Marketing Chapter 1: Overview of Marketing
What is marketing: 
· “marketing is a set of business practices designed to plan for and present an organizations products and services in ways that build effective customer relationships. 
· See how the interrelated marketing mix –or four Ps – create, transact, communicate, and deliver value. 
· Controllable set of activities that the firm uses to respond to the wants of its target markets
· Four Ps AKA Marketing mix: Product (creating value), Price (transacting value), Promotion (communicating value), Place (delivering value)
Marketing Plan: that specifies the marketing activities for a specific period of time 
· How the product of service will be conceived or designed
· How much it should cost
· Where and how it will be promoted
· How it will get to the consumer
A need: is when a person feels deprived of the basic necessities of life, such as food, clothing and shelter. 
A want: is the particular was in which the person chooses to fulfill his or her need
Company must identify the customers or market for its product or service
Marketing is about an exchange – the trade of things of value between the buyer and the seller so that each is better off as a result. 
Things that can be marketed:
· Goods – items you can physically touch
· Services – intangible customer benefits, cannot be separated from the producer
· Ideas – thoughts, opinions, philosophies, and intellectual concepts
Price: is everything the buyer has to give up – money, time, energy – in exchange for a product
4 different marketing practices:
· Product orientation: companies focus on the developing and distributing innovative products with little concern about whether the products best satisfy customers’ needs
· Sales Orientation: companies 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. 
· Market orientation: companies start by focusing on what consumers want and need before they design, make, or attempt to sell their products and services
· Value-based orientation: most successful firms today are market oriented. They have gone beyond a product or sales orientation and attempt to discover and satisfy their customers’ needs and wants. These firms discovered they would have to give their customers greater value than their competitors.
How firms become value-driven: 
· First they share information about their customers and competitors across their own organization and with other firms that might be involved in getting the product of service to the marketplace
· Second they strive to balance their customers’ benefits and costs
· Third they concentrate on building relationships with customers 
Importance of Marketing:
· Can be entrepreneurial 
· Expands global presence
· Pervasive across organization 
· Pervasive across supply chain
· Makes life easier
· Enriches society 
SUMMARY:
Define marketing and explain its core concepts:
Marketing strives to create value in many ways. Marketers also enhance the value of products and services through various forms of communication, such as advertising and personal selling. Through communications, marketers educate and inform customers about the benefits of their products and services and thereby increase their perceived value. Marketers facilitate the delivery of value by making sure the right products and services are available when, where, and in the quantities their customers want. 

Illustrate how marketers create value for a product of service:
Value represents the relationship of benefits to costs. Firms can improve their value by increasing benefits, reducing costs or both. The best firms integrate a value orientation into everything they do. Marketers also have found that providing good value is one of the best ways to maintain a sustainable advantage over their competitors. Firms become value driven by finding out as much as they can about their customers and those customers’ needs and wants. 
Identify the role of customer relationship management in creating value:
Building strong relationships with customers in important to creating value and is the central concept of the relational orientation. Firms adopt a business strategy that identifies customers and focuses on building strong relationships with them. This is known as customer relationship management (CRM), and it maximizes the long-term value of the buyer-seller relationship rather than trying to maximize the profit of each transaction.
Key terms:
· B2B (business-to-business): the process of selling merchandise or services from one business to another
· B2C (business-to-consumer): the process in which business sell to consumers
· C2C (consumer-to-consumer): the process in which consumers sell to other consumers
· Customer relationship management (CRM): business philosophy and set of strategies, programs, and systems that focus on identifying and building loyalty among the firm’s most valued customers.
· Exchange: the trade of things of value between the buyer and seller so that each is better off as a result
· Goods: items that can be physically traded
· Ideas: include thoughts, opinions, philosophies, and intellectual concepts
· Market: refers to the groups of people who need or want a company’s products or services and have the ability and willingness to buy them
· Marketing: 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 Mix (four Ps): Product, price, and promotion – the controllable set of activities that a firm uses to respond to the wants of its target markets
· Marketing plan: 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 Ps, action programs, and projected or pro forma income and other financial statements
· Need
· Price
· Relational orientation: a method of building a relationship with customers based on the philosophy that buyers and sellers should develop a long-term relationship
· Services
· Social media: use of internet tools to easily and quickly create and share content to foster dialogue, social relationships, and personal identities
· Supply chain
· Target market
· Transactional orientation: regards the buyer-seller relationship as a series of individual transactions, so anything that happened before or after the transaction is of little importance
· Value
· Value-based marketing: focuses on providing customers with benefits that far exceed the cost (money, time, effort) of acquiring and using a product or service while providing a reasonable return to the firm
· Want 
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