COMM 223- PRINCIPLES OF MARKETING
CHAPTER 1: Defining Marketing and the Marketing Process
· What is marketing?
· Marketing, more than any other business function, deals with customers. 
· DEFINITION: Marketing is managing profitable customer relationships. 
· The twofold goal of marketing: to attract new customers by promising superior value and to keep and grow current customers by delivering satisfaction. 

· Marketing Defined
· “New sense of marketing”  Satisfying customer needs in a socially responsible and ethical manner.  develops products that provide superior customer value; and prices, distributes, and promotes them effectively and ethically, these products will sell easily. 
· “The aim of marketing is to make marketing unnecessary”, Peter Drucker
· DEFINITION 2: The process by which companies create value for customers and build strong customer relationships in order to capture value from customers in return. 


· The marketing process

- 5-step model of marketing process
 Companies work to understand consumers
 Create customer value
 Build strong customer relationships
 final step: Companies reap the rewards by creating superior customer value.

· Understanding the marketplace and customer needs.
· 5 core customers and marketplace concepts are examined:
a) needs, wants and demands
b) market offerings ( products, services and experiences)
c) value and satisfaction
d) exchanges and relationships
e) markets

· a) Customer needs, wants and demands
“Human needs”  are states of felt deprivation 
The include:
1) Physical needs: food, clothing, warmth, and safety.
2) Social needs: for belonging and affection
3) Individual needs: for knowledge and self expression 


Wants: are a form human needs take as they are shaped by culture and individual personality. [ for e.g. A Canadian needs food but wants a double-double coffee and a breakfast sandwich and Tim Hortons. ]

Demands: Human wants that are backed by buying power.
 People demand products with benefits that add up to the most value and satisfaction.

b) Market Offerings- Products, services and Experiences
Consumers’ needs and wants are fulfilled by market offerings; some combination of products, services, information, or experiences offered to a market to satisfy a need or a want.
Market offerings= Physical products + Services 

(Services: Activities or benefits for sale that are essentially intangible and do not result in the ownership of anything)

· Many sellers make the mistake of paying more attention to the specific products they offer than to the benefits and experiences produced by these goods. These sellers suffer from Marketing Myopia.

· Marketing Myopia: The mistake of paying more attention to the specific products of a company offers than to the benefits and experiences produced by these products. 

These marketers focus only on existing wants and lose sight of underlying customer needs. 

· Smart marketers look beyond the attributes of the products and services they sell. By orchestrating several services and products, they create brand experiences for consumers.

c) Customer Value and Satisfaction
How do costumers choose among the many market offerings?
 Customers form expectations about the value and satisfaction that various market offerings will deliver and buy accordingly. Customer value and costumer satisfaction are key building blocks for developing and managing customer relationships.

d) Exchanges and Relationships
Exchange is the act of obtaining a desired object from someone by offering something in return. 
Marketing consists of actions taken to build and maintain desirable exchange relationships with target audiences involving a product, service, idea, or other object.
- Companies want to retain costumers and grow their businesses.
· Marketers want to build strong relationships by consistently delivering strong costumer value.

e) Markets
The concepts of exchange and relationships lead to the concept of a market. A market is the set of all actual and potential buyers of a product or service. These buyers share a particular need or want that can be satisfied through exchange relationships. 

Marketing means managing markets to bring about profitable customer relationships. 

- Activities such as customer research, product development, communication, distribution, pricing, and service are core marketing activities.
-Marketers must also deal effectively with customer managed relationships.

· Designing a customer-driven marketing strategy
Marketing Management is defined as the art and science of choosing target markets and building profitable relationships with them. 

The marketing manager’s aim is to find, attract, keep and grow target customers by creating, delivering and communicating superior customer value.

To design a winning marketing strategy, the marketing manager must answer two important questions.
a) What customers will we serve?
b) How can we serve these customers best?

i) Selecting customers to serve.
 dividing the market into segments of customers (market segmentation) and selecting which segments it will go after (target marketing) 
 companies want to select customers that it can serve well and profitably. 

ii) Choosing a value proposition
How will the company serve targeted customers?
How will it differentiate and position itself in the marketplace?

A brand’s value proposition is the set of benefits or values it promises to deliver to consumers to satisfy their needs.

MARKETING MANAGEMENT ORIENTATIONS
Marketing management wants to design strategies that will build profitable relationships with target consumers. 
 5 Alternative Concepts under which organizations design and carry out their marketing strategies: the production, product, selling, marketing and societal marketing concepts. 

