Market: In ordinary sense market means public place where commodities are bought and sold. But in economics the term market does not refer to a place or a region. The term market refers to a commodity or commodities and interaction between competing buyers and sellers resulting a single price of the same.

According to Cournot, a French economist, “Economists understand by the term market not any particular place in which things are brought and sold but the whole of any region in which buyers and sellers are in such free intercourse with one another that the price of the same goods tends to equality, easily and quickly.

The following are the essentials of a market:

(i) a commodity which is death with

(ii) existence of competitive buyers and sellers

(iii) a single price of the commodity as a result of interaction between buyers and sellers

(iv) a place may be at a certain region, a country or the entire world.

Classification of market:

Market may be classified as under:

1. Market by area

(i) Local market

(ii) National market

(iii) International market

2. Market by period

(i) Very short period market

(ii) Short period market

(iii) Long period market

3. Market by competition

(i) Perfect market

(ii) Imperfect market

(iii) Monopoly

(iv) Doupoly

(v) Oligopoly
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Marketing: embraces all the business activities involved in getting commodities of all kinds, including services, from the hands of producers and manufacturers into the hands of final consumers. Marketing is concerned with all the business steps through which goods progress on their way to final consumption.

Some definition are reported below:

According to Duddy and Revzan, marketing is “the economic process by means of which goods and services are exchanged and their values determines in terms of money prices”.

In Britain, the Institute of Marketing defines marketing as “the management function which organizes and directs all those business activities involved in assessing and converting consumer purchasing power into effective demand for a specific product or service and in moving the product or service to the final consumer or user so as to achieve the profit target or other objectives set by a company”. 

The American Marketing Association’s definitions committee in 1948, defined marketing as the performance of business activities that direct the flow of goods and services from producers to consumers or user.

Philip Kotler define marketing as “the analyzing, organizing, planning and controlling of the firm’s customers –impinging resources, policies and activities with a view to satisfying the needs and want of chosen customer groups at a profit.

According to Clark and Clark, “marketing consists of those efforts which effect transfer in the ownership of goods and services and care for their physical distribution.

So, we may define that marketing embraces all business activities involved in the flow of goods and services from physical production to consumption.

Agricultural Marketing: is defined as the performance of all business activities involved in the flow of food products and services from the points of initial agricultural production until they are in the hands of ultimate consumers.

Livestock Marketing: embraces all the farming activities involved in getting livestock product and by-product from the hands of farmers and manufacturers into the hands of final consumers.

Differences between market and marketing

A market is a group of buyers and sellers within a geographical area (a) for a product or reasonable substitutes; (b) at a particular stage in the trade channel, and (c) at a particular time.

On the hand marketing is defined as the business of buying and selling and as including those activities involved in the flow of goods and services between the producers and the consumers.

The distinction between the two is fundamental. Market refers to a group of buyers and sellers whereas marketing refers to buying and selling. That is, market is concerned with people but marketing is concerned with the activities’ of those people. Market is a sphere within which price making forces operate but marketing effects change in the ownership of goods and services.

Selling: means transfer of ownership of product from one hand to other. It creates possession utility, handling the product

Difference between marketing and selling:

Marketing 
Selling

1. Large business activities
1. Single activity if marketing

2. Satisfaction of customer
2. Transfer of goods and services

3. Largely emphasized on customer satisfaction
3. Enhance increasing profit

4. Marketing decision and strategy depends on high management committee 
4. Marketing executives and sales officers control 

Objectives of Livestock Marketing:

At present, the basic objective of livestock marketing is the satisfaction of human wants. However, the overall objectives can be summarized as follows:

(i) To frame guiding strategies regarding livestock marketing;

(ii) To plan and develop the livestock product and by-product on the basis of known consumer demand;

(iii) To organize, direct and control all marketing activities;

(iv) To increase goodwill, sales and profits of the enterprise;

(v) To supply necessary information for marketing decisions

(vi) To help oneself to decide whether his career shall be marketing; and

(vii) To intensify one’s feeling of participation in marketing.

