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& Marketing

T

Marketing is communicating the value of a product or service
to customers, for the purpose of selling that product or service.
Marketing techniques include choosing target markets through
market analysis and market segmentation, as well as understanding
consumer behavior and advertising a product’s value to the
customer. From a societal point of view, marketing is the link
between a society’s material requirements and its economic patterns
of response. Marketing satisfies these needs and wants through
exchange processes and building long-term relationships. Marketing
blends art and applied science (such as behavioral sciences) and

makes use of information technology.
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Learning Objectives

1. Understand the importance of 5 Ps in the marketing mix and explain their functions.
2. Distinguish the differences among brand names, brand symbols and packaging.

3. Learn about the SWOT analysis.
4

. Learn to write a commercial advertisement.

Lead-in Activity

Watch a short video for its general idea and fill in the blanks with the words and phrases
you hear in the video.

The Pros and Cons of Mobile Marketing

Mobile marketing comes in many forms and has many advantages and drawbacks.
Smart phones and other 1._______ __ are firmly entrenched and mobile marketing
campaigns may make sense for the businesses. There are many faces of mobile marketing.

SMS. SMS is much more 2. outside of the US due to strict regulations for
companies which intend to text advertisements of deals to consumers. There are still a lot of
money to be made through SMS marketing and the advantages for small businesses. When
you look at the data, the 3. of a customer opening a text message and reading is
much higher than any other platform.

Apps. With the rise of smart phones, applications or apps have been a 4.
gold-rush for programs and business alike. Possibly, the most difficult part of app advertising
is creating the need for the customer to 5. the app itself. One of the possible
drawbacks of using apps and mobile marketing is that many users may download the app
and never open it again.

QR Codes/MS Tags. Scanning that QR code with a 6. on your phone will
bring you directly to a mobile website. The effectively active triggers 7. you from
the real world to the digital world. Building that bridge has many advantages but the fear
behind QR code campaign is that the buzz has faded and the industry has moved on.
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In-Game Mobile Marketing. Marketers have compiled data and for a fee for finding the
most effective games for your 8. demographic. The opportunity for growth in this
booming market is huge.

Privacy Concerns. The major weakness of any mobile marketing campaign is the
tightrope of privacy versus 9. which any business must walk. The consumer is
liable to get annoyed with an overreach by an app or SMS campaign.

Blind Eye to a Boom. The benefits of a mobile marketing campaign 10. the
cons. It allows you to be creative and try more styles of advertising or seamlessly merge

into your current advertising campaign. It allows you to directly engage with the user and

instantly track results.

s Part:BEReadingiTaskassmssas

Text A

The Business of Marketing'

Edward Russell

=

Ask the average person on the street what marketing is and they’ll tell you that it’s about
“selling stuff” That’s fundamentally true, but marketing is not simply the act of sales, but
how that sale is made. We are all surrounded by marketing 24/7 and each of us is already

a marketer in our own way.

™

How do the professionals define marketing? According to the American Marketing
Association, “Marketing is an organizational function and a set of processes for
creating, communicating and delivering value to customers and for managing customer

relationships in ways that benefit the organization and its stakeholders”

w

. The World Marketing Association defines marketing as “the core business philosophy
that directs the processes of identifying and fulfilling the needs of individuals and

organizations through exchanges which create superior value for all parties”

1 This text is adapted from The Financial of Marketing by Edward Russell (2009).
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And finally, the UK’s Chartered Institute of Marketing says that “marketing is the
management process for identifying, anticipating and satisfying consumer requirements
profitably”

If we just look at the commonalities of these three definitions, we can see that, in essence,
marketing is: a) discovering and giving consumers what they want and need, and b)

doing this at a profit.

The 4 or 5 Ps of Marketing

6.

Professor Jerome McCarthy of Michigan State University wrote a book in the 1950s and
defined the 4 Ps of marketing: product, place, price and promotion. This book provided
a clear structure to the oldest profession on the planet and became the very definition of
marketing.

