Marketing 100 Textbook notes

· Marketing is about an exchange- the trade of things of value between the buyer and the seller that make each better off
· Go online to purchase album -> gathers your necessary billing and shipping information -> creates a record of your purchase, iTunes can now inform you in coming months about Bieber’s next album or of his next concert (solidifying a relationship and ensuring a future with your business)
· The marketing mix, or four Ps: product, price, place, and promotion

Product: Creating value:
· one main purpose of marketing is to create value by developing offers, such as goods, services, and ideas, to satisfy customer needs
· An example of this is water, it was one seen as a free accommodation but through marketing they have created a product with benefits that consumers find valuable.. it is easy to access water but the new image of watered bottles are “I’m healthy, I’m smart, I’m chic”

Price: Transacting Value
· Everything buyer gives up – money , time , energy in exchange for a product
· Markets need to make a price based on the buyer’s belief of the value
· If you book a flight cheaper, companies give you a discount.. but some people may not be confident of purchasing so early so what they give up is a value much lower than they would now receive, the trade-off is convenience

Place: Delivering Value
· The third P, describes activities needed to be done to get the product from manufacturer / producer to the customer when the customer wants it
· Sales and profits suffer if customers are not satisfied.. place decisions are concerned with developing efficient systems for merchandise to be distributed: right quantities to right locations, right times, more efficiently

Promotion: Communicating Value
· Best products will not sell if markets don’t communicate their value to customers
· Promotion is communication by a marketer that informs, persuades, and reminds potential buyers about a product or service to influence their opinions or elicit a response
· If you configure the 4 Ps as a whole instead of individually, they can deliver greater value
· Products must satisfy the target customers’ specific needs and wants, be priced appropriately, be available at locations where customers want it, and be promoted in a manner and through media that are consistent with the target consumers
Marketing Occurs in Many Settings
· Marketing works well in the profit sector but also in the non-profit sector
· A Piece of Africa, for example, buys art from African artists and, through its website, makes that art available to customers all of the world, thereby creating a market that otherwise would not exist
· Marketing is often designed to benefit an entire industry, which can help many firms simultaneously

Marketing is Shaped by Forces and Players Within the Firm
· Marketing activities shaped by factors internal to the firm and external
· The consumer is the centre of all marketing activities, and offering the best value possible will attract customers to products and keep them loyal
· For marketers to deliver best value to customers, they must work effectively with partners (suppliers, distributors etc) and constantly evaluate and respond to the competitive environment
· Natural disasters could disrupt activity in the company as countries they get their supplies from have shortages
Marketing is Shaped by Forces and Players External to the Firm
· External forces: cultural, demographic, social, technological, economic, political, legal changes shape marketing activities
· Two current social trends: environmentally friendly and obesity are reshaping the marketing activities of firms

Marketing Can be Performed by Both Individuals and Organizations
· Marketing intermediates, retailers accumulate merchandise from producers in large amounts and sell it to you in smaller amounts
· Some companies such as General Electric are engaged in both B2C and B2B marketing at the same time
· Individuals do marketing activities all the time i.e. job interviews, dressing for an interview etc.
· Social media is becoming a huge part of marketing and communication strategies
· The dairy industry has used a very successful, award-winning campaign with its slogan “Got Milk?” and has increased the consumption of milk greatly through target segments

Marketing Helps Create Value
· There are four different marketing orientations or philosophies: 

Product Orientation: These companies focus on developing and distributing innovative products with little concern about whether they best satisfy customers’ needs. They think about the product they want to build; try selling it after it is developed rather than starting with an understanding of customers’ needs and then developing a product to satisfy those needs
Sales Orientation: Companies that have a sales orientation view marketing as a selling function where they try to sell as many of their products as possible instead of focusing on making products consumers really want Depend of heavy personal selling and advertising to attract new customers. Think if consumers try their products they will like them, do not focus on making relationships but instead focus on making a sale.

Market Orientation: Companies start thinking about what consumers want before they design, make, or try to sell their product. Believe consumers have choice and purchase based on quality, convenience, and price. Marketer’s role is to understand and respond to the needs of consumers and try to do everything possible to satisfy them.

Value-Based Orientation: Most successful firms today are market oriented because they go above and beyond to figure out what consumers truly want. Better marketing firms recognized that to compete successfully, they would have to give their customers greater value than their competitors.
· Value is what you get for what you give, the goal of a firm is to figure out what consumers want and need while finding a price to sell it at that will make it worthwhile for consumers & they still make a profit
· Value-based marketing firm must implement a strategy according to what its customers value. Could include: speed, convenience, size, accuracy, price etc
· Sometimes providing greater value means providing a lot of merchandise for relatively little money, but value doesn’t always come inexpensively
What Is Value-Based Marketing?
· To better understand value, a business must also understand what customers view as the key benefits of a given product or service and how to improve on them.
· For example, some benefits of staying at a fancy 5 star resort may be service quality, convenience, and merchandise quality.. these are reasons people would visit / pay extra money to stay in a better place
How Firms Compete on the Basis of Value
· Delivering value is difficult, consumer perceptions change quickly, competitors enter markets, global pressures continually reshape opportunities
· Must keep their eye on the marketplace so they can adjust their offerings to keep ahead of their competition
· Value-based marketing is not just about creating great products, it should be in every firm’s functions... ex. Walmart provides pots and pans at very low prices and it consistently delivers, but customers might choose to shop for those items somewhere else where they believe they get more value despite paying more
How Firms Become Value-Driven
· Focus on three activities: share information about their customers and competitors across their own organization and with other firms that might be getting the product or service to the marketplace. Strive to balance their customers’ benefits and costs. They concentrate on building relationships with customers

