
ADM2320 Midterm Review (ch1-7)

Chapter 1: Overview of marketing

What is marketing?

· 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: composed of an analysis of the current marketing situation, opportunities and threats for the firm, marketing objectives and strategy specified in terms of the four p’s, action programs and projected financial statements.
· Marketing strives to create value, enhance value through communication, facilitate the delivery of value. 
Core aspects of marketing

1. Satisfying customer needs and wants: 

Need: physiologically deprived of basic necessities

Want: the particular way in which a person chooses to satisfy a need, shaped by a person’s knowledge, culture and personality

Market: refers to groups of people who need or want a company’s products or services and have the ability and willingness to buy them.

Target market: the customer segment or group that the firm is interested in selling its products and services.

2. Entails an exchange: 

Exchange: the trade of things of value between the buyer and the seller so that each is better off as a result. Company can use information provided to facilitate future exchange and solidify a relationship with you.

3. Product price place and promotion decisions

Marketing mix: the controllable set of activities that a firm uses to respond to the wants of its target markets.

-Product: creating value by developing a variety of offerings including goods, services and ideas to satisfy customer needs. 

Goods: items you can physically touch

Services: intangible customer benefits that are produced by people or machines and cannot be separated from the producer

Ideas: thoughts, opinions, philosophies and intellectual concepts. 

Decisions related to product include: product/service, brand, size, quality, features, packaging, warranty

-Price: Transacting value, not necessarily monetary value. The overall sacrifice a consumer is willing to make (time, money, energy) to acquire a specific product or service.

Decisions related to: list price, discounts, allowances, costs, payment periods, credit terms

-Place: delivering value. All necessary activities to get the product from the manufacturer to the right customer when the customer wants it. 

Decisions on marketing channels, distribution intensity, locations (online or retail), supply chain, logistics.

-Promotion: Communicating value. Informs, persuades and reminds customers of product to influence opinion or elicit a response. Enhances value. 

Decisions about advertising, sales promotion, personal selling, public relations, direct marketing, electronic media.

4. Performed by individuals and organizations: 

B2C: business to consumer 

B2B: business to business

C2C: consumer to consumer

Social media is an integral part of their marketing and communications strategy

5. Occurs in many settings: also in non-profit sector, can benefit entire industry (got milk) 

6. Helps create value:

Value: reflects the relationship of benefits to costs, or what the consumer gets for what he or she gives. 

1- Product orientation: focus on developing and distributing innovative products, not concerned about if the products best satisfy the consumer needs. Belief that good product would sell itself. 

2- Sales orientation: view marketing as a selling function where they try to sell as many products as possible rather than building relationships, rely on attracting new customers by advertising. 

3- Market orientation: start out by focusing on what consumers want/need. Believe consumers make purchase decisions. Customer is king. Marketer’s role is to understand and respond to consumer needs and try to satisfy them

4- Value based orientation. Value reflects the relationship of benefits to costs or what the consumer gets for what they give. Seek fair return on hard earned money. Value benefits can include speed, convenience, size, accuracy, price, cost saving, user friendliness. 

Value based marketing

Focuses on providing customers with benefits that far exceed the cost of acquiring and using a product or service while providing a reasonable return to the firm. Attempts to find balance between providing benefits to customers and keeping their costs down.

Competition: perceptions change quickly, competitors enter market, global pressures. 

How to become value driven: share information->balance benefits&costs->build relationships with customers. 

Sharing information: collected through customer relationship management and integrate it across the firms departments. Used to forecast sales and allocate appropriate merchandise. 

Balancing benefits with costs: use available customer data to  find opportunities in which they can better satisfy needs and develop long term loyalties. 

Building relationships with customers: 

A) transactional orientation: regards the buyer-seller relationship as a series of individual transactions, so anything that happened before or after isn’t important

B) Relational orientation: a method of building a relationship with customers based on the philosophy that buyers and sellers should develop a long-term relationship.

C) Customer relationship management (CRM): A business philosophy and set of strategies, programs and systems that focus on identifying and building loyalty among the firm’s most valued customers. 

Why is marketing important?

-expands firms’ global presence

-pervasive across organization

-pervasive across supply chain (supply chain: group of firms and set of techniques and approaches firms use to make and deliver a given set of goods and services.)

-makes life easier: provides consumer with product choices and info to ensure that your needs are being met. 

-provides career opportunities: creative side and analytical side and business side. 

-enriches society: social orientation, shows firm can be trusted. 

-can be entrepreneurial

*Concept review on page 28.