In order to better understand marketing, develop your own definition of the term.
For example, I think of marketing as the manipulation of product, price, distribution
promotion and people to satisfy consumers at a profit. Manipulation is a charged word,
especially when we talk about manipulating people. However, manipulation is important
because as a marketer, I control each of the tools of marketing and manipulate them to
maximize impact on the market.

As a marketing manager, I manipulate what a product looks like, smells like, and feels
like. I manipulate how much should be charged for my product. I manipulate tools in my
promotion tool kit in hopes of enticing consumers to buy my product. There are the 4 Ps

of marketing as highlighted by McCarthy. To these we have added a fifth P: people.

People

9.

Marketers have debated for years whether “people” should be included as the fifth P of

marketing. But without people, there is no point in marketing, which is why I include it

here.

10. Practiced well, marketing revolves around the wants, needs and desires of people.

Sometimes these needs are physical, such as nutritious food and clean water. Sometimes
the needs are psychological, such as a need to impress. Sometimes the need is
sociological, such as the need to fit into a culture, or the need to stand out. There are an
infinite number of reasons for people to do what they do, want what they want and act as
they do. Therefore, effective marketing should begin with an insightful understanding of

the consumer.

11. However, few marketers actually begin with consumers. Why? Because most marketing
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starts with the invention of some new product that there may or may not be a market for.
“We've invented a better product. Now go find someone to buy it, which is all too often
the sequence of events. Quite simply, this is why 80% plus of all new products in the US
fail in their first year”

12. No matter what we are selling, there will be some people that are more likely than others
to want to buy it. For example, as a non-smoker, it would be a waste of time and money
to try to get me to buy your brand of cigarettes. However, if I were a confirmed smoker,
[ might be interested in trying a new brand I'd never tried. Discovering your ideal target
market and learning all you can about why they do and what they do will help you

determine the best way to present your product to maximize interest.

Product

13. Your product is anything that can be offered for sale or use to another individual. It
includes the quality of the product, the materials chosen, the color/size/scent/taste, every
physical aspect of the product. It also includes the packaging of the product, the design
and manufacturing of the product and any research and development underway to
discover better ways to make the product. The product P covers everything that goes into

the development of the tangible or intangible object.

Price

14.Price not only pays for your cost of goods and profit, it does much more. Price
communicates quite a bit about the product and sets quality expectations. It also
segments the audience into those who can afford it and those who can only wish they
could. And finally, it even conveys how you should consume the product.

15.Even an established brand can charge too much or too little. For example, the VW
Phaeton was a failure because VW had spent decades convincing us “the people’s car
shouldn’t be expensive” Similarly when the Porsche 914 became known as the “poor

man’s Porsche” (due in part to its low entry-level price), the brand was doomed to failure.

Place

16. Place refers to where and how you sell your product and is also referred to as
distribution. To get this P right, you have to decide whether to sell your product in an
exclusive boutique or in a huge superstore. Will you make it widely available or in a select
few stores? There are important strategic decisions that influence how your product is
perceived and the price consumers will be willing to pay for it.

17. For example, how special would a Burberry coat be if you could buy it at a discount
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store? Some products start with very exclusive distribution, establish a reputation for
their brand and then expand distribution. Apple did this with their iPod, which started in
exclusive Apple stores and online and is now widely available. Consider how your quality
expectations change in regard to low-cost airlines such as Ryanair compared to British

Airways. Place can set quality expectations.

Promotion

18. Any way you choose to promote your product is called promotion in marketing. This
includes any form of marketing communication, such as advertising, public relations,
sales promotion, event marketing, as well as any personal one-on-one selling you do.

19. There is another P that gets debated on a regular basis and that is “profit” All commercial
businesses are in business to make a profit. Profits are good. With profits, businesses can
pay their employees more; they can expand their business and hire more people; they can
start new businesses. Profits are the lifeblood of capitalism.

