MKT 100- CHAPTER 1 

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. 

marketing plan that specifies the marketing activities for a specific period of time. The marketing plan is broken down into various components—how the product or service 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.
1. Satisfying needs and wants
2. Marketing entails exchange 
3. Requires product, price, place and promotional decisions
4. Creative value
5. Occurs in different settings (non profit, profit, developing industries)
6. Create value (market-oriented, sales oriented, producted-oriented)

Becoming value driven
· balancing benefits and cost
· building relationships with customers, sharing information

Price – is everything the buyer gives up in exchange for the product
Value – an essence of what you get for what you give up 

Marketing Mix: (four interrelated decisions) 
Product – creating value (size, shape, quality, packaging, warranty)
Place – delivering value (location, retails. Online, distribution, supply chain)
Promotion – communicating value (advertising, public relations)
Price – transaction value (Discount, cost, allowances)
(to respond to the wants of the target markets)

Goods – physical, touchable, tangible
Services – intangible 

Exchange – money for goods/services (donation is not considered)

· B2B business-to-business: selling products/services from one business to another.
· B2C business-to-consumer: selling products/services from a business to consumer
· C2C consumer-to-consumer: selling products/services from consumer to consumer (example: kijiji, ebay, paypal)

Value – reflects the relationship of benefits to costs, or what you get for what you give.  (ex. Customer seek a fair return in goods/services for their hard-work in earning money and scarce time)

Marketing Values:
· Product orientation – focus on developing and distributing innovative products with little concern if the product would satisfy customers’ needs. (Example: Company A is starting out by thinking what the product they want to build)

· Sales orientation – focus on selling as many as their products as possible. (Example: Heavy dose of personal selling and advertising to attract more costumers) 

· Market orientation – focus on what consumers  want and need before they design/make/attempt to sell their products and services. 

· Value-based orientation – (most firms are market oriented) gone beyond production/sales orientation and attempt to discover and satisfy customer needs and wants. THREE activities.

Building Relationships With Customers:
· Social orientation
· Transactional – selling products at highest price. Consumers want products at lowest price (Example: Used-car sales)

· Relational orientation – Long-term relationship with consumers & not about how money is made in transaction. 

· [bookmark: _GoBack]Customer Relationship Management (CRM) – set of strategies, programs, systems that focus on building loyalty amongst customers. (Example: by collecting information on customer satisfaction and needs, and selling products based on those needs)

Value-Based Marketing – providing customers with benefits with a reasonable return (in profit)
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