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Unit 1

Introduction

Overview

1.0

In some way, we are all involved with or affected by marketing prac-
tices. Marketing is an exciting, dynamic, and contemporary field. It influ-
ences us each day in both our roles as providers of goods and services and as
consumers. As goods and service providers, we make such marketing-related
decisions as choosing who our customers are, what goods and services to of-
fer, where to sell our goods and services, what features to emphasize in ad-
vertising, and what prices to charge.

Marketing-related activities are not confined to industrial firms or to
people who are called “marketers”. These activities are used by all types of
companies and individuals. For example, a certified public accounting firm
must specify its client base; the services to offer; the locations of offices;
whether to advertise through newspapers, magazines, TV, direct mailings,
and so on; and the fees to be charged.

In our role as consumers, the marketing practices of goods and service
providers impact on many of the decisions made by our parents, spouses,
other family members, friends and associates, and us. Marketing practices
are in play when we are born, for example, what doctor our parents select,
the style of baby furniture they buy; while we grow, for example, our
parents’ purchase of a bicycle, our choice of a college; while we conduct our
everyday life, for example, our use of a particular brand of toothpaste, the
purchase of a desk lamp; and when we retire. For almost any goods and
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service we buy, the marketing process affects the assortment of models and
styles in the marketplace, where we stop, the availability of knowledgeable
sales personnel, the prices we pay, and other factors.

Activities for Comprehension

(1) All of us are involved in marketing, why?
(2) Please try to give your understanding of the word “marketer”.
(3) Explain the sentence “Marketing practices are in play when we are born”.

(4) Marketing is everywhere in our life. Do you agree? Why?

What Is Marketing All About?

If to define marketing, most people, even some business managers,
would say that marketing means selling or advertising. It is true that these
are important parts of marketing. However, marketing is much more than
selling and advertising. It is too narrow to define marketing as “selling and
advertising” while the definition by one authority as “the creation and deliv-
ery of a standard of living” is too broad. The first definition is micro-level
definition. It focuses on activities performed by an individual organization.
The second is a macro-level definition. It focuses on the economic welfare of
a whole society.

What view is correct? Is marketing a set of activities done by individual
firms or organizations? Or is it a social process? The answer is that marketing
is both a set of activities per formed by organizations and a social process. In
other words, marketing exists at both the micro and macro levels. Therefore
we will use two definitions of marketing—one for micro-marketing and an-
other for macro-marketing. The first looks at customers and organizations
that serve them. The second takes a broad view of our whole production-dis-
tribution system.

Micro-marketing is the performance of activities that seek to accomplish
an organization’s objectives by anticipating customer or client needs and di-
recting a flow of need-satisfying goods and services from producer to custom-
er or client. This definition applies to both profit and non-profit organiza-
tions. Profit is the objective for most business firms. Customers or clients
may be individual customers, business firms, nonprofit organizations, gov-
ernment agencies, or even foreign nations. While most customers and clients



pay for the goods and services they receive, others may receive them free of
charge or at a reduced cost through private or government support.

Though it is all known that micro-marketing isn’t just selling and adver-
tising, many executives still think it is. They feel that the job of marketing is
to “get rid of” whatever the company happens to produce. This idea is not
correct. In fact, the aim of marketing is to identify customers’ needs and
meet those needs so well that the product (goods and/or services) almost
“sells itself”. If the whole marketing job has been done well, the customer
doesn’t need persuading. He should be ready to buy.

Marketing should begin with potential customer needs, not with the pro-
duction process. Marketing should try to anticipate needs. Then marketing,
rather than production, should determine what goods and services are to be
developed, including decisions about product design and packaging; prices or
fees; credit and collection policies; use of middlemen; transporting and sto-
ring policies; and after the sale, installation, warranty, and perhaps even
disposal policies.

This does not mean that marketing should try to take over production,
accounting, and financial activities. Rather, it means that marketing, by in-
terpreting customers’ needs, should provide direction for these activities and
try to coordinate them. After all, the purpose of a business or nonprofit or-
ganization is to satisfy customer or client needs. It is not to supply goods and
services that are convenient to produce and might sell or be accepted free.

