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Marketing: organizational function, creating, communicating, and delivering value to customers and for managing customer relations  to benefit the organization and its stakeholders

Research Market  Segment & Choose Target Customer Behaviour  Understand Targeted Customer Behaviour  Develop Market Strategy

Product: Functionality, Brand, Packaging, Services
Price:
Promotion:
Place (Distribution):

Customer Utility:
-The customer must perceive value in products 

How marketing creates utility?
Utility: The power of a good or service to satisfy a want or need
· Time utility: available when customers want to purchase it
· Place utility: available in a convenient location customers
· Ownership utility: transfer of good and services from the seller to the buyer
· Value Proposition: value customers get out of the product or service based on purchasing it

Developing a Marketing Strategy 
1. Study and analyze potential target markets and choose among them
2. [bookmark: _GoBack]Create a marketing mix to satisfy the chosen market (product, distribution, promotion, pricing) 

Segmenting Markets:
1. 
2. 
3. 

2 Types of Markets:
a) Consumer Products – purchased by end users
b) Business Products – used, directly or indirectly, in the production of other goods for resale

Target Market: group of people that an organization markets its goods, services, and ideas towards…
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