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What Is Marketing ?

Modern marketing has two different meanings in the
minds of people who use the term. One meaning of marketing
conjures up the term selling. influencing. persuading. Mar-
keting is seen as the task of finding and stimulating buyers for
the firm’s output. It involves product development. pricing,
distribution, and communication; and in the more progressive
firms, continuous attention to the changing needs of cus-
tomers and the development of new products, with product
modifications and services to meet these needs.

The other meaning of marketing unfortunately is weaker
in the public mind; it is the concept of sensitively serving and
satisfying human needs. This marketing concept holds that
the problem of all business firms in an age of abundance is to
develop customer loyalties and satisfaction, and the key to
this problem is to focus on the customer’s needs. It is this
second side of marketing that contributes to the recognition of
effective marketing which requires a consumer orientation in-

stead of a product orientation. Marketing has taken a new
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lease on life and tied its economic activity to a higher social
purpose.

Marketing is a pervasive social activity that goes consid-

erably beyond the selling of toothpaste, soap, and steel. Po-
litical contests remind us that the candidates are marketed as
well as soap; students recruitment by colleges reminds us that
higher education is marketed; and fund raising reminds us
that “causes” are marketed. In fact, all organizations are
formed to serve the interest of particular groups: hospitals
serve the sick, schools serve the students, and governments
serve the citizens. All organizations must develop appropriate
products to serve their consuming groups and must use mod-
ern tools of communication to reach their consuming publics.
The choice facing those who manage business or nonbusiness
organizations is not whether to market or not to market, for
no firms or organizations can avoid marketing. The choice is

whether to do it well or poorly.
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'WORDS AND EXPRESSIONS|

marketing
conjure sth. up
influence
persuade
distribution
communication
progressive
modification
sensitively
concept
abundance
loyalty
orientation

to take a new lease on life
pervasive
contest
candidate
recruitment

avoid
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NOTES

KB One mesaning of marketing conjures up the term selling
- EHENREZ —EANREEHE- -
AJ5 to conjure sth. up B A “MRERIFHIEZ”. BIm.
These old melodies conjured up the visions of my child-
hood.
Xy i i R R B 2R MM R

B This marketing concept holds that-
A5 to hold AR “INH”. “HEF”, X - HBIEX WA
%, #lm.
Both parties hold that the insurance company be respon-
sible for the shortage occured during the transit.
XU HR A B B R A R X A R P R A A R
.

KN an age of abundance 4 Fi% k3 & R RHR

N customer loyalties 2 F* R & /) %) &9 B3R

I ---for no firms or organizations can avoid marketing.
W 31 avoid J5 T EB-ing B, MEF LT FEE
HFARER. Bim:
1 always avoid driving in the centre of the city.
PR BT P OATRE
I know he’s been avoiding me like the plague since our

quarrel.

RAEEARINVDRE , th—E R 2R R E




———— OERERREE
R,

EXERCISES

Il Comprehension questions on the text;

1. What are the two different meanings of marketing in
the minds of people who use the term?

2. Why is marketing a social activity?

3. According to the concept of marketing,in an age of
abundance what is the key problem facing all business
firms?

4. What does modern marketing involve?

5. What is the purpose of marketing?

WA Translate:

L AREHER AL EMRETH.

2. AREBEHF NN EYRBKEEHER, mAHE
EFNBRESARRERAOERRE.

L.XEEAEERNEEFSEFHESR.

4. WO E LA F R R W R R A R
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IEN Vocabulary and structure:
In each of the following sentences there is a blank. Be-

low each sentence are four choices marked a,b,c and d.

Decide which one of the four choices is the most suitable



for the blank.
1. The cliffs on this part of the coast are constantly be-

ing by the sea.
a. impaired b. decomposed
c. erupted d. eroded
2. A group of agitators the mob to break
down the exhibition door.
a. excited b. promoted
c. shouted d. incited

3. Some sorts of ambition are excellent ,but the ambition

to have power over others is only to be

a. blamed b. deplored
c. frowned d. grumbled
4. Maria missed the first train so as to travel
on the same one as John.
a. deliberately b. decisively
c. objectively d. predictably
5. The criminal all questions concerning his
past.
a. pervaded b. evaded
c. admitted d. convened
6. There is no rule has exceptions.
a. but b. that
c. admitted d. convened

7. Paradoxically, a good manager often re-
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sponsibility to his assistants.
a. refers b. gives up
c. hands over d. delegates
8. The use of standard components make
easier when they are worn.
a. modification b. revision

c. substitute d. replacement



Understanding Needs
and Utility

No matter how well made a product is, superior quality
by itself is not enough to sell anything. Marketing is needed
to tout the advantages of a graphite tennis racket, the high
performance of a new sports car, or even the prompt service
at a bank.

Production and marketing, therefore, work in tandem to
create goods and services that satisfy consumers’ needs. The
power to satisfy those needs is called utility. Four types of u- |
tility are important to consumers; utility of form, possession,
time, and place.

Consumers obtain form utility from the product itself.
However, mere production of a product like bicycles doesn’t
necessarily guarantee consumer satisfaction. Consumers must
want one of those bicycles—or no need is satisfied, and no
utility occurs. The production side of business, then, is
guided by marketing decisions. What do consumers really

want to purchase and why?
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Even when form utility has been provided, marketers
need to consider ways to give consumers possession of the
product. Consumers must be able to obtain it and then have
right to use or consume it. Money is typically exchanged for
possession utility. A sample bicycle on display, not for sale,
may be just what a consumer wants. But if he or she cannot
buy it, the bicycle has no possession utility.

Providing the consumer with the product when he or she
wants it is known as time utility. Having an ample supply of
bicycles, sports cars, or bank tellers at the time of consumer
need is thus another marketing requirement.

Place utility—having the product available where the

| customer can get it—is also vital to business success. Bicycles

and sports cars aren’t usually sold if customers have to travel

- far out of their way to get them. Customers are even less like-

'ly to travel long distance for everyday needs. That’s why

banks have branches. That’s why the 24-hour convenience

| markets, which sell gasoline and a few basic food items, have

become so popular.

In summary, form, possession, time, and place utility

are essential components of marketing success.
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'WORDS AND EXPRESSIONS|

utility n. hH

tout v. B R

graphite tennis racket A B4 B PR
2}

performance n. Boi- 23

in tandem &2 ; 3L

possession n. WE

guarantee v. B HER

for sale e

ample a. EEM
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