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LEGAL ASPECTS IN 
MARKETING MANAGEMENT



UNIT 1
INTRODUCTION AND DOORSTEP SELLING/HOME DELIVERY

1.2 IMPORTANCE, SCOPE AND FEATURES  
• Legal Aspects of Marketing consist of regulations 

governing TV and radio  advertising, doorstep 
selling, newspaper and magazine advertising, 
telesales and  direct mail and online marketing. 
Different countries have different laws and  
regulations governing them.  

• In India there are several laws governing the 
various elements of marketing  (Sales, Product, 
Price, Communication, Advertising, Distribution, 
Logistics and  Packaging).



Some of the these laws include:  
1. Consumer Protection Act, 1986  
2. Competition Act, 2002  
3. 3 Essential Commodity Act, 1955  
4. 4. Sales of Goods Act, 1930  
5. Indian Contract Act, 1872  
6. Bureau of Indian Standards Act,19836  
7. Standards of Weights & Measures Act, 1976  
8. Environmental Protection Act, 1986  
9. Prevention of Food Adulteration Act, 1954  
10. Drug (Price) Control Order, 1995  
11. Patent Act, 1970  
12. Design Act, 2000 



These Acts either cover all areas of marketing or only one 
element of marketing or a particular industry.  
The certain restrictions that are  imposed on businesses are 
there to serve the following purpose  
1. Protect the consumers  
2 Equal access to markets by all competitors  
3. Protect the interest of the society.  
1. Protect the Consumers  
Certain companies use deceptive sales practices such as 
misrepresenting the  product, doing misleading advertising, 
manufacturing and supplying unsafe  products for human 
consumption and use, etc. To curb such practices,  regulations 
are enforced through the legislation.  



2. Equal Access to the Market by All 
Competitors 

▪ The free market economy allows healthy competition 
amongst the manufacturers  or marketers. The competition 
is the fundamental strength of market driven  economy. 

▪ In the market place some companies are stronger and 
bigger than  others and have more risk taking capacity, 
more resources and can compete in a  better way than 
others. Hence the smaller companies are overpowered by 
the  large firms. 

▪ The bigger companies may go in for restrictive trade 
practices like  creating barriers for market entry to smaller 
firms and this may result into market  domination by them. 
Hence the laWS are needed to curb such unfair trade  
practices and unhealthy competition. 



3. Protect the Interest of the Society 

• The products and process of the businesses 
may cause the damage to the society  by way 
of damage to the ecology, product waste 
generated, health problems to  consumers at 
large. The costs of these damages have to be 
borne by the society.  

• Therefore it is the obligation of the businesses 
to compensate for the same. 



There is government intervention In production and 
laws for  environmental protection, prohibiting 
dealing in certain class of products or  barring 
certain activities by the industry.  
Similarly every marketing transaction involves two 
parties i.e. buyer and seller and  there is a 
transactional legal relationship between them. The 
buyer agrees to buy and the seller agrees to sell, 
transfer of ownership of goods takes place from the  
buyer to the seller or at least there is an agreement 
for the same. 



The buying and  selling process put the buyer and 
seller in contract and involves a consideration  and 
certain conditions and warranties. Both the buyer 
and seller have certain  rights and obligations and 
there are remedies available for breach of contract.  
Either of the parties can be sued in court of law for 
not fulfilling their obligations or violating the 
contract. Legal provisions are also available for 
conflict resolution  through arbitration, conciliation 
or mediation. 



DOORSTEP SELLING/HOME DELIVERY 

Doorstep selling is a direct selling method, a canvassing 
technique that is  Commonly used for sales, marketing, 
advertising and campaigning. Rather than  relying on 
marketing to bring in new customers, in doorstep selling, 
salesmen  visit potential customers in their homes and 
engage them in a Conversation  about the features and 
benefits of their offering and convince them to buy their  
products or services.  
People who use this sales approach are often called 
traveling salesmen, or the  archaic name drummer, to 
"drum up" business. It is one of the oldest forms of  
selling.  



