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Chapter 1 – Targeting Customers
· Customer Value - The unique combination of benefits received by targeted buyers that includes quality, price, convenience, delivery, and both before-sale and after-sale services.
· [bookmark: _GoBack]Products with added value is achieved through product design, pricing strategies, and service elements.
· Target Market – The specific group of existing and potential consumers to which marketers direct their marketing efforts.
· Marketing Mix – The 4 P’s: Product, price, place, and promotion.
· Product – Attributes that make up a good, a service, or an idea, including product design, features, colour, packaging, warranty, and service levels.
· Price – Expected regular retail or sale price for a product.
· Place – Distribution channels, retail, formats, and merchandising used to sell a product.
· Promotion – Communication tools needed to inform consumers about a product, including advertising, public relations, sales promotion, direct response, event marketing and sponsorship, and personal selling.
· Marketing Process- The process of:
1. Identifying consumer needs.
2. Managing the marketing mix to meet these needs.
3. Realizing profits.
· Marketing – The process of planning and managing goods, services, or ideas to meet consumer needs and organizational objectives. It includes the conception of these products and the pricing, promotion, and distribution programs designed to make a profit and generate revenue or support for an organization.
· Exchange – The trade of things of value between buyers and sellers so that each benefits.
· Product – A good, service, or idea.
· Good – A product you can touch and own.
· Service – A product that is intangible, that you cannot touch.
· Idea – A concept that typically looks for support. 
· Market – Potential consumers with both the willingness and ability to buy.
· Production Orientation – Focusing organizational efforts on the manufacture of goods.
· Sales Orientation – Focusing organizational efforts on selling as many products as possible.
· Marketing Orientation – Focusing organizational efforts to collect and use information about customers’ needs to create customer value.
· Marketing Concept – The idea that an organization should strive to satisfy the needs of consumers while also trying to achieve organizational goals.
· Relationship Marketing – When organizations create long-term links with customers, employees, suppliers, and other partners to increase loyalty and customer retention.
· Social Media - A form of online media that allows members to create their own network of friends and contacts to share comments, videos, and images as a form of self-expression.
· Customer Relationship Management (CRM) – The overall process of building and maintaining profitable customer relationships by delivering superior customer value and satisfaction.
· Corporate Social Responsibility (CSR) – When organizations voluntarily consider the well-being of society by taking responsibility for how their businesses impact consumers, customers, suppliers, employees, shareholders, communities, the environment, and society. 
· Social Marketing Concept – Marketing programs that focus on the consumer and the well-being of society.
· Experiential Marketing – Creating opportunities for consumers to directly interact with brands.
· Partnership Marketing - The creation of formal associations between brands that will result in an incremental business for both brands and that would have not otherwise been achieved separately.
· Promotional Partnerships – Simple short-term promotional offers between brands.
· Strategic Alliance – Long-term strategic alliances between companies with similar values and marketing objectives that extend beyond short-term promotional offers into long-term formal business agreements.
· Metrics – Measures and monitors business performance through the collection and usage of data used to evaluate marketing programs.
· Routine Metrics – Analyzes the marketing plan targets and looks at elements such as sales, market share, profit margins, and profit levels.
· Program-Specific Metrics – Analyzes specific marketing programs and measure performance against benchmarks and targets.










