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Chapter 1: overview of marketing

What is marketing?
· Marketing is satisfying consumer needs and wants profitably
· The delivery of customer satisfaction in a way that benefits the organization and its stakeholders
· Personal selling
· Advertising
· Making product available in stores
· Managing relationship with customers
· Designing new products 
· Set of business practices designed to plan for and present an organization’s products or services in ways that build effective customer relationships 
· Activity, set of institutions, and processes for creating, communicating, delivering and exchanging offerings that have value for customers, clients, partners and society at large 
1. Traditional view
· Market is a physical place where buyers and sellers gathered to buy and sell goods
· Set of actual and potential buyers of a product or service

What is marketed?
· Products
· Services
· Ideas 
· experiences

Marketing strategy
· Marketing strategy identifies:
· A firm’s target market(s)
· Related marketing mix- the four P’s and
· The bases upon which the firm plans to build a sustainable competitive advantage 

Marketer’s first task
1. Discover consumer’s needs
2. Satisfying customer needs and wants 
a. Finding the right combination of product, price, promotion and place (controllable factors)
3. Potential buyers 

Requirements for marketing to occur
· Two or more parties (individuals or organizations) with unsatisfied needs
· Desire and ability on their part to be satisfied
· Way for parties to communicate
· Something to exchange 

Needs vs. wants vs. demands
· Needs occur when a person feels physiologically deprived of necessities
· Wants are need shaped by culture and individual personality
· Demands are needs/wants combined with buying power

How marketing discover and satisfies customers’ needs and wants?
· Four P’s: controllable marketing decisions
· Price/promotion/place/product
· Marketing mix: 4Ps are the marketing mix
· With 4Ps- marketers create, communicate, transacting and deliver value

Product
· Anything that can be offered to a market for attention, acquisition, use, or consumption, that might satisfy a need or a want 
Price
· Everything the buyer gives up in exchange for the product
Place
· Means of getting the product into the consumer’s hands
Promotion
· Means of communication to inform, persuade and remind potential buyers about product or service to influence their opinions or elicit a response 

Uncontrollable factors: the marketing environment
· The marketing environment: uncontrollable events involving social, economic, technological, competitive, and regulatory forces

Value creation
· Fundamental purpose of marketing is to create value for both the firm and customer 
· Value is in essence what you get for what you give
· Value is in essence what you get for what you give up 

Product: creating value
· Goods
· Services
· Ideas

Price: transacting value
· Money
· Time
· Energy

Place: delivering value
· Activities necessary to get the product to the right customer when that customer wants it
· Supply chain management is the field that examine these activities

Promotion: communicating value
· Communication activities of marketing:
· Used to inform, persuade and remind potential buyers
· Used to influence their opinions or elicit a response 

Four orientations of marketing
· Product orientation
· Sales orientation
· Market orientation
· Value-based orientation

Product orientation
· Consumers prefer the best product that offer the most quality, performance, or innovative features
· Focus on making superior products and improving them over time

Production orientation until the 1920s
· Focus on production and economies of scale
· [bookmark: _GoBack]Profit from production methods
· Focus on producing the best product
· Profits from quality of the product
· “if we build, they will come” 
· Products will sell themselves

Sales orientation
· The sales orientation up to the 1960s
· Consumers, if let alone, will not buy enough of our products
· Focus on selling
· Selling techniques
· “Sell, sell, sell”
· “Hire more salespeople to find more consumers” 

Market orientation
· Focus on customer wants and needs
· “We’re not satisfied until you are”
· Customer is the king
· Focus on 4Ps

Market orientation (value-based orientation)
· Focus on customer satisfaction
· Provide the right 4Ps collectively
· Deliver more effectively and efficiently than competitors
· Build long-term profitable relations with customers 
· To complete successfully, firms focus on the triple bottom line:
· People (consumer needs & wants)
· Profits (long-term profitable relationships)
· Planet (social and environmental responsibility) 

Value & satisfaction 
· Value:
· Safety
· Dependability
· Courtesy service
· In-flight entertainment
· Online check-in 
· Customer value = the unique combination of benefits received by the customer that include quality, price, convenience, on-time delivery, and both before sale and after-sale service

How do firms become more value driven?
· Firms focus on four activities:
1. Sharing info
2. Balance customer’s benefits & costs
3. Build relationships with customers
4. Use tech to connect with customers

Balancing benefits with costs
· Understand key benefits
· Focus on key benefits
· Eliminate cost of less strategic benefits 

Building customer relationships
· Take a long term view of customer relationships
· Use data to assist in maintaining the relationship 

Connect with customers using social media
· Embrace social media to connect better with customers
· ¾ of North American companies now use social media for marketing purposes
· Users are driving the way brands & stores are interacting with social media











