Chapter 1: Overview of Marketing

What is Marketing?
Marketing is a sef of business practices designed to plan for and present an organization's products or

services in ways that build effective customer relationships.

Marketing is about Satisfying Customer Needs
Need feeling physiological deprived of basic necessities, such as food, clothing, shelter, and safety.
Want particular way in which the person chooses to fulfill his or her need, which is shaped by a
person's knowledge, culfure, and personality.
Target Market the customer segment or group fo whom the firm is inferested in selling its products

and services.

Marketing Entails Value Exchange
marketing is about an exchange — the trade of things of value between the buyer and the seller so
that each is beffer off as a resulr.

Marketing Requires Product, Price, Place, and Promotion Decisions
Product: Creating Value
creafe value by developing a variety of offerings, including goods, services, and ideas fo safisfy
cusfomer needs.
Price: Transacting Value
the overall sacrifice a consumer is willing to make — money, fime, energy fo acquire a specific
product or service.

Place: Delivering Value
all the actfivities necessary to get the product from the manufacture or producer to the right
custfomer. place decisions are concerned with developing an efficient system for merchandise
fo be distributed in the right amount, to the right locafions, and the right fime.

Prmotion: Communicating Value
promotion is communicafion by a markefer that informs, persuades, and reminds potfential

buyers about a product or service fo influence their opinions or elicit a response.

Marketing is Shaped by Forces and Players External to the Farm
exfernal forces such as social, rechnological, economic, competfitive, and regulafory changes shape a
company's marketing activities. Two current social frends are environment, and obesity.

Marketing Can Be Performed by Both Individuals and Organizations
B2C: business to consumer marketing

B2B: business to business marketing
accounfants, lawyers, planners, physicians, and ofher professional services markef their services.

Marketing Occurs in Many Settings
even nonprofit organizafions have markefing such as hospitals, theaters, charities, museums, religious
insfirutions, politicians, and even governments. Marketing can also be meant the industry fo fargef
specific segments, like the "gof milk" campaign.

Marketing Helps Create Value

The historical milestones of markefing
Production-Oriented Era
f ,
early 20 cenfury firms believed that a good product would sell irself, such as Henry Ford's
car. Rerail stores typically were considered places to hold merchandise until a consumer

wanted it. Companies focused on developing and distributing with litfle concern whether the
product best safisfy customer needs.

Sales-Orientated Era



because of the great depression, companies were able fo produce more then the demand for
their products. sales because very heavily dependent on personal selling and advertising.

Market Orientated Era
when soldiers came back home, there was many consumers, and much more supply.
Consumers were now able fo make choices based on quality, convenience, and price. This is
when consumer driven products started.

Value-Based Marketing Era
befter marketing firms recognize that there was more fo good markefing than simply
discovering and providing what consumers want and need, buf give greafer value then their
competitors.

What is Value-Based Marketing
cusfomers nafurally seek options that provide the greatest benefits af the lowest costs. a value-based
marketing orientafion, a business must also understand what cusfomers view as the key benefits of a
given product or service and how fto improve on them.

How Firms Compete on the Basis of Value
consumer perceptions change quickly, competirors enfer markefs, and global pressures continually
reshape opportunities. You have to keep a vigilant eye to stay ahead of the competition. value can
be the service, price, convenience of refail stores. Even nonprofits need value to keep all stakeholders
happy with minimum fund raising.

How Do Firms Become Value Driven
firms become value driven by focusing on three activities
Sharing Information
markefers share information about cusfomers and competitors that has been collected thought
customer relafionship management, and infegrafe it across the firm's various deparfments.
Imagine if wal-marf has promotion, but the refail stores didn't know anything about it.

Balancing Benefits with Costs
markefers constantly measure the benefits that customers perceive against the cost of their
offerings. They use their customers needs and in furn develop long-ferm loyalifies.

Building Relationships with Customers
markefers have begun to realize that they ned o fthink abour their customer orientation in rerms
of relationships rather then fransactions.
Transactional orientation, regards the buyer-seller relationship as a series of individual
fransactions, so anything that happened before or after the fransaction is of little importance
Relational orientation, buters and sellers should develop a long-ferm relafionship.
Relationship Management, strafegires, programs, and systems that focus on idenfifying and
building loyality among the firm's most valued customers.

Why is Marketing Important
Marketing used to be an afferthought to production. "How do we gef rid of this?". Today, markefing
is a major business area that works with R&D, engineering, and production to ensure thaf
high-quality, innovative products that meef customer's needs are available in the right quantity, af the
right price, and right place.

Marketing Expands Firms' Global Presence
understanding cusfomers's needs and wanfs on a segment-by-segment. region-by-region basis is one
of markefing main fasks, or it would be difficulf for a firm fo expand globally. Thanks fo cheap foreign
fravel, and the infernef you share many of your consumption behaviors with the world.

Marketing is Pervasive across the Organization
value based marketing firms, the markefing deparrment works seamlessly with other functional area of
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the company to design, promote, price, and disfribute products.

Marketing is Pervasive across the Supply Chain
supply chain members do not enjoy any cooperatives or coordinafion. But for the supply chain fo

provide significant value to the customer, the parties must establish long term relaftionships and
cooperafe to share datra, making joint forecasts, and coordinate shipments.

Marketing Makes Life Easier and Provides Career Opportunities
markefing ensures fthat your needs are being mef. They balance the product or service with a price
rhat makes you confortable. In essence they add value fo your product.
Markefing also has many posifions in the business world, from, creafive side, fo the analytical side, to
the actually business ides, with projects, products, and brands.

Marketing Enriches Society
Canadian companies recognize fthat a strong social orienfafion is in bofh ftheir and their customer's
best interests. It shows thaf the business can be trusted with their business. Also investors view
companies with high level of corporafe responsibility as safe investments.

Marketing Can Be Entrepreneurial
markefing can also be the centrer of success for new ventures inifiafed by entrepreneurs, or people
who organize, operate, and assume the risk of business venture.
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