Approaches to the study of marketing (Kohls, p24-26)
There are several ways to approach the study of marketing

1. The functional approach

2. The institutional approach

3. The behavioural approach

4. The commodity approach

The functional approach
A. exchange function

· transfer of title of goods

i) Buying (assembling)

= Sources of supply

= Assembling of products

= Activities associated with purchase

ii) Selling

= Advertising

= Other promotional devices to create dd

= Proper unit of sale

= Proper packages

= Best marketing channel

= The proper time

= Place to approach potential buyers

B. The physical function
· handling, movement and physical change of the actual commodity

· solving the problem of when, what , where in marketing

i) Storage

= marketing goods available at the desired time

= holding large quantities of raw materials until they are needed for further processing

= holding supplies of finished goods as the inventories of processors, wholesaler and retailer

ii) Transportation
= making goods available at the proper place

= the activities of shipment

iii) Processing

= form changing activity

C. The facilitating functions
· make possible the smooth performance of the exchange and physical function

· called the grease that makes the wheals of the marketing machine go

i) Standardization

= establishment and maintenance of uniform measurements (quantity & quality)

= simplifies buying and selling

= simplifies the concentration process

ii) Financing

= advancing of money to carry on the various aspects of marketing
= delay sale

= short time business/ seasonal

iii) Risk bearing
= Physical risk

= market risk


: Value change

  : Unfavorable movement of prices

  : Change in consumer taste

  : Change in the operation of competition 

iv) Market intelligence/ information
= job of collecting, interpreting and disseminating the large variety of data

= how much to pay for commodities

= what kind of pricing policy to use

= adequate storage, transportation and standardization program

The Institutional Approach
Who does what?
A. Market middlemen

· take title and therefore own

· buy or sell for their own gain

i) Retailer

ii) wholesaler

B. Agent middlemen

· do not take title and therefore do not own

i) commission man

ii) broker

C. Speculative middlemen

D. Processor and manufacturers

· take some action on products to change their form

· act as buying agent and wholesaling of their finished product to retailers

E. Facilitative organization

· do not directly participate in the marketing process 

· furnishing the physical facilities for the handling of the products

· establishing ‘rules of the game’ such as terms of trading and sale etc

The Behavioural Approach

The marketing process is continually changing in its organization and functional combinations
I. Input- output system
· marketing farm is attempting to have an output of something 

· here we find the motives to develop and adopt new technologies, new products etc

II. Power system

· firms have status and a vested interest in the present role they are playing

· in this framework, we can understand the urge of many farms to grow and expand, to be innovation or followers

III. Communication system
· how to establish effective channels of information and direction

IV. System for adapting to internal and external change

The Commodity Approach
The commodity approach involves the examination of the marketing system for each of a number of specific commodities. The approaches a discussion of
· the resources and conditions of supply of the commodity

· the nature and the extent of the demand for it

· the channels used in the distribution

· the function performed when distribution

· the price, brand, advertising and other policies developed

· quality of commodity
