Unit 1 Introduction to Marketing
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1. Marketing is the process of the planning and executing the con-
ception, pricing, and distribution of ideas, goods, and services
to create exchanges that satisfy individual and organizational
objectives.

——OQfficial definition of marketing by American Marketing Asso-
ciation
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2. Marketing must not be understood in the old sense of making a
sale—“telling and selling” —but in the new sense of discovering
and satisfying customer needs.
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3.In marketing, market is defined as people with the desire and
with the ability to buy a specific product.
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4. A market segment is a distinct group of customers within a large
market who are similar to one another in some way and whose
needs differ from other customers’s in the large market.
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5.Depending on its goals and resources, a company may choose
to focus on only one segment or several. The chosen segment(s)
become the organization’s target market toward which it directs
its efforts.
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6. The marketer’ s strategic toolbox is called the marketing mix,
which consists of the factors that can be manipulated and used
together to create a desired response in the marketplace. These
place where it is made available, and the promotion that makes
factors include the product itself, the price of the product, the
it known to consumers.
0o00d0o0oooooouooooouooooooooDooo
0o0000o0oOooooouooooouoooooooooDOoo
0o0000o0oooooouooooouooooooooDoo
ooooooouoopoooooog

7. A need refers to any difference between a consumer’ s actual
state and ideal or desired state. The particular form of product
used to satisfy a need is termed a want, which is shaped by a
person’s knowledge, culture, and personality. When backed by



buying power, wants become demands.
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8. Customer value is the unique combination of benefits received
by target buyers, such as quality, price, convenience, on-time
delivery, and both before-sale and after-sale service
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9. There are five alternative concepts under which organizations
conduct their marketing activities: the production, product,
selling, marketing, and societal marketing concepts.
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10. The central notion of the production concept is that products
will sell themselves, so the major concern of business firms is
production, not marketing.
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11. Manufacturers that are production-oriented typically focus on
increasing production and distribution efficiency while assuming
that customers will seek out and buy reasonably priced, well-
made products.
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12.The product concept holds that consumers will favor products

that offer the best quality, performance, and the most innova-
tive features.
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13. Firms that focus on a product orientation tend to develop a nar-

14.

15.

row view of the market, called marketing myopia. For in-
stance, railroad management once thought users wanted trains
rather than transportation and overlooked the growing challenge
of airlines, buses, trucks, and automobiles.
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The selling orientation means that management emphasizes ag-
gressive sales practices and that marketing is seen strictly as
sales function. But it doesn’t mean that consumers get what
they wanto rather, they are being pushed into buying what is
available
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A firm that is selling-oriented is characterized by heavy reliance

on promotional activity to sell the products the firm wants to
make.
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. Qverly aggressive selling—the “hard sell”—and unscrupulous

tactics evolved during the sales-crientation era. As a result,
selling developed an unsavory reputation in the eyes of many
people. Old habits die hard, and even now some organizations
believe that they must use a hard-sell approach to prosper
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in the marketing-orientation stage, companies identify what
customers want and tailor all of the activities of the firm tc
satisfy those needs as efficiently as possible.
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The marketing concept holds that achieving organizational

get markets and delivering the desired satisfactions more et-
goals depends on determining the needs and wants of the tar-
fectively and efficienily than competitors do.
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The basic difference between the selling concept and the mar-
keting concept is that selling is internally focused, while mar-
keting is externally focused.
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Selling starts with the factory, focuses on the company’s exis-
ling products, and calls for heavy selling and promotion to
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obtain profitable sales.
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In contrast, marketing starts with a well-defined market, fo-
cuses on customer needs, coordinates all the marketing activi-

ties affecting customers, and makes profit by creating long-
term relationships based on customer value and satisfaction.
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In selling, the firm attempts to alter consumer demand to fit the
firm’s supply of the product. In marketing, however, the com-
pany adjusts its supply to the will of consumer demand.
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Companies can be identified as market-focused and customer-
driven only when they are finely tuned to the changing customer
needs and competitor strategies.
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The societal marketing concept holds that an organization
should discover and satisfy the needs of its customers in a way
that maintains or improves the consumer’ s and the society’s
well-being.
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A firm that sufficiently extends the breadth and time dimension
of its marketing goals to fullill its social responsibility is prac-
ticing the sacietal marketing concept.
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The marketing concept and a company’ s social responsibility
are compatiple if management strives over the long run to
satisty the wants of its product-buying customers, meets the
societal needs of others affected by the firm’s activities, and
achieves the company’s performance objectives.
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. marketing O 000000

