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What is Marketing?
Production and marketing together to create utility
Utility - Want-satisfying power of a good or service
Time and place utility - getting what you want, when you want it, where you want it
Organizations will survive by  creating and then managing profitable customer relationships
Activities marketers perform to create customers:
Identifying customer needs
Designing products to meet those needs
Communicating info
Making the products available when and where customers want them
Pricing merchandise and services
Providing service and follow-up
An organizational function and a set of processes for:
Creating, communicating, & delivering value to customers
Managing customer relationships in ways that benefit the organization and its stakeholders
Requires decision based on the 4P’s: Product, Price, Place and Promotion Decisions
Converting Needs to Wants
Consumers acquire goods & services on a continuing basis to fill certain needs
Need to eat
Desire for a burger
Desire for a Harveys Burger
To convert needs into wants, marketers:
Focus on the benefits of goods & services
Require skill
Should listen to consumer needs
Movement of Goods/Services/Ideas
Milk - Got Milk?
Yoga Pants - $9.99 Walmart vs. $120 Lulu
People are buying the brand, the quality, the social class, the services, the relationship
Why would a person buy a cup of Tim Horton’s Coffee?
Convenience, Roll Up, Charity, Canadian, good price, habit
Four Eras in the History of Marketing
Prior to 1920s
“A good product will sell itself” 
If it was made it was bought because there wasn't much out there

Sales Focused vs Marketing Focused Orientations
Sales Orientation 
Personnel look inward - I sell what the Org makes
Air Canada
Defines its business in terms of goods & services
Targets their product to everybody
Profitability through sales volumes - make the sale
Generate sales volume through intensive personal selling & advertising
Marketing Orientation
Personnel look to the customer wants/needs
Jet Blue “You’re not flying planes, you’re flying people”
Defines business in terms of the benefits its customers seek
Targets their offering to specific diversity of customers
Profitability by developing repeat buyers
From Traditional Marketing to Relationship Marketing
Traditional
Buyer & seller exchanges characterized by limited communications and little relationships between the parties 
Relationship
Marketers realized that consumers are becoming sophisticated
Build Relationship
^ market share
Today’s Global Marketplace
Globalization
International Trade agreements
Electronic capabilities are borderless
Companies seek most efficient manufacturing sites& most lucrative markets worldwide
Companies are tailoring their marketing efforts to the needs & preferences of local markets
Marketing something other than a product or service
Not for Profit Marketing - Sick Kids & Walmart
Person Marketing - The Kardashians
Place Marketing - Niagara Falls - Las Vegas
Cause Marketing - Breast Cancer Awareness
Event Marketing - The Olympics - Rifest
Organizational Marketing - Green Party of Canada - Labour Union
Ethics and Social Responsibility: Doing Well by Doing Good
Ethics - Moral standards of behaviour expected in a society
Most businesses follow ethical practices
Social Responsibility - Marketing philosophies, policies, procedures & actions whose primary objective is to enhance society
Sustainable Products - Products that can be produced, used, & disposed of with minimal impact on the environment
Firms stand to gain needed credibility from their efforts to protect the environment
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