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Marketing
i385

1. To understand bas’ic'f concepts of marke
2. To understand the S’\?Sl'()'l‘amxb-geL of
3. To apply SWOT analysxsm}o busi

Marketing Basics

“¥hink of marketing as an exchange. Think of 'marketers as people
rwho help to manage exchanges. People have been exchanging goods
for goods, or goods for services, or services for services since time began.
2 Marketing probably started with one cave man finding he had

too much meat, but no fresh vegetables. So he made a deal with a man
who had vegetables, but no meat. A simple exchange. So much meat for
so many vegetables. Both cave men were happy. Both had exchanged
something they valued for something of equal value. In time, groups of
people came together into villages. Then the exchanges became more
involved. One man would /v a roof in return for chickens and eggs. He
would then exchange some of the eggs for bread at the baker’s. Another
may have sharpened all the knives in a home in exchange for having his
garden dug. Both exchanged services rather than goods. :
3 Simple exchanges soon became impossible. The harrer system
means that too many actual goods have to be moved about. So 'péople
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cash n. &

marketplace n. 145

underlie v. {i F---2ZF
deprivation n. #|3F, &%

makeup n. #i A

Big Mac K& 7, E LT
(F 4770 —FP IR )

go to great lengths ¥4/
27

fulfil v. 5%, B

intangible a. XIEHY; 3F
Al LAY
myopia n. T

switch to #/a]

disparage v. WZ{I; £
building block FUA; .
w5y :

invented money. Before money, a person’s wage could be paid in either
chickens or pigs but he or she could not get change. After money was
invented, all goods or services could be sold for ', and the cash was
used to buy what was needed. We still use money today. We use money to
help us buy and sell quickly and easily.
Understanding larketi '
Five core customer and concepts are critical:
(1) needs, wants, and demands; (2) marketing offers products, services,
and experiences; (3) value and satisfaction; (4) exchanges and
relationships; and (5) markets.
Customer needs, wants, and demands

[ =

The most basic concept w/1d/e; marketing 1s that of human

needs. Human needs are states of felt . rion. They include physical,
social, and individuals needs. These needs were not created by marketers;
they are a basic part of the human

Wants are the form human needs take as they are shaped by
culture and individual personality. A person needs food but wants a
Mac.

When backed by buying power, wants become demands.

The best marketing companies to learn and
understand their customers’ needs, wants, and demands.
Market offerings — products, services, and experiences

Needs and wants are through market offerings — some
combination of products, services, information, or experiences offered to
a market to satisfy a need or want.

Market offerings include products and services — activities or

benefits offered for sale that are essentially and do not result in
the ownership of anything.

"4
|

*Marketing occurs when a company becomes so taken
with their own products that they lose sight of underlying customer needs.
Customer value and satisfaction

12 Customers form expectations about the value and satisfaction
that various market offerings will deliver and buy accordingly. Satisfied
customers buy again and tell others about their good experiences.
Dissatisfied customers <17/ fo competitors and //sparage the product to
others. Customer value and customer satisfaction are key building blocks

for developing and managing customer relationships.

002



N ] QQO . q,..‘l_t._,'

Marketing | #7377 8

Exchanges and relationships

1% Exchange is the act of obtaining a desired object from someone
by offering something in return. Marketing consists of actions taken
to build and maintain desirable exchange relationships with *rarger
audiences.
Markets

14 A market is the set of actual and porenrial buyers of a product.
Marketing means managing markets to bring about profitable customer
relationships.
What Is "Marketing Mix?

5  The combination of the four controllable variahles — product,

LT S SR RE IR T T TR ot L VR R R RN R SR A G R R N A

price, place, and promotion (the four Ps) that comprise a company’s
marketing program is termed the marketing mix. The four Ps, or four
elements of the marketing mix are explained as follows:

16 Product — planning and developing the right goods and /or
services to be marketed, changing the existing products, adding the new
ones, selecting the right assortment, package and brand.

17 “Price — setting the right price for firm’s products or services
after estimating the customers’ reaction to price changing, making a
decision about discount rates and a//owances offered to different buyers.

1% Place — choosing the right midd/emen after comparing a

variety of °chiannel members, selecting the channel patterns.