Stages of Doorstep Selling 

1. Prospecting  
The search for new customers is called prospecting. Prospects 
are essential to  your sales funnel because you have to have 
new customers coming in to grow.  Finding them is a crucial 
part of your sales process.  
2. Qualifying  
Qualifying means you have identified a need your prospect 
has that matches one  of the features or benefits you offer. 
Qualifying prospects is to establish Pain  (enough pain to buy), 
Budget (money to buy) and Decision (authority to buy).
It  requires a door to door salesman (or woman) to ask lot of 
open-ended questions  and listen and respond to their 
answers. 



3. Pitching  
When you make an offer and describe the benefits to your 
qualified prospect, it is  called pitching. Knowing the lead's 
needs is essential to your success. You provide a solution to 
their pain points and explain how your product makes their  
lives or jobs easier. This makes a door to door sales pitch really 
resonate with the prospect  
4. Closing  
Closing is when you ask the potential customer to buy your 
product or service.  There are numerous ways to ask for 
business and finding the one that works best  for you and 
each qualified prospect is a vital skill for successful door to 
door  sales. 



5. Follow-up  

After the sale, the door to door salesperson 
should establish contact to ensure  the customer 
received what they ordered, felt satisfied, and 
received answers to  any questions they might 
have. This is called follow-up. 



Unit 2

Advertising and Pricing



Introduction:

Advertisers are interested in a favorable response 
from the target audience, and  this would be 
possible only when they offer, in the form of 
advertisements,  products and services that fit into 
the existing value system of the audience.  

Not only does advertising reflect the culture of the 
people, but it, in its turn, also  affects the culture. It 
does not create culture but definitely is responsible 
for  changes in culture.  



Advertising is a very dynamic and influential 
force. In fact, the current world is  moving on 
the lever of advertising.  

With its educative value, provoking force and 
invoking tinge, it affects thoughts,  gestures and 
behaviour of the people caught in the spotlight 
of advertising.  Consumers' attitudes, habits, 
likes and dislikes, fashions, actions, are deeply  
influenced by advertising. 



Legal Aspects in Marketing 
Management

1. Print Advertising  
Print advertising refers to printed advertisements, often seen 
in newspapers and  magazines. However, this category also 
includes other printed materials, such as  brochures, 
directories and flyers. Companies can place advertisements in 
local  newspapers-whether throughout the paper or within 
the classifieds section-to  target consumers within a 
geographic location.  
For a more targeted audience, companies may seek 
advertising opportunities in  magazines. Specialty magazines 
can help a company reach a specific group or  type of people. 
For example, a company that sells golf equipment would place 
ads  in magazines for golf enthusiasts because they know that 
audience is more likely  to appreciate their product. 



2. Direct mail Advertising 

Direct mail is a type of print advertising that sends 
advertisements to customers  through the mail. Examples 
include brochures, catalogs, newsletters and flyers.  This 
approach enables companies to identify an even more 
targeted market than  other print advertising formats 
because it distributes ads via a direct mailing list.  
For example, someone who opens a hair salon can create 
a flyer that announces  their grand opening. They can 
then send that flyer to a list of residents located  within 
five miles of the salon. To attract new customers, the 
owner can also include a discount coupon with the 
mailer. 



3. Television Advertising  

Television advertising is a type of broadcast 
advertising where companies advertise their 
products or services through 20, 30- or 60-
second TV commercials. It can be costly but 
enables companies to repeat their  
advertisements regularly. 



The costs to air television commercials can vary 
due to  the following factors: 

(a) The ad length  

(b) The time of day 

(c) The television show  

(d) Frequency of airing  

(e) The geographic reach  

(f) The number of networks 



4. Radio Advertising 

Radio advertisements are the ones that are broadcast it 
through radio waves and  heard on radios all over the place. 
These mostly consist of audible advertisements  or jingles. 
Customers can hear radio advertisements while conducting 
other  activities, such as driving or doing household chores. 
Like television, radio enables  the repetition of 
advertisements, which can give companies more recognition 
with  consumers. 
Companies can research what radio stations are popular with 
their  target customers. They can also learn what times of day 
these customers listen to  the radio most. For example, they 
may try to advertise during a morning time slot  when they 
know many of their customers will be driving to work. 



