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AN OVERVIEW OF MARKETING

The objectives in this chapter are to help the students learn to:
@ Describe the reasons for studying marketing.

@ Define the term marketing.

@ Describe the marketing process.

@ Describe customer-focused strategy.

® Describe four marketing management philosophies.

@ Discuss the differences between sales and market orientations.

® Compare exchange with marketing.

In order to have an overview of marketing, we are going to discuss it from two

aspects—preliminary understanding of marketing and further understanding of marketing.
1.1 Preliminary Understanding of Marketing

First of all, let’s read the case of Yan Li to get marketing well.




Yan Li's case offers us the most fundamental way to understand marketing.
Marketing is more than selling and advertising. The marketer needs to know consumer
needs, develop products and services that provide superior customer value, price,
distribute, and promote effectively. As a manager of her marketing activity, Yan Li

needs to study each area and formulate a strategy for her situation.

1.1.1 Previewing Marketing

Marketing is a science of researching how to change product into commodity. As a
science, marketing has undergone a process of its birth, growth, and maturity. Iis
principles have been blown on by the American economists and the economists from
other countries in the world as a dandelion clock, and its seeds multiplied, and floated
to the ends of the earth. Today, marketing is practiced widely all over the world. Why?
The reasons are as follows:

Marketing is affecting a country’'s economy and standard of living because it
influences the allocation of goods and services. Most countries in North and South
America, Western Europe, Asia and Africa have well developed marketing .systems. Even
in socialist countries, where dramatic political and social changes have created new
opportunities for marketing. Business and government leaders in most of these countries
are eager to learn everything about modern marketing practices. They are craving for the
recognition of their economy as a full market economy.

In recent decades, with the development of science and technology and the increase
of productivity, overcapacity (4 7*fE 771353 ) has been occurring. It appears more and
more important for a company to know how to be strongly customer-focused and heavily
committed to marketing ideas to direct its production and management, improve quality
and reduce costs.

Marketing plays an important role in our society. Marketing plays a crucial role in
our daily life. As Peter Mullen notes, “We are all customers now in every area of A

customer inter - relationship from the supply and consumption of education and health

_|4
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care to the queue in the post office and the ride in an inter-city express, and in every
financial transaction from the buying of biscuits to the purchase of a shroud (FF4).”

It's obvious that we participate in the marketing process as consumers of goods and
services. About half of the money we spend pays for marketing costs, such as marketing
research, product development, packaging, transportation, storage, advertising, and sales
expenses. By developing a better understanding of marketing, we will become better -
informed consumers. We will understand the buying process and be able to negotiate
more effectively with sellers. Moreover, we will be better prepared to demand satisfaction
when the goods and services you buy do not meet the standards ‘promised by the
manufacturers or the marketers.

In other words, people need to understand marketing from the point of view of
consumers. ‘People need to recognize the methods in which the goods are always sold.
People need many transactions every day to feed, -clothe, shelter and transport.
Marketing makes food available when we want it, in desired quantities, at accessible
locations, and in sanitary ( TV 42 ) ) and convenient packages and forms. Marketing is all
around us. We see marketing in fruit markets, small shops, supermarkets or large
shopping malls. We see it in the ads that fill your TV screen or enliven your Web
pages, magazines and newspapers. Marketing is almost in everything and everywhere.

Marketing is not only for manufacturers, wholesalers and retailers, but for all kinds
of individuals and organizations. People from all walks of life use marketing to manage
demand for their services. So do schools, hospitals, museums and performing arts groups.
Without developing and carrying out marketing programs neither individuals nor
organizations can get what are needed.

Marketing is important to businesses, whose fundamental objectives are survival,
profits, and growth. Businesses must assess the wants and satisfactions of present and
potential consumers, designing and managing product offerings ( = i 5l H ), determining
prices and pricing policies, developing distribution strategies, and communicating with
present and potential customers.

All  businesspeople in the marketing department need to know how to define and
segment ( 4l 4} ) markets and how to position (% { ) themselves by developing need-
satisfying products and services for their chosen target segments( H ¥R %414 ). They
must know how to price their offerings attractively and affordably (£43i ), and how to
choose and manage the marketing channel that delivers these products and services to
customers. They need to know how to advertise and promote their products and services,
so that customers will know about and want them. All these demand a broad range of
skills to sense, serve and satisfy consumers.

When seeking jobs, people have to market themselves. Many will start their careers

i



