Chapter 1 – Overview of Marketing
1. Define marketing and explain its core concepts
2. Discuss how marketers create value for a product or service
3. Explain the four orientations of marketing
4. Discuss the role of customer relationship management in creating value
5. Discuss the importance of marketing both within and outside the firm

1. What is marketing?
2. The Marketing Mix
3. Marketing Context: The Marketing Environment, Consumer, Firm
4. Orientations of Marketing
5. Value-Based Marketing*
6. Why is Marketing Important?


What is marketing?
· Marketing is a set of business practices designed to plan for and present an organization’s products or services in ways that build effective customer relationships
· Requires thoughtful planning, ethical implications of any of those decisions on consumer and society in general

Marketing Plan
· Specifies the marketing activities for a specific period of time
· How the product or services will be conceived or designed, how much it should cost, where and how it will be promoted, and how it will get to the consumer

Marketing is about Satisfying Customer Needs and Wants
· Need – feels deprived of the basic necessities of life (food, shelter)
· Want – particular way in which person chooses to fill the need 
· Ex. Person is hungry (need for food), choose spaghetti/chicken (want)
· Must first identify the customers or market for its product or service
· Consists of all consumers who need or want a company’s product and have the ability and willingness to buy
· Marketers divide the market into sub-groups or segments of people to whom they are interested in marketing their products, services, or ideas
· Make sure you build a marketing strategy that meets the needs and wants of the target groups or target market
· Process of identifying customer segments requires market research

Marketing Entails Value Exchange
· Marketing is about an exchange or the trade of things of value between the buyer and the seller so that each is better off as a result
· Sellers provide the good/service then communicate and deliver the good
· Buyers complete the exchange by giving money and information to the seller
· The seller can use the info provided to facilitate future exchanges and create a relationship with the buyer which is also added value


The Marketing Mix
Marketing Requires Product, Price, Place, and Promotion Decisions
· Marketing Mix: Product, Price, Place, and Promotion
· Controllable set of activities that the firm uses to respond to the wants of its target markets
· Product – Creating Value
· Main purpose of marketing is to create value by developing things to satisfy customer needs/wants
· Goods are tangible
· You can add value to a product by producing high quality, low-cost
· Services are intangible customer benefits that are produced by people or machines and cannot be separated from the producer
· Attending a hock game means you are consuming a service
· Many offerings represent a combo of both products and services
· Ideas include thoughts, opinions, philosophies, and intellectual concepts that can also be marketed
· Groups promoting bicycle safety go to schools and give talks
· Primary market are the children, secondary are the parents and siblings
· Exchange of value occurs when children listen to presentation and then wear the helmets
· Price – Transacting Value
· Price – everything the buyer gives up (money, time, energy) in exchange for the product 
· Price is determined by analyzing the buyer’s belief about its value
· How much customers are willing to pay so they are satisfied with the purchase and seller achieves a reasonable profit
· Place – Delivering Value
· All activites necessary to get the product from the manufacturer or producer to the right customer
· Developing an efficient system for merchandise to be distributed in the right quantities, to the right locations, and at the right time in the most efficient way in order to minimize system wide costs while satisfying the services levels required by their customers
· Promotion – Communicating Value
· Communication by a marketer that informs, persuades, and reminds potential buyers about a product or service to influence their opinions or elicit a response
· Can enhance a product or service’s value
Marketing Context:
The Marketing Environment, Consumer, Firm
Marketing is Shaped by Forces and Players External to the Firm
· External forces such as social, technological, eco, competitive, and regulatory changes shape a company’s marketing activities
· Recent concerns about environment and obesity have made marketers use more environmentally friendly packaging and distinguish products using labels like non-fat etc.
· A firm’s relations with suppliers, distributors, other intermediaries, etc aft its marketing decisions
· Lululemon claimed that its VitaSea shirts were made from 24% seaweed which would provide health benefits – they didn’t and now they are facing lawsuits 
· Advocacy groups (like PETA) target marketing practices of specific firms with hard-hitting ads – turning customers away from these products (KFC ads) – causing business like KFC to change their practices

Marketing can be Performed by Both Individuals and Organizations
· Marketing intermediaries (retailers) accumulate merchandise from producers in large amounts then sell in smaller amounts
· B2C (Biz-Consumer) - Process in which businesses sell to consumers
· B2B (Biz-Biz) – selling merchandise/services from business to another business
· C2C (Cons-Cons) – sites like eBay have started having consumers marketing their products and services to other consumers
· Individuals can also market themselves like when going into interviews


