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Marketing has always played an important role in product communication but it’s prominence and visibility as a necessary aspect of business has increased over the past decade. In a global-liberal economy, multiple products and services of the same kind have to compete with each other for limited market space and consumer mind share. Marketing therefore becomes a relentless and strategic process to build a product/service into a brand, create an identity for it that distinguishes it from its peers and ensuring it stays in pubic memory.
Marketing- Definition and scope

Marketing is defined by the American Marketing Association as the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large.  The term developed from the original meaning which refers literally to going to market, as in shopping, or going to a market to sell goods or services. This definition according to Bogozzi, recognizes ‘exchange’ as a central concept in marketing which in turn means that there has to be more than one party with something of value and interest to the others.

According to Stanton, etal ‘ Marketing is a total system of business activities designed to plan, price, promote  and distribute want-satisfying products to target markets to achieve organizational goals.’ 

Marketing practice tends to be seen as a creative industry, which includes advertising, distribution and selling. It is also concerned with anticipating the customers' future needs and wants. Marketing draws from many social sciences, particularly psychology, sociology, and economics. Anthropology has also become a small, but growing influence. 
The core idea of marketing is a sense to build a relationship and cultivate emotional equity between the consumer and the product/service by successfully drawing out associations, connotations and attitudes in said product/service that the customer would like to identify with.

Elements of Marketing- The Marketing Mix

Borden’s concept of the marketing mix is considered a significant and ideal break up of what goes into marketing. These include
· Product planning

· Pricing

· Branding

· Channels of distribution

· Personal selling

· Advertising

· Promotions

· Packaging

· Display

· Servicing

· Physical handling

· Fact finding and analysis

Integrating the key factors of the above mentioned, E. Jerome Mc McCarthy came up with the concept of the 4Ps-

· Product

· Price

· Place

· Promotion

The idea of the marketing mix is that all the necessary componnets are variable and can be worked out in accordance to the needs of the product. 
Advertising as a tool of marketing

Advertising is a tool of marketing that disseminates information about a brand which is aimed at a large number of people at the same time using purchased space or time in various mediums.  While earlier, advertising was often seen as separate or an alternative to marketing, it has eventually been subsumed under the latter.

In the context of marketing, advertising is possibly the most important element. It draws from the other braches such as market research, positioning etc to create successful persuasive communication. Advertising is also the most visible aspect of marketing as it culminates into the most noticeable projection of everything that the product/service wishes to appear as to its public, especially in the context of brand building. 

A brand by definition is a sign of identity,  the mark or label which differentiates one product from the other. A product acquires a certain identity or a feel and a specific brand value because of the kind of advertising that it creates for itself. It is this brand value which then becomes crucial for companies to build their marketing strategies upon.  Subroto Sengupta in his book Brand positioning: Strategies for Competitive Advantage talks about how advertising must position the brand. He recognizes the difficulties of creating distinct brand identities in a fiercely competitive marketplace. “Advertising is the discovery and communication for a brand to the target prospect.”
Therefore, advertising thus not only intends to sell but also create an aspiration towards a certain product, and create that vital and persuasive distinction that makes it a brand. How does advertising go about achieving it’s objectives?
Brand Differentiation: Communicating the difference- An advertisement needs to communicate a difference for the brand i.e. something which sets it apart from it’s competitors. The difference may be as simple as a special or new feature or color, function, a perception of exclusivity or ‘for the masses’, a business ethic ( eco-friendly, recyclable, preservative free) or simply a different perspective ( A cosmetic range that promises healthy, problem free skin instead of changing the way one appears). Differentiation can be of two kinds.
Generic differentiation:  It’s the most basic form of brand differentiation where, emphasis on the USP of the product built upon its features such as function, reliability, durability, design or style.  The unique selling point of a product must somehow figure into the ad campaign otherwise it remains, creative but pointless communication. Of course once a product/ service has managed to claim a take in the market, the USP of the product could be delegated to the background. But this can only happen when the brand in itself communicates it’s value without external support. International sporting goods such as Adidas, Reebok, Nike for example have successfully created an idea of what they stand for and may not need to harp on the quality or comfort of their shoes or gear to sell their range. Instead they can choose to bring out huge energetic, campaigns with international sports stars that convey vague notions of sport, competition, winning etc but are still capable of generating demand for the said products. A newer product with a more utilitarian nature would have to enlist its salient features. Cell phone services, have to constantly keep informing their customers on the latest schemes etc because brand value in itself matters little when compared to  quality of coverage, cost benefits etc.
Pre emptive differentiation: When products have similar features an attributes, certain products can gain advantage by branding themselves on the basis of those features. It chooses to talk about that particular feature while no else has and manages to create the illusion of an innovation. 
Brand/Product Positioning: Positioning is yet another key component of building brand identity. The position of a product is the perception it brings about in the mind of a target consumer. It reflects the essence of the brand and helps the consumer make a judgment based on its functional and non functional benefits. This positioning is also relative in respect of the other competing products in the market.
Marketing Guru Philip Kotler explains positioning, ‘Once the core product is chosen, it defines the characters of the product space in which the new product has to be positioned..’ 

The nature of the product can dictate how it is to be positioned. Brand building is not always about seeking elitism. The world’s largest brands such as McDonald’s, Burger King, Pepsi, Coke etc are built upon the idea of ‘everybody goes there or everybody drinks that.’ 
Sometimes products may wish to connect with the younger demographics by positioning themselves as product for the young and upwardly mobile.  I Pods, Jeans, Sunglasses, Gaming consoles etc are always advertised in yuppy, zingy ways to reign in young people, though other age groups also purchase them. 

Luxury and couture brands alternatively choose to appear exclusive, upscale and impart a sense of elegance, luxury or style. Ad campaigns for such products and brands are carefully measured in the intensity of their dissemination and appear mostly in life style/in-flight magazines even though they are big budget. Advertisements of designer jewelry, watches, perfume, apparel etc are examples of this kind of positioning. 

 Their pricing and availability ensures they are only affordable to the upper strata of society; however they may enjoy a universal brand consciousness. It is thus possible that people who may never be able to afford them would also know about Armani, Gucci, Prada etc and desire them solely based on the fact that they have an elevated status. Such ads are understated in their communication and don’t over sell the product. 
Conclusion
Advertising thus not only forms the visible face of marketing, it often effortlessly integrates with other marketing variable such as promotion, brand building, tie-ups, etc. In an era of convergent media where the lines between different forms of communication are increasingly blurred it is hard to streamline advertising as a single activity in itself and can in fact contributes to a vital rethinking of the product itself.
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