5. Podcast Advertising 

In podcast advertising, companies can sponsor 
podcasts or have advertisements  for their products 
or services played during the episodes. Typically, 
podcasts play  ads at the beginning, middle and end 
of episodes. Similar to radio advertising,  companies 
can research which podcasts are most popular with 
their target  audience. Some podcast hosts read 
from a script provided by the company or  create 
their own, which can be an entertaining way for 
listeners to consume  advertising content. 



6. Mobile Advertising 

Mobile advertising reaches consumers through any 
mobile device with internet  connectivity, such as a 
cellphone or tablet. These advertisements may 
appear to  consumers through social media, on 
webpages or within apps.  

For example, a customer playing a mobile game 
may receive ads for similar games  between 
gameplay rounds. The benefit is that these 
advertisements can reach  consumers no matter 
where they are.  



7. Online Advertising 

Being on the internet can be a cost-effective way to 
attract new customers. You  can reach a global audience 
at a low cost. Many customers research businesses  
online before deciding whom to buy from. A well-
designed website can attract  customers. There are a 
number of ways you can promote your business online 
via  paid advertising or to improve your search engine 
rankings. 
Other ways to advertise your business online include 
promoting your products or services on  social media 
sites, blogs and search engines and other websites that 
your target  audience visits. 



2.2 LAWS FOR BRODCASTING THE 
ADVERTISEMENT 

At present in India, there is no central statutory 
agency or uniform legislation  regulating the 
advertising industry. The Indian advertising market 
as a whole is  regulated and controlled by a non-
statutory body, the Advertising Standards  Council 
of India (ASC). 
ASCI is a voluntary self-regulatory council 
established in 1985 to promote  responsible 
advertising and to enhance public confidence in 
advertisements.  



Objectives of ASCI 

1 To ensure the truthfulness and honesty of 
representations and claims made by  advertisements  

2. To ensure that advertisements are not offensive to 
generally accepted standards  of public decency  

3. To safeguard against the indiscriminate use of 
advertising for the promotion of  products regarded as 
hazardous to society or to individuals.  

4. To ensure that advertisements observe fairness in 
competition so as to inform the  consumer on choices in 
the marketplace while observing the canons of generally  
accepted competitive behaviour in business 



ASCI consists of a Board of Governors and a Consumer 
Complaints in its Council. The  Board of Governors 
comprises four members from each of the four section  

four section   connected with the advertising industry:  

1. Advertisers  

2. Advertising Agencies  

3. Media (owners of press, television, radio etc.)  

4. Related sectors (e.g. outdoor agencies, PR, market 
researchers, ad producers business schools) 



(A) Laws Governing Media 

➢The Press Council Act, 1978  

➢Cable Television Network Rules, 1994  

➢Code for Commercial Advertising on Doordarshan
and All India Radio  Electronic Media Monitoring 
Centre (EMMC)  

➢Norms for Journalist Conduct issued by the Press 
Council of India  

➢Code of Conduct of the News Broadcasters 
Association 



(B) Laws Protecting Society and the 
Consumer 

❑Emblems and Names (Prevention of Improper 
Use) Act, 1950  

❑Young Persons (Harmful Publications) Act, 1956  

❑Companies Act, 1956  

❑Standards of Weight & Measures Act, 1976  

❑Indecent Representation of Women (Prohibition) 
Act, 1986  

❑Consumer Protection Act, 1986  

❑Laws related to Intellectual Property Rights 



(C) Industry-Specific Laws 

• The Drugs and Cosmetic Act, 1940  

• The Transplantation of Human Organs Act, 
1994  

• The Drugs and Magical Remedies 
(Objectionable Advertisements) Act, 1954  

• The Prenatal Diagnostic Techniques 
(Regulation and Prevention of Misuse) Act,  
1994 



Unit 3

Online Marketing and 
CRM



MEANING AND DEFINITION OF ONLINE 
MARKETING 

Online marketing is a set of tools and 
methodologies used for promoting  products and 
services through the internet. 