20. There are thousands of ways to increase profitability. You can sell more, charge more,
widen distribution, shrink distribution, cut the material cost of goods while keeping the
same pricing, shrink the amount of product you are selling but increase the price or cut

the cost of manufacturing by producing the product in the least expensive factory in the

world.

1. Marketing 24/7 refers to marketing 24 hours a day and 7 days a week. 4= K A& A 8] K7
B

2. American Marketing Association (AMA) is the largest marketing association in North
America. It is a professional association for individuals and organizations involved in the
practice, teaching and study of marketing worldwide. 3 [H i 3775 84 ih <=

3. World Marketing Association (WMA) is a professional organization for marketers,
officially formed in 1996 at the AMA first global marketing leadership conference. ft 5
Mg E#HNE (HMRETHEHB2EIL)

4. UK’s Chartered Institute of Marketing is the world’s large organization for professional
marketers, playing a key role in training, developing and representing marketing. %t [E%¥
WEH¥Z

5. 4 Ps of marketing refers to product, place, price and promotion. E %4 4P Hits, f5E™=
dny WRIH . MARFIMEE
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6. Marketing manager is a manager who is responsible for facilitating the exchange of
products between a company and its customers or clients. £ £: #

7. VW Phaeton refers to a luxury car made by Volkswagen. KARKERE ( KARIZEAFI A
FER— RS )

8. Porsche 914 is a sports car built collaboratively by Volkswagen and Porsche. {4 914

( REFHE S KARIREL Bl B/ —3K % )

9. Burberry refers to a British luxury fashion house, manufacturing clothing, fragrance and
fashion accessories. Its distinctive tartan pattern has become one of is most widely copied
trademarks. A (REFEEHMAF, GFR “ EEH ")

10. Exclusive distribution means something available only at particular shop. Ji 5% 244

11. Ryanair is an Irish low-cost airline. Fi i 25 /A &) ( B/R2ZFBERMATEAF )

12. British Airway is the largest airline in the UK, based on fleet size, international flights
and intentional destinations, and one of the largest airlines in the world. Z[E % /A A

13. Event marketing refers to the activity of showing and advertising products or services to

people in public places or at special events, such as trade shows or sports competitions.

HHEH

New Words and Expressions

1. marketer n. B A\ ; T3HEHAR

2. stakeholder n. Z5 A\ ; #&¥#H

3. philosophy n. #7%7; FUAEIAR,; IWFEER
4, commonality n. 3£, FERE4HAE

5. manipulation n. B\EREGE R ; #1E; b3
6. entice v. FHK; FEfH

7. revolve around [f«+++-- RHEB; FSE

8. insightful adj. $U1E /15819 ; BAFENH
9. tangible adj. HILHY; SLTERY; AIAREIAY
10. intangible adj. TTILHY; MELASRELAT; MELARHE AY
11. segment v. 47

12. exclusive adj. A 19; HEFMY

13. boutique n. %55 ; Kidh)k

14. lifeblood n. A= fip4k; Ak

15. capitalism n. YA 3 X
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Content-based Exercises

Find out different definitions of marketing and fill in the blanks accordingly.

Different definitions of marketing:

1. By the American Marketing Association

2. By the World Marketing Association

3. By the UK’s Chartered Institute of Marketing

4. By the author

Fill in the table about 5 Ps.
FivePs Connoiaﬁons . EEIE »
§ Marketing revolves around 2. . Effective marketing should
' begin with an insightful 3.
A It is anything that can be offered for 5. to another individ-
' ual. It covers both 6.
It not only pays for your cost of goods and profit, but does much |
7 more, such as communicating about the product, 8. ’
9. , and even 10.
L,
or It refers to where and how 12.
Distribution
It refers to the way you choose to promote your product, such as 14.
13, , 15 , 16. 3 17- , as well
as any personal one-on-one selling you do.




