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ARSTHACT - _
Marketing is ot the core of all buviness activitles 1Withour ik
without salex there Ix o revenne and without revenie people conme -
web Iy verre diverse marketing ploatform uved by mont buvinesses for mgrketlog all fypes of prosducty
andd xervices Advertistog supports marhetng by creating the plyght expuisure fur a company’s products
or services It generates curioslty in the mindy of the target anelience, creates buy-in and wltimately
works fo xupport the overoll marketing pan to convert i warleen

HINTRODUCTION
Creating @ marheting plan involves o great deal of time and resenrch, preparing your product for the

marketplace, nnd starts with developing o unlyque selling proposition (USP) that differentiates your
business, This proposition then ncts as o gulde, or i mission statement, that helps you develop the
marketing strategy, The power of mdvertising  Increased rapidly with the growth in trade and
commierce, With the incrensing impact of the industrinl revolution on our couniry, the nurnber of
advertisements from Dritish business houses rose sharply. ‘Agents’ fourished at the time as space
contractors, obtaining advertisements for newspapers and periodicals on a commission basis. Leading
newspapers like 'The Statement’ and *The Times of India’, which had their own advertising

departments, offered their own facilities to ‘ngents’.

1) MARKETING
Marketing Is building your brand, convinclng peaple that your hrand (meaning your
product/service/company) Is the best nnd protecting the relutionships you bulld with your

customaers.

111 ) § MAJOR TRENDS THAT ARE TRANSFORMING THE PROFESSIONAL SERVICES
MARKET

1. Sacinl Media Adoption
For finding and engaging clients online, marketing services, and monitoring competilors, professional
services firms have widely started using social media. This is an understandable step forward since
the global web content, search portals, an { social_medin_market grew at 13% in the historic period,
and it is forecast to register a 11.8% growth rate from 2016 to 2020, driven by the increased number
of internet users worldwide and by people's attitude towards new ways of communication through

social media.

2. Virtual Firms in the Professional Industry
Rapid technology change, increased pressure to reduce costs, and increased use of smartphones is

making the concept of virtual firms more attractive to many in the industry. In the future, more
professional firms will go virtual and have few permanent offices.

3. Value-Oriented Revenue Model
Traditionally, professional services firms have been charging their customers on an hourly basis. In

line with increasing wages and rapid pressure from clients to decrease pricing, many professional
firms arc shifting towards value-oriented billing. Value-oriented billing is casy to apply in the
professional services industry since the value (such as tax savings, damage awards, ad placements, or
ihe size of an acquisition or merger) is explicit,

l.!:!mgmol' Modularization
Services are now being split into several individual components and sold separately rather than
pp=reenng number of clients prefer to pick and choose service elements that can be

—
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f the total marketing budget in 2016 to 24% in 2017. The 'wm ——
28.3%. We have all seen the effect this has had on the print media already. This t '
m' R yean. : ising now has (o
A provi l-"ﬂ";“',:}'l'l‘l'l:' . e — exists around content management. Advertising ,
1 = albeit not a new one — exisls ¢ _ inaly Thase fat
-~ satisfy the needs of many platforms, and production costs have had to adapt ;:;:i:r:rd;;%gms s ityi!;
L ifatelevision commercial cannot be inexpensively cut down and used for other p ;
1 ithi et dget. . : \
| ool * involvement in marketing has been increasing.
ears, procurement depariments’ involvem ke :
Ummlhmc Pl:l :!T;:n:;ntnls p{ll‘(‘ now involved in 46.2% of all negotiations bcg;:nm:néﬁdt?ﬁ
fessionals and their agencics. Agency Scope 2017 puts the global benchmark at 60%, g
t will continue, | -
lT:T::; a:t:ur:d pitching won't change - 77% of all apency selection processes in SA are done
' / n¢ : ive elements.
2 pitch, which normally includes strategy and .::rculwcF 2 g ;
tli:;;f th;ugJa clients are generally satisfied with their agencies, 19.4% indicated |{: !hcl ;cszi,?rc:nﬁ
they would be changing their agency in the next 12 months. The global benchmark is 15.1%,

Jeads us to belicve that the SA figure might be driven by the poor economic conditions and the need to
continuously watch budgets.

VII) CONCLUSION

; The Emerged Advertisement is considered important branch of business which_ impr.-:ssc? the public
a about the superiority of product, A pood advertisement must have certain qualities. First, it should be

based on human — psychology & Attractive, People do not like to waste their time on things which do
not concern them. S0 to be successful, advertisement must be brief.

The marketing orientation is perhaps the most common orientation used in conte
It 1s a customer-centric approach that involves a firm basing its marketing pr
that suit new consumer tastes. Firms adopting a marketing orientation typica
market research 1o gauge consumer desires, use R&D to d
information, and then utilize promotion techniques to ensure

existence and the benefits it can deliver.Scales designed to me
have been developed and fou

VIll) REFERENCES:

mporary marketing.
ogram around products
Iy engage in extensive
evelop a product attuned to the revealed
consumers are aware of the product's

asure a firm's overall market orientation
nd to be relatively robust in a variety of contexs,
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Uender equality, also known as sexual cquality, is the state of equal case of access -
Fesources and opporunities regandless of gender, ine luding economic participation and decision

v Al

ng different behaviors, aspirtions and needs equally, regardiess of

gonden

Crender equality, cquality between men and women, entails the concept that all human
bomngs, both men and women. are free 10 develop their personal abilities and make chowces
\It‘.hl‘{l‘. the Lirmtat vor,

set by stereotypes, nigid gender roles and prejudices, Gender equality 1%

an important concept in our society, Every individual should learm and understand equality based
w pender. All are equal and should be wreated equally. Every person has a right (o do things
according 10 thewr do's and don’ts. Gender equality means that the diffcrent behavior, aspirations
and needs of women and men are considered, valued and favored equally.it also means that
giving women thew right and not to be dependent on male for their wants.in todays era women's
wan! to work. build their platform on their own, established their own success, wants to live the
way they want, wants (0 feel equally treated, wants to own respect, they are not meant only in
kiichen. But want 1o be dignified and recognized in the society. It does not mean that women
and men have to become the same, but that their rights, responsibilities and opportunities will not
depend on whether they are born male or female, Gender equity means faimess of treatment for
women and men, according to their respective needs. This may include equal treatment or
reatment that s different but which is considered equivalent in terms of rights, benefits,
obligations and opportunities.

Objective

I.  To study the conceptual framework of paper,
2. Imponance of Gender Equality.
3. Measures to improve Gender Equality.




ures to Improve Gender Faquality

L)
4)

|

Equally tremted

Fairly
I‘:I['L'I\.'ll‘dhnu
Choices

Explore

The following are the explanation of the points

of the streams

ol be l.'1||I|i'|”\ treated.in all the .I'-.1H'¢.1

1) Equally treated: - women sl
Weather big or small

77 Fairly: - Fairly role to be played. Justly, equally and cleanly

1) Participation: - In all the field. There should be no bar or block system for women’s
p.-..—‘.:.':;_\,-! 1OM.

4) Choices: - Her chowes, prefrenceses, <hould be considered. And not just let £O. but
<hoald wisely look forward.

5y Explore: - Let explore her own world by giving her wings 10 fly high.to support her.1o
be with her.to let her grow for the better tOMOMOW.

Conclusion

| believe that women’s should be given importance in every growth of the

society.

Should be empowered. They should also give equal rights and justice in all their way. We should

encourage people to let be united and aware all to treat women fairly, justly.
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