Marketing 

• Global Marketing 
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Internet Marketing: Digital marketing is any form of advertising that employs technology to deliver advertising 

content and track its effectiveness. Marketing initiatives that show up on a desktop, phone, tablet, smartphone, or 

different device are generally referred to as digital marketing.  Internet marketing is frequently contrasted with 

“conventional advertising,” which includes direct mail, advertisements, and magazine ads. Strangely, radio is 

typically included in the category of conventional versus traditional marketing. The promotion of goods or activities 

to people utilizing electronic means. Promoting companies via a variety of online mediums is the main goal. E-

marketing encompasses platforms that do not need broadband connection, going outside online marketing. "Digital 

branding is the method of establishing and preserving client connections through internet-based activities to enable 

the sharing of concepts, goods, and services that meet the objectives established by the two organizations." 

 

Multilevel Marketing: System marketing, network marketing, e-commerce, marketing through referrals, and 

triangle marketing are some names for it. • It's a type of personal selling where distributors of goods look for and 

distribute to consumers as well as potential distributors. • Certain businesses use this phrase to define a marketing 

framework as part of its entire marketing approach. • A technique for promoting goods and services is marketing with 

multiple levels, which is merely direct sales. • One distribution technique used by businesses to reach customers is 

multi-channel marketing. They employ sales agents to offer and sell their goods rather than directly selling them to 

customers via the internet or in physical locations. Usually, salespeople purchase items to market at live or virtual 

events while working from leisure. Each salesperson maintains their personal company and is not regarded as a staff 

member. Every individual’s capacity to find and educate additional agents to launch their own companies is referred 

to as the multi-stage aspect. Everyone beyond recruiters receives a salary as they achieve sales and hire independent 

salespeople. 

 

CRM or Customer Relationship Management: CRM, which means “Customer Relationship Management,” 

encompasses all tactics, methods, instruments, and technology that businesses employ to attract, maintain, and grow 

their clientele. • Customer relationship management, also known as CRM, is a collection of procedures, tactics, and 

tools that businesses employ to track and evaluate consumer data and contacts over the course of the client’s lifetime. 

• The objective is to enhance service level interactions, support client retention, and stimulate sales growth. • Each 

company interaction revolves around the customer. The company operates to meet the demands of its clients. • In the 

context of a company, a connection is a situation in which individuals deal with one another. • Administration, 

sometimes known as customer relationship administration. CRM is an all-encompassing approach and method for 

attracting, keeping, and collaborating with specific clients in order to generate greater worth for both the client and 

the business. • To put it another way, CRM aims to increase efficiency in marketing. Enhancing commercial efficiency 

as well as effectiveness leads to higher advertising output. 

 

Green Marketing: Businesses are concentrating on creating sustainable items, which is a relatively new 

phenomena. • Green marketing is the promotion of goods that are thought to be sustainable for the natural 

world. The American Marketing Association • It is the procedure of creating and selling products and services 

in order to meet the needs of consumers who want reasonably priced, high-performing, convenient items that 

don’t negatively affect the surroundings. • Products that demonstrate an enterprise’s green credentials can 

consist of: 1. Produced sustainably 2. Not having any hazardous or ozone-destroying compounds 3. Made from 
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recycled resources or capable of being recycled 4. Constructed with sustainable resources. 5. Not using a lot of 

packing. 6. Made to be fixed rather than discarded 

 

Event Marketing: Promoting a good, business, or business with direct contact is known as event advertising. There 

are numerous types of event marketing, and every can be tailored to meet the particular objectives of an advertiser. 

Marketing a business, good, or service through organizing, taking part in, or organizing activities is known as event 

marketing. Marketing for events educates consumers regarding the good you sell and fosters deeper connections with 

consumers. 

 

Rural Marketing: The method of creating, standardized pricing, advertising, and distributing goods and services 

tailored to rural areas in order to meet the requirements and desires of rural consumers and accomplish business goals 

is known as rural marketing. The term “rural marketing” describes the efforts made by conventional marketers to 

persuade rural residents to transform their financial resources into an effective demand for products and services, 

which are then made accessible to consumers in rural regions with the goal of raising their quality of living and 

accomplishing the overall goal of the business. 

 

Global Marketing: The practice of adapting your business's marketing methods to the circumstances of different 

nations is known as global marketing. Of course, the practice of marketing your goods or services internationally is 

only one aspect of worldwide marketing. It is all aspects of organizing, producing, promoting, and advertising your 

goods in a worldwide marketplace. 

 

 

DISCUSSION AND IMPLICATIONS 

 

The comparatively small number of studies that concentrate on a number of facets of the fundamental marketing 

strategy build at the center of the tactical marketing discipline. According to our classification of articles in these 

publications, separate components of the marketing mix have received far greater prominence in the past few years 

than the marketing approaches and combination of marketing initiatives that these components are linked to. The 

comparative concentration in current studies appears out of scale given the concentration of standard practice on 

traditional marketing approaches, even though understanding the effects of distinct individual marketing combination 

ingredients beneath different scenarios is certainly beneficial.  

 

Furthermore, we discover that there are more hypothesis-testing articles and less theoretically constructed articles 

compared to the reported theoretically grounded marketing strategy research. It is obvious that ideas applied to 

commercial strategy must be evaluated and their boundaries specified. In the process, we also notice a move favoring 

the use of multi-theory glasses as opposed to single-theory ones, which would be required to address the amount of 

detail that characterizes traditional marketing tactics difficulties in real-world situations. Nevertheless, considering 

the significant shifts in the field of marketing approach practice during the previous 19 years, the lack of fresh 

conceptualization in the field is concerning. The necessity of developing national concepts regarding marketing has 

been discussed extensively.  
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Nevertheless, neither method is adequate to comprehend “why?” linkages pertaining to marketing strategy 

occurrences. Considering the goal of every societal science is to provide answers to “why?” inquiries, this presents a 

challenge for scholars and the educational specialized field of interdisciplinary marketing. But from the standpoint 

of relevancy, it is equally troubling. With the goal to distinguish certain associations of significance and eliminate 

out other possible causes, well-planned studies in a marketing strategy progressively accounts for a variety of factors 

that contribute to variance. While this is a sound scientific approach, it further renders it more challenging for 

academics to draw concrete conclusions for executives that are both universal and practicable. Because of this, 

executives can benefit more from conceptual knowledge of “why” connections affecting marketing strategy 

occurrences occur than from recognizing “what” interactions happen within tight constraints. 

 

 

CONCLUSION  

 

The intellectual core of the area of proactive marketing is marketing planning. Additionally, it is essential to 

marketing activity and the domain within which numerous of the most urgent problems facing advertisers occur. We 

evaluate the present situation of marketing strategy analysis via the perspective of a fresh understanding of the field 

of the marketing strategy idea. We reveal significant obstacles associated with marketing research as well as a plethora 

of chances to create significant and extremely pertinent novel marketing strategy information. This research program 

gives scholars the chance to create new theories, prove their applicability, and advance application. Scientists should 

be more inventive and eclectic in how they conduct their studies, using new technology for gathering and analyzing 

information, since numerous of these issues are unable to be sufficiently solved through additional information that 

is currently accessible to the general population. As a result, in assessing such study layouts, evaluators, AEs, and 

readers will have to create greater transparency, diversity, and expertise. Although there can be systemic barriers to 

accomplishing so, our study indicates that the rewards might be huge—there are perhaps more unresolved marketing 

tactics concerns and chances to influence implementation than ever before. 
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