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What is marketing? 
· Marketing is a set of business practices designed to plan for and present an organizations products or services in ways that build effective customer relationships. 
· Marketing is a process by which companies create value for customers and build strong customer relationships (to capture value from customers in return)
Choosing a value proposition: 
· The value proposition is the set of benefits or values a company promises to deliver to customers to satisfy their needs 
· Marketing is about understanding the needs of the customer 0
Marketers must often understand consumer needs even better than the consumer themselves do 
· Consumer- driving vs. Consumer- driven marketing strategy 
Need: basic necessities 
Want: How to fulfill that need 
Exchange refers to the trade of things of value between the buyer and seller so that each is better off as a result 

The 4 elements of marketing: (The Marketing Mix) 
Price 
Product 
Place
Promotion 

Product: Creating value
· The fundamental purpose of the firm is to create value by developing a variety of offerings, including: 
· Goods 
· Services 
· Ideas 


Price: Transacting value
· Is everything the buyer gives up in exchange for the product 
· Money 
· Can be a component of monetary and non-monetary cost 
· Energy 
· Time 
Place: delivering Value
· All activities necessary to get the product to the right customer when and where that customer wants it
· Supply chain management (marketing channel management) is the field that examines these activates 
Promotion: Communicating value: 
· The communication activities of marketing are used to: 
· Inform, persuade and remind potential buyers and 
· Influence their opinions or elicit a response 
Marketing can be performed by both individuals and organizations:
· B2B – wholesaling is often only business to business 
· B2C – All retailing is Business to consumer selling
· C2C – Swap meets, eBay yard sales etc.
Marketing occurs in many settings: 
· Both Profit and non-profit entities
· Developed and developing economies 
· Entire industries 
The 4 orientations of marketing: 
1. Product orientation 
2. Market orientation 
3. Sales orientation 
4. Value-based orientation 
Value- based marketing: 
· Firms must constantly monitor the marketplace 
· Firms must offer customers something in excess of that being offered by the competitors 
· Firms must understand how each aspect of their product/service creates value for customers 



Firms focus on four activates:
1. Sharing information 
· Why is sharing and coordinating information such a critical success factor for and firm? 
2. Balance customers benefits and costs 
· Understand key benefits 
· Focus on key benefits 
· Eliminate cost of less strategic benefits 
3. Build relationships with customers 
· Take a long-term view of customer relationships 
· Use data to assist in maintaining the relationship 
· Customer relationship management (CRM) programs are increasingly used by marketers to ensure that data is transmitted throughout the firm 
4. Use technology to connect with customers 
· Embrace social media to connect better with customers 
· Users are driving the way brands and stores are interacting with social media 
Marketing expands firm’s global presence: 
· Goods are available to consumers from many countries from the far reaches of the globe
· Must understand customers needs and wants
· Segment by segment, region be region 
· Ex: Starbucks has many locations around the world
· Canada, Australia, Taiwan and Germany  
Marketing is pervasive across channel members: 
· Each step is the supply chain involves marketing 
· All members in the chain must ultimately focus on creating value for their customer and the end user customer 
· Raw materials -> manufacturer-> distributor -> customer 
Marketing makes life easier and provides employment opportunities 
· Choices of products and services as well as information about those choices 
· Employment in diverse fields such as research, sales, promotions, global marketing
Marketing can be entrepreneurial: 
· Through important to large firm marketing is equally important to the success of small ventures- especially new ventures 