Sharing Information
· In a value-based, market-oriented firm, marketers share information that has been collected through customer relationship management and integrate it across departments 
· Many companies research customer trends and determine what their customers would want to wear in the upcoming weeks and logisticians use the same purchase history to forecast sales and allocate appropriate merchandise to the stores
Balancing Benefits with Costs
· Value-oriented marketers use customer data to find opportunities where they can better satisfy their customers’ needs & develop loyalty
· An example of this is how Airline companies raised their market share by providing low-frills Airlines within Europe because it was more expensive to fly within Europe than to the United States from Europe on many major Airliners
Building Relationships with Customers
· Marketers have begun to notice that they need to start to think of their customer orientation in terms of relationships as opposed to transactions
· Transactional orientation regards the buyer-seller relationship as a series of individual transactions (anything that happened before or after it is of little importance) eg. Used-car sales
· Relational orientation: belief that the buyer and seller should develop a long-term relationship, profitability in the long term matters, not how much is made each transaction
· Customer relationship management (CRM): business philosophy/strategies/programs/systems that focus on identifying and building loyalty among the firm’s most valued customers.. Systematically collect information about their customers’ needs and then use that information to target their best customers with promotions and products that appear most important to them
Why is Marketing Important?
· Other than Coca-Cola, there was a time where American and Canadian products were not sold in other nations... but that has changed drastically as social media and technology has allowed us to share what is trending with the rest of the world. This has made people buy products that are from countries all over the world, this is why marketing is important

Marketing is Pervasive Across the Organization
· In value-based marketing firms, the marketing department works with other functional areas of the company to design, promote, price, and distribute products
· Scions’ marketing team worked closely with engineers to make sure they implemented features that were in the exceeded the expectations of consumers while making it affordable
· Marketing is responsible for coordinating aspects of supply and demand, Scion’s marketing department worked closely with distribution department to make sure advertising and promotions reached all distributors’ territories and where promotions occurred

Marketing is Pervasive Across the Supply Chain
· Firms do not work in isolation, they get their raw materials from suppliers to make their product that they will eventually sell to retailers... when products are bought or sold they are transported to a different locations in storage that is provided by another organization
· The group of firms, set of techniques firm use to make and deliver a given set of goods is called a supply chain
· Effective supply chains integrate all of their parts to make sure that the right quantity arrives at the right time, at the right locations (chain partners – suppliers, manufacturers, stores, warehouses etc)
· Retailers want to buy it at the lowest cost while firms want to sell these at the highest possible profit but they must be able to negotiate and provide each other with a long term relationship that will benefit both parties through sharing data , joint forecasts, and coordinate shipments to provide the ultimate customer with significant value
Marketing Makes Life Easier
· Provide you with product service choices, and information about those choices so that you fulfill your needs
· Try to provide a price that makes you comfortable, and provide reasonable return policies and guarantees
· Marketing responsibility includes: offering good convenient place to shop, appropriate opening hours, products and services in the form you want, and purchase options : referred to as time, place, form, and ownership utility
· Time: Shop open 24 hours, Form: different kinds of potatoes/brands at a grocery store.. ownership utility: the option to buy a lease or car
Marketing Provides Career Opportunities
· Provide positions for talented individuals such as: artists, graphic designers, voice talent, animators , music composers.. Analytical side: database analysts, market researchers, inventory managers who can digest info, cross-reference data, spot trends that make or break a company.. business side: strategists, project/product/brand managers, sales associates, and analysts who are capable of designing and implementing complex marketing strategies that increase the bottom line



Marketing Enriches Society
· Canada’s best-known corporations encourage employees to participate in activities that benefit their communities.. It is in their best interest and their customers’.. Investors view them as safe investments
· It will help their bottom line in the long run

Marketing Can Be Entrepreneurial
· It is at the centre of the successes of numerous new ventures initiated by entrepreneurs, much of their success come from launching ventures that aim to satisfy unfilled needs
· [bookmark: _GoBack]An example is RIM founder Mike Lazaridis and Oprah Winfrey who both had a vision about how certain combinations of products and services could satisfy unfilled needs. They understood the marketing opportunity and had a thorough examination of the marketplace, and developed and communicated the value of their products and services to potential consumers



