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Chapter One: 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.
· Firms develop a marketing plan that specifies their marketing activities for a specific period of time. It is 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 P’s, action programs, and projected or pro forma income (an other financial) statements.

Marketing Is About Satisfying Customer Needs and Wants
· A need is when a person feels deprived o the basic necessities of life, such as food, clothing, shelter, or safety
· A want is the particular way in which the person chooses to fulfill his or her need, which is shaped by a person’s knowledge, culture, and personality.
· To understand customer needs and wants, the company must first identify the customers or market for its product or service. The market refers to the group of people who needs or want a company’s products or services and have the ability and willingness o buy them.
· Target market is the customer segment or group to whom the firm is interested in selling its products or services
· Marketing is about an exchange – the trade of things of value between he buyer and the seller so that each is better off as a result

Marketing Requires Marketing Mix Decisions
· Marketing traditionally has been divided into a set of four interrelated decisions known as the marketing mix, or four P’s: product, price, place and promotions – the controllable set of activities that a firm uses to respond to the wants of its target markets.
· Product: Creating Value
· The fundamental purpose of marketing is to create value by developing a variety of offerings, including goods, services and ideas, to satisfy customer needs. 
· Goods are items that you can physically touch
· Services are intangible customer benefits that are produced by people or machines an cannot be separated from the producers
· Ideas include thoughts, opinions, philosophies, and intellectual concepts that also can be marketed.
· Price: Transacting Value
· Price is the overall sacrifice a consumer is willing to make – money, time, energy – to acquire a specific product or service
· Place: Delivering Value
· Describes all the activities necessary to get the product from the manufacturer or producer to the right customer when that customer wants its.
· Marketing channel management, also known as supply chain management, is the set of approaches and techniques that firms employ to efficiently and effectively integrate their suppliers, manufacturers, warehouses, stores an other firms involved in the transaction into a seamless value chain in which merchandise is produced and distributed in the right quantities, to the right location, and at the right time, while minimizing system wide costs and satisfying the service levels required by the customers.
· Promotion: Communicating Value
· Promotion is communication by a marketer that informs, persuades, and reminds potential buyers about a product or services to influence their opinions or elicit a response

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
· Kijiji, eBay, etc.
· Social media is quickly becoming an integral part of their marketing and communications strategies. It is the use of digital tools to easily and quickly create and share content to foster dialogue, social relationships, and personal identities

The Four Orientations of Marketing
· Product Orientation
· Product-oriented companies focus on developing and distributing innovative products with little concern about whether the products best satisfy customer needs
· Sales Orientation
· Companies that have a sales orientation basically 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
· Focus on making a sale rather than building long-term customer relationships
· Market Orientation
· Market-oriented companies start out by focusing on what consumers want and needs before they design, make, or attempt to sell their products and services
· Value-based Orientation
· Value-based companies provide their customers with greater value than their competitors
· Value reflects the relationship of benefits to costs, or what the consumer gets for what he or she give

How Do Firms Become More Value Driven?
· Firms become more value driven by focusing on four activities:
· Sharing Information
· In a value-based, market-oriented firm, marketers share information 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
· Value-oriented marketers constantly measure the benefits that customers perceive against the cost of their offering
· Building Relationships with Customers
· Marketers have begun to develop a relational orientation – a method of building a relationship with customers based on the philosophy that buyers and sellers should develop a long-term relationship
· This relationship approach uses a process known as customer relationship management (CRM), a business philosophy and set of strategies, programs and systems that focus on identifying and building loyalty among the firm’s most valued customers
· Connecting with Customers using Social and Mobile Media
· Allows them to connect better with their customers and thereby serve their needs more effectively

Why is Marketing Important?
· Marketing Expands Firms’ Global Presence
· More products are available across the world, rather than just in North America
· Marketing is Pervasive Across Marketing Channel Members
· 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
· Marketing Enriches Society
· Marketing Can Be Entrepreneurial
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