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1. Sharing information

S Why is sharing and coordinating information such a critical success factor for any firm
2. Balance customer's benefits & costs

S Understand key benefits

o Focus on key benefits

o Eliminate cost of less strategic benefits
3. Build relationships with customers

© Take a long term view of customer relationships

o Use data toassist in maintaining the relationship

© Customer relationship management (CRM) programs are increasingly used by marketers to ensure that data
is transmitted throughout the firm

4. Use technology to connect with customers

= Embrace social media to connect better with customers

= 3/40f North American companies now use social media for marketing purposes

S Users are driving the way brands & stores are interacting with social media

‘Why is Marketing Important?

m

Expands Global
Presence

e Pervasive Across

Entreprenerial

Pervasive Across
Supply Chain

Marketing expands firms global presence
+ Good are available to consumers from many countries from the far reaches of the globe
Must understand customer's needs & wants
‘Segment-by-segment, region-by-region
Starbucks often promotes the same products in different countries. What products do you see in common?

Marketing is pervasive across channel members
 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
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Marketing 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

Marketing can be entrepreneurial
« Though important tolarge firms, marketing is equally important to the success of small ventures - especially new ones

Test Your Knowledge

Promotion is by a marketer that informs, persuades,
and reminds potential buyers about a product or service to influence
their opinions or elicit a response.

A) smoke-and-mirrors

B) coercion

Q) teasing

D) communication

What must firms do to become value driveE'-‘
and build customer relationships.

B) Set low prices, put profit above service, and use
effective marketing strategies.

Q) Make logistics a priority, expand globally, and
always offer new goods and services.

D) Keep a vigilant eye on the market-place,
undercut competitors, and provide competitive
salaries.

Which of the following would NOT be considered part of a supply

chain?
A) consumer
B) retailer
Q) manufacturer

D) customerservice representative
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Learning Objectives:
1. Define the role of marketing and explain its core concepts
2. Describe how marketers create value for a product or service
3. Summarize the four orientations of marketing
4. Understand the importance of marketing both within and outside the firm

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 a process by which companies create value for customers and build strong customer relationships to capture value from
customers in return
* But how do we create value?
o Disney theme parks
o Apple - "Think Different"
© Wal-mart - "save money. Live Better"

iake a dream come true today"

Core Aspects of Marketing

Marketing is about
satisfying customer

needs and wants.
Marketing
Marketing can be
performed by both Marketing entails
individuals and an exchange.
organizations. Marketing
requires product,
price, place, and

promotion decisions.

satisfying Customer Needs & Wants

Marketing entails and Exchange
« The exchange can occur between any two parties
©  Not simply a buyer and seller exchanging money for a good or service
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' Customers/

Goods/Services Consumers (Buyers
Producers (Sellers)

Marketing requires marketing mix decisions

Product/Service List Price
Brand Discounts

size Allowances
Quality Costs

Features Payment Period
Packaging Credit Terms
Warranty

ing Marketing Channels
omotion Distribution Intensity
Selling Locations: retailers,
Public Relations online
Direct Marketing Supply Chain
Electronic Media I:;:{a
Product: creating value
« Goods
* services
* ideas
Price: transacting value

\

Price is everything the
buyer gives up in
exchange for the

product.
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Place: delivering value
* Supply chain management (marketing channel management) is the field that examines all activities necessary to get the product to
the right customer when and where that customer wants it

Promotion: communicating value
* The communication activities of marketing
* Used toinform, persuade and remind potential buyers
* Used toinfiuence their opinions or elicit a response

Marketing can be performed by both individuals & organizations
B2B: Wholesaling is often only Business to Business

B2C: All retailing is Business to
Consumer selling

I§
\ C2C: Swap Meets,
EBay, yard sales, etc.

Marketing occurs in many settings
« Both profit and non-profit entities

Discussion question

If they saw the same
movie, what could
account for the
difference in value
derived from the
experience?
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Choosing a value proposition
« The value proposition is the set of benefits or values a company promises to deliver to customers to satisfy their needs

Do consumers know what they want?

“If | asked the consumers what they really

a faster horse!”

Henry Ford
' Marketers must often understand consumer's needs even better than the consumers themselves do

wanted, they’d have sai

The History of Marketing
http://lwww.youtube.com/watch?v=-NpTRopbj A

The Four Orientations of Marketing

'qﬁﬂ B

Tum of the
century 1920

e e

Product orientation
Market orientation
sales orientation
Value-based orientation

Value-base marketing
 Firms must constantly monitor the marketplace in order to create value
« Firms must offer customers something in excess of that being offered by the competitors
« Firms must understand how each aspect of their product/service creates value for customers
* How do firms even become value driven?
o Firme focus on four activities