Activities for Comprehension

(1) Marketing means selling or advertising. Is this point true or false?
(2) Why do we say“the creation and delivery of a standard of living”is a macrolevel defini-
tion of marketing?
(3) How to understand“marketing exists at both the micro and macro levels. 77
(4) According to the text above, please tell whether the following statements are true or
false.
A. Customers or clients must be individual persons.
B. The aim of marketing is to sell whatever the company happens to produce.
C. “The product (goods and/or services) almost “sells itself’” means that the custom-
er is forced to buy the product.
D. Marketing should determine what goods and services are to be developed.
E. The purpose of a business or nonprofit organization is to satisfy customer or client

needs only.

(5) What does “goods and services that might sell or be accepted free” mean?




1.1.1
The Concept
of Exchange

Exercises [

The concept of exchange is related to marketing. Exchange is one of
three ways in which a person can satisfy a want. Suppose you want some
clothes. You can sew them, knit them, or otherwise produce the clothes
yourself. Or you can offer something of value (money, service, other prod-
ucts) to another person who will voluntarily exchange the clothes for what
you offer. It is only the third type of transfer that we call an exchange in the
sense that marketing is taking place.

Within the context of our definition of marketing, for an exchange to
occur the following conditions must exist:

(1) Two or more social units (people or organizations) must be in-
volved. If you are totally self-sufficient in some area, there is no exchange
and hence no marketing.

(2) The parties must be involved voluntarily, and each must have wants
to be satisfied.

(3) Each party must have something of value to contribute in the ex-
change, and each party must believe it will benefit from the exchange.

(4) The parties must be able to communicate with each other. Assume
that you want a new sweater and a clothing store has sweaters for sale. But if
you and the store are not aware of each other—you are not communicating—
then there will be no exchange.

Marking encompasses all of the activities involved in anticipating, man-
aging, and satisfying demand through the exchange process. Such activities
include environmental analysis and marketing research, consumer analysis,
product planning, distribution planning, promotion planning, price plan-
ning, international marketing, and market management.

1. Give the Chinese equivalents to the following English terms.

environmental analysis marketing research
consumer analysis distribution planning
promotion planning exchange process
disposal policies satisfy wants

2. Give the English terms to the following Chinese.

BWEH HREH
] A wEES
BEas_ BHE_
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3. Fill in the blanks with proper prepositions given.

Imagine a small village (with, of, for, at) five families—each
(with, in, of, over) a special skill for producing some need-satisfying product. After
meeting basic needs, each family decides to specialize. It’s easier (to, from, for,
under) one family to make two pots and another to make two baskets than (to,

against , before, for) each one to make one pot and one basket. Specialization makes labor
more efficient and more productive. It can increase the total amount of form utility crea-
ted.

If these five families each specialize (in, with, on, for) one product,
they will have to trade (through , with, for, among) each other. It will take
the five families 10 separate exchanges to obtain some of each product. If the families
live (from, on, near, beside) each other, the exchange process is relatively
simple. But if they are far apart, travel back and forth will take time. Who will do the
travelling, and when?

4. Reading Comprehension. Choose one of the A, B, C, D after you read the following
passage.
Should A College Be Marketing-Oriented?

Have you ever been closed out of a class taught by a popular professor and been forced
to take another professor’s class or delay taking that course for a semester? Have you ever
taken a course that you feel has little impact on your career or life-long educational goals?

In theory, a college or university with a total commitment to its students would not let
the preceding occur. Such a college would:

< Allow students to opt for pass/fail grades in most courses.

<> Give students high flexibility in choosing the courses to complete their degrees.

<> Have no class-size limits for popular faculty members and courses.

< Give transfer credits for courses at other schools in a liberal manner.

< Use student course and teacher evaluations as important inputs in annual faculty

evaluations.

> Offer new courses for students based on their suggestions.

< Specify the name of the faculty member teaching every course prior to registration.

<> Allow student input in important decisions affecting them.

However, although most colleges and universities have some level of marketing orien-
tation, almost none have a pure marketing orientation. Many faculty and administrators be-
lieve that there should be rigorous course requirements, that pass/fail grading reduces
student motivation, that class-size limits are necessary to foster good learning environment,
that transfer credits should be limited, that students can observe only one aspect of teaching
performance—communication skills—and not others. They also often believe that students
may be unable to make the best possible decisions about their education.