exchange 00

market 00

market segment 0000
target market ooog

. marketing mix 0 0O0O0O
. product 00O

price 00O

. place OO



10. promotion 00O

11. need OO

12. want O Q000

13. demand O OO0OO

14. customer value 0O 0O 00

15. production concept O OO0

16. product concept O O 0O O

17. selling concept 00O 00O

18. marketing concept 0000

19. societal marketing concept 0O 00 OO

20. social responsibility 0O O 0O 0O

21. market-focused 000000 OO0DOOOOOOO
22, customer-driven OO000O000OOO0OO0OOO
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1. Purpese of Marketing

Rapid globalization means that companies now compete in mar-
kets all over the world. Foreign and domestic organizations are real-
izing that profit will only be achieved through the use of marketing.
Marketing is the only revenue-producing activity for the organiza-
tion. Peter Drucker says, “Because its purpose is to create a cus-
tomer, the business has two —and only two—functions: marketing
and innovation. Marketing and innovation create value, all the rest
are costs.

The idea that profit is not the primary goal of business is not a

new. In 1954, Peter Drucker made the point in his book, The



Practice of Management . “Profit is not the explanation, cause or
rationale of business behavior and business decisions, but the test of
their validity.” Profits are an essential result of business success. A-
gain, the true purpose is the creation of customers: the efficient pro-
vision of goods and services which people want to buy. Satisfy cus-
tomers and profit will follow.

Many people think that marketing is just selling and adver-
tising. Peter Drucker explains marketing this way: “The aim of
marketing is to make selling superfluous. The aim is to know and
understand the customer so well that the product or service fits him
or her and sells itself.” This is not to say that selling and advertising
are unimportant, but rather that they are part of a larger “market-
ing mix” that must be orchestrated for maximum impact on the mar-
ketplace.

Jerome McCarthy delineates the marketing mix as the four Ps
(product, price, promotion, and place). Thus, a marketing mix is a
specific combination of four strategies—product, price, promotion or
marketing communications, and place or distribution—designed to
satisfly customers. The focus of marketing is to do such an excellent
job of developing, pricing, promoting, and distributing a product to
customers that the product practically sells itself.
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2. How Does Marketing Fit into the Company

A good way to describe marketing activities is to consider the
big picture of how they fit in with the other business functions.
Through marketing efforts, decisions are made and strategies are
implemented concerning: what products (goods, services or ideas)
are to be offered, to whom (the target market), and how (how to
inform potential customers of the offering, how to make the transac-
tion, etc.). Products are created through production efforts. Capi-
tal and operating funds are managed and tracked in the accounting-
finance area. The focus of the human resources area is employees
and the policies concerning them.

Oftentimes, a marketing approach relies upon the coordination



of several business arcas 10 be successful. For example, the product
might need some tweaking by the person who produces it to respond
to customer complaints. The person who handles human resource is-
sues might be asked to develop compensation plans that reward sales
people who build significant relationships that have tremendous po-
tential but are slow to close. Special payment plans might need to be
implemented by the accounting staff to accommodate a variety of
customer needs.

As a result, marketing usually crosses more departmental
boundaries than other business functions do out of necessity. So,
marketing requires the orchestration of everyone who plays a part in
the common goal of pleasing the customer.
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1. What'’s the Difference Between Selling and Marketing

Many people mistakenly think that selling and marketing are
the same—they aren’t. You might already know that the marketing
process is broad and includes all of the following:

(1) Discovering what product, service or idea customers want.

(2) Producing a product with the appropriate features and qual-
ity.

(3) Pricing the product correctly.

(4) Promoting the product—spreading the word about why
customers should buy it.