Orientations of Marketing
Marketing Occurs in Many Settings
· Works equally well in nonprofit sector just as in a profit oriented place
· Can also jump-start economies of less developed countries
· Customers become exposed to an array of products from various countries
· Marketing is often designed to benefit an entire industry, which can help many firms simultaneously
· “Got Milk” is aimed at different target segments
· this campaign benefits the entire dairy industry and not just one dairy farmer
· Production-Oriented Era
· Believed that a good product would sell itself
· Focus on developing and sdistributing innovative products ith little concern whether the products best satisfy customers’ needs
· Sales-Oriented Era
· Depended on heavy doses of personal selling and advertising
· Marketing was essentially reduced to a selling function  - try to sell as much as possible of the products they make rather than focus on making products consumers want
· Market-Oriented Era
· Buyer’s market – customer became king
· Quality, convenience, and price
· Focus on what consumers wanted and needed before they designed, made, or attempted to sell
· Value-Based Marketing Era
· Give their customers greater value than their competitors
· Reflects relationship of benefits to costs – what you get for what you give
· Want products/services that meet specific needs or wants and that are offered at competitive prices
· Find out what consumers are looking for and attempt to provide those goods but still make profit
· Implement strategy according to what customers value
· Speed, convenience, size, accuracy, price, savings
· Value is in the eye of the beholder – what one views as valuable may not be valuable to another


Value-Based Marketing
· Naturally seek options that provide the greatest enefits at the lowest costs
· Find the most desirable balance between providing benefits and keep costs down
· Must understand what customer views as the key benefits of a given product or service and how to improve on them

How Firms Compete on the Basis of Value
· Consumer perceptions change quickly, competitors constantly enter markets, and global pressures continually reshape opportuities
· Value-based marketing should be at the core of every firm’s functions

How Do firms Become Value Driven?
· Share info about customers and competitors across their own organization and with other firms that might be involved in getting product/service to the marketplace, such as manufactures
· Share info about customers and competitors
· Integrate it across firm’s various departments
· Strive to balance customers’ benefits and costs
· Measure the benefits that customers perceive against the cost of their offering
· Find opportunities in which they can better satisfy customers
· Develop long-term loyalties
· Concentrate on building relationships with customers
· Transactional orientation – a series of individual transactions so anything that happens before or after the transaction is of little importance and neither expects to do business with the other again
· Relational orientation – that buyers and sellers should develop a long-term relationship
· Customer relationship management (CRM) – focus on IDing and building loyalty among the firm’s most valued customers – collect info about them and use it to target what they want more of and what they think is important


Why is Marketing Important?
· Marketing works with other departments
· Ensures that high-quality, innovative products that meet customers’ needs are available in the right quantity, at the right price, and at the right place, that is, wherever they want to purchase it
· Creates relationships between the company and suppliers, distributors, and other external firms that are involved in the firm’s marketing process

Marketing Expands Firms’ Global Presence
· Made in places other than Canada and the United States and available nearly everywhere
· Understanding customers is critical

Marketing is Pervasive across the Organization
· Works seamlessly with other functional areas of the company to design, promote, price, and distribute products
· Marketing thus is responsible for coordinating all these aspects of supply and demand

Marketing is Pervasive across the Supply Chain
· Supply Chain - The group of firms that make and deliver a given set of goods and services
· Members do not enjoy any cooperation or coordination
· For it to have significant value to the ultimate customer, the parties must establish long-term relationships with on another and cooperate to share data, make joint forecasts, and coordinate shipments
· Increase profitability for all parties is the result of cooperation

Marketing Makes Life Easier and Provides Career Opportunities
· Product and service choices, as well as information about those choices, to ensure that your needs are being met
· Marketers make your life easier, and in that way, they add value
· Offers a host of career opportunities
· Artist, graphic designers, voice talent
· Database analysts, cross-reference data, spot trends… etc.

Marketing Enriches Society
· Encourage their employees to participate in activities that benefit their communities and invest heavily in socially responsible actions and charities
· Canadian companies recognize that a strong social orientation is in both their and their customers’ best interest
· The firm can be trusted with their business 
· Viewed as safe investments
· Help their bottom line in the long run

Entrepreneurial
· Key to the success of many such entrepreneurs is they launch ventures that aim to satisfy unfuilled needs
· Have a vision about how certain combos of products/services can satisfy unfilled needs
· Developed and communicated the value of their product and services to potential consumers
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