Product Marketing Mix ]
[ 3 = 1 B [
{ Product % | Pricing | { Promotions l ‘ Place
+ Services
Marketing
PSS S o (Gon I —— ¢ %
; i Physical Mix
People | Process >
L | evidence

19 Promotion — informing and persuading the market regarding
new or old products, putting advertisement, enhancing personal selhng
and 'sales promotion. C

20 The concept of 4Ps has been long used for the product mdusuy g
while the 7Ps has emerged as a successful proposition for the services
industry. The added 3Ps are as follows: ik

i
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21 People — People refer to the customers, employees, manage-

ment and everybody else involved in it. It is essential for everyone to

reputation n. &5, %5 realize that the repurarzion of the brand that you are invol/ved wirh 1s in the
be involved with #&#)° People’s hands.
RKEH : 22 “Process — It refers to the methods and process of providing a

service and is hence essential to have a thorough knowledge on whether
the services are helpful to the customers, if they are provided in time, if

the customers are informed in hand about the services and many such

things.
physical (evidence) g;m 23 °Physical (evidence) — It refers to the experience of using a
89 GGIEB) . product or service. When a service goes out to the customer, it is essential
brochure n. {4 i that you help him see what he is buying or not. For example, /roc/ires,
pamphlet n. /M pamphlets etc. serve this purpose. (860 words)
Adapted from:

http://marketingmenu.blogspot.com/2010/06/marketing-definition.html

http://michaelcloke.com/creating-and-capturing-customer-value

%

marketer: 45 A 31 . seller, vendor f&ilr 3 in], {Hf& marketer Ji T marketing, f5{E it
FmEHERA

marketing myopia: E44 L AME, X EEAMTTHERH LR . LEG R FE T FB 3
#E%F(Theodore Levitt)ZHZ7E 1960442 H (19— PRI . B8 U PUIE 82 ANIE b4 3 2
JEAET= i EBER b, AR TL0H L) b, HESRFE ki,
KETEGFS . XREF R G DA R 51 T L0 — R, — B A EHRE 70
FETH T AR e B, BULA A s SRR . [RIEHH TE TR 2R R,
BARMITERA, FFAEITA BT DB BB 4T R S sl i i SO 64 7= 5

target audience: B #7c A& B ARH B, BT SEH - 2ZE, SEekERE A
YER E A T4, XHE R Z =i Bl R,

marketing mix: 737 A4, BIEOE X BT E, 8% IEREE. f
H. EHERE, X HCATERASFREREEC=S . k. BiE . (285l
HEMGREZER, 2RSS, HEEE, LEME, IR 82588
HERaE. 1960 4, ZRB(E. J. McCarthy)fE ( BERiFEH ) — 4t T ¥ % 194P4
. ZIRMEFEEMIER FREFOTTHEMAS. WREE#EHep, ©RAER
4P HYBLES b PN | BOA (Politics)MIZNH5C 2 (Public Relations). Bfif5, FHF#) Lik—4
fEOPLFEA10P, M4 ATHIOPFR A AR VB B4 A, BritHi4P. #F5E(Probing). RI4>
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(Partitioning) [ EJ4H4}(Segmentation) | . {4 (Prioritizing) [ B H #51% % (Targeting ) ] .
5E Vi (Positioning), FRMHEMSERY . 19814F, it il (Booms)Fl HeAF4N (Bitner) B IAEIL 4L
158 B FEIe 4P A RLAE E38 N34 Ak % tER9“P”, BD: A(People). id#E(Process)Fl
A 5L 4% (Physical Evidénce).

Price — setting the right price for firm’s products or services after estimating the
customers’ reaction to price changing, making a decision about discount rates and
allowances offered to different buyers. ' #8——F &M B 3T T LG R ELE, 42

3] 89 7 5o IR H) £ S E M AE, RELARE KL Hiofeibib,

channel: (4 €)%, XH R mi A& MHAEEBIES, H—RINVERH
AR AU E Mg, BRRrEd RIpgge . Jr s AMERTT,

sales promotion: 1245 7E %), (L FE R —ELit AN R AFPR B F-BL, XFHE 9 & 0 (8] i
TATHRIURNE, DMk BRI AR AL . ER IR 1T A