(5) Selling and delivering the product into the hands of the cus-
torner.

Selling is one activity of the entire marketing process.

Selling is the act of persuading or influencing a customer to buy
(actually exchange something of value for) a product or service.
Marketing activities support sales efforts. Actually, they are usually
the most significant force in stimulating sales. Oftentimes, marke-
ting activities (like the production of marketing materials and
c_aLchy(D package) must occur before a sale can be made; they some-

times follow the sale as well, to pave the way® for future sales and

referrals® .

2. Contrasting the Selling Concept with the Marketing Con-
cept



The concepts® surrounding both selling and marketing also dif-
fer. There is a need for both selling and marketing approaches in
different situations. One approach is not always right and the other
always wrong—it depends upon the particular situation.

In a marketing approach, more listening to and eventual accom-
modation® of the target market occurs. Two-way communication
(sometimes between a salesperson and a customer) is emphasized in
marketing so learning can take place and product offerings can be
improved.

A salesperson using the sales concept, on the other hand,
sometimes has the ability to individualize® components of a sale, but
the emphasis is ordinarily upon helping the customer determine if
she wants the product, or a variation on it, that is already being of-
fered by the company. In the sales approach, not much time is spent
learning what the customer’s “idcal” product would be because the
salesperson has little say® in seeing that her company’ s product is
modified. Furthermore, she isn’t rewarded for spending time listen-
ing to the customer’s desires unless she has a product to match their
desires that will result in a sale. (Note, however, that sales people
aren’t restricted to the use of the sales concept; oftentimes they use
the marketing concept instead. )

At the heart of the sales concept there is the desire to sell a
product that the business has made as quickly as possible to fulfill
sales \M@) objectives. When viewed through the marketing con-
cept le_ns©, however, businesses must first and foremost fulfill con-
sumers’ wants and needs. The belief is that when those wants and
needs are fulfilled, a profit will be made.

Do you see the difference? The selling concept, instead of fo-

cusing on meeting consumer demand, tries to make consumer de-



mand match the products that have been produced; whereas marke-
ting encomgasses® many research and promotional activities to

discover what products are wanted and to make potential customers

aware of them.
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Unit 2 Strategic Planning and Marketing

Management Process
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1. Strategic planning is the managerial decision process that
matches the organization’ s resources and capabilities to its
changing market opportunities for long-term growth and sur-
vival.
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2. Strategic planning sels the stage for the rest of the planning in
the firm. It relies on defining the firm’ s purpose (its business
mission) and what it hopes to achisve (its primary goals and ob-
jectives), determining how the business will be organized (its
business and product portfolio), and coordinating functional
strategies.
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3. Marketing planning occurs at the business-unit, product, and
market-leveis. It supports company strategic planning with more
detzailed planning for specific marketing opportunities.
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4. A mission statement is a formal statement in an organization’ s
strategic plan that describes the overall purpose of the organiza-
tion and what it intends to achieve in terms of its customers,
products, and resources.
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5. Traditionally, companies stated their missions in production-
oriented terms, such as “We make telephones” or “We are a
chemical-processing firm.” Today, firms following the marketing
concept express their mission in market-oriented terms, that is,
in terms of satistying basic customer needs. Thus, AT&T is in
the communication business, not the telephone business.
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6. The management should avoid making its mission too narrow of
too broad. Mission should be realistic and specific, and should
fit the market environment. If the organization’s mission is too
shortsighted and inflexible the firm may not be able to adapt to



environment changes.
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7.The company’s mission need be turned into detailed supporting
objectives for each level of management.
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8. Effective planning must begin with a set of objectives that are to
be achieved by carrying out plans. To be worthwhile and work-
able, objectives should be clear and specific, stated in writing,
ambitious but realistic, consistent with one another, quantita-
tively measurable wherever possible, and tied to a particular
time period.
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9. Once management had defined a firm’ s business mission and
determined its goals and objectives, the planning focus turns to
its business portfolio—the collection of businesses and products
that make up the company.
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10. In designing the business portfolio, management analyzes the
current organizational structure and evaluates strategies and
opportunities for growth that are consistent with its mission and



