CHAPTER 1 - OVERVIEW OF MARKETING
What Is Marketing?
Marketing - A set of business practices designed to plan for and present an organization's products or services in ways that build effective customer relationships.
Buyer - made a decision about whether you should part with your time and/or money to receive a particular service or type of merchandise.
Seller - exchanging something of value that satisfies a need.
Marketing Plan - A written document 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 Ps, action programs, and projected or proforma income (and other financial statements).
Plan : 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.
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Marketing Is About Satisfying Customer Needs and Wants
Need - A person feeling physiologically deprived of basic necessities such as food, clothing, shelter, and safety.
Want - The particular way in which a person chooses to satisfy a need, which is shaped by a person's knowledge, culture, and personality.
Market - Refers to the 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 to whom the firm is interested in selling its products and services.
Marketing Entails Value Exchange
Exchange - The trade of things of value between the buyer and the seller so that each is better off as a result
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Sellers provide good or services, then communicate and facilitate the delivery of their offering to consumers. Buyers complete the exchange by giving money and information to the seller. Sellers can use the info about you to facilitate a future exchange and solidify a relationship with you.
Marketing Requires Product, Place, and Promotion Decisions
Marketing mix (four Ps) - Product, price, place, and promotion - the controllable set of activities that a firm uses to respond to the wants of its target markets.
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Product: Creating Value
One main purpose of marketing is to create value by developing a variety of offerings, including goods, services and ideas, to satisfy customer needs. 
Water example
Goods are items that can be physically touched.
Services are intangible customer benefits that are produced by people or machines and cannot be separated from the producer. Example: cash machines add value to your banking experience by being conveniently located, fast, and easy to use.
Ideas include thoughts, opinions, philosophies, and intellectual concepts that also can be marketed.  
Price: Transaction Value
Price - The overall sacrifice a consumer is willing to make ~ money, time, energy ~ to acquire a specific product or service. 
Marketers must determine the price of a product carefully on the basis of the potential buyer's belief about its value. 
Place: Delivering Value
Place decisions are concerned with 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 service levels required by their customers.
Promotion: Community Value
Marketers need to communicate the product and service's 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. 
Marketing Is Shaped by Forces and Players Within the Firm
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A company's marketing activities are shaped by factors that are both internal and external to the firm. 
Consumer is the centre of all marketing activities, offering best value attracts them and keeps them loyal. For full potential marketers must work with their partners (suppliers, distributors, and other intermediaries such as financial institutions, advertising agencies, and research firms); and constantly evaluate and respond to the competitive environment.
Marketing Is Shaped by Forces and Players External to the Firm
External forces such as cultural, demographic, social, technological, economic, and political and legal changes shape a company's marketing activities, as shown in Exhibit 1.4. 
Ex. obesity and the environment reshaping marketing activities
Marketing Can Be Performed by Both Individuals and Organizations
B2C (business-to-consumer) - The process in which businesses sell to consumers.
B2B (business-to-business) - The process of selling merchandise or services from one business to another. 
C2C (consumer-to-consumer) - The process in which consumers sell to other consumers.
Social Media - The use of Internet tools to easily and quickly create and share content to foster dialogue, social relationships, and personal identities.
Marketing Occurs in Many Settings
 Marketing for profit and non-profit.
Marketing isn't useful only in counties with well-developed economies. It can also jump-start the economies of less developed countries by actually putting buyers and sellers together to create new markets.
Marketing is often designed to benefit an entire industry, which can help many firms simultaneously. 
Ex. entire dairy industry benefits from "Got milk?" campaign.
Marketing Helps Create Value
Four different marketing orientations or philosophies: product orientation, sales orientation, market orientation, and value-based orientation.
Production Orientation
These companies focus on developing and distributing innovative products with little concern about whether the products best satisfy customer's needs. They start out by thinking about the product they want to build; they try selling the product after it is developed rather than starting with an understanding of the customer's needs and then developing a product to satisfy those needs.
Sales Orientation
These companies view marketing as a selling function where companies try to sell as many of their products as possible rather than focus on making products consumers really want. They focus on making a sale or on each transaction rather than building long-term customer relationships. They believe that if customers try their product they will like them.
Market Orientation
These companies start out by focusing on what consumers want and need before they design, make, or attempt to sell their products and services. They believe customers make decisions based on quality, convenience, and price. "Customer is king". They do everything to satisfy them.
Value-Based Orientation
These companies believe that to compete successfully they would have to give their customers greater value than their competitors. 
Value - Reflects the relationship of benefits to costs, or what the consumer gets for what he or she gives. In a marketing context, customers seek a fair return in goods and/or services that meet their specific needs or wants and that are offered at competitive prices. 
What Is Value-Based Marketing?
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Value-based marketing - Focuses on providing customers with benefits that far exceed the cost (money, time, effort) of acquiring and using a product or service while providing a reasonable return to the firm. 
A business must understand what customers view as the key benefits of a given product or service and improve on them. 
How Firms Compete on the Basis of Value
Marketers must keep a vigilant eye on the marketplace so they can adjust their offerings to meet customer needs and keep ahead of their competition. 
How Firms Become Value-Driven
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Firms start by sharing info about their customers and competitors across their own organization and with other firms that might be involved in getting the product or service to the marketplace such as manufacturers and transportation companies. Second, they strive to balance their customers' benefits and costs. Third, they concentrate on building relationships with customers.
Sharing Information
Share info about customers and competitors that has been collected through customer relationship management, and integrate it across the firm's various departments. 
Balancing  Benefits with Costs
They use available customer data to find opportunities in which they can better satisfy their customers' needs and in turn develop long-term loyalties.
Building Relationships with Customers
Transactional orientation - Regards the buyer-seller relationship as a series of individual transactions, so anything that happened before or after the transaction is of little importance.
Ex. selling used cars
Relational orientation - A method of building a relationship with customers based on the philosophy that buyers and sellers should develop a long-term relationship.
Customer Relationship Management - 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?
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Marketing works with all departments to make sure 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. 
Marketing Expands Firm's Global Presence
Goods are produced in many countries and available in many nations.
Marketing is Pervasive Across the Organization
In value-based marketing firms, the marketing dept works with other areas of the company to design, promote, price , and distribute products.
Marketing is Pervasive Across the Supply Chain
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Supply chain - The group of firms and set of techniques and approaches firms use to make and deliver a given set of goods and services
For the supply chain to provide significant value to the ultimate customer, the parties must establish long-term relationships with one another and cooperate to share data, make joint forecasts, and coordinate shipments. 
Marketing Makes Life Easier
Marketers provide customers with choices, as well as information about those choices, to ensure your needs are better met. They balance the product or service with a price that makes you comfortable with your purchase. After the sale they provide reasonable guarantees and return policies. They provide you with convenient places to shop , appropriate hours, products and services in the form you want, and purchase options. 
Time, Place, Form, and Ownership utility.
Marketing Provides Career Opportunities
Marketing offers a host of career opportunities that require a variety of skills.
Marketing Enriches Society
Canada's best-known corporations encourage their employees to participate in activities that benefit their communities and invest heavily in socially responsible actions and charities.
Marketing Can Be Entrepreneurial
The key to the success of many such entrepreneurs is that they launch ventures that aim to satisfy unfilled needs.