Process — It refers to the methods and process of providing a service and is hence
essential to have a thorough knowledge on whether the services are helpful to the
customers, if they are provided in time, if the customers are informed in hand about the
services and many such things. T #2——X 2 SRR 504 F ik Aeid 42, B, LMA
RTBITRBEGORFIZTSRETEPEY, REZTHRBERN, RFEZELERAFTLE
HXBRMEF Y, AR F LG FH,

Physical (evidence) — It refers to the experience of using a product or service. When a
service goes out to the customer, it is essential that you help him see what he is buying or
not. For example, brochures, pamphlets etc. serve this purpose. A # 5% #E——¢ £ 481&
R S MBS, ARBRLIRS B, LRAiLBR B # Bdo T K 69 IR 5S4
ARG FEORERANT L, #ldo. @it FHB F, 4M.

EXxercises

ﬂ Decide whether the following statements are true (T) or false (F) according to the
information in the passage.

When money was coined, the exchange started. ( )

Needs, wants and demands are naturally born human makeup. ( )

W N =

Marketing myopia is the opposite of far-sightedness, which put the customer needs into
consideration. ( )

4. The 7 elements of the marketing mix have been long used for the product industry. ( )

5. The marketers use brochures to convey product experience. ( )
6. Promotion is done only by middlemen. ( )
7. In the 7Ps, people refer to everyone involved in marketing. ( )

8. Brochures help the customers to see the product or service that they have purchased. ( )
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m Match the English business terms with its Chinese equivalents.

marketing myopia H ) Lk
marketing mix R R

barter W 3% 42 ALIE
channel member 3 e Al 4L A
need &

demand A

want x f 3

m Translate the following paragraph into Chinese.

Customers form expectations about the value and satisfaction that various market offerings
will deliver and buy accordingly. Satisfied customers buy again and tell others about their good
experiences. Dissatisfied customers switch to competitors and disparage the product to others.
Customer value and customer satisfaction are key building blocks for developing and managing

customer relationships.

'SWOT Analysis — the First Step of Success in Marketing

r I he *marketing plan is one of the most important ourpurs of the

aspect n. Jifi
: to remind yourself of the value existing within your business. Identifying
your strengths will help you decide on which areas you can rely. You are

output . 7 fit, Hithi marketing process. It relies very heavily on an analysis of the
. industry, the business and the product situation. The SWOT analysis is

analytical a. 7-H7#) an analytical tool which is used in market planning. The analysis of the

“”‘“‘al factor Viiﬁﬁk strengths and weaknesses focuses on internal factors which can allow the
. organization to determine what it does well and what it needs to improve.

extcmnl factor ShaH % E Opportunities and threats are external factors.

capture v. i % | 2 Strengths caprure the positive aspects internal to your business
that add value or offer you a competitive advantage. This is an opportunity

likely to see better returns for your effort in these areas.



3 ASWOT strength could be:
Your specialist marketing expertise,
A new, (nnovative product or service;
Location of your business;
Quality processes and procedures;
Any other aspect of your business that adds value to your product
or service.

4 Weaknesses refer to any limitation that a company might face in
*marketing strategy development or implementation. Weaknesses should
also be examined from the customers’ perspective since the customers
often identify weaknesses not readily identifiable to the organization.
Your weakness will tell you which areas need special attention — thus
turning them into strengths. Alternatively, you might decide that these are
areas which you should avoid.

5 A SWOT weakness could be:

Lack of marketing expertise;
Undifferentiated products or services (i.e. in relation to your
competitors);

“ Location of your business;

* Poor quality goods or services;

* Damaged reputation.

6  Opportunities refer to favorable conditions in the environment
that could produce rewards for a company if acted upon properly.
Opportunities are areas which the business needs to attack: they offer
carning potential. You will need a strategy that allows you to make the
most of the opportunity which exists.

7 ASWOT opportunity could be:

“ A developing market such as the Internet;

# *Mergers, joint ventures or strategic alliances;

© Moving into new *market segments that offer improved profits;

“ A new international market;

® A market vacated by an ineffective competitor.

8 Threats are external factors beyond your control that could
place your marketing strategy, or the business itself, at risk. Identifying
threats allows you to take actions if they should occur, before they
can affect your business negatively. These challenges are unfavorable

economic trends that could lead to reduced revenues or profits.

Competition, whether existing or potential, is always a threat. Your

Marketing | H35E
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