· The Production Concept
The Production Concept holds that consumers will favour products that are available and highly affordable. Therefore, management should focus on improving production and distribution efficiency. 
However, although useful in some situations, the production concept can lead to marketing myopia. Companies adoption this orientation run the major risk of focusing too narrowly on their own operations and losing sight of the real objective: satisfying customer needs and building customer relationship. 



· The Product Concept
The Product Concept holds that consumers will favour products that offer the most quality, performance, innovative features. Under this concept, marketing strategy focuses on making continuous product improvements. 

However, focusing only on the company’s products can also lead to marketing myopia. (see e.g. on pg. 10)

· The Selling Concept 
Many companies follow the selling concept, which holds that consumers will not buy enough of the firm’s products unless it undertakes a large-scale selling and promotion effort. 

The selling concept in typically practiced with unsought goods- those that buyers do not normally thing of buying, such an insurance or blood donations. 

Such aggressive selling, however, carries high risks. It focuses on creating sales trans-actions rather than on building long term, profitable customer relationships. 

· The Marketing Concept
The marketing concept holds that achieving organizational goals depends on knowing the needs and wants of target markets and delivering the desired satisfactions better than competitors do. 

The marketing concept is a customer-centered “sense and respond” philosophy. The job is not to find the right customers for your products but the right products for your customers. 

CONTRAST BETWEEN THE SELLING CONCEPT AND THE MARKETING CONCEPT.
The selling concept: takes an inside-out perspective  It starts with the factory, focuses on the company’s existing products, and calls for heavy selling and promotion to obtain profitable sales. 

The marketing concept: takes an outside-in perspective  The marketing concept starts with a well-defined market, focuses on customer needs, and integrates all marketing activities that affect customers. In turn, it yields profits by creating lasting relationships with the right customers based on customer value and satisfaction. 

Customer-driving marketing: understanding customer needs even better than customers themselves do and creating products and services that meet existing and latent needs. 

· The Societal Marketing Concept
The Societal Marketing Concept is the idea that a company’s marketing decisions should consider consumers’ wants, the company’s requirements, consumers’ long-run interests, and society’s long-run interests. 

The Societal Marketing Concept holds that marketing strategy should deliver value to customers in a way that maintains and improves both consumer’s and society’s well being. It calls for sustainable marketing.

Companies should balance 3 considerations in setting their marketing strategies: company profits, consumer wants, and society’s interests. 

Preparing an Integrated Marketing plan and Program.
· The company’s marketing strategy outlines which customers it will serve and how it will create value for these customers.
· The marketer develops an integrated marketing program that will actually deliver the intended value to target customers. 
· The marketing program builds customer relationships by transforming the marketing strategy into action.
· It consists of the firm’s marketing mix, the set of marketing tools the firm uses to implement its marketing strategy.


· The major marketing mix tools are classified into 4 broad groups, called the four Ps of marketing:
a) Product (the firm must create a need-satisfying market offering)
b) Price (how much it will charge for the offering?)
c) Place (how will it make the offering available to target customers)
d) Promotion (how will it communicate with target customers about the offering and persuade them of its merits)

· Building Customer Relationships
This is the 4th and most important step of the marketing strategy  building profitable customer relationships.



Customer Relationship Management
· Customer Relationship Management is perhaps the most important concept of modern marketing. 
· It involves managing detailed information about individual customers and carefully managing detailed information about individual customers and carefully managing customer “touchpoints” to maximize customer loyalty. 
· Customer Relationship Management is the overall process of building and maintaining profitable customer relationships by delivering superior customer value and satisfaction. It deals with all aspects of acquiring, keeping, and growing customers.

Relationship Building Blocks: Customer Value and Satisfaction
The key to building lasting customer relationships is to create superior customer value and satisfaction. 

Customer Value A customer often face a bewildering array of products and services from which to choose  A customer buys from the firm that offers the highest customer-perceived value.
Customer-perceived value: The customer’s evaluation of all difference between all benefits and all costs of a marketing offer relative to those of competing offers. 

Customer Satisfaction The extent to which a good’s perceived performance matches a buyer’s expectations. 

· Although a customer-centered firm seeks to deliver high customer satisfaction relative to competitors, it does not attempt to maximize customer satisfaction. A company can always increase customer satisfaction by lowering its prices or increasing its services, but this may result in lower profits. Thus, the purpose of marketing is to generate customer value profitability. 

Customer Relationship Levels and Tools
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