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MARKET AND MARKETING (i35 & 4%

CHAPTER 2
CONSUMER MARKET(J4# & 1i47)

Marketing is managing profitable customer relationships.
FHEHEREECRRMESEFFXE,




CHAPTER 1
MARKET AND MARKETING(Ri 375 & &4)

LEAINING OBJIECTIVES
1. Define marketing.

2. Explain five core marketing concepts.

3. Describe the changing marketing landscape.




UNIT1 INTRODUCTION

Case: Amazon

From the start, Amazon has grown explosively. Its annual sales have
rocketed from a modest $ 150 million in 1997 to more than $ 48 billion. During
the past two years alone, despite a shaky economy, Amazon’s revenues and
profits both nearly doubled, growing by 40 percent annually.

What has made Amazon such an amazing success story? Founder and CEO
Bezos puts it in three simple words: “Obsess® over customers.” To its core, the
company is relentlessly®customer driven. Amazon believes that if it does what'’s
good for customers, profits will follow.

Amazon.com has become a kind of online community in which customers
can browse® for products, research purchase alternatives, share opinions and
reviews with other visitors, and chat online with authors and experts. It creates
direct, personalized customer relationships and satisfying online experiences.
Year after year, Amazon places at or near the top of almost every customer
satisfaction ranking, regardless of the industry.

QUESTIONS:

What has made Amazon such an amazing success story?

Like Amazon, these companies are strongly customer focused and heavily
committed to marketing. They 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 based on creating value.
Customer relationships and value are especially important today.

obsess [ob'ses] vi. {H3 2k ; AL , kAL FEER

relentlessly [ri'lentlssli] adv. Jo1&#b ; BB Hb ; A1l Ho ; RJE A He b

browse [bravz] ve. & vi. YW EH; BER BN n. BYE; 2L U
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I . Definition of Marketing

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.

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 understands consumer needs; develops products that provide
superior customer value; and prices, distributes, and promotes them
effectively, these products will sell easily. Selling and advertising are only part
of a larger marketing mix—a set of marketing tools that work together to satisfy
customer needs and build customer relationships.

Hence, we define marketing as the process by which companies create
value for customers and build strong customer relationships in order to capture

value from customers in return.

1. 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. Marketers

did not create these needs; they are a basic part of the human makeup.

2. Wants

Wants are the form human needs take as they are shaped by culture and
individual personality. Wants are shaped by one’s society and are described in

terms of objects that will satisfy those needs.

3. Demands

When backed by buying power, wants become demands. Given their wants

(@  deprivation [depri'verfon] n. &5 5 R HL = A
4



UNIT 1 INTRODUCTION

and resources, people demand products with benefits that add up to the most

value and satisfaction.
4. Market

A market is the set of actual and potential buyers of a product or service.
These buyers share a particular need or want that can be satisfied through

exchange relationships.

I . Marketing Management Philosophies

1. Production Concept

The production concept holds that consumers will favour products that are
available and highly affordable, and that management should therefore focus on
improving production and distribution efficiency. This concept is one of the

oldest philosophies that guide sellers.
2. Product Concept

Another important concept guiding sellers, the product concept, holds that
consumers will favour products that offer the most quality, performance and
innovative features, and that an organization should thus devote energy to

making continuous product improvements.
3. Selling Concept

Many organizations follow the selling concept, which holds that consumers
will not buy enough of the organization’s products unless it undertakes a large-
scale selling and promotion effort. Most firms practice the selling concept when

they have overcapacity®.

4. Marketing Concept

The marketing concept holds that achieving organizational goals depends

@D overcapacity [suveke'peestti] n. 4 F=HE i3
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on determining the needs and wants of target markets and delivering the desired
satisfactions more effectively and efficiently than other competitors do.

The selling concept and the marketing concept are frequently confused. The
selling concept takes an inside-out perspective. It starts with the factory, focuses
on the company’s existing products and calls for heavy selling and promotion to
obtain profitable sales. It focuses on customer conquest — getting short-term
sales with little concern about who buys or why.

In contrast, the marketing concept takes an outside-in perspective. It starts
with a well defined market, focuses on customer needs, coordinates? all the
marketing activities affecting customers and makes profits by creating long-term
customer relationships based on customer value and satisfaction. Under the

marketing concept, customer focus and value are the paths to sales and profits.

