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What is Marketing?

Today’s successful companies at all levels have one thing in common. they are
strongly customer focused and heavily committed to marketing. These companies
share a passion for understanding and satisfying customer needs in well-defined
target markets. They motivate everyone in the organization to help build lasting
customer relationships through superior customer value and satisfaction.

* What is Marketing?

Marketing, more than any other business function, deals with customers.
Building customer relationships based on customer value and satisfaction is at the
very heart of modern marketing. Although we will soon explore more-detailed
definitions of marketing, perhaps the simplest definition is this one: marketing is
managing profitable customer relationships. The twofold goal of marketing is to
attract new customers by promising superior value and to keep and grow current
customers by delivering satisfaction.

Wal-Mart® has become the world’ s largest retailer, and the world’ s largest
company, by delivering on its promise, “Always low prices. Always!” Ritz
Carlton® promises—and delivers—truly “memorable experiences” for its guests. At
Disney theme parks®, “imaginers” work wonders in their quest to “make a dream
come true today”. Dell Computer® leads the personal computer industry by
consistently making good on its promise to “be direct”. Dell makes it easy for
customers to custom-design their own computers and have them delivered quickly
to their doorsteps or desktops. These and other highly successful companies know
that if they take care of their customers, market share and profits will follow.

Sound marketing is critical to the success of every organization—large or
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small, for-profit or not-for-profit, domestic or global. Large for-profit firms such as
Procter & Gamble® , Microsoft® , Sony®, Wal-Mart, IBM®, and Marriott® use
marketing. But so do not-for-profit organizations such as colleges, hospitals,
museums, symphony orchestras, and even churches. _;Moreov_er, marketing is
practiced not only in the United States but also in the rest: of the world.

You already know a lot about marketing—it” s all around you. You see the
results of marketing in the abundance of products in your nearby shopping mall. You
see marketing in the advertisements that fill your TV screen, spice up your
magazines, stuff ybur mail-box, or enliven your Web pages. At home, at school,
where you work, and where you play, you see marketing in almost everything you
do. Yet, there is much more to marketing than meets the consumer’s casual eye.
Behind it all is a massive network of people and activities competing for your
attention and purchases.

This book will give you a more complete and formal introduction to the basic
concepts and practices of today’s marketing. In this chapter, we begin by defining
marketing and the marketplace and consumer needs.

* Marketing Defined

What does the term marketing mean? Many people think of marketing only as
selling and advertising. And no wonder—every day we are bombarded with
television commercials, newspaper ads, direct-mail offers, and Internet pitches.
However, selling and advertising are only the tip of the marketing iceberg.

Today, marketing must be understood not in the old sense of making a sale—
“telling and selling”—but in the new sense of satisfying customer needs. If the
marketer does a good job of understanding consumer needs; develops products that
provide superior value; and prices, distributes, and promotes them effectively,
these products will sell very easily. Thus, selling and advertising are only part of a
larger “marketing mix”—a set of marketing tools that work together to affect the
marketplace.

We define marketing as a social and managerial process by which individuals
and groups obtain what they need and want through creating and exchanging value
with others. In a business setting, marketing involves building and managing
profitable exchange relationships with customers. )
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* The Marketplace and Consumer Needs

As a first, marketers need to understand customer needs and wants and
marketplace within which they operate. We now examine five core marketplace
concepts: needs, wants, and demands; marketing offers (products, services, and
experiences); value and satisfaction; exchange, transactions, and relationships;
and markets.

¢ Needs, Wants and Demands

The most basic concept underlying marketing is that of human needs. Human
needs are states of felt deprivation®. They include basic physical needs for food,
clothing, warmth, and safety; social needs for belonging and affection; and
individual needs for knowledge and self-expression. These needs were not created
by marketers; they are a basic part of the human makeup.

Wants are the form human take as they are shaped by cuiture and individual
personality. An American needs food but wants a Big Mac, French fries, and a soft
drink. A person in Mauritius needs food but wants a mango, rice, lentils, and
beans. Wants are backed by buying power, wants become demands. Given their
wants and resources, people demand products with benefits that add up to the
most value and satisfaction.

Outstanding marketing companies go to great lengths to learn about and
understand their customer’s needs, wants, and demands. They conduct consumer
research and analyze mountains of customer data. Their people at all levels—
including top management—stay close to customers. For example, top executives
from Wal-Mart spend two days each week visiting stores and mingling with
customers. At Disney World, at least once in his or her career, each manager
spends a day touring the park.

e Marketing Offers—Products, Services, and Experiences

Consumers’ needs and wanis are fulfilled through a marketing offer—some
combination of products, services, information, or experiences offered to a market
to satisfy a need or want. Marketing offers are not limited to physica! products.
Marketing offers also include services, activities or benefits offered for sale that
essentially intangible and do not result in the ownership of anything. Example
include banking, airline, hotel, tax preparation, and home repair services. More
broadly, marketing offers also include other entities, such as persons, places,
organizations, information, and ideas.
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Smart marketers look beyond the attributes of the products and services they
sell. They create brand meaning and brand experiences for consumers. For
example, Coca-Cola means much more to consumers than just something to drink—
it has become an American icon with a rich tradition and meaning. And Nike is more
than just shoes, it’ s what the shoes do for you and where they take you. By
orchestrating several services and products, companies can create, stage, and
market brand experiences. Disney World is an experience.

¢ Value and Satisfaction

Consumers usually face a broad array of products and services that might
satisfy a given need. How do they choose among these many marketing offers?
Consumers make choices based on their perceptions of the value and satisfaction
that various products and services deliver. Customers form expectations about the
value of various marketing offers and buy accordingly. Satisfied customers buy
again and tell others about their good experiences. Dissatisfied customers often
switch to competitors and disparage the product to others.

Marketers must be careful to set the right level of expectations. If they set
expectations too low, they may satisly those who buy but fail to attract enough
buyers. If they raise expectations too high, buyers will be disappointed. Customer
value and customer satisfaction are key building blocks for developing and
managing customer relationships.

* Exchange, Transactions, and Relationships

Marketing occurs when people decide to satisfy needs and wants through
exchange. Exchange is the act of obtaining a desired object from someone by
offering something in return. Whereas exchange is the core concept of marketing, a
transaction, in turn, is marketing’s unit of measurement. A transaction consists of a
trade of values between two parties: One party gives X to another party and gets Y
in return. For example, you pay Sears $ 350 and receive a television set.

In the broadest sense, the marketer tries to bring about a response to some
marketing offer. The response may be more than simply buying or trading products
and services. A political candidate, for instance, wants votes, a church wants
membership, and a social action group wants idea acceptance.

Marketing consists of actions taken to build and maintain desirable exchange
relationships with target audiences involving a product, service, idea, or other
object. Beyond simply attracting new customers and creating transactions, the goal
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