It is the practice of leveraging web  based channels 
to spread a message about a company's brand, 
products, or  services to its potential customers.  

Online marketing includes a wider range of 
marketing elements than traditional  business 
marketing due to the extra channels and marketing 
mechanisms available on the internet. 



Examples of Online Marketing 

1. Canon advertises for search keywords related to 
"photography" on Google,  Yahoo and Bing search 
engines to market their cameras to a relevant 
audience to  drive traffic to a specific webpage. 

2. Use of Internet auctions such as Ebay to sell products. 
3. Dove creates video advertisements and shares them 

with their audience on  Facebook, Twitter and other 
social media platforms to promote favourable
conversation about their brand and products. 

4. Bite Beauty partners with nfluencers to promote a 
new lipstick to their target audience of high-quality, 
beauty enthusiasts. their target



LEGAL CONSIDERATIONS FOR DATA 
PROTECTION 

Data Protection refers to the set of privacy laws, 
policies and procedures that aim to minimize 
intrusion into one's privacy caused by the 
collection, storage and dis- semination of personal 
data. 

Personal data generally refers to the information or 
data which relate to a person who can be identified 
from that information or data whether collected by 
any Government or any private organization 



The Indian judiciary has also made observations 
on individual rights regarding  data privacy in 
the Personal Data Protection Bill, 2019.

This Bill regulates personal  data related to 
individuals and the processing, collection and 
storage of such  data. Under the Bill, a data 
principal is an individual whose personal data is 
being  processed. 



The entity or individual who decides the means 
and purposes of data processing  is known as 
data fiduciary. 

The Bill governs the processing of personal data 
by  both government and companies 
incorporated in India. 

It also governs foreign  companies, if they deal 
with personal data of individuals in India. 



COOKIES 

Cookies are text files with small pieces of data -like a 
username and password that are used to identity your 
computer as you use a computer network Specific cookies 
known as HTTP cookies are used to identify specific users and 
improve your web browsing When experience. 
You enter a website using cookies, you may be asked to fill out 
a form providing personal information like your name, email 
address and interests. This  information is packaged into a 
cookie and sent to your Web browser, which then  stores the 
information for later use. The next time you go to the same 
Web site  which then your browser will send the cookie to the 
Web 



Session Management 

For example, cookies let websites recognize users 
and recall their individual login information and 
preferences, such as sports news versus politics.  

2. Personalisation  

Customized advertising is the main way cookies are 
used to personalise your sessions. You may view 
certain items or parts of a site, and cookies use this 
data  to help build targeted ads that you might 
enjoy.



Governing of Cookies 

Over the years, computer co0okies have earned 
an unsavory reputation, but they are not 
inherently bad. They are  Web works. However, 
simply a mechanism to how the World Wide 
since, some companies utilize cookies to capture 
data to create detailed user profiles to sell to 
other companies for marketing and  advertising 
purposes, users have grown wary of the 
intentions of cookies. 



Steps that a Company can take to 
Develop a Best Practice Cookie Policy

1. Audit and Classify Your Cookies 

2. Disclose Your Cookie Practices to Users 

3. Get Consent before Deploying Cookies 



Security and Confidentiality of Client 
Data 

While Online Marketing Internet technology has 
transformed how businesses market their 
products and services. Today, it's much easier 
for companies to interact with their and 
consumers give them personalised offers. This 
helps improve consumers' experiences while 
shopping enabling businesses to sell more. 



Analytical CRM 

Analytical CRM is based on capturing, interpreting, 
segregating, storing  modifying, processing and reporting 
customer-related data. It also contains  internal business-
wide data such as Sales Data (products, volume and 
purchasing  history), Finance Data (purchase history, 
credit score) and Marketing Data  (response to campaign 
figures, customer loyalty schemes data). 

Utilizing the  benefits of big data (where available), 
organizations can accurately assess who  their core 
consumers are, how they behave, what they're looking 
for, and how  satisfied they are. 


