Chapter 1: Overview of Marketing

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
· Marketing is not just about buyers and sellers exchanging money for goods and services; or about making a profit
· Marketer’s responsibility are to address the ethical implications of their actions to the society
· The fundamental purpose of marketing is to create value for both the firm and customer
· Value is what you get for what you give up.

Marketing’s Core Aspects
· Marketing helps create value
· Firms must offer customers something in excess of that being offered by the competitors 
· Firms must understand how each aspect f their product/service creates value for customers
· Firms must constantly change consumer perceptions and monitor the marketplace in order to create value.
· Marketing is about satisfying customer needs and wants
· Begins with understanding their needs and wants
· Developing products and services
· Marketing entails an exchange.
· Occurs between any two parties
· Not a buyer and seller simply exchanging money
· Can be an exchange of information or convenience 
· Marketing requires product, price, place, and promotion decisions.
· Product: goods, services, ideas
· Price is everything the buyer gives up on exchange for the product.
· Place: To get the product to the right customer when that customer wants it.
· Promotion: communication activities of marketing. Persuading customers.
· Marketing can be performed by both individuals and organizations 
· Marketing occurs in many setting.
· Both profit and non-profit entities
· Developing economies
· Entire industries
· Marketing Helps Create Value
· Production-oriented era
· Market-oriented era
· Sales-oriented era
· Value-based marketing era
· Firms must offer customers something in excess of that being offered by the competitiors 
· Firms must understand how each aspect of their product/service creates value for customers

How Firms Compete on the Basis of Value
· Constantly changing consumer perceptions
· Firms must constantly monitor the marketplace in order to create value
· For firms to compete, they must constantly assess consumers’ perceptions of value. The advent of sophisticated databases has made it easier for firms to track consumers. 

Entrepreneurial Marketing
· Carmen Creek Gourmet Meats based in Calgary
· Specializes in grade A Canadian bison
· Distributes in Canada, US and Europe
· Brings value to consumers, retailers and food service businesses

Becoming Value Driven
· Sharing Information
· Information technology such as Customer Relationship Management (CRM) programs are increasingly used by marketers to ensure that data is transmitted throughout the firm.
· Benefits and Cost
· Understand key benefits
· Focus on key benefits
· Eliminate cost of less strategic benefits
· Relationship with customers
· Take a long term view of customer relationships
· Use data to assist in maintaining the relationship

Why Is Marketing Important 
· Expands global presence
· Pervasive across organization
· Pervasive across supply chain
· Each step in the supply chain involves marketing
· All members in the chain must ultimately focus on creating value for their customer and the end user consumer
· Makes life easier and provides employment opportunities
· Choices of products and services as well as information about those choices
· Employment in diverse fields such as research, sales, promotions, global marketing
· Enriches society 
· Can be entrepreneurial 
· [bookmark: _GoBack]Though important to large firms, marketing is equally important to the success of small venture—especially new ventures 
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