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In the modern era, marketing keeps changing constantly, from initially focusing on production
and products to gradually prioritizing customer needs as the core, and increasingly emphasizing the
positive role it plays in the sustainable development of society. As a highly popular business course
in China’s colleges and universities, marketing has always remained a big attraction in the textbook
publishing industry, and numerous textbooks for it are available on shelves. Among this wide
variety of choices, most instructors prefer Chinese textbooks or Chinese versions of the classic
foreign marketing textbooks for teaching or reference. However, since the 21st century, the
continuously deepening internationalization of China has caused a surge in domestic demand for
talents equipped with global vision and English proficiency, hence many Chinese colleges and
universities began to offer bilingual marketing courses, which then induced a growing demand for
English-Chinese bilingual textbooks for this course as teaching materials. Unfortunately, bilingual
marketing textbooks suitable for Chinese students are in extremely short supply at present, so
original foreign textbooks are often taken as close substitutes, which poses great challenges to
effective teaching. Typical problems faced by an instructor include but are not limited to: lack of
appropriate case study analysis of Chinese companies, failure to apply foreign research results to
China’s practical experiences, and students’ poor understanding of the text due to language barriers.
Therefore, how to improve efficiency and effectiveness of bilingual teaching becomes a major
concern for each and every teacher of bilingual marketing courses.

In this context, our writing group comes up with the idea of compiling this bilingual marketing
textbook. It approaches marketing management theories with a global perspective, and combines
those theories with our lecture notes as well as rich bilingual teaching experience. All contents are
carefully chosen and based on over ten years of bilingual teaching experience of the chief editor. An
innovative paradigm, which puts Chinese and foreign case studies side by side, is adopted so as to
facilitate comparison and understanding, and seamlessly integrate theories in Chinese with
explanations of terms in English. The overall format of this textbook is particularly designed to help
Chinese students study marketing bilingually, with an aim to maintain the original marketing
theories on the one hand, and ensure readers’ in-depth understanding of the profound meaning of
these theories on the other hand. Furthermore, the comparison between domestic and international
business cases contributes to preparing students with a global perspective. This textbook is ideal for
bilingual marketing -courses. It provides a comprehensive and well-illustrated overview of

marketing management ideas, and is suitable for a wide range of readers in marketing-related fields,



including business major students at both the undergraduate and graduate levels, and other readers
interested in marketing management. The joint efforts and collective wisdom of all the writing
group members make an unseen but indispensable part of this textbook. All citations and references
have been carefully checked for accuracy. Deficiencies and imperfections are possible and further
comments, critiques and suggestions from all readers are welcome.
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Learning Objectives

1. Identify typical definitions about
marketing management.

2. Appreciate the evolution of marketing
philosophies.

3. Recognize the impact of key
environmental elements on marketing
management.

4. Understand the marketing management

process.
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Welcome to Marketing Management

Welcome to the world of marketing management. Marketing, as a very popular academic term
in 21 century, is all around you. You can see marketing activities in small shops, shopping malls,
supermarkets, etc. The fruit seller has to understand his or her market, and sell them at a right price.
The new company has to select proper media to push its brand advertisements. The MICHELIN
Group has to constantly innovate and deploys advanced technologies and redesigns its tire products
in order to deliver more performance to carmakers. Even the college professor has to learn more
about his or her students and choose an effective teaching method. Yet, there is much more to
marketing than to meet the customer’s casual eye, especially in the global market environment.
Marketing is a massive network, and its primary purpose is to create long-term and mutually
beneficial exchange relationships between an entity and the publics (individuals and organizations)

with which it interacts.
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Market
As consumers, we are very
familiar with market.

When we talk about market, most
of us define it as a place where
any type of trade takes place.

In the field of economics, market
means an environment that allows
buyers and sellers to trade or
exchange goods, services, and
information.

However, in the field of marketing,
market refers to buyers or
customers market.

Three elements are included in the
market: customer’s population,
purchasing power and willingness
to buy.

Marketers cannot control or
influence the population or
purchasing power, but they can
enable customers to desire for
consumption by customer
demands analysis, marketing
strategies and marketing planning.

In short, marketing is a process to
meet customer’s demands.
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Needs, wants and demands

The most basic concepts
underlying marketing are needs,
wants and demands.

A human need is a state of feeling
deprivation of some basic
satisfaction.

Wants are desires for specific
satisfiers of these deeper needs. A
human need can be met by
different wants, especially in the
global market. For example,
American, Japanese and Chinese
have different wants to meet their
hungry needs.

Demands are wants for specific
products that are backed by the
ability and willingness to buy
them.

Wants are shaped by one’s society
and are described in terms of
objects that will satisfy needs.
When backed by buying power,
wants become demands.

SHANHAIGUAN, a Chinese
time-honored brand, was founded
in 1902. It conducted marketing
research to learn what customers’
needs are, and made an “old
memory” marketing plan to
activate customers’ desire.

Value, cost, exchange and
satisfaction
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Value reflects the perceived
tangible and intangible benefits to
customers.

The customer value is
customer-perceived value in
marketing. Customers often do
not judge values accurately or
objectively, and they act on
perceived value. Therefore, to
different customers, customer
value might differ.

Customer cost refers not only to
the price of product, but it also
encompasses the other purchase
costs and use costs.

Total customer cost is the
complete packet or fees that a
customer expects to pay in the
researching, buying, obtaining and
maintaining a given product or
service.

Purchase costs consist of the cost
of searching for a product,
gathering information about the
product, obtaining the information
and the price of product.

Use costs include the costs of
installing, repairing, storing, and
disposing the product once the
item has been discarded. Also, the
costs of switching to a new
product should be included.

Customer delivered value is the
final value given to a customer, by
subtracting total customer cost
from total customer value.

Exchange is the trade of things of
value between a buyer and a seller
so that each is better off.

Marketing occurs when the
transaction takes place and both
the buyer and seller exchange
something of value.

Marketing activities should
attempt to create and maintain
satisfying exchange relationships.



