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Chapter 1

Focuses:
® What is marketing?
® The notions of marketing
® Internal marketing
® Introduction of case study

Section 1 What Is Marketing 7

Firstly, we have to get an idea on “market” . Traditionally, a market was a physical
place where buyers and sellers gathered to exchange goods. Nowadays market is described
as a collection of buyers and sellers who transact over a particular product. But marketers
view the sellers as constituting the industry and the buyers as constituting the market.

Communication

el i <

Industry : Market
(a collection (a collection
of sellers) of buyers)

Figure 1. Total market
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The figure above shows the relationship between the industry and the market. Sellers
and buyers are connected by four flows. The sellers send goods and service and communi-
cation to the market, in return they receive money and information. The inner loop shows
an exchange of money for goods and service; the outer loop shows an exchange of informa-

tion.

Then we can see that the aim of marketing is to know and understand the customer
(buyer) so well that the goods or service fits him, and further more, to reach the cus-
tomer by means of communication (advertising, personal selling, etc.). Ideally, mar-
keting should result in a customer who is ready to buy. The following is an accurate defi-

nition offered by American Marketing Association:

“ Marketing is the process of planning and evecuting the conception , pric-
ing, promotion, and distribution of ideas, goods, services to creale ex-
changes that satisfy individual and orgarizational goals.”

1. Michael Wang, the manager of Unishirt Corporation, is concemed with the planning
and conception of his product, its pricing policy, and the distribution strategy . These
activities are all part of
A. management B. production C. accounting D. marketing

2. In order for exchange to occur

A. a complex societal system must be involved
B. each party must have something of value to the other party
C. a profit-oriented organization must be involved

D. organized marketing activities must also occur

3. If you were in the marketing consulting business, which of the following clients could

you not serve?
A. The State Museum of History, which needs to determine what exhibits it should of-

fer visitors.



B. The Province of Yunnan, which needs to attract tourists.
C. TCL, which needs to determine where to locate its next outlet for customers.
D. All of the above could be served by a marketing consultant.

- You are concerned with managing the exchange between the Red Cross and its blood
donators. Which of the following costs would you have to be concerned about to create
the ideal exchange?

A. The travel costs incurred by donators visiting the Red Cross sites.

B. The personal energy and time expended by the donator.

C. The opportunity costs lost by not managing in some other activity.

D. All of the above are marketing costs that would be of concemn to someone managing

the exchange situation.

. What does Marketing mean to you?

. What brand of athletic shoes did you purchase last?

. Describe your relationship with whatever company made the shoes you purchased.

Section2 A
The Notions of Marketing

The production concept—one of the oldest concepts in business

Production oriented businesses concentrate on achieving high production efficiency,

low cost, and mass distribution. They assume that customers are primarily interested in

product availability and low prices. This makes sense in developing countries.

o BRSBTS
Modern Practical Business English



ERTHHEHEKRR e &

International Marketing Technology

Figure 2. Notions of marketing

Consumers will favor those products that offer the most quality, performance, or in-
novative features.

Focusing on making superior products and improving them over time, the managers
in these businesses assume that buyers admire well-made products and can appraise quali-
ty and performance; they treat their own products as their babies, and often forget what
the market really needs.

Consumers and businesses, if left alone will ordinarily not buy enough of the prod-
ucts, the seller should, therefore, undertake an aggressive selling and promotion effort.
Most companies practice the selling concept when they have over-capacity . Their

aim is to sell what they make rather than make what the market wants. They assume that



customers who are coaxed into buying a product will like it, and if they don’t, that they
won’t bad-mouth it and forget their disappointment and buy it again. There is a big risk

for these companies.

“The key to achieving its organizational goals consists of the company being more ef-
fective than competitors in creating, delivering, and communicating customer value to its
chosen target markets.”

Under the marketing concept, it is the consumer who takes the central place on the
business stage. It is the satisfaction of customers that is seen as the key to prosperity,
growth and survival. A marketing-oriented firm produces goods and services that cus-
tomers want to buy rather than what the firm wants to make. The emphasis is to put on the
customer buying rather than on the fim selling the goods. The marketing approach chal-
lenges every member of a company, whatever his or her specialist function, to relate his
or her work to the needs of the marketplace and to balance it against the firm’s own profit
needs.

Most marketing-oriented companies have evolved over the years, passing through the
first three stages before reaching the fourth.

1. A “marketing orientated” business sees life from the perspective of who?
A. Customers.
B. The Government.
C. Suppliers to the business.
D. Employees.

2. The key feature of a marketing-oriented company will be
A. they invest heavily in advertising to outperform their competitors
B. they use market intelligence to understand competitor activities

BRXAEBREAS
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C. they use feedback from customers to outperform their competitors

D. they sell their products at a lower price than their competitors

3. Peter’s company does an excellent and efficient job of chuming thousands of Nit-
Pickers off the assembly line every day. One problem with this _ approach to
mar-keting is the failure to consider whether Nit-Pickers also meet the needs of the
marketplace .

A. customer orientation
B. sales orientation
C. marketing orientation

D. production orientation

4. Cathy has noticed the lack of specially recycling centers in her community, although
local neighborhood clubs have repeatedly asked the city to provide such centers. Cathy
has decided to become certified in waste disposal and hopes to open a battery and mo-
tor oil-recycling center next year. She hopes to include the innovative service of home
pickup and delivery of recyclables. This business philosophy supports a(n)
orientation. ]

A. production B. sales C. marketing D. enterprise

How does marketing differ from selling?

B
Internal Marketing

Conventionally, of course, the role of marketing in the organization has been looked
at as being one of the focusing externally on the needs of the customer. Recognition of the
need for a company-wide marketing orientation and for the development of aspects such as
“part-time marketers”, has led to the recognition that marketers and the marketing func-