5. Societal Marketing Concept

The societal marketing concept holds that the organization should
determine the needs, wants and interests of target markets. It should then
deliver the desired satisfactions more effectively and efficiently than
competitors in a way that maintains or improves both the consumer’s and
society’s well-being. The societal marketing concept is the newest of the five
marketing management philosophies.

Il . Marketing Landscape

1. The Changing Economic Environment

Beginning in 2008, the United States and world economies experienced a
Great Recession, a stunning® economic meltdown® unlike anything else since
the Great Depression of the 1930s.The stock market plunged, and trillions of
dollars of market value simply evaporated.

@ coordinate [kau'odmert | n. 445 ; B A adj. IH56; RS ve. FB S vi. thild
@ stunning ['stamug] adj. HWEFH); EASE K REKFR v. 8T FREKF: FRE—K
@ meltdown ['meltdavn] n. RHE; HIEE & B 10; Bk
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UNIT 1 INTRODUCTION

In adjusting to the new economy, companies may be tempted to cut their
marketing budgets and slash® prices in an effort to coax® more frugal customers
into opening their wallets. However, although cutting costs and offering
selected discounts can be important marketing tactics, smart marketers
understand that making cuts in the wrong places can damage longterm brand
images and customer relationships. The challenge is to balance the brand’s value

proposition with the current times while also enhancing its long-term equity.
2. Digital Age

The explosive growth in digital technology has fundamentally changed the
way we live—how we communicate., share information, learn, shop, and access
entertainment. In turn, it has had a major impact on the ways companies bring
value to their customers. For better or worse, technology has become an
indispensable part of our lives.

The most dramatic digital technology is the Internet. Online marketing is
now the fastest-growing form of marketing. These days. it’s hard to find a
company that doesn’t use the Internet in a significant way. Most traditional
brick-and-mortar companies have now become click-and mortar companies.
They have ventured online to attract new customers and build stronger

relationships with existing ones.

3. Growth of Not-for-Profit Marketing

In recent years, marketing has also become a major part of the strategies of
many not-for profit organizations, such as government, colleges. hospitals,
museums, zoos, and even churches. The nation’s not-for-profits face stiff®
competition for support and membership. Sound marketing can help them

attract membership, funds, and support.

@  slash [slee[] ve. BEHK: #8437 ; ™ D5 f1t3F s KR BERR WSS vi. SERK: PG HEVE . W0 RHER ; JR K BROR
B

coax [kouks | vr. ME; HEZE; (8B40 FEb vi. MEIR ; #hiF

stiff [stif ] adj. AR EAE A : P05 09« 038 09 adv. (BEEEH BIRH n. HE AN B G 973 &
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4. Rapid Globalization

Today, almost every company, large or small, is touched in some way by
global competition. Nike markets in more than 180 countries, with non-U.S.
sales accounting for 65 percent of its worldwide sales. The companies are not
just selling more of their locally produced goods in international markets; they

are also sourcing more supplies and components abroad.

5. Sustainable Marketing—The Call for More Social
Responsibility

Marketers are reexamining their relationships with social values and
responsibilities and with the very Earth that sustains us. As the worldwide
consumerism and environmentalism movements mature, today’s marketers are
being called on to develop sustainable marketing practices. Corporate ethics and
social responsibility have become hot topics for almost every business. And few
companies can ignore the renewed and very demanding environmental
movement. Every company action can affect customer relationships. Today’s
customers expect companies to deliver value in a socially and environmentally

responsible way.

REVIEW QUESTIONS

1. Discuss why you should study marketing.

2. What is the single biggest difference between the marketing concept and the
production, product and selling concepts? Which concepts are easiest to apply
in the short run? Which concept can offer the best long-term success?

3. Discuss the key challenges facing companies in the twenty-first century with
practical examples. What actions might marketers take to ensure they

continue to survive and thrive in the new connected world of marketing?



CHAPTER 2
CONSUMER MARKET(JH#% & i)

LEADNING OBJECTIVES
1. Define the consumer market.
2. Name the four major factors that influence consumer buyer behavior.
3. List and define the stages in the buyer decision process.

4. Describe the adoption process for new products.
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